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Executive Summary
The development of Internet technology has given birth to the emerging business model of online retail, which profoundly affects the consumption concept and behavior, and has a huge impact on the traditional retailers like Walmart (China), forcing Walmart (China) to seek development through strategic transformation.Based on the analysis of the development trend of retail industry in the digital era, this report proposes that Walmart (China) should take omni-channel strategy as the core for strategic transformation in the future. Walmart (China) should clarify its strategic positioning, strengthen omni-channel integration, and build a new retail business ecosystem, so as to provide better customer service and seize the industry development opportunities in the new retail era.
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[bookmark: _Toc782246791][bookmark: _GoBack]1 Introduction
In recent years, influenced by many factors, such as the rising operating costs, the adjustment of consumer demand structure, the rapid development of online retail and the rise of mobile client retail sales, the traditional retail industry continues to decline, indicating that the contradiction between the traditional channel marketing mode of the retail industry and the demand of consumers to shop anytime and anywhere is more prominent. （Helm, Kim, and Van,2020,p.101683)In view of this, domestic and foreign retail enterprises began to try the omni-channel strategic transformation based on online and offline integration.
 The American scholar Rigby first proposed the "omni-channel retailing".He said:
If traditional retailers hope to survive, they must must embrace omni-channel retailing,and turn shopping into an entertaining, exciting, and emotionally engaging experience by skillfully blending the physical with the digital. 
(Rigby,2011, p.64)
The omni-channel retail strategy defined in this report refers to the new retail strategy that retail enterprises coordinate and integrate existing retail channels based on the changes of consumption habits, concepts and objective environment in the Internet and multimedia era, so as to meet customers' demands for multi-channel and integrated shopping experience in an all-round way, so as to create customer value and satisfy their own survival and development. Walmart (China) has a relatively comprehensive omni-channel retail system in the Chinese market, with offline stores consisting of Sam's Club and Walmart (China) hypermarkets, while online sales channels include Mini Program, Walmart JD Flagship Store, Walmart JDDJ, Walmart Global Official Flagship Store, and an independent Sam's Club E-Commerce (WalMart (China) ,no date). In order to implement the omni-channel transformation, WalMart (China) has cooperated with various technology enterprises. First, they cooperate with JD and vigorously develop O2O business through JD Mall and JDDJ; Second, Walmart has cooperated with Dada, a local logistics company in China, and started to practice the warehouse distribution integration model of "mother warehouse" + "cloud warehouse", realizing the home delivery service within 3km of a single store;Finally, Finally, Walmart has teamed up with Tencent to use its digital payment technology to ease checkout lines. In addition, connecting customers through wechat mini programs is also an important means of marketing goods and providing personalized services. However, From the perspective of omni-channel strategy, these measures are still in the initial stage of strategic transformation, and Walmart has not fully realized the integration of omni-channel goods, omni-channel service, personalized customer care and intelligent supply chain. (Yrjölä, Spence and Saarijärvi,2018,p. 259–276)
Based on the existing business and technology environment, this report believes that Walmart (China) urgently needs to explore a new strategic transformation and development path, adapt to the new industry development environment, comprehensively use multiple retail channels, integrate online and offline sales systems, constantly innovate profit models, and provide more personalized customer care.

[bookmark: bookmark15][bookmark: bookmark17][bookmark: bookmark16][bookmark: _Toc326929403][bookmark: bookmark18]2 Changes of the retail market environment under the background of the Internet
[bookmark: _Toc1439307195]2.1 Diversification of consumption trends
In the Internet era, China's consumer groups have undergone great changes. The post-80s and post-90s generation have become the main force of consumption. The younger generation of consumers represented by the "post-00s" are rising rapidly.(Zhang,Xu,2021,p.30-38).The development of network technology gives birth to new media, and the change of communication mode directly affects the consumption concept and behavior mode of consumers . Therefore, during this period, the customer groups showed a new consumption trend: First, the mode of information transmission has been transformed from one-way communication to network communication, and the interaction between consumer groups and between customers and enterprises has been continuously enhanced, which promotes the transparency of shopping information and the development of niche markets. Second, consumers pay more attention to and pursue the value experience of the shopping process and the personalized expression of consumer products, and individual consumption has become the mainstream trend. Third, "fragmented" shopping is widespread. Network technology breaks the space and time limitation of information exchange and meets the needs of consumers for shopping at any time.(Pentina,Zolfagharian and Michaud-Trevinal, 2021,p.814–842)

[bookmark: _Toc1180226557]2.2 Continuous innovation of information technology
With the continuous innovation of the Internet and information technology, more high-tech technologies are widely used in the operation of the retail industry. First, the application of instant messaging technology has fundamentally overturned the communication model in the retail industry. In the network sales model, the instant communication between buyers and sellers can be realized only with the help of the communication network and terminal equipment, and Walmart (China) can provide better quality and perfect services for consumers without time and space restrictions. Secondly, cloud computing, data mining and other high-tech technologies have brought great convenience to retail enterprises. Walmart (China) can use big data processing technology to accurately judge and predict the dynamic changes of customer demand and market demand, and make production and sales plans on this basis to meet the differentiated needs of different consumers. Finally, “mobile payment changes the way people consume, changes the business model for related industries and has an effect on national economies”. (Bailey et al., 2019,p.143–163).

[bookmark: _Toc1908779807]2.3 The competition pattern is overturned
The Internet has spawned an e-commerce business model characterized by informatization and intensification. Its flat supply chain operation system can greatly improve transaction efficiency, reduce transaction costs, and better meet the personalized needs of consumers. On July 20, China Chain Store Association released the "2021 China Supermarket TOP100". The data show that in 2021, the overall operating performance of Top100 supermarket enterprises is not very optimistic, and the sales scale of Top100 enterprises is ¥907.6 billion, down 2.6% compared with 2020(Li,2022) . The epidemic is one of the direct causes of the loss of offline stores. Due to the impact of the epidemic, the offline customer flow of physical supermarkets has generally fallen, coupled with the increase of logistics and storage costs,.The channel advantages, high cost performance and convenience of offline supermarkets have been gradually eroded. Beside, the rapid development of e-commerce in China has also seized a lot of traditional retail market share. Traditional retail enterprises have been at a disadvantage in the industry competition with online retail enterprises.The competition pattern of the whole industry has changed, which has also become the fundamental premise and motivation for the traditional retail enterprises such as Walmart (China) to carry out their strategic transformation.

[bookmark: _Toc1751497363]2.4 The Rise of the platform economic model
[bookmark: bookmark22] The platform economic model is also an important business trend in recent years. This model is composed of platform enterprises, suppliers and end users, which promotes the complementary and symbiotic relationship between different elements. By promoting resource sharing and knowledge innovation among platform members, it strengthens the resource richness, relationship strength and network density of the platform, thus promoting the overall value of the platform and further value co-creation.(Zhou,2021,p. 165–170)At present, platform giants, such as Alibaba, JD and Amazon, make accurate analysis of customers' consumption behaviors and preferences with the help of data within the platform, realize real-time grasp of market supply and demand information, and optimize the allocation of relevant resources to improve the efficiency of commercial operation on the platform.With the integration of information and resources through the network platform, retail enterprises can quickly respond to the changes in market demand, thus promoting the seamless connection between supply and consumption.

[bookmark: _Toc1857830512]2.5 Omni-channel retail becomes the mainstream operation mode
In recent years, the omni-channel retail strategy has been gradually valued by more and more traditional retail enterprises，they have begun to build their own e-commerce platforms while maintaining their offline business operation. In 2021, the proportion of online sales of Top100 supermarket enterprises has increased further, with nearly 40% of the sample enterprises accounting for more than 6%, among which more than 70% of the enterprises have accounted for more than 10% online. Online sales reached nearly 100 billion yuan, up 40 percent from the previous year.(Jia, 2022)Omni-channel retail enables online transactions to merge with more physical retail scenarios,and provides diversified one-stop services for all channels, including personalized customization, unmanned convenience stores, diversified marketing and other specific business forms. Whether it is to strengthen offline experience, or to strive to develop online business "online", the most fundamental thing is to take consumer experience as the core for innovation（Ran,2022)

[bookmark: bookmark24][bookmark: bookmark23][bookmark: bookmark25][bookmark: _Toc145187804]3 The strategic transformation path of Walmart (China) under the Internet background
[bookmark: _Toc629998836]3.1 Clear strategic positioning oriented by consumer care
In the process of strategic transformation, Walmart (China) should pay more attention to the nature of retail, and reconstruct its retail system with the fundamental orientation of meeting customer demand and creating customer value. On the one hand, Walmart (China) is required to completely change its traditional sales thinking, rely on new technology, achieve barrier-free consumption experience in all channels, provide more personalized customer service, and establish stronger customer engagement.(Chaney,Lunardo and Mencarelli,2018,p. 402–420)On the other hand, Walmart (China) should have good sensitivity and adaptability to environmental changes.Based on its existing resources and capabilities, an organization can conduct a comprehensive and systematic analysis of its internal and external conditions, clarify its strategic advantages as well as market position, and carry out its strategic layout from a more macro management perspective.

[bookmark: _Toc1296056942]3.2 Create an online and offline omni-channel retail model
With the advent of the mobile Internet era, the omni-channel retail has become an important direction for the strategic transformation of traditional retail enterprises. This report attempts to build an omni-channel marketing model that relies on mobile Internet, big data, artificial intelligence and other new technologies to achieve borderless integration of all channels. The model strives to be consumer-centered in theory, and explore a more feasible practical path for Walmart (China).

[bookmark: _Toc902392673]3.2.1 The digitalization of the scenario
 In digital consumption scenario, The contact between enterprises and consumers is no longer limited to a single entrance such as stores and websites, and the demands of consumers have become more diversified and personalized, resulting in massive data related to consumer demand.As Verhoef said, consumer demand is the starting point of the whole channel value chain,and the collection, cleaning and analysis of consumer integrated data is the key to consumer purchasing promotion and customer relationship management(Verhoef, Kannan and Inman, 2015,p.174–181)
Therefore, in the process of omni-channel marketing, Walmart (China) should fully collect fragmented data of consumers in physical stores, traditional online stores, social media and other channels in each period to form a cloud database. First of all, Walmart (China) should digitize its traditional physical stores.(Yau, Saad and Chong, 2021,p. 8562) On the basis of creating an integrated scenario of "catering + leisure + retail", the physical stores should also create a digital shopping scenario through optimized zoning, digital shelves, offline interactive touch screen, facial recognition payment system, "code scanning" mini program, electronic membership card and other digital facilities and services. At the same time, LBS technology is used to obtain customer scenario information. （Kim, 2021，p. 83–97）In addition, Walmart (China)  should make full use of wechat and other social platforms to attract traffic and integrate into the social circle, establish and maintain strong relations with customers, and achieve an all-round understanding of customer needs.(Bailey, Bonifield and Elhai,2021, p. 102348)
[bookmark: _Toc984139997]3.2.2 Personalized profiling
Personalized profiling refers to the process whereby firms leveraging AI collect fine-grained data at the granular level to holistically characterize a consumer and precisely predict the behavior for even one consumer .(Hoyer et al., 2020）The analysis and mining of consumer cloud data make the same consumer characteristics in different channels become "a complete description". Based on this, enterprises can provide customers with more comprehensive personalized services. 
The insight data of Walmart (China) has been able to accurately capture the high correlation and high potential consumption groups. Of course, it is difficult to achieve accurate personalized profiling in the true sense only with the enterprise's own resources and capabilities(Myerson, 2020,p. 79–92). In this regard, the traditional retail industry should gather relevant stakeholders in the business chain, especially the e-commerce platform, and share consumer terminal data, logistics data, product data and other multi-party data through strategic alliances, so as to realize the borderless connection of all links in the channel.

[bookmark: _Toc521880385]3.2.3 Precision and personalized marketing
 Although the use of Walmart (China) mini program can provide customers with more value-added services, and can easily put category coupons, enhance the re-purchase rate.(Blasco-Arcas, 2022,p. 436–452)But the success of the so-called precision marketing representative is Taobao Jingdong and other e-commerce giants. As long as the user searches, there will be precise recommendation and related recommendation. If the user does not place an order this time, it will continue to recommend other products of this category next time, constantly reminding the user and attracting their attention. Compared with the e-commerce platform with strong data processing capacity, the precision marketing of Walmart (China) is still in its infancy.
Retail enterprises should establish a complete omni-channel platform, to achieve accurate and personalized marketing for different consumers, in the system analysis of personal characteristics data, future demand data, all channel historical transaction data, personal social data, using predictive analysis and cognitive calculation to provide valuable insight, clear each consumer personal preferences, purchase behavior, and adjust the marketing strategy, personalized content recommendation, optimize product design, accurate advertising, further realize consumer personalized shopping.

[bookmark: _Toc920416347]3.2.4 Unimpeded channels
 “Effective omnichannel retailing requires cross-functional collaboration among the various different channels that facilitate different touchpoints (e.g., price, promotion, delivery, post-purchase services)”(Yin et al. ,2022, p. 103070),and realize the integration of channels. The key to integrating all channels is to break the barriers between different channels in information browsing, order management, payment security, and logistics distribution. 
In terms of information browsing, The search service provided by the online application of Walmart (China) could be developed to show real-time in-store navigation for consumers, which not only enables consumers to make more "smooth" shopping, but also enables consumers to know in advance whether the store has the goods they need, reducing the cost of searching for consumers.Walmart (China) can also try to use AR / VR to display their products, allowing online consumers to experience real shopping scenarios at home and interact with other consumers via social media to obtain the required information(de Regt,Plangger and Barnes,2021,p. 513–522). In order management, the order processing system should be able to accept orders submitted by consumers in any channel, and the information generated by the system is shared by all channels. In terms of payment, the ideal omni-channel payment is "payment on demand", that is, an integrated payment tool can be applied to multiple payment channels. Whether retail uses a multi-channel, a diversified payment channel through an integrated payment tool, a cross-channel or an omni-channel business model, the consumer mobile payment experience is at the forefront of business development strategy (Hure et al., 2017,p.314–33). Walmart (China) needs to cooperate with more electronic payment platforms such as Meituan and Quickpass. In terms of logistics and distribution, Order allocation through different online and offline channels, including shipment, distribution and broadcast, needs to be fully integrated.(Zhang and Li,2022,p. 1–10)At present, Walmart (China) has been practicing the warehouse distribution integration mode of "mother warehouse" + "cloud warehouse"."Mother warehouse" is the store warehouse, and the cloud warehouse is a flexible mechanism. Walmart (China) has set up cloud warehouses in areas without hypermarket. Walmart (China) sets up cloud warehouses in areas without stores, which are directly supplied and managed by the stores. Not all "cloud warehouse" are owned by Walmart (China). Some of them are warehouses of Jingdong Logistics and SF Express. In the future, Walmart (China) will deepen its cooperation with JD and other platforms in supply chain and technical support, realize online and offline inventory information sharing, and use big data to guide the location, selection and products of warehouse. Sam's Club can also use the cloud warehouse to first test the local market demand before opening stores.

[bookmark: _Toc1112834688]3.2.5 All-weather feedback
The process of omni-channel marketing is also a process of all-weather service. Maintaining the high-level service of various channels and the service collaboration between channels is an important path to improve consumer satisfaction and establish consumer loyalty. Specifically, Walmart (China) shall build an all-weather feedback mechanism and system according to the characteristics of pre-sale and post-sale service demand at various stages, as well as the different advantages of each communication channel, which involves the free combination and conversion of ImCC online customer service system, wechat public account or website, telephone, App and other channels. This system should ensure cross-selling, cross-return and cross-after-sales service between different channels, making each channel a true "experience center".

[bookmark: _Toc977519493]3.2.6 Customer relationship management
Traditional customer relationship management is a one-way communication between retail enterprises and consumers, which lacks interaction and pertinence and is difficult to establish a strong customer relationship, that is, customers have a low sense of dependence on brands or products. (Prakash Nunna, 2020,Preprint)The new customer management system, based on consumer portraits, omni-channel shopping experience and social media, moves out of the one-way communication mode to precise and interactive communication, so as to achieve the goal of attracting new customers, retaining old customers and converting existing customers into loyal customers. Specifically, retailers can use social media to reshape the relationship between retailer and consumer.（Carlson, J. et al. ,2019,p. 333–341)
 For example, Walmart (China)r can establish one-to-one emotional connection with customers by means of interactive games and rewards, and make one-to-one product recommendations based on the omni-channel big data of each fan. Walmart (China) must make timely, proper and satisfactory responses to customer comments. In addition, customers look forward to in all channels to get the same brand and shopping service experience.Therefore, Walmart (China) should realize the undifferentiated management of channels to ensure that online and offline sharing is of the same quality, same price and same service, so as to attract customers from online to offline and provide service support from offline to online. Online channels will penetrate offline stores in an all-round way, and eventually the barriers between channels will be increasingly weakened.

[bookmark: bookmark211][bookmark: bookmark214][bookmark: bookmark212][bookmark: _Toc920219301]3.2.7 Organizational adjustment strategy
 China has a huge consumer market and consumption potential. Its e-commerce scale is the largest in the world, and consumers are highly receptive to new technologies. For multinational companies, the China is a unique host market. In order to adapt to the Chinese market, Walmart (China) should also make synchronous adjustment in the management mode and even restructure the whole ERP system.
To achieve long-term customer growth, the most important thing is to build a customer-centric operating organization.(Gupta and Ramachandran, 2021,p. 597–620)In a traditional enterprise, different departments such as sales, marketing, commodity and information departments operate separately.Therefore, the decision-making and execution of different departments are easily separated from the perspective of consumer experience, and the internal operation of enterprises will also be inefficient due to departmental barriers.
Under the omni-channel strategy, Walmart (China) employees should have a stronger sense of service, respond to the work needs from different channels and different scenarios at any time, and provide customers with intimate, personalized and convenient shopping experience.This requires employees to understand the relevant knowledge of digital production, intelligent manufacturing and new financial services, and master intelligent logistics, digital service training, digital store display and other skills.Walmart (China) needs to increase the effective investment in human resources, establish a comprehensive incentive system covering all channels, strengthen the construction of corporate culture, so as to improve the overall quality of personnel.This means a cultural transition from a product focus to a customer and service focus, from a traditional selling culture to a value delivery culture and from a high/low pricing strategy to a holistic customer value creation focus.(Solem,Fredriksen and Sørebø,2022,Preprint)

[bookmark: _Toc501972445][bookmark: _Toc2096049860]5 Conclusion
 This paper analyzes the strategic transformation of Walmart (China) in the Internet era, sorts out the changes in the market environment of the retail industry and the current challenges faced by Walmart (China), and points out that the omni-channel strategy should be the core part of Walmart (China) digital business operation. According to the current omni-channel operation practice of Walmart (China), this paper critically proposes that the company should adopt the further omni-channel strategic transformation measures, and draws the following conclusions:
(1) Under the background of the new Internet retail, the demand of consumers is becoming more and more diversified.The information technology is constantly innovating, the original market competition pattern has also been overturned, the demand and supply of the retail market is gradually platform, and the omni-channel retail is becoming the mainstream operation mode. Therefore, Walmart (China)'s omni-channel strategic transformation is imminent.
(2) Walmart (China) needs to change its traditional strategic thinking, rely on mobile Internet, big data, artificial intelligence and other new technologies, realize the  unlimited integration of all channels, reform the organizational and employee management system, and provide more personalized customer services.
[bookmark: bookmark26][bookmark: bookmark27]
[bookmark: _Toc1335117699][bookmark: _Toc988251632]6 Suggestions
The technical support of omni-channel strategy is the deep development and comprehensive application of artificial intelligence, big data and virtual reality technologies. Walmart (China) needs to accelerate digital and intelligent construction, seize new technological trends such as "metaverse", and strive to provide consumers with a new consumption experience. (Giang Barrera and Shah,2023,p. 113420)At the same time, Walmart needs to comply with China's data security Law, Personal Information Protection Law and other laws and regulations, and provide necessary technical guarantees for consumers' personal information protection, so as to make full use of platform data on the premise of protecting customers' privacy.
 “During the pandemic ,retailers have adapted their strategies in non traditional ways by relying less on physical stores, while consumers have increased their expectations of customer experiences” .(Klaus and Manthiou, 2020; Pantano et al., 2020).In the context of normalization of epidemic prevention and control in China, Walmart (China) needs to further improve its operational flexibility to cope with the uncertain risks brought by the epidemic. Although offline consumption has resumed in most cities, some consumers have developed the habit of shopping online without contact.(Wang, Kim and Wenxuan,2021,p. 91–101)How to guide consumers to conduct offline consumption under the condition of normal prevention and control and how to improve consumers' offline consumption experience are also important issues facing WalMart (China) at presen，which involves the dominance of the retail market in the "post-epidemic" era.
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