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Wal-Mart the world’s greatest supermarket. Wal-Mart is one of the greatest retail giants next to Amazon. Wal-Mart as an American company has an open-door policy in which employees had the ability to go to any level of management with a problem or an innovative idea. As Wal-Mart as a corporation is venturing into other countries, they must take on several forms of leadership as it relates to the country in which they are working in. We will look into Wal-Mart expansion into Russia. 
Whenever thinking of an international expansion, multinational corporations (MNC) such as Wal-Mart develop and implement strategies after careful analysis of internal and external environments as well as the social impact the company will have on the country in which Wal-Mart is trying to expand in. During the analysis process, MNCs must identify market environments for their services and products, evaluate their ability to capture the markets, and come up with entry strategies (Luthans & Doh, 2018). Through strategic planning, MNCs can venture into new markets, survive in them, and become profitable or gain market share. This paper will discuss the global strategies used by Wal-Mart to venture into international markets, the effectiveness of the strategies the company used, and the cultural challenges the company faced in some of the global markets it entered. Additionally, we will discuss some of the challenges and opportunities in the Russian market, describe the cultural environment in the region and propose an entry strategy we would use to enter the market as the director company’s global strategic planning team. 

At the time Wal-Mart was going global, it lacked sufficient managerial, organizational, and financial resources, and hence it could not chase after countries instantaneously (Luthans & Doh, 2018). Instead, the company opted to pursue a logically sequenced methodology that would enable it to apply lessons learned from previous entries to subsequent ones.  Walmart chose to concentrate on the Americas: Canada, Mexico, Argentina, and Brazil heavily. One of the strategies used by Walmart is joint ventures, a strategy that proved to be very effective in Mexico. According to Luthans and Doh (2018), joint venture businesses are arrangements in which two or more business partners control or own a business. In the year 1991, for instance, the company formed a joint venture with Cifra and set up Sam's Club in the city of Mexico. By 2001, Walmart had the majority of shares in the joint venture, and in the year 2001, the store's name was changed to "Walmart de Mexico” (Luthans & Doh, 2018).

Besides joint ventures, Walmart also used wholly owned subsidiaries to venture into international markets in its early globalization strategies. Luthans and Doh (2018) describe wholly owned subsidiaries as overseas operations that are controlled and owned by MNCs. This globalization approach is mostly pursued by small companies when the transaction or international costs are too high. As explained above, Walmart lacked sufficient resources during its early globalization attempts. One of the countries where this approach was used in China where Walmart opened its first Sam's Club and Supercenter at Shenzen in 1996 (Luthans & Doh, 2018). Walmart also used the mergers and acquisitions strategy, especially in entering the European markets. Luthans and Doh (2018) explain that this approach is used by MNCs to construct high-profit products or to quickly expand resources in new markets. Buying a majority of resources or shares in another company can be a faster way for a company to expand. 

The use of the above entry strategies did not always bear positive results. In Mexico, Walmart has a lot of successful experiences. The joint venture it entered into with Cifra – later renamed Walmart de Mexico, or Wal-Mex was a huge success because it enabled the company to operate over many Sam’s Club warehouses (161) and 256 Wal-Mart Supercenters (Luthans & Doh, 2018). Wholly owned subsidiaries' entry strategy in 1996 was also an effective strategy in china because of, Wal-Mart had about 433 stores in China and employed over 100, 000 workers. In Germany, however, the acquisition of the hypermarkets from Wertkauf (21 of them) was not a very smart move. Most of the acquired stores were geographically displaced and with poor populations (Luthans & Doh, 2018).

Besides the success that Walmart had in its early globalization strategies, it also encountered some challenges, some of which were cultural. Cultural challenges or barriers occur when people from one background or culture do not understand the cultural aspects of people from other cultures (Peterson, 2011). In Japan, for instance, the company had setbacks related to buying habits, which the company was unable to respond to very well. In Germany, for example, Walmart tried offered to bag for the German customers' groceries without knowing that it is the culture of Germans to bag groceries by themselves. Additionally, the managers were instructed to be smiling at their customers, and in the process, they put off the Germans who prefer brusque services (Luthans & Doh, 2018). The Wal-Mart strategy for lower prices for their products also faced some challenges in Japan, where lower prices are equated with inferior products (Luthans & Doh, 2018).

For so many years, caution has thwarted Wal-Mart's ambitions in Russia. But if the fear continues, and as long as Walmart continues to delay its entry into Russia, then it will find it difficult to make any significant profits if it decides in future to venture into Russia. There are so many opportunities in Russia that Walmart could take advantage of. For instance, Russian retailers enjoy a sales growth rate that is over thirty percent. However, most of the Russian retailers have not ventured or expanded into the less wealthy provinces in the country. This is an opportunity that Wal-Mart can take advantage of, considering its lower price strategy to its products and services. In the past, there were fears that Russian shoppers are very strict quality and freshness of things such as groceries. Nevertheless, since communism ended over twenty years ago, many Russians have malls and supermarkets. 

But despite the above opportunities, there are also challenges that the company will have to deal with, such as the time consuming and complicated bureaucracy in Russia. More and more companies running grocery stores in Russia are also realizing that for them to grow further, they must expand to less wealthy provinces; Wal-Mart could be fearing competition from such companies both local and international. With intensified completion, it may take the company’s stores longer to break even. Other challenges that Wal-Mart could face in Russia include poor-quality roads and low incomes, especially in smaller towns or in the countryside (Kusznir, 2016). 

Russia is a country dominated by a polychromic culture, meaning that people are used to the culture of doing several things simultaneously (Paik et al., 2011). For example, meetings may be interjected by people going in and out, phone calls, and they may not adhere to a linear agenda. Immigrants are expected to attend all business meetings on time so they will be able to keep up with the flow of the company and how the company will be moving forward. Nevertheless, social meetings are a bit flexible, and one can be late for up to thirty minutes. Societal sectors in Russia are also pervaded by socialism; Russians do things in groups. For example, strangers can give someone advice, and recreation activities are arranged in groups. Anybody wishing to do business in Russia must take this togetherness and cooperation into consideration, especially during communication; one should address the entire group, not an individual. 

The pecking orders are also important aspects of the business culture in Russia, where position and age are linked to statues. Most meetings comprise individuals with similar status, and senior employees are the ones that make decisions in the company (Paik et al., 2011). Strong business relationships in Russia depend on respect for authority. When it comes to personal relationships, people meeting for the first time address each other using their patronymic names. 

Considering the business culture described above, the strategy We would prefer to enter the Russian market will be a joint venture with one company or multiple companies where situations will allow. Using this entry strategy, we will approach a local company within Russia that specializes in the same line of business. We will then join our hands together to create collaboration and mutual competitive advantage. Wal-Mart will then export our products to the Russian company, which will then market our products. The upside of this approach is that our partner company will allow us to access the new market through its distribution networks and also allow us to gauge the reception of our products in Russia (Larimo et al., 2016). The joint venture approach will also be a way for us to navigate the cultural factors explained above.
The objective of this essay was to discuss the early globalization strategies used by Wal-Mart, its effectiveness, and the cultural barriers that the company faced as it went global.  As explained, Wal-Mart used strategies such as mergers and acquisitions, joint ventures, and wholly owned subsidiaries.  Also highlighted are the cultural strategies that the company faced in Germany and Japan. We have also discussed in this essay some of the challenges and opportunities in the Russian market that Wal-Mart could encounter, cultural challenges in the business environment, and explained why a joint venture would be the most appropriate entry strategy for Wal-Mart, considering the cultural factors discussed above. 
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