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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 of being the largest majority private employer and the largest retailer or grocery in the US. Walmart has 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. Profits realized in Walmart have always been good, but staying in the comfort zone is risky and thus the need to set 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. The realization of all these is pegged 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 through 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 on 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 
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