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Walmart SWOT Analysis
	Internal factors
	External Factors


	Strengths
-Low Prices
- Brand Name
- Technology
- Global Market
-Supply chain and logistics management
	Opportunities
-Internet retailing market growth
- Promoting a green globe
-Expansion to other countries
-Improve the perception of the local communities


	Weaknesses
-Targets superior merchandising capabilities
-Labor relations litigation
- Large inventories
-Unfair labor laws from other countries products sale
	Threats
-Cost inflation and commodity prices volatility
-Employee Unions
-Taxes
- Warehouse retailers’ competition
-Strategy imitation.



Industry Analysis
Overview
Walmart is a limited private company that carries its operations in the services sector. The company has concentrated on positively impacting its consumers' lives since 1962 when it was established. It serves over 200 million customers per week in an estimate through its various platforms, including online and retail outlets. Notably, the company has embraced the internationalization strategy ( Smith & Crawford, 2018). Almost three-quarters of Walmart operations are under a different banner apart from Walmart in the international market. The firm has also managed to acquire strong human resource support of over 2 million across the world. 
Competitors Analysis
There is very high competition in the retailer of discount and grocery industry. Target and Kmart are Walmart's primary competitors in the market. However, Walmart adopted a generic strategy in cost leadership in which a lot of the companies have not been able to match. The barrier that Walmart has in supply chain management and economies of scale can with enough resources be imitated. In this case, there is fierce competition among retailers to see who can offer the lowest price to their consumers (Lamb,2017).
Customer Analysis
Walmart provides its customers with low prices for its target market are people the low-end middle class. It has an intensive distribution strategy. This strategy ensures that all the services offered across its various stores are similar (Lim et al., 2019). Generally, Walmart deals with business in both retail and wholesale.  There is a mixture of services and merchandise that are offered by the company at meager prices every day. Walmarts operations are carried out through different segments of business that include; Walmart International, Walmart U.S, and Sam's Club. Notably, Walmart U.S is a consumer product merchandizer and operates under market brands of Walmart as well as eCommerce. Sam's Club deals with only membership warehouse while Walmart International is into supermarkets and hypermarkets within and outside the united states. 
Reflection
[bookmark: _GoBack]One should learn more about lasting change when it comes to any business. By acquiring this, there should be actions that are collective to reconstruct environmental and social systems. The most important programs are the ones that generate shared value. As an owner of a business, I should have a low cost and high volume of products to increase customer satisfaction and expand the business strategy. (Charan, 2017).  Going above and beyond to make sure the customer's needs are met should always be a top priority because this is a sure way of them coming back and are more likely to refer their family and friends. 
Chapter Review
A company can reduce the rate of customer defection by analyzing the buying pattern of the customers; have a two-way communication policy, and treating the customer as a valued partner by creating abilities where they can talk on the customer's expectations. Additionally, a company must be willing to go out of its comfort zone to expand their brands. By delivering what the company has in the market will keep the customer from defection too.  
Companies can have longterm relationships with their customers by retaining them as the main focus of the marketing plan. Retention can be achieved through prioritizing the customer relationship management that enables the company to keep track of the number of times a customer keeps coming back and why. The company can also use loyalty programs that should not just be limited by earning points (Singh,2017).
Notably, focusing a disproportionate amount of resources on a high-value customer can be an effective strategy because the value of a customer is power-law distributed. Most of the customers are low cost, making just a small fraction of them liable for quite a little amount of the company's brand (Van & Bughin, 2017). A customer of high value, on the other hand, might be worth ten times as much as the customer of low value. This strategy is ethical because the company should always direct its resources, including; labor hours, marketing costs involved to the customer of high value so that they can love the brand and become its promoters. 
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