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[bookmark: __RefHeading___Toc6337_621937267][bookmark: _Toc237544008]1. Organisational Classification and Global Strategy
ALDI can be classified as a multinational corporation (MNC) because it operates through retail businesses across a wide range of international markets and coordinates resources, purchasing and operational capabilities across national boundaries. The organisation has developed a distinctive international discount-retailing model based on cost efficiency, private-label products, streamlined product ranges and standardised operating practices. ALDI's international presence currently covers markets including Australia, China, France, Germany, Great Britain, Ireland, Italy, the Netherlands, Poland, Portugal, Spain, Switzerland and the USA, among others (Adli, 2026). India is not included within ALDI's current international country network, supporting its suitability as a potential future market for analysis. 
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Using Bartlett and Ghoshal's international strategy framework, ALDI demonstrates strong characteristics of a global strategy, particularly through its emphasis on standardisation and international efficiency. Its limited assortment, private-label orientation, centralised purchasing and cost-conscious store operations enable the organisation to achieve economies of scale and maintain a consistent value proposition across different markets. These capabilities are important sources of competitive advantage because purchasing scale and operational simplicity can reduce costs while allowing ALDI to compete primarily on value.
However, describing ALDI as purely global would be overly simplistic. International retail markets differ significantly in terms of consumer preferences, food cultures, regulations and competitive structures (De Mooij, 2022). ALDI therefore requires a degree of local responsiveness when operating internationally. This creates characteristics associated with the transnational strategy, where global integration is combined with selective local adaptation. For example, ALDI's international development demonstrates that its core discount model can be retained while product assortment and market-facing activities can be adjusted to local requirements.
ALDI's geographic configuration also strengthens its competitive position by allowing the organisation to transfer knowledge and capabilities between markets (Sarisa, 2021). Its presence in large and diverse markets such as the United States, Australia and China demonstrates that its business model is not restricted to European consumers. The Chinese market is particularly relevant when considering potential expansion into India because it demonstrates ALDI's experience of operating within a large Asian consumer market. Furthermore, ALDI's international sourcing and responsible supply-chain initiatives demonstrate the importance of coordinated global procurement capabilities. 
[bookmark: __RefHeading___Toc6339_621937267][bookmark: _Toc237544009]2. Macro-Environmental Appraisal and Market Attractiveness
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[bookmark: __RefHeading___Toc6341_621937267][bookmark: _Toc237544010]2.1 Political Environment
India presents a comparatively attractive political environment for long-term foreign investment because of its large domestic market, continuing economic liberalisation and established institutional framework for foreign investment. However, for ALDI, political attractiveness cannot be assessed simply through general political stability because the company would enter the multi-brand retail sector, where foreign ownership remains more restricted than in several other sectors. Under India's FDI framework, multi-brand retail trading permits foreign investment of up to 51% through the Government route, meaning that a foreign retailer cannot simply establish a wholly foreign-owned supermarket subsidiary in the same manner as it could in a sector with 100% automatic-route FDI (Pib, 2011). The policy also imposes conditions concerning minimum investment and domestic sourcing. 
This is particularly significant for ALDI because its proposed Indian operation would involve selling multiple brands and private-label products across a supermarket format. The Government route therefore creates an institutional barrier to rapid market entry and makes a local partner strategically valuable. India's FDI policy requires a minimum foreign investment of US$100 million for multi-brand retail and requires at least 50% of the first US$100 million to be invested in back-end infrastructure within three years. Such infrastructure includes logistics, warehousing, distribution, packaging and related activities (Kedar et al., 2025). For ALDI, this requirement is not necessarily entirely negative. Its business model already depends heavily on efficient procurement, distribution and inventory management. Investment in Indian warehouses, logistics and supplier infrastructure could therefore support rather than conflict with ALDI's operational model.
The political environment is also influenced by India's federal structure. Retail operations are affected not by national policy and by state-level implementation, local permissions, real-estate conditions and operating requirements (Treskon et al., 2021). Consequently, India should not be treated as a completely homogeneous market. ALDI could face different practical conditions when selecting Maharashtra, Karnataka, Delhi-NCR or other states. This supports a phased metropolitan entry strategy rather than immediate nationwide expansion.
Political considerations also create an important strategic tension. India's government has promoted foreign investment, supply-chain development and organised retail (Kumar, 2023). Restrictions on multi-brand retail reflect concerns about the impact of large foreign retailers on smaller domestic businesses. Therefore, ALDI would need to demonstrate that its investment contributes to local sourcing, employment, logistics infrastructure and supplier development rather than simply displacing existing retailers.
India's political environment can be considered moderately favourable but institutionally restrictive for ALDI. The major issue is not political instability itself but the regulatory structure surrounding foreign participation in multi-brand retail. This makes partnership, local sourcing and infrastructure investment central to ALDI's potential entry strategy.
[bookmark: __RefHeading___Toc6343_621937267][bookmark: _Toc237544011]2.2 Economic Environment
India's economic environment provides one of the strongest arguments for considering ALDI's entry. The World Bank reported that India's economy grew by 7.6% in FY2026, making it the fastest-growing major economy, while growth of around 6.6% was projected for FY2027 (World Bank Group, 2026). The country's macroeconomic resilience, stable employment conditions and strong domestic demand create a favourable foundation for consumer-oriented businesses. More recent estimates indicate that India's economy expanded by 7.7% during FY2026, although analysts expect some moderation because of external energy and geopolitical pressures. 
For ALDI, economic growth matters because the company's business model is based on selling frequently purchased consumer products at competitive prices. Strong economic expansion can increase household purchasing power and expand the addressable market for organised grocery retail. India's private final consumption expenditure was estimated to account for around 61.5% of GDP in FY2026, demonstrating the importance of household consumption to the economy (Pib, 2026). This is particularly relevant to ALDI because grocery retail depends more on recurring household expenditure than on occasional discretionary purchases.
India's retail market is also undergoing structural transformation. The retail industry was estimated at approximately US$1.06 trillion in 2024 and is projected to reach around US$1.93 trillion by 2030, according to figures reported by Reliance Retail from the Deloitte-FICCI outlook (IBEF, 2025). IBEF similarly identifies rising incomes, urbanisation, digital adoption and changing consumer preferences as important drivers of organised retail expansion. This creates an attractive location advantage for ALDI because the company's discount model could address consumers seeking quality products at lower prices while the overall market is becoming more organised.
However, market size alone does not guarantee profitability. India's retail market remains highly competitive and fragmented. Reliance Retail reported more than 20,000 stores and 387 million registered customers in FY2025–26, demonstrating the scale of an established domestic competitor (RIL, 2026). ALDI would therefore enter a market where an established competitor already possesses purchasing scale, extensive physical infrastructure, supplier relationships and customer recognition.
The economic opportunity is further complicated by the rapid growth of quick commerce. In 2024, quick-commerce platforms accounted for more than two-thirds of India's e-grocery orders (Rueters, 2025). This changes the competitive basis of grocery retail. ALDI's traditional strength is efficient physical stores and low prices, whereas quick-commerce businesses compete through convenience and rapid delivery. Therefore, ALDI could not rely exclusively on physical stores. It would need an omnichannel model involving online ordering, digital promotions and potentially partnerships with delivery platforms.
Inflation also creates a two-sided effect. Higher food and household costs can increase consumers' sensitivity to price, potentially strengthening ALDI's value proposition. However, inflation simultaneously raises procurement, transportation, labour and operating costs. ALDI's cost leadership could therefore become a competitive advantage only if its highly efficient supply-chain model can offset these pressures (Dujak, 2025). The exchange rate is another consideration. A depreciation of the Indian rupee against the euro could increase the cost of imported products and reduce the value of profits repatriated to Europe. ALDI could reduce this exposure through local sourcing, which would also support compliance with India's retail regulations. Consequently, local sourcing should not be viewed only as a regulatory requirement; it could also be an economic risk-management strategy.
India's economic environment is highly attractive but intensely competitive. Strong economic growth, consumption expenditure and retail expansion provide substantial demand potential, but ALDI would need to differentiate itself through cost efficiency, private-label products, local sourcing and an omnichannel proposition rather than simply competing on store presence.
[bookmark: __RefHeading___Toc6345_621937267][bookmark: _Toc237544012]2.3 Legal Environment
The legal environment represents one of the most significant constraints on ALDI's potential Indian expansion. The first issue is foreign ownership in multi-brand retail. India's policy permits up to 51% FDI in multi-brand retail through the Government route rather than allowing unrestricted foreign ownership (Pib, 20211). This means that ALDI would need to structure its Indian operation around the regulatory requirement rather than automatically selecting its preferred wholly owned subsidiary model.
A further requirement is the emphasis on Indian sourcing. India's policy requires at least 30% of the value of procurement of manufactured or processed products to be sourced from Indian micro, small and medium industries under the multi-brand retail framework (Pib, 2019). For ALDI, this requirement could initially increase supplier-development and compliance costs, but it could also strengthen the business model over the longer term. ALDI is highly dependent on private-label products and efficient procurement; developing Indian suppliers could therefore reduce import dependence and transport costs while creating products better suited to local consumers.
Food safety represents another major legal requirement. The Food Safety and Standards Authority of India (FSSAI) states that every food business operator must obtain the appropriate licence or registration under the Food Safety and Standards framework (Dhara et al., 2021). The system applies to food businesses including retailers, distributors, wholesalers and other operators. For ALDI, this means that its supermarket operations, imported food products, private-label goods and distribution activities would require systematic regulatory compliance.
This is particularly relevant because ALDI's private-label strategy means that the company would have substantial responsibility for the products sold under its own brands. Product formulation, labelling, packaging and food safety would need to comply with Indian standards. The FSSAI's regulatory activity in 2026 also demonstrates that food labelling and packaging compliance remains an active enforcement issue (Prabha, 2026). Therefore, ALDI should establish strong local compliance capabilities before scaling its Indian operations.
Competition regulation is another important consideration because ALDI would enter a market containing large retailers such as Reliance and DMart as well as numerous smaller retailers. The company would need to ensure that its pricing, supplier relationships, procurement practices and promotional activities comply with Indian competition and consumer-protection requirements.
Taxation is also relevant. GST affects the pricing and distribution of goods across India's supply chain, while customs duties may influence imported products (Hoda, 2020). A supermarket model based excessively on imported products could therefore become more expensive than one built around domestic sourcing. This reinforces the argument that ALDI should develop Indian suppliers rather than simply export its European product range into India.
India's legal environment creates high entry complexity but also provides a clear framework for responsible market entry. The major legal challenge is the restriction on foreign participation in multi-brand retail, while food safety, sourcing, taxation and competition requirements increase operational complexity. However, ALDI's international supply-chain expertise means these requirements could potentially become manageable if the company invests in local compliance and supplier development.
[bookmark: __RefHeading___Toc6347_621937267][bookmark: _Toc237544013]2.4 Cultural Environment
Culture is arguably one of the most important factors determining whether ALDI's established European discount model can succeed in India. Unlike a market where consumer preferences are relatively homogeneous, India contains substantial regional variation in food habits, languages, purchasing behaviour and dietary preferences (Kane-Potaka et al., 2021). Consequently, simply transferring ALDI's European assortment to India would create a significant risk of product-market mismatch.
One of the most important differences concerns food preferences. Indian consumers have diverse dietary practices, including substantial demand for vegetarian food alongside regional preferences for dairy, grains, pulses, spices, snacks and different forms of meat. ALDI would therefore need to develop a product assortment reflecting local consumption patterns rather than treating India as a single national food market. This does not mean abandoning its standardised model; instead, it means adapting the assortment while retaining its underlying cost structure.
Consumer attitudes towards value and affordability create an important opportunity. PwC's 2025 India consumer research indicates that affordability, nutrition and sustainability are increasingly important to food consumers, while local produce and digital grocery platforms are also gaining relevance. This aligns closely with ALDI's value-for-money positioning. However, affordability in India is not simply about low prices. Consumers may also value freshness, convenience, familiarity and personalised relationships.
This is where the kirana ecosystem becomes strategically important (Saxena, 2025). Traditional neighbourhood stores have historically provided convenience, familiarity, flexible purchasing and sometimes informal credit. ALDI's limited-assortment supermarket format may therefore struggle if it attempts to compete only through price. The company needs to provide a sufficiently strong combination of price, quality, convenience and product relevance.
The rapid growth of digital grocery also changes cultural expectations. Indian consumers increasingly expect convenience and fast fulfilment. Reliance's 2025–26 retail reporting highlights the growing importance of hyper-local commerce, while quick-commerce platforms have changed grocery shopping behaviour in major cities (RIL, 2026). ALDI therefore needs to consider digital access as part of its cultural adaptation rather than treating online retail as a separate activity.
The strongest cultural strategy would therefore be selective adaptation. ALDI should retain its core identity that limited assortment, private labels, efficient stores and competitive pricing but adapt products, pack sizes, flavours, vegetarian ranges and local sourcing to Indian consumers.
[bookmark: __RefHeading___Toc6349_621937267][bookmark: _Toc237544014]2.5 Overall Market Attractiveness
The combined analysis indicates that India is an attractive but high-complexity market for ALDI.
	Factor
	Opportunity
	ALDI-specific implication

	Political
	Large FDI market and policy continuity
	Government approval creates entry barrier

	Economic
	7.6% FY2026 growth and expanding retail market
	Strong demand potential

	Legal
	Clear regulatory framework
	Multi-brand restrictions increase complexity

	Cultural
	Strong value orientation and diverse consumers
	Local assortment is essential

	Competition
	Expanding organised retail
	Reliance, DMart and quick commerce create pressure


India therefore offers a strong location opportunity, but the market should not be classified as low-risk. The most attractive proposition for ALDI is likely to be a controlled, locally adapted entry rather than rapid nationwide expansion.
[bookmark: __RefHeading___Toc6351_621937267][bookmark: _Toc237544015]2.6 Dunning's Eclectic Paradigm (OLI)
Dunning's OLI framework provides a useful synthesis because it evaluates whether ALDI possesses sufficient Ownership (O) advantages, whether India provides adequate Location (L) advantages, and whether Internalisation (I) offers benefits over alternative forms of market participation.
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Ownership Advantages (O)
ALDI possesses several transferable ownership advantages. Its most important is its discount-retailing capability, supported by private-label products, limited assortment, central purchasing, operational simplicity and supply-chain efficiency. ALDI's international experience also provides knowledge of adapting its model to different markets. Its Chinese expansion is particularly relevant. ALDI entered China's physical retail market with two Shanghai pilot stores in 2019, explicitly using the stores to learn about Chinese consumers; its Chinese stores combined imported and locally selected products (Geolytix, 2020). This demonstrates that ALDI has already used a learning-oriented approach when entering a culturally different Asian market.
These ownership advantages are potentially transferable to India because price competitiveness, efficient procurement and private-label development can address Indian consumers' demand for affordability. However, ownership advantages do not automatically guarantee success because ALDI lacks existing Indian market knowledge.
Location Advantages (L)
India offers substantial location advantages:
· large consumer base; 
· strong economic growth; 
· expanding retail sector; 
· increasing consumption; 
· urbanisation; 
· digital grocery growth; 
· supplier opportunities; and 
· demand for value-oriented products. 
India's retail market is projected to approach US$1.93 trillion by 2030, while consumption remains a major contributor to economic activity. 
Negative location factors include:
· multi-brand FDI restrictions; 
· intense competition; 
· fragmented retail; 
· state-level differences; 
· logistics complexity; 
· cultural diversity; and 
· quick-commerce disruption. 
Therefore, India's location advantages are strong but conditional.
Internalisation Advantages (I)
ALDI has incentives to maintain substantial control over its Indian operations because its competitive advantage depends on proprietary procurement systems, private-label products, quality standards, supply-chain coordination and cost control. Excessive reliance on licensing or franchising could weaken these capabilities and reduce consistency. However, India's regulatory restrictions make complete ownership difficult. This creates a strategic tension between ALDI's need for control and India's requirement for foreign participation through a regulated multi-brand retail structure.
The OLI analysis provides a moderately strong case for ALDI's Indian market entry, but not for an immediate large-scale commitment. ALDI has substantial ownership advantages, while India provides strong location advantages through economic growth, consumer demand and retail-sector development. However, the institutional and cultural barriers reduce the attractiveness of immediate full-scale investment. The strongest strategic implication is therefore a phased market-entry approach, potentially involving a local Indian partner to satisfy regulatory requirements and provide market knowledge while allowing ALDI to retain meaningful operational control over procurement, private labels, quality and store economics. ALDI's Chinese experience supports this learning-oriented approach because its initial stores were deliberately used to understand local consumers before broader expansion. 
[bookmark: __RefHeading___Toc6353_621937267][bookmark: _Toc237544016]3. Entry Mode Strategy and Strategic Synthesis
ALDI's entry-mode decision for India should be based on its previous internationalisation experience, the regulatory characteristics of India's multi-brand retail sector and the level of control required to protect ALDI's cost-based competitive advantage. The evidence suggests that ALDI generally combines substantial organisational control with gradual market development rather than relying on a single-entry method across every country. Therefore, India's entry mode should balance control, local knowledge, financial commitment, regulatory compliance and flexibility.
[bookmark: __RefHeading___Toc6355_621937267][bookmark: _Toc237544017]3.1 ALDI's Historical Entry-Mode Pattern
ALDI's international expansion demonstrates a pattern of direct establishment and gradual market development, supported by substantial control over its retail operations. Its international history shows expansion from Germany into Austria and subsequently into markets including the USA, UK, Ireland, Australia and China. ALDI's own historical information records the establishment of its US operation in 1976, UK operation in 1990, Australian operation in 2001 and Chinese online presence in 2017 (Aldi, 2026). 
Australia provides a particularly useful example of direct market development. ALDI entered Australia in 2001 with two stores in New South Wales and subsequently expanded its store network (Mortimer and Grimmer, 2021). ALDI Australia describes the business as introducing a new grocery-retailing model based on a focused product range and direct operational management. This suggests that ALDI is comfortable committing significant resources when it believes that its operating model can generate a sustainable competitive advantage.
China is the most relevant precedent for India, because it demonstrates a more cautious approach to a culturally different (Zhang and Yuan, 2025) Asian market. ALDI first entered China through Tmall International in 2017, before opening its first two physical pilot stores in Shanghai in June 2019. Rather than immediately pursuing nationwide expansion, ALDI explicitly used the Shanghai stores to collect market feedback and understand Chinese consumer preferences. The Chinese stores also combined imported and locally selected products and were specifically designed around local consumer requirements. 
This approach demonstrates that ALDI's historical pattern is not simply "enter and standardise". Instead, the company can test demand, learn about consumers, adapt its assortment and then expand. By 2023, ALDI had expanded its Shanghai network to 36 stores and also operated online through its own WeChat mini-program and platforms including Ele.me, Meituan and JD Daojia. Therefore, the Chinese experience provides a strong strategic precedent for a phased Indian entry.
[bookmark: __RefHeading___Toc6357_621937267][bookmark: _Toc237544018]3.2 Alternative Entry Modes for India
Four principal entry modes can be considered: wholly owned subsidiary, joint venture, franchising and strategic partnership.
	Entry mode
	Control
	Investment
	Risk
	Suitability for ALDI–India

	Wholly owned subsidiary
	Very high
	Very high
	High
	Low–Medium

	Joint venture
	High/shared
	High
	Medium
	High

	Franchising
	Low–Medium
	Low
	Medium
	Low

	Strategic partnership
	Shared/contractual
	Medium
	Medium
	High


A wholly owned subsidiary would provide ALDI with maximum control over procurement, private-label products, pricing, store design, quality and supply-chain management. These factors are important because ALDI's competitive advantage depends heavily on operational consistency. However, this option is difficult to reconcile with India's current multi-brand retail FDI framework, which permits foreign investment up to 51% through the Government route. Consequently, full foreign ownership would not represent the most realistic initial structure (Pib, 2012).
Franchising would reduce ALDI's financial exposure and could accelerate geographical expansion. It creates a significant control problem. Franchisees could make decisions affecting product assortment, service quality, supplier relationships and customer experience (Michael, 2023). This is particularly problematic for ALDI because its low-cost model depends on tightly coordinated procurement and operations. Therefore, franchising is less appropriate than a controlled partnership.
A joint venture (JV) offers a stronger balance. It could provide ALDI with local knowledge, regulatory expertise, supplier relationships and access to Indian commercial networks while allowing ALDI to contribute its international retail capabilities. The disadvantage is shared decision-making and the possibility of conflicts over strategic priorities. A strategic partnership could similarly provide access to local logistics, sourcing, technology or real-estate capabilities without requiring ALDI to transfer complete operational control (Attah et al., 2024). This could be useful during the initial market-testing phase.
[bookmark: __RefHeading___Toc6359_621937267][bookmark: _Toc237544019]3.3 Recommended Entry Mode: Phased Joint Venture with Strategic Local Partnerships
Based on the preceding analysis, the most suitable approach is a phased entry through a carefully structured joint venture supported by local strategic partnerships.
The recommendation reflects both ALDI's Chinese experience and India's regulatory conditions. The first stage should involve a limited number of pilot stores in major metropolitan markets, rather than immediate nationwide expansion. Mumbai, Delhi-NCR, Bengaluru and Hyderabad could be investigated as potential locations because of their large urban consumer bases, established retail infrastructure and purchasing power. However, the final locations should be determined through city-level market research rather than assumed in advance.
The initial pilot should be designed as a learning mechanism. ALDI could test:
· consumer response to private-label products; 
· acceptable price points; 
· demand for imported versus Indian products; 
· vegetarian and regional product ranges; 
· store size and location; 
· digital ordering; 
· delivery expectations; and 
· customer response to the ALDI discount proposition. 
This would replicate an important feature of ALDI's Chinese approach, where the first Shanghai stores were explicitly used to understand local consumer behaviour and adapt the offering. 
The second stage should involve deepening Indian sourcing and supplier development. India's multi-brand retail policy requires at least 30% of the value of manufactured/processed-product procurement to be sourced from Indian small industries, while the policy also requires significant investment in back-end infrastructure (Pib, 2012). Rather than treating these requirements purely as regulatory burdens, ALDI could use them to develop an Indian procurement base. Local sourcing would reduce dependence on imports, potentially lower logistics costs and allow products to be adapted to Indian tastes.
The third stage should involve expansion only after the pilot demonstrates satisfactory performance in terms of customer acquisition, store-level profitability, supply-chain efficiency and regulatory compliance. A JV is preferable to immediate full ownership because it reduces the information disadvantage faced by a foreign retailer entering India's complex market. At the same time, ALDI should negotiate strong governance rights over procurement, private-label standards, quality control, store operations and brand management. This preserves the ownership advantages identified through the OLI analysis.
[bookmark: __RefHeading___Toc6361_621937267][bookmark: _Toc237544020]3.4 Risk–Return Analysis
	Risk
	Assessment
	Strategic implication
	Mitigation

	Regulatory
	High
	Multi-brand FDI restrictions may constrain ownership
	Experienced Indian JV partner and regulatory specialists

	Financial
	Medium–High
	Store development and infrastructure require substantial investment
	Phased investment and pilot stores

	Operational
	High
	India has a complex and geographically diverse supply chain
	Local suppliers and distribution partnerships

	Cultural
	Medium–High
	Standard ALDI assortment may not fully match Indian preferences
	Localised product ranges and regional testing

	Competitive
	High
	Reliance, DMart, kiranas and quick-commerce platforms already compete strongly
	Differentiation through value and private labels

	Currency
	Medium
	Rupee movements may affect imported products and returns
	Greater local sourcing

	Reputational
	Medium
	Food-quality or regulatory failures could damage a new brand
	Strong FSSAI and quality-control systems


The major strategic issue is therefore not simply the amount of financial investment but the degree of irreversible commitment before ALDI understands the Indian market. A phased approach reduces this uncertainty while preserving the opportunity to scale.
[bookmark: __RefHeading___Toc6363_621937267][bookmark: _Toc237544021]3.5 Strategic Synthesis
The evidence supports joint venture-led, phased entry rather than immediate wholly owned expansion. ALDI's ownership advantages, private-label expertise, purchasing efficiency, cost leadership and international retail knowledge are transferable to India. However, India's multi-brand FDI restrictions, cultural diversity, fragmented retail structure and strong domestic competitors increase the risk of direct large-scale entry. ALDI's Chinese experience demonstrates the value of testing, learning and adapting before expansion. 
Therefore, ALDI should initially establish a small, locally supported metropolitan presence, develop Indian suppliers and test its value proposition before scaling. This approach provides a stronger balance between control and flexibility than franchising, while requiring less irreversible commitment than immediate large-scale investment. It also aligns the entry mode with the OLI conclusion: ALDI should retain control over its core proprietary capabilities while using a local partner to overcome India's institutional and market-specific disadvantages.
[bookmark: __RefHeading___Toc6365_621937267][bookmark: _Toc237544022]4. Reflective Account – Gibbs' Reflective Cycle
This reflection evaluates my experience of researching and preparing the proposed international market entry strategy for ALDI into India. I have used Gibbs' Reflective Cycle to consider what I did, how I felt, what worked well, what challenged me and how the experience has influenced my future approach to international business analysis. The assessment required consideration of the company's international strategy, the political, economic, legal and cultural environment of the host country, Dunning's OLI framework and the suitability of different entry modes. It also required reflection on the research process and the application of theories and learning from the module. 
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[bookmark: __RefHeading___Toc6367_621937267][bookmark: _Toc237544023]4.1 Description
I began the assessment by selecting ALDI as the multinational corporation and India as the proposed target market. My initial research focused on establishing ALDI's existing international footprint and understanding its discount-retailing model. I then examined ALDI's international strategy through the Bartlett and Ghoshal framework before investigating India's political, economic, legal and cultural environment. The next stage involved applying Dunning's OLI framework to determine whether ALDI possessed sufficient ownership advantages and whether India offered appropriate location advantages to justify international investment.
I also researched ALDI's previous international expansion, particularly its experience in China, because this provided a useful comparison with the proposed Indian market. Finally, I compared possible entry modes, including a wholly owned operation, franchising and joint venture arrangements, before developing a phased entry recommendation. The research process required evidence from company information, government sources, industry information and academic theories. This approach was consistent with the assessment requirement for broad and credible research. 
[bookmark: __RefHeading___Toc6369_621937267][bookmark: _Toc237544024]4.2 Feelings
At the beginning, I felt relatively confident about selecting ALDI because I was familiar with its discount supermarket concept. However, I quickly realised that understanding the company as a consumer brand was very different from analysing it as an international business. Initially, I found myself focusing too much on India's large population and economic growth and assuming that these factors automatically made the country attractive. This made me realise that my initial approach was more descriptive than analytical.
I also felt uncertain when applying the OLI framework because I initially considered the framework as three separate categories rather than as an integrated explanation of why a company should internationalise. I found the entry-mode decision particularly challenging because there was no single obviously correct option. While a wholly owned operation would provide greater control, India's regulatory environment and ALDI's lack of local market knowledge created significant risks. This uncertainty was useful because it encouraged me to examine the evidence more critically instead of selecting an entry mode simply because it appeared theoretically attractive.
[bookmark: __RefHeading___Toc6371_621937267][bookmark: _Toc237544025]4.3 Evaluation
One positive aspect of my research was that I gradually became more selective about the evidence I used. Instead of relying only on general business websites, I looked for information from ALDI, Indian government sources, international organisations and credible industry sources. This improved my confidence because I could connect factual information directly to strategic decisions.
Another positive outcome was comparing ALDI's experience in China with its potential expansion into India. This helped me understand that internationalisation does not necessarily involve transferring an identical business model into every country. ALDI's Chinese experience demonstrated the importance of learning about local consumers and adapting the proposition where necessary.



4.4 Analysis
The most important learning from this assessment was that international market attractiveness is multidimensional. Before completing the research, I tended to associate market attractiveness mainly with market size and economic growth. However, analysing ALDI's potential entry demonstrated that a large and rapidly growing economy can simultaneously contain substantial institutional, cultural and competitive barriers.
The application of Bartlett and Ghoshal helped me understand the tension between global integration and local responsiveness. ALDI's competitive advantage depends on standardisation, limited product ranges, private-label products and cost efficiency. Nevertheless, India's regional food preferences, consumer behaviour and regulatory environment mean that complete standardisation could reduce market acceptance. I therefore learned that international strategy requires finding an appropriate balance rather than automatically choosing either standardisation or adaptation.
The OLI framework was particularly valuable because it helped me connect different parts of the analysis. ALDI's ownership advantages include its purchasing expertise, private-label capability, operational efficiency and international retail experience. India's location advantages include its large consumer market, economic growth and expanding organised retail sector. However, India's regulatory complexity and ALDI's limited local knowledge create disadvantages that influence the internalisation decision.
I also developed a better understanding of entry mode as a strategic risk decision. A joint venture is not necessarily superior simply because it reduces investment risk. It can also reduce managerial control. Similarly, a wholly owned operation provides control but exposes the company to greater financial and operational risk. I therefore learned that the appropriate entry mode must reflect the relationship between risk, control, flexibility, resources and long-term strategic objectives.
[bookmark: __RefHeading___Toc6373_621937267][bookmark: _Toc237544026]4.5 Conclusion
Overall, the assessment significantly improved my understanding of international business strategy. I learned that successful international expansion cannot be justified through market size or economic growth alone. Political regulations, legal requirements, consumer culture, competitive intensity and organisational capabilities must be considered together.
I also became more confident in applying theoretical frameworks to real business situations. Rather than treating Bartlett and Ghoshal or OLI as theoretical descriptions, I learned to use them to develop and challenge strategic arguments. The research also demonstrated the importance of comparing a company's previous international experiences before recommending an entry strategy. In particular, ALDI's experience in China helped me understand the value of phased market testing and local adaptation. Overall, the process strengthened my ability to develop evidence-based international business recommendations.
[bookmark: __RefHeading___Toc6375_621937267][bookmark: _Toc237544027]4.6 Action Plan
	Development area
	SMART objective
	Measurement
	Deadline

	Critical analysis
	I will improve my ability to distinguish description from critical evaluation by applying an evidence–implication–judgement structure to every major argument in my next academic report.
	At least 90% of analytical paragraphs will contain evidence, company-specific implications and a clear judgement.
	By completion of my next assignment

	Source evaluation
	I will strengthen my research skills by prioritising academic, governmental, company and recognised industry sources before using general websites.
	Use at least 15 credible sources, with the majority being recent and directly relevant to the research question.
	By the final submission of my next report

	Theory application
	I will improve theoretical integration by explicitly linking every major framework to the organisation and market being analysed rather than explaining theories separately.
	Each major theoretical section will include at least two direct theory-to-case applications.
	Throughout my next assignment

	Research organisation
	I will maintain a structured research log recording the source, key evidence, relevance and potential argument for each important reference.
	Maintain a research table for 100% of core sources used in the report.
	From the first research session until submission

	Reflective practice
	I will record difficulties, decisions and learning points during future assignments instead of reconstructing my reflection at the end.
	Complete one short reflection entry after each major research stage.
	Throughout the next academic project
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