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[bookmark: _Toc234069179][bookmark: _Toc234098150][bookmark: _Toc234100250]Section 1: International Market Entry Report
[bookmark: _Toc234069180][bookmark: _Toc234098151][bookmark: _Toc234100251]Introduction and selection rationale
The report assesses the decision of ALDI Süd to enter Canada and, considering this, which of the available market entry modes would be most conducive to long-term strategic fit. ALDI Süd is chosen as it is an established European multinational food retailer with a proven hard-discount business model, powerful capabilities of creating own-label and successful experience in international business expansion. Canada is selected as the target country because the official ALDI SOUTH Group company profile lists its store markets as Germany, Austria, Switzerland, Slovenia, Hungary, Italy, the United Kingdom and Ireland, the United States, Australia and China, with no Canadian store market identified (ALDI SOUTH Group, 2026a). This aids the assessment requirement that the target country must not have any major presence in operation at 1 June 2026. 
Canada is a persistently low affordability in grocery price problem, high-income, and politically stable market, but is also geographically large, operationally expensive, controlled by bilingual labelling, food safety and supplier relationship, regulations.
[bookmark: _Toc234069181][bookmark: _Toc234098152][bookmark: _Toc234100252]1. Organisational classification and global strategy
ALDI Süd is best classified as a multinational corporation rather than a transnational corporation. It functions in a wide range of country market and has internationally spread stores base yet; its international approach is pegged on a fiercely disciplined formula of discount retailing. Bartlett and Ghoshal (1989) distinguish global, international, multidomestic and transnational strategies according to pressures for global integration and local responsiveness. The model that is nearest to a global strategy with the selective local responsiveness is that of ALDI Süd: the logic of its operations is the same, though range, sourcing, property format and marketing are localised to respond to the conditions of the country.
The core ownership advantage of ALDI Süd is strategic simplicity. Its stores have a fairly limited core assortment, which is aided by weekly special purchases and its focus on own-label merchandise. According to the company, the stores in its markets stock core range products to the extent of 1,484 to 1,835, which is significantly less than the complexity of the stock keeping unit of traditional supermarkets (ALDI SOUTH Group, 2026a). This narrow scope minimizes fragmentation in purchasing, eases the process of replenishment, enables high stock turnovers and makes it easier to articulate the value proposition. It also qualifies as Porter’s (1985) cost leadership logic since cost leadership is part of procurement, store labour, assortment, logistics and retail layout; not attained with short-term price reductions.
But it would be deceptive that ALDI Süd is an entirely global company that does not adapt locally. The company claims that it has a decentralised business model as a growth factor, citing that its understanding of national markets and regional markets allows tailoring of its products to customers (ALDI SOUTH Group, 2026a). Deep operating architecture is integrated globally whereas customer facing offer is discriminately customized. ALDI has grown with the addition of organic stores and has also acquired and converted some, previously-existing, Winn-Dixies and Harveys stores and this reiterates that the company can make changes in its entry process but where location access and scale economics make sense (ALDI U.S., 2025).
The geographic coverage of the ALDI Süd helps it to gain a competitive advantage in three ways. First, scale in eleven markets brings about buying expertise and category management education. Second, the international expansion, used repeatedly, will enable the company to optimize store format, logistics and own-label systems over various consumer cultures. Third, its operation within the United States would be instrumental to a potential Canadian entry since it would provide ALDI first-hand North American experience in both property and wages as well as supplier development and consumer reaction to discounted hard. However, Canada would not be an easy expansion of the US market. Canada is characterized by varying retail concentration, winter logistics and bilingual packaging and a powerful domestic political discussion on food affordability (Ghemawat, 2007). This poses a liability of foreignness as a foreign entrant has to overcome drawbacks of unfamiliar institutions, barriers such as consumer trust, relationship disadvantage before the benefits of ownership can be completely converted into performance (Zaheer, 1995). 


Table 1. Strategic classification of ALDI Süd for the Canadian entry decision
	Strategic issue
	Evidence and interpretation
	Implication for Canada

	International strategy type
	Mainly global cost leadership with selective local responsiveness, based on Bartlett and Ghoshal’s framework.
	Aldi should protect the discount formula but localise range, supplier base and compliance execution.

	Current geographic footprint
	ALDI Süd operates in eleven markets but Canada is not listed as a store market.
	The target country requirement is defensible, but Canada requires new local institutional learning.

	Competitive advantage
	Limited assortment, private label, lean stores and logistics support cost leadership.
	Advantage is transferable only if Canadian scale and logistics costs do not dilute price leadership.

	Strategic vulnerability
	Canada is concentrated and incumbents already use discount banners.
	Entry must be phased and differentiated, not based only on being another low-price grocery retailer.


Source: Author’s analysis based on Bartlett and Ghoshal (1989), Porter (1985), ALDI SOUTH Group (2026a) and ALDI U.S. (2025).
[bookmark: _Toc234069182][bookmark: _Toc234098153][bookmark: _Toc234100253]2. Macro-environmental appraisal and market attractiveness
[bookmark: _Toc234098154]2.1 Political environment
Politically, Canada is appealing being an area where there is a stable institution, predictable regulation and policy climate that has openly identified that the grocery competition needs to increase. The retail grocery market study by Competition Bureau found that competition at a retail level offers potential to lower prices, increase convenience and innovate more, and thus it suggested governments to ease barriers to entry as well as promote independent and international grocers (Competition Bureau Canada, 2023). It is a significant place advantage to ALDI since its market entry story would resonate with social anxieties regarding costs and option. 
The political opportunity lies best when ALDI presents itself as a consumer welfare entrant as opposed to a foreign retailer. Canadian policymakers and consumers have been concerned about grocery price inflation, market concentration and supplier relations. This climate would suit a discount entrant whose credible price offer has been made and the entrant is likely to have proved local sourcing, fair treatment of suppliers and investment in employment.
The political risk is food retail is extremely sensitive. The hard-discount approach of ALDI might be questioned in the case of its overdependence on imported own-label products or in case of the allegations about applying too strong bargaining pressure on the Canadian suppliers. The Competition Bureau does not eliminate provincial planning, logistics bottlenecks or general preference of domestic food security. Hence, political attractiveness can be considered conditional. The only way that ALDI can use the policy mood is by creating a Canadian supplier narrative.
[bookmark: _Toc234098155]2.2 Economic environment
The economic profile of Canada is good, yet risky. According to the World Bank, in 2024, the GDP of Canada is estimated at about US$2.24 trillion and GDP per capita stands at US$54,340.3, which means that the consumer base is high income and purchasing power (World Bank, 2025). According to the OECD, the Canadian economy is set to experience higher growth in the economy of 1.2% and 1.7% in 2026 and 2027 respectively after a slowdown of the economy due to the trade factor (OECD, 2026).
Grocery affordability is the most significant economic factor. According to the statistics of Canada, in December 2025, food bought in stores increased by 5.0 percent, compared to the previous year, and there were still 30.1% higher than in February 2021 (Statistics Canada, 2026a, 2026b). The Bank of Canada also observed that as compared to other consumer prices, grocery prices had increased by a larger magnitude since 2022, posing a household ostensible (Bank of Canada, 2026). This justifies the location advantage of ALDI since price-sensitive buyers can be more ready to experiment with a hard discounter when the impression of cost of remaining with familiar supermarkets is high.
[image: ]
Figure 1. Selected Canadian grocery price inflation indicators, year-on-year change
Source: Author chart based on Statistics Canada (2026a, 2026b, 2026c).
The geography of Canada increases the distribution expenses, fresh produce and regional replenishment being exceptions. It is stated that the USDA Foreign Agricultural Service is a competitive retail food market, and USDA advises deep research, understanding of the local market and consideration of route-to-market plans before entry to Canada (USDA Foreign Agricultural Service, 2025). The issue is whether a narrow assortment, private-label heavy format can generate enough volume density in a spread-out country to offset property, labour, transport and cold-chain costs. National launch would thus be risky to the commercial aspect since price leadership thrives on scale and Canada is a slow country to get scale within a short period of time.
Loblaw, Empire, Metro, Walmart and Costco are part of the large networks of Canadian incumbents that include supplier relationships and previous discount or wholesale propositions. It is concentrated as scale, distribution and property access are formidable barriers. The strength of ALDI would be in high population areas like cities and suburbs where it has been able to establish networks of outlets around a distribution center.
[bookmark: _Toc234098156]2.3 Legal and regulatory environment
The legal environment in Canada is mostly predictable, thereby reducing institutional risk, although food retail compliance is a challenge. The food safety, import, labelling, nutrition disclosure, bilingual packaging and supplier dealings of any grocery entrant would be important. The Safe Food for Canadians Regulations, consolidated in 2026, specify the conditions to licensing, preventive controls, traceability and inspection of any food activities related to import and interprovincial trade (Government of Canada, 2026). That Industry Labelling Tool is the same source wherein Canadian Food Inspection Agency refers to food inspectors and stakeholders such as requirements of labels, allergens, truthful claim, and other aspects of food towards consumers (Canadian Food Inspection Agency, 2025).
These regulations directly impact the strategy of ALDI in terms of its own-label approach. The benefit of using a private label is that we have enhanced control of the margins and differentiation, however, it shifts burden of compliance to the retailer further. Provided that ALDI imports or creates Canadian own-labeled products, it needs to make sure that the packaging, nutritional information, declarations on allergens, both French and English information, claims of origin and front-of-pack nutrition are accurate. The initial cost advantage can decrease the cost of adapting thousands of units of private labels. It impacts on assortment-design, supplier-selection, speed-to-market as well as the degree of localisation that is needed prior to launching.
Canada Grocery Code of Conduct, which aimed to ensure fair dealing, transparency and dispute resolution in grocery supply chains, was fully implemented in 2026 (Agriculture and Agri-Food Canada, 2025; Canada Grocery Code, 2026). It puts limits on hard bargaining which may be good in other markets, but it also provides a platform to develop trust on its part to suppliers in Canada who may be wary of a foreign discounter.
[bookmark: _Toc234098157]2.4 Cultural environment
In cultural terms, Canada is appealing as a value-based grocery model can likely appeal across the income spectrum, yet the market cannot be regarded as culturally homogenous. According to the 2021 Census of Canada, 23.0% of the population in 2021 were immigrants (the highest figure in over 150 years), and approximately three out of every ten Canadians could speak a non-official language instead of English in 2021 (Statistics Canada, 2022, 2025). This diversity is relevant in the case of a grocery retailer since food preferences, dietary limitations, brand loyalty, acceptance and fresh produce expectations of a personal label differ significantly across communities.
The cultural opportunity of ALDI is simplicity and localisation of range. However, in Canada, repeat visits may be constrained by a small number who do not appreciate the multicultural pattern of consumption. This is particularly significant in the Greater Toronto Area, Vancouver and other urban locations of large concentration of immigrants where expectations of South Asian, East Asian, Middle Eastern, Caribbean and European products influence basket composition. In its limited-range, discipline, ALDI should not strive to be a full-fledged ethnic store but it must leverage local catchment data to tailor frozen, bakery, produce, halal, vegetarian and pantry lines to limited range.
A second cultural factor is trust in private label. The use of private labels in the world has become more acceptable with the increasing inflation attracting consumer to trade down without necessarily compromising with poor quality. McKinsey & Company (2024) points out that there is an increase in that a retailer is becoming quality sensitive and thus designs category architecture and designs that make the use of the brands more strategic. Nevertheless, Canadian consumers are already being exposed to well established incumbent private labels, including President’s Choice and No Name.
Table 2. Focused PELC appraisal for ALDI Süd’s potential entry into Canada
	Dimension
	Opportunity
	Key risk
	Strategic implication

	Political
	Public and regulatory concern about grocery affordability and competition.
	Foreign entrant may face scrutiny over sourcing, jobs and supplier pressure.
	Enter with a consumer welfare, local supplier and fair dealing narrative.

	Economic
	High-income market and persistent grocery price pressure support demand for discount retail.
	High logistics, property and labour costs can weaken price leadership.
	Use a regional cluster strategy before national expansion.

	Legal
	Predictable rules reduce institutional uncertainty.
	Food safety, bilingual labelling, import and supplier rules raise compliance costs.
	Localise private-label packaging and compliance before launch.

	Cultural
	Diverse population and price sensitivity create room for value-led formats.
	Narrow range may underperform if it ignores multicultural food needs.
	Protect simplicity while localising key fresh and ethnic categories.


Source: Author’s analysis based on Competition Bureau Canada (2023), World Bank (2025), OECD (2026), Canadian Food Inspection Agency (2025), Government of Canada (2026), Statistics Canada (2022, 2025) and USDA Foreign Agricultural Service (2025).
[bookmark: _Toc234098158]2.5 OLI synthesis: ownership, location and internalisation advantages
The eclectic paradigm by Dunning states that foreign direct investment is most likely to occur in circumstances where ownership, location and internalisation advantages are combined (Dunning, 1988). ALDI Süd enjoys robust ownership benefits. These are economical store operations, stringent category management, developing own-label, effective logistics, global retailing education and a familiar discount brand in most markets. Its growth in the US would provide it with an additional ownership strength since it will not have to learn the North American retail practices all the way up to zero to enter Canada. Such benefits are prized, and hard to copy in immediate term due to their entrenchment in routines, supplier systems and organisational culture and not on a single, easy to copy technology.
There are true location benefits to Canada. It is wealthier, urbanised, politically stable and is now facing grocery affordability pressure. It is not a single market in Canada because the country is a vast land with provincial market variations. The location advantage lies most in the high density urban and suburban corridors, particularly Ontario and British Columbian areas and least in areas where the density of distribution would be low. This is the key reason why ALDI needs to view Canada as a staged regional opportunity, and not as a national rollout.
There are also benefits of internalisation. The competitive strength of ALDI relies on store format, supplier specifications, quality of its own products, rotation of stock, and price structure. Licensing or franchising would be a watering down of these practices and would wreak havoc on brand trust in case a partner neglects to achieve the desired price-quality relationship. A joint venture could help lessen unfamiliarity in the market but it would introduce an element of complexity in governance and may limit the hard-discount model. Internalised ownership is thus better though there is still a possibility of ALDI resorting to local sourcing partnerships, property advisers, and logistics contracts and selective acquisition of assets in order to lower entry friction.
The OLI conclusion is good but conditional. Internalisation and ownership benefits are also strong and location benefits are also favourable to the chosen regions. The terms are that ALDI has to lock store clusters, a distribution platform and sufficient Canadian-adapted private-label products to support price leadership. In their absence, the high operating costs in Canada may turn potential opportunity in weak margins and slow consumer adoption.
[bookmark: _Toc234098159]2.6 Market attractiveness judgement
The general market attractiveness rating is fairly attractive although only to a disciplined entry player with the patience to achieve local scale. The existing structure is appealing since it leaves space to have a retailer that can make a credible and repeated promise relating to the price and quality. The findings of the Competition Bureau based on the necessity of the grocery competitions being even higher and the evidence provided by Statistics Canada based on the long-term food prices pressure enables developing a favourable demand-side argument. Consumers have an incentive to seek alternatives, and policy-makers to embrace plausible competition.
Nevertheless, the attractiveness score would fall if ALDI pursued Canada as a whole from the outset. Grocery discounting relies on frequent store visits, rapid replenishment, rapid turnover of fresh-food and radii distribution. It is because of this reason that the market which will be targeted at the first stage will not be the entire Canada but the desired metropolitan corridors where the density economics can be experimented. An Ontario cluster would enable ALDI to gain knowledge on how the Canadians respond, gauge reliability of suppliers, access to labour and planning limitations without being diluted in too many provinces.
There are already competitors of both Loblaw No Frills and Metro discount banners, as well as Walmart and Costco, that are competing with value-seeking consumers. Their pointier postulation is a edited weekly store with a reduced number of options, speedy shops, robust home brand and exhibited discounts. The studies on the discount grocery retailing internationally offers that the victorious model is based on the consistency in operations, store straightforwardness and a reputable price-quality equation as opposed to isolated price reductions (Colla, 2003). It can be made to work in Canada provided there is quality assurance and localness.
From a risk perspective, Canada should be classified as a low political risk but medium operational risk market. It has a stable and transparent legal system, but compliance and property availability may be challenging, namely cost-to-serve and cold-chain reliability and food import compliance. The first stage should aim at generating evidence: whether the Canadian consumers will accept the offer, whether the process of sourcing locally can be profitable enough to reach the margins goals, and whether distribution expenses can leave ALDI with a significant price difference.
[bookmark: _Toc234069183][bookmark: _Toc234098160][bookmark: _Toc234100254]3. Entry mode strategy and strategic synthesis
[bookmark: _Toc234098161]3.1 Historical pattern recognition
The developments in the history of ALDI Süd revolve aroundoasescent entry and storeholding. The company is more inclined towards the protection of its operating formula as opposed to internationalisation via loose franchise. This corresponds with the internalisation theory that asserts that firms internalise cross-border activity when the control safeguards firm-specific skills and minimise transaction expenses (Buckley and Casson, 1976). In the case of ALDI, the firm-specific assets are low-cost processes, store standards and logistics routines as well as the private specifications of the labels.
Organic expansion is an old strategy of ALDI, which in 2025 had over 225 new stores in its 2025 plan combining organic expansion with conversion of specific Winn-Dixie and Harveys stores purchased by Southeastern Grocers (ALDI U.S., 2025). This demonstrates that there is no ideological position on only greenfield entry by ALDI. It will employ acquisition where assets are convertible into its form as well as where this hastens density.
[bookmark: _Toc234098162]3.2 Entry mode options for Canada
A pure green field entry would provide ALDI with maximum control of store design, systems, recruitment and supplier standards. In Canada, accessibility to property, planning approvals and construction in the distribution of products may slow the growth, and incumbents might react by offering prices and engaged in banner of discounts more intensive investment prior to ALDI achieving scale.
Acquisition would provide rapidity, sites and potentially supplier connections. What is more important, several standard grocery holdings might not fit into the format of ALDI without substantial conversion. Store, complicated stores, unionization of the work force or unsound leasing could hamper the cost model. A takeover is only rational when the target offers small locations, the density or logistics of the region markets that may be re-purposed without bringing the structural inefficiency of the target into the ALDI model.
A joint venture with a Canadian retailer, property group or distribution partner could reduce local unfamiliarity. Retail joint venture would, however, result in conflict in the areas of assortment, margins, choice of supplier and brand. The idea of sharing power with a partner could be undermining very routines that have rendered the company competitive. The more satisfactory middle ground is to have not an equity joint venture but contractual logistical, local sourcing, property development and compliance advice partnerships. These minimize the risk locally, and there is not a loss of control over the customer proposition.
Table 3. Entry mode evaluation for ALDI Süd in Canada
	Entry mode option
	Strengths
	Weaknesses
	Assessment for ALDI in Canada

	Greenfield stores with owned operations
	Maximum control, clean format, direct culture building and full protection of the discount model.
	Slow site acquisition, high upfront logistics cost and delayed scale economies.
	Best core mode, but only through regional clustering rather than national launch.

	Acquisition and conversion
	Faster access to sites, staff and regional presence.
	Legacy costs, poor format fit and possible competition review issues.
	Useful selectively for compact sites or logistics assets, not as a large takeover strategy.

	Retail joint venture
	Local knowledge, political legitimacy and shared risk.
	Lower control and possible conflict with Aldi’s private-label and low-cost system.
	Not recommended as the main mode because control is essential.

	Contractual local partnerships
	Improves sourcing, logistics, compliance and property learning without equity complexity.
	Does not solve store scale alone.
	Recommended as support mechanism alongside owned regional entry.


Source: Author’s analysis based on Dunning (1988), Buckley and Casson (1976), Hill, Hwang and Kim (1990), Brouthers (2002) and ALDI U.S. (2025).
[bookmark: _Toc234098163]3.3 Recommended strategy
The suggested entry mode is a controlled, wholly owned regional greenfield pilot with contractual local partnerships and selective acquisition of assets in case of availability of appropriate sites. The initial step ought to revolve around Ontario which is ideally the Greater Toronto area and other commuter markets since the area has a population density, multiculturalism demand, media coverage, access to suppliers and closeness to already established US logistics expertise. It should also not be a complete retail joint venture since the control of the private label and the pricing and store operation is too high.
To start with, ALDI ought to have a distribution centre or contracted distribution platform that can sustain a group of stores within a narrow radius. Second, it must prepare a portfolio of Canadian compliant own-label before its launch, labelling in two languages i.e. bilingual, front-of-pack nutrition compliance and the involvement of local suppliers of choice. Third, it ought to make changes to its constrained product range to meet the multicultural need in Canada without letting range variety erode cost leadership. The focus must be on developing a repeatable Canadian operating model and not just establishing token first stores.
Canada is appealing since the value proposition of ALDI can address the affordability issue and since more robust grocery competition is a preferred topic in policy discussions. However the same market would be difficult to enter due to the strength of the incumbents, the logistics is expensive and the privacy label trust is earned by new market entrants. A phased wholly owned strategy allows ALDI to preserve its ownership advantages while learning the Canadian market (Johanson and Vahlne, 1977). If the first Ontario cluster proves that sales density and gross margin can support the price promise, ALDI can then expand to additional clusters in Ontario, British Columbia and Alberta.
[bookmark: _Toc234098164]3.4 Implementation priorities
The initial Canadian stage should be a market-learning experiment with well-defined commercial, operational and institutional tests, which ALDI needs to undertake. The priority of the first year is the consumer catchment research, regulatory product checks, supplier mapping, property negotiations and distribution design. During the second year, ALDI will start with an Ontario cluster of approximately 10 to 15 stores, backed by a single distribution platform, instead of declaring a national expansion. During the third year, the expansion process would only happen once the pilot has shown repeat customer behaviour, quality supply, manageable waste and an endearing price difference due to established discount banners and mainstream supermarkets.
The process of stakeholder communication must be considered an implementation workstream too. ALDI should release transparent promises to Canadian employment, connections with its suppliers, food waste, bilingual packaging obligations and community investment. The sustainability targets the company has currently, such as waste minimization and suppliers’ performance targets can be used to legitimize the company provided these are framed as operating business commitments in Canada and not as some global statements (ALDI SOUTH Group, 2026b).
Table 4. Three-year Ontario pilot implementation scorecard
	Phase and timing
	Actions and measurable targets
	Expansion decision

	Market design
0-6 months
	Select Ontario catchments, complete compliance checks, shortlist suppliers, secure 10-15 suitable sites and approve one distribution option.
	Proceed only if compliance, property and supplier costs support ALDI’s low-cost model.

	Pilot launch
6-18 months
	Open 10-15 GTA and commuter-market stores; monitor availability at 95%+, a 10-15% basket price gap versus mainstream supermarkets and fresh shrink within budget.
	Continue only if repeat visits, availability and margin evidence remain stable after two trading quarters.

	Scale decision
18-36 months
	Optimise private label, local sourcing and fresh availability; prepare a second cluster only after the pilot is commercially proven.
	Expand to wider Ontario, British Columbia or Alberta only if supplier service exceeds 92% and distribution cost per case remains within plan.


Source: Author’s proposed implementation framework based on Dunning (1988), Hill, Hwang and Kim (1990), Brouthers (2002), ALDI SOUTH Group (2026a) and Canadian Food Inspection Agency (2025).
[bookmark: _Toc234098165]3.5 Pilot risk controls and go/no-go criteria
They need to control the pilot with clear risk triggers since a poor initial launch would destroy consumer confidence and landlord assurance or supplier assurance. The Board needs to approve expansion only when it is confirmed that the price promise of ALDI is being fulfilled by structural economy, and not by short-term promotional subsidy.
Table 5. Key pilot risks, mitigations and decision triggers
	Risk
	Mitigation
	Decision trigger

	Incumbent price retaliation
	Track comparable baskets and avoid launch discounts that cannot be sustained.
	Pause expansion if the price gap fails after two trading quarters.

	Distribution and cold-chain cost
	Keep stores clustered around one platform and test fresh availability before adding new regions.
	Do not scale if availability falls below 95% or distribution cost exceeds pilot plan.

	Private-label trust gap
	Use sampling, quality guarantees and locally relevant ranges in fresh, bakery, halal, vegetarian and frozen categories.
	Redesign assortment if repeat purchase is weak after six months.

	Regulatory or labelling error
	Require bilingual labelling, allergen, nutrition and origin-claim sign-off before launch.
	Block any private-label SKU without signed compliance approval.


Source: Author’s risk synthesis based on Buckley and Casson (1976), Dunning (1988), Zaheer (1995), Competition Bureau Canada (2023), Government of Canada (2026) and USDA Foreign Agricultural Service (2025).
[bookmark: _Toc234098166]Conclusion
In general, Canada is a strategically attractive, yet operationally challenging market that should be regarded by ALDI Süd. It is not simply that the price of groceries is high and Canada is rich, so this is the best argument to enter. The superior argumentation is that the benefits of ownership with regards to ALDI are consistent with a particular Canadian issue: customers should be provided with viable counterpoints to price in a monopolistic grocery market. The last and most significant argument against entry is equally significant: the cost structure and geography of Canada, the local adaption of the regulations and end-of-market-banners may undermine the Aldi price advantage prior to the attainment of the scale. Overall, the most appropriate suggestion is a gradual and full ownership Ontario pilot with domestic sourcing alliances, excellent compliance preparation, and quantifiable go / no -go limits and selective modifications of the offer. 


[bookmark: _Toc234069184][bookmark: _Toc234098167][bookmark: _Toc234100255]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
This reflective account uses Gibbs’ reflective cycle to evaluate the process followed in researching, analysing and preparing the market entry report (Gibbs, 1988). The objective is to demonstrate how the learning process evolved between the first topic choice to a more critical and evidence-based international business analysis.
[bookmark: _Toc234069185][bookmark: _Toc234098168][bookmark: _Toc234100256]Description
The assignment involved the choice of an MNC or TNC and a target country that the firm had not established an important operational base. I started with a comparison of various combinations of companies and countries, such as fashion, retail and consumer goods companies. The entry of ALDI Süd in Canada was picked on the basis of the operational presence condition and posed an intricate strategic issue than the straightforward case that a large market is an attractive market. The research process involved academic sources on international strategy and market entry, public sources on ALDI’s international footprint, and government or institutional sources on Canada’s economic, regulatory and grocery market conditions.
[bookmark: _Toc234069186][bookmark: _Toc234098169][bookmark: _Toc234100257]Feelings
In the initial stages, the case was easy to comprehend due to the fact that ALDI low-price model appeared to respond to the issue of grocery affordability in Canada. The attractiveness of Canada was offset by high logistics expenses, powerful existing retailers, bilingual labelling regulations and the challenge of establishing personal label loyalty in a market where local retailers already have strong value brands. This transformed the research to a descriptive market opportunity report to a more critical entry mode decision. The key lesson was that thinking of international business strategy should neither begin with euphoria about a market; it ought to explore whether the benefits that run in the firm are worth retaining once the limitations of the locals are taken into account.
[bookmark: _Toc234069187][bookmark: _Toc234098170][bookmark: _Toc234100258]Evaluation
The use of several types of evidence was the strongest aspect of the process. The academic theory served to organize the argument, whereas sources like Competition Bureau, Statistics Canada, OECD, World Bank, CFIA and USDA FAS served to base the analysis on the existing public statistics. The framework developed by Bartlett and Ghoshal became handy in coding the strategy of ALDI Süd, and the framework of OLI developed by Dunning was used to relate the benefits of ownership to the local conditions in Canada and internalisation logic. The most challenging aspect of doing so was the lack of complete information about the company as ALDI is a privately-owned firm and does not share the same information as listed companies do. It was a weakness that had to be overcome by making good use of formal company profile data and other public sustainability information as well as market evidence and overstating financial details.
[bookmark: _Toc234069188][bookmark: _Toc234098171][bookmark: _Toc234100259]Analysis
The module learning influenced the report by encouraging the integration of theory with practice. The PELC analysis aimed to target the issues most pertinent to the grocery retailing instead of encompassing all the potential macro factors. This was critical as a wide PESTLE-like list would have been descriptive and not useful in the decision-making process. The OLI framework also contributed to preventing a typical flaw of market entry reports: not to consider market attractiveness and firm capability as distinct. Only when ALDI can internalise its low-cost model, as well as establish sufficient regional density, is Canada appealing. 
This understanding informed the ultimate proposal of a gradual Ontario pilot as opposed to national explosion. The high prices of grocery in Canada are a challenge to the entry by discounts and can be interpreted as structural issues like transportation prices, dependence on imports and concentration of the market. Likewise, high consumer value demand would favour ALDI, yet the presence of discount banners incumbent would imply ALDI would not be launching a vacuum in the value sector. The last solution was more delicate, as it emitted entry but in a limited, selective and evidence-proven way.
[bookmark: _Toc234069189][bookmark: _Toc234098172][bookmark: _Toc234100260]Conclusion
The assignment enhanced my knowledge on international business strategy when I realized that effective market entry decisions ought to be harmonized concerning the capabilities of the company, host-country environment, and mode of entry control. I understood that a believable analysis is based on the comparison of options instead of supporting an answer people prefer at the outset. The identification of uncertainty, source limitations and conflicting interpretations lead to creating a more powerful recommendation. Without the use of regulation, culture, logistics and incumbent response, the report would have been less sound, despite it being based on market size and food inflation data.
[bookmark: _Toc234069190][bookmark: _Toc234098173][bookmark: _Toc234100261]Action plan
The most important lessons that I will apply in future international business research would be to start with a better evidence matrix that distinguishes the capability of the company, its market attractiveness, risk and entry mode options. I would also document the credibility of source more systematically where there may not be much sign of credibility of company information or where it may be privately owned. Lastly, I would evaluate recommendations with other scenarios, including higher incumbency price retaliation or slower planning authorisation, prior to conducting the final strategy. Such actions would assist in rendering future work to be more critical, more defensible and more beneficial in making decisions responsive to the professionals.
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