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Executive Summary

International market entry of Walmart Inc. in Germany has been the main focus of this report. Organisational power of Walmart has been analysed, along with a brief analysis of its international strategy so as to assess attractiveness of the German retail sector. The Bartlett and Ghoshal model has revealed suitability of the transnational strategy, owing to the fact that Walmart can keep up its procurement efficiency, technology and supply chain. Even though it failed to operate in the German retail sector in 2006, its excellent customer services are likely to meet the demands of German consumers in current times. Analysis of the macro environment has revealed that knowledge of Walmart about artificial intelligence (AI), automated fulfilment centres, and omnichannel retailing fits well with priorities of the German retail sector. It is true that Germany is facing political and economic strain due to conservative-social democratic coalition of the Chancellor, Friedrich Merz. However, these have also caused retailers to adapt quickly, which will likely separate winners from the rest. The broader retail and wholesale environment continues to be advantageous for MNCs like Walmart that are capable of integrating traditional models of retailing with digital channels, efficient distribution and tech-powered operations. Being a developed country, Germany prefers its separate social and workplace norms, which often clashes with modern American-style retail formats. Dunning's OLI paradigm has, however, confirmed scopes of Walmart to expand in Germany by means of FDI. 
Germany may be an appealing expansion market for Walmart, provided it can do so at an affordable cost and is locally responsive. An 100% subsidiary company in partnership with German suppliers and logistics would give the possibility of controlling the business and having the local expert at hand. Staged entry strategy may reduce the potential of cultural, competitive, regulatory and financial risks. Walmart's buying power might help in supplier negotiations, and advanced logistics can lead to better product availability, manage inventory, and create cost advantages, all of which can strengthen Walmart's position in the German retail market.
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[bookmark: _heading=h.v5kdoysfspf5]Section 1: Report
[bookmark: _heading=h.14mfr4bpj0vv]1. Introduction
The concept of international business is referred to as the list of commercial activities that are used while operating overseas. There are several macro environmental factors that turn out to be either challenging or bring in opportunities and scopes for international expansion. Taking this into account, this study has focused on internationalisation of Walmart in the European retail sector by focusing on the German market. Being a developed country, Germany has been an established consumer market. Its retail sector is matured enough, as compared to several other European countries. When it comes to internationalisation and expanding in any international locations, it is always indispensable to assess consumers' preferences. In this case, it has become essential for Walmart to focus on its operations on a global scale, being cost effective and most importantly, competitive. It is, however, a fact that sustainable development is most significant in a transnational approach, being integrated with connections to local partners.

[bookmark: _heading=h.6f2qsfj4dqz6]2. Organisational Classification and Global Strategy
[bookmark: _heading=h.4pne0g2b3953]2.1 Overview of the business of Walmart
Walmart is a tech-powered and consumer-led omnichannel retailer that is constantly innovating and changing itself to align with its timeless values. Being a Multinational Corporation (MNC), Walmart is into retailing, sourcing, logistics and technology-enabled activities beyond its home market. Walmart made a total revenue of US$725.3 billion, along with return on assets of 8.4% as on April 30, 2026 (Investing, 2026). This retailer serves approximately 280 million customers and members on a weekly basis (Walmart, 2026). These real-time statistical figures reveal its remarkable financial conditions. This, in turn, assures availability of adequate resources for expansion in international locations, with Walmart being required to focus on financial analysis while entering into the new market of Germany. The findings of Mrozek (2022) showed that Walmart provides a wide range of competitive offers, apart from availability of global products. When it comes to increasing competitiveness of international business, it is always required to conduct research on firms' capacities and leverage such across international boundaries (Vorzhakova and Redko, 2022). In this digital era, technology has shown a significant imprint on the organisation. For instance, integration of blockchain with services of “Scan & Go” has revealed the capacity of Walmart to leverage digital technologies for a modern omnichannel shopping experience and better supply chain (Walmart, 2026). 
[bookmark: _heading=h.7gvcaqh9fu2k]2.2 Analysis of the international strategy using Bartlett and Ghoshal Framework
[image: AQA | Teaching guide: Bartlett and Ghoshal's international, multi-domestic,  transnational and global strategies (for last exams in 2024)]
Figure 1: Barlett and Ghosal’s Model (1989)
(Source: Inspired by the ideas of Benabed, 2024)
The Bartlett and Ghoshal Model is a strategic business framework that assists international organisations to take crucial decisions related to running operations across different overseas locations. As inspired by the ideas of Benabed (2024), this model helps in dealing with global integration complexities and overcome local responsiveness issues. In this context of expanding in Germany, the most suitable strategy is assessed to be the transnational approach that combines global efficiency with local adaptation. In contrast to this, the global approach is likely to help Walmart with effective logistics planning, rationalising purchases, and creating economies of scale. Since German consumers have shown preferences for local and regional products, thereby revealing a high level of standardization to be ineffective here. It is a mandate for international businesses to contend with the nature of the foreign market before expansion (Kormakova et al., 2023). It is true that the international approach will give local responsiveness. However, distribution from overseas locations will most significantly result in higher costs. In this context, it is essential for organisations that prefer local market conditions (DesRoches, 2022).
In context to the above discussions, the most suitable strategic option for Walmart to create a better balance in Germany will be the transnational approach. This company already has global procurement, and innovative technologies being integrated with supply chain management. Therefore, adjusting to stock offerings, and promotions will be much easier to achieve, which will then help to deliver excellent customer services. This is applicable to Germany to a great extent wherein preferences for local products shape competitiveness. However, to yield maximum benefits out of this model, Walmart would need to opt for a low-cost strategy while adapting to the local markets of Germany. In this case, its EDLP (Everyday Low Price) strategy can subsequently help to adjust its product range to fit the German retail market (Walmart, 2026b).
[bookmark: _heading=h.yoc30r8fek2l]2.3 Global configuration and competitive advantage of Walmart
Walmart operates across the USA and internationally by relying on the needs of customers who want “1. value, a broad assortment of quality items and 2. services, a convenient and enjoyable shopping experience, and to do business with a company they trust” (Walmart, 2026). It is currently operating in 19 countries globally, with a total of more than 10,900 stores. Its global competitive advantage can be understood from its investment of $350 billion on items that are manufactured and assembled across the US. With this, it has supported 750,000+ jobs between 2021 - 2026 (Walmart, 2026). Its timeless organisational values are reflected from its zero carbon emission target of 2040 without carbon offsets and reliance on 100% renewable energy across its operations by 2035. Not only these, but Walmart prioritises innovation across the operating markets, besides making a positive impact in the communities where it operates. 

[bookmark: _heading=h.dgavobtxl3up]3. Macro Environmental Appraisal and Market Attractiveness of Walmart
	Indicator
	Latest Figure
	Strategic implication

	EU membership
	Since 1958
	Access of approx. 84 million high-spending European consumers

	Population
	83.55 million as of 12th August 2026 (Worldmeters, 2026)
	Strong domestic consumer base for potential national growth

	GDP growth (2025)
	0.2% (World Bank, 2026)
	Demonstrates resilient economic performance after 2 years of recession and weak growth 

	Retail sales 
	Net revenue of German retail trade amounted to €813 billion in 2024 (Statista, 2026)
	Buyer hesitation, price pressures and energy costs 

	Prime retail vacancy (Q1 2026)
	Above 15% in terms of area as of mid-2026
	Inner-city demands, with significant competition in prime high-street locations 


Table 1: Key Political and Economic Indicators supporting expansion of Walmart in Germany
[bookmark: _heading=h.k77i2m32005m]3.1 Political factors
One of the main reasons behind successful expansion in the retail market depends on the political environment. It is true that Walmart had once attempted to expand in Germany in 2006. It was, however, a failed attempt, owing to lack of scope of considering cultural differences in its marketing strategy (Zhou, 2024). In current times, changes in political and trading aspects can turn out to be opportunistic for Walmart. Being an EU Member State since January 1958, Germany has been a federal parliamentary republic (Europa, 2025). In a country with stable political conditions and institutional transparency, MNCs are likely to thrive and achieve sustainable competitive advantage. These factors altogether made Germany a considerable location to expand to. Germany provides matured access to the EU Retail Market with 83.55 million consumers (Worldmeters, 2026). 
With effective regulatory systems, the German government's encouragement of “foreign direct investment” (FDI) in the manufacturing sector was valued at approximately $37 billion in 2023 (State, 2025). Xuan (2025) claimed that FDI helps enterprise innovation via technology transfer and productivity improvement. Newly reformed political aspects can offer Walmart to invest in setting up advanced distribution centres, which will then deepen its regional supply chain network. With increased investment in technological infrastructure by governments, digitalisation is a new source of international competitiveness (Rogaczewski, 2025). 
[bookmark: _heading=h.n1lrje9id9bj]3.2 Economic factors
As per Ali et al. (2025), analysing uncertainties oriented to financial stability, purchasing power and cost structure of the new market, along with forecast demands and financial volatility are considered as essential economic factors. Germany has a robust economy, with a GDP of €4,329 billion in 2024 (Germany Trade & Invest, 2026). This is, therefore, likely to boast advantages for intended market entry of Walmart in Germany. Markets where investment risk are less and long-term profitability is enhanced due to economic performance are considered to be the ones with long-term economic growth (Aytekin et al. 2023). As analysed from table 1, Germany has been the “Europe’s leading economy” (Germany Trade & Invest, 2026). The YoY GDP growth, however, reduced to 0.2% in 2025 amid general European economic uncertainty (World Bank, 2026). This is likely to increase to 0.6% this year. Retail sales are recording consumer spending growth, with a net revenue of €813 billion in 2024 (Statista, 2026). In this context, average monthly household spendings are analysed to be on consumer goods, which is the plus point of Walmart here. This significantly suggests that consumer demand is good enough to support Walmart's EDLP strategy. Supermarkets are seen to be the main point of consumers’ grocery shopping experience in Germany (Statista, 2026). These trends are crucial, given that the retail sector is the main industry abroad. 
Competence in digitalisation increases competitiveness of the German market. Germany itself accounts for 10% of manufacturing companies of Europe, thereby generating 29% of the EU's gross value added alone (Germany Trade & Invest, 2026). Apart from this, the capital market along with portfolio investments operate freely, with zero cases of discrimination of German with any foreign firms (State, 2025). Reardon et al. (2021) revealed that the Internet is the main channel for eCommerce in Central Europe, showcasing increased accessibility on digital platforms. It is significantly driven by the tendency of local customers to value convenience, competitive prices and instant home delivery. To stay ahead in the competition, Walmart has optimized 60% of its stores to receive automated freight. Increased demands for consumer goods and the German retail sector, therefore, offer a substantial market opportunity for Walmart to consider expanding. Huge competition from established retailers in this host market has reduced scopes for Walmart to offer lowest prices. Rather, it has become essential for this retailer to differentiate itself by being “more efficient, innovative with digital tools, and preparing the workforce to deliver seamless and personalized customer experiences”.
[bookmark: _heading=h.9betyo69oi5e]3.3 Legal factors
	Legal Area
	Description
	Opportunity/Challenge

	Law on unfair competition 
	Competition law in Germany is regulated by the Restriction of Competition Act (GWB), and is divided into 1. unfair competition law for regulating individual market behavior and 2. anti-trust law for protecting market competition 
	There is a strict ban on unfair means of business practices by competitors that can by any means, distort fair competition 

	General Data Protection Regulation (GDPR) 
	Strong consumer trust with its new German Federal Data Protection Act (Bundesdatenschutzgesetz – "BDSG") and compliance with Law Enforcement Directive (EU) 2016/680 
	Challenging because sector-specific laws are embedded for data protection 

	Supply Chain Regulation
	Blockchain improves traceability and food safety
	Continuous monitoring of supplier compliance

	Environmental Regulation with the Federal Climate Protection Act 
	Showcases a highly demanding market, with chances of binding operational hurdles, rather than entry incentives 
	Incompatible regulatory environment of Germany with Walmart's EDLP and hypermarket expansion strategies 


Table 2: Legal Opportunities and Challenges for Walmart's Entry in Germany
In Germany, the law against unfair means of competition provides protection from cases of “distortion, misrepresentation and unfair practices in the interests of competitors, consumers and other operators” (Guide, 2026). It includes inter alia advertising law, unwanted advertising by means of e-mail spam, along with misleading advertising, misrepresentation of information, and illegal terms and conditions on the website. Additionally, any cases of anti-competitive behaviour and abuses of dominant market position are dealt with by the anti-trust law. It maintains substantial harmonisation between German competition law and European competition law. In terms of data protection, Germany has adjusted its legal framework by adhering to the GDPR with its new German Federal Data Protection Act. This regulatory framework has implemented the “Law Enforcement Directive (EU) 2016/680” for governing data processing for law enforcement purposes (DLA Piper, 2026). Therefore, it is challenging to adhere to GDPR obligations, which involves collection, storage and processing of customer data in the European Union. Germany has considered environmental and climate change policies to be a constitutional value. The Federal Climate Protection Act (Bundesklimaschutzgesetz) has mandated reduction of greenhouse gas emissions by 65% in 2030 and 88% in 2040 (Spieth et al., 2026). It is also a mandate to achieve (net) climate neutrality by 2045. 
Despite a challenging legal environment, there are some favorable conditions that will support Walmart’s expansion. As per Choper et al. (2026), it consists of government incentives for FDI, pro-business trade agreements, transparent intellectual property e-commerce frameworks, along with stable corporate tax policies. Apart from reducing overall operational costs, these regulations are likely to streamline supply chain Walmart and, in turn, will protect its digital growth. In context to investment, these regulatory chords will win back the confidence of investors. Such conditions will facilitate long-term strategic investments of MNCs. German Competition Law has already banned the concept of Below-Cost Pricing. This made it illegal for Walmart to sell products below cost and has already restricted it to use its signature low-pricing strategy in 2006 to undercut local discounters like Aldi (Zhou, 2024). However, to ensure legal compliance in current times, integration of blockchain technologies would help to reduce food wastes, optimise food resources, and increase transparency of the food supply chain (Rajput et al., 2025). Digital sophistication of Walmart is, therefore, the string that would help it to meet legal and environmental requirements in Germany.
[bookmark: _heading=h.x4jjcc85u64x]3.4 Cultural factors
Consideration of cultural factors is one of the most crucial aspects for businesses when it comes to expanding into an unfavorable market such as that of Germany. The findings of Zhou (2024) revealed that this retailer has once lost around $1 billion before. Taking this into account, Walmart's expansion in Germany needs to prioritise value orientation of consumers, apart from ensuring proper cultural alignment with attitude, and shopping habits. Parboteeah et al. (2024) stated that market acceptance level of MNCs can be significant in case products, and marketing strategies are adapted on the basis culture of the target/host country. Preferences of German customers for local discounters like Aldi and Lidl depict Walmart to showcase its EDLP strategy. With the emergence of e-commerce, there has been an immense increase in online shopping in and around Central Europe because of convenient and competitive prices and a wider range of choices (Grabiwoda and Mróz, 2022). The omnichannel model of Walmart is worth mentioning here that integrates the concept of “physical stores, e-commerce and instant home delivery”. Findings of Singh and Misra (2021) confirmed that CSR (Corporate Social Responsibility) has turned out to be an important strategy to drive consumer trust and loyalty. 
[image: ]
Figure 2: Hofstede Cultural Dimension of Germany
(Source: TCF, 2026)
To assess behaviour of German consumers, cultural dimensions as stated by Hofstede's model are assessed. It was evident that Germany, with high Individualism (79) and Motivation towards Achievement and Success (66). These depict that Germany is a truly Individualist society, along with achievement-oriented (high-MAS) culture - decisive in terms of behavioural aspects (TCF, 2026). With this, consumers highly value performance and results are expected early, and tend to "live in order to work".  It further reflects appreciation of quality, performance, and value. There are also preferences for deductive thinking approaches, presenting and planning, which are mirrored in the detailed legal system. 
Relatively lower levels of “Long-Term Orientation” (57) and “Indulgence” (40) revealed that it is crucial for Walmart to ensure offering useful “value, affordability and responsible consumption”. Doing so will be helpful to support its EDLP proposition. However, there will still be a need for cultural adaptation, owing to the fact that German consumers are loyal to well-known local brands. To win customer trust and be successful, it will be essential for Walmart to cooperate with local suppliers and adjust its product ranges accordingly. This will help retain the position of cost-leadership. Michalke et al. (2023) has confirmed that differences in prices of organic and conventional products leads to the dire need to reconcile price and food value aspects.
[bookmark: _heading=h.udaz2zdswl9u]3.5 Industry Attractiveness
The findings of Brzeziński (2024) revealed sustainable development to be a constant need for international companies, as it reflects efficient resource management, and innovation. In 2022, net sales of Walmart is analysed to have increased from US$555.233 billion (2021) to US$567.762 billion (Mrozek, 2022). When it comes to global expansion, underlying risks of the foreign market cannot be avoided. However, Walmart is equipped enough to invest in foreign markets with its advanced level of technologies and infrastructures, thereby putting it ahead of competition. As per Rogaczewski (2025), digitalisation is a significant driver of international expansion, as it brings in operational efficiency, better engagement and responsiveness. However, in Germany, Walmart can create an 'omnichannel' proposition with its brick-and-mortar outlet infrastructure and online presence. 
	Indicator
	Latest Figure
	Strategic Implication

	Total population in Germany
	83.55 million (Worldmeters, 2026)
	Large consumer market supporting retail expansion

	German retail market growth (2024–2029)
	2.0% CAGR
	Sustained long-term industry expansion, besides high food inflation due to tariffs on US exports and geopolitical tensions in Europe   

	Global consumer products and retail market
	USD 48.1 trillion by 2030
	Expanding global retail demand


Table 3: Attractiveness of the German and global retail industry for expansion of Walmart
[image: ]
Figure 3: Size of the global retail market
(Source: CMI, 2026)
As can be seen from the above figure, there is growth potential for Walmart to expand. However, Aytekin et al. (2023) added that selection of foreign markets requires considering the current size of the market, level of growth and competitive intensity, which are responsible for long-term profitability. The global retail market is expected to hit a compound annual growth rate (CAGR) of 5.8% in between 2025 and 2035, whereas it is 2.0% for the German retail sector in 2024-2029 (EMR, 2026; Global Data, 2025). Similarly, this sector is projected to become a global market by 2030 with a valuation of USD 48.1 trillion by 2030 (CMI, 2026). The retail property environment of Germany significantly provides opportunities for new market participants, although Walmart would need to select locations by considering factors of accessibility, consumer demand and distribution efficiency. One of the recent online reports has led to the finding that the retail environment is reshaped by constantly changing expectations of consumer, technological innovation, and omnichannel business models (Deloitte, 2026). These have altogether revealed scopes and opportunities for retailers with strong digital capabilities, such as Walmart.
[bookmark: _heading=h.vyby4wo2ydn1]3.6 Dunning's Eclectic (OLI) Paradigm
[image: Eclectic Paradigm]
Figure 4: OLI Framework
(Source: Inspired by the ideas of Collidu, 2026)
The Eclectic (Ownership- Location-Internalisation) Paradigm model of Dunning has been used to assess Walmart's intention to expand FDI into Germany. It is widely used by international businesses to examine whether MNCs can expand through FDI (Collidu, 2026). Shenkar et al. (2021) added that investors are likely to proceed only when they seem to have ownership advantages, and can assess attractive location-specific advantages. Instead of licensing and franchising, investors prefer achieving greater efficiency when they internalise. Table 4 discusses the fulfillment of three factors of the OLI framework to confirm whether the decision of Walmart to expand in Germany is in the right direction. As stated by LARADI et al. (2026), uniqueness of resources and competitive capabilities that cannot be easily matched by competitors is assessed in the first component, Ownership (O). Walmart has revealed significant ownership advantages. It has become a worldwide brand, with several eCommerce websites, and more than 10,750 stores operating in 19 countries (Walmart, 2026). It is succeeding itself to shift from a traditional box retailer to tech-powered retailer with its investments in AI, and automation, which has ensured better operational efficiency. 
	OLI Component
	Evidence
	Strategic Implication

	Ownership (O)
	· 10,750+ stores across 19 countries (Walmart, 2026)
· Global brand, and AI-enabled supply chain
	Renowned retailer with strong brand image 

	Location (L)
	· Total population of Germany is 83.55 million (Worldmeters, 2026)
· 0.2% GDP growth (World Bank, 2026)
	Good business demand and investment conditions.

	Internalisation (I)
	Blockchain-based traceability, inbuilt logistics and robust operational control
	Protects technology, quality and increases supply-chain efficiency


Table 4: Application of Dunning's OLI Paradigm to Walmart's Expansion in Germany
The next element, Location (L), evaluated whether Germany can provide adequate market advantages to warrant foreign investment. In today's globalized world, selection of suitable markets has become more vital as "economic stability, favourable investment conditions and long-term growth potential" are combined (Kormakova et al. 2023). However, this country is fundamentally difficult to expand to due to catastrophic localization failures, rigid labor laws, and a consolidated local discount market. 
The Internalisation (I) of Dunning's OLI framework is used here to examine the question of whether Walmart should manage businesses directly or through licensing or franchising. The internalisation would safeguard Walmart's proprietary technologies, keep quality standards and give consistent service to the Germans. Rosado-Serrano and Navarro-García (2022) suggest that adoption of high-control entry modes increases the flexibility of adjusting response when fundamental conditions of these markets change and decreases contractual dependence. This is essential given that Walmart relies on integrated logistics, inventory management and blockchain-based supply chain processes. Direct control would also help coordinate these capabilities in an effective manner at Walmart. Blockchain technology can enhance product tracing and traceability, food safety, and supplier verification, which can contribute to creating consistent operations with markets (Pawlicka and Bal, 2021). Therefore, the OLI framework would allow Walmart to go forward with FDI in Germany as they have utilised its organisational abilities along with the market place in Germany as well as the benefits of operating it their way justify a completely owned operation.

[bookmark: _heading=h.n0hbbz33hchc]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _heading=h.l2chc2pyblvv]4.1 Walmart's Historical Entry Patterns
The example of Walmart illustrates the importance of thinking about control, local knowledge, investment exposure, and the market when deciding on an entry mode. Multinational firms can select out a wholly owned subsidiary, an acquisition, a joint venture, a partnership or franchising. Kruhlyanko et al (2023) state that flexible strategies are necessities for international expansion due to the variance of economic, institutional and competitive conditions. Therefore a proper balance of exposure and control must be established when making entry decisions. As Rosado-Serrano and Navarro-García (2022) outlined, various entry options offer varying degrees of control and unexpected events. Walmart, accordingly, ought not to use the same model in every country. In Germany, it will be more appropriate to combine global versatility with local knowledge. Tan (2024) notes that for companies to thrive in new markets, their organisational characteristics must match the demands of their target market.
[bookmark: _heading=h.7q2ojzcmearz]4.2 Recommended Entry Mode
It is recommended to have one wholly-owned subsidiary that is backed by both strategic partnerships with German suppliers and logistics companies. This structure would give Walmart control over pricing and branding, technological innovation, and procurement and supply-chain operations, as well as local expertise services. Wal-Mart's competitive edge relies largely on the integrated organizational systems, and keeping control of them would aid in protecting them. Faster expansion via franchising may be associated with lower investment, but control over standards of performance and company resources may be compromised. Rosado-Serrano and Navarro-García (2022) argued that more control is beneficial under uncertainty and when strategic assets are in question. Thus, direct ownership is a suitable option for Walmart's technology use applications with the retailing model. German suppliers might offer local preferences, knowledge and help in adapting a product. Application of Walmart's Blockchain for supply chain could enhance tracking, supplier collaboration, and information transparency (Pawlicka and Bal, 2021). It would also enhance market acceptance without giving Walmart's critical resources away. Walmart's omnichannel retailing approach is also fostered by the German digital retail landscape. Végh et al. (2025) and Jürgensmeier et al. (2024) identify the novel opportunities and convenience that digital retail creates and that international online marketplaces offer. However, competition from Aldi, Lidl, REWE, Otto Group, Amazon and IKEA would put significant pressure on the market. Zolinski (2023) emphasizes the rising importance of technological platforms in e-commerce competition. Therefore, Walmart would have to merge digital technology, logistics, competitive pricing and customer service. Apart from the above, effective fulfilment and delivery systems are crucial for online grocery expansion (Seuri, 2024).
[bookmark: _heading=h.j6vcu8qqmxyf]4.3 Risk Assessment
Walmart would be risking multiple things in Germany. Competitive risk will be substantial since there are existing retailers with strong relationship and distribution network with customers. Walmart must differentiate online on price, convenience, quality and digital. If Wal-Mart's practices fail to consistently meet consumer expectations, then there may be some cultural risk. Local positioning is highlighted as crucial by Safeer et al. (2022). Walmart must therefore change their products, promotions, and customer interactions in order to maintain cost efficiency. There would also be more digital and regulatory risks as Walmart moves deeper into the e-commerce field and stores customer data. Robust cybersecurity, data governance and compliance would be required, respectively. Additional risks include disruption and coordination issues in the supply chain, especially in more complex international networks (Bal and Pawlicka, 2021). The use of Walmart's blockchain technology could enhance visibility and coordination. Thirdly, investment will be extensive in storing, distributing, technology and marketing systems have to be established. A gradual approach would lessen exposure via learning about customer acceptance; establish local partnerships and improve the operations before expanding further.

[bookmark: _heading=h.7g3dg99t0km2]5. Conclusion and Strategic Recommendations
Walmart has excellent organisation abilities to go into the area, but as far as its known to rely on local neighborhood, therefore that is a barrier in Germany. It has financial strength, business model, knowledge of business supply chain, and has a skilled workforce that is an excellent foundation to compete internationally. These are assets, but need to be balanced by an insight into the very specific consumer and market behaviour in Germany. Carefully chosen partnerships based on a transnational strategy and a full-scale subsidiary business are accordingly recommended, with a local basis. Walmart should not be disseminated but product lines, supplier contracts, marketing and customer service should be adapted to the German practices and expectations. A phased expansion would minimize risk, monetary and competitive, and provide Wal-Mart with local market knowledge and relationships. Overall, strategy should focus on achieving a balance between global efficiency and local responsiveness to maximize and leverage Wal-Mart's international capabilities and build German partnerships and expertise to realize Wal-Mart competitive advantage.
[bookmark: _heading=h.ffwz6a4k4bqw]

[bookmark: _heading=h.3oasmwianbtc]Section 2: Reflective Analysis Using Gibbs’ Reflective Cycle
[image: Gibbs' Reflective Cycle: A 6-Step Framework for Growth | Anubha Dubey  posted on the topic | LinkedIn]
Figure 5: Framework of the Gibbs Reflective Cycle
(Source: Inspired by the ideas of Nurlatifah et al., 2023)
[bookmark: _heading=h.aa9mhc1aei9v]Description
In the process of conducting my international business analysis on Walmart's proposed international expansion to Germany, I was able to consider my research, analysis and decision making skills. In the assignment, I needed to analyze the political, economic, legal and cultural landscape in Germany and evaluate industry attractiveness and use the Bartlett and Ghoshal framework and Dunning's OLI paradigm to recommend an appropriate market entry strategy. Initially I searched academic literature and other sources that the industry uses. I quickly saw, though, that getting evidence to support a coherent strategic narrative would be more difficult. I had to break away from just describing information and understand its implications in relation to Walmart's possible expansion. Ingham-Broomfield (2021) states that the reflective models are used to structure approaches and experiences, a learning, and reflecting on improvements. As such, Gibbs' recursive model enabled me to both assess my research process and my own growth.
[bookmark: _heading=h.nj4kp57iwacb]Feelings
Initially, I was fairly secure from what I knew about the stores and overseas business. This confidence decreased after seeing that the task would not only involve just company description, but practical use of concepts applying to the task. Links between evidence relating to Germany and Bartlett and Ghoshal's framework, together with the OLI paradigm, were most difficult. I also had some grievances with multiple sources giving conflicting data or points of view. At first, I spent a great deal of time gathering numerical evidence as I felt that statistical data would automatically add strength to my analysis. Over time I began to sense that, taken in isolation, figures were of little value without being placed in the context of decisions made during the strategic process. As I continued research, I became more and more certain of my capacity to assess evidence, relate theory to results, and form suitable recommendations. Ocampo et al. (2025) illustrate the use of Gibbs' reflective cycle to help learners systematically reflect on experiences and find opportunities for improvement.
[bookmark: _heading=h.hg2zyj9wsoj5]Evaluation
The use of well-forveloped theoretical frameworks was one of the most impressive features of my work. Bartlett and Ghoshal assisted me to an appreciation of the competing concepts between global integration and local responsiveness, and the OLI paradigm gave me a structured framework for analysing the ownership strengths, the location advantages of Germany and the advantages of internalisation for Walmart. I also enhanced my ability to identify and assess academic and industry sources. Using numbers in my arguments behind a strategy enhanced the belief of my conversation. However, I was very descriptive in the first approach. I provided data without a thorough analysis of its implications on Walmart's strategic decisions. It took me a long time to gather materials that might have been critically read at the outset. Pieper et al. (2021) emphasize the benefits of reflective writing and feedback to enhance students' reflective practice. This was to reinforce the concept of self-evaluation and feedback as critical component elements of research, not just at the end.
[bookmark: _heading=h.u69vdqpxllov]Analysis
The experience highlighted the importance of combining evidence, theory and managerial judgement with regards effective international business analysis. At first I approached PESTEL analysis as well as Bartlett and Ghoshal and the OLI paradigm individually. Their synthesis gave rise to more powerful strategic findings, as I continued my research. The macro-environmental assessment sharpened my focus on opportunities and threats in Germany, and meant that Bartlett and Ghoshal could help consider how Walmart can not only be very efficient worldwide, but also adapt its needs to local settings. The OLI framework was then used to give a theoretical explanation for choosing an entry mode.
Linking these together reinforced the general basis of my recommendations and expanded my critical thinking and decision making skills. Mello and Wattret (2021) stress the importance of reflective learning to develop transferable skills. I knew that these were skills that would prove useful outside of school as managers need to evaluate information, consider options and make decisions in the face of uncertainty. I also grew in the sense of communication. Evidence, interpretation and conclusions must be linked in a clear way for strategic recommendations. According to Ahmadpour et al. (2025) narrative writing with Gibbs' model can be used to enhance communication development. As a result, I discovered that good business communication has to have convincing facts and appropriate interpretation.
[bookmark: _heading=h.lh1m5x7toz1w]Conclusion
This assignment helped me to reinforce my knowledge on international business analysis and the ability to learn through reflection. I learned that conclusions must be based upon evidence that is critically analyzed and that is related to some theory. I learned to appreciate that what works in one country does not always work in another for cultural, institutional and competitive reasons. The learning point of utmost importance was the ability to identify the need to be able to flex the global competencies of Walmart to Germany's market needs. I also realized that critical evaluation is not something to wait until the end, but may happen during the research process.
[bookmark: _heading=h.ga3y1g3dha7l]Action Plan
In future work, I will first formulate an analytical pattern, and then source a significant body of information. I will identify in each part what information is required and will be using reliable academic and industry sources. I will also keep an organised evidence table that'll capture sources of evidence, findings and numbers, limiting repetition of text and increasing accuracy. I will always ask myself the question, “What does this mean for the organisation?” when presenting evidence. This will help me to shift focus from description to a more robust evaluation. I will also jot down some short reflective notes throughout large assignments to ensure weaknesses are identified earlier.
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