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RETAIL INTIMACY 2.0 (PART 1) 

Winning at 
Walmart.com 

In col laborat ion with: 

catapult 
As the retailer steps up its e-commerce game, 
marketers must do their part to help create 
a better overall shopping experience. 

By Michael Applebaum 

ver t h e past 12 m o n t h s , t h e s to ry l ines 
in t h e o n g o i n g s t rugg le fo r e - c o m ­
m e r c e s u p r e m a c y a m o n g t h e na­
t ion 's t o p retai lers have t aken a n u m ­
ber of t w i s t s and tu rns . O n e of t h e 
m o r e in t r igu ing s u b - p l o t s e m e r g e d 

ear l ier th is year w h e n t h e sh ipp ing wars hea ted 
up b e t w e e n W a l m a r t and A m a z o n . c o m . On Jan . 
31, 2017, W a l m a r t sent a sho t across t h e b o w 
w h e n it b e g a n o f fe r i ng f ree t w o - d a y sh ipp ing 
on o rde rs of $35 or m o r e , rep lac ing its p rev ious 
subsc r i p t i on serv ice w i t h a m u c h b roade r o f fe r on 
near ly 2 mi l l ion p r o d u c t s . Three weeks later, A m a ­
zon shot back, l ower ing t h e m i n i m u m th resho ld 
fo r f ree de l i ve ry t o its n o n - P r i m e m e m b e r s t o t h e 
same $35 level. 

It was an u n m i s t a k a b l e s ign n o t on ly o f h o w in ­
tense t h e c o m p e t i t i o n had b e c o m e t o w i n over 
in te rne t s h o p p e r s , w h o s e a l ready h igh e x p e c t a ­
t i ons n o w inc lude sho r te r de l i ve ry w i n d o w s at 
l i t t le or no ex t ra cos t , b u t also jus t h o w qu i ck l y 
g ian ts like W a l m a r t and A m a z o n are w i l l i ng t o 
c h a n g e t ac t i c s in th is rap id l y evo l v ing reta i l e n ­
v i r o n m e n t . 

W a l m a r t is g i v ing every ind ica t ion tha t it p lans 
t o rema in agi le as t h e ent i re i ndus t r y ad jus ts t o 
t h e real i ty t ha t consumers no longer make b ina ry 
"on l i ne " or "o f f l i ne " cho ices in t h e ways tha t t hey 
shop , says Sco t t Ca ldwe l l , senior v ice p res iden t , 
c l ient serv ices, and W a l m a r t t e a m leader at Cata ­
pu l t . " W a l m a r t ' s best pa th t o success is t o p lay t o 

Top products purchased at Walmart.com, compared with Amazon 

Video Games 

Movie & Music 

Toys & Games 

Pet Food & Treats 

Home & Office Products 

Beauty Products 

Small HH Appliances 

Health & Wellness Products 

Walmart.com 
Amazon 

Paper Products 

Personal Care 

Household Cleaning Products 

Groceries 
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Source: Catapult Shopper Lab Online Survey of Shopping Patterns at major retailers, Spring 2017 

its ex is t ing s t reng ths by layer ing its e - c o m m e r c e 
and t e c h n o l o g y capab i l i t ies on t o p of its d is t r i ­
b u t i o n and phys ica l s tore in f ras t ruc tu re t o reach 
t h e shoppe r whe re , w h e n and h o w she wants , " he 
says. 

"Jet.com is known for an 
algorithm that encourages bulk 
buying. Incorporating its smart 
cart model into Walmart's 
offering could boost sales." 

Scott Caldwell, SVP, client services & Walmart team leader, Catapult 

Using Digital to Drive Store Traffic 
A m a z o n remains t h e u n d i s p u t e d leader in o n ­
line retai l w i t h sales and annual g r o w t h rates t ha t 
d w a r f t hose of its nearest c o m p e t i t o r s . However , 
as t h e wo r l d ' s largest b r i c k - a n d - m o r t a r retai ler, 
W a l m a r t is f o c u s e d on leverag ing its b i gges t 
s t reng th : us ing t h e d ig i ta l m e d i u m t o dr ive s to re 
t ra f f i c . W i t h its vas t g l oba l n e t w o r k o f 11,530 lo­
ca t ions , i nc lud ing 4 ,629 U.S. W a l m a r t s tores and 
6 5 4 Sam's C lub ou t le t s , t h e c o m p a n y is we l l -
pos i t i oned t o execu te a hyb r i d o m n i c o m m e r c e 
g r o w t h s t ra tegy t o c a p t u r e shoppe rs across every 
m o m e n t of t r u t h . The a p p r o a c h is ev i den t in many 
face ts of W a l m a r t ' s business: f r o m its b e e f e d - u p 
e - c o m m e r c e ope ra t i ons , supp ly cha in and m a n ­
a g e m e n t t eams ; t o its e x p a n d e d c l i ck -and-co l l ec t 
serv ices; t o upda tes t o its m o b i l e a p p tha t a l low 
c u s t o m e r s t o bypass t h e p h a r m a c y coun te r and 
m o n e y serv ices d e p a r t m e n t fo r fas ter checkou t . 

" W a l m a r t unders tands tha t today 's shoppers are 
omn ishoppe rs : They p ick and choose t h e channel 
and t h e shopp ing m e t h o d tha t suits t h e m in any 

http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Jet.com
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"Brands need to be executing 
against a connected, simple 
experience for the shopper that 
lives both online and offline." 

g iven m o m e n t , " Caldwel l says. " W h e t h e r it's t he 
week l y g roce ry p re -p lann ing process, w e b r o o m -
ing, t he qu ick t r ip or conso l ida t ing a f e w hours of 
shopp ing at t he g r o c e r y p i ckup lane, W a l m a r t is 
rap id ly expand ing the b lended -channe l concep t 
and p rov id ing mu l t ip le m e d i u m s t o assist s h o p ­
pers and cap tu re sales." 

Al l of these changes have ma jo r imp l i ca t i ons 
fo r t h e m a n u f a c t u r e r s w h o w o r k w i t h W a l m a r t 
on e - c o m m e r c e in i t iat ives. Go ing f o r w a r d , it wi l l 
no longer be e n o u g h fo r c o m p a n i e s t o des igna te 
the i r business w i t h W a l m a r t as in -s tore or on l ine 
only , says Mark A . Fields, senior d i r ec to r o f ac­
c o u n t serv ices at Ca tapu l t . 

"As shoppe rs leverage t h e d ig i ta l m e d i u m t o 
exp lo re , ge t insp i ra t ion and s imp ly make the i r 
l ives easier, m a n u f a c t u r e r s mus t take pa r t in t h e 
process f r o m end t o end , " he says. " W e a v i n g 
t h e b rand t h r o u g h o u t t h e c u s t o m e r exper ience 
is v i ta l t o b e c o m i n g t o p o f the i r cons ide ra t i on 
and conve rs ion set. As popu la r s h o p p i n g apps 
a n d c o u p o n sites gene ra te even g rea te r sav ings, 
b r a n d pa r tne rs shou ld use these too ls t o d r ive 
shoppe rs t o W a l m a r t ' s d ig i ta l m e d i u m s - and t o 
he lp t o b o o s t the i r b o t t o m lines." 

The Walmart Shopper: New Data 
Because o f W a l m a r t ' s sheer size and scale, its 
s h o p p e r p ro f i le t yp i ca l l y m i r ro rs t ha t of t h e over­
all U.S. shopper . Add i t i ona l l y , W a l m a r t shoppe rs 
exh ib i t s imi lar c ross - shopp ing pa t t e rns as c o n ­
sumers genera l l y d o - i.e., t hey shop n o t on ly at 
W a l m a r t s tores and on W a l m a r t . c o m , b u t also at 
all o f its t o p c o m p e t i t o r s (name ly A m a z o n ) . These 
w i d e l y a c c e p t e d obse rva t i ons are cons is ten t w i t h 
t h e t op - l i ne resul ts f r o m a n e w research s tudy 
c o n d u c t e d by Catapu l t ' s S h o p p e r Lab. The on l ine 
survey of 1,400 r e s p o n d e n t s , w h i c h inc ludes an 
assessment of s h o p p i n g pa t te rns at ma jo r re ta i l ­
ers w i t h i n t h e past six m o n t h s , also p rov ides in ­
s ights in to po ten t ia l new e - c o m m e r c e o p p o r t u n i ­
t ies spec i f ica l ly w i t h W a l m a r t . c o m . (For m o r e on 
t h e survey, see s idebar on p a g e 20 . ) 

Overa l l , t h e survey da ta sugges ts t ha t W a l m a r t . 
c o m s h o p p e r s are m o r e e n g a g e d t han A m a z o n , 
c o m shoppe rs in a w i d e range of e - c o m m e r c e 
behav io rs , i nc lud ing t hose re la ted t o in -s tore pur­
chases. For examp le , 4 2 % of W a l m a r t . c o m s h o p ­
pers researched p r o d u c t i n f o r m a t i o n on l ine b u t 
b o u g h t t h e p r o d u c t s in a phys ica l s to re (no t nec­
essari ly a W a l m a r t s tore) , wh i le 4 5 % m a d e a pur­
chase on l ine and p i cked up t h e i t em in a s tore; fo r 
A m a z o n . c o m shoppe rs , t hose resul ts w e r e 3 9 % 
and 35%, respect ive ly . Moreover , t h e f r e q u e n c y 
of m a n y of these behav io rs a m o n g W a l m a r t . c o m 
s h o p p e r s has increased over t h e past year. (See 
cha r t on page 20.) 

In t h e a g g r e g a t e , t hese da ta p o i n t s s u g g e s t 
t h a t W a l m a r t . c o m is hav ing s o m e success in at­
t r a c t i n g s h o p p e r s - i n c l ud i ng M i l l e n n i a l - w h o 
d isp lay f l u i d i t y in a l t e rna t i ng b e t w e e n on l i ne 
a n d i n -s to re channe ls us ing all ava i lab le t oo l s . 

W a l m a r t . c o m s h o p p e r s w e r e even f o u n d t o o w n 
a g rea te r n u m b e r of s m a r t h o m e dev ices t h a n 
A m a z o n . c o m s h o p p e r s . Tha t i nc ludes A m a z o n ' s 
o w n A lexa and Echo dev ices , t h e t w o m o s t f r e ­
q u e n t l y p u r c h a s e d s m a r t h o m e p r o d u c t s by 
b o t h g r o u p s of s h o p p e r s . A m o n g W a l m a r t . c o m 
s h o p p e r s in t h e survey, 2 0 % o w n e d an A lexa a n d 
19% o w n e d an Echo; b o t h of t h o s e f i gu res w e r e 
8 p o i n t s h ighe r t h a n t h e y w e r e f o r A m a z o n . c o m 
s h o p p e r s . 

Sti l l , it is d i f f i cu l t fo r any retai ler t o c la im a c lear 
loya l ty a d v a n t a g e on l ine - w i t h any g r o u p - b e ­
cause of t h e agnos t i c na tu re of in te rne t s h o p p i n g , 
Ca ldwe l l says. "The on l ine shoppe r doesn ' t care 
w h o t hey buy f r o m , as long as they ge t w h a t they 
w a n t at t h e best pr ice. That is w h y y o u are seeing 
t h e cons tan t head l ines a b o u t p r ice wars p a r t i c u ­
larly in t h e on l ine g r o c e r y sector, w h i c h is hea t ing 
up a lot," he says. 

Scanning the E-Commerce 
Opportunities 
For W a l m a r t ' s my r i ad e - c o m m e r c e par tne rs , 
t h e best g r o w t h o p p o r t u n i t i e s m a y lie in a spe­
ci f ic g r o u p of ca tego r ies in w h i c h W a l m a r t . c o m is 
show ing re lat ive s t r eng th , a c c o r d i n g t o t h e Cata­
pu l t survey. Those inc lude g rocer ies , pape r s u p ­
pl ies and househo ld c lean ing , w h e r e it has a s l ight 
lead over A m a z o n . c o m , as wel l as pe t care and 
persona l care p r o d u c t s , w h e r e it is on ly s l ight ly 
beh ind t h e leader. A m a z o n , meanwh i l e , ho lds a 
s ign i f i can t lead in a va r i e t y o f e n t e r t a i n m e n t cat­
egor ies , b e a u t y suppl ies and househo ld app l i ­
ances. (For a c o m p l e t e list, see cha r t on p a g e 18.) 

In o rde r t o leverage these s t reng ths , it is i m ­
pera t i ve fo r W a l m a r t ' s m a r k e t i n g pa r tne rs t o 
ma in ta in a s t r ong and cons is ten t b r a n d p resence 
across all o f t h e retai ler 's d ig i ta l and phys ica l 
p l a t f o rms , says Cassie Wenger , c rea t ive d i rec to r 
and W a l m a r t t e a m m e m b e r at Catapu l t . " W h e n 
b rands g o t o marke t , t hey need t o be t h i n k i n g 
a b o u t and execu t i ng aga ins t a c o n n e c t e d , s imp le 
exper ience fo r t h e shoppe r t ha t lives b o t h on l ine 
and o f f l ine , " she says. 

D rew Mathias, senior s h o p p e r marke t i ng m a n ­
ager fo r Georg ia -Pac i f i c , says tha t W a l m a r t ' s d i g i ­
ta l p l a t f o r m s are p rov ing a cr i t ica l ou t le t f o r t h e 
c o m p a n y t o c o n d u c t o n e - t o - o n e m a r k e t i n g w i t h 
shoppe rs t h r o u g h o u t t h e cha in . 

" W e ' v e sh i f ted our a p p r o a c h in t h e d ig i ta l 
space, no t just t o increase our o p p o r t u n i t y in e¬
c o m m e r c e , bu t also t o c o m p l e m e n t [ W a l m a r t ] 
shoppe rs ' in -s tore and [Sam's] Club exper iences , " 
Mathias says. " S h o p p e r s across retai lers are b e ­
c o m i n g m o r e heavi ly re l iant on d ig i ta l no t on ly t o 
save money , bu t also t o save t ime . Be ing ab le t o 
o f fe r our shoppe rs t h e ab i l i t y t o select t h e r igh t 
p r o d u c t at t h e r igh t p r ice is just as i m p o r t a n t as 
d o i n g so w h e n it is conven ien t fo r t oday ' s busy, 
t i m e - s t a r v e d consumer . Do ing th is w i t h as l i t t le 
' f r i c t i on ' as poss ib le is t h e key t o w i n n i n g these 
consumers . " 

Becoming a 'Digital Enterprise' 
W a l m a r t Stores CEO D o u g McMi l lon has m a d e no 
secret of t h e cha l lenges tha t t h e c o m p a n y faces 
in g e t t i n g its e - c o m m e r c e o p e r a t i o n t o a level 
t ha t wi l l j u m p - s t a r t its overa l l business. " W e gave 
s o m e o the rs a head s tar t - we ' re t r y i n g t o ca t ch 
up, " he t o l d a t t endees of t h e W o r l d Econom ic Fo ­
r u m in January . " W e have t o bu i ld t e c h n o l o g y in to 
t h e c o m p a n y m o r e t han ever be fo re and b e c o m e 
m o r e of a d ig i ta l en te rp r i se . Tha t requi res d i f fer ­
en t ways of w o r k i n g . " 

A series of recen t acqu is i t ions cou ld d r i ve s ig ­
n i f i can t e - c o m m e r c e g r o w t h fo r W a l m a r t g o i n g 
f o r w a r d . Last year t h e c o m p a n y pu rchased Jet . 
c o m for $3.3 b i l l ion , and th is year it b o u g h t o u t 

FIVE KEYS TO WIN 

1 Bridge the gap between brick-and-
mortar and e-commerce enterprises 
• Educate the organization • 
Understand the various ways shoppers 
are blending digital and physical 
channels to research and buy products 
• Create solutions that work In both 
the online and offline spaces Use 
all available tools to drive shoppers to 
Walmart's digital platforms 

2 Invest in e-commerce teams and 
resources 
• Staff in local sales teams • Ensure 
that suppliers get items on Walmart. 
com Create simplicity for the 
shopper and focus on supply Be 
vigilant and build programs that help 
guard against counterfeit brands and 
third-party sellers 

3 Think 'one' strategy 
• Work to break down organizational 
silos • Innovate using cross-
functional teams to create a simple, 
connected experience for the shopper 
• Increase collaboration between 
agencies, suppliers and vendor 
partners Create solutions that work 
harmoniously across the online and 
offline spaces 

4 Better utilize Walmart.com and 
WMX platform 
• Weave the brand throughout the 
customer experience Link online 
features/placements to in-store 
features/placements Ensure that 
savings offers on multiple items are 
simple and accessible across research, 
trip planning and in-store purchasing 

5 Be a true partner 
• Engage buyers In a broader store 
conversation that takes digital Into 
account Bring data, category 
insights and brand assets to the 
table Align brand/WM priorities 
or promotional periods and focus on 
exclusives - Find ways to enhance 
pickup and offer new Innovations 

http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Walmart.com
http://Walmart.com
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Shopping Behavior 'Done More Frequently' than in the Past 
Researched product information online 

but bought in a physical store 

Reviewed pricing information online 
before buying in a physical store 

Bought something online, and picked it up in store 

Visited a quick service restaurant or purchased food/ 
beverages in-store while shopping (e.g. from Starbucks in 

Target, from Subway in Walmart, from food court in Costco) 

Bought something from your mobile phone 

Bought something from your tablet 

Reviewed product information on your mobile 
device while shopping in a physical store 

Used a retailer's app to shop from your mobile device 

Used in-store services (e.g. banking, health clinic, optical) 

Ordered food and/or beverages from 
an app on your mobile device 

Used your mobile carrier's app on your mobile device 

Bought something your saw on social media 

Stored and used frequent shopper 
cards on your mobile device 

Used "subscribe and save" for products (where you sign 
up and order products to be delivered to your home, 

on a regular basis) 
Used on airline's app on your mobile device while traveling 

Made purchases with your mobile wallet 

Used a personal shopper or in-store concierge 
while shopping in a physical store 

Used an online personal shopping/styling service 

Walmart.com 
Amazon 

0% 5% 10% 15% 20% 25% 30% 35% 40% 

Source: Catapult Shopper Lab Online Survey of Shopping Patterns at major retailers, Spring 2017 

t h e on l ine c l o th i ng retai ler Moose jaw for $51 m i l ­
l ion. A p p a r e l is n o w t h e lead ing on l ine sales ca t ­
ego ry , a c c o r d i n g t o da ta f r o m c o m S c o r e , and 
W a l m a r t ' s t akeove r of Moose jaw g ives it an i m m e ­
d ia te boos t w i t h s o m e 4 0 0 appare l b rands so ld 
on t h e site, i nc lud ing popu la r h i g h - e n d names like 
Patagon ia and The N o r t h Face. The c o m p a n y has 
also u p p e d its s take ( to 12.1%) in t h e Chinese e¬
c o m m e r c e g ian t J D . c o m . 

Of all these moves , t he Je t . com purchase is seen 
by many exper t s as potent ia l ly hav ing the mos t 
impac t on Wa lmar t ' s business. "Jet .com is per­
haps best k n o w n for an a l go r i t hm tha t encourages 
bu lk buy ing . Incorpora t ing its 'smar t ca r t ' m o d e l 
into Wa lmar t ' s buy onl ine, p ick up in-store o f fe r ing 
cou ld boos t t he retai ler 's overal l sales," explains 
Caldwel l . The s ign i f icance of t he purchase ex tends 

b e y o n d the supp ly chain: "We ' re also seeing a s ig­
n i f icant res t ruc tu r ing of h u m a n resources and a d ­
d i t ions t o the ta lent poo l tha t wi l l s u p p o r t t he next 
genera t ion of g r o w t h fo r Wa lmar t , " he says. 

In t he mean t ime , t h e retai ler con t inues t o acce l ­
erate t h e pace of many of its key d ig i ta l in i t iat ives. 
In recent mon ths , W a l m a r t has b lanke ted t h e 
Sou the rn U.S. w i t h its g r o c e r y p i ckup serv ice and 
e x p a n d e d the p r o g r a m into m o r e t han 8 0 marke ts . 
A c c o r d i n g t o Forbes, 9 0 % of t h e U.S. p o p u l a t i o n 
lives w i th in a 15-minute d r ive of a W a l m a r t s tore. 
That k ind of scale g ives t h e c o m p a n y s ign i f i cant 
bui l t - in advan tages , says its p res ident and CEO of 
e - c o m m e r c e , ( Je t . com f o u n d e r ) Marc Lore. 

" Leve rag ing t h e s to re capab i l i t ies w i t h in -s tore 
p i c k u p is a huge a d v a n t a g e because it avo ids last-
mi le de l i ve ry cos ts , w h i c h is a b o u t 70 t o 8 0 % of 

"Weaving the brand throughout 
the customer experience is 
vital to becoming top of their 
consideration and conversion set." 

t o ta l de l i ve ry cost , " he recent ly t o l d ana lys ts . "If 
you ' re ab le t o fu l f i l l s tu f f in an e - c o m m e r c e w a r e ­
house and y o u have e n o u g h v o l u m e t o line haul 
s tu f f d i rec t l y t o t h e s tore , y o u r cos t t o ship is $1 
per package . It's an inc red ib ly p o w e r f u l asset." 

As W a l m a r t d r a w s on all o f its assets, marke te rs 
mus t s t r e n g t h e n the i r o w n c o m m i t m e n t s in o rde r 
t o ensure f u r t he r e - c o m m e r c e ga ins w i t h t h e re­
tai ler, Ca ldwe l l says. "Today, CPG c o m p a n i e s mus t 
have d e d i c a t e d resources fo r e - c o m m e r c e and a 
d ig i ta l s t ra tegy w i t h W a l m a r t g i ven t h e c u s t o m ­
er's d i r ec t i on and shoppe rs , " he says. "However , 
it is no t e n o u g h t o have i t em pages on W a l m a r t . 
c o m or d e d i c a t e a ce r ta in b u d g e t t o e - c o m m e r c e . 
Supp l ie rs n o w need t o be cons ide r i ng h o w an 
i t em can succeed in a hol is t ic w a y across every 
s h o p p e r t o u c h p o i n t f r o m on l ine t o in -s tore . " HKi 

Retail Intimacy 2.0: 
HOW W E GOT HERE 

"The challenge for the industry 
remains how to use digital as not 
Just an augment to the shopping 
experience to drive more sales, but 
rather as a tool to facilitate richer 
in-store experiences that help to 
differentiate beyond just price and 
con venience." 

Mark Fields, Catapult 

In reimagining the retail int imacy series 
wi th Shopper Marketing to put the ex­
clusive focus on e-commerce, Catapult 
launched a research study to generate 
insights into the digital and physical 
shopping habits and behaviors of con­
sumers. 

In January 2017, through its propr i ­
etary Shopper Lab, Catapult con­
ducted a 10-minute online survey of 
1,400 shoppers ( including an overs-
ampl ing of Millennials) to explore 
how att i tudes and behaviors vary 
at each of the fo l lowing retailers: 
Walmart, Kroger, Amazon, Target, 
CVS and Walgreens. 

Questions were asked about shop­
ping behaviors at br ick-and-mortar 
stores, as well as on the retailer web­
sites, over the past six months. 

• Shopper Marketing used the data 
prof i le to supplement the insights 
provided by Catapult 's executives 
into working wi th each retailer on 
e-commerce development. 

Mark A. Fields, senior director of account services, Catapult Additional results will be featured in 
upcoming profiles throughout the year. 

Catapult is a convers ion marke t ing agency, w h e r e b rand ing and buy ing are par t o f a to ta l so lu t ion . Catapu l t ' s 
da ta -d r i ven a p p r o a c h ident i f ies the core, ac t ionab le insights t ha t inspire br i l l iant creat ive w i t h the p o w e r to 
conve r t consumers into shoppers , shoppers into buyers , and buyers into loyal advoca tes . Ca tapu l t del ivers 
channe l -agnos t i c so lut ions tha t are b rand savvy, retai ler smar t , and dig i ta l ly enab led . Ca tapu l t is an Epsi lon 
b rand . Visi t t h e m at w w w . c a t a p u l t m a r k e t i n g . c o m and on Tw i t te r @ c a t a p u l t m k t g . 

About the 
Sponsor 

http://Walmart.com
http://JD.com
http://Jet.com
http://Jet.com
http://Jet.com
http://www.catapultmarketing.com

