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Wal-Mart is one of the largest retailers in the world.  Wal-Mart is ranked number one on the 

Fortune 500 2011 List of the World’s Largest Companies by revenue (Wal-Mart, 2011). More than two million people are employed by the organization and over half of them employed in the U.S. The organization operates in 28 countries.  Though shareholders earned a record amount at the end of the fiscal year in January 2011, it has the potential to increase profits and brings more to its shareholders. This would be done by making the retailer more attractive to consumers who may not otherwise shop at the stores or may shop on a limited basis.
Market Segmentation


The segmentation of marketing that applies to the products that Wal-Mart are fairly simple.  Wal-Mart is a superstore that offers household goods, food, and clothing.  These are items that every person needs.  Wal-Mart customizes each store by the major demographics of the location.  While the stores carry the same type of things the actual product may vary.  For instance, the clothes sold in a location will be different if the store is in an urban or rural setting, in a lower, middle, or high class, etcetera.  Wal-Mart even tailors to demographic locations such as cities with a high number of Hispanics, Asian, or Amish populations.  

In addition to tailoring the products offered by demographics Wal-Mart also offers name brand products as well as generic alternatives.  With almost every product, from food to cleaning supplies there will be a slightly cheaper version with the same ingredients.  This greatly appeals to the current economy because many have lowered their budget for not only the extras but also the staples of any household.  
Target Market

An affordable, efficient, and effective way to reach potential clients and generate business is to have a well defined target market. A well defined target market will allow Wal-Mart to focus their marketing dollars and brand message on a specific market that is likely to use the childcare services from Wal-Mart than other markets.  

Looking at the current customer base will help Wal-Mart have a better understanding on their current customers.  Knowing who the current customers are and why they shop there is important in the step.  Looking for common characteristics and interests the customers will allow Wal-Mart design a target market for the customers.  Wal-Mart has a large customer base ranging from people different age range, race, and disabilities.  Many mother, fathers, grandparents, and childcare individuals frequent Wal-mart on a day-to-day base.  

Checking out the competitions is another way to design a target market.  Knowing who the other childcare services are targeting and who are their current customers will give Wal-Mart a building block to their target market.  Childcare providers target parents, grandparent, and any individual who may need childcare supervision for an age range of six months to age 12.  The competitors are also targeting children with colorful advertizing and a playful environment.  

Researching studies and reports about childcare services industry will provide factual data for the target market.  A study provided by Market data Enterprise Inc. titled U.S. Childcare Services gives a detailed report on facilities, their target market, revenues, and estimated forecasts to year 2013.  Analysis reports like this will allow Wal-Mart to pinpoint the potential childcare customers.  This report states that the target market is any individual who may need childcare assistance (pg. 13).  

With this research, it clearly shows that the target market for childcare services in Wal-Mart is customers with children and who may be in need of childcare services.  Mother, fathers, grandparent, sitters, and individual with children in the age range of six months to 12 years will be able to use the childcare service when the customer is in Wal-Mart.  Children are also a big part of the target market. Anyone who has dealt with a child knows if the child likes or does not like something, children will let everyone in listening distance know.

Organizational Buyers

The buyers and consumers of this new service will be parents who cannot leave their children at home for shopping and need to bring such small children to the store during shopping. In other words, the target segment will be mostly young couples or women with kids under five years or so. Some of the most important factors that influence their purchasing decision for this new service will be security and safety of their kids, quality of caretakers employed by Wal-Mart to provide this service and pricing. Parents want to avail this service if this is a good value of money, cost effective and provides a safe environment for their children. 

The children should enjoy the company of caretakers. These factors will affect the marketing strategy of Wal-Mart in numerous ways. First, Wal-Mart has to ensure that its pricing strategy is very competitive and good "value for money." If the pricing is high, parents will not patronage this service. Second, Wal-Mart’s top priority is to ensure that parents are convinced about the quality of caretakers and safety of their children by highlighting the “value proposition” features and unique strengths of this service, such as hiring of licensed professionals, device for parents for immediate contact, etc. Wal-Mart’s marketing communications and advertising need to strongly highlight these features. Finally, to attract consumers for the first time, Wal-Mart will need to offer promotional discounts to the customers. In this manner, Wal-Mart will be able to motivate customers to try this service for the first time.

Competitors

The retail business is very competitive like many business segments and industries. However retail profit margins are comparatively smaller and force companies to offer more than low prices to increase consumer interests. Although it is difficult for retailers to be everything to everyone the successful companies find or create marketing solutions that consumers believe to be of value. Some of these solutions result from marketing manager’s differentiation and targeting specific customer groups. Childcare service for shoppers is different or rare and targets several specific shoppers groups to interest a broad customer group that has multiple retail choices. 

 
Wal-Mart is one of several retailers that can offer everything that price sensitive families need and want. Wal-Mart targeting of families almost naturally leads to a service that could give customers a more relaxed shopping experience. Direct Wal-Mart competitors such as Target, K-Mart, and Costco do not offer a childcare service on site for shoppers. Target does appeal to families however; Target is not specifically focused on the family demographic such as offering on-site childcare. Speaker and business author ShepHyken recently wrote “bravo for Target as they continue to upgrade their image and their merchandise. They have worked hard to broaden their customer base across social and financial demographics.” This quote suggests struggling and burdened families are not a high priority for Target. Team D believes a childcare service while a customer shops could be another excellent marketing strategy that separates Wal-Mart from Target. 

Another retail segment that Wal-Mart is competing against is grocery stores. One company has been offering a free childcare service to their shoppers is Kroger. “Huggieland” was an idea started in Houston Signature Stores in the early 1990’s to add to the array of services offered at Kroger. The Dallas Business Journal article from 1998 stated “Signature stores expand upon the original Kroger Food Stores with an in-store supervised play area called "Huggieland" that gives shoppers a place to deposit young children. Anxious parents can also keep an eye on their kids through video monitors located throughout the stores.” After almost 20 years Kroger has provided a service that works and separates Kroger from other grocery stores. Team D believes on-site childcare is a natural marketing strategy for Wal-Mart. 
Conclusion


Wal-Mart is one of the largest retailers in the world.  Wal-Mart is ranked number one on the Fortune 500 2011 List of the World’s Largest Companies by revenue (Wal-Mart, 2011).  The market segmentation of Wal-Mart deals with the tailoring of stores depending on city demographic and also offering generic products in addition to name brands.  The target audience of Wal-Mart includes every race, gender, and age but the childcare services are targeted toward parents, and grand-parents that need time and peace to shop efficiently.  The buyers of the proposed childcare services are adults with children under the age of five.  The service would need to comply with the same ideas of Wal-Mart, quality for less.  The childcare professionals would need to be certified and trust-worthy but also affordable.  The competition of Wal-Mart with super stores is limited to K-Mart and Target, neither of which offer childcare while you shop.  A competition factor on the grocery side is Kroger.  Kroger is a grocery store that offers childcare while you shop, and has done so for the last 20 years.  It is the opinion of Team D that child care services while a person shops is a natural move for Wal-mart.  
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