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Target Corporation

 The company first known as, Dayton Dry Goods Company, was founded in 1902 by 

George Draper Dayton in Minneapolis, Minnesota. By 1918, Dayton had renamed and created 

The Dayton Corporation with the mission to, “promote the welfare of mankind”. In 1960, The 

Dayton Corporation changed its strategy to become a discount retailer. Then on May 1, 1962, the 

birth of Target and a new logo was revealed to the public. In 1969, The Dayton Corporation 

joined the J.L Hudson Corporation to create the Dayton-Hudson Corporation. In 2000, The D-H 

Corporation officially became The Target Corporation. Target currently operates 1,764 stores in 

49 states; they also have captured ecommerce via Target.com and also operate 37 distribution 

centers nationwide. Target has become the second largest retailer in the United States, best 

known for their differentiated product line, offering a range of products from household 

essentials such as groceries, personal care and cleaning products to electronics, apparel, and 

furniture. The Target bullseye logo is widely known and can be easily identified throughout the 

country; “96%, the percentage of people who recognize the Bullseye, even nudging out Apple 

and the Nike swoosh.” (Target Site) Target’s main obejctive is providing consumers with high-

quality brands at low prices and their commitment to brand differentiation is what keeps them 

apart from their major competitors, such as Walmart. “Target continues to reinforce its value 

position and commitment to low prices through differentiated marketing campaigns and owned 

brand product offerings such as up & up™ and Market Pantry®, which present guests with the 

quality of a national brand at a fraction of the price.” (Target Corporate Overview) 

 The current mission and objectives of the company align with their competitive 

advantage, but fail to capture the very essence of the Target Corporation, that it is a diversified 

company enriched with a strong team culture, continuous brand innovation and continuously 
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emphasizing their commitments to building a stronger and healthier environment and the 

community.  Their current mission statement is: “Our mission is to make Target the preferred 

shopping destination for our guests by delivering outstanding value, continuous innovation and 

an exceptional guest experience by consistently fulfilling our Expect More. Pay Less.® brand 

promise.” (Target Our Mission) When implementing the evaluation matrix and when comparing 

their current mission statement to the objectives and accomplishments of the company, the 

current mission statement fails to capture the Target essence. Therefore, a reevaluation was 

completed to identify the areas that were lacking and have been implemented into the new 

mission statement: “Our mission is to make Target the ideal shopping destination offering an 

exceptional guest experience by continuously delivering outstanding values and services. Our 

longtime commitment of contributing to local schools and communities for a stronger, safer and 

healthier tomorrow. Our continuous commitment to career development in preparing our team 

members for a brighter future. In striving for innovation in providing our guest a vast selection of 

quality products by consistently fulfilling our Expect More. Pay Less.® brand promise.” The 

implementation of the new mission statement captures the triple bottom line of economic, social 

and environmental needs and aligns with the Target objective.   

 Target’s business-level strategy is broken down into three main components that have 

changed very little over the years. The first is to focus on design by providing high-quality and 

stylishly designed items in addition to all the essentials for life in an organized and welcoming 

atmosphere. The second is to ensure that the store experience is consistently enjoyable in a clean 

environment with friendly team members and feel-good details on all sides. Lastly, to use 

innovations in order to satisfy needs by simplifying lives and how it makes their customers’ feel. 
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Target Corporation’s corporate governance is incorporated with five key points. First is by 

delighting their guests through consistent delivery of their “Expect More. Pay Less” brand 

promise. Second is to create a workplace in which the individuality of their team members are 

valued and high-performing team members can excel. Third is by pursing strategies that generate 

double-digit average annual earnings per share growth over time. Fourth is by demonstrating 

leadership in corporate governance. Lastly is to ensure the ongoing health and strength of the 

communities in which they operate through financial support of education, arts and social service 

organizations, volunteerism and respect for their physical environment. Target’s current global 

strategy is to expand into Canada. Canada will be Target Corporations first international 

expansion. Target states that about 70% of Canadians were familiar with the Target brand with 

about 10% of Canadians shopping in their stores already in the past 12 months. Target wishes to 

provide Canadians with a “true Target-brand experience,” which will result in Target’s product 

selection in the Canada stores to vary from those in the United State stores. Target will open their 

first store in Canada in 2013 and estimates to have about one hundred twenty-five to one hundred 

thirty-five stores opened in Canada by 2014 from Atlantic Canada to British Columbia. 

  The balance scorecard of Target Corporation harnesses multiple internal and external 

performance metrics to balance Target’s financial and strategic goals. The four focuses of the 

balance scorecard is: customers, values, core competencies, and shareholders. When it comes to 

Target’s customers, they focus on customer satisfaction and getting them the most with the 

lowest price possible. When it comes to Target’s values, Target focuses on learning and 

innovations. To achieve this focus, Target raises their employees’ morale and productivity. Target 

excels at training and development of team members by turning opportunities into strengths and 
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following up on corrective action data with rehabilitation methods. Target also puts team 

members as mentors and tutors in order to prepare the growth and progress of new associates. 

When it comes to Target’s core competencies, Target focuses on internal processes such as sales 

performance management. Target’s sales managers need to be consistently trained on forecast 

accuracy, ongoing skills training and vertical management. Target’s managers are trained to run 

day-to-day businesses by the code of ethics with the store’s mission statement in mind. When it 

comes to shareholders, Target focuses on positive cash flow. In order for Target to succeed 

financially, they provide timely and accurate data in an effective and efficient manner to their 

shareholders. “In 2010, Target embraced innovation to drive strong financial performance and 

create new opportunities for profitable growth. Our enduring “Expect More. Pay Less.” brand 

promise helped us deliver greater convenience, increased savings and a more personalized 

shopping experience. As a result, we further strengthened our relationship with our guests and 

generated $67.4 billion in revenue, even in a slow and uneven economic recovery. 

Through disciplined execution across the company, net earnings grew to $2.9 billion, 17.3 

percent above 2009. Diluted earnings per share rose even more quickly, growing 21.4 percent to 

$4.00, as we reduced our outstanding shares by 40.6 million during the year. And, we sustained 

our decades-long record of annual dividend increases, with a 47 percent increase of our quarterly 

dividend to 25 cents per share. Combining dividends with share repurchase, we returned $3.1 

billion to our shareholders in 2010. By listening to our guests, we’re making the Target brand 

experience more personal, relevant and rewarding than ever.” (Target Site) The operational 

effectiveness of Target is structured to meet the needs of the consumer. From the store lighting to 

the operational logistics, Target takes into consideration every aspect of the shopper’s 
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experience. “Target is recognized as a leader in innovation across the retail industry.  From 

pioneering the concept of designer partnerships to consistently being best in class in store design, 

Target remains focused on not only meeting, but exceeding, its guests’ needs.  To remain relevant 

to its guests over time, Target continually reinvents its stores, including layout, presentation and 

merchandise assortment, to create an engaging shopping experience.” (Target Corporate 

Overview) 

 The characteristics of the Target Corporation are diverse. The two major characteristics of 

the company include their high-end brand names at reasonable prices and their philanthropic 

activities. These two combined characteristics are the core roots to Target Corporation’s 

sustainable competitive advantage. In the cost competition environment, retailers are striving for 

the number one spot as providing superior quality items at the lowest price, guaranteed. As seen 

in various advertisements by Walmart, the known retail giant pushes their bargaining power 

against suppliers; this is the foundation of their success. “Walmart’s cost structure combined with 

its large volume allows it to work with suppliers in keeping prices low, to the extent that 

suppliers are often the party who experiences a profit margin squeeze.” (Rothaermel, Frank 154) 

This trend as the cost leader can only be overthrown by a competitive advantage that focuses on 

cost parity. “Target has been able to compete with Walmart by building equivalent skills in 

efficient logistics expertise, thus achieving cost parity. At the same time, Target outdoes Walmart 

in product selection, merchandising, and store layout so that its stores offer a higher-quality 

shopping experience for the customer, thus creating higher value.” (Rothaermel, Frank 154) 

 During the internal analysis of the company, the continuous statement of, “Target here for 

good,” appeared throughout various Target Corporation sites when searching for pertinent 
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information, making their statement loud and clear in sending a bold statement to their 

competitors. When utilizing the various search engines, whether it is via Google or Bing, a bulk 

of the information returned pertaining directly to the company was all of praise, of innovation, of 

what’s new to Target and what’s next. From opening up stores in Canada to their new campaign 

to raise $5 million for education, Target Corporation is moving forward with speed in the right 

direction. This praise for the Target brand is the reason behind their capability in finding a way to 

sustain a competitive advantage over their giant cost-cutting competitor, Wal-Mart. In the 

internal analysis, their competitive advantage and business-level strategy as being the retail 

industry differentiator could not have come about without the company core competencies. 

Target’s business structure is functional with core competencies in research and development, 

innovation and marketing, product innovation, and focuses on economies of scope. Target’s 

statement to support their mission statement of expect more, pay less further define Target’s 

business-level strategy, which is, "To support our mission, we are guided by our commitments to 

great value, the community, diversity and the environment." (Target Corp. Company Mission 

Statement) 

Target is one of the strongest corporations that give low prices to customers on a daily 

basis.  They ensure that they get the best and at low prices.  However, they are not considered as 

the number one retail stores in Fortune 500.  Their competition, Wal-Mart, have made a strong 

name for themselves by having stores worldwide and at low price. 

Wal-Mart and Target share many similarities and differences with each other.  The 

P.E.S.T.E.L. model shows how they either share same tactics or have opposite views.  In the 

political factor, Target works in a way that focuses on the retail and business.  In Target’s 2009 

!  | P a g e  7



Target Corporation

Corporate Responsibility Report, Greg Steinhafel (Target’s Chairman and CEO) explains how 

Target’s political contribution is that they do things in a bipartisan manner that only reflects only 

on the retail and business issues (Steinhafel 19).  Wal-Mart, however shares a different value.  

They focus more on low prices and expanding their brand worldwide.  Some of the issues that 

they have are out of their control.  In a SEC Filings (10-K Report on March 31, 2005), they 

indicated that they are working with many countries to ensure that they are growing.  In that year 

alone, they were able to grow 19.7% of their net sales because of there expansion overseas (19).   

In the economical factor, they both share the same values for paying wages to employees 

along with comprehensive benefits and paid vacation time.  In the article Target vs. Wal-Mart: 

Is Target Corporation Any Better for Workers, Chris Serres explains about how both Target 

and Wal-Mart have the same wages for employees, but Target has a more difficult time 

qualifying their employees with health coverage.  He also mentioned that people are not 

interested in working at Target because of their unfair treatment to the employees (Serres).   

In the sociocultural factor, Wal-Mart has a strong image of growing their brand overseas 

where Target has barely entered the international market.  In Target’s 2011 Annual Report, 

Steinhafel indicated in the annual report about how they are planning to open 125 to 135 stores 

in Canada, hoping that it will be more profitable when they meet their first guest (4 Steinhafel).  

Wal-Mart has already expanded to many countries; however, there are some issues in certain 

countries that have caused Wal-Mart to have a negative impact on the consumer.  In the textbook 

Strategic Management, Frank T. Rothaermel explains how Wal-Mart having earnings in billions 

of dollars but has struggled in the foreign market like South Korea and Japan and even left 

Germany (274 Rothaermel). 
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In the technological factor, both Wal-Mart and Target have online access for people who 

surf the Internet.  They have many products on their websites that benefits the customers in the 

long run. Some people are better off finding what they need online rather than go out and shop 

for those items.  Figure 1.1 shows the home websites for Wal-Mart and Target.  Target has made 

an impact in their IT department to ensure that they give the best quality of their product.  Their 

main location is at Minneapolis, MN. 

Figure 1.1: Wal-Mart vs. Target’s Home Page Website !
(1) Wal-Mart Home Page !

!  
(2) Target Home Page !
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!  !
Both Wal-Mart and Target are doing much effort to ensure that they are conserving 

energy and no pollution occurs.  In the ecological factor, both Target and Wal-Mart are using 

different alternatives to ensure that they are not using products that may harm the environment; 

they also believe in renewable energy.  Wal-Mart’s website indicates that they are strong in 

making sure that they are using renewable energy and ensuring that there products are harmless 

to nature.  Targets also have done their part to ensure that they are caring for the environment.  In 

their website, they mentioned about eliminating carbon lighting to ensure that there are no waste. 

Target ensure that they are following to the extent of the law when it comes to selling 

products and services.  The legal factors indicate that any wrongdoing may cause strong 

problems to many factors (including employees, shareholders and many more).  Target’s CEO 

explains in Target’s 2009 Corporate Responsibility Report shows that they are following to 

the extent of the law to ensure that they are following policy and procedures.  They are making 

sure that there are no illegal activities occurring as they run their business (19 Steinhafel).  

However, Wal-Mart have some issues with legal issues domestically; in the web page of National 
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Organization for Women, the author indicates that there were many factors that they were sue 

because of misleading and discrimination. 

Target’s Finance Report 

Target has grown drastically in the last couple of years.  They have both helped 

themselves and the economy by having more stores available for consumers to shop around and 

places for people to work.  Their financial statements (income statement, balance sheet and cash 

flows) indicate how much they have succeeded for the past 5 years.  

From the income statement below, it shows how strong they stayed last year.  Figure 1.1 

shows the income statement for 2012.  Throughout the past few years, their income statements 

grew gradually each year.  Figure 1.2 shows an image of how their net income grows each year.  

After the income statement has been created, the balance sheet is formed.   

Figure 1.1: Income Statement for Target Corp 2012. !
Target Corp. 

Income Statement 
For Month Ending January 28, 2012 !

Revenue: 
 Sales          68,466,000,000.00 
 Credit Sales           1,399,000,000.00 !
 Total Revenue         69,865,000,000.00 !
Expenses: 
 Cost of Goods Sold        <47,860,000,000.00> 
 Selling, General Advertising & Admin Expense   <14,106,000,000.00> 
 Credit Card Expense            <446,000,000.00> 
 Depreciation and Amortization       <2,131,000,000.00> 
 Interest Expense            <866,000,000.00>  !
 Total Expenses       <65,409,000,000.00> !
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 Net Income Before Income Taxes         4,456,000,000.00 !
 Provision Income Taxes                   <1,527,000,000.00> !
 Net Income            2,929,000,000.00 !
Figure 1.2: Target Income Statements for the past five years (Bloomberg BusinessWeek: Target 

Corporation: TGT New York) 

When looking at these income statements, it shows that they are growing.  There 

revenues continue to increase every year.  However, their expenses also grow throughout the 

year, which leads to little growth in their net income.   
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Currency in 
Millions of US Dollars

As of: Jan 31 
2009

Jan 30 
2010

Jan 29 
2011

Jan 28 
2012

Revenues 62,884.0 63,435.0 65,786.0 68,466.0
Total Revenues 64,948.0 65,357.0 67,390.0 69,865.0
Cost Of Goods Sold 44,766.0 44,694.0 46,451.0 48,526.0
Gross Profit 18,573.0 19,142.0 20,079.0 20,893.0
Selling General & Admin Expenses, Total 12,345.0 12,446.0 12,743.0 13,440.0
Depreciation & Amortization, Total 1,826.0 2,023.0 2,084.0 2,131.0
Other Operating Expenses, Total 14,171.0 14,469.0 14,827.0 15,571.0
Operating Income 4,402.0 4,673.0 5,252.0 5,322.0
Interest Expense -894.0 -804.0 -760.0 -869.0
Interest And Investment Income 28.0 3.0 3.0 3.0
Net Interest Expense -866.0 -801.0 -757.0 -866.0
Ebt, Excluding Unusual Items 3,536.0 3,872.0 4,495.0 4,456.0
Ebt, Including Unusual Items 3,536.0 3,872.0 4,495.0 4,456.0
Income Tax Expense 1,322.0 1,384.0 1,575.0 1,527.0
Earnings From Continuing Operations 2,214.0 2,488.0 2,920.0 2,929.0
Net Income 2,214.0 2,488.0 2,920.0 2,929.0
Net Income To Common Including Extra Items 2,214.0 2,488.0 2,920.0 2,929.0
Net Income To Common Excluding Extra Items 2,214.0 2,488.0 2,920.0 2,929.0
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Along with the income statement, they also have their balance sheet.  Figure 1.3 shows a 

detail outline of the balance sheet for 2012 and 2011 and the difference that they had within the 

current year period.  Figure 1.4 shows the balance sheet that was made within a 4-year period.  

Figure 1.3: Balance Sheet for Target Corporation 2011 and 2012 
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Balance Sheet

January 2012 January 2011 Difference from 2011 and 2012
Assets

Cash & Cash Equivalents (Including Short-Term 
Investments) $794,000,000.00 $1,712,000,000.00 $(918,000,000.00)

Credit Card Receivables $5,927,000,000.00 $6,153,000,000.00 $(226,000,000.00)
Inventory $7,918,000,000.00 $7,596,000,000.00 $322,000,000.00

Other Current Assets $1,810,000,000.00 $1,752,000,000.00 $58,000,000.00
Total Current Assets $16,449,000,000.00 $17,213,000,000.00 $(764,000,000.00)

Property & Equipment
Land $6,122,000,000.00 $5,928,000,000.00 $194,000,000.00

Building & Improvements $26,837,000,000.00 $23,081,000,000.00 $3,756,000,000.00
Fixtures & Equipment $5,141,000,000.00 $4,939,000,000.00 $202,000,000.00

Computer Hardware and Software $2,468,000,000.00 $2,533,000,000.00 $(65,000,000.00)
Construction in Process $963,000,000.00 $567,000,000.00 $396,000,000.00

Accumulated Depreciation $(12,382,000,000.00) $(11,555,000,000.00) $(827,000,000.00)
Net Property & Equipment $29,149,000,000.00 $25,493,000,000.00 $3,656,000,000.00

Other Noncurrent Assets $1,032,000,000.00 $999,000,000.00 $33,000,000.00

Total Assets (Current & Noncurrent) $46,630,000,000.00 $43,705,000,000.00 $2,925,000,000.00

Liabilities & Shareholder's Equity
Accounts Payable $6,857,000,000.00 $6,625,000,000.00 $232,000,000.00

Accrued and Other Current Liabilities $3,644,000,000.00 $3,326,000,000.00 $318,000,000.00
Unsecured Debt and Other Borrowings $3,036,000,000.00 $119,000,000.00 $2,917,000,000.00

Nonrecourse Debt Collateralized by Credit Card 
Receivables $750,000,000.00 $- $750,000,000.00

Total Current Liabilities $14,287,000,000.00 $10,070,000,000.00 $4,217,000,000.00

Unsecured Debt and Other Borrowings $13,447,000,000.00 $11,653,000,000.00 $1,794,000,000.00
Nonrecourse Debt Collateralized by Credit Card 

Receivables $250,000,000.00 $3,954,000,000.00 $(3,704,000,000.00)
Deferred Income Taxes $1,191,000,000.00 $934,000,000.00 $257,000,000.00

Other Noncurrent Liabilities $1,634,000,000.00 $1,607,000,000.00 $27,000,000.00
Total Noncurrent Liabilities $16,522,000,000.00 $18,148,000,000.00 $(1,626,000,000.00)

Total Current & Noncurrent Liabilities $30,809,000,000.00 $28,218,000,000.00 $2,591,000,000.00
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!
Figure 1.4: Balance Sheet for Target Corporation in 4-year glance. 
Currency in 
Millions of US Dollars

As of: Jan 31 
2009

Jan 30 
2010

Jan 29 
2011

Jan 28 
2012

Assets     
Cash And Equivalents 562.0 583.0 583.0 600.0
Short-Term Investments 302.0 1,644.0 1,129.0 194.0
Total Cash And Short Term Investments 864.0 2,227.0 1,712.0 794.0
Accounts Receivable 8,084.0 6,966.0 6,153.0 5,927.0
Other Receivables 669.0 916.0 922.0 1,000.0
Total Receivables 8,753.0 7,882.0 7,075.0 6,927.0
Inventory 6,705.0 7,179.0 7,596.0 7,918.0
Deferred Tax Assets, Current 693.0 724.0 379.0 275.0
Other Current Assets 473.0 412.0 451.0 535.0
Total Current Assets 17,488.0 18,424.0 17,213.0 16,449.0
Gross Property Plant And Equipment 34,816.0 35,765.0 37,048.0 41,531.0
Accumulated Depreciation -9,060.0 -10,485.0 -11,555.0 -12,382.0
Net Property Plant And Equipment 25,756.0 25,280.0 25,493.0 29,149.0
Goodwill 60.0 59.0 59.0 59.0
Long-Term Investments 163.0 131.0 139.0 114.0
Deferred Charges, Long Term 142.0 136.0 116.0 124.0
Other Intangibles 29.0 44.0 48.0 59.0
Other Long-Term Assets 468.0 459.0 637.0 676.0
Total Assets 44,106.0 44,533.0 43,705.0 46,630.0

    
Liabilities & Equity     
Accounts Payable 6,337.0 6,511.0 6,625.0 6,857.0
Accrued Expenses 1,630.0 1,902.0 1,879.0 1,933.0
Current Portion Of Long-Term Debt/Capital 
Lease

1,262.0 1,696.0 119.0 3,786.0

Current Portion Of Capital Lease Obligations -- -- -- 22.0
Current Income Taxes Payable -- 24.0 144.0 257.0
Other Current Liabilities, Total 720.0 807.0 881.0 987.0
Unearned Revenue, Current 563.0 387.0 422.0 467.0
Total Current Liabilities 10,512.0 11,327.0 10,070.0 14,287.0
Long-Term Debt 17,520.0 15,141.0 15,607.0 12,030.0
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As shown, Target has strong financial statements throughout the past four years.  

However, they are not growing rapidly like the other companies.  Each time they increase their 

assets, they tend to increase their liabilities as well.  This may not help them out in the long run.  

Eventually, they may face a lot of trouble later on if they do not have a strategic plan for the 

future.  With the news saying that they are planning to open over 100 stores in Canada show that 

they are moving towards the international market. 

Along with the income statement and the balance sheet, they also have prepared 

statements of cash flows.  Cash flows help determined the amount of cash that goes in and out of 

the company.  This helps them determine how much cash that they have in the company.  Figure 

1.5 shows the cash flows that were developed in the past four years. Along with the cash flows, 

they also have a 10-K report that shows the business finance and business.  Figure 1.6 shows the 

10-K report for 2011. 

Figure 1.5: Target’s Statement of Cash Flows for the past four years !

Capital Leases -- -- -- 1,667.0
Pension & Other Post-Retirement Benefits 318.0 178.0 128.0 225.0
Deferred Tax Liability Non-Current 455.0 835.0 934.0 1,191.0
Other Non-Current Liabilities 1,589.0 1,705.0 1,479.0 1,409.0
Total Liabilities 30,394.0 29,186.0 28,218.0 30,809.0
Common Stock 63.0 62.0 59.0 56.0
Additional Paid In Capital 2,762.0 2,919.0 3,311.0 3,487.0
Retained Earnings 11,443.0 12,947.0 12,698.0 12,959.0
Comprehensive Income And Other -556.0 -581.0 -581.0 -681.0
Total Common Equity 13,712.0 15,347.0 15,487.0 15,821.0
Total Equity 13,712.0 15,347.0 15,487.0 15,821.0
Total Liabilities And Equity 44,106.0 44,533.0 43,705.0 46,630.0
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Figure 1.6: Target’s Form 10-K Report for 2011  !

Currency in 
Millions of US Dollars

As of: Jan 31 
2009

Jan 30 
2010

Jan 29 
2011

Jan 28 
2012

Net Income 2,214.0 2,488.0 2,920.0 2,929.0
Depreciation & Amortization 1,805.0 1,999.0 2,060.0 2,107.0
Amortization Of Goodwill And Intangible Assets 21.0 24.0 24.0 24.0
Depreciation & Amortization, Total 1,826.0 2,023.0 2,084.0 2,131.0
(Gain) Loss From Sale Of Asset 316.0 143.0 -145.0 22.0
Provision & Write-Off Of Bad Debts 1,251.0 1,185.0 528.0 154.0
Change In Accounts Receivable -458.0 -57.0 -78.0 -187.0
Change In Inventories 77.0 -474.0 -417.0 -322.0
Change In Accounts Payable -389.0 174.0 115.0 232.0
Change In Other Working Capital -570.0 -68.0 -290.0 14.0
Cash From Operations 4,430.0 5,881.0 5,271.0 5,434.0
Capital Expenditure -3,547.0 -1,729.0 -2,129.0 -4,368.0
Sale Of Property, Plant, And Equipment 39.0 33.0 69.0 37.0
Investments In Marketable & Equity Securities -42.0 3.0 -47.0 -108.0
Cash From Investing -4,373.0 -1,703.0 -1,744.0 -4,180.0
Short-Term Debt Issued -- -- -- 1,500.0
Long-Term Debt Issued 3,557.0 -- 1,011.0 1,994.0
Total Debt Issued 3,557.0 -- 1,011.0 3,494.0
Short Term Debt Repaid -500.0 -- -- --
Long Term Debt Repaid -1,455.0 -1,970.0 -2,259.0 -3,125.0
Total Debt Repaid -1,955.0 -1,970.0 -2,259.0 -3,125.0
Issuance Of Common Stock 43.0 47.0 294.0 89.0
Repurchase Of Common Stock -2,815.0 -423.0 -2,452.0 -1,842.0
Common Dividends Paid -465.0 -496.0 -609.0 -750.0
Total Dividend Paid -465.0 -496.0 -609.0 -750.0
Other Financing Activities -8.0 -- -- -6.0
Cash From Financing -1,643.0 -2,842.0 -4,015.0 -2,140.0
Foreign Exchange Rate Adjustments -- -- -- -32.0
Net Change In Cash -1,586.0 1,336.0 -488.0 -918.0
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 Target is highly recognized for their continuous efforts in giving back to society. “Since 

1946, Target has given 5 percent of its income through community grants and programs; today, 

that giving equals more than $3 million a week. They have recently announced plans to donate 

$5 million to schools as part of its “Give With Target” initiative this fall.” (Target Launches $5 

Million Campaign for Education) As stated in their 2011 corporate responsibility report, “This 

approach is at the core of our corporate responsibility efforts and embedded throughout our 

organization, keeping us focused on superior results and actively engaged in creating strong, 

healthy and safe communities.” The philanthropic activities of the Target Corporation are not 

only good for the image of the brand, but it is also a core competency of the company in being 

able to sustain a competitive advantage over their competitors. 

 Another core competency and a core objective of Target is their strong dedication to 

environmental aspects, “Environmental sustainability is integrated throughout our business—

from the way we build our stores to the products on our shelves. Since we opened our first store 

in 1962, Target has invested in the health and sustainability of our communities. In the early 

1960s, part of our giving strategy was devoted to urban renewal and cleaning rivers and 

waterways. In the 1970s, we sponsored the first Earth Day celebration and developed our first 

recycling program. Today, we integrate sustainability practices across our business. For example, 

we have recycling stations in all our stores for guests to join in on our waste reduction efforts and 

we’ve made commitments to help guide us as we work to reduce carbon emissions, conserve 

water and minimize waste going to landfills. Our history of investing in the health and 

sustainability of our communities has led us to set environmental commitments in the following 

areas: Sustainable Living, Sustainable Products, Smart Development, and Efficient Operations.” 
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Target has yet to emphasize via their marketing strategies to market their environmental 

programs and contributions to consumers. The big question is – are consumers driven to shop at 

environmentally friendly stores? The thought process is without a doubt, yes. Whether it is 

initiatives being enforced by the government or the rising costs of precious earth’s natural 

resources to continue our way of life, as society evolves, tree huggers are no longer frowned 

upon because as a nation we are concerned for our future and the generations ahead of us as we 

are recognizing the dwindling resources. If consumers knew of Target’s commitments to 

environmental sustainability, it will further their competitive advantage and the Target brand. As 

seen with other major companies who market their corporate social responsibility, it’s not only 

good for the company image, but it is also good for increasing Target’s revenues. Corporate 

social responsibility based companies earn higher profits, if, it is geographically in the right 

location where the society recognizes this as an important factor to obtaining a competitive 

advantage.  Due to the geographic location of the Target stores, which are solely in the United 

States as of today, they would benefit from emphasizing their impacts on the environment and 

society as the U.S. recognizes that we our exhausting natural resources. Look at companies such 

as TOMS, Whole Foods, and GE, Target needs to advise their marketing team to emphasize their 

philanthropic and environmental contributions via advertisements. This will further their brand 

and their competitive advantage as society is evolving into an environmental conscious society 

as seen with the movement forward for innovations aimed to a greener living. To capture their 

works of corporate social responsibility, the Target marketing team needs to strategize how they 

will incorporate their philanthropic initiatives into their advertising campaigns. Their marketing 

strategies are crucial element to the Target brand as Target needs to strengthen and further the 
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brand name to keep atop of the retail industry with a brand that the consumer can trust. Attaining 

a brand name that the consumers trust is a critical element to the livelihood of the organization.    

Target Corporation is known as the second largest discount retail store.  Many of the 

products and services that they offer show that they are one of the dominant forces in the market.  

However, Target Corporation has their struggles and weaknesses that could potentially hurt the 

company if they do not take action.  Porter’s five forces explain the strengths and weakness of 

Target Corporation. The entry barrier deals with high capital and how much cash that the 

company has.  For Target Corporation, the entry barrier is minimal where they have a strong 

entrance (Hahn, Kwak, Palys 9).  Many of the small businesses have a difficult time to enter 

because of Target’s strong capital and cash at front; another reason is because Target has a strong 

business model as a discounted retail stores (Unknown Author).  One weakness that Target faced 

for entry barriers would include globalization.  The problem with Target not globalizing is that 

their competitor (Walmart) is succeeding with globalization, which is why they are at the top of 

Fortune 500.  Target is planning to expand their brand to Canada and open over 100 stores by 

2013. Supplier Power explains where the company gets their products from vendors.  According 

to the report Target Strategic Report, Target is known for having a backward integration; they 

give a hard time to vendors when it comes to the cost of merchandising and getting rid of the 

distribution and inventory cost; they do that by improving themselves through the supply chain 

management (Hahn, Kwak, Palys 10).  Vendors should do their best to cooperate with Target if 

the vendors want to get their products to Target.  One tactic that vendors are using to ensure that 

they are delivering their products to Target is shipping their materials directly to them. Buyer 

Power is the same idea as supplier power, but it focuses the company to their consumer.  Target 
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ensures that they are strong when it comes to buying power for consumers.  As mentioned in the 

article Marketing Analysis of Target Corporation, the author(s) mentioned that Target 

Corporation is considered as the sophisticated market where mothers would be able to do their 

shopping for school supplies or get groceries.  They are considered a centralized location where 

people shop for whatever reason they had whether to shop for clothes, electronics or groceries. 

Being that these are the strengths of Target, they also carry weaknesses.  One weakness that they 

portray is that they have potential substitutes.  Many discounted retail stores (especially 

Walmart) have grown and are able to capture various vendors and customers. Whenever there is 

a vendor or customer that is not satisfied with the company, they work together and take the 

opportunity to look for viable options. According to the Marketing Analysis of Target 

Corporation, Target Corporation has many competitive rivalries that they face.  Their main 

competition is Walmart.  The reason being is because they both strive for low price materials to 

their consumer and maximizing their profits.  Their other competitors would include The Home 

Depot, Kmart, Kroger and Costco (Unknown Author).  

 Target has answered yes to the four questions of the VRIO framework, which are, the 

resource must by valuable (V), rare (R), costly to imitate (I), and the firm must organize (O) to 

capture the value of the resource. To gain a better understanding in the differences in firm 

performance when compared to their competitors comes down to Target’s differentiation 

strategy. Their scope is to attract the consumer who wears brand names, who depends on quality 

rather than quantity, and who would rather pay a dollar or two more for that newly released DVD 

for the sake of store ambiance rather than going to the Walmart experience which entails long 

lines, crying children, an overly crowded store, and disorganization – all for the sake of saving a 
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dollar or two. This is the value of Target. The rarity of Target is through their innovation 

branding. This branding is rare and also costly to imitate through Target’s differentiation strategy, 

they have been able to attract and retain their customers via their focus on delivering a 

diversified group of products and services with unique features. Taking a look at their most 

recent announcement of their collaboration with Neiman Marcus for their 2012 exclusive 

Christmas line, the well-known upscale retailer “Neiman Marcus has built a clear strategic 

profile by providing superior customer service to a specific (luxury) market 

segment.” (Rothaermel, Frank 6) In turn, Target is taking further direction from their most recent 

collaboration and using it to their own advantage, making them stand out among the rest of the 

competitors with raising the bar on offering the unexpected to their consumers. Their ability to 

organize the continuous brand parity is the last item of the VRIO framework, but it is Target’s 

ability to organize those relationships is what keeps them ahead of their competitors. “At Target, 

it’s important to us that our stores and merchandise reflect the communities in which we do 

business. That’s why we recruit diverse suppliers across all areas of our organization. While 

every business unit in Target has specific qualifications, we look for suppliers who can provide 

innovative, competitively priced products, foster community and economic development and 

enhance our ability to increase shareholder value.” (Target Site) 

 One recommendation to increase their competitive advantage is to address Target’s lack 

of expansion. They have taken their first step in acquiring Zeller which has opened up the 

gateway to expansion beginning in 2013 as Target plans to open 125 to 135 stores in Canada. 

Target is far behind their competitor, Walmart, in globalization. “The average growth in 

profitability of general merchandisers like Target, Sears, Macy’s, and Kohl’s was barely above 
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one percent, coming in last.” (Rothaermel, Frank 72) Target needs to look to further expand as it 

is their key to maximizing profits and without expansion they will be unable to surpass the one 

percent and will remain a non-competitor in the global markets. Target’s second opportunity for 

globalization, as the most viable option, is New Zealand. As of 2012 market data, it is a high 

income country and also ranks third out of 183 economies in the ease of doing business. “The 

population of New Zealand is approximately 4.4 million. New Zealand is a predominantly urban 

country, with 72 percent of the population living in 16 main urban areas and 53 percent living in 

the four largest cities of Auckland, Christchurch, Wellington, and Hamilton.” (Statistics New 

Zealand) Due to the vast urban population and high income, New Zealand should be the next 

country for expansion for Target. If Target wants to stand behind their new “Here for Good” 

campaign, then they need to turn to outside countries for expansion. Target needs to complete a 

PESTEL analysis of potential markets which they would like to enter; they also need to know 

what the rules and legal implications are in the country of choice as they cannot expand into the 

global markets if they do not know the liabilities of foreignness.  

 The second recommendation is to remain relevant in focusing in on bringing the 

unexpected brand names to their consumers. Target has done this time and time again in the most 

recent years by providing their fashionistas a chance to own a one of kind Missoni or Harajuku 

design. About 19% of their revenues come from the apparel and accessories department and they 

can go well above 25% if they keep up with the track that they are currently on. They can sustain 

this competitive advantage by keeping the strong brand name as an upscale retailer and not 

losing the image of the brand. To support the recommendation to move forward with their brand 

innovations and to rebut the market consumers who say the harsh United States economic 
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downturn is looking for the lowest value rather than brand quality at a reasonable price; their 

most recent collaboration puts those negative rants to rest, as in 2011 Target launched their 

limited edition collection of Missoni which sold out in a matter of hours online and the site shut 

down due to overloads. Per Forbes, “Before noon, shelves and racks were sadly empty and 

Target.com was down.” (Dishman, Lydia) A negative aspect of the Target brand and their 

marketing strategy is the Up & Up brand, they cannot force-feed the brand down the throats of 

their consumers by only carrying their brands as this strategy will force consumers to shop 

elsewhere for the brands they want.  The marketing team needs to address this issue in market 

diversification and look to other options of introducing the Up & Up brands into the homes of 

consumers. Rather than carrying an abundance of their brand than compared to its competitors, 

Target should compare the two brands side-by-side, to show not only the significant cost savings 

with the Up & Up brand but may also look to offer some type of “try it on us” or your money 

back guarantee.  

 Target has a number of threats (T) such as Walmart, their largest competitor. They also 

have to deal with a number of improving and emerging competitors such as Safeway and Rite-

Aid, they impact Target by having strong but limited options. They also have to deal with the fact 

that their products are pricey, which will pose a huge threat when customers are less and less 

worthy to spend their money. They have a number of opportunities (O) such as them further 

developing their brand as a superstore. They can also improve their online store, which can be 

improved and more accessible for consumers.  Target is also a business that can capitalize by 

economy fluctuations. Target has a number of weaknesses (W) such as their lack of total stores. 

Target is not as common on some stores, which makes it somewhat exclusive. Another one of 
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their weaknesses is the fact that they solely have brick and mortar stores in the United States. 

Lastly, Target’s market share is not as high as it could be, in terms of overall size of their share 

and current stock results. They have a number of strengths (S) such as the diversity of their 

products and services. Target is a one stop shop for basically all of a customer’s shopping needs 

and that has established them in the market making them a profitable and successful company. 

Lastly, their strength is community relations in which they give more than $3 million a week to 

charity. 

 The SO strategies for Target are to focus largely on Target.com, which will boost sales 

and pose to be an asset in a world in which online shopping is growing by the year. Target can 

also improve by improving the quality of their superstore, which is their newest major change. 

By improving that aspect, Target will see better results in terms of sales and growth in the 

superstore area. The WO for Target is to open additional stores in the United States and in all 50 

states, which will only improve their brand and make them a more viable candidate to end 

Walmart’s reign in their country. Target can also expand more overseas into other countries, such 

as Mexico and Europe, which will improve their company and profits. The ST for Target is to 

develop and improve their secondary products such as clothes and pharmacy, in which Target 

competes with stores such as Kohl’s and Rite-Aid. Target also needs to find a way in which they 

can lower their prices to compete with Walmart’s low price strategy. By doing that, it will only 

make them become more available to compete for more customers business. The WT for Target 

Corporation are to open additional overseas super centers, which will only make them more of a 

product overseas. Another element Target can implement is by marketing certain products that 
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are being offered at lower prices, which will expand their consumer base to some of the lower 

income customers.   

 The final recommendation is capturing and addressing the needs of the working parent, 

“Target is also taking a page from Walmart with its new focus on moms. Target is launching a 

broadcast campaign with “real moms” who talk about the money they saved at Target. Walmart 

has realized that mothers control the family budget for some time. It sends products to moms like 

Tara Kuczykowski, a mother of five. Tara blogs about ways for moms to save money and if she 

likes a given Wal-Mart product she will review it on her site.” (McConnon, Aili) Not only 

focusing on the working parent in their advertisements but Target may also want to try a concept 

from Ikea in implementing an in-house daycare. With Ikea, “The idea behind Smaland, of course, 

is to distract the children for long enough to let parents shop, possibly spending more than they 

would if their children were jumping on the display beds or whining about being bored. Ikea 

estimates that Smaland attendance has jumped roughly 20 percent so far this year in its stores in 

major American cities. The company has 37 stores in the United States and 297 worldwide. The 

babysitting service is so popular that parents sometimes have to wait for a slot in Smaland, where 

capacity ranges from 20 to 60 children, depending on the store. At the store in Round Rock, 

“People have been really patient,” Ms. Komisar said. “They stand in line and wait.” On so-called 

Seize the Day events, when Ikea offers free breakfast and other special promotions, “we might 

have 20 kids waiting,” she said.” (Higgins, Michelle) Over 45% of families who shop at Target 

have children. Via further demographic research, Target should focus in on areas that are family-

oriented communities looking to suburban communities and other data to see where the need is. 

The direction to be implemented is in-store daycares. Just as Ikea currently offers in their stores, 
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Target needs to further complete an analysis of where to place the daycares and start-off as a 

pilot program. Another recommendation is to collaborate; the collaboration will strengthen the 

idea and also assist in marketing the new service to the working parent. Collaboration with 

Disney would be extremely attractive to parents and the company. Disney could possibly furnish 

the daycare and build-off of the Target consumer, offering vacation incentives, a fee to place the 

child in daycare and all proceeds would go to Disney’s Make-a-Wish Foundation. There are 

numerous pros, but there are cons as well. An analysis is needed to find the average time spent 

by the busy parent in Target stores and if this is a feasible idea for the organization. Look into 

further information pertaining to demographics, avg. time in the retail chain, is there a need, etc. 

The normal Target customer  are guests in the median age group of 40 years of age, with a 

median household income of approximately $64K, approximately 43% have children at home 

and about 57% have completed college. Now there is no guarantee that the parents who are 

dropping their kids off at the Target daycare will purchase products from Target, but at the least 

they are stepping-foot into their stores which in-turn may trigger an impulsive buy‘ Further 

research and analysis is needed to justify whether this is a strategy that Target wants to pursue 

during our research via the various sites and articles, there is no current information pertaining to 

the average time a consumer, specifically the working parent, spends time in their store and how 

much they purchase. Although Ikea may have a larger store and is part of a different retail 

industry specifically home goods they give the parent the opportunity a peace-of-mind as they 

shop. 
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