Walmart Stores, Inc.
Session-Long Project

[Name]

[Class]

[University]

Submitted on:

[Date]

Submitted to:

[Professor’s Name]
Table of Contents

3INTRODUCTION


3NAME OF ORGANIZATION


3MISSION STATEMENT


4PRODUCTS, GOODS OR SERVICES


5COMPETITORS


6POSITION IN THE MARKET


6COMPETITIVE ADVANTAGES


8TARGET MARKET AND PROD STRATEGY


8TARGET MARKET


8PRIMARY ATTRIBUTES OF TARGET MARKET


9PRODUCT CATEGORIES


10PRODUCT-MARKET GRID


11STRATEGY


11COMPETITIVE ADVANTAGE/PRODUCT MIX


13References




INTRODUCTION

NAME OF ORGANIZATION 

The organization that the researcher is doing the marketing audit/plan paper is Walmart Stores, Inc. (NYSE: WMT). Walmart is considered to be one of the biggest companies in the United States in terms of total revenues and market capitalization which is over 205 billion USD (Yahoo! Finance, 2010). Walmart or Walmart is the company’s registered trademark (Walmart, 2010).

Moreover, the company is one of the biggest employers in the world with more than 2 million employees working in over 5,000 stores ((Yahoo! Finance, 2010). These stores include discount stores, super centers, Sam’s Club, neighborhood markets, cash-n-carry stores, and hypermarkets among others.

MISSION STATEMENT 

The company’s mission statement is based on Sam Walton’s, Walmart’s founder, philosophy. Specifically, he envisioned people working together in order to lower the cost of living for everyone which in turn will give them the opportunity to “see what it’s like to save and have a better life” (Walmart, 2010). Walmart prides itself that since it started operations sometime in 1962 it has been operating “with the same level of integrity and respect that Mr. Sam put in place” (Walmart, 2010).

Specifically, the organization aims to:

1. Save people money so they can live better

2. Help customers save money

3. Help people live better (Walmart, 2010).

PRODUCTS, GOODS OR SERVICES 

By providing the products, goods and services it carries, Walmart aims to fulfill its mission as stated in the previous section. The list below presents the company’s major product categories that it sells. This list is based on Walmart’s three business segments as presented in the Management’s Discussion and Analysis of Financial Condition and results of Operations in the company’s Annual Report to Shareholders for the Fiscal Year Ended January 31, 2009.

1. Walmart U.S.

2. International

3. Sam’s Club

The company’s Walmart U.S. retail formats include discount stores, supercenters and neighborhood markets (Walmart, 2009, p. 3).  A discount store averages 108,000 square feet and carries a wide assortment of general merchandise, but a limited variety of food products. On the other hand, Supercenters are almost twice as large as a discount center at 186,000 square feet. This store carries a full-line supermarket and a wide assortment of general merchandise. A neighborhood market is the smallest retail format of the Walmart U.S. segment with 42, 000 square feet. This store offers a full supermarket, but a limited assortment of general merchandise. Hence, it can be said that a neighborhood market is the opposite of a discount center.

The International segment, on the other hand, is the company’s operations overseas which, as of the end of the fiscal year 2009, is located in 14 countries. Retail formats for this segment include restaurants, discount stores, supercenters and Sam’s Club.

The Sam’s Club segment of Walmart is a membership only warehouse club and also supervises an online retail operation. A Sam’s Club averages 133,000 square feet.

COMPETITORS 

Walmart belongs to the Services Sector and particularly, the Discount, Variety Stores (Yahoo! Finance, 2010). The following companies are some direct competitors with several comparative data.

	 
	 
	 
	 
	 
	 
	 
	 

	 
	
	Walmart
	Carrefour SA
	Costco Wholesale Corporation
	Target Corp.
	Industry
	 

	 
	Market Capitalization
	209.23B
	N/A
	26.77B
	39.72B
	3.01B
	 

	 
	Employees
	N/A
	4,952,871
	79,000
	N/A
	11.50K
	 

	 
	Quarterly Revenue Growth
	4.50%
	N/A
	11.30%
	3.20%
	6.90%
	 

	 
	Revenue
	408.21B
	122.58B1
	74.22B
	65.36B
	5.23B
	 

	 
	Gross Margin
	25.37%
	N/A
	12.74%
	29.29%
	30.63%
	 

	 
	EBITDA
	31.66B
	N/A
	2.66B
	6.70B
	390.95M
	 

	 
	Operating Margins
	6.00%
	N/A
	2.53%
	7.15%
	6.88%
	 

	 
	Net Income
	14.41B
	2.17B1
	1.15B
	2.49B
	N/A
	 

	 
	EPS
	3.697
	N/A
	2.594
	3.296
	2.14
	 

	 
	P/E
	15.06
	N/A
	23.43
	16.3
	17.32
	 

	 
	PEG
	1.29
	N/A
	1.51
	1.06
	1.36
	 

	 
	P/S
	0.51
	N/A
	0.36
	0.6
	0.56
	 

	 
	 
	 
	 
	 
	 
	 
	 


(Source: Yahoo! Finance, 2010).

The above data are as of 2008.

POSITION IN THE MARKET 

According to the company’s 2009 Annual Report its net sales for the recently closed fiscal year increased by 6.8 per cent to $255.7 billion (Walmart, 2009), a testimony of the success of Walmart’s marketing strategies and tactics. Particularly, a customer survey made by Walmart showed that several factors are bringing more customers to its stores and driving increases in same-store traffic: faster checkouts, friendlier associates and cleaner stores (Walmart, 2009). Clearly, some of these factors were a product of the company’s marketing strategies and tactics.
Based on the performance of the organization, and the competitor analysis presented in a table in the previous section, Walmart is positioned strategically relative to its competitors. Strategic in the sense that its marketing strategies are geared towards achieving the company’s mission statement and its strategic goals and objectives based on this mission.

Based on its financial performance, Walmart’s ability to satisfy the needs and wants of the market is much more superior to any of its competitors.

COMPETITIVE ADVANTAGES

Doing better in the marketplace, specifically in an industry as dynamic as the retail industry, both in the short and long run means a continuous development of an organization’s competitive advantages. Walmart has perfected this process.

One of the competitive advantages of the retail giant is its ability to train it employees understand and act out its mission statement and corporate values. According to Colin Mitchell (2002), companies usually tell their customers what make them great, but rarely invest resources to ensure that its employees know (p. 1). At Wal-Mart educating employees or associates on what makes the giant retailer great is a key cornerstone of its marketing strategies and tactics. This is the concept of internal marketing which puts together the different elements of marketing – product, place, price and promotion – in a cohesive mix such that employees can “make a powerful connection to the products and services” (Mitchell, 2002, p. 1) an organization and hence become much more effective in selling these products and services to customers.
Marketing professionals acknowledge that Wal-Mart’s marketing strategies and tactics have been widely successful. They also agree that two of the keys to success of these strategies are 1) constant product innovation and 2) more visibility. What has Wal-Mart done is to perfect the fundamental concept of marketing, which according to Kotler and Keller (2006) is the identification and meeting human and social needs (p. 5). This effective identification of what its customers need and the efficient providing these needs resulted to Wal-Mart’s famous everyday lowest prices. Hence, Walmart’s ability to understand what its customers need and want and provide such is another competitive advantage.
Wal-Mart’s price strategy particularly EDLP was designed to attract its identified target market which is the average American family. In other words, the customer group which is price sensitive but also demands value for their money.
TARGET MARKET AND PROD STRATEGY
TARGET MARKET

Philip Kotler and Kevin Lane Keller (2006) succinctly said that “[a] marketer can rarely satisfy everyone in the market. Thus one of the key factors in a successful business is the identification of the right target market for the products and services that the company provides. Wal-Mart is several companies which had successfully identified the market segments that present the greatest opportunities.
The segment that Wal-Mart decided to serve is people who are quality-conscious, but price-minded, consumers.
PRIMARY ATTRIBUTES OF TARGET MARKET 

In serving its target market, Wal-Mart competes based on the following primary attributes:
1. Complete product offering – one of the value propositions of Wal-Mart is that a customer can find virtually all products he needs and wants in any Wal-Mart store

2. Convenience – shopping at Wal-Mart is convenient since a store is just a drive away from any major areas.

Below is the positioning map of these primary attributes of Wal-Mart vis-à-vis its competitors.
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Furthermore, the above primary attributes appeal well to one of the clusters within Wal-Mart’s target market – the young digerati. Kotler and Keller (2006) defined this cluster as couples or single-headed households, most of them with kids, who have decided to stay in urban centers rather than flee to the suburbs. This cluster includes a high proportion of affluent, tech-savvy, 20-somethings, who tend to hold master’s degrees and live in fashionable neighborhoods on the urban fringe.
PRODUCT CATEGORIES 

The following are several of the primary product categories of Wal-Mart.
1. Walmart U.S. – this product category allows Wal-Mart to reach its target market at the most convenient way while at the same time providing a full array of products and services. Depending on the size of the community the category is serving, Wal-Mart tailor fits its product offering. For example, if the community is average, then Wal-Mart serves its target market through a discount store. This format’s primary focus is general merchandise. That is although it carries other items such as food products, the variety of these items is limited.
2. International – this product category allows Wal-Mart to cater its product offerings to the differing preferences of its international clientele. For example, it can offer all the tacos its Mexican customers want it this product category while it can’t dedicate the same shelf space to the product in its New York supercenter. 
3. Sam’s Club – in this product category, Wal-Mart can offer its products to a portion of its target market that prefers shopping online, than physically going to any of its stores. Moreover, this category allows Wal-Mart to compete with competitors which are membership only format.
PRODUCT-MARKET GRID 

	
	General Merchandise
	Food products
	Gadgets
	Appliances

	Middle Class
	1& 3
	3
	1
	1

	Upper Class
	
	
	2
	2

	DINKS (Dual Income/No Kids)
	1
	1
	3
	3

	Yuppies
	1
	1
	1
	1

	Families
	1
	1
	1
	1

	Children: Age 4-13
	2
	1
	2
	2

	Adult Singles: Age 18-35
	2
	1
	2
	2


From the above product-market it is clear that the upper class rarely or does not buy it general merchandise or food product needs and requirements from Wal-Mart. This is so because this is not the market that Wal-Mart had chosen to serve. Thus, this cell is not that important to the company’s overall business as competition in these cells is cutthroat.
STRATEGY 

As to strategy, Wal-Mart is continually exploring opportunities for product development and market development. As regards market development, the firm has dedicated some of its efforts in developing a Wal-Mart store format for areas which are deemed profitable but cannot accommodate the smallest format which is the discount store at 108,000 sq. ft. In the near future, Wal-Mart plans to open smaller store formats to serve the clusters of its target market it doesn’t currently as the access of this group to a Wal-Mart store is virtually nothing.
When it comes to product development strategy, Wal-Mart has been developing its own house brands. As a matter of fact several are already in its shelves. The introduction of house brands had allowed the company to sustain its everyday, low prices marketing campaign. Moreover, it gives the firm more control over the products it puts in its shelves.
COMPETITIVE ADVANTAGE/PRODUCT MIX 

Undoubtedly, Wal-Mart is the market leader in its industry. Nevertheless, it recognizes that it cannot afford to relax, thus it continually hone it competitive advantages to remain on top. Hence, Wal-Mart has developed competitive advantages as regards its product mix. As a matter of fact, the company pioneered the everyday, low prices strategy that it has undoubtedly became one of its competitive advantage against the major competitors listed in the earlier section of this paper.
In the United States, Wal-Mart has climbed to number one market position though this winning formula, the EDLP, together with high customer service, strong organizational culture and efficient operations (Pioch, Gerhard, Fernie & Arnold, 2009, p. 205).

Moreover, this strategy not only based on the financial success of Wal-Mart, but on market studies is a key success factor for any retailer. According to Kaltcheva, Winsor and Parasuraman (2010) say that “[retailers] that cannot or do not wish to compete on price face the formidable task of trying to retain customers while charging higher prices for equivalent merchandise” (p. 5). Thus the EDLP was such a hit. To put this into proper perspective, food prices at Wal-Mart Supercenters are lower by 5 to 48 per cent than at major supermarket chains.
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