


Executive Summary
This investigative report will look to discover the e-business efforts applied by Walmart. Evaluating existing literature will cultivate Walmart’s active exertions and resultantly bring this study to fruition. The main findings will also look to explore the contemporary themes in e-business and deliver an understanding of the opportunities and challenges in which accompanies this form of online business. 
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1.0 Introduction
1.1 Overview of Walmart
Originally founded in 1962, Walmart was created by Sam Walton with the fundamental vision to, “help customers and communities save money and live better”. (Walmart, 2019) Over fifty years later, the business still advocates a cost leadership strategy which has proved a huge factor in its “rapid growth and the popularity of the brand due to the matchless deals it provides”. (Swan, 2019) Walmart currently operates in 28 countries across the world, 11 of which utilise the use of e-commerce websites. (Stambor, 2017) 
1.2 Applied E-Business Systems
“E-business is any kind of business or commercial transaction that includes sharing information across the internet.” (Amor, 2001) Despite some criticisms existing against Walmart, as a company, it has changed the face of retail across the globe. Their investment into e-commerce has proved extremely fruitful, having declared in 2018, an impressive “40 percent of sales came from e-commerce”, and this figure continues to grow. (Bhattacharyya, 2018) Such developments have been possible through aiming “beyond enhancements to physical locations”, and stretches deeper to the, “revamps to its website and app, and its online marketplace”. (Walmart, 2019) Nonetheless, Walmart is not immune to the concerns that accompany such a business strategy. Walmart should consider e-business contemporary issues and the opportunities and threats that this style of business harnesses in order to limit vulnerability and safeguard their competitive advantage.


2.0 Main Findings

2.1 Contemporary Issues in E-Business and How These Change a Business Direction
Where theories trust, “if organisations want to stay competitive, they need to understand the importance of e-business to successful strategy execution”, (Thompson & Strickland, 2010), I would propose this notion holds great validity by suggesting a business’s success depends greatly on their comprehension of e-business.  In a diverse environment, it is key to define oneself as an e-business organisation. “Commerce constitutes the exchange of products and services between businesses, groups and individuals and can be seen as one of the essential activities of any business”. (Chaffey, 2007)


Figure 1: Ecommerce Classifications
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Adapted from (Chaffey, 2007)
With the internet challenging the traditional boundaries of business relationships, it is vital for organisations to appreciate the dynamic relations in which they form. Figure one illustrates the collection of e-commerce classifications. In order to prosper, businesses should pinpoint their benefactors and what form of exchange relationships they will be undergoing. With the complexity of e-business channels, this method will assist in strategy formation. (Markus, 2000)
“The wave of e-commerce has witnessed the introduction of new business models and the rapid growth of players in the domain.” (Ecommerce Training Academy, 2017). (Timmers, 1998) “identifies eleven different types of E-Business models”. Tapscott, 2018 supports this concept by revealing the true intricacy and multidimensional nature of e-business. (Tapscott, 2018) Numerous elements of the internal infrastructure and participants amass to define the entity of the business. However, Pigneur, 2002 reveals a possible implication for e-business managers by acknowledging that “different researchers and writers do not always approach the concept of a business model in the same way”. (Pigneur, 2002) Consequently, perhaps to define a business in this diverse environment is more difficult that initially presumed. 
Recent research indicates, “e-commerce spending has risen to $2.1 trillion in the past few years and will reach $5 trillion by 2020”. (Badmin, 2018) Therefore, to treat e-business as a “panacea for economic growth” seems rather justified. (Santosh, 2014) This visible increase in customer demand holds enormous potential for the growth and expansion of e-businesses. However, equally, it has been suggested that it would be easy to lose an online customer to key competitors or the “next biggest thing”. (Vishnoi, 2019) Where e-commerce transactions can be processed across multiple touch pints, digitalisation and the ease of shopping brings competition closer than ever before. “Overall the web is sloppy, but an online store can’t afford to be”. (Vishnoi, 2019) Thus, a failure to meet any one quota for customer demands would result in a lack of retention and loyalty to such a brand.
Where the very definition of e-business focuses on the “sharing of information across the internet”, (Amor, 2001) understandably, privacy is another worry for many customers. To ensure customer trust, businesses must offer data integrity and network security. Thus, it is essential to ingrain within employees a sense of urgency surrounding security. (Vishnoi, 2019) Justifiably, the salience of cyber security acts as one of the crucial arbiters of the success to e-business. 


2.2 Emerging E-Business System Opportunities and Challenges for home sector
The advancements in online shopping is no secret. E-business “ensures business growth and adaption to stay competitive in today’s rapidly changing environment”. (Porter, 1980) Following an economic bust in 2008, retail sales in the home sector have since demonstrated a steady increase. “Sales volumes and orders are expected to rise throughout the year.” (Rossollio, 2019) It is however believed that, “many of today’s retail supply chains are simply not set up to handle this demand for speed and convenience in a cost-effective way”. (Martich, 2018) The majority of retailers are experiencing difficulties with their lack of distribution centres. However, the beauty of e-business is its optimisation of the supply chain; It holds the possibility of reshaping networks to become closer to customers. 
To unify distribution assets between online and retail would provide cost-efficiency and ensure routes to the customer are both less expensive and time minimised. “For retailers that already have a large footprint, such as Walmart- that footprint alone can likely meet all e-commerce requirements”. (Martich, 2018) Appendix 1 suggests that the main opportunity of e-business is the improved distribution channels in home retail. The “800-pound gorilla”, Amazon has raised the bar of the industry service standard and as an organisation, they represent the prospects of e-business in supply chain value. It demonstrates that an effective supply chain is key to responsiveness and the ability to meet such an expected increase in home retail sales. 

Chaffey, 2007 proposes another opportunity of e-business by means of customer relationship management. He explicates this as, “an approach to sustain long-term business with customers”. (Chaffey, 2007) CRM assist firms in achieving customer intimacy. The ability to utilise customer data to distribute information across an enterprise seems highly gratifying for an organisation.
Figure 2: Relationship Model of CRM
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Adapted from (Chaffey, 2007)
Figure 2 visually displays the essence of relationships within e-business. Whereby traditional retailing acts as more of a monologue from said business, the implementation of e-business has challenged the traditional constraints of business-customer relationships and provides a personalised experience for each individual. The domestic market is certainly highly saturated and cut-throat. In a market where, “the cost of selling to a new customer is six times as high as to existing customer”, it seems salient to engage customers and offer services that will result in brand loyalty. (Research Gate, 2017) As one of Walmart’s main competitors, Costco act as a prime example of a business that aims to acquire new customers, but vitally also enhances the profitability of existing customers. “Costco gets today’s shopper. Provide relevant information in an easy-to-use format to guide purchasing. Sync the online and retail experiences. Respect the smart consumer. It will pay off.” (Badmin, 2018) Online business provides an opportunity like never before, the ability to reach out to a mass of customers and do so in a personalised, unique manner is incredible. Yet, this opportunity of e-business should be carefully considered. The ides of an, “invasion in privacy”, has presented opposition to this aspect of e-commerce. 
Nevertheless, surviving in the e-business competition is no less than war. (Research Gate, 2017) The e-commerce splash has undoubtedly provided a plethora of advantages, however the threats if such a method should not be overlooked. Markus et al introduce enterprise resource planning, (ERP); the concept of a “software package that enables the sharing of business information stored on a common database among targeted business units in the entire organisation.” (Markus, 2000) Though in theory, this notion promotes integration to an organisation, it also highlights a threat to e-business. “Developing such a complex and huge software system in a company usually involves an army of analysts, programmers, and users”. (Markus, 2000) To do so proves extremely expensive to businesses. Where brands are suffering through the failing to keep up in the digital age, I would argue that the high implementation costs are a significant barrier to the online market. Even with a business’s ability to invest, success cannot be guaranteed. The implementation of such a process requires major changes in an organisation and it is, “so complex that many companies cannot adjust to it”. (Mohammad, 2019) “The history surrounding the complex and expensive enterprise software market is packed with tales of vendor, mud-slinging, outrageous hype and epic failures”. (Whaligum, 2017)
 

 

2.3 Evaluation of Existing and Emerging E-Business model opportunities and challenges for Walmart
Having evaluated the opportunities and threats to e-business in the home retail sector, let us now analyse the specific strategies adopted by Walmart. In relation to (Porter, 1980), Walmart uses IT as a “weapon” to influence competitive forces in the market.

2.3.1 Evaluating the Business Model
A “business model is the conceptual and architectural implementation of a business strategy and represents the foundation for the implementation of business processes and information systems”. In differing terms, it is the “missing link between strategy and business processes”. (Timmers, 1998) Appendix 2 visualises Walmart’s current business model canvas. Let us discuss areas of significance within this model. 

Key Activities
The model reveals strengths to Walmart’s key activities. It has been suggested that, “the credit of the growth and financial success of Walmart apart from Sam Walton’s leadership and values goes to successful value chain management.” (Cheng, 2018) Porter defines the value chain as the internal activities in which businesses perform in an effort to “design, produce, market, deliver and support its product”. (Porter, 1980) Operations are enhanced though Walmart’s e-business strategy. Recent years have seen the introduction of Walmart’s e-commerce centres which will look to adopt labour intensive work in complementation to automation.  Each centre will play a small role to the overall network that is being created, which completely envelopes all traditional and ecommerce buildings and the 83 Supercentres that accumulate to create Walmart.  In connotations to ERP, Walmart is actively “increasing communication and collaboration between business units and sites”. (Markus, 2000)

Channels
Walmart has also looked to its overall services by “setting itself apart from online-only retailers through added benefits of physical stores, letting customers buy items online and pick them up at physical locations or get products delivered to their homes.” (Walmart, 2019) They have challenged the conventional boundaries defined by product and service and by the end of 2019, Walmart aims to implement “700 automated in-store pickup machines” whereby customers are able to pick up their goods. (Walmart, 2019) Through this development, Walmart demonstrate clear considerations to their customers by providing this platform in which customers have a “level of control that they wouldn’t otherwise have”.  By finding an equilibrium between both physical and online platforms, Walmart has achieved a method in which to “serve a growing e-commerce market while also maintaining traditional distribution apparatus for their store” (Vishnoi, 2019); something most retails are currently striving to achieve. 

Customer Segmentation
Customer segmentation is another area for discussion. The CRM process focusses on both engaging existing customers and equally looks to introduce further customers to an organisation. As a company renound for its low prices, Walmart currently appeal to a lower income customer. The fundamental core of the business is to help people, “spend less and live better”. (Walmart, 2019) However, with the expected increase in home retail sales, Walmart have ambitions to appeal to a mid-upper income customer. Though this would achieve a wider target audience, I would advise Walmart to tread cautiously. With an existing cost leadership strategy, Walmart should ensure their low costs are not sacrificed. By doing so, this would benefit from effective CRM by equally appealing to the needs of their customers as a whole while remaining true to the fundamental vision of the business. 
Continuing on this area of discussion, Walmart, “has kept track of all visitor feedback, an important element of a winning strategy and has used their comments to further enhance its performance.” (Archer, 2016) This demonstrates clear connotations to a suggestion that, “a business and technology discipline that uses information systems to coordinate all of the business processes surrounding the firm’s interaction with its customers in sales, marketing, and service.” (Laudon & Laudon, 2015) As explored earlier, Walmart act as a prime example whereby their relationships with customer form somewhat of a dialogue. Correspondingly, Walmart utilise their transactional data to provide a more personalised online shopping experience for its customers. “Not only will the personalised content be more relevant but the site will deliver more content that is personalised to individual customers based on their shopping history than previously.” (Cheng, 2018) I would suggest further development into this pillar of personalisation would be key for Walmart’s sustainable development and will act to differentiate the organisation in a highly saturated market.

Value Proposition
“Value innovation is at the heart of e-business”. (Pigneur, 2002) It incorporates the ability to utilise resources to undermine existing competitors. As touched on in the previous discussion, Walmart continues to exploit their new business e-business model in such a way as to tackle elements of the challenges to innovation. Walmart has demonstrated a clear strategic focus by turning to virtual reality to shape the organisation. “The VR technology allows existing Walmart employees to learn new skills more quickly, and with less oversight.” (Bodley, 2017) Their experimental partnership with STRIVR demonstrate strategic thinking and put emphasis on challenging conventional industry offerings to build advantage over close competition, such as Costco and Amazon. “It’s being competitor aware and doing what they need to do- They were doing things that were unique that even Amazon hadn’t rolled out”. (Vishnoi, 2019) In connotations to the value curve, Walmart have raised their technical capabilities well above the industry standard and created something in which has not previously been offered. Perhaps a recommendation for the future would be to integrate elements of this partnership to the purchasing experience. To allow customers to exploit VR would enhance value and act as a huge tool to staying in competition with Amazon; a company with the current title for innovation.   










3.0 Recommendations
· Ensure the introduction to new customer segments does not sacrifice Walmart’s cost leadership strategy- It is vital to retain loyal customers while appealing to new areas of custom. 
· Continue to implement areas of personalisation through online platforms- Enhancing the purchasing experience and offering personalisation to customers could be key to sustainable development. 
· Allow VR to enhance the customer experience- Continuing to work in partnership with STRIVR, the implementation of VR to customers would offer true value and innovation to Waitrose in a highly saturated market. 



4.0 Conclusion
To conclude, this report has exposed the remarkable opportunities that e-business presents. It seems in this digital age, to engage in business via online platforms seems vital for success and a competitive advantage. Yet, it is irrefutable to distinguish the risks and contemporary issues which accompany this method. With the initial considerations focussing on the difficulties of defining an e-business, there are a vast array of threats to e-business in which we have explored. However, Walmart have highlighted remarkable strengths to their business model. The ability to offer an experience so above the industry standard is impressive. However, Walmart should be careful not to harm their reputation for low prices. To lose sight of the company, would be to lose strategic focus.
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Appendix 1
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 Appendix 2
The Business Model Canvas for Walmart
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