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tional markets. International sales accounted
cent of Walmart's more than $480 billion i.n
14, a level that is projected to increase sub-

'ﬂ?é-n_ext decade.

lizing Walmart: Where and

Begin?
Walmart began to expand internationally, it had to
s which countries to target. Although the European
et was large, Walmart would have had to take mar-
are from established competitors to succeed there.
Walmart deliberately selected emerging markets as
ting pa__in_t for international expansion. In the Americas,
ed nations with large, growi
na, and Brazil—and in Asia i
izational, managerial, = fiv o
sly pursue all of theee - o
the Americas rather thar ©
y distant Asian markai;:
first international stors
art used a 50-50 joint v i
ntial differences in culture and

tates and Mexico. Its partner, the retail conglomer-
, provided expertise in operating in the Mexico mar-
i a base for learning about retailing in that country.
ing its learning from Mexico when it entered Brazil in
%Mar't took a majority position in a 60-40 venture
ocal retailer, Lojas Americana. When subsequent.ly
rgentina, Walmart did so on a wholly owned basis.
ing experience with partners, in 1997 ‘Wafmart
further in Mexico by acquiring a controlfmg inter-
s, By 2014, Walmart's 2,498 units in Mefuco ac-
r over half of all supermarket sales in Mexico.
L learning the dos and don'ts was a difficult process. It
uch a good idea to stick so closely to the don’TE'StIG
ueprint in Argentina, or in some of the 0thl€ér lnt:;':
rkets,” said the president of Walmart Inter

vingel in Mexico
v e help manage the
sme between the

of our Mexican
s there rode
ose large parking

ze that many of our cust
thent -udged'qcross:*t-h
- merchandise.”

' The Challenge of China 2 dmm
of the first international retailers in China when it set up opera:

tons in 1996, Beijing restricted the operations of foreign f’*"'"
ers, including requirements for government-backed partners
and limits on the number and location of stores, Walmart subse-
quently formed a venture with two politically connected
Chinese partners, with Walmart holding a controlling stake.
Initial activities were concentrated in Shenzhen, a mﬂidl'?'g’w
ing city bordering Hong Kong, while it learned about Chinesg
retailing. Walmart had many well-publicized miy,:qes:whiie
learning how to do business in China. For example, Walmart no
longer tries to sell extension ladders or a year's supply of soy
sauce or shampoo to Chinese customers, who .typica"lv live in
cramped apartments with limited storage space. _
Operationally, the scarcity of highly modernized suppliers
in China frustrated Walmart's initial attempts to achieve high
levels of efficiency. Pressured to appease the government’s
desire for local sourcing of products, while maintaining the
aura of being an American shopping experience, Walmart
sourced about 85 percent of the Chinese stores’ purchases
from local manufacturers but heavily weighted purchasing
toward locally produced American brands (such as products
from Procter & Gamble's factories in China). Walmart also
mass-markets Chinese products that were previously avail
able orly in isolated parts of the country, such as coconut
juice from Guangdong provinee, hams and mushrooms from
rural Yunnan, and oats from Fujian province.

Walmart also learned the importance of building relation-
ships with agencies from the central and local gevernments
and with local communities. Bureaucratic red tape, graft, and
lengtny delays in the approval process proved to be aggravat-
ing, but the company learned to curry favor through actions
such as inviting Chinese officials to visit Walmart's American
headquarters, assisting local charities, and even building a
school for the local community. By 2014, Walmart operated
403 retail units in China and estimated its Chinese operations
could be nearly as large as in the United States within 20 years.

India: Anticipating the Opening Up

of a Billion-Person Market

Although one of the world's five largest retail markets, at more

than $500 billion, and having 400 millien pao_ple wi'fa'h dtqus..

able income, the inefficiency of the Indian retail sector is well

known. More than 95 percent of retail sales are made through

nearly 15 million tea stands, newspaper st-ai['_s._'_._.-'ar:sﬂ mom .

Strict government barriers have |

d retail businesses, although that
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pop stores.
fappineyiet Sl
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such as Provogue and Shoppers' Stop,
and nationalistic sentiments may produce much EaaEtemaHon

for expansion efforts of foreign companies such as Walmart.
To prepare for an eventual opening of the market,
Walmart began establishing relationships with Indian suppli-
ers, distributors, and consumers. In 2007, Walmart estab-
Jished Bharti Walmart, a 50-50 joint venture with Bharti
Enterprises, a leader in mobile telecommunications. The
Mmésfnt store opened in 2009. Due to the constraints
on retailing, this venture is technically focused on the whole-
i*miwt. selling only to large institutional or wholesale
hy@uﬁh the company builds up its infrastructure and
“ﬂﬂrm eventual liberalization of the retail market. By
- 2014, the venture had opened 20 BestPrice Modern Whole-
sale stores, with plans to open additional st :
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