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Abstract 

This paper explores the strategic considerations and potential pathways for Walmart's 

expansion in India, a market characterized by its vast consumer base, regulatory complexity, 

and intense competition. Drawing on Walmart's experiences in various international markets, 

the paper analyses the unique challenges and opportunities presented by the Indian retail 

landscape. Key areas of focus include market entry strategies, supply chain management, 

localization efforts, and competitive positioning. The paper proposes strategic 

recommendations for Walmart, emphasizing the importance of local partnerships, 

technological integration, and tailored marketing approaches. By leveraging these insights, 

Walmart can enhance its competitive positioning and achieve sustainable growth in India's 

dynamic retail environment. 
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Introduction 

The global retail landscape has undergone significant transformation over the past few 

decades, with major retailers expanding their operations beyond domestic borders to capture 

new markets and sustain growth. Walmart, the world's largest retailer, has been at the 

forefront of this trend, seeking to leverage its scale and operational efficiency in diverse 

international markets. However, the journey of global expansion is complex and multifaceted, 

involving a myriad of challenges such as cultural differences, regulatory barriers, and 

competitive pressures. 

India, with its vast population, rising middle class, and growing consumer market, presents a 

lucrative yet challenging opportunity for international retailers. The Indian retail sector is 

characterized by its fragmentation, with a predominance of small, family-owned shops 

(kiranas) coexisting alongside a growing number of modern retail formats. The regulatory 

environment, marked by restrictions on foreign direct investment (FDI) in multi-brand retail, 

adds another layer of complexity to market entry strategies. 

Walmart's previous attempts to enter the Indian market through a joint venture with Bharti 

Enterprises highlighted both the potential and the pitfalls of operating in this dynamic 

environment. The dissolution of this partnership underscored the need for a more nuanced 

approach that considers the unique aspects of the Indian market. In recent years, Walmart's 

acquisition of a majority stake in Flipkart, India's leading e-commerce platform, represents a 

strategic pivot towards leveraging digital channels to gain a foothold in the market. 

This paper aims to explore the strategic considerations and potential pathways for Walmart's 

expansion in India. By examining the broader context of global retail expansion, the specific 

challenges of the Indian market, and the lessons learned from Walmart's past international 

ventures, we seek to provide a comprehensive framework for understanding how Walmart can 

successfully navigate its growth in India. Key areas of focus will include market entry 

strategies, supply chain management, localization efforts, and competitive positioning. 

The first section of the paper will provide an overview of the drivers and challenges of global 

retail expansion, drawing on existing literature and case studies. The subsequent sections will 

delve into the specifics of the Indian retail landscape, Walmart's historical and current 

strategies in India, and the competitive dynamics of the market. Finally, the paper will offer 

strategic recommendations for Walmart's future growth in India, emphasizing the importance 

of adaptability, local partnerships, and leveraging technology. 

By addressing these elements, this paper aims to contribute to the broader discourse on 

international retail strategy and provide actionable insights for Walmart as it seeks to expand 

its presence in one of the world's most promising yet challenging markets. 

 



 

International Journal of Research in IT and Management (IJRIM)                           
Available online at: http://euroasiapub.org 

Vol. 14 Issue 07, July- 2024 

ISSN(o): 2231-4334 | ISSN(p): 2349-6517 |  

Impact Factor: 8.106  

 

 

 

International Journal of Research in IT and Management (IJRIM) 

  Email:- editorijrim@gmail.com, http://www.euroasiapub.org 

  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

16 

Literature Review 

Introduction to Global Retail Expansion 

The globalization of retail has been a significant trend over the past few decades, driven by 

saturated domestic markets and the potential for growth in emerging markets. International 

expansion allows retailers to diversify their revenue streams and increase their market 

presence. However, this expansion involves overcoming various challenges, including 

cultural differences, regulatory barriers, and intense local competition. 

Causes and Impetus for Global Expansion 

The geographical expansion of retail firms beyond their national borders began notably in the 

1990s. According to Hanf and Belaya (2008), several factors have driven this expansion, 

including the stagnation of domestic markets, the collapse of socialist economies in Central 

and Eastern Europe, and the financial crises in Southeast Asia, which created opportunities for 

investment. The retail sector's internationalization process is still in its early, turbulent stages, 

with many firms adapting their organizational structures to better manage global operations 

(Hanf& Belaya, 2008). 

Organizational Changes Due to Internationalization 

The expansion into international markets often necessitates significant organizational 

changes. Retailers typically export their business models and management concepts to new 

markets. This includes centralized procurement systems and the establishment of supply chain 

management practices. For instance, Metro Group’s entry into Russia involved the 

implementation of advanced supply chain management systems and procurement strategies to 

enhance efficiency and ensure product quality (Hanf& Belaya, 2008). 

Supply Chain Management 

Supply chain management has emerged as a critical component of retail internationalization. 

The need to maintain consistent quality standards and manage logistics efficiently has led to 

the development of tightly coordinated supply chain networks. These networks are 

characterized by strategic collaborations between the focal firm and its suppliers, ensuring 

alignment of interests and actions across the supply chain (Hanf& Belaya, 2008). This 

strategic network management is essential for achieving cost advantages and maintaining high 

standards of quality, particularly in the food sector. 
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Case Studies of International Expansion 

Metro Group in Russia 

The entry of Metro Group into Russia exemplifies the challenges and strategies involved in 

retail internationalization. Metro Group implemented its global procurement and supply chain 

strategies, significantly impacting the local agri-food business. The company's influence 

extended to local suppliers, who had to meet international quality standards and integrate into 

the global supply chain network. This process also created opportunities for local suppliers to 

expand internationally, provided they could meet the required standards (Hanf& Belaya, 

2008) 

Carrefour in Various Markets 

Carrefour’s international expansion strategy included entering both developed and emerging 

markets. The company's success in different regions can be attributed to its ability to adapt its 

business model to local conditions while maintaining its core value proposition of offering a 

wide range of products at competitive prices. Carrefour's entry into markets such as China and 

Brazil required significant adaptation to local consumer preferences and regulatory 

environments (Roberts, 2005). 

Challenges in Emerging Markets 

Emerging markets present unique challenges for international retailers. Regulatory hurdles, 

cultural differences, and competition from local players are common obstacles. For example, 

in China, international retailers have faced challenges related to local consumer behaviour and 

regulatory requirements. Successful market entry often requires partnerships with local firms 

and significant investment in understanding and adapting to local market conditions (Frazier, 

2007). 

Conclusion 

The internationalization of retail is a complex process that requires careful planning and 

adaptation to local market conditions. Retailers must navigate a range of challenges, from 

regulatory barriers to cultural differences, while leveraging their global capabilities to achieve 

efficiency and maintain quality standards. Case studies of companies like Metro Group and 

Carrefour highlight the importance of strategic supply chain management and local adaptation 

in achieving success in international markets. 
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Experience in International Expansion 

Walmart's Global Expansion Journey 

Walmart's journey of international expansion began in the early 1990s, and since then, the 

company has ventured into numerous markets across the globe. This section reviews 

Walmart's experiences in key international markets, highlighting the strategies employed, 

challenges faced, and lessons learned. 

North America: Canada and Mexico 

Canada: Walmart entered the Canadian market in 1994 by acquiring the 122 stores of the 

Woolco chain. This acquisition allowed Walmart to quickly establish a significant presence in 

Canada. Walmart Canada has since grown to over 400 stores and is a leader in the Canadian 

retail market. Key strategies included adapting the product mix to local preferences and 

focusing on everyday low prices (EDLP) (Canada Newswire, 2011). 

Mexico: Walmart’s entry into Mexico came through a joint venture with Cifra, the country’s 

leading retailer, in 1991. This partnership facilitated Walmart’s understanding of the local 

market and helped in navigating regulatory challenges. The venture was successful, and 

Walmart Mexico has become one of the largest private employers in the country. Strategies 

included local sourcing, aggressive expansion, and leveraging Cifra’s market knowledge 

(Millman, 1991). 

South America: Brazil 

Walmart entered Brazil in 1995 and faced significant challenges due to intense local 

competition and economic volatility. The company initially struggled but managed to adapt 

by focusing on store formats that catered to local shopping behaviours and investing in supply 

chain improvements. Despite these efforts, Walmart eventually decided to sell its Brazilian 

operations to Advent International in 2018 due to continued operational challenges (Frazier, 

2007). 

Europe: Germany and the United Kingdom 

Germany: Walmart’s foray into Germany in 1997, through the acquisition of Wertkauf and 

Interspar chains, was largely unsuccessful. The company faced cultural integration issues, 

regulatory challenges, and fierce competition from established local retailers like Aldi and 

Lidl. Walmart’s failure to adapt its business model to the German market led to significant 

losses, and the company exited Germany in 2006, selling its stores to Metro AG (Ryu & 

Simpson, 2011). 
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United Kingdom: Walmart’s acquisition of Asda in 1999 was more successful. Asda's 

established presence and brand allowed Walmart to leverage its EDLP strategy effectively. 

The focus was on maintaining Asda’s brand identity while integrating Walmart’s supply chain 

efficiencies and product sourcing strategies. Asda became a significant player in the UK 

grocery market under Walmart’s ownership (Datamonitor, 2008). 

Asia: China and Japan 

China: Walmart entered China in 1996, facing substantial challenges related to regulatory 

barriers and local competition. Walmart adopted a strategy of forming joint ventures and local 

partnerships to navigate these challenges. The acquisition of a stake in the e-commerce 

platform Yihaodian in 2012 and later JD.com in 2016 highlighted Walmart’s shift towards 

digital channels to capture market share. Despite these efforts, Walmart continues to face stiff 

competition from local giants like Alibaba and JD.com (Business Daily Update, 2012). 

Japan: Walmart’s entry into Japan involved acquiring a controlling stake in Seiyu, a 

struggling Japanese retailer, in 2005. The integration was challenging due to cultural 

differences and operational inefficiencies. Walmart implemented several reforms to improve 

Seiyu’s performance, including supply chain enhancements and store remodels. However, 

Seiyu continued to underperform, and Walmart eventually sold most of its stake in Seiyu to 

KKR & Rakuten in 2020 (Naughton et al., 2006). 

Lessons Learned from Global Expansion 

1. Adaptation to Local Markets: Success in international markets often requires 

significant adaptation to local consumer preferences and business practices. Walmart’s 

experience in Germany and Japan underscores the importance of cultural sensitivity 

and market-specific strategies. 

2. Strategic Partnerships: Forming joint ventures and partnerships with local firms can 

provide valuable market insights and help navigate regulatory environments. 

Walmart’s success in Mexico and its digital strategy in China highlight the benefits of 

local alliances. 

3. Investment in Supply Chain and Technology: Efficient supply chain management 

and investment in technology are crucial for maintaining competitiveness. Walmart’s 

operations in the UK and its e-commerce focus in China demonstrate the importance 

of leveraging supply chain efficiencies and digital channels. 

4. Brand Management: Maintaining and adapting the brand to local markets can 

enhance consumer acceptance. Walmart’s approach with Asda in the UK and its 

struggles with Seiyu in Japan illustrate the critical role of brand strategy. 

By integrating these insights, Walmart can refine its strategies for entering and expanding in 

the Indian market, leveraging its global experiences to navigate local challenges effectively. 
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Indian Retail Market 

India's retail sector is one of the largest and fastest-growing in the world, characterized by a 

mix of traditional and modern retail formats. According to a report by PwC and FICCI (2012), 

the retail sector accounted for over 20% of the country's GDP and 8% of total employment. 

The market, valued at approximately $534 billion in 2014, was projected to reach $950 billion 

by 2018 (KPMG, 2014). This growth is driven by rising income levels, urbanization, and 

changing consumer preferences. 

India's retail market can be broadly categorized into two segments: organized and 

unorganized retail. Organized retail, which includes large, professionally managed retail 

chains, accounted for about 8% of the total market in 2014 but was expected to grow 

significantly. In contrast, the unorganized sector, comprising small, family-owned shops 

(kiranas), street vendors, and local markets, still dominates the landscape (PwC, 2011). 

Regulatory Environment and FDI Policies 

The regulatory environment in India has been a significant factor influencing foreign direct 

investment (FDI) in the retail sector. Historically, the Indian government has been cautious 

about allowing FDI in multi-brand retail due to concerns about its impact on small retailers 

and local employment. However, policy changes in recent years have gradually opened up the 

sector to foreign investment. 

In 2012, the Indian government permitted up to 51% FDI in multi-brand retail, subject to 

several conditions, including minimum investment requirements, local sourcing mandates, 

and state government approval (DIPP, 2012). These conditions aim to balance the benefits of 

foreign investment with the protection of local interests. Despite these changes, foreign 

retailers face challenges in navigating the complex regulatory landscape and meeting 

compliance requirements. 

Consumer Behaviour and Preferences 

Indian consumers exhibit diverse and evolving preferences, influenced by factors such as 

income levels, cultural values, and urbanization. The growing middle class, with increasing 

disposable income, is driving demand for a wide range of products, from basic necessities to 

premium goods. Urban consumers, in particular, are showing a preference for modern retail 

formats that offer convenience, variety, and a better shopping experience. 

However, traditional retail formats still play a crucial role, especially in rural and semi-urban 

areas. Consumers in these regions often prefer shopping at local kiranas due to their 

accessibility, personalized service, and established relationships with shopkeepers. 

Understanding and catering to these varied consumer preferences is essential for any retailer 

aiming to succeed in the Indian market (PwC, 2012). 
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Walmart’s Historical and Current Strategies in India 

Walmart's journey in the Indian market has been marked by significant strategic shifts, 

reflecting its efforts to adapt to the unique challenges and opportunities presented by the 

country’s retail landscape. Initially entering India through a joint venture with Bharti 

Enterprises in 2007, Walmart aimed to leverage local expertise to establish a foothold in the 

wholesale segment. More recently, Walmart's acquisition of a majority stake in Flipkart in 

2018 signalled a strategic pivot towards the burgeoning e-commerce market.  

Joint Venture with Bharti Enterprises 

Walmart initially entered the Indian market through a joint venture with Bharti Enterprises in 

2007. The venture, known as Bharti Walmart, aimed to develop a chain of wholesale cash-

and-carry stores and supply chain infrastructure to support Bharti Retail's operations. The first 

store opened in 2009 in Amritsar, and by 2012, the venture had established 20 stores across 

India (Business Standard, 2013). 

Despite the initial success, the joint venture faced several challenges, including regulatory 

hurdles, supply chain inefficiencies, and political opposition. In 2013, the partnership was 

dissolved, and Walmart decided to operate independently in the wholesale segment while 

exploring other avenues for growth (Business Standard, 2013). 

Acquisition of Flipkart 

In 2018, Walmart acquired a 77% stake in Flipkart, India’s largest e-commerce platform, for 

$16 billion. This acquisition marked a strategic pivot towards leveraging digital channels to 

gain a foothold in the Indian market. Flipkart's extensive customer base, logistics network, 

and deep understanding of local consumer behavior provided Walmart with a significant 

advantage (Reuters, 2018). 

The acquisition of Flipkart aligns with Walmart's strategy to compete with other e-commerce 

giants like Amazon and tap into India's rapidly growing online retail market. E-commerce in 

India is expected to reach $200 billion by 2026, driven by increased internet penetration, 

smartphone usage, and digital payment adoption (PwC, 2018). Walmart's investment in 

Flipkart positions it well to capitalize on these trends and expand its presence in the Indian 

retail sector. 

Competitive Dynamics 

The Indian retail market is highly competitive, with both local and international players vying 

for market share. Major domestic retailers such as Reliance Retail, Future Group, and Aditya 

Birla Retail have established strong footholds across various retail segments. Additionally, 

global retailers like Amazon have made significant investments to expand their operations and 

enhance their market presence. 
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Reliance Retail, in particular, poses a formidable challenge with its extensive network of 

stores, diverse product offerings, and integrated supply chain capabilities. The company's 

aggressive expansion strategy and investments in technology and infrastructure have enabled 

it to capture a significant share of the organized retail market (Economic Times, 2020). 

Amazon's presence in India further intensifies the competition. The company has invested 

heavily in building a robust logistics network, launching innovative services, and expanding 

its product range. Amazon's focus on customer experience, competitive pricing, and 

technological innovation has helped it gain a strong foothold in the Indian e-commerce market 

(Forbes, 2019). 

SWOT Analysis 

A SWOT analysis provides a comprehensive overview of Walmart's strengths, weaknesses, 

opportunities, and threats in the context of its expansion in India. 

Strengths: 

 Brand Reputation: Walmart is a globally recognized brand with a reputation for 

offering a wide range of products at competitive prices. 

 Financial Resources: Walmart's significant financial resources enable it to invest in 

infrastructure, technology, and marketing to support its expansion efforts. 

 Operational Efficiency: Walmart's expertise in supply chain management and 

logistics can enhance operational efficiency and reduce costs in the Indian market. 

Weaknesses: 

 Regulatory Challenges: Navigating India's complex regulatory environment remains 

a significant challenge for Walmart. 

 Cultural Adaptation: Adapting to local consumer preferences and cultural nuances is 

essential for success but can be challenging for a foreign retailer. 

Opportunities: 

 Growing E-commerce Market: The rapid growth of e-commerce in India presents a 

significant opportunity for Walmart, especially through its acquisition of Flipkart. 

 Urbanization and Rising Incomes: Increasing urbanization and rising disposable 

incomes in India are driving demand for modern retail formats. 

Threats: 

 Intense Competition: Walmart faces fierce competition from established local 

players like Reliance Retail and international giants like Amazon. 
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 Regulatory Uncertainty: Changes in government policies and regulatory frameworks 

could impact Walmart's operations and growth plans. 

Conclusion 

Walmart's expansion into the Indian market presents both significant opportunities and 

formidable challenges. By leveraging its acquisition of Flipkart, focusing on localization 

strategies, and navigating the regulatory landscape, Walmart can enhance its competitive 

positioning and achieve sustainable growth in India. The lessons learned from its past 

international ventures, coupled with a deep understanding of the Indian market, will be crucial 

in shaping Walmart's future success in this dynamic and rapidly evolving market. 

Strategic Recommendations 

Based on the analysis of the Indian retail market and Walmart’s past international expansion 

strategies, the following strategic recommendations are proposed to facilitate Walmart’s 

successful entry and growth in India. 

1. Market Entry Strategies 

1.1 Joint Ventures and Partnerships 

Entering the Indian market through joint ventures and strategic partnerships can mitigate risks 

and enhance Walmart’s market presence. By partnering with local firms, Walmart can 

leverage their market knowledge, established customer base, and regulatory familiarity. For 

instance, the initial joint venture with Bharti Enterprises provided Walmart with valuable 

insights and experience, despite its eventual dissolution (Business Standard, 2013). 

1.2 Greenfield Investments 

While joint ventures offer several advantages, Walmart should also consider greenfield 

investments, particularly in regions with less regulatory complexity and higher market 

potential. Establishing wholly-owned subsidiaries or new stores can provide Walmart with 

greater control over operations and enable the implementation of its global standards and 

practices. However, this approach requires significant investment and a thorough 

understanding of local market dynamics (PwC, 2011). 

1.3 E-commerce Focus 

Given the rapid growth of e-commerce in India, Walmart should prioritize its digital strategy. 

The acquisition of Flipkart is a pivotal move, and Walmart should continue to invest in 

expanding Flipkart’s reach, improving its logistics network, and enhancing its technology 

platform. This focus on e-commerce will enable Walmart to tap into the growing number of 
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internet-savvy consumers and offer a seamless omni-channel shopping experience (PwC, 

2018). 

2. Supply Chain and Logistics Management 

2.1 Local Sourcing and Procurement 

Walmart should develop a robust local sourcing strategy to ensure the availability of quality 

products at competitive prices. Collaborating with local farmers and suppliers can help 

Walmart reduce costs, improve supply chain efficiency, and meet the regulatory requirements 

for local sourcing. This approach also supports local economies and builds goodwill among 

consumers (KPMG, 2014). 

2.2 Distribution Network Optimization 

An efficient distribution network is crucial for Walmart’s success in India. Investing in state-

of-the-art distribution centers and adopting advanced logistics technologies can streamline 

operations and reduce lead times. Walmart should also explore strategic locations for its 

distribution centers to ensure optimal coverage and accessibility across key markets (PwC, 

2011). 

2.3 Leveraging Technology 

Implementing advanced technologies such as artificial intelligence (AI), machine learning 

(ML), and the Internet of Things (IoT) can enhance Walmart’s supply chain management. 

These technologies can improve demand forecasting, inventory management, and route 

optimization, leading to cost savings and improved service levels (PwC, 2018). 

3. Localization and Adaptation Strategies 

3.1 Cultural Sensitivity and Consumer Engagement 

Understanding and respecting local cultural nuances is essential for Walmart’s success in 

India. Walmart should tailor its product offerings, marketing strategies, and store layouts to 

reflect local preferences and traditions. Engaging with local communities through corporate 

social responsibility (CSR) initiatives can also build brand loyalty and enhance Walmart’s 

reputation (ASSOCHAM & Yes Bank, 2012). 

3.2 Tailoring Product Offerings 

Walmart should customize its product range to meet the diverse needs of Indian consumers. 

This includes offering region-specific products, promoting locally produced goods, and 

adjusting pricing strategies to cater to different income segments. For example, offering 
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smaller pack sizes and affordable pricing can attract price-sensitive consumers (PwC, 2011). 

 

3.3 Innovative Marketing Strategies 

To differentiate itself from competitors, Walmart should adopt innovative marketing 

strategies that resonate with Indian consumers. This includes leveraging digital marketing, 

social media, and influencer partnerships to create engaging and localized campaigns. 

Walmart can also explore loyalty programs and personalized promotions to enhance customer 

retention (PwC, 2018). 

4. Competitive Positioning 

4.1 Differentiation from Local and International Competitors 

To establish a strong market position, Walmart must differentiate itself from both local and 

international competitors. This can be achieved through a combination of price leadership, 

superior product quality, and exceptional customer service. Walmart’s focus on everyday low 

prices (EDLP) can be a key differentiator in the price-sensitive Indian market (PwC, 2011). 

4.2 Leveraging Technology and Innovation 

Investing in technology and innovation can give Walmart a competitive edge. This includes 

enhancing the online shopping experience, implementing advanced analytics for customer 

insights, and adopting innovative retail technologies such as cashier-less stores and automated 

checkouts. By staying at the forefront of technological advancements, Walmart can attract 

tech-savvy consumers and improve operational efficiency (PwC, 2018). 

4.3 Building a Strong Brand 

Brand building is crucial for Walmart’s long-term success in India. This involves not only 

effective marketing and communication strategies but also delivering consistent value and 

maintaining high ethical standards. Walmart should focus on building a trustworthy and 

reliable brand that resonates with Indian consumers’ values and aspirations (ASSOCHAM & 

Yes Bank, 2012). 

Walmart's potential expansion in India presents both significant opportunities and formidable 

challenges. By adopting a strategic approach that includes joint ventures, greenfield 

investments, and a strong focus on e-commerce, Walmart can enhance its market presence. 

Effective supply chain management, localization strategies, and competitive differentiation 

are essential for navigating the complexities of the Indian market. Leveraging technology and 

innovation will further strengthen Walmart’s position and enable sustainable growth. These 
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strategic recommendations, grounded in a thorough analysis of the Indian retail landscape and 

Walmart’s past experiences, provide a roadmap for Walmart to achieve success in one of the 

world’s most promising retail markets. 

Conclusion 

Walmart's potential expansion into the Indian retail market presents a unique blend of 

opportunities and challenges. With its vast and growing consumer base, increasing 

urbanization, and rising incomes, India offers significant potential for retail growth. However, 

the market's complexity, characterized by regulatory hurdles, cultural diversity, and intense 

competition, requires a carefully crafted strategic approach. 

Walmart's prior experiences in international markets provide valuable lessons for its 

expansion in India. The company's ability to adapt to local market conditions, forge strategic 

partnerships, and leverage technological advancements will be critical in navigating the 

Indian retail landscape. The acquisition of Flipkart underscores Walmart's commitment to 

tapping into the burgeoning e-commerce sector, a crucial component of India's retail future. 

Key strategic recommendations for Walmart include focusing on joint ventures and 

partnerships to leverage local expertise, investing in robust supply chain and logistics 

infrastructure, and tailoring product offerings and marketing strategies to meet local consumer 

preferences. Additionally, maintaining a competitive edge through price leadership, superior 

customer service, and innovative technology will be vital. 

By implementing these strategies, Walmart can enhance its market presence and achieve 

sustainable growth in India. The insights drawn from this analysis not only provide a roadmap 

for Walmart's expansion but also contribute to the broader discourse on international retail 

strategy, offering valuable lessons for other global retailers seeking to enter emerging 

markets. 

In summary, Walmart's expansion into India holds great promise, contingent on the 

company's ability to effectively navigate the complexities of the market and capitalize on the 

opportunities presented. Through strategic planning and execution, Walmart can establish a 

strong foothold in one of the world's most dynamic retail markets. 
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