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Target Corporation has been faced with strategic issues in their attempt to expand on their market share. The corporation decided to increase sales by establishing new stores in Canada. By then they faced an economic crisis which posed a challenge to invest in Canada. In the Canadian market, there were barriers for a well-established firm because of the players in the market. The customers spent smaller amounts of money in buying fashionable goods from the retail stores. For the company to acquire more revenues they introduced large discounts that resulted in a loss. To control this they adapted a company system that aided in management and logistics.
In the country where the company operates some challenges arise due to a comparison of profits made that indicated the net income had not made a profit from the investment made. To solve this phenomenon they decided to move to credit business that resulted in high bad debts. The RED cards introduced lead to challenges because they turned to the debit side which meant the company would not access credit income. To resolve the crisis caused by credits they promised on product development that could be availed at low prices rather than credits.
The rise in social issues that we're concerned with the wage rate of employees where some of its competitors increased wage rate, this led to applause from its players to increase their pay to workers. Their delay in taking action disappointed many workers and customers. The corporation sort to give better services to the people and decided to start bathroom facilities that would be beneficial to both genders. From the complaints, they invested more in the facility to bring satisfaction to employees and customers' preferences Heath & Palenchar (2008).
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