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Executive Summary 
The strategic feasibility of Aldi's move into the Indian retail market is assessed within the practical framework of established international business strategy. The analysis first investigates Aldi's strategy and storytelling on the International Strategy Framework developed by Bartlett and Ghoshal, Aldi's cost leadership strategy and the importance of operational efficiency, coupled with the success of mini-workshops based on the Private-Label Business model. PESTLE and SWOT Analysis of the external business environment of the company is then carried out, and it is revealed that the customer base is high and that the economy is growing strongly. There is a vast opportunity in organised retail chains and developing infrastructure in India, which can be realised with the company in the long run—especially with the high degree of competition and complex regulations. Dunning's OLI Framework also shows that Aldi has significant ownership advantages and that the location-specific offers advantages inwards the FDIs and in favour of the internal control of operations. The investment strategy is recommended from scratch, including the initiatives for adaptation to the Indian market by supporting local sourcing and strategic partnerships, to maintain Aldi's competitive features. 
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[bookmark: _Toc237302196]Section 1: International Business Report 
[bookmark: _pjmlxvmi0vru][bookmark: _Toc237302197]1. Introduction
[bookmark: _3zvpqxmoixre][bookmark: _79hg8qfjl7vg]Aldi is an efficient and competitive international supermarket with a competitive edge in terms of cost leadership, private labels, and streamlined supply-chain management. The retail segment in India is one of the largest, fastest-growing segments in the world and boasts of various factors such as a high urbanisation rate and the growing disposable income of the country, along with the rising demand for organised retail. The Indian market is relatively investor-friendly, mainly because of the pro-investor policies, but the muckraking by local sellers and insufficient infrastructure development do create challenges for investors (Kumar, 2024).
Objective
[bookmark: _6e96dcqpgw5x]The purpose of this report is to determine the strategic viability of Aldi's possible India expansion by evaluating the attractiveness of the Indian market, before the most suitable market entry strategy was suggestis international business concepts have been used in the analysis such as the Bartlett and Ghoshal Model, SWOT, PESTLE, Porter's Five Forces, Porter's Diamond Model and Dunning's Eclectic Paradigm (OLI) to help provide evidence for the strategic recommendations.
[bookmark: _gpciijau766a][bookmark: _Toc237302198]2. Organisational Classification and Global Strategy
[bookmark: _x9fzbig7gygp][bookmark: _Toc237302199]2.1 Company Overview
Aldi is a discount supermarket that was founded in 1946 by brothers Karl and Theo Albrecht in Germany. The grocery brand has been successful on its own terms, features a minimalist approach to its limited-assortment strategy, cheaply manages its supply chain, and emphasizes. Aldi currently has over 2,400 units in the U.S., employs over 46,000 in the country and carries about 2,000 finely judged products, the bulk of them with exclusive Aldi brands (ALDI, 2026). 
[bookmark: _dpu9tal4fxpt][bookmark: _Toc237302200]2.2 Bartlett & Ghoshal's International Strategy Framework
According to Bartlett and Ghoshal (1989), there are four strategic orientations of MNE that are identified by the International Strategy Framework: international, multidomestic, global and transnational (Patrick et al. 2023). Aldi's international strategy is best described as a global strategy, as the company has a focus on standardising, making businesses efficient and costing cost-effectively markets, while keeping its retail format and consistently doing business. The model is rather standardised for the small outlets, limited range of products, large proportion of private label products, and a single procurement and logistics source, as is the case for Aldi (Shams et al. 2025). 
The corelease scale and cut down its operational costs to ensure the company can always maintain its competitive edge by selling high quality fair price to enjoy. Aldi adapts, and to a lesser extent, alters its business to some degree to suit local laws and consumer tastes, but doesn't make anything particularly different from what it does worldwide. In addition to a globally coordinated approach in value creation, responsibility towards the environment and standardisation through its sustainable programmes, as well as the efficient supply chain, contribute to the cost efficiency of the company (Taghipour et al. 2022). 
[bookmark: _u2n6bhvxsryu][bookmark: _Toc237302201]2.3 Aldi's Global Geographic Footprint
Aldi has spread to many international markets in Europe, North America and Australia since its founding in Germany and is one of the world's largest discount grocery chains. It has achieved success in the expansion of its retailing system, which is standardised and its international expansion strategy (Matsali et al. 2025) in various countries. The firm will also keep working to find strategic opportunities in new markets, expand store locations, create new products and make property acquisitions and the Sustainability Report 2023 will guarantee that 800 or more stores will be opened in the U.S. over the next five years. The continuous expansion reflects the long-term management of such international expansion.
[bookmark: _refh0wexmdi9][bookmark: _Toc237302202]2.4 Competitive Advantage and Value Creation
The key to Aldi's success is being based on the strategy to become a cost leader and an efficient value chain. Aldi's centralised procurement, long-term supplier relationships, streamlined store design and limited range of products and private brands allow the store to run at low expense but still have strong products. They may work for less, in the small format, brick-and-mortar, and they're doing a better job of controlling their inventory and supply chain. Aldi makes it easier for consumers to save up to 36% on grocery shopping than supermarkets, and the company continues to grow, as noted in the 2025 Price Leadership Report (Estevez Magnasco et al. 2025).
[bookmark: _Toc237302203]2.5 Aldi's Existing Supply Relationships with India
Aldi's retail operations in other countries are significant for India because though they have no retail presence in India, its retail operations in other countries are linked to India (Spanjaard and Freeman, 2023). The list of suppliers published by Aldi Nord mentions various facilities that are located in India. Such as Network Clothing Company Pvt Ltd in Tamil Nadu, Prem Textiles International in Tamil Nadu, Riviera Home Furnishing in Haryana, ROGER Industries in Uttar Pradesh, Rugs Creation in Haryana, Vardhman Creations in Haryana, and Vinit Gloves Manufacturing in Kolkata. 
Network Clothing Company is a particularly fitting example as its trade records show that it sent goods to Aldi Inc., a category that contains clothing products (Shams et al. 2025). Aldi was, an ideal brand company to invest in India's retail sector and have the existing supply chain as a strategic connecting bridge. Instead of India as a new consumer market only, Aldi could be engaged in activities of supplier relations in a strategic alliance, sourcing partnership or joint venture type of operations with India (Morschett et al. 2025). 
[bookmark: _ibpny4v09tmq][bookmark: _Toc237302204]3. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _kg6lv7gq606o][bookmark: _Toc237302205]3.1 PESTLE Analysis of India 
PESTLE is a type of external macro analysis of the environment that affects the strategic actions and the internationalization of the business of an organisation. India offers an environment which is favourable for entry to the market; one has to understand the market conditions in India by understanding the political, economic, social, technological, legal and environmental conditions. India is the fifth-largest economy in the world, with more than 1.4 billion people, and one of the most appealing retail markets in the world (Boro, 2026). 
Political Factors
India is a stable country with the biggest democracy and has long-term investment opportunities for foreign investors. Infrastructure development, manufacturing capacities and efficient supply chain have been beavered by the Make in India, Digital India and National Logistics Policy initiatives and programs by the government (Tripathi and Gupta, 2023). The Government has liberalised the policy, and 100% FDI in single-brand retail trade and multi-brand retail trade are allowed under the automatic route and with a percentage cap of 51%, respectively, over the years after obtaining clearance from the previous Government of the States [Refer to Appendix B].
Economic Factors 
The scope of great opportunities lies in the tremendous economic potential of India due to its elevated growth prospects and the growth of its consumer base. India's GDP growth exceeded the 6% threshold in 2025, and the nominal GDP was greater than USD 3.9 trillion, putting the country in the top positions of the fastest-growing major economies in the world. The market for OR has been expanding with the rising number of the middle-class population, and the global urban population is expected to rise to more than 500 million population expected in 2030 (Mega, 2022). 
[image: ]
Figure 1: Global net sales and growth of Aldi Group 2016-2026
(Source: Statista, 2025)
Figure 1 data shows that Global net sales and growth of Aldi are increasing between 2016 and 2026. Data also shows it was about 155 billion U.S billion dollars, and it became 170 billion U.S dollars in 2026. 
Social Factors 
The Indian population has about 1.43 billion; the median age is approximately 29 years, and hence, it constitutes one of the largest consumers in the world. The fast urbanisation makes the organised retail and convenience stores very popular now in our supermarkets. Consumer buying behaviour has also been influenced by the top-ups of the female workforce, the shift in lifestyle and an increase in purchasing power. However, India is culturally diverse in many aspects, as people around India have different preferences regarding shopping, food, religion, and language (Kumar et al. 2022). Value consciousness exists among consumers, as in most cases, they compare the quality with the cost of purchase before buying. 
Technological Factors
With the internet bringing India over 950 million people together, the country has emerged as one of the world's largest and fastest-growing digital economies, and numerous payment platforms such as the UPI have been launched. UPI has grown to process more than 170 billion digital payments across the country in 2024, transforming the payments landscape in the retail segment (Arner et al. 2024). These technological advances enable the retailer to leverage data analysis and AI to manage their stocks, relations with customers and supply chains more efficiently. 
Legal Factors
Foreign retailers must comply with FIR, Taxation regulations, food safety regulations, labour regulations, consumer protection laws and competition regulations in India (Shafi et al. 2024). Compliance with A. Food Safety and Standards Authority of India (FSSAI) and A. Goods and Services Tax (GST) in 2017, as well as complying with the employment laws, is significant for achieving success. 
Environmental Factors
The significance of Environmental Sustainability has increased in the retail industry of India due to regulations, company sustainability initiatives, and consumer awareness. India has set a target of adopting the path of net-zero carbon level by 2070, and businesses can be encouraged to make this a reality with regard to operations and responsible sourcing practices. The national priorities of the national outline plan for sustainability efforts complement Aldi's ongoing sustainability efforts, such as switching to recyclable packaging, investing in renewable energy, responsible sourcing, and waste reduction (Shams et al. 2025). 
[bookmark: _gtd8jfvhj8ep][bookmark: _Toc237302206]3.2 SWOT Analysis for Aldi's Entry into India
Strengths
Aldi has some competitive advantages that will help in its expansion to India. By following a globally recognised approach, the company can sell quality products at consistently low prices, achieve efficient operations, carry limited ranges of products and have a strong emphasis on brand-loyal private-label products (Assarzadegan et al. 2024). Among the more than 90% of Aldi products that are in-house brands, the company exercises more quality control and generates higher income margins than it does with third parties, while also cutting down the reliance on suppliers. Moreover, Aldi has extensive international retail experience with more than 2,400 other stores and has a workforce of over 46,000, pointing to knowledge in the day-to-day management of retail operations [Refer to Appendix C].
Weaknesses 
Aldi must overcome to venture into India are a few, though doing so internationally has proven to be successful. The company has so far not made a significant mark in the Indian market, which means it lacks familiarity with the local market, familiar suppliers, and brand recognition among existing local retailers (Soliman et al. 2026). The consumer preferences preferences, and cultural expectations in India are significantly varied, and the standardised business model and low product variety of Aldi can be a constraint in meeting the expectations of the Indian customers. 
Opportunities
The population has increased along with the growth of the retail sector in India, which is encouraging plans for growth from the retail point of view with Aldi. However, the need for organised retail and economical grocery shopping continues to grow as the Middle Class is getting older, more functional, people have more disposable income and the spreading urbanisation, which is growing to over 1.4 billion people in its population. The size of the Indian retail market could be more than a trillion dollars, and hence will be the size of international retailers in the future. 
Threats
In the retail environment, there were numerous other risks that would threaten Aldi. Domestic brands such as Big Bazaar (then owned by Vorges), Spencer's and DMart, alongside foreign brands like Walmart through Flipkart, are also stiff competition and the possibility of price competition, consumer tastes, or the growing online grocery delivery market could all be major threats to Metro Aldi's market share and profit. The introduction of carbon pricing may be complicated, depending on the level of policy and implement ability shown across the states in the supply chain (Singh et al. 2025). 
[bookmark: _yw2ki5d15o9f][bookmark: _Toc237302207]3.3 Porter's Five Forces Analysis
Threat of New Entrants 
The growth opportunity would come from population urbanisation as well as consumer thirst, while retailers would have to make a massive capital investment, logistics, supply, and regulatory considerations about building a nationwide network of retailers in order to counter this (Luo et al. 2025). Foreign retailers will also be facing the frustrating policies on FDI and state policies. 
Supplier Power
Bargaining power with respect to suppliers is on the moderate side, because India's agriculture and food supply market comprises thousands of farmers, suppliers and manufacturers and thus no one supplier is dependent on the other. In addition, Aldi has many suppliers they have been working with for a long time and has also been working with them around the world, giving the company a firm hand in negotiations (Hamilton, 2022).
Buyer Power
The bargaining power is high in favour of the Indian buyers decause having a lot of buying options, such as supermarkets, neighbourhood grocery stores (kirans), wholesale markets, and online stores, in which they can purchase, along with their high price sensitivity (Narula, 2022). Easy price cross-shoes and product quality comparison – consumers can easily compare prices, product quality, and promotional offers. 
[image: ]
Figure 2: Retail revenue of Aldi Group worldwide 2008-2023
(Source: Watty, 2026)
Figure 2 shows the retail revenue of Aldi between 2008 and 2023. Data shows that retail revenue increased in the Aldi group in 2023 in comparison with 2022. 
Threat of Substitutes
There are numerous retail formats in India which creates the possibility of substitutes. There are different options available when it comes to grocery shopping, from the olden Kirana stores, fresh produce markets, convenience stores, wholesale stores, and the newer e-commerce platforms like the big names – Zepto, BigBasket, Flipkart, and the young Blinkkit (Kulkarni et al. 2025). Tailor-built to provide convenience, home delivery and personalised interactions between customer and provider. Rising competition in the market will inevitably mean that Aldi will have to offer more value, efficiency, product quality and shopping experience if they are not to see themselves at risk.
Competitive Rivalry
The Indian grocery retail business is very competitive. Aldi will indirectly have the flanks of organised retailers, including Reliance Retail, DMart, Spencer's Retail, Flipkart (backed by Walmart), and Metro Cash & Carry, out of millions of unorganised Kirana stores. The price competitiveness, promotions regularity, bigger portion of e–TRANS V (e–commerce) and expectations on consumers make the market highly competitive. While using Aldi's proven cost leadership strategy, streamlined operations and efficient supply chain may be key factors in sustaining their competitive advantage, it is the effective localisation and strategic execution that will determine their long-term success (Rowe and Nevmerzhytskyi, 2025). 
[bookmark: _qayvnypwo2z5][bookmark: _Toc237302208]3.4 Porter's Diamond Model 
Porter's Diamond Model is the use of the beauty of even a nation to create a competitive advantage for its companies to be able to play a good competition in an international market [Refer to Appendix D]. 
[bookmark: _l6tnddcxld8c][bookmark: _Toc237302209]3.4.1 Factor Conditions 
The retail sector has several factor conditions which are advantageous for expansion in India, such as a large workforce of over 500,000 and relatively lower cost of labour, a development of adequate transportation infrastructure and high penetration of digital connectivity and technology. Logistics corridors, logistics warehouses, and logistics supply chain modernisation continue the gradual improvement in the efficiency of logistics distribution (Sumbal et al. 2024). Logistics corridors, logistics warehouses, and logistics supply chain modernisation gradually improve logistics distribution efficiency. 
[image: ]
Figure 3: Porter's Diamond Model
(Source: Self-created)
[bookmark: _ra2m8qbwlgl5][bookmark: _Toc237302210]3.4.2 Demand Conditions
The domestic demand conditions are very favourable in India because of its huge population of more than 1.4 billion, the growing trend of urbanisation, the increased disposable income, and the growing middle class (Sarwan and Keswani, 2024). As consumers are highly conscious of quality, at the same time, they are trendy consumers, and Aldi's retail model is appealing to consumers. India is more attractive as a long-term retail investment destination due to increased strain on organised supermarkets and private label products.
[bookmark: _30amemv4poyn][bookmark: _Toc237302211]3.4.3 Related and Supporting Industries 
India possesses a robust 'complementary industrial base', such as agriculture, food processing, logistics, and information technology and information technology-enables digital payments and E-commerce services (Suali et al. 2024). A significant improvement in the capability of the supply chain for the retail sector, especially in warehousing, cold chain and transportation, has enhanced the capacity of the sector. Such "side" effects allow for building connections with suppliers in an efficient value chain to have better control over inventory and build a supply chain interconnection for sustainability in the long term.
[bookmark: _fnltbp8imc0x][bookmark: _Toc237302212]3.4.4 Firm Strategy, Structure and Rivalry
The grocery stores in India are indeed extremely blue with many traditional kirana stores and food delivery apps competing more fiercely. Competition is never-ending among companies competing based on tastes, prices, quality of products, services and technological innovations. Competition is a driver of improved efficiency and ongoing improvements. Aldi's international best practice of cost leadership, operational simplicity and solid private label portfolio provides the company with a good ability to play around in this dynamic market (Frohmann, 2023).
[bookmark: _fmk746vqzmku][bookmark: _Toc237302213]3.4.5 Government and Chance 
The Government strategies of infrastructure development, Digital Transformation and Foreign Investment permit further enhance India's edge in being an ideal choice for foreign retailers. The business environment has been made better by the inclusion of the Goods and Services Tax (GST) as an abatement policy of the country's logistics policy, and by investment promotion (Dhar and Khandelwal, 2022). The market performance, however, may be affected in the event of external economic factors involving a rise in prices, any disruption of participation in the global supply chain, geopolitical instability or the effects of climate change. 
[bookmark: _8pcspudvu1ke][bookmark: _Toc237302214]3.5 Dunning's OLI Framework 
One of the most popular theories to explain foreign direct investment (FDI) decisions and modes of international market entry is called Dunning's Eclectic Paradigm (OLI Framework). The framework suggests that if a firm has Ownership (O) advantages, can avail its Location (L) advantages in a foreign country, and Internalisation (I) advantages compared to Licensing/Outsourcing, then the firm invests in the foreign market (Berndt et al. 2026). 
[bookmark: _cod34ui1wsz6][bookmark: _Toc237302215]3.5.1 Ownership Advantages
Ownership advantages are assets, capabilities or competitive advantages that a multinational enterprise has, which give it a competitive advantage in foreign markets. Aldi has several assets specifically tied to its own ownership, which would help it expand in India. Key reasons for the firm's success in Europe, North America and Australia have been its international cost leadership strategy, cost-efficient supply chain management and streamlined operating model (Da Silva et al. 2025). 
[image: ]
Figure 4: Annual savings for a family of four compared to traditional grocers
(Source: ALDI, 2025)
Figure 4 data show annual savings data based on traditional grocers. Aldi now exists in more than 2,400 stores and employs 46,000 people in more than 100 countries worldwide and has revealed an extensive history in operating large-scale businesses overseas (Kotorov et al. 2024).
[bookmark: _u17k235vbq03][bookmark: _Toc237302216]3.5.2 Location Advantages
Location advantages refer to the features of the countries where foreign investment is going that attract the foreign investment. India has a large number of location-specific attributes that ease Aldi's strategy of liberal growth into other markets. India accounts for over 1.4 billion people and is one of the largest markets in the world, with noticeable prospects of growth in the next few years. In the country, retail is more than a US$1 trillion industry, with the continuous increase in urbanisation, continuously growing disposable income, and rising middle-class demographics continuing to boost retail demand for organised retail formats (Samans, 2023). 
Ecolabs such as the government-initiated Make in India, Digital India and National Logistics Policy have improved the quality of the infrastructure service, digital connectivity and logistics system, making it more attractive for foreign multinational retailers to come in. The improvement in the quality of infrastructure service, digital connectivity and logistics service by government schemes like Make in India, Digital India and National Logistics Policy has made the system more attractive for foreign multinational retailers [Refer to Appendix F]. 
[bookmark: _478t76uemwx3][bookmark: _Toc237302217]3.5.3 Internalisation Advantages
The advantages associated with internalisation are the reasons given for a business decision to keep a business function, such as a division, in-house, rather than letting others run it under a license or franchise arrangement. The ability of Aldi to attain competitive advantage, to a significant degree, is linked to its investment in procurement, product quality, pricing methods, inventory management and its operations efficiency (Bani-Melhem et al. 2026). A close working relationship with suppliers and the standards of quality is an integral part of its business model in the private sector, a process which may be difficult should it involve external suppliers. 
[bookmark: _qmsdtj9cjht9][bookmark: _Toc237302218]3.5.4 Overall Evaluation of India's Market Attractiveness
Adopting Dunning's OLI Framework suggests that India is an attractive country for Aldi's global expansion strategy. There are several ownership advantages associated with Aldi. Cost leadership is a strategy that has been proven successful throughout the world and are attributes of Aldi's business practices. The ownership advantage of Aldi is gained from international competitive costs, operational efficiencies, private label experience and sustainable business practices (Mogaji, 2025). Some of the geographical underpinnings that can support the growth of Indian businesses are numerous, including its vast consumer base, dynamic growth of its economy, the development of its organised retail market, its infrastructure development, and the long-term trends in the demographics in India (Luo et al. 2025).  
[bookmark: _72yu94jy7ziy][bookmark: _htwpfy6wyr96][bookmark: _Toc237302219]4. Entry Mode Strategy and Strategic Recommendations
[bookmark: _co5d4ah2sv9z][bookmark: _Toc237302220][bookmark: _58yk3bxp7xgv]4.1 Aldi's Previous International Entry Modes and the Indian Supply-Chain Opportunity
The international expansion has been aided and abetted significantly by the sacrificing of much of the flexibility that has made them the cost leaders and made them so successful to date by maintaining a highly controlled operating model that helps, among many aspects, advance the company's quality and store-level efficiency with its private-label products and its procurement policies. Greenfield investment has especially successfully been paired with this strategy, as Aldi can continue their successful business model across the company while adapting a part of the operations to the local markets (Morschett et al. 2025). Success with international expansion has been met with Aldi's ability to move operational know-how across national boundaries with a consistent value proposition.
India's case is also unique, with an established sourcing network from the Indian production sites with Aldi. Aldi Nord's supplier disclosures name Indian manufacturers, not only of apparel, but also of household textiles and footwear, and trade records also indicate that Indian-based Network Clothing Company Pvt Ltd is trading with Aldi Inc (Ishfaq et al. 2024). 
[bookmark: _Toc237302221]4.2 Evaluation of Alternative Entry Modes
Aldi's expansion in India could be done through various modes of entry. The overarching approach of Greenfield provides the highest degree of ownership and operational control, and hence it can build stores, centres and the supply chain structures, which allow it to fully implement its standardised business model (Lennartz et al. 2026). 
The partnership with a seasoned local retailer could significantly help in having the local expertise, established contacts with suppliers and help in the regulatory environment in India (Zhong and Werner, 2025). However, shared ownership can put in question the control of the management, cause conflicts of interest in the decisions that are made in their operation, and in long-term planning.
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Figure 5: ALDI top as best-in price, value, experience and products
(Source: ALDI, 2025)
An acquisition is the fastest way to gain access to a market by acquiring the stores, infrastructure, employees and customer base. The purchase costs, integration issues and cultural differences, however, can diminish the synergies anticipated in acquisitions (Bauer and Friesl, 2024).
Franchising is a model where investment is relatively low, and it allows to expand the company to expand rapidly in different critical markets. Franchising is not actually suited to Aldi's business model, as its business is dependent on the consistency of the operational procedures (Abdul Ghani et al. 2022).
[bookmark: _h7bsmm4hfjgc][bookmark: _Toc237302222]4.3 Recommended Entry Mode: Supplier-Led Phased Greenfield Strategy 
The suggested approach is to make a Greenfield investment in the supplier's facility in a phased manner and with strategic partnerships with existing supply chain partners in India of Aldi. This is a direct attack on the competitive and regulatory environment in India and makes use of an already established commercial tie-up between Aldi and India (Gürpinar et al. 2023). 
The OLI analysis is also supportive of this strategy as Aldi does not sell its core competitive advantage in India and it internalises strategically important activities by doing so. It also offers the answer to the SWOT findings, leveraging Aldi's knowledge and skills from its supply chain to counter the lack of experience in local retail. Partnerships with suppliers may be able to offer insights on local consumer habits, logistics, manufacturing processes and the regulatory environment (Kotler and Pfoertsch, 2025). For a first-time partnership and sourcing, Aldi should consider pilot Greenfield stores in selected metropolitan markets, after an initial sourcing and partnership phase. 
[bookmark: _1otu5q5a4ez6][bookmark: _Toc237302223]4.4 Strategic Recommendations 
Recommendation 1: Develop an Indian Supplier-to-Retailer Bridge
Aldi needs to establish a relationship with their selected Indian suppliers and tap on these relationships for market intelligence and sourcing and distribution within India. Established links with the suppliers can minimise uncertainty of entry and contribute to a more robust local supply chain for Aldi (Vandana and Cerchione, 2026).
Recommendation 2: Establish a Local Sourcing and Distribution Hub
Without a region-wide sourcing and distribution base, before expanding into large-scale stores, Aldi should be concentrating on building one. This will help them adopt private label procurement, quality control, and inventory management, reduce logistics costs, and enhance the company's cost leadership (Winarno et al. 2020).
Recommendation 3: Use a Phased Metropolitan Entry
Aldi needs to first roll out pilot stores in a limited number of major metros and then further into markets. With a staged approach, the company could gauge consumer reaction at different price points, merchandise offerings and store marketing structures and investments before making major capital investments (Lopez et al. 2025).
Recommendation 4: Introduce Selective Localisation
Aldi must remain a globalist but be a bit more flexible in certain product categories based on dietary and cultural tastes. Local sourcing can help products like regional foods, vegetarian ranges and locally preferred fresh produce without compromising on Aldi's limited-assortment policy.
Recommendation 5: Build Digital and Omnichannel Capability
Aldi will need a blend of digital ordering, delivery deals, data analytics and digital payment tech along with physical store presence. This will streamline the shopping experience and will enable Aldi to hold its own against the fast-growing internet-based grocery stores in the market in the country (Solem et al. 2023).
[bookmark: _Toc237302224]4.5 VUCA Analysis and Strategic Response 
The retail environment of India can also be assessed in terms of the VUCA paradigm of the international business environment, which emphasises volatility, uncertainty, complexity and ambiguity.
Volatility is reflected in fluctuations in inflation, exchange rates, commodity prices and logistics costs. Aldi needs to have flexible procurement strategies and multiple sourcing contracts to ensure that its low-price strategy remains intact (Ohakwe and Wu, 2025).
Uncertainty stems from consumer preferences and regulatory changes, and the uncertain rate of organised retail growth. Aldi needs to invest in its expansion gradually, rather than committing to countrywide implementation outright (Carayannis et al. 2025).
Complexity is a major factor here, for India has varied consumer preferences, regional markets, languages, regulations and supply-chain conditions (Kumar et al. 2022). This complexity can be mitigated through the use of local supplier relationships and regional management skills at Aldi.
Ambiguity regarding customer response to Aldi's narrow product line format in India,ahere the company is still not well known to customers around the country (Jaufenthaler et al. 2023). Therefore, Aldi should experiment, conduct customer studies and pilot stores to test its proposition.

[bookmark: _tifaqvb1bjcn]

[bookmark: _xn1lnxiosbrp][bookmark: _Toc237302225]Section 2: Reflective Account
[bookmark: _z7oh5qp0xedu][bookmark: _Toc237302226]5. Reflection Using Gibbs' Reflective Cycle
[bookmark: _lwkf2ynsz4d2][bookmark: _Toc237302227]5.1 Description 
For this evaluation, I was to critically evaluate Aldi's opportunities to expand their retailing business to the Indian market, based on international business concepts and in the context of a real business. I used academic journal articles, company reports, government publications, international databases, and course learning materials to undertake extensive research to complete the report. Sustainability Reports 2022 – 2023 and the Price Leadership Report 2025 were analysed, and the insights gained were used to get a glimpse into Aldi's business model, activities and operations internationally. The secondary data for India's Political, Economic, Social, Technological, Legal, and Environmental situation has also been gathered from reliable sources like those of the World Bank, the IMF and the government of India Reports (Zhang et al. 2023). Several International Business models used in this report were Bartlett and Ghoshal's International Strategy Framework, PESTLE, SWOT, Porter's Five Forces, Porter's Diamond Model and Dunning's OLI Framework. 
[bookmark: _d4bedsfbtzn1][bookmark: _Toc237302228]5.2 Feelings
I faced a challenge at the onset of the assignment because it needed me to weave the different international business theories into a single strategic analysis. At first, I was not sure of the most suitable frameworks to use and the interpretation of the vast amount of market information. This analysis of Aldi's international strategy and a comparison with the retail environment in India provided me with knowledge of how theoretical knowledge could be linked to real-life business decisions (Milić et al. 2026). As I went through each phase of the report, I found it to be particularly rewarding to apply the skills of evidence-based strategic thinking and evaluation to the assessment of the opportunities for international expansion.
[bookmark: _5k8svzgblvgk][bookmark: _Toc237302229]5.3 Evaluation
I think the research process delivered a successful outcome as it helped me gain an in-depth knowledge of both Aldi's international business strategy as well as andnment of the retail market in India. A key element of my successes that I used multiple credible sources, such as academic publications, company reports, government publications, and international economic publications, in my work to increase the reliability of my analysis. Using different strategic approaches also enabled me to review the market in different ways and not just through one lens of my analytical tools (Benameur et al. 2024). There were a few problems, however, when researching from other sources that had data at varying times, such as economic indicators, retail data and also policy updates. To address this, I sought to make use of the latest and most respected sources available at the time and cross-reference for consistency. 
[bookmark: _xer6rin3afyr][bookmark: _Toc237302230]5.4 Analysis
This assignment deepened my appreciation for the practical application of the theories in international business to reduce the cost of decisions made in actual businesses when making strategic expansion judgments (Hasan and Ojala, 2024). Before writing this report, I had limited knowledge of the processes of internationalization and market entry in general, and in the specific context of Canada and Australia. The frameworks I used to analyse in this course were the International Strategy Framework, PESTLE, SWOT, Porter's Five Forces, Porter's Diamond Model and Dunning's OLI Framework, which enabled me to critically apply evidence to the appropriateness of ‘Alldi's’ for the global expansion into India. I recognised that one model wouldn’t suffice in supporting a strategic decision. Instead, several analyses can be conducted together to derive an overall picture of the situation both in the organisation and in the market.
The research process also helped develop my analytical skills and thinking about the information instead of accepting it on its own. A comparison of these company reports with the academic literature and economic statistics pointed out the desirability of employing more than one sound data source to confirm results. Understanding that returning to the business world with expansion worldwide involves collecting information and weighing opportunities and risks presented to them, including cultural, regulatory, competitive and economic risks.
[bookmark: _bitbl7h77ax6][bookmark: _Toc237302231]5.5 Conclusion 
In completing this assignment, I gained an understanding of international business strategy and its application in the practice of strategic management.  The research revealed that the understanding of the strengths and opportunities/risks of an organisation in the target market is crucial to achieving success in international expansion. This research dispels the facts about the potential realities faced by Aldi in India: Evidence-based decision making, detailed environmental analysis and selection of an environmentally friendly method to enter the market are all crucial. It also emphasised the importance of transferring theory and concepts learned in academia and their relevance to the data presented in a situational context in the business field.
[bookmark: _n1jnt9osufvm][bookmark: _Toc237302232]5.6 Action Plan 
The assignment has indicated a few avenues for continuing my professional development. I would continuously aim to broaden my knowledge of the field of international business strategy, through the regular reading of academic journals, as well as of reports and publications of relevant international organisations and industries, such as The World Bank, OECD, IMF and UNCTAD. In addition, I would also like to venture into an analysis of the global economic indicators and market information to assist in making strategic decisions based on evidence. I will also be continuing to build strong analytical skills and academic writing with several strategic frameworks on multiple business case studies. It will also help in enhancing my career with the knowledge of cross-cultural management, foreign direct investment and global supply chain management. While this has been developed and used over time, I will be able to use it in the future when analysing international business opportunities and in making good decisions when working in multinational organisations.
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[bookmark: _5sr846xzu8ze][bookmark: _Toc237302235]Appendix A – Bartlett & Ghoshal's International Strategy Framework
Table A1. Bartlett & Ghoshal Framework Applied to Aldi
	Strategy Type
	Characteristics
	Aldi's Position
	Justification

	International Strategy
	Limited international expansion with knowledge transferred from the home country
	 No
	Aldi operates extensively across multiple international markets rather than relying mainly on its domestic market.

	Multidomestic Strategy
	High local responsiveness and significant adaptation in each market
	No
	Aldi makes limited local adaptations but maintains a highly standardised operating model across countries.

	Global Strategy
	High global integration, standardised products, centralised operations, and cost leadership
	 Yes (Best Fit)
	The key to Aldi's competitive advantage is the consistency of its stores, small selection of products, streamlined supply lines, central buying. It allows for economies of scale and lower international prices at all times.

	Transnational Strategy
	Simultaneously achieves high global integration and high local responsiveness
	Partially
	Aldi adapts selected products to local consumer preferences, but its primary emphasis remains on global efficiency rather than extensive localisation.



[bookmark: _pzf3btij4jd3][bookmark: _Toc237302236]Appendix B – PESTLE Analysis Table
Table B1. PESTLE Analysis of India's Retail Environment
	Factor
	Key Issues
	Implications for Aldi

	Political
	FDI reform, State-level regulatory difference, Stable democratic Government, Make in India initiative, National Logistics Policy.
	An investment climate will be positive, requiring adroit application of good regulations.

	Economic
	GDP larger than US$3.9 trillion, GDP growth above 6%, retail market larger than US$1 trillion, growing disposable income
	Large growth potential for Aldi's low-cost retail model.

	Social
	More than 1.4 billion consumers - a growing middle class, higher urbanisation, and lower cost of living.	
	The demand is high for affordable, fresh food and private label products; some localisation of products is desired.

	Technological
	Over 950 million Internet users, an expanding UPI base and ecommerce expansion, and digital change within the retail sector.
	Opportunities for development of digital payments, optimisation of inventories, optimisation of supply chains and towards omnichannel retail.

	Legal
	FDI regulations, GST, FSSAI standards, labour laws, consumer protection legislation
	Strong compliance systems are necessary before market entry.

	Environmental
	Sustainability regulations, carbon reduction commitments, packaging regulations, and increasing consumer environmental awareness
	Aldi's sustainability strategy provides a competitive advantage through responsible sourcing, recyclable packaging, and waste reduction.


[bookmark: _lgmc0tpdb8m8][bookmark: _Toc237302237]Appendix C – SWOT Matrix
Table C1. SWOT Analysis for Aldi's Entry into India
	Strengths
	Weaknesses

	· Successfully implemented cost leadership strategy internationally.
· Effective worldwide supply chain.
· Over 90% private label products.
· Strong financial Health and prior experience working abroad.
· Sustainability and responsible sourcing.
	· None of the Indian operations are significant.
· Not enough brand awareness compared to other players in India.
· Substantial investment needed for logistics and distribution.
· Standardized products might need localization.

	Opportunities
	Threats

	· A more than 1.4 billion population.
· A retail sector of greater than $1 trillion.
· Growing middle class.
· Increase in organized retailing and digital payment.
· Rising demand for inexpensive good quality groceries.
	· Competition from organized retailers like Reliance Retail, DMart, WalMart / Flipkart etc. is very high.
· Interest rates.
· Inflation and foreign exchange rates.
· Challenges from delivery chain and infrastructure in some areas.


[bookmark: _db5tdm9uigqb][bookmark: _Toc237302238]Appendix D – Porter's Five Forces
Table D1. Porter's Five Forces Analysis of India's Grocery Retail Industry
	Force
	Level
	Evidence
	Implications for Aldi

	Threat of New Entrants
	Moderate
	Growing organised retail sector attracts new domestic and international investors; however, high capital investment, regulatory requirements, and supply chain development create barriers to entry.
	The use of international experience and economies of scale might be necessary, which happens in the case of Aldi.


	Supplier Bargaining Power
	Moderate
	India has a large number of agricultural producers and food manufacturers, although logistics and quality consistency remain challenging.
	Aldi should build strong relations with suppliers and implement supplier development programs.

	Buyer Bargaining Power
	High
	Consumers are highly price-sensitive and have multiple shopping alternatives, including supermarkets, kirana stores, wholesale markets, and online retailers.
	The low-price approach and the private label products of Aldi could add to the value of its customers.

	Threat of Substitutes
	High
	Traditional kirana stores, fresh produce markets, convenience stores, and online grocery platforms provide numerous alternatives.
	Aldi to open the doors for success are efficiency, great products and the customers' experience.

	Competitive Rivalry
	Very High
	Strong competition from Reliance Retail, DMart, Spencer's Retail, Metro, Walmart (Flipkart), and millions of independent retailers.
	An innovative, low-cost business model, revolutionising the value chain, would be at the core of competitiveness success.
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Table E1. Porter's Diamond Model Applied to India
	Diamond Factor
	Evidence
	Implications for Aldi

	Factor Conditions
	Large labour force, competitive labour costs, expanding transport infrastructure, digital connectivity, logistics improvements.
	Facilitates effective operations, purchasing, storage and delivery.

	Demand Conditions
	A population of more than 1.4 billion people, growth in the middle class, urbanisation, and increasing demand for organised retail.	
	Promotes a strong demand in the future for the Aldi low-cost retail strategy.

	Related and Supporting Industries
	Effective agriculture, food processing, logistics, IT services and digital payments and e-commerce.
	Provides for an effective supplier and efficient supply chain management.

	Firm Strategy, Structure and Rivalry
	The competitive retail sector, a trader of domestic and international competitors by prices, is committed to upgrading its products and services for the client.	
	Increases competitiveness and drives for efficiency and continuous improvement.

	Government and Chance
	The positive factors for investment are Government initiatives, GST, National Logistics Policy, Digital India and liberalisation of foreign direct investment, and the external risks are inflation and disruptions in global supply chains.	
	The government's policy is always pro-retail investor, but there is a need of taking precaution while managing other uncertainties.
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Table F1. Dunning's Eclectic Paradigm (OLI) Applied to Aldi's Entry into India
	OLI Component
	Aldi's Position
	Strategic Implication

	Ownership (O) Advantages
	Strong international brand, cost leadership strategy, efficient supply chain, over 90% private-label products, sustainability leadership, extensive international retail experience.
	Aldi possesses transferable competitive advantages that can be successfully applied within the Indian retail market.

	Location (L) Advantages
	The expansion of the middle classes, GDP growth (above 6%), the large number of consumers, a 1 trillion dollar retail market, better logistics and digital infrastructure.	
	Despite the complex regulatory framework and fierce competition, there are several promising growth opportunities for India in the long term.

	Internalisation (I) Advantages
	In regards to private label management, purchasing, price setting, quality and logistics, Aldi will have to keep control of these processes.
	An entirely controlled operating model (with local alliances wherever necessary) is always better than licensing and franchising.



[bookmark: _30kss8iqayb6][bookmark: _Toc237302241]Appendix G – Aldi Global Presence
Table G1. Aldi's International Operations
	Region
	Countries/Markets
	Strategic Characteristics

	Europe
	Germany, the United Kingdom, Ireland, France, Spain, Italy, Belgium, the Netherlands, Switzerland, Poland, Austria, Slovenia and more.
	Cost leadership in the main market with a large number of outlets with a very standardised cost leadership strategy.


	North America
	United States
	Growth, growth, growth – this is proven by thousands of stores in operation, over 46,000 employees and plans for 800+ more stores in the next five years for the firm to keep investing.

	Australia
	Australia
	Implementing the discount retail business model successfully internationally with sustainability on cost and operational efficiency, and staying focused on private brands.

	Asia
	No significant operational presence in India
	India is poised to become a lucrative growth opportunity because of the evolving organised retail market and a positive long-term future.
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