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IMPACT OF COVID-19 ON BUSINESSES
	The Covid-19 pandemic has had multiple effects on businesses around the world. Aside from increasing the mortality rate, the pandemic has affected businesses worldwide. Consequently, the pandemic has meant that efforts of the private and government sectors have been to build businesses to sustain the economy. Despite the efforts to restore the normal operations, it is not easy to forget the internal and external effects that the Covid-19 pandemic had on businesses. Walmart is a retail store with a chain of operations around the world. Despite it being a global company, the impact of the pandemic affected its normal operations. Therefore, the essay aims to carry out an internal and external analysis of Walmart considering the Covid-19 pandemic.
Literature Review
	Walmart is one of the biggest companies in the world. Seaman & Bowman (2021) discussed that the store has more than ten thousand stores and more than two million employees. The company deals with retail goods, and therefore the company is sure of its continuity around the world. However, despite its success, the covid-19 pandemic proved to be challenging in its operation. Despite the pandemic, there have been constant efforts to ensure that the company remains afloat and still provides the best for its customers. Seaman & Bowman (2021) discussed that to ensure that the internal affairs are sorted out despite the challenge of the pandemic, a crisis team should be established. Seaman & Bowman (2021) discusses that having a crisis team ensures that the agenda of the business is sorted as fast as possible therefore lessening the impact that the organization may face during the pandemic. At the same time, the crisis team should cut across all departments to ensure that there can respond at any given time.
	Moreover, the safety of the employees is key. Li (2020, p.411) discusses that employees face many risks, especially in the case of a retail store where most of the employees get to interact with different people. Addressing the issue of safety is one of the biggest challenges that organizations have to face. Baker & Judge (2020, p.620) discusses that it is important that employees regularly check on their health, especially those who need to report to work daily. Companies have to invest more to ensure hygiene and that the employees are protected.
	Furthermore, employees will likely fall ill because of their level with customers. Another key internal issue discussed by Bartik et al. (2020) is the different contingency plans that have been put in place. According to Vapiwala (2020, p.159), for companies to sustain their daily operations, they need to have a contingency plan in case of employees in critical positions fall ill. Key roles need to be identified to ensure a clear plan of what positions need to be addressed. At the same time, there is a need to identify where the skills are more needed. If stores in a certain country are affected, there should be a plan to ensure that people can temporarily replace the employees.
	One of the most overlooked internal affairs issues is effective communication. In any business, communication is the single most important piece that brings everything together. Every employee should be able to communicate with their supervisors and their leaders beforehand about their situation with health or with the exposure they are getting, especially since these employees are working on the ground with the plans implemented. As Tran (2021, p.102287) discussed, the level of communication will determine a team's success, especially on issues to do with social distancing and hygiene. Effective communication makes it possible to curb the outbreak, especially in large companies.
	The external effects of the pandemic are far and wide. As Nilufer (2020, p.9) discussed, the biggest external effect on retail stores was the shift in consumer behaviour. There were high demands for products in the early days of the pandemic. Many retail stores were overwhelmed by the high level of demand in stores. At the same time, many stores had to limit some products and only focus on consumer products. Consumer products were the most selling, meaning that the advertising had to change because of the pandemic. 
	Consequently, brands had to make short-term changes in light of the crisis. As Weinstein, Anti & Ochoa (2021) discussed, many retail stores focus on the short term. Many companies spent little on their advertising, and therefore this meant that there were decreased sales even though consumer products were being sold in bulk. At the same time, Pandey et al. (2021, p.112) discuss the power of continuous marketing in times of issue. Brands that still continue to market in times of adversity have huge success at the end of the adversity as opposed to the companies that stop advertising and marketing their products. 
	Also, in light of the pandemic, how business is carried out has been developed. Boiral et al. (2021, p.13) discuss that most businesses are leveraging the power of the internet and that people have to isolate themselves in their houses. Many brands continue to build new ways to still connect with their customers to sell most of their products. Also, Simms (2020) discusses two ways to look at how companies’ market and connect with their customers. The first is by using the internet to model their business and connect with the customers, and the next is by doubling the old ways of doing things. Doubling down on old ways during the pandemic has a little positive impact on the business because it incurs more cost on having to pay the employees for minimum sales.
	The issue of the pandemic is sensitive, and moving online to conduct business should be met with utmost care to still ensure the safety of the customers. As Li (2020, p. 412) discussed, brands have an image to protect and must do extra to ensure that they can win the trust of their employees. For instance, the Pizza Hut company rolled out a tamper-proof seal to make the customers aware if the box was opened before it got to them. Such steps ensure that customers trust the online use of products. At the same time, Vapiwala (2020, p.160) discusses how the beauty brand MAC created a virtual reality where it allowed people to try lipstick as they could no longer go to the store. Such innovation still allowed the brand to continue the business.
	Furthermore, the way customers interact with products in the pandemic is very important. Nilufer (2020, p. 14) discusses that emotional and physical well-being are important during the pandemic. It affects the way marketing is done. For instance, before the pandemic, if a marketing team was marketing a washing machine, they would display some features such as fast washing and fast drying. However, marketing the same product is different because it now focuses on the consumers' emotions. Consumers focus on how silent the machine is rather than the machine's functionality. These external factors give producers and marketing teams something different to think about.
Knowledge and Understanding
	The Covid-19 pandemic has had a negative effect on Walmart. However, the company has navigated the trials by using basket economies. Through tapping into the internet, the company has been able to use the basket economy, which delivers goods to customers efficiently. This winning strategy enabled the company to have online marketing since it had already built trust with its customers. This is one of the strengths that made Walmart successful during the pandemic period. Another stronghold is that the store has different chains around the world, which allow it to continue successfully with its efforts to continue building and serving its customers.
	However, an area that Walmart can improve on in the marketing strategy during the pandemic is making products friendly to the customers and focusing on the bulk areas. Another area is using their employees and staff to market the online platform that they can use to sell products. Keeping prices low and having a way to alert the customers that their goods have not been tampered with is a good first step to ensure that they are right on track. An internal issue that can be improved is taking care of the employees in light of the pandemic. For instance, sorting out bills and ensuring top-notch sanitation would be a good first step.
	Considering the internal and external affairs, many opportunities can increase the success of Walmart. Focusing on the internal factors, an area that they can tap into is the improvement of quality standards. For instance, the quality of online services should be top-notch. Many competitors are beginning to understand the online space to reach their customers. Therefore, it is important to understand how Walmart can ensure that they improve how they deal with their customers. Another external factor that they can focus on is the customers' feelings. As discussed earlier, one of the areas that need focusing on is how the pandemic influences how customers want goods. For instance, when Walmart is marketing its goods, it should focus on feelings rather than the product's functionality.
An example of this would be, for instance, a washing machine. When advertising the machine, the retail store should consider mentioning how silent it is as this would gather more customers than the basic advertisement of the normal functioning. Internally, the company has limitless opportunities. For instance, the company has many employees. This means that they can compete with competitors when it comes to deliveries in any company. The normal operation that includes delivering products is made easier because of the number of employees.
	Threats to the company’s operation are increased because of the pandemic. Despite Walmart offering low prices for goods, they are limited to the number of customers they can reach because customers are looking for the nearest retail store that they can go to. Therefore, despite efforts to market the product, the pandemic makes it more difficult for the company to make big strides in getting customers.
	Consequently, Walmart’s marketing mix involves pricing, product, promotion, and place. The pricing of goods has influenced the future of the company. During the pandemic, the pricing of Walmart has made it possible to have sustainability and continuity. Over the years, Walmart has perfected price positioning, which was a plus during the Covid-19 pandemic. For example, Walmart focused on the bulk sale of products through online platforms. Walmart took this approach over the overpricing of products.
On the other hand, since Walmart is one of the biggest companies in the retail industry, it has negotiated with the supplier and afford cheap products. The other advantage that Walmart has had is that they have diversified in many products. This has meant that they can sell many things to customers despite having a shift in taste from customers after the pandemic. Walmart has different categories of products in all areas, such as groceries, hardware, furniture, and even entertainment. One of Walmart's areas is that they buy in bulk to ensure that they have economies of scale and ensure that they get discounts from suppliers. Walmart has ensured that they offer discounts no matter the season in a promotion. As discussed by Weinstein, Anti & Ochoa (2021), Walmart made a huge profit during the pandemic season, which enabled the company to give huge discounts to their customers around the world. Also, the company ensures it stays afloat by providing safe shipping services to its customers around the world. This meant that even during the pandemic, they could continue with their long-term customers because their services have been excellent. Giving warranties in times of calamities has also been a huge step in the right direction. Walmart continued offering this type of service despite having a pandemic.
Cognitive and Intellectual Skills
	As discussed earlier, Walmart grew tremendously during the pandemic because of its aggressive nature in dealing with the issues that it faced. In light of the pandemic, the company’s marketplace grew by seventy thousand sellers in 2020. Walmart was able to do this because it implemented online shopping and invested heavily in technology. Through the use of technology, there has been a sharp rise in the market place which is expected to grow by one hundred and forty-six per cent by the end of 2022. 
	However, having grown exponentially over the pandemic year, the company has had to deal with the high number of employees because of its many stores. This additional cost limits the company from achieving more because they have to incur certain costs. The company's advantage is that it has been able to use its many employees to remove counterfeit products, which ensures that the customers are getting the best. 
	The net income during the pandemic is higher than after the pandemic. As Kumar & Bhardwa (2020, p.412) discussed, during the pandemic year, the company’s net income was just short of four billion dollars, and the shares were going for one dollar. In the year 2021, the company's net income was short of three billion, and shares were going for ninety-seven cents. Despite the rise in net worth during the pandemic, the cost of having such high success was that the company had to contend with paying a lot of costs and third-party costs. For example, managing servers and databases were one of the main issues that the retail company had to contend with.
Practical Skills
	Maintaining a good portfolio, especially during the pandemic, is a huge task. Walmart was able to do this by maintaining excellent customer support. Walmart was at the forefront of ensuring that their customer was well taken care of. For instance, one of the activities they handled before the pandemic was ensuring that they shipped products to people. It maintained this during the pandemic year, shipping ninety-nine per cent of the products that the customers demanded. Compared to companies such as Amazon, Walmart outdid the company in terms of shipping despite both companies having numerous goods that needed to be shipped. 
	Moreover, Walmart uses psychographic and demographic segmentation strategies. In practicality, this theory can be seen in normal daily operations. Normally, every client wants to buy goods and services reasonably. Walmart understood that the pandemic would mean that customers would demand products at an even cheaper rate. For this reason, Walmart designed a strategy known as Everyday low prices. This is different from the approach of most companies which put their prices high to cater to the profits they were going to make. Ultimately, the pricing of products is something huge for Walmart and is a differentiator.
	Walmart has positioned its company to be accessible to the masses in terms of positioning. Coupled with the low pricing, the company has achieved high-profit margins because it has high-profit margins. The effect of these genius moves by Walmart several other small companies has been destroyed because they have been unable to compete at the level that Walmart operates.
	Another practice that ensures business continuity and success is that they operate in segments. This means that the company will always capitalize in one segment compared to companies that have only one line. The Walmart company is divided into three segments. The first segment is Walmart International. The second segment is the Walmart U.S. and the Sam’s Club. As Tran (2021) discussed, Walmart U.S. generated a net sale of sixty-two per cent. Walmart International and Sam's Club generated a combined net sale of thirty-eight per cent. Therefore, it is easy to see why Walmart was still operational during the pandemic despite it being evident that most companies were affected during this stage. Also, the company is available in twenty-seven different countries. The stores are large enough, ranging from four thousand to one hundred and eight thousand square feet. This distribution strategy guarantees success if it is managed correctly. For instance, a lack of strong leaders could lead to the company's collapse. 
	The company's marketing and structure led to its success during the pandemic. Compared to companies such as J. Crew, which fell during the pandemic, there are clear differences that highlight why a good marketing strategy sets the company above the rest. For instance, the pricing of the products at J. Crew is too high, making it impossible to maintain customers during times of adversity. At the same time, maintaining a certain lifestyle for the employees is difficult because of the high salary.
	Consequently, marketing strategies should be set with the customers in mind. Customers need to feel wanted by the company and their needs and want catered for. For example, suppose the customers cannot reach the retail store, especially during the pandemic. In that case, it should be necessary that companies find ways to be able to reach their customers rather than assume them.
Transferrable Skills for Life and Professional Practice
	Several qualities can be learned following the success story of Walmart during the pandemic. The first take-home is that it is important to leverage social impact. Walmart was able to leverage its power on social media following by advertising its products. As stated earlier, Walmart was able to connect emotionally to most customers during the pandemic. In light of this, it is important that people can put the needs of their customers first in any way possible during employment. Catering for the customers' needs is equally as important as giving them initial service.	
	Another key skill learned is that it is important to always meet clients' expectations. A key lesson is that once an impression is made, it cannot be taken away. In the case of Walmart, the impression made was that it cared for its customer’s needs by reducing the prices of goods. This lasting impression meant that customers would go above and beyond to ensure that they could shop at the store. On the other hand, if the company had decided that it would increase the prices of products, it would mean that people would develop an attitude that the company is trying to chase them away. 
	Another valid skill is to make the work done transparent. There must be transparency in any business, especially in explaining what the business is trying to achieve with its strategies. There is a need to have press releases to calm any doubt and even to have social campaigns that would address issues that are faced with customers. It is important to have a good working environment that will allow people to work together to achieve a common goal. One of the biggest issues with companies is that employees are not filled in in the decisions made. Therefore, it is important to ensure that everyone in the company is on the same page before embarking on a marketing journey.
Conclusion
	In conclusion, marketing is a hard task, especially during a pandemic. It is necessary to establish a good marketing strategy that goes beyond the selfish needs of a company. At the same time, companies need to understand what customers want before establishing a working model. The biggest take-home is that a good marketing model sustains a company even in the face of adversity.
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