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Abstract

The corporate strategy of a company and its ability to increase competitive advantage is both the darling of modern management practice. A number of CEOs are obsessed with issues of diversification to acquire a competitive age in a market. A diversified organization has a corporate strategy and competitive strategy (Brea-Solis et al. 2012). Corporate strategy involves the general scope of the company and way business units interlink to attain particular goals. As such creating a competitive advantage, this is a favorable position for the company. For Walmart, corporate strategy has played an important role in dominating retail market industry not only in U.S., but also in global market. The strategy that the giant retailer has used to create a competitive advantage in the retail sector has been selling goods at lowest price. This paper will analyze the publicly available information regarding Walmart, a Fortune 500 Company and develop an assessment of the corporate strategy and its ability to increase competitive advantage.
Introduction

Started in 1962, Walmart is currently the largest retail store not only in U.S. but world in general, both in terms of revenue generation and employees numbers. The giant store serves over 6 billion customers weekly in its 11,000 stores positioned in over 28 countries. In 2016, Walmart was ranked the top of the Fortune 500 Company list with reported revenue of $482,130. In overall, the Fortune 500 firms represent two-thirds of the Gross Domestic Product of U.S. All these achievements are attributed to staff motivations, adequate supply of stock in stores, provisions of goods at lowest price and overall corporate and marketing strategy (Brea-Solis et al. 2012). 
The main reason behind achievement of Walmart is entrenched in the retailer’s focus on the single business corporate strategy, which implies that 95 percent of revenue generated comes from grocery business (Huang & Sarigollu, 2012). In the last 30 years, the corporate strategy on single retail unit has greatly contributed to the success of the Walmart (Rahmani et al. 2015). The retailer has never pursued the idea of diversification for purpose of sustenance and growth of its competitive level advantage. 
Review of the Walmart's most recent SEC Form-10k Annual Report

Walmart operates its retail stores in different formats globally and concentrates in saving customers money for better lives. The company earns trust from its clients on daily basis by offering a wide scope of quality products and services at low prices while promoting a culture that remunerates and encourage mutual respect, diversity and integrity (SEC Form-10k). The pricing philosophy pursued by Walmart is everyday low prices (EDLP) through which all items in the stores are priced low to win customer trust and promote business. 
Walmart operates three business segments, namely Walmart U.S., Sam’s Club and Walmart International. Walmart U.S. division is the greatest business segment for the company, contributing 60 percent of sales in over 50 States in the United States, and also operates walmart.com as well as online retail businesses. Walmart International is the second largest business segment with retail operations in over 26 countries worldwide (Brea-Solis et al. 2012). The net sales generated from this segment are about 28 percent. The Walmart International comprises a number of businesses ranging from retail stores, Sam’s Clubs, online retail businesses and restaurants outside the United States. Sam’s Club is the third business segment of Walmart operated in about 47 States throughout U.S. as well as in Puerto Rico. It operates online business operations and samsclub.com, warehouse clubs and generates net sales of about 12 percent.      
Walmart U.S. Segment
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	 
	Three Months Ended July 31,
	 
	Six Months Ended July 31,

	(Amounts in millions, except unit counts)
	 
	2017
	 
	2016
	 
	2017
	 
	2016

	Net sales
	 
	$
	78,738
	
	 
	$
	76,241
	
	 
	$
	154,174
	
	 
	$
	149,536
	

	Percentage change from comparable period
	 
	3.3
	%
	
	3.1
	%
	 
	3.1
	%
	 
	3.7
	%

	Calendar comparable sales increase
	 
	1.7
	%
	 
	1.4
	%
	 
	1.4
	%
	 
	2.1
	%

	Operating income
	 
	$
	4,618
	
	 
	$
	4,519
	
	 
	$
	8,887
	
	 
	$
	8,751
	

	Operating income as a percentage of net sales
	 
	5.9
	%
	 
	5.9
	%
	 
	5.8
	%
	 
	5.9
	%

	Unit counts at period end
	 
	4,741
	
	
	4,629
	
	 
	4,741
	
	 
	4,629
	

	Retail square feet at period end
	 
	703
	
	
	695
	
	 
	703
	
	 
	695
	


The net sales of leading segment of company that is Walmart U.S. increased by $2.5 billion, about 3.3 percent as well as $4.6billion for last 3 and 6 months that ended in July 31, 2017 (SEC Form-10k). The gross profit remained flat compared to same period last financial year, which is attributed to continued investments in the EDLP and mix effect from e-commerce, that generally affect the supply of merchandise and savings. The operation cost for the segment increased compared to last fiscal year.  

Walmart Merchandise

The Walmart U.S. operates 6 strategic merchandise units in all their store layouts in discounts, supercenters and Neighborhood Markets. The six units of merchandise include:

1) Grocery – comprises all grocery items, such as dairy products, foods, beverages, meat, nonalcoholic drinks and consumables like beauty products, baby products, paper goods, household chemicals as well as pet supplies.  
2) Entertainment – includes electronics, cellular phones, toys and books.
3) Hardlines – includes stationery, hardware products, paints, automotive accessories, sport goods, fabrics as well as crafts.
4) Health and Wellness – comprises pharmacy as well optical services

5) Apparel – comprises clothing for women, men, boys, girls and infants along with accessories, shoes and jewelry.

6) Home – comprises home furnishings, small appliances, housewares, beddings, outdoor living products, horticulture and home decors.
The operations of business in most stores 24 hours and payments is flexible since the store allows payments in cash, checks, debit and credit cards, as well as via PayPal for online purchases. The business also encounters seasonal phases of operations that depend on diverse calendar of events, religious holidays, national events and climatic conditions. In history, Walmart records largest volumes of sales in last quarter ending January 31, since it comprises festive seasons, while the lowest quarter is the first quarter that ends in April 30. 
Walmart businesses compete with different business local, national, regional and global. The competition is in a number of store business, grocery, specialty stores, hypermarkets, online businesses, discount stores and supermarkets.
The business strategy that Walmart uses to cement its competitive position in the market is to develop, open and operate divisions at the right places and provide value as well as quality service to clients largely offer a competitive advantage for the giant retailer in retail industry. The retailer uses many programs structured to achieve competitive pressures in the industry, which include:
· EDLP - which is the philosophy of everyday low prices enables Walmart to obligate to price leadership pricing items at a low price every day to make clients trust that those prices will not shift under recurrent promotional activity;
· Rollbacks – Walmart commit itself to frequently pass cost savings on to their clients by lowering prices on chosen products at the stores;

· Save Even More - this is a strategy to help the giant store attain or rank below a competitor’s advertised price;

· Store of the Community – this strategy make sure that stock collection in particular store meets the demographic needs of people around the location of the store; and 
· Clean, Fast and Friendly - Walmart commit to distribute a vast customer experience including fast, friendly service delivered in clean surroundings.

Walmart Corporate Strategy

The merchandise stocked by Walmart is believed to be stuff of legend and push brand image for the retailer to greater heights. The main corporate strategy is to push for individual business unit in respective store in major segments. Business strategies have been centered on major merchandise like grocery, healthy items and apparels.
	STRATEGIC MERCHANDISE UNITS
	  
	2016
	 
	 
	    2015
	 

	Grocery
	  
	 
	55
	% 
	 
	 
	53
	% 

	Entertainment
	  
	 
	12
	% 
	 
	 
	12
	% 

	Hardlines
	  
	 
	10
	% 
	 
	 
	11
	% 

	Health and wellness
	  
	 
	11
	% 
	 
	 
	11
	% 

	Apparel
	  
	 
	7
	% 
	 
	 
	8
	% 

	Home
	  
	 
	5
	% 
	 
	 
	5
	% 

	
	  
	 
	 
	 
	 
	 
	 
	 

	Total
	  
	 
	100
	% 
	 
	 
	100
	% 

	
	  
	 
	 
	 
	 
	 
	 
	 


The ability of the giant retailer to sell goods at “every low price” as well as the dominance of global market that has created a competitive advantage for the brand. This makes it most valuable retail brand in United States and world at large. The estimation of Walmart brand is about $215.8 billion at the current market and corporate strategy is trying hard to push the figure up through provision of customized merchandise in the global arena. The closest competitor to Walmart is Target, with a brand image value of $37.1 billion. The giant retailer understands the existing challenges in retail market that is impacting on shoppers’ behavior. For that reason, Walmart concentrates more on virtual marketing and provision of offers hence attracting more clients and increasing sales (Boxall, 2017). The modern operations of the retailer are established on the strategies and systems that are established on original format of selling at very low prices and corporate strategy plays a pivotal role in creating brand image through (i) retailer’s immense sales volumes via unique marketing interventions alongside broad clientele base, (ii) successful supply chain system that maximizes efficiencies as well as reducing on outlays, (iii) minimizes overheads and other related cost in operations, as well as (v) leveraging on bargaining power by forcing suppliers that cuts on prices. 
Marketing Strategy of Walmart Stores

The marketing strategy of Walmart revolves around marketing mix that covers the company’s retail business. Likewise, Walmart’s cost leadership generic strategy illustrates the marketing mix, with general focus on retail market. The giant retailer has continued to maintain its leadership as the leading retailer globally. Walmart anticipate employing the same marketing mix by focusing on price, product and promotion for competitive advantage, while also emphasizing on place and distribution to enhance the marketing mix. The retailer’s marketing mix remains a key success factor for Walmart in retail business. 
Product: this is the marketing mix component of Walmart’s retail service. The retailer attracts a huge number of clients by offering convenient and successful service. For instance, the sales personnel are well-trained in quality service delivery and customer care services; hence assist shoppers to locate goods easily in the store (Boxall, 2017). Majority of customers enjoy one-stop shopping because the stores host all products that clients needs. The product element of the marketing mix positively impact on Walmart’s position to characterize customer experience. Additionally, the sales staffs in the stores directly affect the way clients feel while shopping and Walmart has endeavored to motivate them to hold positive image toward shoppers.
Prices: the pricing strategy has been a core marketing strategy for the retailer. Walmart has always sold its goods at Everyday Low Price (EDLP), a philosophy that has helped the retailer to draw large numbers of clients. Similarly, the pricing strategy has offered support its generic business strategy of cost leadership. For the reason that retailer operates low costs along with low prices of products. But the registering large volumes of sales on daily basis help it to create enough profits. As a result, the component of price in the marketing mix is the main contributor of Walmart’s competitive advantage in the retail market.
Promotion: the element is made up of advertisements, personal selling, public relations and sales promotions conducted by Walmart in promotion of its retail business. The retailers do most of its ads on newspapers and websites. The sales promotion is conducted where retailer is pushing for special deals with clients and in provision of discounts. Personal selling is commonly carried out in Walmart stores, where sales staffs convince clients to try or buy latest brands or products. Walmart also possess large public relations that aligns corporate strategy into business units, and majorly completes it through press releases meant to keep clients and investors updated on daily, weekly or monthly happenings in the stores regarding businesses, offers, programs as well as new strategies adopted. The retailer also sponsors a number of charity programs, which is part of corporate social responsibility. Therefore, the component of promotion to the Walmart’s corporate strategy and competitiveness is to attract more clients to its stores as well as build strong brand image. 
Place (distribution): the retailer focuses on detailed distribution strategy with more supply channels. This is to ensure that all stores are fully stocked and employees are fully engaged. Furthermore, the retailer focuses on opening new stores to make its products and brand easily accessible by many clients. Therefore, this component play a critical role in ensuring that clients are availed with convenience in their shopping spree and attracting more to the store.
Walmart’s Competitive Positioning Strategy

The positioning strategy plays an important role in retailer’s success. Walmart has strategically positioned itself in the retail market with provision of low prices for their products. The pricing strategy has helped to enhance sustainable business model throughout the company. In retailing market, Walmart has ensured that it stocks all important products in stores to sustain the one stop-shopping notion for its clients. The adoption of various promotional activities has assisted the retailer to push for more sales within their stores. 
Comparing to its key competitors in the market, Walmart’s positioning strategy has outwitted Target, the main competitor. Although, Walmart stocks a diverse number of merchandise, while when it comes to Target it stocks more apparels and this limits customers who may want to do one-stop shopping at one place. Food being a basic need for most individuals, the stocking of grocery offers an added advantage to Walmart in continued domination in the retail industry. The giant retailer still outdoes the Target, in provision of apparels. Besides stocking majorly apparel, Walmart’s apparel products are deemed cheap and affordable (Brea-Solis et al. 2012). The focus on consumer also provides a competitive advantage to the Walmart, since its shelves stock about 45 percent of consumables, which forces basis of most attraction to customers, but the competitor, Target allocate about 20 percent of shelves to consumables while 40 percent on clothing. The low supply of groceries in Target stores cannot allow it being sold cheaply, and this makes more customers to visit Walmart since they believe it has wider choice at cheaper price.  The provisions of basic products at lowest price are essentially the competitive positioning strategy that Walmart has been capitalizing on to dominate the market and broaden its activities in retail industry globally. 
To also push for competitive advantage, Walmart is investing more in promotion and advertising activities basically to promote its products and build good image in global market as it strive to establish more business in various locations to necessitate easy access of its products. At the moment the retailer has adopted integrated marketing strategy commonly known as Retail Development Kit (RDK), which is akin to e-commerce platform that focuses on establishing and strengthening of business brands (Boxall, 2017). This platform encompasses all things on co-op TV ads along with in-store TV and ads that run on Walmart.com or linking to social media platforms of the retailer like its Facebook page “My Local Walmart”.  

Conclusion

The need of employing corporate strategy in strengthening a competitive advantage in the market is very pivotal for growth and development of company’s business. A number of retailers presently focus more on internet marketing campaigns since majority of consumers are technology savvy and spend more time on social media hence easy to interact more with web site and use of email. Several strategies of social media campaign have demonstrated to be the best like blogging and video sharing on the internet. Video sharing on the internet web, such as on YouTube is most convenient way of interacting with target audience in promotion of products or services since it receives million hits per day. Walmart’s integrated marketing strategy should continue focusing on business excellence through provision of quality products at lower prices. This will make retailer not only outstanding in America but in the world both in customer and employee base. 
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