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Wal-Mart Marketing Plan: Phase III
Attributes

One of the biggest challenges facing many families today is caring for their children while the childcare guardians go about his or her day-to-day routines. For many working childcare guardians, there is no single solution to their child-care needs. Many times individuals are using more than one option, such as day-care centers, friends, neighbors, or relatives on other occasions.


To help ease childcare guardians stress while they are shopping, Wal-Mart’s childcare center would be offering in-house, quality childcare services for its customers. Wal-Mart will hire only well screened, qualified, responsible childcare provides to work inWal-Mart’s childcare centers.  Energetic and competent individuals with pleasant personalities will provide professional and loving childcare service while the child’s guardian shops in Wal-Mart’s store and uses the multiple services Wal-Mart offers. This service will allow parents, grandparents, and sitters to have a safe and fun environment to leave the child for an uninterrupted shopping experience.  

Wal-Mart childcare centers are designed to be safe, educational, and stocked with fun toys that will keep children entertained.  Areas set up with arts and craft will amuse the children and help build the children’s creativity.  These childcare centers will provide a place for children to play that will help develop cognitive, physical, social, and emotional well-being of children and youth.
 Life Cycle Pace

There are five stages in the life cycle of a product/service that are: Stage zero - The Aspirational Stage. In this stage, people have an idea for a product or service but they have not fully committed yet. Wal-Mart posts signs, advertise via commercials, even conducts visits to businesses to make people aware of new service. Stage one - The Entry Stage. At this point Wal-Mart officially has decided to launch the service, they are trying to build markets or identify stakeholders. Wal-Mart may have received positive responses from potential customers in reference to the babysitting service. Stage two - The Growth Stage: The service has a business/marketing plan and Wal-Mart’s marketing team is working hard to market the service to increase business, and to drive revenue streams. Stage three - The Crucible Stage: In this stage, Wal-Mart’s new, exciting service is moving full steam ahead and the management of the service can be frustrating at times. Sometimes the demand for this service outpaces the speed at which Wal-Mart can offer it. It may be time alter some revised guidelines with the service because of customer feedback and the managers or owners are debating what the company leadership should do. Stage four - The Cruise Stage: The owners and managers have provided a working solution and are moving forward at a fairly even pace, making a profit, growing their customer base, and remaining competitive with any other super giants trying to offer the same service. They may go back to stage three if the markets change or if the demographic alters. Then they will have to figure out more solutions to get back to stage four.

Work by L. Greiner in the Harvard Business Review in 1972 showed five evolutionary growth phases: growth through creativity, growth through direction, growth through delegation,  growth through coordination, and growth through collaboration. Each of these evolutionary stages brings about issues related to retention, organization design, cross-functional tasks, and team building. Greiner is famous for delineating between "prolonged periods of growth where no major upheaval occurs in organization practices" and a revolutionary phase in which "periods of substantial turmoil in organization life." He suggested that each evolutionary phase can be as long as four to eight years. However some product life cycle changes happen in "growth spurts" where the product faces turmoil and then rebuilds and reinvigorates its model.
Perception Map
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A perceptual map can change if the customers’ requirements change, or if the target customer group itself changes.  Correctly mapping customer’s perception of a brand from choosing relevant parameters to interpreting market research data is vital for a successful marketing plan.  

Team D has chosen to examine the competition between Wal-Mart and Kroger on-site daycare center.  The map limitations are due to lack of competition that offers the service.The parameters examined are the affordability, safety, design, convenience, and locations.The rating scale is from 1 to 5, 1 being the lowest and 5 being the highest.  Kroger offers an on-site day care facility while you shop at no cost for the customer.  Wal-Mart is contemplating a similar design but with a small cost.  The positive to the difference is that Wal-Mart has many more locations making it more convenient.  Wal-Mart also has more products, so it is more of a one-stop shopping experience.  The design chosen by Wal-Mart will allow the adults to check on the child on small screens while shopping to ensure safety. The map concludes that while Kroger is free and has an innovative design, they are less desirable because of the lack of convenient locations in numbers.

Positioning and Differentiation

Positioning and differentiation are marketing strategies that try to separatesimilarofferings of products and services from different companies. Internet site Management Study Guide states “positioning related marketing programs are responsible to pass unique selling proposition on to the customer. However, this can be taken forward with differentiation. Differentiation is the process of adding more meaning to the product by highlighting attributes beyond the central theme.” Positioning also requires the company to research competitors, solicit customer opinions and impressions of the product and services, and analyze the results. 
On-site childcare offered by major retailers is scarce but a growing service amenity.  To research this service and find differences Team D has provided a comparison with Kroger’s service. However, Swedish retailer Ikea began offering free on-site childcare in 1958. A New York Times article in 2009 highlighted Ikea and other retailer’s on-site child care programs. Team D believes there are many strategies that Wal-Mart can consider to differentiate the Wal-Mart service from the competition and position the company for increased sales from the target market.

Many retailers have strict rules such as height limitations and age limitations. Some have other rules such as two-hour limits for the service or charge small fees if customers cannot prove the customer shopped the establishment. Team D believes these are areas the Wal-Mart service could exploit. For example develop a program not as strict about age requirements and allow customers longer than two hours. Wal-Mart could promote the idea of the service as a distraction for parents even if not shopping. Ikea provides such an entertaining play area for children that “over-stretched, money-conscious parents are using the store’s supervised play area as their personal baby-sitting service” according to a New York Times article in 2009 written by Michelle Higgins. This is an interesting way to develop good will with customers and potential future customers. 
Price Strategy

It is important to developing a price strategy that will allow Wal-Mart’s childcare centers to be profitable.  It is also important to cover its cost and ensure its long term survival.  The key to this is to set up the right price for the childcare service. Bplans, a site that provides information to prospective business owners and entrepreneur provides its reader with a childcare services business plan. It states that childcare centers must charge appropriately for the high-quality childcare services. Wal-Mart’s revenue structure has to support their cost structure, so the salaries they pay to ensure quality services must be balanced by the revenue charges (Bplans, p.1).  

The pricing strategy must offer pricing options for potential customers. If the potential customers are not presented with choices they may seek alternatives and look for other childcare provisions. Providing a variety of prices with discounts when multiply purchases are made, or a multiple child discount may entice the perspective customers to use the childcare centers.   

A price strategy must also maximize revenue by maximizing its capacity. Capacity for childcare providers is the number of full places offered, the number of sectional places offered or the number of hours offered. To maximize capacity it isn’t necessary for Wal-Mart to fill all of their places withchildren. That is why Wal-Mart’s pricing strategy should recognize the services they offer will inevitably enable Wal-Mart to maximize their revenue.

Conclusion

Wal-Mart has an opportunity to increase sales and profits by offering services that keep parents in the store longer and allow them to browse for items other than basic essentials.

Childcare centers within the stores that offer short term care can increase exposure of parents to 

The wide range of products the organization offers.  However, there is a risk that parents may not increase their spending to a level that would make operating childcare centers cost effective.

The use of well-known childcare centers serves two purposes.  It puts childcare in the hands of experts who understand the aspects of licensing and liability, reducing the liability and associated costs for Wal-Mart.  Using an established provider with a positive reputation puts the minds of parents at ease so they can feel comfortable spending more time shopping within the stores.  The child care provider benefits from such an arrangement, because it can gain an even more positive reputation and may draw more parents with children to its established full time centers. Key factors in implementing this strategy include costs of operation for the retailer and the potential benefits of providing the service to consumers.
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