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Introduction
Companies looking to establish themselves in unknown foreign markets effectively have to acquire and maintain an adequate understanding of the different consumer behaviors in the foreign environment (Branthwaite & Patterson, 2011). Understanding these behavioral patterns not only enables the companies to anticipate and recognize the differences in the most relevant consumer needs but also enables them to identify how to adequately fulfill these needs to satisfy their foreign customers and stand out from their competition in foreign markets (Aaker et al, 2015). Apart from the personal desires influencing consumer behavior, the different cultural backgrounds of different groups of consumers have significantly different implications on their purchasing patterns and preferences (Li et al., 2015). This is especially evident in the contrasts between American and Chinese consumer habits regarding clothing and food products. More specifically, the different cultural norms and attitudes between the predominantly individualistic and liberal American society and the predominantly hierarchical and collectivist Chinese society have different impacts on their consumer habits regarding clothing products and food consumption. As such, Walmart, which is a U.S.-based company, acknowledged these cultural differences in consumer habits as it established itself in the Chinese market. Consequently, the company made various alterations in its operations that enabled it to maintain its competitive advantage in the foreign Chinese market (Douglas & Craigm 2006).
Differences Between American and Chinese Consumer Behavior Regarding Clothing and Food Purchases
The cultural differences between American and Chinese consumer behavior firstly stem from the former group of consumers living in a primarily individualistic society and the latter in a primarily collectivist society (Bian & Forsythe, 2012). As such, while the typical American consumer focuses more on how a particular product benefits him/her, the typical Chinese consumer is more conscious on how purchasing the product will impact his/her social standing. This dynamic is evident in the difference between what motivates a Chinese consumer to purchase luxury clothing brands compared to an American consumer. More specifically, communist societies such as the Chinese are more likely to purchase lavish clothing brands to improve their social ranking and signify higher social status, while non-conformist communities such as Americans are more likely to purchase high-end brands to emphasize their personal preferences and tastes (Bian & Forsythe, 2012). Furthermore, the existence of numerous low-price counterfeit clothing goods in the Chinese market further motivates affluent Chinese consumers to buy legitimate high-end products to illustrate their higher social class (Bian & Forsythe, 2012). Consequently, individualistic and collectivist inclinations in American and Chinese societies influence consumer behaviors regarding clothing (Bian & Forsythe, 2012).
American and Chinese consumers also have different values based on their cultural differences (Bian & Forsythe, 2012). Their consumer habits regarding clothing purchases reflect the different cultural values. More specifically, the communist inclination among Chinese consumers drives them to be more preferential towards companies that prioritize social responsibility compared to Americans. As such, social responsibility is more important to Chinese consumers than American consumers since they value the needs of the community more than that of the individual. Furthermore, reputation is more highly regarded in the Chinese culture compared to the American culture, and most Chinese companies are therefore inclined to engage in social responsibility to maintain a positive image in the society. Similarly, Chinese consumers are also more inclined to purchase clothing and food products from socially responsible companies compared to American consumers to enhance their social image.
Cultural differences also exist between American and Chinese food consumption. The fast-food culture is more prevalent in America compared to China, where wholesome nutrition is prioritized. Accordingly, the Chinese purchase significantly more fresh vegetables compared to Americans (Brewer, 2012). On the other hand, Americans consume more dairy products such as milk, which are rarely purchased in China (Brewer, 2012). Furthermore, Chinese diets are lower in total fat percentages compared to those of Americans who consume especially more unsaturated fats, which have a higher potential of causing cardiovascular complications in individuals (Brewer, 2012). Moreover, most of the foods purchased by Americans contain more unhealthy sugars and carbohydrates (Brewer, 2012). Nonetheless, Americans also purchase more supplements and vitamin complexes, although they are not as effective as the vitamins gained from fresh vegetables and fruits that are consumed more by the Chinese (Brewer, 2012). Also, animal-based foods form a larger component of Americans’ diets compared to that of the Chinese, whose diets also contain significantly more fruits and vegetables (Brewer, 2012). These differences in food consumption patterns account for the significantly more diet-related health complications among Americans while their Chinese counterparts enjoy better health outcomes due to their diet choices (Brewer, 2012).
Changes Made by Walmart in When Opening Stores in China
In establishing itself in the Chinese market, Walmart prioritized affordable and time-saving retail services to meet the demands of the time-conscious Chinese culture. More specifically, the company opened supercenters which enabled Chinese consumers to access a wide variety of their products both in bulk and in small quantities at the same location (Allison, 2021). This strategy allowed more customers to save time by accessing the different Walmart products in one place. Moreover, Walmart prioritized the establishment of neighborhood markets around highly populated residential areas in China to take advantage of their residential arrangements (Allison, 2021). This is because more of China’s population lives in urban centers than in rural areas, which results in more congested residential zones in Chinese urban centers. As such, Walmart strategically placed more neighborhood markets in these congested areas to meet the day-to-day needs of Chinese consumers in these regions (Allison, 2021). Subsequently, Walmart prioritized fresh produce such as fresh fish and grocery in these supercenters and neighborhood retail stores to accommodate the diet preferences of the Chinese based on their culture (Allison, 2021). Consequently, the supercenters and neighborhood markets enabled Walmart to capitalize on the time-conscious and efficiency-focused culture that is predominant among the Chinese.
Walmart also had to form an alliance with locally established companies in China to survive the cut-throat competition that hallmarks the Chinese market. At the time of its expansion into China, Alibaba was the predominant retail company that provided significant competition to Walmart (Hensel, 2019). The efficiency of Alibaba due to its technological capabilities that allowed Chinese consumers to access their products at the comfort of their homes met the efficiency-focused culture of the Chinese (Hensel, 2019). This provided Alibaba a significant competitive advantage that was difficult for Walmart to match. Consequently, Walmart created an alliance with a locally established company, JD.com, to effectively compete against Alibaba (Hensel, 2019). This was because JD.com had a better understanding of the local consumer needs of the Chinese and would therefore be beneficial to Walmart’s expansion strategy (Hensel, 2019). Subsequently, Walmart established smart supermarkets that provide customers with self-checkout technological capabilities and deliver their orders within set distance from the stores (Hensel, 2019). These technological tools and alliances enhanced Walmart’s competitive advantage in the foreign Chinese market.
Conclusion
Consequently, it is fundamental for companies looking to establish themselves in foreign markets to gain adequate understanding of the cultural differences in the consumer behaviors among foreign consumers. This is because cultural differences impact the different consumer motivations and preferences when purchasing products, which can be seen in the different consumer behaviors between American and Chinese consumers when purchasing food and clothing products. More specifically, the collectivist Chinese culture that prioritizes social standing motivates Chinese consumers to buy luxury clothing brands to signify their higher social status, while Americans mostly buy these high-end products to exemplify their tastes due to an individualistic American society. Furthermore, the fast-food culture in America pushes more Americans to consume sodium and fat-rich products while the Chinese prefer to buy fresh produce such as fish, fruits, and vegetables since their culture prioritizes wholesome nutrition. To accommodate the cultural differences between these two consumer groups, Walmart prioritized the establishment of technologically enhanced supercenters and neighborhood markets that prioritized selling fresh food produce to Chinese consumers. Furthermore, to become more competitive in the Chinese market, the company collaborated with local companies such as JD.com since they have a better understanding of Chinese consumer habits.
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