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[bookmark: _Toc237580520][bookmark: _GoBack]1. Introduction
This report assesses the potential for Ahold Delhaize to expand its grocery business in Canada. The company's official portfolio and reporting for 2025 list operations in nine countries and 17 local brands in the United States, Europe and Indonesia but not any significant Canada stores, subsidiary or formal market operation (Ahold Delhaize, 2026). The analysis starts with the classification of the international strategy of Ahold Delhaize based on the framework presented by Bartlett and Ghoshal (1989). It then reviews the political, economic, legal and cultural factors that are most applicable to the grocery retailing industry in Canada. Ahold Delhaize's capabilities are linked to the level of control it needs for entry, and the location conditions in Canada, using the Dunning's OLI paradigm. The report then examines the historical trends of entries and other entry options, and then concludes and recommends. A reflective account uses a range of criteria to assess the research process, evidence used and the final judgement.
[bookmark: _Toc237580521]2. Organisational Classification and Global Strategy
[bookmark: _Toc237580522]2.1 Strategic Categorisation Using Bartlett and Ghoshal’s Model
Bartlett and Ghoshal (1989) describe and categorizes multinational companies on the basis of two strategic pressures: 'global integration' and 'local responsiveness'. Global integration is based on the degree of coordination and standardization of activities across countries for economies of scale, synergies and the sharing of technology and capabilities. Local responsiveness indicates how operations are tailored to the national customer preferences, regulations, competition and market structure. The four strategies outlined below are included in the framework. An international strategy will have relatively low pressures for integration and adaptation and will lead to relatively low capabilities being transferred from the home country (Verbeke and Lee, 2021). High integration and standardisation but low adaptations to local conditions are the key components of a global strategy. A multidomestic strategy delegates high degree of autonomy to national subsidiaries to adjust their business to local market conditions. A transnational approach, on the other hand, focuses on high level of global integration and high level of local responsiveness, as well as sharing knowledge across borders (Bartlett and Ghoshal, 1989; Chen and Bui, 2020).
In the framework, Ahold Delhaize can be described as a transnational organisation that has very multidomestic features. It has some local grocery banners that have significant responsibilities concerning assortment, pricing, promotions, and store formats, and thus can adhere to local customers and institutional conditions (Wei and Nguyen, 2020). The group also overhauls activities that include scale-intensive ones like capital allocation, international sourcing, private-label development, data, digital platforms, and operational improvement. It has recently focused on AI, automation and simplification to enhance the efficiency of the group (Mileo and Mandia, 2024). Thus, Ahold Delhaize is not solely based on local autonomy but on a mix of decentralised customer decision-making and centralized capabilities.
[bookmark: _Toc237580523]2.2 Global Configuration and Competitive Advantage
Ahold Delhaize has 17 local brands in nine countries, the bulk of which are in the United States and Europe, in addition to partnership roles, including Super Indo and Pingo Doce (Ahold Delhaize, 2025). This geographic arrangement is built on the value added chain of procurement scale, sharing of technology, forecasting, loyalty systems, digital infrastructure and private-label capabilities. Meanwhile, traditional local banners maintain trust amongst customers and help speed up the adaptation to various consumer preferences.
Nevertheless this model also produces coordination costs, coordination duplication, integration challenges and brings a lack of geographical diversification in the high concentration in developed markets. The competitive advantage of Ahold Delhaize is therefore based on selective centralisation, which is achieved by sharing capabilities based on scale across the globe whilst maintaining local market responsiveness. This means that entering the Canadian market should not be about taking a single global identity but rather an identity that is rooted in the local market.

[bookmark: _Toc237580524]3. Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc237580525]3.1 Host Country Analysis: Canada
The grocery market in Canada is a difficult but promising opportunity for Ahold Delhaize. It has established institutions, a big urban population, retail infrastructure and a close relationship with the United States offer opportunities. But fast national expansion comes with limitations due to strong incumbent retailers, high operating costs and regulatory complexity and regional differences. As a result, the political, economic, legal and cultural factors that have direct impact on Ahold Delhaize's entry and success in the market are analyzed.
Political Environment
Political and institutional conditions are relatively stable in Canada with respect to long-term foreign investment. This is crucial for grocery retail, as it takes a lot of investment to enter the market by opening stores, establishing distribution centres, logistics, technology and the network of suppliers. Predictable institutions can help to lower uncertainty related to long-term capital investments and thus to increase the appeal of foreign investment (Cavusgil, Knight and Riesenberger, 2020).
Political stability, however, does not imply a single business climate for Canada. Federal and Provincial governments share responsibility. Federal government plays an impact role in foreign investment, competition, international trade and national food regulation and provinces play a significant role regarding employment and consumer protection and commercial activity. This would require Ahold Delhaize to face varying conditions in different provinces. Having a single national operating model would then lead to unnecessary complexity.
Issues of food prices are also of political concern. The Competition Bureau Canada (2023) made this claim that Canada's grocery market must be more competitive. This opens up the possibility of a new international retailer who will provide greater choice for consumers, improve price competition and come with new retail functionality. Ahold Delhaize can help in this regard by developing a private label, by introducing loyalty schemes, through personalised promotions and by offering efficient omnichannel services.
But with more competition, it doesn't mean that any foreign acquisition would be welcomed. Political and regulatory issues may arise with regard to a large transaction with no increase in market competition. In this case, Ahold Delhaize would have to prove benefits to the investor (investment), to the job market (employment) and to the consumer (consumer value), among others.
Its existing operations in the U.S. presents another benefit as their expertise in sourcing, technology, logistics and grocery management may be able to be implemented in Canada (Ahold Delhaize, 2025). However, if this is reliant on the U.S. supply, it could present a risk of border disruption or shifting trade conditions. In general, the political climate in Canada is conducive to investment, but federal–provincial complexity and sensitivity to the grocery competition suggests a prudent approach at the regional level rather than a quick national move.
Economic Environment
Canada offers good market opportunity. The grocery market is a huge one about C$137 billion in 2024 (Statistics Canada, 2025). But size of the market is not necessarily an indicator of ease of entry. Canada is a well-developed grocery market with well-established retail chains with store networks, purchasing power, distribution networks, supplier relationships and strong loyalty programmes. The Competition Bureau Canada (2023) also lists barriers in terms of property access and supply chains. The national greenfield approach would thus demand a huge amount of investment to reach adequate scale for Ahold Delhaize.
The best chances of this will probably be in large urban centres. Like the nation, Canada's metros have diverse and large consumers. As seen by Statistics Canada (2022), immigrants are highly localized in major urban centres. This generates demand for foreign foods, ethnic lines, convenience foods and localised lines. That's the type of events Ahold Delhaize experienced by giving the local banners freedom to react to customers' needs. Additionally, research shows that the grocery-store formats and competitive environment is different for different local markets based on its characteristics (Bonfrer, Chintagunta and Dhar, 2022). Thus, the regional and city-level level of adaptations would be more suitable than the immediate nationwide standardisation.
Opportunity and risk are dependent on price sensitivity. While grocery price inflation eased in 2024, Canadian consumers' purchasing habits have been adapting to the earlier rise in food costs (Statistics Canada, 2025). Ahold Delhaize may be able to meet this pressure by leveraging its private-label know-how, value ranges and customised promotions. It already gives a great deal of importance to own-brand products, loyalty programs and to its integrated store and online experiences (Ahold Delhaize, 2025).
But these abilities don't necessarily give an edge in any context. Private-label brands, loyalty and digital services are already available with major Canadian grocery brands. Ahold Delhaize would then have to differentiate on the basis of price, locally relevant assortment, convenience and customer trust as well as technology.
There's another opportunity with digital grocery and a digital-only will be weak. There are age and income variations in the uptake of online grocery shopping, as well as variations related to household characteristics and consumer confidence in technology (Galushko and Riabchyk, 2024). Moreover, study indicates that convenience and attitude towards technology plays a role in the adoption of smart grocery services (Thomas-Francois and Somogyi, 2022). Physical stores would then continue to be significant as a shopping location, click-and-collect or fulfilment centres.
There is also an extra economic challenge arising because of Geography. Transportation, cold chain, warehousing and inventory costs are exacerbated by the great distances in Canada. The cost of labour and property also vary between the various provinces. This means that density is crucial for profit with this type of store. The market of Ontario is logical first step due to its population size and the fact that it is in proximity to Ahold Delhaize's eastern U.S. operations. In general, there is a good revenue opportunity in Canada, but profitability will be dictated more by density than by market size, and by disciplined investment and logistics as they relate to each region.
Legal and Regulatory Environment
On the legal side, Canadian law is somewhat predictable; on the grocery retail side, there are challenging compliance requirements. It is especially significant that acquisition is a viable route for Ahold Delhaize to enter the market because of the competition law. Changes to the Competition Act were made to allow for a deeper examination of mergers that could result in an increase in competition.The Competition Act was amended to provide for a more in-depth review of mergers that may lead to an increase in competition (Competition Bureau Canada, 2024). A large national retailer, then, would be a thing that could cause a lengthy review process, divestment requirements or increased transaction uncertainty for an already highly concentrated grocery industry. It also may be possible to strike a balance between acquiring local assets and minimize regulatory risk in a smaller regional acquisition.
Food regulation also has an impact on Ahold Delhaize's private-label business. Specific information for pre-packaged foods is required by the Canadian Food Inspection Agency (2025) such as labelling in both English and French, nutrition information, ingredients and allergens. Products designed for the U.S. or European market can't, therefore, be moved into Canada without a review. Local compliance skills and possibly more connection with Canadian producers would be required by Ahold Delhaize.
Quebec adds to the difficulties due to French-language requirements, which impact packaging, trademark, advertising, and websites and customer communication (Office québécois de la langue française, 2025). This makes the Ontario-first approach more feasible as it would be easier for the company to first work out its operating model in Canada and then integrate the “extra” language, regulatory, and other requirements in Quebec.
However, privacy law is equally crucial as Ahold Delhaize also heavily depends on loyalty programmes, customer analysis and individualised promotions. According to the Office of the Privacy Commissioner of Canada (2023), identifiable purchasing information needs to be managed with care in Canada. Ahold Delhaize, then, would require systems that have built-in privacy, procedures to obtain consent, and internal controls of their data.
As these requirements come into play, operational control becomes even more critical. The disadvantages of a loose franchise structure are lower investment, but perhaps more challenging standards regarding quality of food, data protection and private labeling. The Canadian legal system thus enables a slowdown and gradual approach to entry, instead of a low-control expansion.
Cultural Environment
The Canadian multicultural and bilingual context offers opportunities and challenges to Ahold Delhaize's entry into the market. Retail approaches may be fully standardised, but this approach may not be appropriate because grocery preferences vary across provincial, language and cultural group, and household type. Research on retailing internationally has shown that effective multinational retailers tend to blend the global with the local in order to meet varying consumer markets and needs (Burt and Sparks, 2022). However, the local-banner strategy is suitable for Ahold Delhaize because it ensures the decisions that are made by customers are locally relevant, but also have the benefit of group-level resources.
Affordability, convenience, health and product variety are top concerns for Canadian consumers. As food price worries escalate, there's been a surge in value-added grocery solutions. Ahold Delhaize can react by private label products, differentiated product ranges, and personalised promotions. These capabilities, however, need to be carefully adapted as Canadian retailers already have very strong customer relationships, supplier networks and their own established brands (Grewal, Roggeveen and Nordfält, 2021).
Cultural diversity is an especially important characteristic in large urban centers like Canada, where interest in overseas and ethnic food classifications has been growing. It would then become necessary to make local assortment decisions to satisfy community wants and preferences and to operate efficiently. This is in line with the idea of core transfer and local adaptation of the market (Wang and Zhang, 2021).
There are also differences in digital behaviour among Canadian consumers. Adoption of online grocery shopping is related to age, income and technology confidence. Consequently, Ahold Delhaize should continue with an omnichannel approach, where it has both physical stores and delivery and click-and-collect services. Having local brand name and management would help lower the liability of foreignness and build customer trust.
Overall Market Attractiveness
While Canada is appealing for Ahold, the opportunity is not spread evenly across the country, but regionally. Political stability, size of urban population, the level of infrastructure, the multicultural consumer base and the close proximity to U.S. operations are factors that make it easier for businesses to enter. The converse is that strong incumbents, high logistics costs, differences between provinces, bilingual requirements and scrutiny of mergers increase risk. These conditions make locally embedded, regionally phased entry strategy more attractive, and can now be examined more systematically based on Dunning's OLI framework.
[bookmark: _Toc237580526]3.2 Market Entry: Dunning’s OLI Framework
In 1977, an international-business scholar named John H. Dunning proposed the Eclectic Paradigm (also referred to as the OLI framework) to explain multinational activity, which later was developed into a framework for explaining why Multinational Corporations (MNCs) put in place operations overseas (Dunning, 1977; Dunning, 2000). It looks at three related conditions of foreign investment: Ownership advantages (O), Location advantages (L) and Internalisation advantages (I). Ownership reflects the transferability of the firm-specific strengths to the host market, Location reflects the commercial value of the firm's strengths in the host market, and Internalisation reflects the decision of whether key activities should be part of the firm's operations or simply contracted to others. For Ahold Delhaize, OLI is thus a test of the strategic alignment of its abilities with the conditions in Canada.
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Figure 1: OLI Framework (Collidu, 2023)
Ownership Advantages (O)
Ahold Delhaize has various strengths that can be transferred, such as grocery management, procurement, local-brand management, private label development, loyalty analytics and omnichannel retailing. The group's latest reporting indicates that it still manages to merge brands that are relevant to the local market with brands that are relevant to the group on a global scale, and that the development of own brands and growth in the omnichannel segment are still key strategic initiatives (Ahold Delhaize, 2026). In Canada, these capabilities could be used to make stores more cost efficient, get a better variety of products, offer customer value based on individual customer preferences, and make the store–online experience more convenient. It is only when ownership advantages engender value in the host market, however, that they become relevant. Ahold Delhaize's current Canadian brands portfolio is not comprised of a Canadian operating banner; and established Canadian grocery companies already have well-established networks and are well integrated into consumers shopping habits (Competition Bureau Canada, 2023). Thus, its benefits of ownership are considerable, but come with the demands of local expertise and resources and customer awareness. They are not a good enough reason for a national standardised rollout of greenfields.

Location Advantages (L)
The benefits of locating in Canada are very appealing, however Canada has its own set of selection criteria. Selected sourcing, management and digital capabilities are transferred to the institutions due to the following factors: institutional stability, large metropolitan demand, developed retail infrastructure, multicultural consumers and proximity to Ahold Delhaize's U.S. operations. But, the organization of the grocery market diminishes attractiveness. The sector is considered concentrated and barriers to entry high as major retailers have established themselves and there is an expensive cost associated with opening a store in this sector (Competition Bureau Canada 2023). The size of Canada's territory exacerbates distribution problems and provincial differences and bilingualism reduce the efficiency of national standardisation. The location advantages of Canada, then, are greatest in the denser urban areas, where store and logistics density can be developed, than throughout the country equally. This reflects investment in stages, rather than all at once, on a regional level.
Internalisation Advantages (I)
Importance of internalisation is elemental due to Ahold Delhaize's competitive model, which relies on tight management of customer information, loyalty programs, pricing, procurement, private label quality, technology, food safety and operational quality. A franchise or loose alliance would decrease capital commitment but might lead to less control over customer knowledge, quality, digital integration. Greenfield investment would offer the greatest amount of control, but would come at the cost of having to establish stores, suppliers, logistics capacity and develop management and customer trust from scratch. Recent research on entry mode reveals that a variety of ownership and partnership structures can be employed to manage the extent of control, commitment, and local embeddedness (Brouthers et al., 2022). A regional acquisition or majority stake in a partnership therefore gives a more solid balance as it brings existing stores, suppliers, logistics, management and customer-relation together with a chance to keep some strategically important capacities under Ahold Delhaize's control.
OLI believes that the overall outlook is a controlled, acquisition-based entry to the region. Ahold Delhaize has strengths of transferable ownership, some location strengths in Canada and internal control of core strengths. However, the problems of market concentration and regulatory complexity, not to mention the price of building a new national network, mitigate the case for greenfield entry; meanwhile, low-control franchising may erode the advantages that are causing competitive advantages.
[bookmark: _Toc237580527]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc237580528]4.1 Historical Pattern Recognition
The international expansion of Ahold Delhaize seems to indicate a preference for an ownership approach with the retention of local market identity. The group typically retains its existing local brands and combines local selected capabilities to the group. This enables the company to gain strategic advantage while retaining local knowledge, which is crucial in the grocery retail business.
This is the case with Profi's acquisition in Romania. It provided Ahold Delhaize with an existing store network, staff, suppliers and distribution network, which enabled the company to grow quickly compared to building greenfield stores (Ahold Delhaize, 2025). But, there is also a regulatory and integration risk involved with acquisition. The closing of 87 stores was among post-closing changes, demonstrating that the ownership-based approach can result in decreased flexibility when there is a problem of competition (Ahold Delhaize, 2025).
It also employs shared ownership when there is a need for local capacities. Pingo Doce in Portugal and Super Indo in Indonesia demonstrate that joint ownership is possible where market knowledge and local connections is added value (Ahold Delhaize, 2026). It thus has a predominant historical pattern of strategic control and local-banner autonomy. This is important to Canada because Ahold Delhaize must have control over the procurement process, data, private label governance and technology, and local customer knowledge and relationships.

[bookmark: _Toc237580529]4.2 Strategic Fit and Justification for Canada
A national solution by the greenfield would mean most control over stores, technology, the customer's data, pricing and standards of operation. But it would need a very high capital commitment. The stores, distribution centres, suppliers, employees as well as brand awareness would have to be built from scratch. In a stable grocery market, it would put the company at significant risk both in terms of finances and operations prior to reaching scale. As a result, the costs of greenfield entry are initially high, and it is not particularly flexible, which means that the control benefits do not justify the entry costs (Hill, 2023).
A regional acquisition will provide a more balanced approach. A loyal customer base, distribution capability, staff, suppliers, leases and stores from an established store in Ontario may be available from an Ontario retailer. This would not only cut down the learning time but also make it easier to construct a local legitimacy. However, not all acquisitions are low risk. Under Canada's new, tougher merger control regime, the volume of transactions that could have a material adverse effect on concentration has grown, making the size of the target company and its market share key considerations in selecting transactions for investigation (Competition Bureau Canada, 2024). It is possible that a major national buyback could thus cause delays in approval, divestment and a high price to be paid for the buyback. A medium size regional target would minimise risks and still give a good scale and operating density to test the Canadian market prior to broader expansion.
If a suitable acquisition target cannot be found an alternative is a majority joint venture or strategic partnership. It would also involve less investment and help to gain local knowledge, property relationships and suppliers in a faster way. But there can be disagreements on pricing, sourcing, technology investment and expansion in the process of shared governance. Based on the study, it is found that the fit between the resources and the host-market conditions, in addition to the extent of control is the key determinant for entry mode of the companies and not one superior entry mode (Wan et al., 2023). Ahold Delhaize would thus prefer to be majority owned, since its key competencies such as having the right decisions taken at the right time depend on co-ordinated decision making.
Cautious equity-based approach is also facilitated by institutional conditions. The appropriateness of the equity entry modes, as well as the need for greater or lesser control in foreign markets could be affected by institutional distance (Moreira da Silva, Ogasavara and Pereira, 2024). Canada is a country with institutional stability, however, there is more value in embeddedness at the provincial level, where provincial operating differences and provincial provincial regulation, combined with competition review, makes a difference. Overall, the region approach of acquisition offers the best fit due to the control, market understanding, flexibility and quicker access to operating assets.
[bookmark: _Toc237580530]4.3 Conclusion and Recommendations
Recommendations
Growth outside Ontario should be based on tangible metrics like margins, customer retention, fulfilment efficiency, store density and integration performance metrics. Quebec should be put on the back burner, after the company has built up the necessary French-language, regulatory and operational skills. This staged approach is in line with research that has indicated that international entry can involve more than one governance model, a local embeddedness and an ownership (Brouthers et al., 2022).
Conclusion
While Ahold Delhaize would like to expand across Canada, there is significant national risk in doing so, both from a regulatory and operational perspective. The company's traditional approach of taking over is still appropriate, but needs to be tailored to Canada. More strategic control and local responsiveness can be achieved by a regional approach rather than a national approach. At least one of the available options is acquisition, which give access to existing customers and suppliers, to existing stores and to a management system, all of which helps to keep the control of the capability that create long-term value.
[bookmark: _Toc237580531]5. Reflective Account
The Reflective Cycle developed by Gibbs (1988) is a structured approach to reflecting on something that has happened by describing it, feeling about it, evaluating it, analyzing it, concluding about it and planning next steps (action). In this Model, I examined what I learned and how I developed the Ahold Delhaize market entry analysis in Canada.
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Figure 2: Gibbs' Reflective Cycle (drroopesh, 2025)
Description: I knew that at the outset that the evaluation would go beyond a mere survey of Canada. I had to align Ahold Delhaize's international strategy with the Canadian business environment, understand and use the OLI framework and provide a rationale for an appropriate mode of entry. Given the nature of the study, I chose Ahold Delhaize because they operate internationally with a mixture of strong local brands and centralised competencies and this would allow me to explore and discuss integration at the global level with a focus on local responsiveness. Canada was chosen because it is a large developed grocery market, it is geographically close to Ahold Delhaize's U.S. operations and is not a part of the company's formal country operating portfolio.
I initially reviewed the company's annual reports, brand portfolio and corporate information, to ensure that there was no significant Canadian operational footprint for the company. Next, I gathered data from company reports, Canadian government reports, peer reviewed journals and international-business books. Multiple resource types were useful in relating the information from the companies to independent information (Saunders, Lewis and Thornhill, 2023).
Feelings: I was optimistic at first as there were a lot of information about Canada and Ahold Delhaize that was reliable. But I was not sure if I could find any analysis at all. The challenge of Bartlett and Ghoshal's model was that Ahold Delhaize did not easily fall into one of the two classifications. It demonstrated both delegated leadership and good responsiveness at local level. I also thought that the OLI section might be descriptive if I just went over the list of ownership, location factors and internalisation factors. The contradictory information about Canada added to the uncertainty as it provided stability and high demand, competition, regulation and operating costs provided clear risks.
Evaluation: There were a number of components of my research that went well. Ahold Delhaize's annual reports were useful for me to gain a better understanding of the brands this grocery chain acquired locally and the extent of their digital initiatives. Canadian government sources were helpful with the competition policy, food regulation, privacy and grocery-market conditions. Academic studies were able to help me to understand the evidence rather than just to report the facts. This helped to build the credibility of my analysis as the quality of sources and relevance of sources are important when creating business research (Saunders, Lewis and Thornhill, 2023).
I was researching too broadly into my past work though. The information I collected was general information that did not pertain to the grocery retail industry or market entry. In some early writing, too, I was descriptive, which means that I explained facts but didn't show their strategic importance. I took this one step further to ensure that I only included any evidence that had a positive or negative impact on opportunity, risk, cost, control, flexibility or long term fit.
 Analysis: The key learning was that international-business frameworks can be helpful only if they help to improve strategic judgement. Bartlett and Ghoshal's model enabled me to grasp the possibility of dealing with both centralised and localised decision-making when it comes to customers. This is why it might be better to keep local grocery banners, rather than a single corporate one.
Another thing that the OLI framework did was change my approach. At first I thought of ownership, location and internalisation as being distinct categories. As I was analyzing them, I realised that they were to be analysed as a unit. Scale, private label knowledge and digitalisation are some important assets for Ahold Delhaize, but only if they play a role in the context of the market in Canada. Political stability and market demand make Canada a desirable option, but expediency is not as appealing due to market concentration, regulation concerns and logistics expenses.
I got to thinking about how I would enter into the situation. Initially I thought that it must be better to have more control. But greenfield entry offers a lot of control, involves a lot of investment and slower “local learning. In a regional acquisition, strategic control and existing stores and suppliers is supplemented by the existing relationships with management and customers, making for a better balance. This enabled me to consider every option from a cost, risk, control, flexibility and long term strategic fit perspective. In critical reflection, it was good to see that it made me think about my initial concepts, instead of just standing up for them (Bassot, 2023).
Conclusion: The assessment helped me to develop my skills in assessing sources, using theory and linking evidence to strategic decisions. I came to understand that analysing the capabilities of the company and the conditions in the host country, and the entry mode options, separately is not possible. They are required to be one continuous paragraph. Not only was I surprised by the difference in academic quality with the more information I collected, but I also learned that more information does not necessarily mean better academic work. Using relevant and reliable evidence enabled me to critically judge what I was reading.
Action Plan: Going forward, I will outline learning outcomes prior to research, and will have criteria for including sources and prioritize primary sources. I will incorporate theory and supporting evidence in the same notes; will adopt a claim–evidence–evaluation–implication paragraph structure and do the referencing along with the work of drafting. I will also set up earlier deadlines internally for research, analysis and revision to give myself more time for experimentation of alternate interpretations, discussion of conflicting evidence and development of clarity in my academic writing.
[bookmark: _Toc237580532]6. Conclusion
This report evaluated the possibility of Ahold Delhaize expanding into Canada and combined Ahold Delhaize's international strategy, their own capabilities, conditions in host countries and alternatives to entry. Canada provides good institutional, urban demand and digital opportunities, but this is tempered by market concentration, regulatory complexity, high operating costs and regional diversity. While the scale, private-label capabilities, local-brand approach and multichannel functionality are all good reasons for Ahold Delhaize to enter, they should not be exported as is. All the evidence, on balance, suggests a gradual approach with a solid foundation in the Ontario market, through acquisition. This is in line with the firm's transnational strategy, the OLI analysis and its past opting for ownership coupled with market responsiveness.
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