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[bookmark: _Toc15216]Executive Summary
China is one of the most densely populated countries in the world. Big companies such as Walmart, Starbucks, Coca-Cola and have invested in this country to enable them reach a large a broad spectrum of consumers. This report focuses on marketing strategies that Walmart will employ in order to survive in the Chinese market. The aim of the study is to understand the effectiveness of marketing strategies and approaches necessary in influencing successful entry and survival in a foreign market; the Chinese market. The project is divided into the following sections: introduction; aims of the project; objectives of the project; research methodology; findings and critical analysis; recommendations; and conclusion. 
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DEVELOPMENT OF MARKETING STRATEGIES FOR WALMART IN FOREIGN MARKETS-A STUDY OF WALMART COMPANY IN CHINA

[bookmark: _Toc18144]1.0 Introduction

The success of any organisation is based on its operational plan which is characterised by several elements. Walmart is an American retail firm that has a presence in most parts of the world. Of importance, the analysis will focus on the elements that have enabled the institution to maintain a pole position in the Chinese market which is aligned with the operational plan in the entity. The variables include quality of goods being sold by the company which has endeared the firm to its customer base since its formation. Notably, the company is known for its high-quality products in comparison to that of rivals (Elder and Dauvergne, 2015). In the retail business, brands are pegged on the quality of products being sold which means that an entity should subject all procurement to a strict vetting exercise to ensure only standard products are acquired. Moreover, the speed of delivery element is another issue that has characterised the success associated with Walmart which can be rationalised through the place element. In this regard, customers are satisfied with the speed of delivery element which increases convenience for the client either through physical or online purchases. In relation, the availability element is another factor that has been exploited by Walmart since it ensures that customers can access the required products at the right time, place, and price. Fortunately, the institution has leveraged on technology to reinforce the availability and speed of delivery elements within the organisation. However, the organisation will have to adopt a new strategy that includes employment of the e-commerce platform that can be combined with the brick and mortar model to increase its presence in the market further. Additionally, the company should focus on developing a strategy that will guide its operations until 2020 which should focus on the digital environment to outcompete its rivals in the market. The company should equally focus on digitising its services which will reduce expenses associated with the management of the company, especially considering its large size. Broadly, Walmart has registered considerable success which was linked to some operational competencies that include quality of products, the speed of delivery, and availability.

1.1 [bookmark: _Toc27876]Aims of the Project

The objective of the project is to provide an overview and critical assessment of Walmart in China. 

[bookmark: _Toc1653835][bookmark: _Toc5071]1.2 Project objectives

The objective of the project is to analyse the strategies that Walmart is using in China. This will enable it understand its strengths and weaknesses, and improve adjust appropriately in this competitive market.  

[bookmark: _Toc15967]2.0 Research Methodology

This research is qualitative research, and it involves a secondary method of data collection. The information used is retrieved from other studies where data was collected and analysed from primary sources. Qualitative research refers to a primarily inductive procedure of organising information to categories as well as identifying the relationships. It encompasses a wide range of accepted structures and methods of collecting data. Qualitative research methods overcome the primary limitation of numerous methods of quantitative research which entails the lack of the ability to develop theory. The increase in the use of many techniques is necessary for the building of generalisable, practical, and accurate useful approach within an integrated complex field such as management research (Flick, 2015). The analysis of data is a systematic review analysis by reviewing the existing research outcomes using a justifiable and accountable method.

[bookmark: _Toc25129]3.0 Findings and Critical Analysis
[bookmark: _Toc18442]3.1 Specific Competencies

Walmart is an American retail company that specialises in the procurement and sale of a wide variety of products within its branches in China and the world. The company has risen to become the most prominent retail firm in the world with a presence in all hemispheres of the globe (Harsoor and Patil, 2015). The meteoric rise of the company in the last 50 years can be attributed to some core operational competencies those include availability. Even further, the organisation has leveraged on the speed of delivery which is a characteristic that customers are familiar with in China (Skålén et al, 2015). Finally, Walmart has invested in a customer service element which has endeared the entity to consumers. In brief, Walmart can associate its success to three core competencies that include quality of products, the speed of delivery, and availability of goods.

[bookmark: _Toc12188]3.2 Quality of Products

The quality of products within Walmart is one strength that must be discussed in-depth since the competence is one of the core strategies of the company. Noticeably, the products on display within the retail entity are of superior quality which has enabled the enterprise to differentiate its services in the market. Aware that its image is pegged on the quality of service, the firm has gone to great lengths to guarantee the quality of products in its branches (Jun and Yu, 2015). The operational issue has led to the development of a fully-fledged quality assurance department that is tasked with confirming the sanctity of the products on offer globally. As earlier stated, the relevant departments have developed stringent policies and procedures which are designed to ensure that the products on display comply with internal and external standards of quality. It is important to highlight that Walmart does not produce its goods which means it has to partner with other organisations that supply the said goods (Wu et al, 2015). As such, the company must employ stringent measures to confirm the quality of products being provided by external parties. In this regard, Walmart tends to partner with more established players in the market since it can satisfy the stringent quality requirements by Walmart. In broader terms, Walmart has exploited the quality of goods competence to improve its operational efficiency.

[bookmark: _Toc18040]3.3. Speedy Delivery

Any business organisation that offers delivery of goods or services to its client understands that speed matters. As such, it must strive to ensure that goods and services are delivered to customers with speed and in the shortest time possible. Walmart has indeed strived to ensure that it delivers its goods in a speedy manner. This service will help them thrive in the new market because of the customers today are focused on fast shipping of the goods or services they purchase (Michelson et al, 2018). 

[bookmark: _Toc3485]3.4 Availability

The availability of goods within Walmart’s shelves is unparalleled since customers are guaranteed of accessing their favorite products which is a critical element in the retail industry. The availability element has been used by Walmart to differentiate its services from those of rivals in the competing environment. The availability of products is a significant challenge due to the dynamic nature of the market which might inconvenience customers when engaged in their routine shopping. It is particularly vexing to buy a product today and fail to acquire the same when needed since they have run out of stock or their production has ceased. Aware of this reality, Walmart has invested in a useful supply department that is one of the best in the world to avoid inconveniencing the customer. In pursuit of this objective, the organisation ensures that suppliers are subjected to a rigorous vetting exercise which is designed to weed out over the night producers or suppliers that might harm the brand associated with Walmart. The systems have ensured that no product lacks within the Walmart catalog which has reinforced its sustainability in the market. Overall, the company has leveraged on the availability of goods element to increase the convenience element for clients (Parnell et al, 2015).

It is important to mention that Walmart has aligned the operation strategy with its marketing plan since the organisation operates efficiently (Mittelstaedt et al, 2015). At the center of the operation strategy is the provision of goods to the target audience continuously that is hinged on the availability of products to consumers. As such, the marketing department has utilised this operational competence that was incorporated in its messaging approaches, which is successful mostly. Ideally, the organisation prides itself in its ability to offer a diverse catalog to customers without fail which has endeared the organisation to many clients in the world. The issue is further aligned with its place element in marketing since many people are sure of accessing various products at their convenience either through physical or online stores. The availability competence has been harmonised with the promotional strategy within the company to facilitate access to goods by customers in China (Parnell et al, 2015).  


[bookmark: _Toc30642]3.5 Tactics Employed to Excel at the Strategy

Most market structures are fragmented which means it consists of many players that increase competition in a particular field. In this regard, Walmart has been able to develop sound strategies to outmanoeuver competitors in the market. Towards this end, the company has sought to differentiate its products, primarily through quality control to ensure that only superior products are sold within its branches worldwide (InfinityQS, 2013). The approach has reinforced the credibility element among the customers that trust the goods being sold by the American retail giant. Notably, the entity guarantees its customers on the quality of the product being sold which include warranties that is a testament to the quality of products on offer to customers. The approach has been exploited to create a competitive advantage among competitors in the market. Summarily, the quality of the product element is an important strategy that has enabled the firm to outcompete its rivals in the market in China (Tan, 2017).  

In equal breadth, the speed of the delivery element has been exploited to improve service delivery in comparison to rivals in the market. The company has invested in an online platform where a customer can order goods through the digital platform with the portal having interactive features where a client can track the progress of an order (Hardaker, 2018). The issue has ensured that Walmart is ahead of its competitors, especially those offer similar services. However, the competitors have also invested in digital platforms which have upped the ante for Walmart. Fortunately, the organisation under review has invested in newer and more interactive platforms which have granted an edge on Walmart, for its e-commerce platform and fast deliver services. Additionally, the strategic location of branches in various parts of the country and world ensures that consumers can acquire goods with relative ease and speed.

[bookmark: _Toc4819]3.6. Competitor Analysis in China

In China, Walmart is not only competing with supermarkets, but with other retail giants such as Alibaba.com. This is because, Walmart operates an e-commerce platform, a segment that Alibaba has dominated in China for years now (Bhasin, 2018). Alibaba stocks a host of products from low end to high end and from local to international products and its platform has more than 800 million products listed on its website. Walmart through its shareholding in JD.com is trying to gain a market share in the e-commerce sector in China and in the fourth quarter of 2016, it had a 23.2% market share in China (Trefis Team, 2016). Even though Alibaba is undisputed giant the Chinese e-commerce sector, Walmart is fast rising as strong competitor.

There are a number of other Chinese supermarkets or retailers that will offer Walmart a run for its money (Ricky, 2014). For instance, China Resources Vanguard which is among the biggest supermarkets in China. It runs more than 5,000 outlets under various brands like Suguo, Ole, Tesco China, Vanguard, BLT and Vivo among others. In 2014, China Resources Vanguard’s recorded an annual sales turnover of $16.5 billion (Bhasin, 2018). Another giant retailer is RT-Mart which was founded in Taiwan and currently, it is one of the leading retailers in China. It runs more than 320 stores in mainland China and it merged with Auchan, a French supermarket brand in 2011. RT-Mart runs its own online platform, mainly retailing international beverage and food (Nick, 2019). 

Yonghui is another worthy competitor that runs more than 500 stores in 144 cities in China. This is one of the biggest food retailers for Online-to-Offline (O2O) commercial enterprise. It launched “YH Wei store” an e-commerce service platform in 2014 to provide retail, food and home delivery services. Other big supermarkets in China include Lianhua, Yonghui, and Carrefour (Nick, 2019).
[bookmark: _Toc11649]3.7. Chinese Customer Buying Behaviour

For any foreign company to thrive abroad, it is important to understand the buying behaviour of the host nation. It is important to understand that the Chinese people have changed their consumer habits with time. And as a result, they can still change their preference of where to shop. Due to the influence of social media and digital technology many Chinese especially the youth prefer online shopping as opposed to visiting physical stores (Hwang and Park, 2015). As a result, Walmart must utilize this channel to ensure that it drives its sales to the youth.  Promotions especially discounts are appreciated by many Chinese people especially the elderly shoppers as they love to as much as they can. Supermarkets often reduce the price of basic and price-sensitive goods like pork and eggs and limit the quantity that the customers can buy at a time to encourage the customers to come back frequently. This is one of the effective ways of attracting Chinese customers as they can wait for a few minutes to save on a product (Nelson, 2011). Chinese are very sensitive to product safety and any mistakes can bring detrimental effects to a business. If the media reports any product safety problems, it will highly influence the buying bahaviour of the Chinese and as a result, they will avoid the stores and the products. Another important factor is the quality of the product where the Chinese prefer high-quality products. Additionally, they generally favor foreign brands as a result of domestic problems such as incidents of product safety and slack government supervision that has scared them. As a result, they are willing to pay extra for quality foreign brands.

[bookmark: _Toc28856]4.0 Conclusion

The success of Walmart in China is attributed to many factors, but three competencies stand out that include quality of goods, the speed of delivery, and availability. The three factors are essential that include the quality of products since the entity is known to deal with high standard goods. The element has been associated with the brand within Walmart that should be reinforced through incorporation in the organisational culture. Further, the organisation has improved its delivery speed since goods are availed to the customer as agreed. Additionally, the availability element is another important factor since customers are guaranteed of accessing their favorite products, which is particularly important in the retail business where continuity is highly cherished. The elements mentioned above are crucial to the success of the entity since they improve its operational environment that is at the center of any successful enterprise. Equally important the company has been able to align the variables with the marketing plan in the organisation which has resonated well with the target market. Nonetheless, the organisation can improve on the same by adopting specific strategies that include harmonizing it's brick and mortar model with the e-commerce platform to strengthen its presence in the market. The automation of services is particularly important since it will enable the institution to reduce operational expenses, thus increasing its profit margins and thus become competitive. Moreover, the digitisation of services ensures that operations are continuous since depletion of stock is noticed electronically with the message being sent to the relevant departments. Again, the success of Walmart should form the basis for scholarly research to determine if the approaches employed by Walmart can be replicated in other organisations. In conclusion, Walmart has applied three competencies that include quality of goods, the speed of delivery, and availability of the products.

[bookmark: _Toc9980]5.0 Recommendations
[bookmark: _Toc5991][bookmark: _Toc7212708]5.1 Marketing Strategies

Most importantly, according to the SWOT and PEST analysis (see appendix), the company can improve its competitive ability through the implementation of various approaches. First, the company has automated all its services, especially those touching on procurement which results in an enhanced availability element. Structurally, the company has facilitated its branches to automatically notice when stocks are dwindling, that sends a message to its warehouses or suppliers who deliver the much-needed products. The strategy is useful since the company can leverage the availability element in comparison to rivals that are playing catch up concerning the use of technology in the delivery of service. The enterprise can improve by aligning the practice with its organisational culture which will institutionalise the approach. Mostly, automating its functions is bound to enhance the ability of Walmart to compete in the market. 

[bookmark: _Toc7212709]5.2 Marketing Implementation

The implementation of Wal-Mart’s marketing plan should be overseen by the company’s marketing department in collaboration with the regional offices. The implementation process should entail the development of marketing programs tailored according to the market characteristics and marketing needs of specific target market segments (Harsoor and Patil, 2015). The company should use promotional e-mail newsletters, hoarding, as well as posters and leaflets to advertise its products and reach the vast population of the Chinese (Courtemanche et al, 2018).  

[bookmark: _Toc7212710]5.3 Evaluation and Control

The evaluation of the success of Wal-Mart’s marketing strategies will be done by assessing the company’s profitability after six months of implementing the strategy. Besides, the company should engage an experienced independent marketing audit team to assess the success of its marketing campaign after one year, to identify and recommend areas for improvement (Harsoor and Patil, 2015). Ultimately, the success of the company's marketing strategy should be reflected in the increased number of customers visiting its stores, increased brand awareness, as well as improved profitability.

Based on the research undertaken, it is apparent that the operations strategy has a significant impact on the marketing plan within Walmart which can be identified in some ways. The availability factor is critical since any marketing plan is hinged on the ability of the program to offer goods based on the 4Ps of marketing which include product, price, place and promotion. Structurally, the 4Ps elements ensure that assets are available at the right place within the appropriate rate and the target audience is informed about the existence of the products (Hardaker, 2018). It would be harmful to the organisation for a marketing scheme to be developed only for the customers to lack the goods being advertised in the market which demonstrates the criticality of the operations strategy on the promotional approach within Walmart. Importantly, the availability factor has a primary effect on the business strategies employed by Walmart since any business strategy must incorporate the variable if the plan is to have an impact. Fortunately, the element under review has granted the organisation with a competitive advantage since customers are guaranteed of accessing needed supplies which is a feat Walmart has been able to exploit successfully over the years. In general terms, the availability competence can be used to improve the operational framework within the company under review. 

Additionally, the quality of goods variable is another operation competence that has a primary effect on Walmart's marketing strategy. Any promotional campaign is hinged on the variety of products being advertised by a company with Walmart being no exception. One of the essential factor in Walmarts marketing campaigns has been the quality of goods on offer with the message resonating with the target audience based on the standards of the products being sold by the firm (Hardaker, 2018). Even further, the research has shown that the variable impacts its business strategies fundamentally since customers are increasingly becoming conscious of the standards of the goods they purchase. In retrospect, the quality of goods variable has conferred a competitive advantage on Walmart since consumers in the market tend to trust the products being sold by the company in comparison to rivals in the market. Primarily, the quality of products is aligned with the marketing plan since it eliminates any trust issues among the target market(Yanrong, 2013). 

Finally, the speed of delivery is another critical element that is harmonised with the advertisement campaign within the firm under review. Noticeably, the success of any organisation, especially within retail firms is hinged on the speed of delivery element since it enables an entity to avail goods to customers at the right time (Hardaker, 2018). In the 21st century, success or failure is dependent on the speed with which an entity delivers products to customers, especially in the millennial era where customers are increasingly becoming impatient. The factor is critical and impacts the business strategies of the firms which calls for a dynamic plan that addresses the needs of the customer while facilitating the achievement of organisational objectives. The element under review has granted Walmart a competitive advantage in comparison to its rivals in the market since the customers tend to perceive the brand as being reliable in contrast to rival firms in the market. In a way, the speed of the delivery variable improves the promotional approaches employed in Walmart since it creates a sense of credibility among the target audience. 

Providing suggestions on areas that Walmart can improve on regarding operational strategies is essential. Towards this end, the company should invest in the e-commerce platform since the current market is rapidly shifting to the online realm. The firm should focus on digital domains since its most significant competitors are currently in the online sphere rather than the traditional brick and mortar businesses (Hardaker, 2018). The digitisation process should be harmonised with the operational strategy if the two elements that are operations and e-commerce are to be active and have a positive impact on the organisation. Further, Walmart should focus on improving its ability to deliver goods on time which will enable the organisation to differentiate its services from those of rivals. On a general note, Walmart should combine its brick and mortar business model with the e-commerce platform to increase its presence in the market.
















[bookmark: _Toc5039]6.0 Appendices
[bookmark: _Toc24752]6.1 SWOT Analysis
	Strength 
· Established brand awareness.
· Technologically advanced information system.
· A focused strategy in human resource management.
· Strong finance support
· Unique business culture
	Weakness
· A number of inferior quality products.
· Highly employee turnover.
· Small retail outlets 
· Higher price of products compared to local goods
· Stiff competition from rival companies

	Opportunities
· China trend in turning into a Western Style society
· Expand its online stores and presence.
· Rapid changes in the society 
	Threats
· Numerous lawsuits
· Influence of cultural differences in purchasing behaviour (Smithson, 2019).


+-




[bookmark: _Toc29908]6.2PESTEL Analysis
	Political Factors
· Political stability in China.
· Chinese opposition to American foreign policy can affect Walmart’s operations.
· Political Pressure for higher minimum wages (Ofil  2016, p.1).

	Technological Factors 
· Social media marketing.
· Online shopping.
· Growth in artificial intelligence and IT.
· Automation in business operations and business analytics (Huang and Jia 2015, p.14).


	Economic
· Flourishing global economy.
· Increased wages hence high disposable income.
· Competition from other retailers 
· Economic stability in China (Saunders, 2018).

	Environmental Factors
· Environmental sustainability.
· Business sustainability trend.
· Consistent environmental scrutiny by agencies.
· Consumer activism in China.
· Strict policy on waste management by Chinese government (Robb et al, 2018). 

	 Social Factors
· Demographics of customers.
· Trends towards healthy lifestyles.
· Diversity among its employees.
· Increased consumption of digital technology.
· Chinese purchasing perception of low priced consumer goods.
	Legal Factors
· Tax law reform.
· Data protection regulations.
· Employment regulations.
· Business regulations 
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