Internal Factors Analysis Summary (IFAS):
Wal-Mart Stores, Inc. On Becoming the World’s Largest Company (Case #18)
	Key Internal Factors
	Weight
	Rating
	Weighted
Score
	Comments

	Strengths

	(S1) Distribution, Information, and Inventory Control Systems
	.18
	5
	.90
	Having a relationship with the most knowledgeable and experienced suppliers with low cost raw materials for its line of product. Having the ability to control inventory in all locations through satellite and having “just in time” inventory systems.

	(S2) Marketing 
	.05
	4
	.20
	Customer intimacy is a competitive advantage. Wal-Mart has created a community feel and realizes what its customers are in want and need of. In result, the company has built trust with its customers.

	(S3) HRM Policies/Corporate Culture

	.12
	4.5
	.54
	Employees are given a family feel and are able to build a career within the company. They are hired locally, which represents the diversity and individuality of the employees’ hometown.

	(S4) Economies of Scale 
	.12
	4.5
	.54
	Being able to purchase large quantities, Wal-Mart is able to decrease it’s per unit cost of its products. Therefore, they charge low prices on high volume products.

	(S5) Growth Management      Strong
	.15
	5
	.75
	Wal-Mart has been able to grow revenue and operating income every year. They are also opening new stores as quickly.

	Weaknesses

	(W1) HR Management of    Issues
	.10
	3
	.30
	Fewer minorities and females in upper management. WM does not allow its employees to unionize.

	(W2) Lack of facilities for manufacturing
	.05
	3
	.15
	This leads to relying exclusively on the suppliers and their cost efficiency.

	(W3) Lack  of online model
	.05
	3.5
	.18
	Not only would they profit by selling to their customers if they were to use the internet, but they would also be connected with their suppliers, distributors and wholesalers which could possibly be a cheaper way of communication.

	(W4) Employee Turnover
	.10
	3.5
	.35
	The annual employee turnover has been sixty-five percent which needs to be decreased.

	(W5) International Marketing Research
	.08
	3.5
	.28
	What works for one store in one country will not necessarily work for another store in different country.

	Total Scores:
	1.00
	
	4.19
	


