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Executive Summary
The Marketing Department plays a vital role in upholding the business and mission of an organization. It serves as the face of your company, coordinating and producing all materials representing the business. It is the Marketing Department's job to stretch out to prospects, customers, investors and/or the community, while creating an overarching image that represents your company in a positive light.
This work seeks to critically evaluate and explain the role and activities of the marketing department within Walmart.
Walmart is an American public corporation that operates a chain of large discount department stores and a chain of warehouse stores. The company was founded by Sam Walton in 1962. It is publically traded on New York Stock Exchange. The company is the largest private employer with approximately 2.1 million employees. It operates in Argentina, Brazil, Canada, China, Costa Rica, El Salvador, Guatemala, Honduras, Japan, Mexico, Nicaragua, Puerto Rico and the United Kingdom and, through a joint venture, in India. Walmart became an international company in 1991 when it opened its first Sam’s Club near Mexico City.
Specific issues include, identifying role of the department in the organizational structure, identifying key target markets, appropriate media channels, and mmeasuring success chalked by Walmart.
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1.0  Introduction

Every business that exists is facing an unyielding competition around the world, hence it becomes very tough to rope in customers. However, a business cannot be operated to reach its maximum point without it being Marketed. Marketing has a huge impact on any type of business whether it is a physical store or an online store.  The marketing process is central to the business performance of companies, both large and small, because it addresses the most important aspects of the market (Kotler and keller,2006).

1.1 Concept of Marketing
Marketing can be described as any activity that is carried on with the specific purpose of conveying information about the use, quality and value of a product or service in order to promote or sell the product or service. 
The Marketing Department plays a vital role in promoting the business and mission of an organization. It serves as the face of your company, coordinating and producing all materials representing the business. It is the Marketing Department's job to reach out to prospects, customers, investors and/or the community, while creating an overarching image that represents your company in a positive light.

1.2  Role of a Marketing Department
The Marketing Department plays a vital role in promoting the business and mission of an organization. It serves as the face of your company, coordinating and producing all materials representing the business. It is the Marketing Department's job to reach out to prospects, customers, investors and the community, while creating an overarching image that represents your company in a positive light.
The Marketing Department may play the following role outlined below:

•	Defining and managing your brand. This involves defining who you are, what you
 stand for, what you say about yourself, what you do and how your company acts. This, in turn, defines the experience you want your customers and partners to have when they interact with you.
•	Conducting campaign management for marketing initiatives. Marketing proactively identifies the products and services to focus on over the course of your sales cycle, and then produces materials and communications that get the word out.
•	Producing marketing and promotional materials. Your marketing department should create the materials that describe and promote your core products and/or services. They should be kept up-to-date as those products and services evolve.
•	Serving as media liaison. When your company is cited in the media, a member of the marketing department often acts as spokesperson for your company, or guides executives in how to respond to media queries.
•	Conducting customer and market research. Research helps you define target markets and opportunities and helps you understand how your products and services are perceived.
•	Overseeing outside vendors and agencies. Marketing is typically responsible for selecting and managing the agencies and vendors who produce marketing materials and provide marketing support. 


1.3  Importance of a Marketing Department
The Marketing Department is the key to good marketing and sales. It promotes and establishes a business in its niche, based on the products or services the business is offering. It identifies the areas in which the product fits and where the business should focus its marketing strategy and, therefore, spend its budget for the maximum coverage and results. The marketing department helps a business to do the following:
•	Build relationship with the audience: Creates awareness of the business and its products as
 well as provide inputs that create interest for the audience. It brings in new customers and
 creates new business opportunities for the enterprise.
•	Involve the customer: It engages existing customers, tries to understand them and hear what
 they have to say. It monitors the competition, creates new ideas, identifies outlets, plans
 the strategy to involve customers and retain them.
•	Generate income: Finally, the aim of the marketing department is to generate revenue. All
 its activities are aimed at broadening the customer base and finding opportunities that
 would create more revenue for the enterprise.

2.0 Walmart as an Organization
Walmart is an American public corporation that operates a chain of large discount department stores and a chain of warehouse stores. The company was founded by Sam Walton in 1962. It is publically traded on New York Stock Exchange.  The company is the largest private employer with approximately 2.1 million employees. It operates in Argentina, Brazil, Canada, China, Costa Rica, El Salvador, Guatemala, Honduras, Japan, Mexico, Nicaragua, Puerto Rico and the United Kingdom and, through a joint venture, in India. Walmart became an international company in 1991 when it opened its first Sam’s Club near Mexico City (Corporate - US, 2019).
Wal-Mart has its own market orientation and a marketing mix that it has adopted.
Market orientation is an approach that a business has to run its operations and achieve its organizational objectives. Wal-Mart uses detailed market research and customer segmentation to better deliver against the customer needs. Wal-Mart’s ability to recognize changes in the retailing industry has given it a huge advantage over its competitors. This has only been possible because of the intensive market research it undertakes before making any strategic decision. Before making any promotional strategy they measure the return on investment.  They evaluate everything such as how many customers will see the advertisement, how many will react to it, how many will actually buy the product. They have huge customer data and sales data.  They even share the sales data with their suppliers in order to keep the most popular items stocked and to persuade its suppliers to supply goods which are most popular among the consumers.  So it changes itself according to the customer needs and sell products which customers want and not what it has to sell. It also promotes relationship marketing and uses one to one relationship marketing tactics. For e.g. a person greeted every customer who came in and said goodbye to each person who left. 
The rationale behind this act is to build customer retention through communication and customer satisfaction.  Social belonginess need and customer behavior relationship goes a long way to make a customer happy.

A study conducted by the International Review of Marketing and Management (2017) about the effective Relationship Marketing on service quality provided and loyalty customers.  The research method was based on practical purpose where relationship between variables and the impact of casual descriptive approach has been investigated.
Results of the study revealed that communication, of relationships marketing has effects on loyalty customers also communications of relationship marketing impacts service quality provided (Maymand, M.M., Kazemi, A. and Fatehi, N.S., 2017)

3.0 Organizational Structure of Walmart
Walmart has a hierarchical functional organizational structure. This structure has two features: hierarchy and function-based definition. The hierarchy feature pertains to the vertical lines of command and authority throughout the organizational structure. For example, except for the CEO, every employee has a direct superior. Directives and mandates coming from the top levels of the company’s management are implemented through middle managers down to the rank-and-file employees in Walmart stores. On the other hand, the function-based definition feature of the company’s corporate structure involves groups of employees fulfilling certain functions. For example, Walmart has a department for the function of human resource management. The company also has a department for the function of information technology, and another department for the function of marketing. These are just some of the numerous function-based departments in Walmart’s organizational structure.
The main effect of Walmart’s hierarchical functional organizational structure is the ability of corporate managers to easily influence the entire organization. For example, new policies and strategies developed at the company’s corporate headquarters are directly passed on to regional managers down to the store managers. In this way, effective monitoring and control are achieved through Walmart’s hierarchical functional organizational structure. However, a downside of this corporate structure is that it has minimal support for organizational flexibility. The lower levels of the organizational structure cannot easily adjust business practices because of the lengthy communications and approval process involving the middle managers and corporate managers at Walmart’s headquarters. Walmart’s organizational culture has four main components. These components guide employees’ behaviors, which determine organizational capacities to add value in the provision of retail service and related services to consumers. The cultural components are also identified as Walmart’s beliefs:
1.	Service to customers
2.	Respect for the individual
3.	Strive for excellence
4.	Action with integrity
In terms of service to customers, the company prioritizes customers in its operations. Walmart also recognizes the contributions of each employee to the success of the business. In addition, the firm strives for excellence in the performance of individual workers, teams, and the entire organization. In terms of maintaining integrity, Walmart promotes the virtues of honesty, fairness, and impartiality in decision-making processes.

4.0 Target Market
Segmentation, targeting and positioning are the core focus of Walmart strategic marketing. Segmentation refers to dividing population into groups according to certain characteristics, whereas targeting is associated with selecting specific groups identified as a result of segmentation to sell products. Positioning refers to the selection of the marketing mix the most suitable for the target customer segment.
Walmart uses mono-segment type of positioning and accordingly, Walmart marketing management appeals to single customer segment who place greater value on the price attribute of products compared to other attributes (Dudovskiy, 2019)
[bookmark: _Toc446914373]The following table shows Walmart segmentation, targeting and positioning:
	Type of segmentation
	Segmentation criteria
	Walmart target segment

	Geographic
	Region
	Domestic and International

	
	Density
	Urban and rural areas

	Demographic
	Age
	Individuals of all age categories

	
	Gender
	Males and Females

	
	Life –cycle stage
	Bachelor Stage young, single people not living at home
Newly Married Couples young, no children
Full Nest I youngest child under six
Full Nest II youngest child six or over
Full Nest III older married couples with dependent children
Empty Nest I older married couples, no children living with them
Empty Nest II older married couples, retired, no children living at home
Solitary Survivor I in labor force
Solitary Survivor II retired

	
	Income
	Individuals and households with low incomes and middle class

	
	Occupation
	Students, manual workers, floor level employees and middle level managers in public and private sectors

	Behavioral
	Degree of loyalty
	‘Hard core loyals’, i.e. individuals who always purchase the product / brand in question.
‘Switchers’, i.e. individuals who do not specifically seek out a particular brand, but rather purchase the brand available to them at time of need, or that which was on sale

	
	Benefits sought
	Cost advantage

	
	Personality
	Reserved and cost-conscious individuals

	
	User status
	non-users, potential users, first-time users, regular users, or ex-users of a product

	Psychographic
	Social class
	Lower class, working and middle class

	
	Lifestyle
	Resigned, struggler and mainstreamer individuals according to Cross Cultural Consumer Characterization by Young & Rubican



 It is important to specify that although Walmart attempts to target customers of all ages through its marketing communication messages, particular attention is paid to young consumers, dubbed as generation X due to the strategic importance of achieving the loyalty of young consumers for long-term perspectives. 

A study conducted by FQL for City of Sidney Nebraska in January 2017 about Target Market and the impacts it has on equity.
The income of every household indicates their spending power and has positive correlation with retail expenditure.
In the study, demographic statistics were also considered to be very useful as comparing with other areas will help retailers to tactically target the right customers Anon (Cityofsidney.org, 2019)
 


5.0 Appropriate Media Channel
In order to succeed in its aim of creating market awareness for the business and its products, the marketing department requires some tools to facilitate its work. It needs to discover what the consumers want or require and provide them with it. This requires that the marketing department has a proper direction and strategy at its disposal to study the market, create the right product, and promote the product and the brand, towards the final aim of developing the business and enhancing the value of the business.
Walmart’s marketing mix revolves around the nature of the firm’s retail business. The company’s cost leadership generic strategy also defines the marketing mix. The overall behavior of Walmart in the global retail market is linked to its marketing mix strategies. With its continued leadership as the biggest retailer in the world, Walmart expects to use the same marketing mix as it expands globally. The strategies included in the company’s current marketing mix have already shown considerable success.  However, Walmart can improve its current marketing mix, especially in the place and distribution component.
More intriguingly, what makes Walmart continue to thrive in the digital age is that they have gone digital by investing in online marketing and e-commerce.

[bookmark: _GoBack]6.0 Measurement of Success
The points below examine critical aspects of Walmart’s business model and the factors that motivate consumers to be loyal. This helps to explain how Walmart has established and maintained a strong competitive advantage in multiple industry categories.
Walmart is the largest grocer by sales in the U.S. According to Packaged Facts, 59% of grocery shoppers have purchased groceries from Walmart in the last 3 months. To counteract rising competition from Amazon and other online retailers, Walmart has expanded its Omni-channel experience with online ordering and in-store pickup. Packaged Facts estimates that Walmart’s “click-and-collect” grocery sales will grow a whopping 154% on average each year from 2017 through to 2021 (Schmidt, 2019). 
Consumers that shop for online groceries at Walmart are drawn to low prices, one-stop convenience, brand selection, and curbside service. However, competitors may be able to exploit Walmart’s weaknesses in the future as online grocery shopping becomes more commonplace.

Walmart is not only a leader when it comes to grocery sales, it also offers the broadest array of consumer financial services compared to other major retailers.  Financial services and related products generate about $1.6 billion in revenue, according to estimates by Packaged Facts. This number does not even include revenue made by Walmart’s partners, such as Green Dot, MoneyGram, Synchrony Financial, and Jackson Hewitt. However, the biggest payoff for Walmart may be the role of financial services in boosting store traffic. When shoppers visit in-store bank branches, for example, they are likely to pick up a variety of other groceries and merchandise at the same time.
Another area where Walmart shines is in selling pet products. More pet owners purchase from Walmart than any other retailer, according to Packaged Facts. Of the 67 million pet-owning households in the U.S, 43 million shop at Walmart. When considering the sheer size of its customer base, Walmart has a significant lead over competitors such as Target, Kroger, and Costco, which only have a combined customer base of 35 million pet-owning U.S. households.
Walmart is widely regarded as an industry leader in supply chain management. Aside from leveraging the most up-to-date technological advances such as the barcode and RFID, Walmart has pioneered a number of approaches that help it remain competitive in the price war against its competitors. Walmart pioneered cross-docking in its supply chain strategy. Cross-docking refers to the practice of moving products from a supplier or manufacturer directly to the customer or the retail chain, with very little handling or storage. Walmart has strategically laid out its distribution centers within 130 miles of the stores that they supply. Regional distribution centers are usually located in areas that have the lowest labour and transportation costs. Due to the positioning of the distribution centers, Walmart has been able to carry out cross-docking at their warehouses. The products that have arrived from manufacturers are directly loaded onto a truck headed for a Walmart store without being offloaded and stored in the warehouse. This practice greatly reduces transportation costs, storage costs, and labour costs.


Walmart employees are taught to follow the "ten-foot rule" which dictates that any member of staff within ten feet of a customer must offer them assistance. Walmart realized that employees played a very important role in the success of a retail business and gave considerable importance to them. For example, Walmart employees are referred to as "associates." The "associates" are encouraged to manage their own areas. Every sales associate is informed on how much their department sells, what its inventory and expenses are, and how much profit it makes.

7.0 Conclusion
The marketing department of any enterprise is responsible for promoting the products, ideas and mission of the enterprise, finding new customers, and reminding existing customers that you are in business. It organizes all the activities that are concerned with marketing and promotion. It may consist of a single person or a group of people working in a hierarchal system who are responsible for bringing the product of the business to the attention of its targeted customers. Since this department is the key to your revenue and business activity, it requires people who have the skills for dealing with people and understanding what they require. 
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