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[bookmark: _Toc155592874]Introduction 
Walmart has been one of the leading and effective retail corporations in the USA. The brand was established by Sam Walton in the year 1962 and this American multinational retailer has grown from a discounted store in Arkansas to a retail powerhouse which has been employing 1000 stores globally. Walmart is known for its obligation to propose an “Everyday low prices strategy” and this has become synonymous with affordability and accessibility to operate a diverse range of products from groceries to electronics. The success of the firm lies in its innovative retail strategy, adaptability to changing consumer preferences and supply chain efficiency. The brand has been inferring technology by employing innovative measures like online shopping experiences, logistics optimisation and data analysis to work with customer expectations and operational efficiency (Walmart, 2018). 
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Figure 1: Walmart 
(Source - (Walmart, 2018)
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[bookmark: _Toc155592876]1.1 Concept and importance of marketing 
Marketing has been functioning as a multifaceted notion which is involved with the creation, communication, delivery and exchange of offerings that value customers, clientele and societal loss(Bank Muñoz, 2017). This is a critical function for the organisations that are operating as a bridge between the products and the target audience. Effective marketing strategies are not only practical to promote sales but also, are eligible to put together brand awareness and this has specified a deeper connection with the customers to shape an all-around business strategy. 
At Walmart, marketing has been playing a critical role in conserving its market leadership approach and facilitating customer loyalty. 
[bookmark: _Toc155592877]1.2. Marketing Aspects at Walmart 
[bookmark: _Toc155592878]1.2.1 Current Marketing Strategies 


Figure 2: Marketing criteria of Walmart 
(Source: self-created) 
1. Brand recognition
Marketing efforts have contributed towards the strong brand recognition of Walmart. The company has acquired advertisement activities and promotions that ensure the company is at the top of the minds of consumers. In the year 2021, the advertisement expenses of the brand have been documented at $3.8 billion (Insider Intelligence, 2021). With that, as per Forbes, by the year 2021, the brand value of Walmart was calculated to be more than $77 billion (Contreras, 2022). 
2. Consumer engagement 
Marketing strategies at Walmart lead towards engaging customers across distinct channels. Walmart has utilised digital marketing, social media marketing and in-store promotions to unite with the audience (Sam Author , 2023). There are millions of followers available on Facebook, Twitter and Instagram, which leverage the social media portals of the brand. 
3. Competitive positioning 
In the competitive retail landscape, marketing has been beneficial at Walmart to discern itself in the global market. With the identification of various factors like low prices, wide product assortment, or convenience, the brand has arranged itself to be cost-effective. Walmart is compatible to maintain a substantial share of the retail market and as of 2021, the share of the company in the US grocery market has been 22% which showcases a competitive standing (Ozbun, 2021). 
4. Product and service promotion 
Marketing efforts have been critical to introducing the new product ranges and conveying the particular offers and discounts available to the brand. This has made assistance towards raising sales and conserving customer interest effectively. The major sales like the Black Friday sale or the Cyber Monday sale of the brand are marketed favourably(Walmart, 2024). 
[bookmark: _Toc155592879]1.2.2 Investment in marketing by Walmart 
Walmart has been consistently assisting considerable resources towards marketing approaches. 
1. In-store promotions 
The in-store marketing efforts of Walmart are useful to have an immersing shopping environment. Eye-catching displays and signage have placed communication of general events for influencing purchasing decisions(Kim, 2019). 
2. Digital marketing 
Walmart has administered significant resources that have optimised its official website. This is contained with user interface improvement, mobile optimisation and responsive designs. The company has financed heavily on online advertisement which has improved its digital presence (Jindal et al., 2021). Marketing efforts are included with targeted online ads and search engine optimisation for reaching out to the broader online audience. 
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Figure 3: Marketing investment made by Walmart 
(Source: Wildwood, 2024)
As per the (Wildwood, 2024), in the financial year of 2022, Walmart spent over $3.9 billion on its advertisement campaigns which was an increase of 21.8% as compared to $3.2 billion in the year 2021. These advertisement investments have been related to digital platforms, television and print advertisement. 
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[bookmark: _Toc155592881]1.3.1 Macro marketing environment - PESTEL analysis 
· Political 
The global presence of Walmart has revealed the diverse political landscape. For example, the changes in trade policy have consequences on international operations. In the year 2021, the international net sales of the firm were roughly standing at $120 billion which stated about the political dynamics (Daniel Shvartsman , 2023). 
· Economic 
Economic factors like GDP and consumer spending impact the pricing strategies of Walmart. In the year 2021, the total revenue of the firm exceeded $560 billion and this showcased its economic resilience and adaptability (Daniel Shvartsman , 2023). 
· Social 
Walmart has been catering to an expansive demographic. Hence, the changes in demographics of lifestyle, influence the product assortment and accordingly, the marketing approaches also(Dralle, 2017). 
· Technological 
Walmart has made profound acquisitions in technology. The social media channels are readied as well as its e-commerce sales strategies and in the year 2021, there has been a boost seen by 69% which underscored the influence of technological advances after COVID-19 (Shewale, 2023). 
· Environmental 
Sustainability initiatives are aligned with reversing consumer expectations. Walmart strives to be a zero-emission firm by the year 2040 and this has concentrated commitment towards environmental responsibility (Mosby, 2023). 
· Legal 
Compliance with varied legal frameworks is needed and the legal compliance expenses of Walmart have been more than $640 in the year 2021 (Shewale, 2023). 
[bookmark: _Toc155592882]1.3.2 Micro marketing environment - SWOT analysis
· Strength
The strengths of the firm such as its strong global presence, efficient supply chain, and diverse product offerings are shaping towards generous marketing approaches. In the year 2021, the firm was with multinational sales at an accumulation of 20% of its total revenue (Ozbun, 2021). 
· Weaknesses
There are challenges available like public perception and criticism of the labour practises that instruct strategic responses. The company is determined towards investing in labour training and development to work on weaknesses(Dralle, 2017). 
· Opportunities 
E-commerce growth has illustrated the various opportunities and the strategic acquisition of Walmart like Flipkart has contributed to capitalise on the sales and marketing aspects. The sales of e-commerce have been more than $15 billion in the year 2021 (Ozbun, 2021). 
· Threats 
The threats are contained like intense competition and evolving retail landscape. The constant investment in Walmart is essential to give a comprehensive response to the emerging threats. 
[bookmark: _Toc155592883]1.3.3 Analysis of micro and environment of Walmart on the marketing strategies 
As per the analysis made on the macro environment of Walmart, it is pertinent that due to economic downturns, consumers have changed direction towards affordable options and that is why, Walmart has been emphasising its “Everyday Low Prices” marketing strategy (McGee, 2018). The rise in technological events is also apparent due to the interest seen by consumers towards e-commerce and digital platforms. Walmart has also been concentrating on enhancing the customer experience in its in-store and online platforms and that is why, it has been implementing “Walmart+:” subscription services that provide benefits like free delivery, and access to “scan and go” features. 
Whereas, as per the analysis made on the microenvironment of Walmart, due to the transformation in the consumer's preferences towards the e-commerce capabilities, there has been an investment made between Flipkart that can benefit Walmart in the running of marketing and discount campaigns on the portal. Walmart has also obtained its strategic negotiation and collaboration with suppliers by influencing cost-effective terms which allow the brand to conserve its “Everyday low prices” strategy(Dralle, 2017). 
Overall, Walmart has also taken on product assortment as per the evolving society's preferences. The firm has extended towards organic and freshly produced offerings and has major advertisement campaigns run on social media portals that have highlighted the messages of healthier lifestyle options. 
[bookmark: _Toc155592884]1.4 Change management strategies 
Being a global retail giant, Walmart has implemented distinct change management approaches over the years. One of the most transformation shifts is seen towards a powerful e-commerce presence and digital integration. 
[bookmark: _Toc155592885]1.4.1 Kotter’s 8-Step Change Model - Walmart’s E-commerce Transformation 
· Step 1 - Establish a sense of urgency 
Walmart has recognised as shifting consumer landscape towards online shopping experiences and this has realised the urgent need to embrace the changing marketing dynamics (Jin et al., 2018). As there is a rise in e-commerce and digital trends, there is a sense of urgency created for Walmart to be competitive. The e-commerce sales of Walmart have improved by 69% as noted in the year 2022 which showcased a response towards the urgent need for a powerful online presence (Mosby, 2023). 
· Step 2 - Creating a guiding coalition 
Walmart has altered a strategic team of leaders that can stretch out its e-commerce initiatives. There is a guiding coalition available in the initiatives taken by Walmart to navigate necessary changes, and this is contained with Flipkart. In the year 2018, Walmart attained Flipkart for roughly $16 billion and that demonstrated commitment towards coalition capabilities to drive substantial transformation (Fortunly, 2022). 
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Figure 4- Product profile of Walmart and Flipkart 
(Source - (Dralle, 2017)

· Step 3 - Forming a strategic vision and initiatives 
Walmart has formulated a clear vision towards a robust E-commerce presence and there are initiatives included like supply chain optimisation, substantial investment in technology and digital capabilities and integration. This has resulted in enhanced customer experience overall. In the year 2021, Walmart acquired over $10 million in technology-related initiatives (Contreras, 2022). This has reflected a strategic vision that contains a comprehensive digital transformation. 
· Step 4 - Enlist a volunteer army. 
Walmart has been committing its employees at various levels to participate actively in the e-commerce strategies. This has developed a sense of ownership and involvement in its employee base and this was required to ensure digital integration initiatives to be successful(McGee, 2018). There is a commitment made by Walmart towards employee training programmes and development initiatives and they are exemplified emphasising the committed workforce. 
· Step 5 - Enabling action by removing barriers 
Walmart has specified and addressed the barriers which inhibit its digital integration. They have an acquisition made in the technologies that stimulate seamless online experiences and this is done by withdrawing obstacles that take place in the successful integration of e-commerce strategies(Charley , 2019). There is a steady investment made by Walmart towards digital capabilities that underline its responsibility towards overcoming barriers. 
· Step 6- Generating short-term wins. 
Walmart has attained immediate success in its e-commerce domain and the strategic acquisition of successful online platforms and rapid growth in e-commerce sales have delivered tangible evidence of progress. The e-commerce sales of Walmart have been increased by 69% in the financial year of 2021 which articulated a short-term win and validation to continue financing on the e-commerce strategy and enhancing marketing approaches on the digital modes (Market trends - Capital One Walmart, 2023). 
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Figure 5 – Revenue of Walmart from 2012 to 2021
(Source - (Market trends - Capital One Walmart, 2023)
· Step 7 - Sustain acceleration 
Walmart has made shifts in its organisational culture by having endless investments in technology adoption strategies that can sustain e-commerce growth (Similarweb, 2021). Sustainability has been critical to maintain momentum and prevent any regression. There are ongoing investments in technology and e-commerce capabilities that indicate the commitment of the firm to words sustaining acceleration. 
· Step 8 - Institute change 
Walmart has strengthened changes in its processes, systems and behaviours and this has assured the organisation to be completely adapted as per the e-commerce transformation. The commitment to be a zero-emission company by the year 2040 showcases a broader commitment towards favourable change beyond e-commerce (Similarweb, 2021). 
As per the analysis made above, it is apparent that because of the e-commerce strategies, Walmart has changed the direction of its marketing focus on digital channels by leveraging online advertisement, social media, and email campaigns to engage with a comprehensive audience (McGee, 2018). E-commerce facilities have permitted Walmart to collect and analyse customer data for delivering personalised marketing efforts. Accordingly, there are tailored promotions, product recommendations and personalisation represented by the brand to deliver an individualised and effective marketing approach. The e-commerce integration with brick-and-mortar stores has delivered a seamless shopping experience and due to this, Walmart has been functioning with the omnichannel approach by promoting services like curbside pickup and in-store experience along with online shopping. The e-commerce capabilities of Walmart have delivered a broader range of products that are beyond the physical store offerings and this is because of stimulating targeted promotions as per user behaviour and preferences. 
[bookmark: _Toc155592886]1.5 Target Market Analysis of Walmart 
[bookmark: _Toc155592887]1.5.1 Primary audience 
· Demographic 
Walmart has been catering for a diverse demographic including families, young individuals and various income levels. 
· Age groups- All (families with children, young adults, middle, aged individuals and senior citizens) 
· Income group- Low to middle-income households. 
These demographic decisions are targeting a wider audience to is committed to delivering value and accessibility. The firm decided to target a broad audience, containing young individuals to old individuals due to being committed to delivering affordable price products and a “one-stop retail shop” for diverse consumer needs. 
[bookmark: _Toc155592888]1.5.2 Segmentation, targeting and positioning framework (STP) 
· Market segmentation 
Walmart has a global presence in 25 countries (Bleu, 2024). This mandates the brand to tailor its marketing sources to the preferences and cultural requirements of locals. The retailer has been dealing with the needs of family-oriented people and different income groups by proposing a mix of products and services. Walmart has accommodated products with various preferences in its in-store and online expertise. 
· Targeting 
Walmart has adopted a mass market approach which targets a broader market space. This decision is taken as per the philosophy of the firm to influence economies of scale. As the brand has been serving a large customer base, the retailers are pertained to offering lowered prices and maintaining a reputation towards accessibility and affordability (Li et al., 2014). 
· Differentiation and positioning 
Walmart has been differentiating its marketing approaches by showcasing marketing approaches that provide lower prices and seasonal offerings. The brand has been placed as an extensive retail solution which strives to be the “go-to destination” for the daily needs of a diverse audience. This is due to the diverse product assortment available at reasonable prices and marketing them correctly on the online and offline portals. Various marketing strategies have the relevance to distinct to the market. The lowered price strategies of Walmart have made it a pocket-friendly choice which values various shopping experiences. 
[bookmark: _Toc155592889]1.5.3 Marketing mix 
· Product 
Walmart has been providing a vast range of products from grocery items to household items to electronics and apparel to satisfy the different needs of the audience. 
· Price 
There are cost-effective pricing strategies adopted by Walmart to ensure targeting low to middle-income groups. By providing low prices, Walmart has been attracting budget-conscious consumers (Fulgoni, 2018). 
· Place 
The extensive network of Walmart stores and growing online presence have delivered accessibility and convenience at Walmart. 
· Promotion 
Walmart has operated different promotional channels that include in-store offerings and displays, digital campaigns and traditional advertisement portals that reach out to diverse audiences. 
[bookmark: _Toc155592890]1.5.4 Marketing materials used by Walmart to target audience 
· Television advertisement campaign 
TV commercials have portrayed a decisive message of how family needs can be acquired at affordable prices at Walmart and this emphasises on wide product range for diverse demographics. 
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Figure 6 - Television advertisement campaign 
(Source - Haigh et al., 2018)
· Online and social media presence 
There is engagement with social media campaigns which promote exclusive deals, reaching out to younger individuals and tech-savvy consumers through platforms like Instagram and Facebook (Haigh et al., 2018). 
· Store signage and displays 
There are eye-catching displays and signage available at the stores that emphasize low-price offers, deals of the day, discounts or other offers available at Walmart to create a visual appeal for budget-conscious shoppers. 
· Mobile applications and digital platforms 
The mobile application of Walmart has been featuring personalised promotions, seamless navigation and discounts to work with tech-oriented consumers who are selecting digital shopping experiences. 
[bookmark: _Toc155592891]1.6 Selection of media 
[bookmark: _Toc155592892]1.6.1 Advertisement on various media portals 
· Social media platforms 
There are various channels available like Instagram, Twitter, Facebook and Pinterest showcasing Walmart advertisements and organic content. These social media portals are entirely effective in reaching out to diverse age groups. Walmart has been immersing with the audience through targeted advertisement campaigns, promotions and community-building initiatives on digital portals. The real-time interactions enabled on social media through replying to comments, replying to direct messages or story engagement features to assist in having better customer engagement and enhancing sales opportunities. 
· Email marketing 
There are targeted email campaigns that emphasize the discounts, sales and various seasonal offerings available at Walmart. There are newsletter campaigns and promotional offers available in this strategy. They are adequate for personalised communication. Walmart ensures the use of emails for stating its exclusive deals, updates and product recommendations that provide a direct channel to engage with its audience.
· Search engine optimisation 
It consists of optimising website content for search engines like Google. This has been critical for the online visibility of Walmart. The website of the firm has optimised relevant keywords like “Consumer goods, Electronics, Clothing, Consumer goods and Walmart deals” which have assured high visibility in its search results. This has helped in enticing online shoppers actively looking out for products. 
· In-store signage and displays 
This technique consists of eye-catching displays and aisle signage. Direct communication can be facilitated through this within the physical stores and digital signage. Walmart has emphasized low prices, product features and promotions which have influenced the purchasing decisions in the shopping journey of the customers.
· Television advertisement. 
National and local TV networks are considered under the strategy. There are TV advertisements available with Walmat that are majorly working during the seasonal promotions. The TV advertisements have been beneficial for Walmart to build its brand and reinforce its value proposition. 
· Mobile applications 
The mobile applications on iOS devices or Android have catering under this. Walmart has stimulated personalised promotions and easy navigation strategies on its mobile applications. This has improved its customer experience and loyalty and caters to the tech-savvy consumer base. 
· Influencer marketing
It consists of collaboration with influencers on social media portals. Walmart has been functioning with different influencers that have a good number of followers. These influencers have highlighted posts, reviews and stories with factual reviews and recommendations about the products and services provided by Walmart and it has impacted the decision-making approach of the audience. 
[bookmark: _Toc155592893]1.6.2 Appropriateness and effectiveness 
· Appropriateness 
There are selected channels that align with the diverse targeted audience of Walmart. The mix of traditional and digital platforms has confirmed an extensive marketing approach at Walmart. 
· Effectiveness 
The effectiveness of every channel has been obvious in providing continued market leadership at Walmart. Social media portals and digital platforms have delivered real-time engagement whereas, traditional methods like television, and advertisements have contributed towards brand building and brand visibility criteria 
Overall, Walmart has been working with a mix of channels which allow it to reach out to customers as per their preferred media and this has contributed towards effectiveness. The mixture of online and offline communication methods has developed a broad demographic for mass market positioning. 
[bookmark: _Toc155592894]1.7 Measuring success 
· Key performance indicator 
As per the analysis of the sales growth, advertisement expense and conversion rate, Walmart has been with relevant sales performance, which has contributed towards improved success on its online and offline marketing campaigns. Walmart has been boosting 20 to 30% increase in its year-over-year sales and revenue every year (Bleu, 2024). 
· Customer engagement 
There is better customer engagement available on social media portals. Due to advertisements with organic posts and influencer marketing strategies, there is a 20% growth seen in the social media interactions between Walmart and its audience (Dube, 2022). Walmart’s Facebook page has with monthly average of 2 million engagements, which consists of shares, likes and comments (Haigh et al., 2018). 
· Brand recognition 
80% of the brand awareness is available nationwide as in the recent survey, 9 out of 10, respondents expressed Walmart works towards being a leading retail brand (Caraway, 2015). 
· Campaign specific metrics 
The paid and organic advertisement campaigns run on social media platforms and SEO strategies have been applicable to deliver better conversion rates. The brand has achieved a 2.5% average CTR on its digital advertisement campaigns from every 100 impressions on the SEO strategy (Bleu, 2024). 
From the above metric, there are certainly useful marketing strategies conducted at Walmart which are working towards success. Due to multichannel marketing approaches in physical stores and online platforms, Walmart has delivered flexibility to its consumers to shop and cater the diverse preferences (Hunt et al., 2018). This has maximised its reach. Walmart works as per customer insights and accordingly, provides personalised product recommendations on email marketing portals which assure better sales conversion. Walmart has been valuable in developing a positive brand message through fostering customer loyalty and goodwill, this is highlighted in its brand value and brand recognition itself. 
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[bookmark: _Toc155592896]2.1 conclusion 
To conclude, the current marketing strategies of Walmart encompass customer engagement, brand recognition, and product and service promotion. There is a significant investment made in the in-store promotions, digital marketing and advertisement budgets. As per the micro and macro analysis, there are different opportunities available for the brand to grab its digital space through the enhancement seen in the robust e-commerce applicability. The change management strategies with Kotter’s 8-step change model have brought out transformation made by the firm towards a robust e-commerce presence. The company is determined towards sustainable measures and zero emission entities which indicate change initiatives beyond e-commerce. It has been understood that the brand has been targeting diverse demographics and Walmart’s mass marketing approach offers a wide range of products at a cost-efficient pricing. The STP framework has expressed the global presence of the brand which caters towards various preferences and cultural requirements. The marketing mix framework has encompassed product variety, cost-effectiveness pricing and various promotional channels that contribute towards Walmart’s success. The media selection has involved a mix of traditional and digital channels that ensure effectiveness by aligning with the diverse preferences of the target audience. To summarise, the multifaceted marketing approach of Walmart consists of adaptability to environmental changes and successful change management positions which puts together the brand as a leading force in the global retail landscape. 
[bookmark: _Toc155592897]Task 3 
[bookmark: _Toc155592898]3.1 Recommendations 
Walmart has undertaken online and offline modes of marketing accurately by adopting a multifaceted marketing approach. Walmart has leveraged all its marketing approaches. Below listed are a few of the aspects Walmart should work on. 
Environmental responsibility 
Walmart should be determined towards zero-emission goal and highlight the same in its marketing campaigns. Walmart should launch a marketing campaign under the “Green Shopping, Green Living” initiative. This campaign can facilitate eco-friendly practices on social media portals and in-store displays and increase awareness among the customers to decrease their carbon footprint and guarantee buying from sustainable product lines. An estimated budget of $5 million should be allotted towards creating engaging video content that can state about eco-friendly packages 
Strategy Collaboration 
The strategic acquisition between Walmart and Flipkart has showcased commitment towards capitalising on e-commerce growth. Further exploration of collaborative tools within the digital space can enable Walmart to keep up competitive. Walmart can work together with innovative tech companies to enhance its online shopping experience by providing customers with virtual try-on features for home goods. 
Personalised marketing 
With access to customer data from e-commerce integration, Walmart needs to go on tailoring its personalised marketing efforts. Walmart can undertake a personalised email campaign chain under “Your Walmart, your way” where customers can get product recommendations as per their past purchase history and preferences. This can consist of inclusive deals and offers available with the brand. An estimated budget of $3 million would be appropriate to invest in data analytics tools and useful content for such email marketing tactics. 
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