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Abstract
This Strategic Quality Management Implementation Plan will be written as a document submitted to a business executive team. This paper will address material in third section of this work in more of a report format rather than as an academic paper. This plan will be based on current research that can be correlated with the organization selected which is Wal-Mart. In support of this proposed plan, there will be a literature review that focuses on the basis for the quality management tool/technique selected. Wal-Mart is a globally known organization who has always had a belief of selling goods at a low price to consumers. Wal-Mart is structured as a hierarchical functional organizational structure which has upper, middle, and lower levels of management. Wal-Mart has a few minor issues in their organization that revolve around the effectiveness of their quality issues. The company must ensure that they keep their employees informed on quality issues and expectation of quality in each store.
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Strategic Quality Management Implementation Plan
Introduction
	Wal-Mart is a globally known organization who has always had a belief of selling goods at a low price to consumers. They achieve this by buying wholesale, which allows them to offer lower prices to their consumers. Wal-Mart prides its self on providing quality products in the retail industry. Over the decades, Wal-Mart has started from one store in Arkansas to now a store in every state.  Sam Walton, the founder of Wal-Mart, always believed in providing great value and exceptional customer service. According to Joseph and Kuby (2015), “while undoubtedly, individual business practices among retailers lead to variations in the store deployment process, all retailers must consider the locations of their existing stores before deciding upon new store locations” (p. 2). In Sam Walton’s leadership of his organization, he had to carefully plan a quality strategy on how to duplicate the same quality products and customer service in every Wal-Mart store.
	Wal-Mart has become a multi-million dollar company with it retail stores all over the world. A big concern that Wal-Mart should have is with the constant expansion of their stores in new areas. Wal-Mart should ask them-selves, how can we maintain our ideal level of customer service and quality in these new areas? This company should also consider what strategies are best utilized in different areas of the world versus other parts of the country. According to Joseph and Kurby (2015), “the retailer shifts to a different area for new store deployment once the closer areas reach saturation. This may be the next closest area, especially for chains that place a high priority on maintaining low distribution costs” (p. 3). According to this scholarly reference, a company must have a strategy or plan when moving in between different parts of a certain geographical area. First to understand how to react to change, one must first understand the organizational context of Wal-Mart.
Organizational context/ quality statement
	Wal-Mart is structured as a hierarchical functional organizational structure which has upper, middle, and lower levels of management. The different tiers have their own responsibility and duties to accomplish to meet or exceed organizational goals and objectives. According to Zugal et al. (2013), “with respect to empirical investigations of hierarchical models in general, the interplay of positive and negative influences is also of interest” (p. 1090).  In a hierarchy, sometimes there can be positive and negative influences which can affect an organization’s effectiveness. In an enormous firm like Wal-Mart, it is imperative that they have a very efficient method of communicating to all it team members. Miscommunication in any company can have detrimental consequences not only to productivity but the quality of services involved in Wal-Mart’s processes. When a company such as Wal-Mart does not communicate its goals and objectives effectively, it can give the wrong impression of what is expected of everyone in the organization.
	The corporate sector of Wal-Mart is expected to keep coming up with methods to keep all team members in the company focused on the same organizational goal. When upper level managers focus on keeping everyone on the same track, it can reap great quality improvements. Per Caldeira, Serrano, Quaresma, Pedron, and Romão (2012), “besides financial benefits, other important organizational features were identified, namely higher levels of patient and professional satisfaction; an increase in efficiency in hospital operations; improvement in the quality of information for management decision-making” (p. 196). This exemplifies that even in a hospital organization communication is vital. Communication is important in a healthcare setting; therefore it is even more important in a massive organization like Wal-Mart.
Along with this organizational structure, Wal-Mart’s organizational culture consists of four factors. Those four factors are service to its customers, respecting all individuals, striving for excellence, and having action with integrity. Per Santouridis and Trivellas (2010): 
Customer service, pricing structure and billing system are the service quality dimensions that have the more significant positive influence on customer satisfaction, which in turn has a significant positive impact on customer loyalty. The mediation role of customer satisfaction on the service quality and customer loyalty relationship has also been confirmed. (p. 340)
Customer service has a direct correlation with customer satisfaction. Since Wal-Mart was founded, they have prided their organization with having exceptional customer servicing skills. Another element was brought to the forefront from this scholarly reference and that element is customer loyalty. Customer loyalty is the ability to retain customers to your organization because of a strong company reputation. When quality in an organization is one of the most important aspects in a corporation, it can become a great asset to improve the strength of their customer loyalty. To have an exceptional organization that is focused on quality improvement processes, a company must make a stand or statement on their beliefs surrounding their quality strategy.
	At Wal-Mart their mission statement is, “to save people money so they can live better”. To accomplish this, a company must focus on giving their consumers a quality service or product consistently. Wal-Mart’s vision statement is, “Be THE destination for customers to save money, no matter how they want to shop”.  Just a previously state for Wal-Mart to “be THE destination”, they must ensure they have exceptional customer service and value-added quality services. Per Matsa (2011), “the risk that customers will switch stores appears to provide competitors with a strong incentive to invest in product quality” (p. 1539). It is imperative for Wal-Mart to keep the quality in control in all their store locations. Wal-Mart has supply chain managers and executives whose job is to monitor the cost and quality of their incoming goods. This is how Wal-Mart currently keeps their quality in check and also with the help of hourly and salary store associates. To maintain the effectiveness of the quality control system, Wal-Mart needs to identify any quality issues that currently exist and how they plan on improving the process.
Identification of quality problem/process to improve
	Wal-Mart has a few minor issues in their organization that revolve around the effectiveness of their quality issues. The company must ensure that they keep their employees informed on quality issues and expectation of quality in each store. According to Koca-Helvaci (2015): 
Walmart portrays its relationship with its “associates” as cooperative and mutually beneficial. On the other hand, the corporation presents the image of a philanthropist organization that has been trying to improve the poor working conditions of its “suppliers” through strict regulations. (p. 374)
If Wal-Mart really demonstrated a cooperative and mutual relationship, then the communication in the organization is at least satisfactory. This satisfactory communication in the organization does not mean that the quality of communications and services in Wal-Mart cannot improve as well. It will take the leadership of a management team to take the responsibility of a continuous process improvement initiative.  Continuous process improvement (CPI) focuses on constantly looking at method of improving a business and its processes. In some organizations, they put together a continuous process improvement team whose sole responsibility is to monitor the processes of the organization and continue to find ways to improve efficiency and effectiveness. To ensure this continuous process team is effective, one has to set the goal and objectives for this team.
Goals and objectives
	Upper level management will have the determination of what goals and objective they see fit for the CPI team. Once those goals and objective are set, it is up to the team to determine how they want to accomplish these goals. Wal-Mart’s goal is to be the destination where customers want to shop and save money. In order to accomplish this, Wal-Mart must make every store have the best shopping experience possible for consumers. When consumers are satisfied with their experience with any business, it makes them a loyal customer.
One critical step in ensuring customers will keep returning, is to ensure associates are providing quality services to every customer. Per Kumar, Eidem, and Perdomo (2012), “analysis shows how lessons from one business entity can be applied to the other in order to bring even more efficiencies to both e‐tailers’ and clicks and mortars’ supply chains” (p. 807). Even with the e-commerce business becoming more competitive, Wal-Mart has an opportunity to not only improve the in-store shopping experience but also the online shopping experience. In today’s age, many of millennial and baby boomers are utilizing online options in ordering their supplies. While online ordering has become a new part of the business industry, a company must have a sound model and methodology on how to keep their business processed valuable and efficient.
Model and methodology
	In the case of Wal-Mart’s improvement process there is a particular analysis that will greatly benefit the organization. That analysis is deemed the SWOT analysis. Per Kumar, Eidem, and Perdomo (2012), “strengths, weaknesses, oppositions, threats (SWOT), the Five Forces Model and Financial Performance Metrics analyses were used to draw comparisons and contrasts between Walmart.com and Amazon.com supply chains” (p. 806). Using a SWOT analysis on Wal-Mart’s current business processes will give the company a better look at their strengths, weaknesses, oppositions, and threats. The strengths of a Wal-Mart are their brand name, many store locations, and a vast amount of products. The weaknesses of Wal-Mart are the fact it is a low cost retailer, high employee turnover, and negative publicity. The company’s opportunities are the use of possible global expansion, online shopping growth, and offering organic products. Lastly, the firm’s threats are intense price competition, a strong dislike from small businesses, and possible political issues in other countries. The utilization of the SWOT analysis will be a major part in the model of this strategic implementation plan. This analysis will analyze the negative and positive aspects of Wal-Mart with minimal biases. The structure of the strategic implementation plan will also need a defined scope, which will help maintain this project focused on the correct issues needing to be addressed.
Structure/ scope
	The structure of this project will need to contain task owners, stakeholder involvement, and a communication plan. The main task owners of the continuous process will be manager and supervisors.  The stakeholders in this situation are the stockholders, executives, manager, associates and customers. All of the above will be affected by the utilization of a process improvement team. This affect can be a positive or negative affect depending on the careful planning that is put into creating this unique team of individuals. Wal-Mart is a very diverse company which is a positive asset to have in a firm because it stimulates innovation. On the other hand diversity in a work place can also lead to barriers in communication.  Per Edmondson, Gupte, Draman, and Oliver (2009):
An argument is made that organizations should eliminate the use of the term “minority” from their communications in an effort to enhance their diversity climate and more accurately reflect their commitment to diversity. (p. 18)
In efforts to improve communication throughout Wal-Mart, upper management should heed the advice from the scholarly source and eliminate the term minority. In doing this it helps solidify that everyone in the company are identified as equals. The scope of this plan is to a form an effective and efficient continuous improvement team utilizing the SWOT analysis to effectively diagnose the potential issues in Wal-Mart’s processes. After a sufficient team is formed, Wal-Mart must designate its performance measures it will track in order to keep up with the effectiveness of the continuous improvement team. 
Performance measures
[image: ]	To decide what performance measures will be utilized, upper level management must decide what facets of the business they want to improve on. On the corporate web page of Wal-Mart, it shows the company’s three year strategic plan. This plan consists of their overall plan, growth plan, and the focused areas of growth. In the diagram on the left, it will show the companies publicized strategic quality plan. One important take away from the strategic diagram are the five areas of growth that the company is focusing on. Those areas include value, convenience, merchants, geographies, and appeal. These different areas be utitlized as key performance indicators (KPI). 
A KPI is measurable or quantifiable value that allows a company to track to see if they are meeting their business goals and objectives. Wal-Mart plans to grow its new sales in the range of fourty billion dollars to sixty billion dollars. This is a very aggressive goal for Wal-Mart to achieve in three years. These goals can be mointered in the earlier years by the continuous improvement team to ensure these goals can be accomplished. If the CPI team does not see the goals being met, they can intervene with management and let them know the progress of their goal. The CPI team can also give suggestions to the management team on what improvemnets can be implemented. In another diagram below found on Wal-Mart’s coporate website it shows some key KPI’s that the companies CPI team needs to pay close attetion to in the future. [image: ]The snapshot on the left shows that last year walmart made 482 billion dollars in revenue, they have a market precence in 28 countries, they have 11,530 stores worldwide, they employe 2.3 million associates, 260 million weekly customer visits, and 85 million monthly Walmart.com vists by consumers. 
The CPI team needs to use these KPI’s and utilize them to monitor the progress of this corportation.The CPI team can use benchmarking to compare the industries competitiors like Amazon against their KPI’s to evaluate if there is a need for a major organization adjustment. In some cases, the team may not find a need for a major adjustment and may only suggest a minor change. In other instances, the team may feel it is appropiate to alter certain processes in order to stay competitive in their industry. 
The performance measures utilized in this experiment will need to be representative of what the Wal-Mart corporation wants to track. The CPI team can hold monthly or bi-weekly meetings to give managers a idea if they are on target or off target from meeting their goals and objectives. These meetings of great importance will help ensure leaders in Wal-Mart are being notified of their performance throughout the year. These meetings are also a form of invovling front-line managers stay aligned with Wal-Marts organizational goals and objectives. According to Forsetlund et al. (2009), “strategies to increase attendance at educational meetings, using mixed interactive and didactic formats, and focusing on outcomes that are likely to be perceived as serious may increase the effectiveness of educational meetings” (p. 27). Executives of the company need to have a strategy set in place to communicate the importance of meeting their expectations. When this is completed then the top level leaders need to determine what time frame they plan to accomplish their critical success factors.
Time frame
	Critical success factors are elements of a project or tasks that are needed for an individual or team to meet their goals. Wal-Mart should have a CPI team formed and have their goals set by the end of the first month. The CPI team needs to track the metrics given by the executive team after this first month. From month two to three the CPI team needs to hold monthly or bi-weekly meetings with executives and managers to dicuss their benchmark data and what direction the company needs to head into. From the sixth month until the end of the year, the CPI team will continue to meet and adjust their strategy. At the end of the year the CPI team will sit down with the leaders of the organization and discuss the pros and cons of the current year. In this end of the year meeting, the leaders will set a new goal for the CPI team and this process will continue on to develop a higher level of quality management in the organization.
Summative comments
	Wal-Mart needs to ensure customers will keep returning due to associates providing quality services to every customer they come in contact with. Wal-Mart is structured as a hierarchical functional organizational structure which has upper, middle, and lower levels of management. Sometimes on organizational structures like this, communication can suffer due to the disconnect from different heirachy levels. Lastly, Wal-Mart needs to implement a continuous improvement team which monitors the qualtity of services and products in the organization.
Appendix
Literature Review
	With Wal-Mart’s organization structure, it can make it very difficult to properly communicate vital information to the whole organization quickly. Wal-Mart must think of some strategies or methods on how to reach its entire organization in a quick and efficient manner. Corporate social responsibility (CSR) has been a major topic since the Enron scandal, the BP oil spill, Wal-Mart’s low wages, etc. Many consumers are paying attention to what organizations are doing and where they allocate their resources. Companies can quickly lose a lot of consumers due to unethical or immoral practices. Businesses need to constantly evaluate what the vast majority of their consumer find socially important. According to Du, Bhattacharya, and Sen (2010): 
By engaging in corporate social responsibility (CSR) activities, companies can not only generate favorable stakeholder attitudes and better support behaviors (e.g. purchase, seeking employment, investing in the company), but also, over the long run, build corporate image, strengthen stakeholder–company relationships, and enhance stakeholders' advocacy behaviors. (p. 11)
So it can be determined that having a high focus on CSR can reap positive benefits. The focus on CSR will take some financial currency to invest in the companies social assignments. A key element is if the stakeholders are aware of the social issues that affect the profitability of their business. To ensure companies have their stakeholders involved and informed, items like a monthly newsletter can keep all stakeholders abreast of new and existing issues. Companies also use social media as a form or communication and the quality of information posted there is extremely important.
	The CPI team of Wal-Mart will also need to monitor the effectiveness and efficiency of their social media platform. To understand what elements are involved in effective business social media platforms, the leaders and CPI team need to do some benchmarking from other businesses in their industries. Per Wang, Yu, and Wei (2012), “consumer socialization through peer communication using social media websites has become an important marketing issue through the development and increasing popularity of social media” (p. 199). Not only is social media a valuable tool in in CSR but it also represents a vital tool in marketing. The CPI team can work with the marketing department to come up with new ideas on how to reach more customers and to gain more traffic in Wal-Mart’s stores. Marketing is the ability for an organization to publicize what their business has to offer to consumers in order to maintain and generate new business clients. Per Wang, Yu, and Wei (2012), “online consumer socialization through peer communication also affects purchasing decisions in two ways: directly (conformity with peers) and indirectly by reinforcing product involvement” (p. 199). From this scholarly journal article it solidifies that communication through social media plays an important part in its peers and reinforcing product development.
	The CPI team can assist in focusing on quality management issues in the organization like the area of product development. The quality department has a huge role to play in the development of any new products in any company. In a corporation such as Wal-Mart, it is essential that the quality department is involved in any product development. Product development directly correlates with creating brand loyalty and returning customers. When big corporations such as Wal-Mart focus on developing their products and services, it can continue to have diversification in it products and services. Per Büyüközkan and Arsenyan (2011): 
Collaborative product development (CPD) has emerged as a new way of business, increasing efficiency and effectiveness in product development. Although joint ventures and strategic alliances may be considered as a relatively older subject, CPD has recently become a strategic issue for businesses and gained meticulous consideration. (p. 48)
This concept of CPD can be utilized interdepartmentally in an organization to improve the level of innovation. Innovative companies continue to grow and increase their number of competitive advantages. Wal-Mart has continued to innovate their shopping experience for their consumers. Recently, the company has added a pick up option in store at certain locations. This new pick up service allows consumers to shop ahead online and a store associate will shop for these items. This saves consumers time and stress when shopping at Wal-Mart. This new feature is just the idea that the CPI team and the corporation needs to build off of and improve the service further.
	Consumer-oriented services will always assist in making every customer feel special and important to a company. As the business industry has grown, consumers have many more options than one firm to fulfill their needs. Businesses like Wal-Mart must ensure they have a distinct way of shopping that no other store has to keep customers loyal to their stores. Once this is completed, Wal-Mart can establish itself as an even bigger competitor than it already is. According to Aurich, Mannweiler, and Schweitzer (2010), “the growing demand for innovative services forces traditional product-oriented companies to perceive the potentials and strategic importance of services. Innovative services enable these companies to ensure their market positions and to achieve economical success” (p. 137). It can be gathered that consumers today are more interested in innovative services that make their lives easier. Using innovative services help corporations like Wal-Mart establish and maintain their influential segment in the market. A critical step in ensuring that innovation can be achieved is to ensure all associates are providing excellent customer service.
	Excellent customer service will assist in retaining more clients in any business. When a company is hiring individuals they must ensure the candidates are customer oriented and help support a customer oriented environment. If a company hires the right talent it can help elevate innovative services to a new level. According to Mechinda and Patterson (2011): 
Second, the organization must create a climate for service that supports, encourages and motivates service employees to better serve their customers. This service climate at the unit/branch level includes inspirational leadership, providing appropriate tools and technology, training, and commitment from senior management to a truly customer (patient) centric organization. (p. 102)
There is a lot of burden of responsibility on the firm to provide an environment where associates can best serve their customers. Leadership in the organization will be challenged to step up and hold their employees responsible for providing exceptional experiences to every customer. Associates who cannot sustain or provide these services should be disciplined and coached to improve their behavior. After the counseling processes, if the employee continues the deviant behavior, the employer should move in the direction of termination of the employee. 
	Leadership in the organization has a lot of responsibility in monitoring all departments. The CPI team can give suggestions for improvement but, it is ultimately up to the leaders to follow through and ensure those ideas or suggestions are being implemented. The leaders in the organization have to have a plan or strategy on how to get all the team members in an organization aligned with their goals and objectives. Per Smith, Binns, and Tushman (2010), “managing complex business models effectively depends on leadership that can make dynamic decisions, build commitment to both overarching visions and agenda specific goals, learn actively at multiple levels, and engage conflict” (p. 449). Having a strategy set in place in regards to a leadership style can greatly increase the effectiveness of an organization’s human capital. Human capital in an organization will be a great asset to the CPI team because they will be the associate conducting the suggestion the CPI team comes up with.
	The associates working in Wal-Mart will be vital to the success of creating new and innovative ideas per the CPI team. The team members in the franchise stores will have the most customer interaction out of anyone in the organization. The management team needs to make sure that the associates they put on the floor are focused on providing exceptional customer service. Customer service is dependent on how leaders hold their employees responsible for quality services daily. Per Verhoef et al (2009), “customer experience management is also approached from a strategic perspective by focusing on issues such as how and to what extent an experience-based business can create growth” (p. 33). When an organization focuses on the experience of the customer to improve their experience, they can experience exponential growth. Companies who do not worry about the shopping experience of the customer will surely have issues because consumers will not feel appreciated or valued.
	Showing the value that customers have to the success of an organization is critical for buyer retention. Retaining customers is a simple way to keep the revenue of a company sustainable or increasing steadily. Management has a duty to find methods to show customers their appreciation for doing business with them. Some ways that can be done are through customer appreciation days, coupons sent to customers, special rates for returning customers, etc. According to Palmatier, Jarvis, Bechkoff, and Kardes (2009), “specifically, relationship marketing investments generate short-term feelings of gratitude that drive long-lasting performance benefits based on gratitude-related reciprocal behaviors” (p. 3). Giving the consumer a feeling of gratitude can go a long way in any business relationship and gaining customer retention. Along with the issue of customer retention is employee retention. Companies like Wal-Mart need to keep all of their top talent so they can ensure a high level of customer satisfaction. When a firm losses a valuable employee, they also lose a valuable asset that could have contributed to the success of their organization.
	Employee retention is the same idea as customer retention except it involves keeping employees satisfied in an organization. What is not understood sometimes is that employee retention and customer satisfaction are strongly correlated with each other. If employees do not like or care about their position in a company, then they will show that same level of ownership when it comes with dealing with customers. According to Frey, Bayón, and Totzek (2013): 
First, investments into client satisfaction might pay off double by enhancing revenues and profit on one hand, and enhancing employee satisfaction and retention, on the other hand. Second, positive client feedback has positive effects on employee satisfaction and recognition. Third, these results suggest that marketing and human resource issues are intertwined in professional services firms. Thus, service firms should encourage ample communication and collaboration between these functions. (p. 404)
Investing the time and efforts into employees is just as important as investing the time and effort in a client. When employees are not satisfied with their employer, sometimes they may take out their frustration on customers. This can result into a negative appearance on the company because of a dissatisfied employee. The CPI team should also have a good relationship with the human resources department. This relationship can help foster new idea for improving employee satisfaction and retention.
	In some organization even such as Wal-Mart employee satisfaction is sometimes forgotten and doesn’t stay a priority. Firms need to ensure they conduct some type of employee satisfaction survey bi-annually or yearly to ensure employees are not dissatisfied with their experience with their employer. Per to Frey, Bayón, and Totzek (2013), “while retention of highly qualified employees is vital for professional services firms, prior research has largely neglected the role of customers as a driver of employee satisfaction and retention” (p. 401). According to this scholarly article in professional firms, they pay attention to finding the right employees, but customers are just as important. Every industry has a different type of customer and employees deal with customers eighty percent of the time during their workday. If customers are difficult and have unrealistic demands, this can drive employees to look for other job opportunities. The CPI team can work with the human resource department to come up with a criterion of what type of candidates can deal with their customers and the pressures of their business. 
Per to Frey, Bayón, and Totzek (2013), “thus, for professional services firms, the common logic in relationship marketing that employee satisfaction affects client satisfaction can also be reversed” (p. 403). In other words, from this scholarly reference, it appears that also the satisfaction of a customer can affect the satisfaction of an employee. Thinking of times that one has witnessed angry customers taking out there frustration on an employee, this makes sense. When consumers make an associate’s job more difficult from meaningless complaints, it will lower the satisfaction of the employees in that organization. It is the responsibility of management to inform employees when they are hired into the organization, the pressures and irritants that come with the position. 
According to Mowbray, Wilkinson, and Tse (2014), “interest in the study of employee voice has increased exponentially in recent years, and scholars across diverse disciplines have identified significant factors related to employees engaging in employee voice and its outcomes for organizations” (p. 383). The employee voice is simply giving employees a channel to voice their concerns or suggestions with the management team. This is an excellent way to break down the barriers in communication like in a hierarchical organization like Wal-Mart. Management can forget that employees have ideas and opinions that may be beneficial to organizational goals and objectives. Per Mowbray, Wilkinson, and Tse (2014), “accordingly, it is possible that negative affective states, such as dissatisfaction, frustration and anger, may drive employees to engage in pro‐social voice, when they possess an overall positive attitude to the organization” (p. 385). The last thing Wal-Mart needs are its own workers going to social media or news media giving negative comments about the company and how it treats its employees. The CPI team can head this off by creating a forum where associates can freely give their opinions, ask question, and comment on organizational issues. 
These employee forums can help bring organizations closer together and cut down barriers. The CPI team can help bring more barriers down by creating new and innovative ways to communicate between associates and upper management. In many organizations worldwide, they hold some type of forum throughout the year that allows employees to ask critical questions to management. Per Mcmanus and Mosca (2015), “engagement can lead to a host of positive organizational outcomes such as increased profitability,  higher levels of productivity  and  task  performance, customer satisfaction, and reduced employee turnover” (p. 37). Team member engagement in an organization is a key element to having better customer satisfaction and employee satisfaction. When employees are disengaged in their position it almost always has a negative impact on the organization. The CPI team can come up with engagement classes that are done quarterly in order to keep employees positively motivated. Some big organization conduct company sponsored team building activities in an effort to build some valuable professional relationships.
To build trusting relationships organizational wide, the team building must start from upper management. The reason it is important for top level executives to start the building organizational relationships is because associates will emulate what they observe from their leaders. Per Mcmanus and Mosca (2015), “building a culture of trust requires commitment from the top. Nothing destroys trust faster than hypocrisy from management. Hence, to foster trust, managers must lead by example through a commitment to honest and ethical business practices” (p. 38).  After building those trusting relationships, it can be seen by other associates in the organization. If management expects its team members to work together and have faith in each other, management must first show they have trust in their peers. Once team members have seen upper management come together and trust each other, the associate will begin to work together themselves. A firm that can work together can keep an organization flourishing.
In building trust, management must ensure they are developing the skills and abilities of their team members. When an organization decides to invest into its employees, then it can gain a level of trust with it employees as well. Trust is a very important trait for an organization to have but they also must value their employees. Employees that feel valued will not only work harder but they will also take more pride in their position within a company.  Per Mcmanus and Mosca (2015), “another way to generate meaningfulness involves giving employees the opportunity to develop their knowledge base and skills. As a result, provide employees with ongoing training opportunities to develop their knowledge, promote new skills, build confidence, and reduce fear of job insecurities” (p. 39). Providing employees with the tools and training needed for their position will surely give them a better advantage of providing better customer service.
While viewing Plenert (2012), one can find that root cause analysis would be a great addition to any organization to improve their quality aspects. Root cause analysis is the underlying reason why an issue or problem has occurred. When a root cause analysis is needed, a corrective action has been issued to an employee or leader to fix a process issue. Per Plenert (2012), “root cause analysis results should describe a clear and coherent cause effect chain that demonstrates an in depth- understanding of the problem in context…” (p. 65). Root cause analysis can also be utilized proactively instead of reactively. Root cause analysis can be utilized by the CPI team to identify the sources of issues in Wal-Mart. If an associate sees a possible issue, they can implement a preventive action before the actual issue occurs and solve the issue before the damage can be done.
In an organization they can designate these issues to the CPI team which can focus exclusively a researching root causes of issues. Per Charles et al. (2016), “root cause analysis (RCA) teams look beyond human error to identify system issues that contributed to or resulted in the close call or adverse event” (p. 1). These RCA or CPI teams have the task of looking past the human error factor and looking at process or system issues that could have resulted in a failure. Businesses need to have teams like this to get past the irrelevant factors to find out what really causes system and process failure. Without teams like this, it will result in more failures in an organization than with a designated team who handle this RCA or CPI research. An organization’s reticence to change in their organization culture can also demonstrate a failure in RCA or CPI. 
Root cause analysis alone is not enough to solve the problem. RCA can help identify the issue in more detail but it will take a series of corrective actions to solve the issues. A study in a medical center utilized the use of root cause analysis and corrective actions. According to Francois et al. (2018), “during the 1-year period studied, the EFCs held 164 meetings (2–12 per EFC). They examined 1707 reported events, conducted in-depth analysis of 91 events and decided on 206 corrective actions” (p. 4). So one can see that the use of root cause analysis can help an organization flourish and drive improvements in processes. 
In conclusion Wal-Mart has many different areas it can work on to improve its productivity and customer satisfaction. Wal-Mart continues to pride its self on providing quality products in the retail industry. Over the decades in the retail industry, Wal-Mart has started from one store in Arkansas to now a store in every state.  Sam Walton, the founder of Wal-Mart, always believed in providing great value and exceptional customer service. Wal-Mart is structured as a hierarchical organization which has upper, middle, and lower levels of leadership. The different levels of leadership have their own responsibility and duties to accomplish to meet or exceed organizational goals and objectives. Wal-Mart has a few minor issues in their organization that revolve around the effectiveness of their quality issues. The company must ensure that they keep their employees informed on quality issues and expectation of quality in each store. 
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