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Question 7
Business operations and sales of products & services do not always define a company's wealth until its operations on a global scale. Giant companies like Nestle and Unilever have been known to tap the global market by establishing their products and services in foreign markets. However, in order to fully grasp the foreign market, the products and services offered by the companies need to be global too. By this I mean, the products should not only be tailored to fit the needs of the local people but also the diverse needs of foreign markets.
Global Market & Products
In 2014, Macy’s and Bloomingdale’s decided to extend their operations in United Arabs Emirates (UAE). Due to their expansion perspectives, the company had to view its products and services and tune them in a way that could see the company succeed on a global scale- considering the company had never been out of the United States. Macy's Inc and the brother company Bloomingdale's have diverse members of the board that help in identifying global trends on how people shop. Their products include skin care products, fashion clothing, and accessories, makeup products. In this regard, the products and services offered by Macy’s physical and online stores are not only customized for the local US market but also for the international market. Clothe designs and accessories are among the top most imported products in the world. Selling and shipping products to African, European, and American markets makes Macy’s Inc product diverse.
Expansion Needs and Benefits
Macy’s Inc owes its needs to expand to the diverse product portfolio and the market that is ready to buy in different countries. In the United States, many Chinese, Japanese and even some Arabs are buying from their stores. This makes it a perfect opportunity to tap that market on a global scale by establishing stores in China, Japan, and the UAE. Another justification is a growing competition. Competition is no longer on a local level but on a global level. The company needs to expand so as to keep up with its competitors like Amazon, Bon Ton, Ross Stores, and Walmart.
The company’s expansion plans will attract pleasant benefits such as global partnership with companies and corporates, strengthening of the company’s brands, and most definitely increased sales and market share (Redd & Vickerie, 2017). In addition to this, the company can offset negative returns from one global market by ensuring success in another. This is easily done by introducing unique products to different countries in the world. Global markets are known for their pool of talent which can be beneficial for Macy’s Inc. Expanding globally will enable the company to use the diverse labor market to increase production and increase diverse educational background.
Challenges and Core-competencies
Macy’s Inc has a great number of customers that are positive towards their products. In this regard, the company generates a terrific traffic of customers on the internet which has created international recognition. Other advantages that would help in global expansion include diverse products, quality customer services, strong customer base- due to the acquisition of Bloomingdale, and finally, high-profile and updated stores that entice customers. 
However, the company may face challenges during expansion into foreign markets like reduced sales- due to slow growth of the global economy and local custom dissatisfaction. Starting of stores in a foreign market has its disadvantages. For instance, Walmart had to delay its expansion plans in India for 3 years due to the local people prefer to buy at Mom-and-Pop. Macy’s high prices compared to the local store's prices might put-off people and hence decrease the company's sales.
Question 8
Strategic Challenges 
The sales of Macy's Inc have been declining for the past year and a half. It is really worrying the customers and executives. Even though the decline can be attributed to lack of funds, some of them are due to low shop-keeping standards. In 2016, the total transactions fell to an approximate of 7%- worse than 2015. The company has a problem with traffic. Recently, customers are not having a concrete reason to come back and shop at Macy's stores. In many of Macy's stores, services are fairly mediocre, products are poorly managed and this makes it hard for customers to shop.
[image: ] A graph showing the decline of Macy’s sales from 2013 to 2017 as obtained from YCHARTS, on 11 April 2018.
Another challenge comes from the company's risk of losing its premier positioning. Employees and management do not show a pinch of concern for the well-being of the stores. In this regard, why would customers want to come back to shop in a disarrayed and haphazard store? The company does not have concrete plans to become high-end and that is making the company lose a significant percentage of their market share (Redd & Vickerie, 2017).
The third strategic challenge is associated with seasons sales. In the early months of 2017, the company suffered a brutal loss when the weather changed and affected their sales. Warmer weather conditions led to a decline in the company's cold weather sales perspective. The lack of planning and strategic analysis of weather conditions hurt the company badly. This is still a challenge for Macy. The company does not seem to have a speedy supply chain which is due to poor strategic planning. 
Macy has been struggling to introduce its products in e-commerce which has made big companies like Amazon and TJ Maxx have a stronger hold on the retail market. The challenge that Macy faces is that small upstart fashion stores are coming up thick and fast- grabbing away a bigger part of the market share. The upstarts like Forever 21, H&M and Zara have better ways to bring trendy designs within a limited period. On the other hand, it is difficult for Macy to compete with these upstarts because, in addition to their convenient timing of production, they are also pricing their products very low. Macy has an issue in attracting departmental store vendors- a strategic challenge. 
Recommendations and Timeframe
The young generation has been known to be different from the previous ones by setting their shopping preferences to wellness and experience (Nisar & Prabhakar, 2017). Macy should capitalize on how the millennial spend a lot on shopping experiences. Again, the quest to satisfy customers should be Macy's number one priority. The company should work towards achieving high-end experiences by coming up with models that ensure their customers feel happy to buy in their stores. I would recommend the use of the high-end experiences like mini spa and fitness segments. Given the rapid shift of consumer needs and the emergence nice of clothing stores, setting up new customer experiences should be done within few months.  
I would also recommend Macy to invest in emerging technology like RFID from Tyco. This technology will help the company in being at par with Amazon and other retail stores in the US (Turi, Smith, & Kopp, 2017). However, it would take a period of not less than a year to realize the implementation of new technology. It is upon the company to take time to invest and test new technology. Having new technology will also aid the company in tracking sales and determining customer’s new trends. It will also help in predicting the future designs expectations.
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