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[bookmark: Xdbeeb406bfedb8714f21364d8e1547133449f1f][bookmark: _Toc236047527]Section 1: MNC Analysis and Market Entry Evaluation
[bookmark: introduction][bookmark: _Toc236047528]1. Introduction
Tesco PLC is a publicly listed multinational retailer based in the UK with the main business in the UK and Ireland, Central Europe (Czech Republic, Hungary, Slovakia) and the Booker wholesale division (Tesco PLC, 2026). Although Tesco has been buying garments from Bangladeshi factories for more than 20 years and helped establish the post-Rana Plaza Accord on Fire and Building Safety in Bangladesh (The Diplomat, 2023), the company does not have a retail store presence or a distributor relationship or a franchise arrangement in Bangladesh as of June 2026. This asymmetry, the longstanding sourcing relationship and the absence of retail market entry make it appropriate to consider Bangladesh as the target country: Tesco's relationship with Bangladesh is that of a buyer of manufactured goods, rather than a seller to Bangladeshi consumers, and retail presence is analytically different from its current sourcing footprint. This report categorises Tesco's strategy according to Bartlett and Ghoshal's typology, assesses the macro-environment in Bangladesh based on Dunning's eclectic (OLI) paradigm and compares the historical modes of entry of Tesco with the existing theory to suggest an appropriate mode.
[bookmark: Xed1723b0f8d514dacd7b699be4116cdd4fe6608][bookmark: _Toc236047529]2. Organisational Classification and Global Strategy
[bookmark: X569a705cebeca15914420de390814e45d771435][bookmark: _Toc236047530]2.1 Strategic Categorisation Using the Bartlett and Ghoshal Framework
According to Bartlett and Ghoshal (1989), there are four archetypes of multinational strategy: multinational, global, international and transnational, based on the two dimensions of pressure for global integration and pressure for local responsiveness.Bartlett and Ghoshal (1989) identified these four types of multinational strategy based on two pressures: pressure for global integration and pressure for local responsiveness (Collinson, Narula and Rugman, 2020; Daniels et al., 2022). Tesco is a more obvious example than many grocery multinationals, as it has been explicitly and repeatedly targeted to change its geographic focus from global to regional.
The pressure on integration is medium: Tesco develops private labels centrally from the UK, has an integrated supply chain technology, loyalty data analytics (Clubcard) and buying scale across its operations (its full geographic footprint and existing markets are set out in Section 2.2 below) (Tesco PLC, 2026). The pressure on responsiveness is relatively high: food retailing is among the most locally sensitive categories in international business and therefore needs to be adapted to local tastes and competitive conditions, in line with the standardisation-adaptation literature that positions grocery categories at the adaptation end of the spectrum compared to globally standardised technology or luxury goods (Griffith, 2021; James, Inyang and Eze, 2024; Poulis, 2024). This positioning is summarised in Figure 1.
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Figure 1: Bartlett and Ghoshal (1989) Classification Applied to Tesco
Source: (Tesco PLC, 2026)
Overall, Tesco is more of a multi-domestic player with a definite direct control and quick exit from markets that do not generate a sufficient return or manageable risk. This is reflected in its adapted format strategy in the current markets and its history, as it has exited the United States (2013), Japan (2012), China (2020), Thailand and Malaysia (2020) and sold down its South Korea joint venture (2015) in each case due to failure to sustain competitive position locally and/or acceptable returns (Kar, Bansal and Mishra, 2021; Malay Mail, 2020). This is in stark contrast to a global strategy that is based on a single standardised format which is exported with minimal adaptation, and is an important factor in assessing how Tesco is likely to approach entry into any new, unfamiliar market. The company's stated preference is for careful, reversible entry rather than for taking a bold first step (Griffin and Pustay, 2020).

[bookmark: X3ebcd8f97ebdc449686765c287ea2d2abcc1d86][bookmark: _Toc236047531]2.2 Global Configuration and Competitive Advantage
Tesco's geographic footprint, its existing markets, how it operates within them, and how this creates value and competitive advantage, is set out below. The current structure is designed to be smaller than the one it had at its peak: a core UK and Ireland grocery/gen.merch. business, a Central European regional network of more than 560 stores in three culturally and economically similar markets, and the food-service and cash-and-carry Booker wholesale division acquired in 2018, which did not involve Tesco entering new countries at all (Tesco PLC, 2026; Economics Online, 2024). In each Central European market, Tesco has adapted its private label ranges and store formats to suit local shopper preferences rather than introducing a single UK format unchanged (Retail Analysis IGD, 2024). This configuration is a logic of the value chain as the buying, private label manufacturing contracts and supply chain technology are kept and shared centrally, and stores operate, range curation and supplier relations are done at country level, which fits with the multi-domestic classification above.
This arrangement creates competitive advantage in two ways that are relevant to a decision to enter Bangladesh. First, private-label and buying-scale benefits enable Tesco to offer competitive prices and quality assurance, which can be replicated in a new market by implementing management systems and supplier connections, not the physical assets that would be required for a slow organic expansion. Second, the retailer has not had a relationship with Bangladesh that would qualify as a retail relationship, but rather has had 20 years of experience with the ready-made garment (RMG) sector in Bangladesh, which would provide the retailer with location-specific knowledge that a retailer without a prior relationship in Bangladesh would not have, consistent with the finding that firm-specific relational advantages, not only asset ownership, allow for deeper international market embeddedness (Fraccastoro, Gabrielsson and Chetty, 2021). Tesco's risk is not asset concentration but organisational caution; after exiting the North East Asian market during the 2010s and the South East Asian market during 2020, Tesco is burdened with reputational caution about renewed expansion into Asia that it will have to overcome (Yahoo Finance, 2026; Kar, Bansal and Mishra, 2021).
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Figure 2: Tesco Global Value Chain.
Source: (Tesco PLC, 2026).
[bookmark: X2ffc258749f2395d3a2ca891e5aa2513a8efeaf][bookmark: _Toc236047532]3. Macro-Environmental Appraisal and Market Attractiveness
To make a retail entry decision in Bangladesh, rather than repeating a country profile, the environmental factors most relevant to such a move are considered. The analysis is organised around the political, economic, legal and cultural aspects that are most relevant to an organised grocery and general merchandise retailer.
[bookmark: political-environment][bookmark: _Toc236047533]3.1 Political Environment
The most important obstacle to retail FDI in Bangladesh is currently the political climate. The August 2024 mass uprising led to the resignation of long serving Prime Minister Sheikh Hasina and an interim government headed by Nobel laureate Muhammad Yunus has ruled the country since then, with national elections set for February 2026 (Atlantic Council, 2025). This shift has been a real destabilising one, not just a procedural one: incidents of mob violence, disputed police authority and a growing power struggle between the armed forces and the interim administration have been reported over the last few years, while diplomatic relations with Bangladesh's key trade and logistics partner, India, have deteriorated since mid-2024 (Al Jazeera, 2025; GIS Reports, 2026), in line with Bangladesh's high country-risk rating in independent country risk assessments (Coface, 2024). Academic interpretation of the crisis highlights three interacting causes which are unlikely to be solved in the near future after the planned election: lack of democratic consolidation, politicisation of religion and external powers (Behera, 2025). The impact on foreign investors is tangible and is significant: net FDI inflows have dropped from estimated USD 2.2 billion in 2024 to USD 1.5 billion in 2025, and the quarterly inflows have been trending downwards since early 2026 (Bangladesh Pratidin, 2026; Daily Sun, 2025). Finally, while it is a reason for caution for a retailer like Tesco, who has historically tended to withdraw rather than persevere with the uncertainty on the ground (Section 2.1), this is not the reason to exclude indefinitely; the interim government's declared aim is to restore investor confidence before returning to elected government (World Governments Summit, 2025), and the cross-country evidence on political stability and FDI in the wider Asia-Pacific region suggests such effects are often cyclical rather than permanent once trade openness is maintained (World Economic Forum, 2024).
[bookmark: economic-environment][bookmark: _Toc236047534]3.2 Economic Environment
Bangladesh's economic growth has been significantly lowered from the pre-crisis trend, contracting to 3.7 per cent in FY2025 from 5.8 per cent in FY2023, and projected to reach a low of 4.9 per cent in FY2026 by the IMF in the face of ongoing fiscal and financial-sector fragilities (IMF, 2026; World Bank, 2026). Figure 3 shows the dramatic drop in net FDI inflows during the same time period, a key factor for Tesco's caution.
[image: fig1_bangladesh_fdi.png]
Figure 3: Bangladesh Net FDI Inflows, 2021 to 2025 (USD billion)
Source: Daily Sun (2025) and Bangladesh Pratidin (2026) reporting on Bangladesh Bank data.
The macroeconomic caution is juxtaposed by an expanding opportunity for organised retail, which is now increasingly moving from manufacturing to services as noted in the latest World Investment Report by UNCTAD, of which the latest report notes a more general shift in FDI towards services in south Asia as a whole, from a low base (UNCTAD, 2025). The number of stores in the supermarket chain is now over 1,500, up from around 750 the previous year, and the estimated turnover of the supermarket chain has increased by 33 per cent to USD 800 million per year in 2025 (The Daily Star, 2026a; Statista, 2026). The retail market in Bangladesh is expected to grow at a compound annual rate of 7.3 to 8.4 per cent by 2031 as consumers are moving from traditional bazaars to organised outlets. This fast outlet expansion is shown in figure 4.
[image: fig2_bangladesh_retail.png]
Figure 4: Bangladesh Supermarket Chain Outlets, 2024 to 2025
Source: The Daily Star (2026a) reporting.
This is a truly unique mix: a macro-political environment that is currently in decline, and at the same time a consumer retail market that is accelerating off a low base of organised penetration and growing incomes and GDP per capita (now around USD 2,911) suggesting long-term opportunity, but temporarily masked by short-term political risk (Worldometer, 2026). The market is not yet saturated; local chain Shwapno has an estimated 53 per cent modern retail market share with more than 900 outlets, while Agora and Meena Bazar have fewer than twenty outlets each, meaning that organised retail is yet to be fully saturated in comparison to the population of over 170 million Bangladeshis (Business Inspection BD, 2025). This fragmented competitive set and the lack of a large number of well capitalised domestic conglomerates to enter the market (at least at present: PRAN-RFL Group, Akij Group, Meghna Group) makes it clear that the immediate competitive challenge for a new entrant is not a dominant incumbent but a rapidly consolidating group of local players keen to beat them, making it better to come in with a local partner.
[bookmark: legal-and-regulatory-environment][bookmark: _Toc236047535]3.3 Legal and Regulatory Environment
On paper, Bangladesh has a relatively liberal FDI policy: 100 per cent foreign ownership is allowed in most sectors, and the sectors that are reserved for state ownership, such as arms production or printing currency, are limited to a few (Tahmidur Rahman Remura Wahid, 2026); and, Bangladesh's formal regulatory restrictiveness is comparatively low, and lower than a number of regional countries (OECD, 2025). This is more liberal than several comparators in the region, which require multi-brand retail companies to have a local joint-venture partner with a stake in the business; in addition, it is in line with Bangladesh's WTO trade liberalisation commitments (WTO, 2024) and, as such, would not, in principle, require Tesco to have a mandatory local joint venture partner to hold equity, as it does in India, where it has chosen to form a joint venture with the local business Trent Hypermarket of the Tata group (Kar, Bansal and Mishra, 2021). However, in practice, discretionary risks, discriminatory treatment of foreign entities, delays in contract enforcement, and the potential for abrupt policy shifts by an interim administration are material in countries with a liberal formal statutory regime (U.S. Department of State, 2025b). The ready-made garment sector in Bangladesh, from which Tesco already buys ready-made garments, has improved significantly since Rana Plaza, having the multi-brand Accord mechanism that Tesco helped establish (The Diplomat, 2023) and existing legal and audit relationships in-country that a genuinely new entrant would not have. This distinction is important because many of the discretionary risks outlined in the U.S. investment climate statement relate to contract enforcement and administrative approvals for new market entrants specifically, where Tesco's legal relationship with suppliers, rather than retail, at least provides a point of contact in the regulatory and judicial system in Bangladesh. The legal landscape is permissive, with a middling but improving rating on the independent economic freedom indexes from the Heritage Foundation (2025), but the implementation is discretionary, transitional era risk that justifies a cautious initial legal structure, like a wholly owned subsidiary rather than a large and irreversible capital commitment.
[bookmark: cultural-environment][bookmark: _Toc236047536]3.4 Cultural Environment
Bangladesh's profile on Hofstede's national cultural dimensions theory is very different from the UK's: high power distance, high collectivism, and comparatively high uncertainty avoidance combine to create a culture of business and consumer life that is more about hierarchy, trust developed through personal contact, and risk avoidance in decisions than is the UK (The Culture Factor, 2026). The grocery retailer's implication is more on the supplier and format side than the shopper's side: In the case of Bangladeshi consumers, they have demonstrated a tendency to switch very rapidly to organised retail when preferred local retailers take the initiative to introduce the format; hence, the format innovation, which is culturally acceptable, only if it is locally anchored and trusted, not perceived as foreign imposition, as seen in the case of Shwapno's rising market leadership (Business Inspection BD, 2025) in the country, which is consistent with the other research on the country, conducted in South Asia, which shows that format innovation, which is culturally acceptable, is only welcomed if it is locally anchored and trusted, but not seen as a foreign imposition, across age groups (Verma and Misra, 2021). This supports an entry approach that rapidly establishes local trust that is visible to the community, local partnership, local branding cues, and community-level relationship building, rather than a wholly foreign-branded, headquarters-led rollout. Collectivism and high power distance are also likely to dictate the supplier and regulatory relationships in Bangladesh to be tied to personal trust with well connected local partners, which aligns with cross-cultural management literature that argues for the importance of relational trust when implementing management practices in high power distance and collectivist host cultures (Stor, 2021; Bano and Liu, 2025).
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Figure 5: Hofstede Cultural Dimensions: United Kingdom vs Bangladesh
Source: (The Culture Factor, 2026)
Table 1: Summary of Macro-Environmental Factors Relevant to Tesco’s Entry into Bangladesh
	Dimension
	Key Opportunity
	Key Risk

	Political
	Interim government prioritises restoring investor confidence ahead of February 2026 election
	Post-uprising instability, contested authority, deteriorating India relations

	Economic
	Rapid organised-retail growth (outlets doubled in 2025); rising GDP per capita
	GDP growth slowing to 3.7-4.9%; FDI nearly halved 2024-2025

	Legal
	100% foreign ownership permitted in retail; no equity cap
	Discretionary and contract-enforcement risk under transitional administration

	Cultural
	High receptivity to trusted, locally anchored organised retail formats
	High power distance and collectivism favour locally connected partners over a purely foreign-led entry


[bookmark: X9e4dfa17ab72737487957be04d57eeba1590da5]
[bookmark: _Toc236047537]3.5 Market Entry Synthesis Using Dunning’s Eclectic (OLI) Paradigm
According to Dunning's eclectic paradigm, firm will choose FDI over export or licensing when the firm has ownership-specific advantages, the host location has location-specific advantages, and internalisation is more efficient than contracting with an independent host location party (Griffin and Pustay, 2020; Kamal et al., 2020). Table 2 outlines the case of Tesco-Bangladesh in terms of the three elements.
Table 2: OLI Framework Applied to Tesco’s Prospective Entry into Bangladesh
	OLI Element
	Application to Tesco in Bangladesh

	Ownership advantages
	Yes. Tesco's own private label development capability, buying scale, supply chain systems and loyalty-data analytics are firm-specific, transferable assets proven across its existing markets, independent of any single host country.

	Location advantages
	Yes. Bangladesh offers growth in the organised-retail sector from a low base, a relaxed foreign-ownership policy, and a huge, young, under-penetrated consumer base of more than 170 million people, though this advantage is currently discounted by short-term political risk (Section 3.1).

	Internalisation advantages
	Yes. The transaction cost of Tesco internalising the retail operation, as opposed to engaging an independent local retailer, is mitigated by Bangladesh's regulatory environment, which is liberal and encourages FDI (Section 3.3); and the cost is also lower, compared to a firm that has no prior relationship with Bangladesh, due to Tesco's existing suppliers and compliance relationships with local firms (Section 2.2).



The political and economic analysis above indicated that the government in Bangladesh actively welcomes FDI (Section 3.1 and 3.3), and the synthesis of the three OLI elements is always positive and never mixed. Ownership advantages are available: Tesco's private label, supply chain management and format-design are proven in many emerging and developed markets and not country specific. Location advantages exist: Bangladesh's liberal ownership regime frees up the traditional formal restrictions on FDI, though there is currently high political risk going into the short term as well as an under-penetrated, fast growing organised-retail segment, into which Tesco has already dabbled. Internalisation benefits exist: Bangladesh's FDI-friendly regulatory framework and existing compliance relationship (Section 2.2) facilitate the efficiency of owning and controlling an entity in Bangladesh as compared to contracting an independent local party. Since all three conditions are satisfied, Dunning's paradigm clearly indicates that FDI is the most likely mode of entry for Tesco to enter into Bangladesh, as compared to exporting or licensing/franchising; the next question, however, which is considered in Section 4, is whether a wholly owned subsidiary or a joint venture is most appropriate for Bangladesh's risk profile (Nayyar, Mukherjee and Varma, 2021, on institutional distance as a driver of entry mode; Hennart and Slangen, 2022, on the conditions under which shared control can be efficient even when FDI is justified).
[bookmark: X4b4e7bcf544f5ca834f4db7b0b8957f081e0b93][bookmark: _Toc236047538]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: historical-pattern-recognition][bookmark: _Toc236047539]4.1 Historical Pattern Recognition
The mapping of Tesco's entry mode history explicitly against the six classic entry modes: exporting, turnkey projects, licensing, franchising, joint ventures and wholly owned subsidiaries (Griffin and Pustay, 2020; Hill and Hult, 2021; Daniels et al., 2022) is unusually clear. Tesco has only utilized three of these six, and has never pursued an exporting, turnkey projects, licensing or franchising option into an overseas grocery market (Zhang, 2021). Wholly owned subsidiary: In Tesco's core, long established markets in the United Kingdom and Ireland, where they have a strong local knowledge and expertise, they are expected to use a wholly owned subsidiary. Second, acquisition: Tesco's initial venture into Central Europe was through the acquisition of existing local retail outlets in the Czech Republic, Slovakia and Hungary which were then re-branded and grew organically into the current network of over 560 stores (Tesco PLC, 2026). Thirdly, joint venture: When local knowledge was limited, and foreign-ownership regulations or cultural distance made a complete takeover too risky, Tesco entered through 50:50 joint ventures with Trent Hypermarket (Tata group) in India, 2014 (Kar, Bansal and Mishra, 2021), and Samsung in South Korea (Homeplus). The South Korean joint venture was exited through a stake sale in 2015, which was a divestment decision and not an entry mode, as were the exits of Tesco from the United States (2013), Japan (2012), China (2020) and Thailand and Malaysia (2020) all of which were unsustainable, even though they had entered with a local partner (Kar, Bansal and Mishra, 2021; Malay Mail, 2020). Tesco applies the wholly owned subsidiary to markets where it already has local knowledge, and the joint venture approach wherever it is lacking, as is the general trend of firms to use risk-sharing to control this control-risk trade-off (Brouthers et al., 2022).
[bookmark: strategic-fit-and-justification][bookmark: _Toc236047540]4.2 Strategic Fit and Justification
The suggested approach for Tesco to enter Bangladesh is to form a joint venture with a local partner who is established and has connections, not through a wholly owned subsidiary or by not entering the country. This recommendation builds on Section 3.5 which states that while all three OLI conditions are favourable for FDI, the acute short term political risk in Bangladesh and the cultural premium on locally connected partners (Section 3.4) make a shared-control arrangement the more efficient choice for Tesco to exploit its ownership and location advantages without taking on the risk of political and relational risk in Bangladesh in isolation. The wholly-owned subsidiary model, which has worked well for Tesco in the UK and Ireland, and in Central Europe after Tesco's initial acquisitions in the 1990s, is a relatively weak model for Bangladesh specifically, for three reasons. The first is political risk: Bangladesh is likely to have an interim government for a while, a shaky grip on power, and Bangladesh-India relations have been strained since 2024, scaring the Tesco board since its expensive departures in the 2010s and 2020s. Second, local relationship dependence: while the relationship-building and coordination costs of internalising are efficient in theory, the cultural premium on local partners (Section 3.4) implies that such costs will be higher for a solo entry than for an entry in partnership with a local partner, even in theory. Third, resource commitment vs flexibility: having consolidated international operations after exiting Asia to focus on the UK and Central Europe, a fifth bid to push into Asia without any risk-sharing arrangement is hard to justify (Yahoo Finance, 2026).
This is opposed by three considerations: Firstly, Tesco's existing Bangladesh relationship, albeit on the supply side and not retail, does give them an actual head start: 20 years of supply chain audits and familiarity with logistics and compliance relationships in-country lessen the due diligence burden that a new player would have. Second, Bangladesh's liberal ownership regime and the fast-growing organised-retail sector (Section 3.2) are the type of structural, multi-year opportunity that Tesco has sought in the past when local risk can be shared or controlled. Third, the first mover option value exists: Shwapno has the largest share, based on relatively small capital investment, and no global retailer has yet been seen, which means that an early, risk-sharing move will enable Tesco to establish supplier and property connections first, before larger global retailers can arrive once the political situation in Bangladesh stabilises.
Based on the literature of transaction cost economics, joint venture is the optimal method of entry for a company that has scarce local knowledge and uncertainty in the local political climate, as Tesco did so in India (Sestu and Majocchi, 2020). This is the idea behind Tesco's Samsung collaboration in South Korea: go to a potentially foreign market with a foreign partner who will carry the burden of regulatory and relationship risk, and accept the initial mode of entry as a stepping stone, not as an end in itself, and revisit the choice once you have market knowledge. Table 3 shows a comparison between the realistic options based on FDI and the most relevant criteria to Tesco's scenario.
Table 3: Comparison of Entry Mode Options for Tesco’s Entry into Bangladesh
	Entry Mode
	Political/Financial Risk
	Resource Commitment
	Control
	Long-Term Fit

	Continued absence (status quo, sourcing only)
	Lowest
	None
	None
	Poor: forgoes structural growth opportunity in an under-penetrated, fast-growing organised-retail market

	Joint venture with a leading local retail group
	Moderate
	Moderate
	Shared
	Strong fit: mirrors Tesco’s own India precedent, shares political and regulatory risk, and leverages a partner’s local trust and property access

	Wholly owned subsidiary (greenfield stores)
	High
	High
	High
	Poor fit given current political risk; inconsistent with Tesco’s repeated exits from unfamiliar Asian markets entered without a local partner

	Acquisition of an existing local chain
	Moderate to high
	High
	High
	Weak fit currently: leading incumbents such as Shwapno are not evidently for sale, and full acquisition would concentrate rather than share political risk


[bookmark: _GoBack]5. Recommendations
1. Instead of leaving Tesco out of Bangladesh or establishing a 100% subsidiary, it would be better to adopt a joint venture entry mode with a well-capitalised local partner who has strong political, regulatory and reputational connections.
2. Consider the joint venture as a viable choice at this stage of market and political insecurities, not a structural preference. Consistent with its own precedent in South Korea and India, Tesco can re-negotiate or take a larger stake in the company when the institutional setting is more mature and the company has a solid retail experience in Bangladesh.
3. A retail specialist is not an ideal partner; it should be someone from a proven conglomerate already working in either the fast-moving consumer goods or property industry in Bangladesh. Tesco would bring the retail format, private label and supply chain skills, while the local partner would offer local regulatory relationships, access to property and cultural trust, all of which are important to the quick adoption of organised retail, as identified in Section 3.4. Research on partner selection further indicates that the congruence of the goals, complementarity of skills and commitment to the joint venture are the most important determinants of the success of the joint venture (Goyal and Dubey, 2025).
4. Consider a period until the February 2026 election, and the immediate aftermath, as a monitoring window, and wait for a credible and stable government before making major capital investments and store roll-outs. It mirrors what Tesco has done in the past – opting for a risk and capital-shared partnership over an exposed high-control move into new territory.

5. Conclusion 
The evidence suggests that the best way for Tesco to enter Bangladesh would be via a joint venture with a partner with political, regulatory and reputational connections and a solid financial backing to handle the risks of such a venture, rather than to either fill the void left by their current non-existence in Bangladesh or to re-enter the fully owned subsidiary model that proved unsuccessful in other similar markets in Asia that were largely unfamiliar to Tesco. This is in line with OLI conclusion of Section 3.5: ownership, location and internalisation advantages are all present in the case of Bangladesh, which makes FDI a better option than exporting, licensing or franchising, but the short-term political risk and cultural premium on locally connected partners still make a shared control joint venture a better option than an immediate wholly owned subsidiary.


[bookmark: section-2-reflective-account][bookmark: _Toc236047542]Section 2: Reflective Account
I organized this reflection around Gibbs' (1988) reflective cycle as it had a more explicit and sequential structure, allowing me to distinguish between what I did and what I learned from reflecting on a single bounded reflection task, as Kolb's cycle was more circular.
Description. The task was to pick a real multinational company and a country where the company had no strong presence, and develop an evidence-based argument for entry strategy based on a number of different theoretical approaches, namely Bartlett and Ghoshal's typology, OLI paradigm and entry mode theory, with a limited word count. I selected Tesco and Bangladesh because the relationship between the two is not a straightforward “no presence at all”, as Tesco has been buying garments from Bangladeshi factories for more than 20 years, and has contributed to the development of the factory safety standards there, but has yet to open any retail stores or have any distribution presence there. The assignment was framed around that asymmetry, where there is a very strong connection with the supply side and no demand side, which meant that the analysis had a much clearer question to answer than a generic “should this company enter this country” question would have.
Feelings. As I began the research, I was a little bit worried about how much of the current material I would have to deal with, as the political scenario in Bangladesh was still in the midst of change at the time of writing. That initial uncertainty was replaced by a greater feeling of engagement when I began to work through Tesco's own history of market entries and exits, the United States, Japan, China, Thailand, Malaysia, South Korea, and Bangladesh was a new market for them, and one that is risky, and one that they have not visited before. The challenge of balancing the underlying retail growth potential of Bangladesh and its volatile short-term political landscape was where the analysis was most truly critical, as it had to hold two truths in tension and not opt for a convenient conclusion either way.
Evaluation. What worked well was having a single organising insight in the entire report, that the insight that Tesco's own has given is the best available evidence for how they should enter Bangladesh, and to carry that insight through the strategic classification, the environmental appraisal and the entry mode recommendation. This also involved each section developing on the previous one, rather than repeating it, which reduced repetition in a lengthy, multipart report. What did not go so well was dealing with the quantity of fast-moving political and economic information on Bangladesh, which was not yet academic literature but rather news reporting, and so I had to be careful not to confuse well-sourced factual claims, like the dates of elections, or the figures of FDI, with more speculative commentary; and not to give the impression of certainty when it was not.
Analysis. The challenge in the main research was balancing the two very different evidence bases: Tesco's UK and European operations are very well documented, but equally credible, specific evidence about the retail sector in Bangladesh and the current political situation was more fragmented and dispersed across news sources than academic literature. To overcome this, I have focused on content with clearly identifiable authorship or institutional origin, such as the IMF, the World Bank, the U.S. Department of State, and peer-reviewed journal articles, including a directly relevant case study of Tesco's own market entry in India, rather than on content that is less traceable, as in market reports, where I have cross-checked politically sensitive content against more than one source of origin. The module's work on FDI theory, especially the decomposition of ownership advantage/location advantage/ internalisation advantage, was the most useful analytical tool in the assignment as it allowed me to hold two competing pieces of evidence in my mind: Bangladesh's organised-retail growth is a strong location advantage, and Bangladesh's current political instability is a strong reason to doubt internalisation efficiency, so I could reach a conclusion that both these pieces of evidence were true simultaneously, and the answer was a shared-control entry mode, not a simple accept-or-reject decision.
Conclusion. Looking back, I could have worked with the entry mode literature earlier than when I did the macro-environmental appraisal; in a sense, the OLI synthesis was already making an entry mode argument, which sometimes meant that I'd got ahead of myself with conclusions when I hadn't yet drawn them to myself; a little restructuring during editing was required to avoid the same justification twice. I also feel that the use of secondary data sources, which is acknowledged in the assignment brief as a limitation, has been a constraint in this type of desk based research as opposed to primary data such as interviews with Tesco or Bangladeshi retail executives. Another constraint specific to this topic is the risk of the political situation in Bangladesh changing rapidly during the research and writing process, and the election, which was scheduled for February 2026, had not yet occurred at the time of submission; this meant that I was forced to caveat a lot more than I would have been if the political situation had been more stable in my host country.
Action Plan. In future research projects of this type, I would create an easy-to-use log of the citations from the beginning of the research process instead of creating it at the end to ensure that source details are not left out or misattributed under pressure. I would also write the entry mode and macro environmental sections concurrently because from the assignment, I realised that the OLI synthesis and entry mode recommendation go hand in hand. I would establish a definite end date, after which I would not add new current-affairs updates to a still-evolving political situation, and so the analysis would be a snapshot at a specific moment, rather than an attempt to be on top of the latest developments. Finally, having done some of the relevant case studies earlier in the process rather than just at the time of writing this reflection would have helped to hone my critical comparison of Tesco's historical entry mode pattern and the joint venture which this analysis ultimately suggests for Bangladesh.
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Figure 1. Bartlett and Ghoshal’s Strategic Positioning of Tesco PLC

Tesco PLC is positioned as a Multi-domestic strategy: high local responsiveness and moderate global integration
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Figure 2: Tesco Global Value Chain

A end-to-end view of how Tesco creates value across global sourcing, operations and markets
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Figure 2: Bangladesh Supermarket Chain Outlets, 2024-2025
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