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1.�Introduction

:
KHQ�VSHDNLQJ�RI�K�SHUPDUNHWV��PDQ��SHRSOH�

ZRXOG�WKLQN�RI�:DOPDUW�� WKH�ODUJHVW�FRPSDQ��

E��UHYHQXH�DQG�WKH� ODUJHVW�SULYDWH�HPSOR�HU�

LQ�WKH�ZRUOG��$FWXDOO��� WKH�VXFFHVV�RI�:DOPDUW�� WR�D�JUHDW�

H[WHQW��LV�GXH�WR�LWV�H[FHOOHQW�JOREDOL]DWLRQ�VWUDWHJ���ZKLFK�

DOVR�PDNHV�:DOPDUW�ERUQ�DJDLQ�ZKHQ�LWV�RSSRUWXQLWLHV�IRU�

JURZWK�LQ�WKH�8QLWHG�6WDWHV�JHWWLQJ�PXFK�PRUH�UHVWULFWHG�

1.1�SWOT�Analysis

7KH�6:27�DQDO�VLV�LV�VKRZQ�LQ�)LJXUH���

1.2�The�Strategy�the�Walmart�Applied�in�Interna-

tional�Markets

7RGD��� WKH�H[SDQVLRQ�RI�:DOPDUW� LV�QR� ORQJHU� WKH�FRS��

RI�$PHULFDQ�PRGHO�� LW�GLIIHUHQWLDWHV�WKH�SURGXFW�RIIHULQJ�

DFURVV�JHRJUDSKLF�PDUNHWV�WR�DFFRXQW�IRU� ORFDO�GLIIHUHQF�

HV�� DQG� IRVWHU� D�PXOWLGLUHFWLRQDO�IORZ�RI�VNLOOV�EHWZHHQ�

different�subsidiaries�in�the��rm’s�global�network�of�oper�

DWLRQV��$OVR��:DOPDUW�LV�D�ORZ�SULFH�GLVFRXQW�UHWDLOHU��ORZ�

SULFH�RI�SURGXFWV�LV� LWV�DGYDQWDJH��7UDQVQDWLRQDO�VWUDWHJ��

KHOSV�LW�VLPXOWDQHRXVO��DFKLHYH�ORZ�FRVWV�WKURXJK�ORFDWLRQ�

HFRQRPLHV��HFRQRPLHV�RI�VFDOH��DQG�OHDUQLQJ�HIIHFWV�

2.�The�Bene�ts�in�the�Walmart�International�

Expansion

$GPLWWHGO��� WKH�LQWHUQDWLRQDO�H[SDQVLRQ�EULQJV�D� ORW�RI�

bene�ts�for�Walmart.�

)LUVW��JOREDOL]DWLRQ�UHGXFHV�WKH�PDUNHWLQJ�FRVWV�IRU�WKH�

:DOPDUW�DV�LW� VWDQGDUGL]HV� WKH�FHUWDLQ�PDUNHWLQJ�VWUDWH�

J��LQ�LWV�UHWDLOLQJ�PDUNHWV��:DOPDUW�FDQ�PDNH�D�SLHFH�RI�

LGHQWLFDO�DGYHUWLVHPHQW�IRU�LWV�SURPRWLRQ�PRQWK�DQG�WKHQ�

VLPSO��WUDQVODWLQJ�DGV�LQWR�ORFDO�ODQJXDJHV�LQ�HDFK�PDUNHW��

IRU�ZKLFK�HDFK�PDUNHW�VKDUHV�WKH�SURPRWLRQ�IHHV�

6HFRQG��WKH� LQWHUQDWLRQDO�H[SDQVLRQ�EULQJV�:DOPDUW�
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PRUH�QHZ�PDUNHW�RSSRUWXQLWLHV�ZKHQ�WKH�UHWDLOLQJ�PDUNHW�

LQ�WKH�XQLWHG�VWDWHV�EHFRPHV�VDWXUDWH��,Q�IDFW��E��������

LW�ZDV�KDUG�IRU�:DOPDUW� WR�JDLQ�D�TXDOLWDWLYH�OHDS�LQ� LWV�

KRPH�PDUNHW��%XW�PDQDJLQJ�DQ�HQWHUSULVH�LV�OLNH�URZLQJ�

DJDLQVW�WKH�FXUUHQW��QR�SURJUHVV�PHDQV�EDFNZDUGV��$QG�IRU�

:DOPDUW�� WKH�H[SDQVLRQ�QRW�RQO��EUHDNV�LW�GLOHPPD��EXW�

also�helps�Walmart�gain�signi�cant�market�share�in�global�

JHQHUDO�PHUFKDQGLVLQJ��$V�RI�-XO������������:DOPDUW�KDV�

�������VWRUHV� DQG�FOXEV�LQ����FRXQWULHV��RSHUDWLQJ�XQGHU�

���GLIIHUHQW�QDPHV>�@�

7KLUG��JOREDOL]DWLRQ�RI�PDUNHWV�KHOSV� OHYHO� XQHYHQ�

LQFRPH�VWUHDPV��%��VXSSOHPHQWLQJ�GRPHVWLF� VDOHV�ZLWK�

LQWHUQDWLRQDO�VDOHV�� WKH�FRPSDQ��FDQ�UHGXFH�RU�HOLPLQDWH�

ZLGH�YDULDWLRQV� LQ�VDOHV�EHWZHHQ�VHDVRQV�DQG�VWHDG�� LWV�

FDVK� IORZ��-RKQ�-��HW� DO����������:KHQ�HQWHULQJ�D�QHZ�

PDUNHW�� LW� LV�D�FRPPRQ�FDVH�WKDW�WKH�VXEVLGLDULHV�RU�MRLQW�

YHQWXUHV�GRQ�W�EDODQFH��+RZHYHU��JOREDOL]DWLRQ�RI�PDUNHWV�

KHOSV�QDUURZ�RU�HYHQ�UHPRYH�WKH�EDG�HIIHFW�RQ�FRPSDQLHV��

DFFRXQWV�IRU�WKH�LQFRPH�IURP�RWKHU�PDWXUH�VXEVLGLDULHV�

)RUWK�� LGHQWLI�LQJ�DQG�VHUYLQJ� WKH�ORFDO�EX�HUV�QHHGV�

ZRXOG� UHYHDO�SRWHQWLDO� EHQHILWV� RI�JOREDO�PDUNHWV� IRU�

:DOPDUW��7KH�HQWU��WR�RWKHU�PDUNHWV��HVSHFLDOO��VRPH�UH�

JLRQV�KDYH�DQ�HQWLUHO��GLIIHUHQW�FXOWXUH��EHOLHIV��FXVWRPHU�

DQG�WUDGLWLRQ��PD��KROG�EDFN�WKURXJK�D�VWDQGDUGL]HG�JORE�

al�marketing�strategy.�So,�it�is�crucial� to�do�small�modi��

FDWLRQV�WR�EHWWHU�VXLW� ORFDO�WDVWHV�ZKHQ�HQWHULQJ�LQWR�RWKHU�

PDUNHWV��'XULQJ�WKH�SURFHVV�RI�HQWHULQJ� LQWR� WKH�$VLDQ�

PDUNHW��:DOPDUW�VLJQHG�WKH�SXUFKDVH�DQG�VDOH�DJUHHPHQW�

IRU�ORZ�SULFH�SURGXFWV�WR�SURYLGH�JUHDW�GLVFRXQW�IRU�FXV�

WRPHUV�ZKLFK�FDWHUHG� WR� WKH� UHODWLYHO�� ORZ�SXUFKDVLQJ�

SRZHU�RI�$VLDQV��2EYLRXVO��� WKLV�PRYH�KHOSV�:DOPDUW�

RSHQ�WKH�$VLDQ�PDUNHW�DQG�JDLQV�WKH�PDUNHW�VKDUH�JUDGX�

DOO��

Last�but�not�least,�it�is�more�bene�cial�for�the�develop�

PHQW�RI�JOREDO�VXVWDLQDELOLW��LQ�WKH�JOREDO�PDUNHW��$FWXDO�

O���QRW�RQO��WKH�PDWHULDO�UHVRXUFHV�FDQ�EH�UHF�FOHG�EXW�DOVR�

ideals�can��ow�around�the�world.�

3.�The�Risks�When�Entering�Other�Markets�
and�Relevant�Solutions

3.1�The�Relevant�Risks�for�Walmart�When�Enter-
ing�Other�Retailing�Markets

$OWKRXJK�:DOPDUW�RZQV�PDQ��FRPSHWLWLYH�DGYDQWDJHV��LW�

PHHWV�PDQ��ULVNV�IRU�:DOPDUW�ZKHQ�HQWHULQJ�RWKHU�UHWDLO�

LQJ�PDUNHWV�

First,�it�is�dif�cult�for�Walmart�to�replicate�its�ef�cient�

GLVWULEXWLRQ�V�VWHP� LQ�RWKHU�FRXQWULHV��HVSHFLDOO�� VRPH�

GHYHORSLQJ�FRXQWULHV�ZLWK�SRRU�LQIUDVWUXFWXUH��FURZGHG�

URDGV��$OO�DERYH� LQFUHDVHV� ORJLVWLFV�FRVW�DQG�GLPLQLVKHV�

WKH�DGYDQWDJH�RI�WKH�GLVWULEXWLRQ�V�VWHP�

6HFRQG�� LW� H[LVWV�SRWHQWLDO� ULVN�ZKHQ�VHOHFWLQJ�DQG�

FRRSHUDWLQJ�ZLWK�ORFDO�VXSSOLHUV�LQFOXGLQJ�ORJLVWLFV�SURE�

OHP��VWRFNLQJ�SUREOHPV�DQG�VR�RQ��7KXV�� WKH�SULFH�RI�WKH�

SURGXFWV�VRPHWLPHV�ORVVHV�WKH�DGYDQWDJHV�FRPSDULQJ�ZLWK�

ORFDO�UHWDLOHUV�

7KLUG��WKHUH�ZHUH�DOVR�SUREOHPV�ZLWK�PHUFKDQGLVH� VH�

OHFWLRQ��3HRSOH�LQ�GLIIHUHQW�UHJLRQV�XVXDOO��RZQV�HQWLUHO��

GLIIHUHQW�FRQVXPLQJ�KDELWV�DQG�OLIHVW�OHV��%HFDXVH�GLIIHU�

HQW�FXOWXUHV�EUHHG�WKH�GLIIHUHQW�YDOXHV��DWWLWXGHV�DQG�EH�

Table�1.�6:27�$QDO�VLV

Strength Weakness

l�Adequate��nancial�resources
��RQH�RI� WKH� ILUVW� FRPSDQLHV� WR�SURPRWH�ZLGHVSUHDG�VWRFN�RZQHUVKLS�
DPRQJ�HPSOR�HHV

l�*RRG�FRUSRUDWH�LPDJH
l�6WURQJ�WHFKQLFDO�IRUFH
-a�combination�of�ef�cient�merchandising,�buying�power,�and�human�re�
ODWLRQV�SROLFLHV
�D�OHDGHU�LQ�WKH�LPSOHPHQWDWLRQ�RI� LQIRUPDWLRQ�V�VWHPV�WR� WUDFN�SURGXFW�
VDOHV�DQG�LQYHQWRU�
-developed�one�of�the�most�ef�cient�distribution�systems�in�the�world

l�(FRQRPLHV�RI�VFDOH
l�Signi�cant�marketing�share

l�0DQDJHPHQW�VKRUWFRPLQJV
�SRRU�FRQWURO�RI�VXEVLGLDULHV�GXH�WR�WKH�JOREDOL]DWLRQ

l�%DG�FRPSHWLWLYH�SRZHU
�EDG�SULFH�FRPSHWLWLYHQHVV
-TXDOLW��SUREOHPV

Opportunity 7�U�D�

l�1HZ�PDUNHW�DQG�QHHG
l�5HPRYLQJ�PDUNHW�EDUULHUV�ZLWK�RWKHU�FRXQWULHV

l�&RPSHWLWRUV
�VWURQJ�FRPSHWLWRUV�VXFK�DV�&DUUHIRXU�RI�)UDQFH��$KROG�RI�+ROODQG��DQG�
7HVFR�IURP�WKH�8QLWHG�.LQJGRP
��UDSLG�GHYHORSPHQW�RI�H�FRPPHUFH�SODWIRUP

l�Dif�cult�marketing�expansion
�WKH�SUDFWLFH�SURWHFWLRQLVP�RI�/RFDO�JRYHUQPHQWV
-dif�cult�to�match�local�people’s�consuming�habits�and�lifestyles

l�(FRQRPLF�UHFHVVLRQ
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KDYLRUV��:DOPDUW�ZRXOG�IDFH�SOHQW��RI�VWRFNLQJ�LI�LW�PDNHV�

PLVWDNHV�ZLWK�PHUFKDQGLVH�VHOHFWLRQ�

)RUWK�� VRPH�JRYHUQPHQW�ZRXOG�SURWHFW� WKHLU�ORFDO� LQ�

GXVWULHV�DQG�SXEOLVK�VWULFW�UXOHV�IRU�IRUHLJQ�FRPSDQLHV��6R��

Walmart�would�meet�big��nes�for�its�ignorance�of�regional�

UXOHV�

2.2�How�to�Mitigate�These�Risks�and�Create�More�
Values?

7R�PLWLJDWH� WKH� DERYH� ULVNV�DQG�FUHDWH�PRYH� YDOXHV��

:DOPDUW�RXJKW�WR�EULQJ�RXW�LWV�VWUHQJWKV�WR�PDNH�XS�IRU�LWV�

ZHDNQHVVHV�

,W� LV�D�PXVW� WR� UHIXVH�PHFKDQLFDOO��UHSOLFDWLQJ� LWV� HI�

ILFLHQW�GLVWULEXWLRQ�V�VWHP��:DOPDUW�RXJKW�WR�GR�UHVHDUFK�

ZLWK�WKH�LQIUDVWUXFWXUH�DQG�WUDIILF�VLWXDWLRQ�EHIRUH�RSHQ�D�

QHZ�VWRUH��,I� WKH�FRXQWU��KDV�SRRU�HQYLURQPHQW��:DOPDUW�

ought�to�make�a�modi�cation�with�the�information�and�dis�

WULEXWLRQ�V�VWHP�DFFRUGLQJ�WR�WKH�ORFDO�UHWDLOHUV��RSHUDWLRQ�

,Q�IDFW��HQWHULQJ�D�QHZ�PDUNHW�YLD�D�MRLQW�YHQWXUH�FRXOG�

UHGXFH�ULVN�� ,W� LV�PRUH�HIIHFWLYH� IRU� WKH�ORFDO�SDUWQHU�WR�

VHOHFW� VXSSOLHUV�� DV� WKH��KDYH�PRUH�H[SHULHQFH�DQG�DUH�

IDPLOLDU�ZLWK�WKH�SURFHVV�RI�EXVLQHVV��$OVR��WKH��DUH�PXFK�

PRUH�IDPLOLDU�ZLWK�WKH�PDUNHW�LQFOXGLQJ�FRQVXPHU�SUHIHU�

HQFHV��SRSXODU�SURGXFWV�DQG�VR�RQ�

/DVW�EXW�QRW� OHDVW�� FRPSO��ZLWK� WKH� UXOHV� WKDW� ORFDO�

JRYHUQPHQW�SXEOLVKHG��DOWKRXJK� LW� LV�VRPHWLPHV�XQIDLU�

IRU�IRUHLJQ�FRPSDQLHV��,Q�VKRUW�WHUP��:DOPDUW�FRXOG�QRW�

expand�market�share�and�make�large�pro�ts.�But�in�long�

WHUP��ZLWK�WKH�PLOG�QHJRWLDWLRQ�ZLWK� ORFDO�JRYHUQPHQW��

:DOPDUW�FRXOG�GHYHORS�LWV�EXVLQHVV�UDSLGO��DV�WKH�UHVWULF�

WLRQ�LV�JUDGXDOO��UHPRYHG�
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