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ABSTRACT
In 2002, the China retail market was opened. A lot of foreign capital goes to China. Taiwan is the most important springboard for
developing the China market. The hypermarket in Taiwan had been developed for several years. Also, the retail market had been
very competitive and full. A lot of corporation started to be chain store or cooperated with the foreign companies for entering the
China market. Therefore, understanding the marketing strategy of prominent companies is very important. Base on the literature
discussion, the target market(STP), marketing mix (4P) will be the analytical factors for studying the retail marketing strategy.
Carrefour (which is in Taiwan) and Wal-Mart (which is in the U.S) are the subjects of this research. To analysis these two subject
companies with all the secondary data. The main marketing strategy will be the positioning of the market (such as developing
different retail sales); improving the quality of own brand ; establishing the good distribution management system and keeping great
relationship with the suppliers; Taking the lowest price strategy and making the brand image to increase the sales for all
merchandises and promotion strategy. Those will build the customer loyalty for the retail store. According to the conclusion of the
competition between those two subjects, we propose the suggestion about the marketing strategy management for hypermarket.
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