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Target’s competitive advantage
Target recently has to fight with both online giant Amazon and the brick and mortar gorilla Walmart (Mourdoukoutas, 2021). Target has instilled a three-step strategy to its competitive advantage. First, Target has positioned itself to narrow in its target and focus only on core customers who comprise the young families (Mourdoukoutas, 2021). Therefore, unlike Walmart, which caters to all persons, Target has opted to young families with the provision of assortments that are tailored to meet the respective group needs, low prices, and are differentiated with the provision of different private label products. For instance, there are numerous appeal and home products from private manufacturers.
 Second, Target has made significant investments in its technology. For instance, the company in 2017 made an acquisition of a grocery delivery setup Shipt Inc which allows the consumers to select orders online and pick them at the store upon arrival (Mourdoukoutas, 2021). Furthermore, over time there has been streamlining proposed in its brick and mortar operations plus on the store remodeling. Target has had an opportunity to enjoy from improved supply chain by remodeling its stores and creation of new brands. 
Third, Target has made a significant investment in its innovation. Over the years, the company has been successful in introducing numerous new products, especially when it comes to fashion (Mourdoukoutas, 2021). For instance, the company has launched new brands in sleepwear, household essential, and intimates. There are plans to expand the new brand's category with the introduction of new products in breach and pool products. 
TARGET using the competitive priority cost to its competitive advantage
Competitive priorities operationalize a respective company competitive strategy. There are two generic competitive advantages, namely differentiation, and costs which are operationalized in terms including speed, cost, quality, and flexibility (University, 2021).  

Competing on cost
Organizations that compete based on costs are keen to pursue the elimination of any form of waste. Thus, companies in this category are keen to ensure they produce standardized products for massive markets (University, 2021). Target has utilized its competition on costs to guarantee its competitive strategy by stabilizing its production process and preference to invest in its automation. In addition, Target has invested in digital promotions, media advertising, and other promotional channels. In 2019 the company spent an estimated $1.65 billion on advertising on different platforms in comparison to $1.5 billion in 2018 (Pysh, 2017). Competition on costs requires the respective company cost structure to be examined based on reduction potential and not only direct labor costs (Pratap, 2020). One of the avenues to ensure Target gains from cost-effective alternatives has been its preference to ensure it narrows its production to a specific target (Pysh, 2017). This has allowed it to specifically cater to the younger families with ease, allowing it to mass-produce as it is branded by most young families as a preferred company of choice. Furthermore, Target has over the years offered different private products at discounted prices which have significantly attracted customers in larger numbers at the company.
[bookmark: _GoBack]Based on competition on costs, it is prudent to have high-volume production, which allows the company to have the most cost-effective alternative. Target discounted pricing strategy has enabled it to focus on customer experience hence improving its brand image. All these aids in retaining the company's competitive position in this retail industry (Pysh, 2017). Target introduced branded debit and credit cards also referred to as Red cards (Pratap, 2020). Customers with the Red cards membership are able to enjoy free shipping at the same time customers received about 5 percent discount on almost all products sold at the Target stores when they make purchases using the Red cards. In summary, Target is one of the promising retail stores based on its designed competitive strategy. By using competitive priority cost to its competitive advantage, Target has an opportunity to be a leading global store. 

References
Mourdoukoutas, P. (2021). Target's Three-Step Strategy For Fighting Amazon And Walmart Paying Off. Forbes. Retrieved 23 May 2021, from https://www.forbes.com/sites/panosmourdoukoutas/2019/06/09/targets-three-step-strategy-for-fighting-amazon-and-walmart-paying-off/?sh=155fa2c81d94.
Pratap, A. (2020). Business Model of Target Corporation. notesmatic. Retrieved 23 May 2021, from https://notesmatic.com/business-model-of-target-corporation/.
Pysh, P. (2017). Target's Intrinsic Value. Forbes. Retrieved 23 May 2021, from https://www.forbes.com/sites/prestonpysh/2017/08/19/targets-intrinsic-value/?sh=51d0c4427da7.
University, W. (2021). Competitive priorities. Procurementmanagement.pressbooks.com. Retrieved 23 May 2021, from https://procurementmanagement.pressbooks.com/chapter/competitive-priorities/.

