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[bookmark: _Toc237599783]EXECUTIVE SUMMARY
	In this report, the attractiveness of India as a market environment for Aldi Süd is assessed critically, and recommendations on appropriate strategies for international business development are offered. Aldi Süd runs a globally oriented hard-discount strategy, which focuses on low SKU assortment, high share of private labels, tight cost management, and the ability to adapt to different cultures and societies. India has a favorable location with a huge population above 1.4 billion people, growing middle class, fast GDP growth (6-7.4 per cent), developing organized retail sector, and positive macroeconomic situation. Internalization barriers are high because of a 30 per cent locally sourced products requirement for multi-brand retailing FDI, fragmented regulation at the level of individual states, insufficient logistics infrastructure, and cultural differences in consumer behavior and nutrition.
Considering the OLI framework and past experience (China is the example), it is concluded that a pure greenfield expansion strategy is very risky. Therefore, a gradual approach should be used initially, starting from digital presence and pilot shops and moving towards full internalization later on.
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[bookmark: _Toc237599785]INTRODUCTION
	The objective of this study is to critically assess the attractiveness of the Indian market as a target market for Aldi Süd and to suggest a suitable international market entry strategy based on international business theory. Aldi Süd is one of the leading hard discount food retailing companies across the globe which has developed its business strategy around restricted products assortment, high levels of private labels and cost-cutting (Wikipedia Contributors, 2026). The retail industry across the globe is witnessing major changes in terms of structural change due to increasing digitisation, omnichannel integration and changing consumer price sensitivity, particularly among emerging countries. India has been chosen as the host country for this evaluation due to unique combination of scale of the country which includes more than 1.4 billion people, rapidly growing middle class and fast-growing economy along with its underdeveloped retail industry (OBSERVER RESEARCH FOUNDATION, 2026). However, this duality represents a mixture of great opportunity and complexity for a foreign discount player.
The coverage of this review will be restricted to the entrance of Aldi Süd to the organised grocery and general merchandise retailing sector of India; it will exclude Aldi Nord, which is a legally distinct company without any activities in Asia apart from some select markets. The document is divided into two sections. In the first section, we will discuss the strategic positioning of Aldi Süd on a global basis, its PESTLE, Porter's five forces and OLI assessment of India, and the findings that lead to an entry mode decision. The second part of the report will describe a reflection of the entire research process using Gibbs' (1988) reflective cycle model. The key research objective of this document will be to make a critical decision on whether and how Aldi Süd should enter the Indian market.
[bookmark: _Toc237599786]ORGANISATIONAL CLASSIFICATION AND GLOBAL STRATEGY 
Strategic Categorisation
	The strategy of the multinational company is classified by Bartlett and Ghoshal (1989) on the basis of two types of pressures - for the global integration and for local responsiveness. In the first case (global strategy), the adaptation becomes subservient to the efficiency on the global level. In the second case (international strategy), the company adopts its home model and makes only little adaptation to foreign markets. Multidomestic strategy provides autonomy to subsidiaries and makes them able to react to local conditions. Finally, the transnational strategy combines all these characteristics.
	The expansion strategy used by Aldi Süd matches well with the majority global approach. Since the same model of business is used by Aldi in the UK, Ireland, USA and Australia based on maintaining a low SKU number (less than 2,000 lines), maintaining a share of private label products more than 90 percent, using the same store format design, and centralized procurement, it seems that the preference is towards global efficiencies rather than localized operations (Wikipedia Contributors , 2026). This is quite logical as in the discount business model, it becomes essential to achieve economies of scale.
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Figure 1: Aldi Sud's Logo
	Nevertheless, there is significant nuance not fully accounted for by a mere global classification. Entry into the Chinese market entailed considerable adaptation in terms of the shopping format and assortments to suit a completely different fresh food shopping experience. Also, the expansion in the United States has been through acquisitions like Winn-Dixie and Harveys rather than greenfield expansion (Sykes, 2023). This means that Aldi Süd is a firm that by default uses the global approach but can adopt a transnational approach where the market structure and culture is quite different from its own - which is what is the case in India, owing to the fresh/wet markets of the country and low penetration of packaged groceries compared to Europe and its home Anglo markets. Therefore, it becomes critical to classify Aldi Süd as a firm with a global strategy but a growing transnational approach.
Global Configuration
	The geographic coverage of Aldi Süd includes 11 countries with more than 7,000 stores, resulting in approximately €89 billion revenue for the company in 2024 (Wikipedia Contributors , 2026). The competitive strength of the firm lies more in how these activities are arranged rather than in the scope of operations. Inbound logistics and procurement play a more important role in creating competitive advantage than marketing and services, as the high volume procurement process helps to reduce the costs of buying, private labeling eliminates the need for costly marketing campaigns, and standardized stores help to reduce capital expenditure per store. Through the perspective of the value chain framework suggested by Porter (1985), the competitive advantage of Aldi Süd lies in its inbound logistics and procurement.
	The reason is that the advantage in this case is the coordination advantage rather than asset advantage. This indicates that the advantage can be used on an international scale, but it will only work in those areas where the infrastructure and supply chains are similar to those of Aldi. In the light of VRIO theory (Barney, 1991), the procurement advantage of Aldi can be regarded as valuable and rare, but it cannot be imitated fully in India due to the presence of value retailers in India (DMart, Reliance Smart).
[bookmark: _Toc237599787]MACRO-ENVIRONMENTAL APPRAISAL AND MARKET ATTRACTIVENESS
India's Retail Market: Context
	The retail industry of India continues to remain highly unorganized with the penetration of organized retail continuing to be low compared to developed countries; however, the growth curve is quite steep. Organized retail sales are expected to rise to US$230 billion by 2030, whereas India's total retail sector is estimated to grow beyond US$1.6 trillion by 2030, from a figure of around US$952 billion in 2024 (IBEF, 2024). The annual growth rate of retail sales stood at around 10% in early 2026, with food and groceries, the category that Aldi Süd focuses on, being the highest at around 14% (Market, 2023). This is happening against the background of ongoing liberalization of FDI rules, growing urban and Tier-2/Tier-3 consumer spending, and increasing digitization of the retail industry (IBEF, 2024). For a hard discount retailer such as Aldi Süd, these factors combined represent true attractiveness; however, the discussion below proves that this potential is limited by a substantial amount of political, legal, and cultural friction.
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Figure 2: India's Retail market
Source: (IBEF, 2024)
Political Environment
	India's political setting can be described as relatively stable in terms of government and clearly policy-oriented to attract foreign retail investment, yet the regulatory framework acts as an important impediment to entry for a discount groceries player. Foreign direct investments are allowed up to 100% in single brand retail trade through the automatic route, and in the multi-brand retail sector, up to 51%, provided certain conditions are met (IBEF, 2024; Ken Research, 2026). Importantly, the multi-brand retail FDI scheme, which is most pertinent to a discount grocery retailer selling products under its own label range, obligates the firm to purchase no less than 30% of the products purchased from domestic suppliers (Ken Research, 2026). Such obligation is inconsistent with the centralized procurement process of Aldi Süd and requires establishing a whole new supply chain domestically.
	In addition to the policies on foreign direct investment, GST rationalization in September 2025 has allowed the indirect taxation of consumer goods, which is expected to improve consumption growth and cut down compliance costs for retailers (DD News, 2025b). Furthermore, the Reserve Bank of India and the central government are part of the Ease of Doing Business policy, including the digital retailing project through the development of the Open Network for Digital Commerce (ONDC), which eliminates obstacles for the entry of organized companies in the market without being restricted by any intermediaries (Gupta, 2026). However, the regulation of the retail sector in India is quite fragmented between the states because the land acquisition, labour laws, and shops' licenses vary depending on the state, requiring negotiations with 28 regulatory regimes, instead of one, at the national level. Significantly, it represents an essential difference from the earlier entry in markets of the UK, the USA and Australia for Aldi Süd because there was a unified national regulatory environment. Therefore, the political risk in this case is not an unstable political situation, but a complicated and conditional regulatory environment.
Economic Environment
	The overall economic environment prevailing in India is highly favorable. The RBI has upgraded its GDP growth forecast for FY2025-26 to 7.4% where GDP growth is projected at 8.2% year-over-year for the quarter of September 2025, one of the highest among all economies (DD News, 2026; Goldman Sachs, 2026). Independent estimates also share a similar view on the country's economic growth where the OECD forecasts growth of 6.2% for 2026, the IMF predicts 6.2% and Goldman Sachs predicts 6.9% growth in 2026 due to GST rationalization, income-tax relief, low crude oil prices and strong consumption in rural and urban areas (Goldman Sachs, 2026; PIB, 2025). On the other hand, the levels of inflation have fallen sharply where CPI inflation in October 2025 is forecasted at historically low levels of 0.25% followed by an increase towards the upper end of 4% band of RBI in 2026 (PIB, 2025; Goldman Sachs, 2026). Such conditions of low, well-anchored inflation and high real growth are highly favorable for entry into discount retailing as real growth in consumption is estimated at 7.7% in 2026 (Goldman Sachs, 2026).
	From an Indian structure perspective, the middle class is estimated to grow by approximately 110 million households by 2030, with such an expansion in consumer base that is difficult to find in other parts of the world (Pib.gov.in., 2026). Urbanization rates continue to rise, with Tier-2 and Tier-3 cities contributing alone an additional of 100 million new consumers in branded retail by 2030 (Gupta, 2026). The middle class in India is a highly compatible demand base for Aldi Süd, whose value proposition is price-led access to quality products. However, disposable income growth among the consumers is inconsistent, with rural and lower middle class consumers being more price-sensitive and dependent on kirana retailing for which there is very little applicability of the Aldi's business model without any footprint modification. There is additional risk with supply chain economics, with India having relatively weaker cold chain and organized wholesale infrastructure as compared to Europe and other Anglophone countries where Aldi operates. Hence, procurement efficiencies leading to the low costs of operations are not guaranteed without any material investments in logistics infrastructure.
Legal Environment
	Legal factors play an important role in Aldi Süd’s expansion strategy. First of all, there are provisions on food safety and labelling that are overseen by Food Safety and Standards Authority of India (FSSAI). In particular, FSSAI has been enforcing labelling requirements, including 2025 amendments in labelling and display rules and penalties for misleading labelling (FSSAI, 2026). In addition to this, considering the fact that Aldi sells private labels, FSSAI compliance would mean that all private label SKUs offered in India should be repackaged and possibly reformulated.
	Secondly, India’s data protection regime has progressed significantly. Implementation of the Digital Personal Data Protection Act 2023 (DPDPA) was launched in phases since November 2025, while the Digital Personal Data Protection Rules 2025 have been put in place to define consent, breach reporting, and the creation of the Data Protection Board of India (Data Protection Laws of the Worl, 2026; Safna, 2024). The legislation is extraterritorial and applies to all organizations that process personal data of Indian citizens, even for the purposes of loyalty programs, digital payments and e-commerce (Warren, 2025). In this case, the application of the DPDPA to Aldi Süd’s ambitions to be digitally-enabled in India, such as the implementation of loyalty programs, mobile ordering, and UPI-integrated checkout, brings in a new legal requirement.
	Thirdly, the laws governing competition, as provided for by the Competition Commission of India, limit predatory pricing and demand clearance for mergers beyond specified limits, pertinent in case Aldi Süd's strategy for expansion into the Indian market includes acquisition of an already established retail chain within India. The laws of employment also differ considerably from those prevailing in the European markets where Aldi operates, especially regarding minimum wages, work hour, and retail licensing requirements. 
Cultural Environment
	Cultural distance is probably the biggest adaptation problem facing Aldi Süd when entering India. Based on Hofstede’s (2001) model of cultural dimensions, India has a relatively high score on power distance, and an average one on collectivism in comparison with the core countries of Aldi, which are Northern Europe and Anglophone countries. Most importantly, however, India has a relatively high score on uncertainty avoidance in terms of shopping behavior, which means that it prefers freshness checks, good personal relations with vendors, and reliance on sensory checks of goods, all of which characterize the dominant shopping culture of wet-market/kirana style. This is particularly important because it means that Indian customers have preferences in their shopping behavior that are different from the shopping habits of Aldi customers in its core markets.
	Further complexities arise from dietary cultures. Indian country has one of the largest vegetarian populations in the world, which involves regional and religious differences in diets (like beef-free diet of Hindu people, pork-free diet of Muslims, strict diet of Jains that includes no root vegetables), which means that product assortments need to be planned differently than Aldi's European private labels. Linguistic and culinary regional diversity in India means difficulties with implementing standardised national assortment strategy in opposition to efficiency-focused, centralised purchasing model of Aldi. However, in terms of digital readiness of Indian population, there is a rapid development of digital payments in the country: there were 954 million internet subscribers in India as of March 2024, and electronic retailing is evolving from cash-on-delivery towards digital payment upon delivery via United Payments Interface (Gupta, 2026; IBEF, 2024). Festival-driven sales spikes (like Diwali, regional harvest festivals) contribute to seasonal patterns in consumption in the region, which are taken into account by organised retailers while developing their strategies. 
Synthesis via the OLI (Eclectic Paradigm) Framework
The eclectic paradigm by Dunning (1980, 1988) posits that a company would engage in foreign direct investment when it has Ownership advantages which can be exported, Location advantages favoring local production, and Internalisation of such advantages through direct ownership is more efficient than licensing or contractual arrangements.
Advantages of Ownership: Aldi Süd has significant and transferable ownership advantages: capability for developing private label products with worldwide recognition, efficient procurement and inventory systems, good cost controls, and operating experience in effectively managing discount retailing, as is clear from the company’s 2024 revenue of €89 billion in eleven countries (Wikipedia Contributors , 2026). Such advantages are firm-specific and have been successfully transferred in culturally similar environments (UK, Ireland, Australia, USA).
Location-related advantages: The country boasts many location-specific strengths that include rapid economic development (projected GDP growth rates between 6.5-7.4% for FY2025-26), expansion of the middle class (110 million new households in 2030), urbanization trends, relatively cheap labor compared to Aldi’s current locations, the development of e-commerce infrastructure, and further policy liberalization of FDI flows (Goldman Sachs, 2026; Pib.gov.in., 2026; IBEF, 2024). The strength is bound to location and cannot be realized through export from Germany, making FDI more attractive than trade entry.
Internalisation benefits: Here, the analysis becomes more controversial. The internalisation theory states that firms choose direct investment when market transactions such as licensing and franchising carry the risk of quality reduction, damage to brands, and loss of proprietary knowledge related to procurement. Brand equity and quality control of the private label of Aldi Süd imply tight control, which makes internalisation in principle desirable. Yet India's 30% sourcing requirement in case of multi-brand retail foreign direct investment, its fragmented legislation at the state level, and insufficient infrastructure make transaction costs of complete internalisation much higher than those encountered by Aldi Süd in previous markets (Ken Research, 2026). This implies that while internalisation is desirable in the long run because of the considerations of brand control and quality, in the short run the rational approach will include partial internalisation through joint ventures and partnerships with domestic sourcing/logistics companies.
	Taking OLI in an integrated manner, India fares well in the locational dimension while Aldi Süd does extremely well in the ownership dimension, which is also transferable, but the difficulty that arises from internalisation with respect to regulatory friction (quotas for local purchasing, state-level fragmentation, and difficulty of compliance with FSSAI/DPDPA) has a significant bearing on entry costs. This is the crux of the strategy that guides the recommendation.
[bookmark: _Toc237599788]ENTRY MODE STRATEGY AND STRATEGIC SYNTHESIS 
Historical Pattern Recognition
	Aldi Süd’s strategy for entering international markets has been that of greenfield investment. In countries like the United Kingdom, Ireland, Austria, Switzerland, and Australia, Aldi has created store networks through greenfield investment in these countries without any adaptation of its model. This is also aligned with the global strategy classification introduced in Section 2. Such an approach was necessary to maintain Aldi’s cost efficiency that forms the essence of its private label strategy.
Nonetheless, it is important to mention that Aldi Süd has strayed from pure greenfield expansion in two markets which are very far removed from its structural and cultural roots. Specifically, in the US, Aldi Süd’s latest expansion efforts in 2023-2024 have been based on acquisitions of around 400 stores of Winn-Dixie and Harveys supermarkets from Southeastern Grocers, partially unwound in 2025 through sales of 170 such stores (Sykes, 2023; Neerman, 2023). Nonetheless, even more interestingly for the purposes of this report is the approach of Aldi Süd in China (2017-2019), where its international expansion path did not follow either greenfield development or acquisition, but took a deliberately cautious form of low commitment internationalisation in the form of cross-border online retailing on Alibaba’s Tmall platform since 2017, and the opening of two pilot physical stores in Shanghai in 2019 with a format adapted to local conditions and in-store digital data-gathering system different from Europe-based one (Kantor, 2026; Moon, 2019; Tridge Insights, 2026c).
	These were termed by Aldi as trial stores designed to “understand our customers” prior to any more investment (Moon, 2019). The most pertinent historical instance from the perspective of making an entry into India would be that in China where Aldi demonstrated that Aldi Süd would deviate from its usual practice of replicating its greenfield model of operations.
Strategic Fit and Justification
	The lessons learned from history will involve a careful balancing act regarding the risks involved, resources invested, level of control, and strategic fit for the long term. In terms of risk assessment and resource investment, due to the Indian requirement that multi-brand retail FDI involves 30% domestic procurement, coupled with inconsistent state-level regulation, there is higher risk and greater time involved for a fully-owned greenfield strategy than previous Anglophone markets for Aldi. A big greenfield investment would be risky in terms of regulatory approval and acceptance at the same time.
As regards operational risk and culture match, it was identified that there are distinct differences between Indian grocery shopping behavior (trust issues with fresh produce, vegetarian/region-specific diet range, small basket purchase frequently) and the Aldi target markets - possibly more pronounced than the case for Aldi's entry into China. The reason being that a full-scale acquisition would face the constraint of not having a target that is similar in scope to the company that can be acquired - whereas the US had companies such as Winn-Dixie that could be acquired, India has dominant local retailing organizations (Reliance Retail, DMart, Reliance Smart).
	As regards resource commitment and flexibility, a sequential strategy, similar to that used by China, gives Aldi Süd the advantage of putting its assortment, pricing, and format strategy to the test using actual Indian customer data without full capital commitment for the stores; meanwhile, setting up a joint venture or establishing a strategic sourcing relationship with an Indian distribution or wholesale company would immediately take care of the 30% local sourcing requirement, thereby lowering the cost of developing an Indian supply chain (internalization issue raised by the OLI framework). Such a move would also help minimize political and legal risks in the crucial initial years through the partner’s experience with state licensing and land labor regulations.
	In relation to strategic fit over a longer term, the complete internalization through fully owned operations will eventually be preferred, considering that Aldi’s competitive advantage based on superior control over the quality and cost of its private label brand line becomes weakened when the contractual arrangements become less stringent (as would be expected from the theory of internalization). A staged approach thus does not have to represent an ultimate trade-off, but should rather be considered a rational risk management process.
Conclusion and Recommendations
Conclusion
	India poses an attractive but challenging case study for Aldi Süd. The country possesses strong strengths in ownership (specialisation in private label, frugal business practices and standardisation) and location (high GDP growth rate, rising middle class, rapid urbanisation and increasing organised retailing) and thereby exhibits market attractiveness using OLI framework criteria. However, internalisation barriers exist in the form of 30% sourcing requirement by the FDI policy of multi-brand retail, fragmented regulation at the state level, inadequate cold-chain system and stark differences in consumer shopping habits, eating habits and store expectations. This makes the greenfield development of the hard discount model risky and ineffective in the short run. The experiences in China and elsewhere show that Aldi Süd can switch from the default global strategy to a transnational strategy due to structural and cultural distance. Hence, India needs entry by Aldi Süd, but through a phased and partner-driven approach.
Recommendations
	Entry Strategy for Aldi Süd: Low To Moderate Commitment Sequential Entry Strategy. Stage 1 (12-24 months): Establish cross-border e-commerce operations on popular Indian portals along with a test launch of 2-4 “test” stores in major metro cities (Mumbai, Bengaluru, Delhi-NCR) with very locally oriented assortment - strong focus on vegetarian, regional and fresh items, while collaborating with an experienced Indian distributor or wholesaler to satisfy the condition of 30% sourcing from domestic market and dealing with licensing requirements at state level. Stage 2: Conversion of the pilot programme into a proper joint venture with the involvement of credible local retail/logistics partner; sharing of operational expertise while keeping control over private label quality and pricing. Stage 3 (post-proofs of concept): Gradual increase of equity share in the joint venture with the growing number of stores to achieve full internalisation when logistical capabilities, regulatory experience and consumer acceptance are confirmed. Parallel activities to be performed in the process will consist of FSSAI compliant reformulation/labelling of private labels, early compliance with DPDPA in case of digital loyalty/payment programmes, as well as ongoing VRIO analysis of procurement cost advantages over local value retail.
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Description
The first part of the assessment entailed critically assessing the attractiveness of the Indian market to Aldi Süd and developing an appropriate entry strategy based on international business theories. The approach I adopted started by defining the scope; that is, I had to consider only the organized food and general merchandise operations of Aldi Süd, not its Aldi Nord operations and only considering the Indian organized retail sector (Gibbs, 1988). The frameworks I followed included Bartlett and Ghoshal’s strategy typology, Porter’s value chain, VRIO, PESTLE, Hofstede’s cultural dimensions, and Dunning’s OLI paradigm, after which I synthesized the theories into an entry mode. The research included the systematic collection of secondary data from company reports, industry studies (IBEF, Market Research), economic predictions (RBI, IMF, Goldman Sachs, OECD), regulatory information (FDI regulations, FSSAI, DPDPA), and academic literature on entry modes and cultural distance. Finally, I correlated Aldi’s previous practices of greenfield in English-speaking markets and adaptation in China and strategic acquisitions in selected US firms with the Indian context to develop the recommendation (McLeod, 2025).
Feelings
I began feeling both excited and a little bit overwhelmed by the extent of the market of India and its rich secondary data resources, while at the same time I worried about the possible lack of coherence and depth in view of the amount of regulation and necessity to apply several theoretical lenses. The first frustration occurred due to the presence of conflicting growth data in the sources or insufficient details about multi-brand retail FDI regulations. But once the OLI framework started showing me how the contradiction between the existence of strong ownership and location advantages and high internalization costs lies at the heart of the case study, I felt increasingly satisfied intellectually. Uncertainty occasionally returned as I considered how far I can stretch the definition of “transnational” for Aldi Süd, but it was soon replaced with certainty when the example of China helped me find an historical precedent.
Evaluation
Some of the strengths of the process include the way the order of the framework was done (from Global Strategy Classification to Macro Environmental Scanning to OLI framework) in a manner that made it easy to craft a narrative out of the analysis instead of making it just an assortment of points. Historical Pattern Matching of Aldi through China’s pilot store strategy and US acquisitions was very useful because it helped me base my recommendation on the real behavior of Aldi rather than purely on theory. The ideas taught in class were very useful; Bartlett and Ghoshal helped me avoid making it just about "global strategy" while VRIO helped me appreciate the loss of procurement advantage in India.
	Some other things that were not very successful in the paper include the excessive use of macro-economic estimates in the beginning without enough consideration of rural versus urban and Tier-2 or Tier-3 differences, as well as some difficulties finding the latest data on organised retail presence and cold chain availability (McLeod, 2025). Due to time constraints, I had to use some secondary sources as is without cross-checking them. All of this resulted in some weaknesses in the discussion of risks related to the culture and operations part.
Analysis
The research methodology relied predominantly on secondary data because obtaining primary data through interviews with Aldi's executives or Indian retailers was beyond the scope and practical limits of the assignment. Multi-source triangulation methodology was used where economic data was cross-checked across official (RBI, PIB), multilateral (IMF, OECD) and private (Goldman Sachs) forecasts, legal data was cross-checked against both government sources and specialized legal commentary, while cultural data were supplemented by Hofstede scores together with qualitative data on Indian shoppers' behavior. Although this minimized the possibility of bias in data sources, it at the same time demonstrated that there are limitations in secondary data - time lag issues, definition differences (e.g. “middle class”) and limited availability of operational data on hard discount format in India.
	Three types of challenges emerged: firstly, the regulatory context turned out to be much more complicated than I expected. The regulation on the requirement of 30 % local sourcing for multi-brand retail FDI was not compatible with Aldi’s procurement system and thus necessitated delving deeper into the internalization theory than I originally intended to. Secondly, cultural distance is hard to measure. Hofstede’s framework served as a useful guide, but translating high power-distance and uncertainty-avoidance scores into concrete consequences for store format, product range and fresh food handling required further qualitative analysis. Thirdly, it was hard to balance between theoretical rigor and practical considerations. A strictly greenfield recommendation would fit into Aldi’s established practice perfectly, but it was impossible to maintain such theoretical purity given the specifics of India and China.
Learning during the course was crucial to overcoming these difficulties. Lectures on eclectic paradigm and entry modes allowed me to formulate the nature of the internalization challenge; transnational strategy and institutional distance readings enabled understanding that Aldi’s default global strategy could, and should, adjust itself under conditions of high cultural and regulatory distance; cases of other Western retailers operating in India and China provided comparison benchmarks.
Conclusion
In conclusion, the exercise proved that the use of various approaches simultaneously and appropriately helps one gain deeper insight into strategy than using a singular framework. Historical analysis as a connection between theory and practicality was also stressed during the exercise. I have learned that market attractiveness is not one-dimensional; in some cases, location advantages may be high while internalization costs are extremely high. The logical thing to do is to adopt a gradual approach to entry in such instances. Another lesson was that secondary sources should be used carefully. A company’s usual approach should not be rigidly maintained.
Action Plan
In the course of conducting further analyses of international businesses, I would take more time during the initial stage to explore data gaps and determine ways of triangulation, especially in terms of variables such as regulations and culture. Further, I would develop a basic matrix early in the analysis process that connects each theory directly to the decision-making process it is meant to address in order to avoid any deviation from the purpose. Lastly, I plan to look for more qualitative data sources in the form of interviews, observations or ethnography whenever secondary data do not answer crucial operational questions.
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