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ABSTRACT

Retail Internationalization has become a trend in the recent years as many foreign retail players are looking for opportunities in the developing countries due to
the already saturated markets in their home country. Wal-Mart, the dominant retailer in the United States has also emerged as the largest retailer of the world.
Wal-Mart has been ranked number one among the Fortune 500 companies. The retailer started its international operations in early 1990’s and has established
itself in almost 15 countries today. The retailer’s expansion across the United States and other countries has suffered extensive criticism in different perspective.
Many researches were conducted in the United States to understand the overall impact of Wal-Mart across different segments. Initial studies (Stone, 1988;
Peterson and McGee, 2000; Artz and McConnon, 2001) proved that Wal-Mart’s retail expansion had affected the revenue generation of the local retailers
offering the same merchandise as Wal-Mart. On the contrary, it has also paved way for an increase in customer foot traffic in the trade area which increased the
sales volume of other local businesses selling complimentary products. However, Wal-Mart’s experience in the international market was never the same as that
of the domestic market. Wal-Mart’s international operations have seen mixed results in terms of performance. Wal-Mart was able to replicate its business model
in few countries, while in other countries the retailer faced huge competition from the domestic organized retailers. Wal-Mart has been successful in countries
which were influenced by American culture. Some of them include Canada, Mexico, United Kingdom, Brazil, Puerto Rico and China. The main reason behind
success in these countries was the acceptance of Wal-Mart’s traditional retail format, while in Germany and South Korea the same format did not make much of
an impact. As a result, Wal-Mart had to pull out its operations from these two countries. The primary purpose of the current research is to review studies aimed
at exploring Wal-Mart’s experience as an international retailer. An attempt to study Wal-Mart’s impact on local businesses is also initiated. The study has also
highlighted the challenges that Wal-Mart would face in India. This study would provide insight and direction for future research in the area of international
retailing.

KEYWORDS

Impact, Retail Format, Retail Internationalization, Traditional Retailers, Wal-Mart.

INTRODUCTION

al-Mart Stores Inc. (“Wal-Mart”) is the largest retail store in the United States and is larger than any other retail chain in the world. It has been

ranked number one on the Fortune 500 Index by Fortune Magazine. Wal-Mart operates retail stores in different formats around the world. Wal-

Mart reported sales of $405 billion for the fiscal year ending January 2010 and employs more than two million associates worldwide. Wal-Mart is
committed to provide wide range of quality merchandise and services at every day low prices (“EDLP”) to customers. Wal-Mart provides general merchandise:
family apparel, health & beauty aids, household needs, electronics, toys, fabrics, crafts, lawn & garden, jewelry and shoes. Also, the company runs a pharmacy
department, Tire & Lube Express, and Photo processing center as well (www.walmart.com).
The first Wal-Mart discount store was opened by the founder Sam Walton in the year 1962, in the city of Rogers, Arkansas. In the first year of its operations, the
store registered sales of over $1.0 million. At the initial phase, Sam Walton opened the Wal-Mart stores in small towns and introduced various innovative
concepts such as self-service. By the year 1967, Wal-Mart had opened 24 stores and registered a sales turnover of $12.6 million. In 1972, Wal-Mart was listed on
the New York Stock Exchange. Wal-Mart continued to grow in the 1970s, because of its highly automated distribution network and its cross docking system,
which apparently reduced the transportation costs and time. Wal-Mart’s growth has also been attributed to its computerized inventory system, which speeded
up the checkout and reordering of stocks. The use of information technology and the cross docking system led to the replenishment of the shelves of Wal-Mart
stores within twenty four hours. In the 1980s, an increase in the consumer base and strong customer demand in small towns led to the rapid growth of Wal-
Mart (www.wal-martstores.com).
Wal-Mart's business model involves selling high quality and brand name products at the lowest price. In order to give low prices to its customers, the company
reduces costs by the use of advanced information technology and cross docking system. Wal-Mart has also a strong supplier base across countries and
negotiates deals for procuring merchandise directly from manufacturers, eliminating the middleman. The reason for the huge success of Wal-Mart in smaller
towns was that it offered low prices and catered to the specific needs of small towns. It offered the kinds of products that customers most needed, and
maintained working hours according to the customers' convenience. This allowed Wal-Mart to become more popular than many local stores which offered
limited selection of goods and had high mark-ups in terms of pricing. All these strategies have positioned Wal-Mart as the largest retailer in the world. Today,
Wal-Mart has its presence in three business segments namely Wal-Mart U.S., Wal-Mart International and Sam’s Club. Wal-Mart operates 711 discount stores,
2,898 Supercenters, 181 Neighborhood Markets and 4 Marketside stores in the United States. In addition, Sam’s club is in 608 locations across the United States
(www.wal-martstores.com).

INTERNATIONAL EXPANSION

The need for retail internationalization was realized in the mid 1980’s when many of the retail formats had reached saturation point in countries like United
States. Alexander (2000) claimed that the saturation of domestic markets precipitated the internationalization of retailing and the major retailers were able to
finance international expansion with profits from domestic markets. Wal-Mart’s international expansion began as an attempt to generate sales growth outside
the United States. Its expansion strategy internationally has been very aggressive and powerful. Wal-Mart’s global expansion has been achieved through a
combination of green-field investments, acquisitions of existing stores, and joint-ventures. These strategies have contributed to market penetration and
effectively positioned the company for future growth (Gandolfi & Strach, 2009).
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Wal-Mart became an international company in the year 1991, when it opened a Sam's Club near Mexico City. Currently Wal-Mart has its presence across 15
countries. Wal-Mart’s international segment consists of wholly-owned subsidiaries in Argentina, Brazil, Canada, Japan, Puerto Rico and the United Kingdom,
majority-owned subsidiaries operating in five countries in Central America, and in Chile and Mexico, joint ventures in India and China and other controlled
subsidiaries in China (Wal-Mart’s Annual report, 2010).

WAL-MART IN MEXICO & CANADA

Wal-Mart’s international venture began in Mexico in the year 1991, through a joint venture with Cifra, the leading chain of self-service stores in the country.
Wal-Mart opened the Sam’s club warehouse stores in Mexico which was a huge success in the Mexican market. In 1997, Wal-Mart purchased a majority stake in
Cifra and established itself as a dominant retailer thereafter. Wal-Mart operates as Walmex in Mexico and currently has 1,606 stores all over Mexico.

After its successful retail venture in Mexico, Wal-Mart expanded into the Canadian market by acquiring 122 stores of the local retailer, Woolco, in 1994. Wal-
Mart converted all the 122 Woolco stores to its own format and renovated them. Currently, Wal-Mart operates 323 retail stores in two formats namely:
Discount stores and Supercenters. Wal-Mart’s retail expansion was very successful and has retained a dominant position in these two countries (www.wal-
martstores.com).

A study was conducted by Tilly (2005) to highlight the secrets of success and limits to the growth of Wal-Mart in Mexico. The study found that the introduction
of EDLP policy in Mexico and different formats of retail outlets appealed to various classes of consumers, especially lower income consumers in Mexico. Wal-
Mart also had an advantage of its connection with the automated distribution network from its parent company in the United States due to its proximity from
Mexico. The study indicated that the price leadership strategy, technology enabled distribution network and extensive negotiation with its suppliers worldwide
for discounts are the major factors for the huge success of Wal-Mart in Mexico. In addition, Wal-Mart also had a first-mover advantage as a foreign retailer in
Mexico which was under-stored in the 1990’s.

On the other hand, the study also highlighted some of the limiting factors to the success of Wal-Mart in Mexico. The major domestic retail players competing
with Wal-Mart have started offering some modified version of EDLP formula and introduced wide range of retail formats to face competition. These retailers
have also imitated the highly automated distribution and tracking systems of Wal-Mart and started demanding huge discounts from their suppliers. Thus, by
adopting the best practices from Wal-Mart, these retailers were able to sustain their business and contain Wal-Mart’s growth in Mexico. The study has also
identified other reasons that impose limits to Wal-Mart’s growth in Mexico which include unbalanced income structure of the Mexican consumers, and the
economic crisis and stagnation in the region which is driving many consumers back to traditional retail stores.

WAL-MART IN BRAZIL

Prior to Wal-Mart, Carrefour, the French retailer and the pioneer in hypermarket concept started its operation in 1975 by acquiring Ultracenter. Later, the
hypermarket formats were imitated by many other large local retailers in Brazil. During Wal-Mart’s entry, the Brazilian retail market had already many large
retailers competing with each other. Wal-Mart entered into the Brazilian market in the year 1995 through a joint-venture with Lojas Americanas, the largest
discount chain store in the country. Wal-Mart’s entry into the Brazilian market was made easy due to the personal rapport Sam Walton, the founder of Wal-Mart
had with Jorge Lemann, one of the major shareholders of Lojas Americanas. Initially, Wal-Mart opened two Supercenters and three Sam’s Clubs in Brazil. Wal-
Mart also introduced Todo Dia stores, which is a neighborhood format designed for the Brazilian customers. Wal-Mart expanded in Brazil by acquiring 118
Bomprego stores in 2004 and acquired 140 Sonae stores in 2005. Wal-Mart currently operates 461 stores across Brazil.

Da Rocha and Dib (2002) studied the impact of the entry of Wal-Mart in Brazil and in turn the competitive responses from the local retailers. In their study, the
authors highlighted many operational problems faced by Wal-Mart in Brazil such as large number of visitors to the store, door delivery of white goods, credit
facility to Brazilian working class in terms of post dated cheques and its relationship with the suppliers.

However, the authors indicated that despite of all these problems, Wal-Mart was able to bring in many structural changes in the Brazilian retail market. These
structural changes were due to the competitive reactions in the Brazilian market. The authors explained four different competitive responses in the Brazilian
retail market that include balancing competitor’s actions, building competitive advantage, redefining market boundaries and changing the ownership structure.
The local retailers made major efforts to neutralize Wal-Mart’s actions in terms of exerting pressure on suppliers, trying to impose legal sanctions by charging
the new entrant with dumping and self regulating the oligopolistic nature of the Brazilian retail industry. The study found out that the competitor’s responses
were very strong in Brazil retail market and almost all their actions were directed towards building competitive advantage which in turn contributed to
modernization of Brazilian retailing.

WAL-MART IN ARGENTINA

Wal-Mart started its operations in Argentina in the year 1995 with a Sam’s Club in Avellaneda, near Buenos Aires. In 2007, Wal-Mart acquired three of the
Auchan stores in Argentina. Similar to its experience in Brazil, it was not easy for Wal-Mart to establish its operations in the Argentinean retail market. In an
article published by Stats (2007), the author indicated that it was a great struggle for Wal-Mart in Argentina as the nature of supermarket industry in the region
was totally different from the United States. Wal-Mart used its approach of offering low prices to Argentinean consumers. However, the competitors in
Argentina reacted immediately by opening new stores and adopting Wal-Mart’s discounts and advertising campaign. Also, Wal-Mart did not take into account
the cultural differences between the U.S. market and Argentinean which had resulted in a negative effect on Wal-Mart’s operations in Argentina.

The author also highlighted that, the Argentinean consumers spend one close to one third of their incomes on food items. At the beginning, Wal-Mart controlled
2.5% of food market in Argentina compared to 16.5% of non-food products. It was a very weak point of Wal-Mart because there was a small chance that
consumers that just went out shopping for food would go to Wal-Mart to buy non-food products. However, the retailer managed to overcome the difficulty and
tried to gain some market share and currently operates 53 stores across Argentina.

WAL-MART IN CHINA

Wal-Mart’s operation in the Chinese retail market started in the year 1996 when it opened its first Supercenter and Sam’s Club in Shenzhen. Currently, Wal-Mart
operates a variety of store formats in China including Supercenters, Sam’s Clubs, and Neighborhood Markets (www.wal-martchina.com). Although, Wal-Mart
entered the Chinese retail market way back in 1996, it had adopted a slow expansion strategy in the country. Wal-Mart began to expand rapidly in the Chinese
market, when the Chinese Government eased restrictions on foreign retailers in the year 2004. Wal-Mart established itself as a successful retailer in China and
currently operates 311 units in China. In addition to Wal-Mart, many other foreign retailers also started their operations in the Chinese retail market. The entry
of these foreign retailers brought many structural changes in the Chinese retail industry.

In an article published in a Chinese local daily (Heng Li, 2001), it was reported that the Chinese retailers experienced huge pressure due to massive inflow of
foreign capital into China's retail market. It was reported that, the traditional department stores were unable to sustain in the market and were gradually
elbowed out by colorful foreign forms such as supermarkets, round-the-clock stores, shopping centers and chains, stockroom-style supermarkets, etc. The
report also explained that the less competitive businesses were weeded out from the market and at the same time due to increased competition from the
foreign hypermarkets, the domestic retailers were forced to improve their performance.

WAL-MART IN GERMANY

Wal-Mart made its foray into the German market in December 1997 by acquiring 21 hypermarket stores from Wertkauf, a local retailer. One year later, the
company acquired 74 stores from the German retail group Spar Handels AG. Wal-Mart’s strategy for Germany was to improve in-store appearance and
ambience in addition to applying its conventional strategies of price leadership. Wal-Mart’s attempt to apply the company’s success formula in an unmodified

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in

93



VoLUME No. 2 (2011), I ssue No. 8 (AUGUST) I SSN 0976-2183

manner to the German market, turned out to be a disaster (Knorr and Arndt, 2003). As a result, Wal-Mart disposed off its operations to Metro AG, in Germany in
July 2006 with a loss of around $918 million (Wal-Mart’s Annual report, 2007).

Fernie and Arnold (2002) conducted a study to assess the opportunities for Wal-Mart in the European market that revealed the impact of Wal-Mart in Germany.
The research paper highlighted the background of Wal-Mart’s failure in Germany. According to the authors, German retail market is a complex, competitive and
highly regulated market in Europe. Wal-Mart tried to attract the German customers by introducing various customer service features. It also attempted to break
customer perceptions away from their narrow focus on price as the attribute for store patronage. The supply chain systems were also revamped. Wal-Mart
created a fiercest price war in the German retail market. In spite of all its efforts it was very difficult for Wal-Mart to achieve success in the German market. The
reduced prices by Wal-Mart prompted similar actions from the hypermarket chains of the competition such as Metro, Globus and Kaufland. These are national
players in Germany and have greater geographical penetration in Germany. They adopted “zone pricing” tactics (different prices in different zones) to match
Wal-Mart prices in areas where they are a key competitor. In addition to these the legal environment and the nature of ownership of the targeted companies for
acquisition also restricted the growth of Wal-Mart in Germany.

The above findings were further confirmed by Knorr and Arndt (2003). The researchers tried to explore the facts behind Wal-Mart’s failure in Germany. The
study revealed that in addition to the factors such as flawed entry-by-acquisition strategy, management by “hubris and clash of cultures” and repeated
infringements of German laws and regulations, the local competition by its first and foremost competitor Aldi, inhibited the growth of Wal-Mart in the German
retail market. Aldi, the domestic retailer, defended its position throughout as German’s undisputed cost and price leader. Other domestic retailers such as Lidl,
Rewe and Edeka were also able to match the pricing strategy of Wal-Mart. It was also observed that the assortment provided by Wal-Mart was not even cheaper
than the traditional retailers’ offerings. All these factors led to the fall of Wal-Mart in Germany, confirming the fact that Wal-Mart’s conventional strategies may
not work well in all the countries.

WAL-MART IN SOUTH KOREA

Wal-Mart’s experience in Germany did not stop there. Wal-Mart had similar experiences even in the Asian countries. Wal-Mart was not able to capture the
South Korean retail market as it expected and had to take back its operations from South Korea. Wal-Mart entered South Korea in 1998 when the South Korean
Government opened up retail markets to foreign investments (Ramstad, 2006b). Wal-Mart acquired four stores from Macro, a Netherlands-based membership
club and six undeveloped sites in South Korea. South Korean retail market witnessed the entry of five major foreign retailers in 1998 along with numerous
domestic rivals. Wal-Mart was not able to compete with the domestic South Korean retailers as they were already well established in the minds of people for
their quality and low price. As a result, Wal-Mart disposed off its operations to Shinsegae Co., Ltd., in South Korea in October 2006.

Gandolfi and Strach (2009) analyzed the causes and antecedents of Wal-Mart’s failure in South Korea. In their research paper titled Retail Internationalization:
Gaining Insights from the Wal-Mart Experience in South Korea, the authors have described the entry of Wal-Mart in South Korea and its successive withdrawal
from the country. The study highlighted that Wal-Mart was unable to effectively apply its U.S. business model in South Korea. The study has also pointed out
Wal-Mart’s inability to understand and respond to the common South Korean consumer. The authors claimed that Wal-Mart is only one among a growing
number of firms that have underestimated the role of conducting proper consumer due diligence prior to entry into a foreign country.

The study also revealed various other reasons for Wal-Mart’s failure in the South Korean market. As in the United States, most of the Wal-Mart outlets in South
Korea were placed outside instead of in the cities. South Koreans, however, were used to easily accessible shopping facilities without the need to travel. South
Korean consumers expect to see local products presented in a localized fashion. E-Mart, an established discounter in South Korea, has a different, more localized
approach to selling products, with a more local feel to their stores. Wal-Mart, the world’s largest retailer was not able to compete with the established
discounter E-Mart in South Korea.

In yet another direction, Kim (2008) analyzed the challenges that Wal-Mart had faced in the South Korean market. The study claimed that Wal-Mart had chosen
a wrong time to enter into the South Korean market. Wal-Mart was not able to capture logistically efficient locations since these locations were already occupied
by Korean retailers. The study highlighted that, when the foreign retailers were allowed to enter the Korean market in 1997, the Korean retail market was
already saturated. The study also revealed the consumer’s response to Wal-Mart’s EDLP strategy. Wal-Mart’s EDLP was perceived to be insufficient “value” in
the minds of Korean consumers. Korean consumers were quality conscious and tend to be more brand-loyal, less likely to switch to less expensive products.
Korean consumers were unwilling to compromise the customer service and the quality for the low price, and expected to see sales people in each aisle of the
retail stores and aggressive promotion in the value of service and products offered by the retailers (Ramstad, 2006b).

WAL-MART IN UK

Wal-Mart entered the UK market in 1999 with the acquisition of ASDA, the third largest grocery chain store in the country. ASDA was the pioneer of superstores
in the UK. It was easy for Wal-Mart to penetrate into the UK market due to its acquisition of ALDA, which had already incorporated Wal-Mart’s principles into
their own organizational culture.

In their study to assess the opportunities for Wal-Mart in the European market, Fernie and Arnold (2002) highlighted that Wal-Mart had made an impact on the
British market and had changed the nature of retail competition. Wal-Mart’s EDLP strategy changed the store choice attributes in the UK to a greater price focus.
Though, the market leader in UK, Tesco was able to match the EDLP strategy, other key players in the grocery market had to revise their strategies. Among the
top five retailers, J. Sainsbury and Safeway tried to come out with strategies to compete with ASDA and Tesco. However, the last retailer among the top five,
Somerfield, had dropped out of the superstore race. This picture clearly shows that Wal-Mart has made an impact on the existing retail stores in the UK.

The above study has also raised some concerns for Wal-Mart’s growth in Europe. The study explained that the large retailers in the European region have met
the challenge of Wal-Mart by reducing their net margins. Though, the change in the retailers has been incremental rather than radical, they were able to survive
the competition. The authors concluded that Wal-Mart only has a toehold in the European market.

WAL-MART IN JAPAN

Wal-Mart entered the Japanese retail market in 2005 by acquiring Seiyu. Immediately after, it built a 145,000 square foot, two-level store next to a main
commuter train station for Tokyo. In an article published by Holstein (2007), it was stated that despite of locating its store in a prominent location in Tokyo, Wal-
Mart continued to struggle in the Japanese market. The author reported that Wal-Mart made some poor early decisions that put a bad taste in many Japanese
mouths. It fired 25 percent of headquarters staff, including 1,500 employees and managers, when it took over Seiyu. Mass firings were not normal occurrences
in Japan, and the country as a whole took great offense. In the same vein, many Japanese believe that Wal-Mart was trying to force American values on them,
such as mandating that stores stay open 24 hours per day. Consequently, Wal-Mart received a lot of bad press, causing the retailer to lose customers. Also, the
author claimed that the low price model would not be the best fit for the Japanese market as the Japanese consumers are quality conscious and are willing to
pay for the quality.

WAL-MART IN CHILE

Bianchi and Mena (2004) described the actions taken by Chilean retailers to defend themselves effectively against the attempts of foreign retailers to operate in
their market. Many of the foreign retail firms like Carrefour, Sears, J.C Penney and Home Depot withdrew their operations from the Chilean retail market. The
study highlighted that the Chilean market is different from other South American Countries. The study found that the largest retailers in Chile are local family
businesses that have established themselves as legitimate organizations. The study explored the overall Chilean retailing industry’s reaction towards threats
from foreign firms. The study exposed the defensive strategies of the local retailers which include increased level of consolidation, concentration, improved
retail offer for consumers, and incorporation of best retail practices from foreign retailers. It was also claimed that local retailers from all sectors have taken
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advantage of their knowledge of the local consumer by implementing strategies and using the tools developed by international retailers. The local retailers also
learnt new concepts like logistics, consumer service, technology, and merchandising, among others related to the industry.

Wal-Mart entered into the Chilean market, by acquiring a majority stake in Distribucion y Servicio D&S S.A., Chile’s leading grocery retailer in January 2009. Wal-
Mart owns 267 stores across Chile. Though the foreign retailers had already exited from the Chilean retail market, Wal-Mart waited for years make the right
entry by acquiring the leading retailer D&S. An article published in the Business Chile (March 2009), explained that overseas retailers experienced difficulties in
the Chilean market due to large number of already existing local supermarkets. It was very difficult for the new entrants to get into this market due to higher
market penetration and deeply ingrained shopping habits of the Chilean customers. Though, Wal-Mart is not starting from scratch and Wal-Mart is operating the
stores under the D&S brand name, the Chilean retail market would be a real challenge for Wal-Mart.

WAL-MART IN INDIA

The Indian retail industry is also facing the heat of retail internationalization with the entry of Wal-Mart, Carrefour and other single brand retail outlets. Though
the government has taken firm steps to protect the domestic retailers in terms of FDI regulation, it still gets more pressure from the foreign retailers to open up
more avenues for them to establish their presence in India. The Indian retail market might look very attractive for the foreign retailers due to an increase in
disposable income and consumer spending; however, there are many challenges that need to be addressed by these companies in general. A study conducted to
reveal the major challenges faced by retailers in general indicate that there are five major challenges that constitute strategic choice for the future of retailers
and each have specific operational consequences. These challenges include the branding issue, the people issue, the growth issue, the customer issue and the
performance issue (Knee, 2002).

In addition to the general challenges faced by the foreign retailers in the Indian soil, there are other major country specific challenges that would hinder their
growth. In fact these challenges are seen as a threat to the growth of Indian Economy. These challenges include, poor infrastructure and power supply, high
wastages in transit and high cost logistics, differential and high taxes, inconsistency in government policies, soaring cost of real estate and restrictions on foreign
direct investment (FDI) and, therefore, on investment in the sector (CUTS International, 2008).

As the Indian retail economy remains protected from foreign competition by rules that mostly prohibit direct investment by foreigners, foreign retailers like Wal-
Mart entered the retail market with international retail joint ventures. In case of Wal-Mart, the joint venture between Wal-Mart and Bharti will manage the
supply chain together while Bharti Enterprises will be franchised to run the retail portion. These joint ventures have a synergy of already experimented retail
formats of a foreign retailer and the experience of a local retailer in its own soil. However, we cannot always say that a successful format in one country will be
successful in other country. Also, when developing a format, there are dangers in over-formalizing the format development process. Winning formats emerge
from an opportunistic and incremental process, sometimes based more on intuition than rational analysis. In addition, success often comes from “capturing the
moment” rather than detailed planning (Reynolds, J. et al, 2007).

To supplement the above concept, Kishore Biyani, CEO of the Futuregroup explained that there isn’t a single formula for success in the Indian retail market. He
also added that the businesses that succeed are those with the biggest ideas and the right tools to execute them. The retailer has continually adapted new
business models at each stage of the industry’s development. In doing so, the retailer demonstrated an uncanny instinct for the retail business, business models,
and alternative formats, as well as an unwavering belief in IT as an enabler of change.

The international retail joint ventures might have problems related to coordination between both the parties. A recent study conducted to investigate the
problems encountered in international retail joint ventures indicated that in a market-driven joint venture activity, retailers appear to have a shorter and
intensive adjustment period to effectively co-ordinate operational activity and bridge the corporate and behavioral differences between themselves and the
partner (Owens and Quinn, 2007).

In 2008, Halepete, et al. explored the challenges that Wal-Mart may face as it expands into the Indian retail market. The study discussed the failure stories of
Wal-Mart in Germany and South Korea. The study explained that to be successful in India, Wal-Mart will have to learn from their German and South Korean
experiences, and make suitable changes to meet the need of the Indian consumer. The study also highlighted the recent growth of organized retailing in India
and the entry of Indian Business majors into the retail industry. In addition, the study revealed that Wal-Mart would face many ownership as well as location
disadvantages in India. These significant challenges need to be well-understood and suitably addressed for its success in the Indian market. If Wal-Mart is
successful in managing the issues related to ownership and location disadvantages, it is definitely going to have a great impact on the Indian Economy.

CONCLUSION

The above study is intended to provide the experience of Wal-Mart as an international retailer in a single snapshot. The study has reviewed various journal
articles and articles from reputed local newspapers in order to give an idea of Wal-Mart’s successes and failures in the international market and the reasons
behind. It is very clear from the above study that though at the beginning, Wal-Mart’s entry was feared from different angles in all the countries where it tried to
enter, it was not true always. It is to be understood that Wal-Mart was successful in countries like Mexico, Canada and the UK, as these countries have culture
similar to the American culture. In countries like Brazil, Argentina, Chile and China where there is an influence of the American culture, Wal-Mart was able to
achieve only a moderate success. However, in countries like Germany, South Korea and Japan, Wal-Mart was not able to sustain due to its imposition of the US
model. In fact, Wal-Mart was forced to pull out its operations in Germany and South Korea.

It is also to be noted that, though the retailer was successful in many countries, the initial competition by the local retailers such as in Brazil, Chile and China
were enormous. In addition, the domestic retailers were able to compete with Wal-Mart by adopting their strategies to the strategies of Wal-Mart. Therefore,
when we analyze the Indian retail scenario, Wal-Mart will have to face many challenges in the Indian soil. At the same time, we couldn’t neglect the impact that
Wal-Mart would have on the Indian retail market, if the Indian Government opens up the restriction on Foreign Direct Investment in the retail sector. The major
reason behind this is that the Indian culture is being influenced by the American culture. However, the Indian retailers are capable of adopting the best practices
and reading the minds of an ordinary Indian consumer. The Indian retailers should come out with different formats and try to establish their presence in almost
all parts of the country before Wal-Mart establishes itself in the Indian sub-continent. Lessons are to be learnt from the Korean retail industry where E-Mart, the
local retailer established itself as the retailer of the soil by the time the Korean Government opened up foreign direct investment in retailing.
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