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Introduction
Walmart is a worldwide retail corporation whose headquarters is in Arkansas, USA. Wal-Mart runs a large chain of discount department stores and also a chain of warehouse stores. Wal-Mart prides itself on being the largest majority private employer and the largest retailer or grocery in the US. Walmart has a presence in fifteen countries and stores totaling 11,510 stores. Fifty-five of the stores operate under a different name (Parnell and Lester, 2018). Across these, Walmart offers various products and services at a reasonable price. These products include electronics, toys, hardware, houseware and furnishings, sporting goods, toys, clothes, automotive, jewelry, and grocery, among many others. Services offered include Walmart MoneyCard, Pickup Today, Financial services, and Walmart Pay.

Purpose of a Marketing Plan
This marketing plan aims to provide Walmart with market information that will ensure its competitiveness in the already competitive retail market. Besides, the plan will assist in designing future strategies that will be helpful to Walmart as far as maintaining profitability and customer loyalty is concerned. As it is known, a company can only survive in the market if it is financially healthy; therefore, strategizing on plans that will make the company stay afloat in the market is essential. Through the profits made, a company can maintain its stability in the market. Gains realized in Walmart have always been good, but staying in the comfort zone is risky, thus setting goals and surpass them. Therefore, for Walmart to continue registering profits, it is essential that it understands the changing individual needs of its customers and subsequently address them effectively. The profitability can also be enhanced by minimizing operational costs while still delivering quality products and services to the market. All these are realized very much on the marketing plan; a good marketing plan equals good returns and market growth. 
Walmart's current market goals and objectives are focused on achieving sustainable competitive advantages in the business world by providing low-priced products. The company also focuses on aggregating research expenses on potential customers and prospective products by a 25% margin. The company hopes to achieve these goals and objectives in different ways. One of the ways is by ensuring that its customers have a strong association with Walmart's products and services. A marketing plan that is geared toward attaining customer loyalty for products and services is thus critical. Another plan would be to research potential customers as well as future brands. By conducting the research, Walmart may have a perfect idea of the kind of brands it ought to introduce in the market and the brands that should be withdrawn. 
Mission Statement
The Wal-Mart mission statement is to assist people in saving money so they can have a better life. The statement defines the company's purpose, what they stand for, how they will conduct their businesses, and why they are in the business. The goals and objectives of Walmart are consistent with its mission (Ferguson, 2019). The saving of money ensures that people afford to live a better life. This is very much aligned with the company's objective of low-priced and high-quality goods and services. These goals and objectives are also consistent with the recent trends in the external environment where it can compete competitively with rival companies. Offering low-priced and high-quality commodities ensures customer loyalty, thereby shielding the company. 

Marketing Plan
For a business to keep up with its competitors and continually achieve success, having an operational plan is an inevitable step. Through excellent planning, the enterprise is able to coordinate its finances and all the internal and external factors affecting its operations (Ostaev et al., 2019). For this report on Walmart enterprise, we are going to use the SWOT analysis is an essential component of the marketing plan.
Strengths
Walmart enterprise deals with an unlimited variety of products with recognizable brands in all the sectors of the items. More than 60 million different products are accessible through the company's online store (Jindal et al., 2021). It acts as a purchasing hub for the customers since they find all that they need in one place. Secondly, the company has global significance. It has continually opened new locations leading to an increased operating capacity. The company opened 48 new outlets in Central America, 16 in Chile, 10 in the United Kingdom, and 5 in China in 2017 (Martinez, Galvan & Alam, 2017). Further, the entity's relatively low prices of the products compared to the competitors win a big proportion of the global market customers since most are average income earners (Jindal et al., 2021).
Weaknesses
Several instances of lawsuits due to the poor working environment, poor salaries, and neglected healthcare have often faced the company's management (Jindal et al., 2021). Due to the fair prices of the products available for sale in Walmart stores, the profit margin is considerably shallow hence a limitation to attaining higher revenue levels. The company employs a cost leadership strategy. Gender segregation is not an exemption in Walmart. In 2007, a lawsuit was filed in US federal court against Walmart, purporting that female employees are discriminated against and taken advantage of in exchange for bonuses and promotion (Martinez, Galvan & Alam, 2017). Finally, the uniqueness of the Walmart brand is not very profound. Imitation and breaking the originality of their marketable goods is an easy task for other businesses with a similar line of operation. The company does not possess a distinctive competitive line over its competitors, and this reduces the sale efficiency of its products.
Opportunities
Walmart Company is not limited to growth opportunities. Despite being an international enterprise, the outlets of Walmart's business are yet to land in some global markets. This is an opportunity for the firm to establish its brand to all prospective consumers around the globe. Such locations that are yet to experience more of Walmart's impact are; China, Latin America, and Middle East nations (Jindal et al., 2021). Walmart is well placed to buy, merge and form joint ventures with other upcoming enterprises due to its strong brand. From the production and sale law, low-priced products reflect low-quality raw materials. Most of Walmart's products are cheaply sold, insinuating that they are of low quality (Jindal et al., 2021). This is an area the enterprise can develop high-quality products to show health concerns to the customers.
Threats
Controversial product selling activity is the main threat in Walmart stores. In 2017, the company was taken to bars for arguably selling a fake beer brand. WX produced the beer, but it had the "Trouble Brewery" trademark, which was a production plant that did not exist (Martinez, Galvan & Alam, 2017). Over time, Walmart has won the most significant proportion of customers in all the markets. However, this makes the company become the wholesome target of similar business operators. The competing partners tend to present better bonus sales compared to Walmart. Further, the rivals enjoy the negative reputation of Walmart treating her employees poorly. On a similar note, the devolved economic setup has seen the online market become crowded. New private and public companies are venturing into the digital selling of similar products as Walmart's (Jindal et al., 2021). This is a threat to the future business extensions of Walmart.
Marketing Mix
Every business wants to maximize the revenues generation of their services through managing their products, distribution locations, promotion strategies, and the price levels of their products. This strategy is termed as 4Ps (place, product, price, and promotion). Efficient coordination of these elements assists the business in developing and executing effective marketing techniques. Let's consider the 4Ps of the Walmart company.
Product
Walmart deals with a wide variety of products, ranging from beauty items, automotive products, hardware equipment, jewelry, home furnishings, and electronics, among others. The company offers these products in retail services (Jindal et al., 2021). Further, Walmart has integrated into offering on-demand digital content streaming services and more private-label brands from Sam’s Choice and Great Value. To help gain and retain loyal customers, the company employs effective, convenient, and efficient service delivery on all the items. For instance, the sales team is trained in assisting the customers in locating products on the store shelves easily. The whole team of human resources in Walmart enhances this market mix element by ensuring quality products are made available to the buyers. They make sure that a variety of products are accessible by the customers in the physical and online stores (Fulgoni, 2018). Customers' satisfaction rises when they can avail what they need by just one-stop shopping. Walmart ensures this is achieved.
Pricing
Walmart company products are considered to have consumer-friendly prices. The company applies the Everyday Low Price (EDLP) model as a factor in the revenue-gaining technique. The primary goal of this model is to attract an unlimited number of customers who will purchase a lot of products from the company's stores hence an increased volume of sales and, consequently, a profitable business venture (Fulgoni, 2018). Despite the thin profit margin in the products, the high sales maintain a sizeable amount of revenue for the company, making it competitive in the retail market. Further, Walmart applies a market-oriented pricing strategy for most of the products associated with house branding and media content (accessible from the movie streaming supplemental, Vudu). Finally, the flat rate (Fixed rate) subscription pricing strategy is embraced in Walmart for unlimited deliveries, mostly on the products purchased from the online stores. The company adjusts on the type of pricing strategy to use depending on the market trends (Parnell & Lester, 2018).
Place
In this market mix element, Walmart employs an intensive distribution channel design where it offers the same variety and quantity of goods among all the stores in the market (Jindal et al., 2021). Further, the internal protocol of how the company operations are to be carried out is similar within all the company's outlets. The entity has global significance, with locations in more than 24 nations (Parnell & Lester, 2018). The outlets are strategically located to make customers' shopping more convenient due to the easy accessibility of the physical stores as well as the online services offered by the company. The organization's efforts to combine the use of online and offline methods of operation increase the target market coverage. Customers who cannot access the Walmart products due to the vast distance from the nearest physical store can opt to order online, and the item will be delivered. Logistics are perfectly and widely considered.
Promotion
The promotion market mix entails sales promotions, advertisements, public relations, and personal selling. Walmart advertises its services and operations on websites, newspapers, television, and company-affiliated magazines (Parnell & Lester, 2018). Considering the sales promotions, the company is highly involved in creating discounts and special deals for the customers, and this acts as a plan to attract many of them to the stores and websites. Personal selling is put into practice inside the stores where the sales personnel convinces the customers to try out consuming different products. Finally, the company utilizes press coverage and charity initiatives as methods to boost public relations (Fulgoni, 2018). The activities create a good image of the company to the customers and other shareholders who will most likely settle for Walmart to serve their needs.
Digital Marketing Activities
According to Peeroo (2019), Walmart’s company website is used to encourage online shopping and offers details about the company dynamics as well as internal news. Walmart also uses Email marketing for promotions and replying to reviews. The company employs content marketing to sell products and engage customers.
Walmart uses content marketing to engage its customers by using well-structured editorial content that revolves around customers’ problems, ideas, and questions. The Email platform keeps customers engaged via sharing of new trends and unique offers to customers via emails (Pandey et al., 2021). Also, the company replies to customer experiences where it also requests feedback. Customers are kept engaged with the company website by encouraging them to ask any relevant questions about the company’s products and services including other insights.


Social Media Marketing
The major platforms used by Walmart Company for marketing and customer engagement include the use of its Facebook page on which it has over 32.8 million followers. Walmart has several Twitter accounts with over 1 million followers where it posts images and videos. Also, the company uses LinkedIn to engage over 2 million followers where it makes about 2 posts weekly (Zhang et al., 2021). Also, Walmart has an Instagram page with over 2.2 million followers where it focuses on company branding as well as driving sales.
Walmart uses Facebook mainly to engage its internal stakeholders, promote work culture, CSR, and promote business deals and products. The company’s Twitter accounts are used for fan engagement, driving sales, and gaining feedback from followers. Walmart’s
LinkedIn is used to improve its social media image and showcase its work culture. Also, LinkedIn is used to cover associated stories for example media events, supply chain stories, and CSR-related issues (Pandey et al., 2021). Walmart uses its Instagram page to brand its image and to showcase its CSR efforts and its business associate stories. The company runs marketing campaigns on Instagram using Instagram influencers.
Walmart encourages its consumers to engage with the brand by using its digital platforms to invite customers to share their impressions about the purchased products. Besides, the company stimulates customer engagement using giveaways and prizes that act as incentives. It also gives promotional offers on products.
Digital/Social Media Marketing Assessment
A look at Walmart Company’s digital and social media strategy and activities reveals that the company’s move to switch to the digital world is working well towards the achieving of business goals and mission (Kumar & Bhadwaj, 2018). In a few years, the company has millions of active followers on each of its digital platforms. The fact that the company was voted by Forbes Magazine as the best in email marketing is proof that the use of digital marketing and engagements is behind the recent shooting of its earnings.
I think the strongest aspects in reaching and engaging with target consumers and customers are the use of Facebook, Instagram, and the company website. Facebook comes as number one for the platform has a wider catchment of 2.89 billion worldwide with the company having over 32.8 million followers. The use of a Facebook account is reliable in gaining feedback. Instagram on the other hand has increased in popularity as a marketing platform amongst it’s over a billion users. The platform is visually appealing and has followers of all ages especially youths (Magnani et al., 2019). The company website is also viable for it allows customers to find and access information at any given time. It also increases credibility and lowers advertising costs.
If I were on the marketing team at Walmart, I would advocate for the use of artificial intelligence tools to determine the type of content being sponsored by our close competitors to determine where to put many efforts. I would also advocate for constant and consistent sharing of rich content on Twitter (for instance 4 times weekly).
 Social Responsibility
For any business to survive the good image it holds with the public, it must continually act positively in a way that benefits the community. Such positive acts involve being economically supportive, ethically acceptable, and which promotes the welfare of the community. Walmart organization is fully committed to social responsibility by creating policies that support the social wellness of the community as well as minding about lessening the adverse effects on the environment (Ertem, 2020).  Walmart's corporate responsibility statement supports applying efforts that put people and the planet at the forefront by targeting to source efficiently, sell quality products, restore, and protect natural resources by reducing waste disposal and other harmful emissions (Ertem, 2020). The organization strengthens the neighborhood and the local communities where most of the staff and customers reside. With such responsibility, the company can only continue thriving in the midst of its competitors. The company's Environmental, Social, and Governance (ESG) initiative that is being implemented along with other social responsibilities as reported by the company's management, is achieving zero emissions by 2040, minimizing absolute scopes 1 and 2 GHG emissions with a margin of 35% by 2025  and with 65% margin by the year 2030.
Ethically, Walmart aims to sell safe food products to the public, proper handling of customers' information in their systems, following up with deep investigations to the concerns brought up by the customers, staff, and stakeholders. The company is focused on integrity virtue (Ertem, 2020). Walmart's environmental and ethical efforts are aligned to its mission of making people around the world live better. To confirm their social impact, Walmart uses factual data to report their progress to the community. This is a perfect method of communicating about their social responsibility. However, they should continually demonstrate by action the alignment of the corporate responsibility with their vision until the society feels the effect, rather than just reporting (Nielsen & Thomsen, 2018).
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