
 
 
 
 

 
 
 

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Executive Summary 
Walmart, the biggest retailer on the planet, plans to 
become the greenest.  
 
In 2005, Walmart set three goals: (1) to be supplied 
100 percent by renewable energy; (2) to create zero 
waste; (3) and to sell products that sustain 
resources and the environment. This approach, 
named “Sustainability 360,” guides the company’s 
expansion efforts centered on integrating 
sustainability by engaging Walmart’s associates, 
suppliers, communities and customers (Global, 
2009). 
 
Walmart’s sustainability program, consisting of 
“green” facilities, products, and consumer initiatives, 
leads the retail industry, but many key publics are 
unaware of its commitment. Walmart is missing an 
opportunity to promote their services, mission and 
brand and leaving competitors the chance to do so 
first. There in lies an opportunity to promote the 
corporate giant’s advances in energy conservation 
and recycling, encourage participation of consumers 
and other constituents, and build awareness around 
an important, national issue- saving energy and 
money. 
 
Recommendations 
Walmart should launch a high involvement public 
relations campaign to promote awareness around 
their sustainability platform, which is not currently 
advertised extensively in the media at the national 
or local level. With the building of “green” facilities 
and the development of energy efforts, the company 
is missing an opportunity to capitalize on its 
environmental work in this area and encourage 
consumers to participate at home, as well. 
Marketing can relay a the importance of 
sustainability efforts at Walmart and what 
consumers can do at home to help in this global 
effort. This public relations initiative has potential to 
impact the globe, facilitate media impressions, raise 
awareness of an import issue, encourage action, 
attract praise from the eco-aware community and 
change the perceptions of Walmart’s audience.  
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Phase 1: Background Research 
External Environment  
Economic. In the face of the global economic downturn and a weak, uncertain environment, Walmart Stores, Inc., has triumphed 
with reported sales growth of 11 percent amounting to $6.4 billion. With its world-wide presence in places like Germany, South 
Korea, China and United Kingdom, the company has grown from rural roots in Arkansas and become the world's largest discount 
and variety store and the most powerful retailer in just three decades (Walmart, 2008). 
 
Socio-cultural. Walmart stores market to the “low-income customer segment,” housing merchandise in “warehouse style buildings 
with minimalist decor.” Thriftiness, or frugality, is a central belief within the company, and associates are strongly encouraged to 
adopt the values founder Sam Walton set forth from its inception. Currently, Walmart is regulating the market by encouraging 
“smaller towns dictate popular culture” (Walmart, 2008), and the company places a great deal of emphasis on community 
involvement, philanthropy and sustainability.  
 
Global. Working under a “global philosophy,” Walmart has grown its company around the world, and practices the best exchange 
operations among all countries in which it operates. Walmart first launched a store in “Mexico, then Brazil, as well as Argentina”… 
and “then penetrated Europe with its stores in Germany and in the United Kingdom,” before taking on the Asian market “composed 
of China, Korea and Japan” (Walmart, 2008).  
 
Technological. Walmart leads the industry in the “use of technology to maximize operational efficiency. Very early on, the company 
realized the value of proactive investments in technology and deployed a private satellite network.” Additionally, the company 
manages a large amount of its own “logistics through a central hub-and-spoke system of warehouses and distribution centers,” and 
estimated to handle more than a million loads a year (Walmart, 2008). 
 
Political/Legal. A variety of law suits have flooded Walmart headquarters from the “predatory pricing lawsuits it experienced in the 
1980s and 1990s to personal injury cases that appear from time to time” (Wal-Mart Case, 2007). Most recently, the company was 
accused of discriminating women “by not allowing them to sit in supervisory and managerial levels,” and there are “pending lawsuits 
waiting for Walmart's notions [that] the company has allegedly went against labor laws” (Walmart, 2008). In 2004, Walmart was 
given the “largest civil rights class action ever certified, on behalf of over 1.6 million women” who worked with the company in the 
United States since December 26, 1998 (Wal-Mart Case, 2007). Although these law suits have damaged the image of the retail 
giant, Walmart’s efforts are aimed at positively changing how people perceive the company. 
 
Industry  
Discount and variety stores. The discount and variety store industry consists of “discount grocery stores, as well as other discount 
retailers…In addition to selling groceries, many of these stores sell small cheaply priced household items such as scissors, tape, 
pencils, etc.” Companies that fall into this industry category include: 99 Cents Only Stores, Dollar Tree Stores, Duckwall-Alco 
Stores, Family Dollar Stores, Big Lots, K-Mart, Target, and Walmart (Discount, 2009).  
 
Environment. Walmart is described as a “retailing empire,” and the leading discount department store chain in the world. From the 
start, “buyers were tough negotiators and demanded a wide array of price and service concessions.” Walmart often educated its 
suppliers on cost control and efficiency, and refuses to “allow suppliers to increase their prices” to offer consumers quality at the 
lowest price possible. Walmart stores in the United States is said to be “individually responsible for selling 35 percent of all pet food, 
24 percent of all toothpaste, the largest volume of jewelry, groceries, DVDs, CDs, toys, guns, diapers, sporting goods and more” 
(Walmart, 2008).  
 
Cost Advantage. Walmart maintains a significant cost advantage strategy, and become a “cost leader” considerably beating 
competitor’s prices through the purchase of bulk shipments and unique distribution centers (Wal-Mart Case, 2007). 
 
From stores to supercenters. Beginning in 1988, Walmart began shifting retail strategy from “traditional stores to 180,000 square 
feet supercenters,” and since 2002, Walmart Supercenters have generated more sales than traditional Walmart discount stores. 
Later in 2002, Walmart was named the nation's number one grocer (Wal-Mart Case, 2007). 
 
International expansion. As Walmart’s domestic markets matured, the retail company began expanding overseas.  “Currently, 
Walmart operates 11 stores in Argentina, 25 in Brazil, 235 in Canada, 92 in Germany, 15 in South Korea, 623 in Mexico, 53 in 
Puerto Rico and 267 in Britain. Walmart also operates through a joint venture in 24 stores in China, and owns a 37.8 percent 
interest in Seiyu, a Japanese retail chain that operates approximately 400 stores throughout Japan.”  According to Deloitte 
Research, Walmart has had a compounded annual growth of 25 percent from 1971 to the mid1990s and continues expand. From 
1992 to 2000, Supercenters generated a compound annual growth rate of 82 percent (significantly faster than the overall 
supercenter industry's average annual growth rate) (Wal-Mart Case, 2007). 
 
Client  
History. Founder Sam Walton said, “We’re all working together; that’s the secret. And we’ll lower the cost of living for everyone, not 
just in America, but we’ll give the world an opportunity to see what it’s like to save and have a better lifestyle, a better life for all. 
We’re proud of what we’ve accomplished; we’ve just begun” (Corporate, 2008). Founded in 1962, Walmart first opened in Rogers, 
Ark., and was incorporated as Walmart Stores Inc., in 1969. Walmart stock first traded over the counter as a publicly-held company 
in 1972, and became an international company when the first Sam’s Club opened near Mexico City in 1991. Since then, the 
discount store has become a leader in employment opportunity, corporate philanthropy, and sustainability, and recently ranked first 
among retailers in Fortune Magazine’s 2009 Most Admired Companies survey (About, 2009).  
 
Size/Growth. Today, Walmart Stores, Inc. includes Walmart supercenters, discount stores, Neighborhood Markets and Sam’s Club 
warehouses designed with the company’s supercenter format, which features general merchandise and a complete grocery (About, 
2009) located around the world with more than 4,100 facilities in the United States and more than 3,100 additional facilities overseas 
(Corporate, 2008). 
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Profitability. The fiscal year 2009 sales reached $401 billion (About, 2009). See “Market Share.”  
 
Scope of business. Walmart serves consumers and community members “more than 200 million times per week at more than 7,800 
retail units under 55 different banners in 15 countries…with more than 2.1 million associates” employed worldwide (About, 2009). 
“Stores are typically open 9 a.m. to 9 p.m. 6 days a week with shorter hours on Sunday, Supercenters and a number of selected 
traditional stores are open continuously” (Wal-Mart Case, 2007). 
 
Competence. With a mission to improve the quality of life for communities, Walmart customers can always find “products they need 
at affordable prices in one convenient place,” and research shows that American families save $2,500 each year” shopping at 
Walmart. Through their “Store of the Community” concept, Walmart stocks a diverse pool of items including “locally-grown produce, 
the hottest seller in electronics or ever-changing seasonal items” (Merchandising, 2009). 
 
Reputation. Since the growth of Walmart stores took off, the company has experienced a conflicting image in the eyes of consumers 
having been accused of forcing “many of the competing ‘mom-and-pop’ stores out of business as it expanded across the nation.” 
Throughout this time, Walmart tried to keep its “rural hometown image in tact in spite of the fact that it was growing into one of the 
largest businesses in the world.” Although numerous towns fought to keep the retail industry leader out, Walmart has seen success 
thanks to its careful approach to foster an image that supports American workers with programs like "Buy American," which 
purchased products from suppliers made in the United States. “In 2003, Walmart was named the most admired company in America 
by Fortune magazine” (Wal-Mart Case, 2007). However, the company has also seen various law suits and the result of these 
litigations have had lasting effects on Walmart's image. 

 
In spite of negative publicity, Walmart’s “reputation of meeting the needs of shoppers without the higher prices of competitors” lives 
strong in consumer minds. In several areas, Walmart is known as the “hometown store” and expanded to develop “Neighborhood 
Markets,” a smaller version of Walmart stores that allows Walmart to serve consumers similarly in small stores as it would at 
traditional Walmart locations (Wal-Mart Case, 2007).  
 
Strengths. The company is involved in numerous sustainability efforts and makes a “majority of their charitable donations at the local 
level” (Corporate, 2008). Walmart’s efforts focus on four different elements: (1) community, (2) opportunity, (3) health care, and (4) 
sustainability. Whether it is Walmart’s charitable contributions, healthcare initiatives or environmental efforts, the company is proud 
to be a member of every community they serve (Helping, 2008). 
 
Community. Walmart Stores, Inc., benefits communities by making the majority of their “charitable donations locally where we can 
have the greatest impact,” as the company strives to be a good neighbor and benefit its employees and customers in the place 
where they live and work to make the greatest and most positive impact. Last year alone, Walmart donated to more than 4,000 
communities nationwide, and is even more proud of their customers and associates, who donated an additional $106 million to 
charities through store locations (Helping, 2008). 
 
Opportunity. Walmart provides consumers with the opportunity to save money, shop conveniently and purchase quality items. The 
company also facilitates and “economic opportunity by providing good jobs that give associates the chance to build careers. 
Associates have the opportunity to advance far, as nearly three-quarters of Walmart’s store management began as hourly 
associates. Currently, Walmart employs more than 1.4 million associates ranging—from seniors in need of supplemental income to 
students looking for extra cash and experience (Helping, 2008).  
 
Health Care. Walmart believes health care should be “affordable, accessible and high quality for all Americans,” and offers “in-store 
clinics and $4 prescription drugs,” a program that has saved consumers more than $1 billion since its inception in 2006. The 
company has also made affordable health care coverage a priority for associates of both full-time and part-time employment. 
Moreover, children of associates are eligible for health benefits as well, and currently, “more than 92 percent of Walmart associates 
have health insurance” through the company or other coverage (Helping, 2008). 
 
Sustainability. Walmart understands that “being an efficient and profitable business and being a good steward of the environment 
are goals that can work together,” and has developed more than 20 efforts that positively impact the environment by innovating to 
conserve energy, minimize waste and introduce affordable environmentally friendly products to market. Specifically, Walmart is 
working with suppliers to remove harmful materials from products the discount company sells and offer items made from recycled 
materials, as well as reducing packaging on products, which could save almost 4,000 trees and more than 1,000 barrels of oil just 
by down-sizing the packaging of one toy brand. Furthermore, Walmart’s trucking fleet is on its way to becoming 25 percent more 
energy efficient by reducing carbon emissions, saving millions of gallons of fuel, and decreasing the United State’s dependence on 
foreign oil (Helping, 2008). 
 
Structure. Sixty-five percent of Walmart's management associates began as hourly associates and are hired locally for most foreign 
operations (Walmart, 2008). Founder Sam Walton stressed associates and executives should believe in three basic beliefs and 
values- respect for the individual, service to our customers, and striving for excellence (About, 2009). 
 
Personnel. “By 2004, Walmart was the largest employer in private industry worldwide as it counted over 1.3 million associates 
among its ranks” (Walmart, 2008). Nearly 1 in 250 Americans are employed they the retail giant (Wal-Mart Case, 2007), and the 
company takes special pride in being a diverse employer providing good jobs with competitive pay and benefits (Corporate, 2008). 
All personnel are expected to practice "aggressive hospitality" by exuding the “nicest, friendliest approach to all customers” and 
offering better service than is expected by the customer (Wal-Mart Case, 2007). 
 
Product, Service or Issue  
Suppliers. Walmart sources from more than 2,500 suppliers and “companies in more than 70 countries worldwide, including nearly 
61,000 U.S. businesses- large and small- to ensure products on the shelves meet the needs of our diverse customers. For example, 
Walmart purchases “apples from Washington, pumpkins from Illinois, bacon from Minnesota, and barbecue from Missouri,” and sells 
them at stores located locally and nationally. “These relationships support more than 3 million U.S. jobs” (Merchandising, 2009).  
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Merchandise. Walmart’s merchandise reflects the company’s “Store of the Community” philosophy and does their “best to ensure 
that the products on [their] shelves reflect the diverse needs and wants of [their] customers” (Merchandising, 2009). Best known for 
its locally-grown produce, electronics and seasonal items, the company strives to serve communities’ needs of that differ by season, 
by region and customer base. All merchandise is sold at an “Every Day Low Price” to help working families save money, and the 
company boasts savings of more than $2,500 per year in the average American household (Merchandising, 2008). “The Every Day 
Low Price, Rollback Pricing, and Special buys offer merchandise for the lowest price…This means Walmart buys products at the 
very lowest prices and passes the savings onto the customer. Volume creates enough revenue to make up the thin profit margins on 
products” (Wal-Mart Case, 2007). 

 
Walmart’s merchandise is based on (1) assortment- offering a range of product choices in the tens of thousands which expand to 
nearly 100 categories; (2) convenience- offering in-store locations and on-line services free of shipping costs; and (3) value- offering 
“everyday low prices” (Sites, 2009). 

 
“Walmart discount stores and Supercenters carry apparel for women, girls, men, boys and infants, domestics, fabrics, 
stationery and books, shoes, house wares, hardware, electronics, home furnishings, small appliances, automotive 
accessories, horticulture and accessories, sporting goods, toys, pet food and pet accessories, cameras and supplies, 
photo processing, health and beauty aids, pharmaceuticals, jewelry and optical products. In addition, the stores offer an 
assortment of grocery merchandise. The grocery assortment in Supercenters consists of a full line of grocery items 
including meat, produce, deli, bakery, dairy, frozen foods and dry grocery” (Wal-Mart Case, 2007). 
 

Walmart has also recognized the unique needs of individual communities, and made an effort to identify trends of Hispanic 
community members at locations in Mexico and Central America by identifying more than “1,300 stores with a significant Hispanic 
customer base.” After this initiative in 2005, sales increased more than nine percent. Walmart also takes special interest in meeting 
the merchandise needs of women and wealthy customers offering more than 3,000 items that are unique to the Plano, Texas store 
(Merchandising, 2009). 
 
E-commerce. Walmart launched its Site to Store Service in 2007 that “allows customers to shop and purchase products online at 
Walmart.com and have them shipped to a local Walmart store for free.” The site houses nearly 100 merchandise-related categories 
with tens of thousands of additional items, creating a “multi-channel shopping experience that brings added assortment, 
convenience and value to the Walmart customer” available in more than 3,400 stores in the United States (Site, 2009). 

 
Target audience 

 “Walmart markets to the entire population versus a specific marketing niche, strives to be available in all towns, and has 
adapted…to accommodate a variety of areas (Wal-Mart Case, 2007). Some key publics include shareholders, retailers, suppliers, 
investors, corporate executives, associates, employees, consumers, blue-collar workers, senior citizens, community members, 
partnership organizations, legislators, local officials, media, health care professionals, and more. 

 
Marketing 

Unlike competitors, Walmart practices a standardized marketing campaign that limits one advertisement per month, per store with 
some additional television advertising (Wal-Mart Case, 2007). This amounts to “12 or 13 circulars a year; circulars that reflected the 
same bare-bones approach that the stores has adopted (Walmart, 2008). “Walmart has traditionally spent .5 percent of every sales 
dollar on advertising versus the 2.5 percent and 3.5 percent of Kmart and Sears Roebuck and Company respectively.” The 
company’s marketing efforts focus on “giving the customer the absolute lowest price with a guarantee on satisfaction” (Wal-Mart 
Case, 2007).  
 
Public relations 
Public relations has certainly become a larger priority for Walmart today than it was in the past. Previously, the company has been 
criticized on a variety of public and government relations issues, including the 2006 blogging blunder that occurred as a result of PR 
firm Edelman’s lack of transparency, the 2004 “largest civil rights class action ever certified on behalf of over 1.6 million women” for 
discrimination (Wal-Mart Case, 2007), and numerous law suits against Walmart headquarters, from the “predatory pricing lawsuits to 
personal injury cases” (Wal-Mart Case, 2007). Although these issues and law suits have damaged the image of the retail giant, 
Walmart’s public relations efforts have taken on a communication and business strategy evolution aimed at positively changing how 
people perceive the company.  

 
In the past, founder Sam Walton encouraged a focus on in-store relations and internal communications focused on customers. 
Critics would distribute misinformation and not receive a response from Walmart, so to start managing the company’s reputation 
public relations was introduced as a central component of their external communications policy.  

 
Today, Walmart is working to be proactive and focuses on three public relations strategies to (1) provide information and response, 
(2) manage public affairs and government relations, and (3) promote the business by telling Walmart’s stories. Steven Restivo, 
director of corporate affairs for Walmart in the Northeast Region explained “these stories are focused on the four pillars: health care, 
sustainability, opportunity, and community.” These stories tell facts, and promote messages centered on $4 generic drugs, 
contributions to local charities, saving families’ money, and employment opportunities (LaPointe, 2009). Restivo also said, “The 
mission of Walmart: Save money. Live better. It is simply a bonus that this is also a public relations talking point” (LaPointe, 2009).  

 
In 2006, Leslie Dach was named Executive Vice President of Corporate Affairs and Government Relations at Walmart, and 
oversees the company’s communications and government relations, as well as the Walmart Foundation, the largest corporate 
foundation in the U.S. Previously, Dach was Vice Chairman of Edelman, where he managed the company’s global public affairs, 
crisis and technology practices, and research and advertising companies. He also led Edelman’s team supporting Walmart’s 
corporate affairs operations. He said, “I’ve seen firsthand Walmart’s transformation on sustainability and health care and its record 
on economic opportunity and job creation. The changes are real and substantial steps for the business" (Wal-Mart Stores, 2006). 
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As the retail giant becomes “more aware of its profile and role in American society,” Walmart is projected to gradually return to 
favorable opinions among constituents in retail thanks to efforts in “sustainability, health care and public relations initiatives” (Duff, 
2009).  
 
Re-branding 
Walmart’s promotional efforts have shifted to the tagline "Save money, Live better," saying “Walmart saves people money so they 
can live better” (Helping, 2008). After 19 years using the slogan “Always Low Prices,” Walmart chose to focus on the emotions of 
buyers driving them toward financial savings (Wal-Mart’s, 2008).The company’s rebranding initiative has helped the retail company 
survive and thrive as the United States experiences its current recessionary phase and targets consumers hit badly by the 
economic downturn.  

 
Today, advertisements feature customers discussing how “Walmart helped them save money amid high gasoline prices, a contrast 
to previous ads showing a smiley face character zooming around stores, slashing prices.” The company explained that they are 
running television advertisements illustrating "how saving money on the little things adds up and helps families live better" (Wal-Mart 
boots, 2007). The old tagline was specific, but the new one promises its customers more financials benefits” (Wal-Mart’s, 2008). 
 
Walmart's new marketing campaign is the result of research by Global Insight, which reported on average, consumers in the United 
States saved $2,500 per household in 2006 thanks to the low pricing strategies of Walmart. This is up 7.3 percent from $2,329 in 
2004 (Wal-Mart boots, 2007). “This prompted Walmart's marketing team to revamp its comprehensive and long-paying tagline in 
hard times.” The study also revealed the “expansion of Walmart from 1985 to 2006 led to a 3 percent decline in overall consumer 
prices for all items, as measured by the consumer price index, which includes prices for goods and services,” and concluded the 
reduction in price levels because of Walmart's presence converted into savings of $287 billion in 2006 ($957 per person or $2,500 
per household) (Wal-Mart boots, 2007). 
 
Market Share 
For the first quarter of fiscal year 2010, Walmart Stores, Inc., reported weak earnings “per share of $0.77, at the high end of the 
company’s guidance of $0.72 to $0.77. Currency exchange rates negatively impacted earnings by approximately $0.04 per share. 
Walmart earned $0.76 per share in the first quarter last year. Additionally, “net sales for the first quarter were $93.471 billion, a 
decrease of 0.6 percent from $94.042 billion in the first quarter last year,” but without the “negative impact of currency exchange 
rates, equal to $4.836 billion, net sales for the quarter increased 4.5 percent to approximately $98.307 billion.” Income from 
continuing operations for the first quarter of $3.030 billion was flat compared to the same period last year (Wal-Mart Reports, 2009). 
However, executives believe the difficult economy is actually helping them gain market share from competitors, although are “not 
convinced the recession is abating.” 

 
President and CEO Mike Duke stressed, “This is not a short-term phenomenon,” Duke stressed. “Customers will always be 
interested in saving money. We have enduring brand strength because the trust we’ve earned from our customer has never been 
stronger, and as a result we believe we’ll continue to gain market share. We are optimistic about the long term and realistic about 
short term” (Corral, 2009). Also noteworthy is Walmart’s sales in the United States rose 3.8 percent to $61.2 billion, and “Sam’s Club 
sales declined 1.4 percent to about $11 billion. International sales fell 11.1 percent to $21.3 billion” (Corral, 2009). 
 
Strong quarterly sales were said to have resulted from three factors: (1) improved quantity and quality of traffic and shoppers’ buying 
habits; (2) Walmart’s focus on winning on key seasonal events when holiday-related merchandise increases sales; and (3) recent 
merchandising system enhancements are proving sustainable. “Walmart’s recent efforts to enhance its product mix…positively 
impacted gross margin, which experienced a 52 basis point improvement for the quarter” (Corral, 2009). 

 
New customers contributed to a 17 percent increase in shopper visits, and their purchases were 40 percent higher on average than 
traditional shoppers. U.S. operations chief Eduardo Castro-Wright said, “Customer visits have accelerated to levels we have not 
seen in several years" due to Walmart taking advantage of the slumping advertising market to increase its advertising (Bustillo, 
2009). 
 
Competition 
Competitor environment. Walmart’s major competitors include Dollar General Stores, Costco, Target, Big Lots and K-Mart, and 
“leads the industry and sector in market cap, employees, revenue, EBITDA, net income, and earnings per share” (Wal-Mart Case, 
2007). Target and Costco have exceeded Walmart in revenue growth. Target leads Walmart in gross margin. K-Mart shows a 
decline and dropping out of the major competitor category (Wal-Mart Case, 2007). 

 
Although several chains, like Dollar General Stores, looked for previous Walmart consumers to switch and shop at smaller discount 
stores with comparable low prices, Walmart still tops retailers worldwide. However, the company’s “emerging markets that held a lot 
of promise [are] being bitterly contested by other major players, such as Carrefour and Metro,” that were established in the 
international marketplace before Walmart entered (Walmart, 2008). 
 
Differentiation. Walmart operates in four different store formats: (1) Walmart discount stores in original rural format; (2) Supercenters 
open 24 hours a day; (3) Neighborhood Markets that target urban markets; and (4) Sam's Clubs geared toward small businesses 
and large families buying larger quantities. The discount retailer makes every effort to cater to every region's cultural and 
demographic differences in product preferences (Walmart, 2008). 

 
As a “model retailer," Walmart has successfully discover numerous weaknesses in competitors that has improved market share. 
Walmart continues to add product offerings and services, such as automotive, gasoline, travel, and financial services, further 
extending the company into a variety of new markets in hopes to become the dominant force across all retail categories. Essentially, 
Walmart has taken over the role of specialty stores of "category killers," like Toys "R" Us, Best Buy, Home Depot, and Bed, Bath & 
Beyond. In the United States, specialty stores have become known to cater to a particular product segment, but “Walmart continues 
to counter the category killers by meeting their competition head-on” (Wal-Mart Case, 2007). 
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Phase 2: Situation analysis 
In 2008, Walmart adopted a new marketing plan focusing on four different pillars: (1) community, (2) opportunity, (3) health care, 
and (4) sustainability (Helping, 2008). Sustainability has had the least media impressions and the company’s “green” initiatives are 
relatively unknown. Rival stores now include “green” elements in their business strategies, but Walmart began this initiative years 
ago and can show constituents how the company is benefiting their communities and the world while encouraging involvement. 
 
Communication opportunity identified 
The company says, “We see opportunities to help people live better beyond the walls of our stores and clubs. That’s why we support 
causes that are important to our communities…and why we are working hard to do our part in protecting our planet and conserving 
our natural resources for generations to come…By working closely with our communities and suppliers, we can reach beyond just 
our customers to help improve the lives of people around the globe. We continue to learn how to be a more efficient, more 
environmentally friendly company” (Wal-Mart, 2009). Walmart has changed how “retail industry designs, constructs, and manages 
facilities as it relates to the environment” (Wal-Mart, 2009). 
  
 “Green” elements in Walmart stores 
45 percent more energy (Wal-Mart opens greenest, 2008). 
Integrated water-source format system used in hot and arid climates, evaporative cooling and radiant flooring technologies. 
Floors contain 20 percent fly ash, recycled from the chimneys of coal-fired power plants, and roofs are white to reflect heat. 
Air conditioning suppliers cut energy used by 60 percent. 
LED lights are more efficient and last longer (Wal-Mart opens greenest, 2008). 
Recycled 180 million pounds of paper, plastic and aluminum and recycled 2.5 million tons of cardboard last year (Rushe, 2009). 
 
Communication barriers  
Some believe Walmart is not committed to sustainability for the right reasons. It could be viewed as a public relations boost, but 
“Walmart has committed to sharing many of the energy saving technologies and techniques used in its latest prototype green super 
store with the rest of the retail industry because being more energy efficient is something everyone can benefit from” (Rushe, 2009). 
 
Analysis 
Walmart plans to become the greenest and has set goals to “eliminate all waste by reducing, recycling or reusing everything that 
comes into its 4,100 American stores” (Rushe, 2009). Walmart understands that “being an efficient and profitable business and 
being a good steward of the environment are goals that can work together,” and has developed more than 20 efforts that positively 
impact the environment from suppliers to fleet trucks to facilities to consumers. 

 
Recommendations 

Walmart should launch a high involvement public relations campaign to promote awareness around their sustainability platform, 
which is not currently advertised extensively in the media. With the launch of “green” facilities and the development of energy efforts, 
the company is missing a strong opportunity to capitalize on its work and encourage consumers to participate at home. A message 
on the importance of sustainability efforts at Walmart and what the company and constituents can do to help in this global effort 
would be valuable. It has the potential for international impact, facilitate many media impressions, raise awareness of an import 
issues, encourage action, attract praise from the eco-aware community and change the perceptions of Walmart’s audience.  

 
Phase 3: Core Opportunity 

Walmart’s sustainability program, consisting of “green” facilities, products and consumer initiatives, leads the retail industry, but 
many key publics are unaware of its commitment, missing an opportunity to promote the services, mission and brand of Walmart 
and leaving rival companies the chance to do so first. 

 
Phase 4: Goal and Objectives 

Goal 
Generate positive brand awareness and promotion of Walmart’s sustainability program, consisting of energy efficient and eco-
friendly facilities, products and consumer participation initiatives, at the international, national, and local level 
 
Integrating marketing and public relations. 
Walmart began this energy initiative years ago, and a public relations campaign would promote their advances in energy 
conservation and recycling, encourage participation of constituents, and build awareness around an important, national issue- 
saving energy and money. An integrated communications plan should relay a message centered on the importance of sustainability 
efforts at Walmart and what the company is doing, as well as what constituents can do to help. There is potential for international 
impact, media impressions, awareness, behavioral action, praise from community and perception change of Walmart. These efforts 
have an opportunity to coincide with the 40th Anniversary of Earth Day in April 2010 (Earth, 2009). 
 
Objectives 
Generate 250 million media impressions during national media tour throughout April 2010 
Generate a minimum of 750 media stories in the first two months 
Generate at least 300 national television stories 
Drive 800 million visitors to the “Save and Live Green” Web site during 2010  
Educate 400 million constituents about the benefits of sustainability at global and local levels 
Persuade 70 percent to actively participate by conserving energy and recycling from April to December 2010 
Increase brand and sustainability awareness among 70 percent of key publics by 30 percent at the completion of the campaign 
Coordinate with suppliers to remove harmful materials from products 
Offer items in Walmart stores made from recycled materials 
Reduce packaging on more than 75 products (in addition to the 20 currently sold) in Walmart stores 
Double sales of affordable, environmentally-friendly products during campaign  
Increase Walmart market share by 15 percent 
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Phase 5: Key Publics and Messages 
Consumers 
Many individuals rely on Walmart for their groceries, healthcare and everyday living needs. As the largest discount retail store in the 
country, Walmart’s consumer public can very well consist of numerous other publics, like communities, employees, politicians, non-
profit organizations, executives, suppliers, and shareholders, (Wal-Mart Case, 2007) etc., because the company offers an endless 
amount of products for a vast amount of needs.  

 
Nonetheless consumers are the biggest target audience of this campaign, because it involves educating numerous constituents, 
encouraging a behavior change and altering their perception of the company’s commitment of their communities and the planet. 
These consumers have or plan to shop at Walmart stores at various locations around the nation. Specific attention should be paid to 
locations where Walmart currently has a “green” facility.  

 
This public is motivated to help the planet and save money through actions and efforts in energy conservation and recycling, and 
influenced by opinion leaders, friends, family, and experts in eco-initiatives. This audience will be motivated to participate in behavior 
that contributes to the well-being of their local community and the planet, and encouraged to perceive Walmart’s sustainability 
efforts in a positive light.  
 
Primary message. Walmart is committed to consumers and the planet with efforts in energy conservation, waste reduction and 
recycling. Our sustainability platform illustrates how eco-friendly initiatives and living “green” can save consumers money and 
energy.  
 

Secondary message. Walmart suggests suggest simple steps have a huge impact, and consumers can start saving money by 
reducing energy just by following three tips: reduce, reuse, and recycle. Walmart has made an international commitment to 
reduce plastic shopping bag waste by an average of 33 percent per store by 2013. 

 
Primary message. As a leader in sustainable retail, Walmart’s eco-friendly, everyday products save consumers money while helping 
the environment become cleaner and more energy efficient.  
 

Secondary message. Walmart sells more than 50 energy-efficient and environmentally preferred items, including apparel, 
appliances, baby, bedding and bath, books, movies, bottles, electronics, furniture, house wares, laundry, light bulbs, décor, 
organic groceries, outdoor living and water filters. At Walmart, consumers find more products that are good for their wallets and 
the environment than any other retailer.  

 
Primary message. Walmart’s sustainability program starts with eco-friendly foundations found in numerous “green” facilities located 
in cities across the United States, and we continue to build upon more. 
 

Secondary message. Walmart invested in solar and wind energy in Mexico, Canada and the U.S., to work toward being 
supplied by 100 percent renewable energy. We also committed to purchasing wind power equal to 15 percent of our total 
energy load in deregulated markets. Consumers can visit Walmart’s green locations to learn more about building for the 
environment and how they can take steps to building sustainable and environmentally-friendly homes. 

 
Local Communities 
Many communities rely on Walmart for jobs and a retail outlet in which to purchase necessary items at affordable prices, and 
sustainability also contributes to caring for and contributing publics. In 2008, “Walmart and its Foundation donated $378 million in 
cash and in-kind contributions to charities across the U.S., which is a more than 27 percent increase over the previous year” 
(Global, 2009). Non-profit organizations in communities where Walmart is located have access to a valuable funding source that this 
public often takes advantage of. “The Walmart Foundation provides many non-profit organizations with funding.  
 
According to the Walmart Good Works Foundation, 97 percent of their funding goes to non-profit organizations in the communities 
where their stores are located. The Walmart Good Works Foundation provides funding to programs that deal with community, 
education, environment and children” (Wal-Mart Case, 2008).  
 
This public is located in or near Walmart locations and is motivated to seek support from the corporation in order to sustain smaller 
organizations and efforts. Communities are often concerned with the environments in which they live and work, so a sustainability 
program that extends from a national to local level would appeal to their interests. This public is close-kit and influenced by political 
leaders and neighbors. Communities will contribute to environmental and recycling components of Walmart’s sustainability program. 
 
Primary message. Walmart’s sustainability program takes care of the communities where our consumers live and work. With their 
help, we can clean up the environment and save energy around the globe and in their homes. 
 

Secondary message. Going “green” can be fun for the whole family, and Walmart encourages families of all sizes to work 
together to reduce, reuse and recycle in their community. Our sustainability program places recycling bins at every store 
location for easy drop off.  “Walmart and its Foundation donated $378 million in cash and in-kind contributions to charities 
across the U.S.” last year (Global, 2009).  The Walmart Good Works Foundation provides funding to non-profit organizations 
committed to community, education, environment and children” (Wal-Mart Case, 2008). 

 
International Communities 
Walmart's sustainability initiatives extend to the international retail market at stores located overseas. “Currently, Walmart has stores 
in China, Puerto Rico, South Korea, the United Kingdom, Brazil, Argentina, Germany, Canada and Mexico.” Through the Walmart 
Foundation, the company donated more than $45 million to communities in international markets around the world, and encourages 
foreign markets to sell local produce, specifically organic items, in their stores to help farmers. Walmart has also made an 
international commitment to reduce plastic shopping bag waste by an average of 33 percent per store by 2013, and currently Japan 
consumers already report more than half are using reusable bags.  
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This public consists of individuals and groups living on foreign soil and interested in self-sustainable efforts. Encouraging the sale of 
local produce and products at Walmart appeals to this public as it contributes to their living. International communities are influenced 
by trends in the U.S. and may not currently shop at Walmart, but are well-aware of the retail giant and its reach. Targeting 
international markets and communities extends the global reach of Walmart’s and the world’s “green” growth and encourages more 
participation. 
 
Primary message. Walmart supports self sustainability overseas by encouraging foreign markets to sell local produce and organic 
items in stores to aid farmers. 
 

Secondary message. The Walmart Foundation donated more than $45 million to communities in international markets around 
the world last year. We currently have retail stores in China, Puerto Rico, South Korea, the United Kingdom, Brazil, Argentina, 
Germany, Canada and Mexico. Japan consumers recently reported more than half are using reusable bags. 

 
Executives/employees 
In 2008, U.S. associates donated more than one million hours to charitable organizations and sustainability effort (Global, 2009). 
This public is important, because they are the individuals that run the company and if they don’t support “green” efforts then other 
publics would be less inclined to do so as well.  
 
Many executives and employees receive stock options as part of their salary, which effects their compensation. The majority of 
Walmart employees have an economic stake in the company as their primary source of income (Wal-Mart Case, 2007).  
 
This public lives near and works at Walmart locations, enjoys their job and is happy with their compensation. They are motivated by 
environmental issues and passionate about Walmart’s mission and sustainability programs. Executives/employees are influenced by 
those working above them, their co-workers, friends and family, and will contribute to Walmart’s “green” public  relations program by 
supporting, encouraging, and motivating consumers and other constituents to participate in the company’s initiatives. 
 
Primary message. Employees can take more than an economic stake in our company, and support sustainability and “green” efforts 
at Walmart. Acting as an example in our stores and the communities where they work encourages our consumers to get involved, 
and reduce, reuse, and recycle. 
 

Secondary message. Walmart’s employees are educated in our sustainability program and understand the advantages of eco-
friendly initiatives. Support of this program by associates greatly contributes to Walmart’s “green” efforts by engaging 
consumers, developing positive perceptions and increasing participation. U.S. associates donated more than one million hours 
to charitable organizations and sustainability effort last year (Global, 2009). Associates help the environment where they live 
and work motivating consumers to do the same and participate in Walmart’s sustainability initiatives.  

 
Suppliers 
In 2008, Walmart focused energy on three areas: (1) “advocating for one set of social and environmental standards and one third-
party auditing system, to be used by all global retailers and brands; (2) strengthening compliance requirements, supplier standards 
and developing a more comprehensive audit and supplier development program; and (3) partnering with suppliers on reducing their 
environmental impact and on improving efficiency and product quality” (Global, 2009).  

 
Suppliers consist of a public that provides goods or services to Walmart to be sold or used by consumers and other key 
constituents. They are located internationally, ship from all major distribution centers, and motivated by profits to be obtained, as 
well as environmental laws (e.g. packaging, development, chemicals, etc.) in which they must follow to continue production. 
Currently, these suppliers have a good relationship with Walmart and are willing to follow the company’s eco-friendly guidelines, as 
well as create some of their own. As suppliers and major contributors to the company, this public will show by example how “green” 
initiatives are spanning world-wide and the importance of sustainability to their company, as well as Walmart. 
 
Primary message. Walmart developed eco-friendly guidelines for the retail industry, and is advocating sustainability standards with 
suppliers to reduce environmental impact, and improve efficiency and product quality. 
 

Secondary message. Walmart focused energy on a set of social and environmental standards to be used by all global retailers 
and brands strengthening compliance requirements and supplier standards, and partnering with suppliers to reduce their 
environmental impact and improving efficiency and product quality last year (Global, 2009).  
Walmart is the leading retail store to propose sustainability initiatives throughout the industry that will re-shape the future of the 
way we sell, buy and conduct business in our environment.Walmart has a diverse pool of suppliers, and we encourage other 
businesses to participate in and understand the importance of our sustainability to your company, as well as Walmart. 

 
Stockholders 
Individuals who own shares of Walmart are interested in a return on their investment. Nearly every company is looking to reduce 
costs; however, Walmart is not scaling back their sustainability initiatives, the company is expanding around the world. 
“Sustainability helps us deliver on our Every Day Low Price business model. Using more renewable energy, reducing waste and 
selling sustainable products helps us take costs out of the system.” In 2008, Walmart achieved 25 percent greater fleet efficiency, 
and savings from this and additional sustainability initiatives equal lower costs and low prices for our customers (Global, 2009). This 
public is interested and influenced by rising profits.  
 
Primary message. Walmart’s sustainability program helps deliver affordable prices and reduce company costs using renewable 
energy, reducing waste and selling sustainable products. 
 

Secondary message. Walmart achieved 25 percent greater fleet efficiency, and savings from sustainability initiatives equal 
lower costs and low prices for our customers last year (Global, 2009).   



 Walmart 10 

Phase 6: Strategies and Tactics  
Walmart is committed to “green” initiatives in a variety of money and environment saving ways, but has developed few strategies 
and tactics to effectively and prominently reach several key publics. The company has made a minimal effort to engage publics and 
portray the value Walmart places on its sustainable initiatives.  
 
Moreover, Walmart’s efforts are much larger than they currently appear and should be promoted to expand reach and increase 
impression, as well as brand perception. A large-scale public relations campaign that would increase awareness and promotion, 
extend the reach of their sustainability program, engage publics in “green” activity, and add to Wal-Mart’s bottom line would be 
beneficial to the company, its publics, and the environment.  Walmart’s sustainability program strategies and tactics are as follows: 
 
Consumers 
Strategy one. Build awareness of Walmart’s sustainability platform committed to saving consumers money and energy. 
Tactics. 
Walmart’s consumer oriented Web site, http://www.walmart.com/green, offers information on corporate eco-friendly goals. 
News release dated April 13, 2009, discusses how Walmart’s sustainability commitments with the Earth Month Campaign. 
News release dated April 22, 2009, announces that Walmart has nearly doubled solar energy use in California retail stores. 
Sustainability Spotlight Webcast “Going Green” on Walmart’s plan to be “supplied 100 percent by renewable energy” on KNWA-TV. 
Plan and develop activities for 10-city national media tour leading to up to Earth Month in April 2010. 
Participate in National Earth Month (April) events with corresponding initiatives consistent at all Walmart retail locations. 
Produce PSA focused on saving consumers money and energy through “green” tips (See Figure Example 1).  
Develop and distribute Walmart Sustainability Brochure. 
Announce a grass roots call for volunteers to submit op-ed letters to local newspapers discussing Walmart’s sustainability efforts. 
Build/manage social networking to facilitate discussions of sustainability on Facebook, Twitter, YouTube (See Figure Example 2). 
Engage public on sustainability issues via “Walmart Goes Green” blog (See Figure Example 3). 
News release: Walmart participates in Earth Month distributed in April 2010. 
New release: Results from sustainability activities during Earth Month distributed May 2010. 
 
Strategy two. Encourage participation in environmentally friendly and energy efficient activity with the goal of changing behavior. 
Tactics. 
Walmart’s consumer oriented Web site, http://www.walmart.com/green, educates consumers on how to “save and live green.” 
Display in-store posters offer environmentally friendly tips. 
Hire spokesperson recognized as an energy expert and secure public appearances during media tour at retail locations and events. 
Partner with politicians/opinion leaders on local and national level to include issues of sustainability in platform. 
Partner with celebrities passionate about sustainability and feature testimonials on how they enjoy living green. 
Prominently display recycling bins at the front of all Walmart retail store locations. 
Run contest encouraging public to submit sustainability projects at home and feature in Walmart commercial, Web and social media. 
Debut submitted sustainability commercial in April. 
Run in-store promotion that awards a free “green” shopping bag when 10 bags filled with used plastic bags are returned/recycled. 
Post weekly podcasts with sustainability tips on Web site, Facebook, Twitter, and YouTube. 
 
Strategy three. Emphasize Walmart’s “green” products and package design illustrating Walmart as a leader in sustainable retail. 
Tactics. 
Walmart’s consumer oriented Web site, http://www.walmart.com/green, features earth friendly products. 
In-store product displays highlight Walmart’s sustainable products on shelves (e.g. organic produce, fair trade coffee). 
Pitch feature story highlighting one of Walmart’s various "green" products every two months. 
Create product tie-ins and coupons for the purchase of "green" products. 
Create Walmart’s Sustainability Product Sweepstakes to invites consumers to invent green product sold exclusively by Walmart. 
 
Strategy four.  Leverage “green” retail properties in key markets to help drive traffic and generate inquiries. 
Tactics.  
In-store posters on Walmart’s sustainable efforts  
Sustainability Spotlight Webcast “Efficient Building,” on Walmart as a leader in “designing and constructing buildings” on KNWA-TV. 
Plan for national media tour to stop at Walmart’s sustainable retail stores, and conduct facility tours for the public. 
Write and host speaking engagements given by store managers on Walmart's sustainability platform. 
 
Strategy five. “Design and open a viable retail store prototype that is 25 to 30 percent more energy efficient and will produce up to 
30 percent fewer GHG emissions by 2009 globally” (Walmart, 2009). 
Tactics. 
Experimental stores located in McKinney, Texas, and Aurora, Colo., serve as “living laboratories for energy-efficient technologies”  
Advertise tested technologies (e.g. solar and wind power generation, LED lighting in outdoor signage, refrigerator cases, etc.)  
News Release: Announce experimental stores in McKinney, Texas, and Aurora, Colo. 
Build green Walmart facility in Arkansas. 
News Release: Announce grand opening of Arkansas "green" store. 
Post virtual tour of newest sustainable Walmart facility in Arkansas on Web site. 
 
Strategy six. Partner with organizations active in sustainability and eco-friendly initiatives. 
Tactics. 
Continue partnership with National Fish and Wildlife Foundation to conserve critical wildlife habitats on 395,000 acres. 
News Release: Announce Acres for America program has conserved more than 395,000 acres.  
Develop and announce a cause marketing relationship with a national sustainability organization. 
 Plan and host a "Partners in Sustainability" special event that features partner organizations with Walmart. 
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Local Communities 
Strategy one. Communicate the importance and value of sustainability and helping the environment in local communities near 
Walmart locations. 
Tactics. 
News release dated June 9, 2009, 20 finalists as eco-friendly schools in Walmart’s “Earth Day Every Day School Challenge.” 
News release dated July 2, 2009, eco-friendly school in Oregon grand prize winner of “Earth Day Every Day School Challenge.”  
Sponsor speeches by local community leaders on the importance of sustainability. 
Host question and answer sessions in communities led by store managers and employees. 
Encourage volunteers to send opinion editorial letters to local newspapers. 
Create and run PSAs at local radio stations.  
Plan "Go Green" activity days at local retail stores. 
 
International Communities 
Strategy one.  Communicate the importance and value of self sustainability overseas and aiding farmers in foreign markets across 
the globe. 
Tactics. 
News release dated April 13, 2009, announces Walmart's Earth Month efforts span across the globe (Wal-Mart, 2009). 
Create and run PSAs centered on national sustainability efforts.  
Post podcasts on Web site centered on facilities and sustainability initiatives overseas. 
Pitch feature stories on sustainability in foreign markets 
Produce feature commercials centered on testimonials of foreign farmers. 
 
Executives/employees 
Strategy one. Leverage employee participation and experiences to engage the public in sustainable efforts. 
Tactics.  
Sustainability Spotlight Webcast, “Personal Sustainability Project,” on Walmart’s associate-driven, voluntary program on KNWA-TV. 
News release: Highlight employee sustainability project. 
Create and distribute employee newsletter. 
Produced podcasts starring employees and executives. 
Create Walmart's Personal Sustainability Projects blog and encourage executives and employees to post tips. 
 
Suppliers 
Strategy one. Demonstrate the effectiveness of Walmart’s sustainability standards on the environment, as well as its ability to 
improve efficiency and product quality. 
Tactics.  
Sustainability Spotlight Webcast “Supplier Energy Efficiency Project (SEEP)” on how Walmart conducts energy audits on KNWA-TV.  
Promote Walmart’s Packaging Network Cut shipping supplies to reduce expenses for the supplier and the consumer. 
News Release: Walmart Packaging Network cuts shipping supplies and reduces expenses (See Figure Example 4). 
Create and distribute Walmart Supplier Brochure (See Figure Example 5). 
Develop and distribute sustainability brochure geared to supplier interests. 
 
Strategy two. Partner with suppliers and organizations actively following sustainability and eco-friendly standards. 
Tactics. 
Engage Walmart’s Alternative Fuels Network that incorporates renewable fuels into retail fuel locations and trucks (Wal-Mart, 2009). 
Study ways to reduce Walmart’s carbon footprint,. 
Create business advantages from measuring, reducing and eliminating the use of fossil fuels” in their stores. 
Work with suppliers and consumers as part of the Greenhouse Gas (GHG) Network (Wal-Mart, 2009). 
Encourage Walmart’s Carbon Disclosure Project (CDP), an independent not-for-profit organization, which facilitates relationships 
between shareholders, purchasers and corporations surrounding climate change concern (Wal-Mart, 2009). 
News release: Walmart’s Alternative Fuels Network uses renewable fuels in retail fuel locations and trucks. 
News release: Walmart's Greenhouse Gas (GHG) Network announces "green" business advantages. 
News release: Walmart’s Carbon Disclosure Project (CDP) announces climate change concern.  
Hold supplier luncheons to discuss upcoming goals and requirements to Walmart product packaging. 
Honor most sustainable supplier with an award. 
 
Stockholders 
Strategy one. Communicate the effectiveness of Walmart’s sustainability platform thus far and plans to accelerate it in the future. 
Tactics. 
Promote Walmart’s corporate sustainability Web site (http://walmartstores.com/Sustainability). 
Distribute act sheets centered on sustainability issues, and photos featuring eco-friendly products, facilities and initiatives. 
Produce Global Sustainability Report  
Webcast feature video, titled “Sustainability 2.0- Goals.”  
Explain commitment to become supplied by 100 percent renewable energy, create zero waste and sell sustainable products. 
News release dated May 29, 2009, announces Walmart’s results from the Arkansas Energy Audit (Wal-Mart, 2009). 
Sustainability Milestone Meeting (aired via global webcast) will be held July 16, 2009. 
Discuss new programs that will help Walmart accelerate and broaden their sustainability efforts (Wal-Mart, 2009).  
Distribute information packets on sustainability platform, efforts and results. 
News release: Walmart's sustainability programs save energy and money for consumer and stockholders.  
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Phase 7: Calendar 
All tactics within Walmart’s Sustainability campaign lead up to Earth Month in April 2010 so the company’s promotional activities 
coincide with a day of national awareness. From July to December 2009, the campaign is planning and disseminating materials in 
preparation of a four-month, high involvement promotional period from January 2010 until the end of April. During May, the 
sustainability campaign will be evaluated and results shared with key publics.  

 
Calendar

Key public Consumers Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Strategy 1 Build awareness of Wal-Mart’s sustainability 

platform committed to saving consumers 
money and energy

Tactics Walmart.com/green Web site hosts 
sustainability platform information, 
corporate goals and eco-friendly initiatives in 
an interactive format

X

News release: Wal-Mart’s sustainability 
commitments with the Earth Month 
Campaign have accelerated and become 
broader

X

News release: Wal-Mart nearly doubled solar 
energy use in California retail stores

X

Sustainability Spotlight: Going Green aired 
on KNWA-TV

X

Sustainability Spotlight Webcast: Going 
Green (Web site)

X

Add. Tactics Plan dates and activities for media tour X
National media tour leading to Earth Month X
PSAs: Save money and energy; Green tips X
Distribute Wal-Mart Sustainability Brochure X

Volunteers submit opinion editorial letters X X X X
Build and manage social networking sites to 
facilitate user-generated discussion of 
sustainability plateform

X

Promote and engage public on sustainability 
issues in Wal-Mart blog

X

Participate in Earth Month X
News release: Wal-Mart participates in Earth 
Month

X

New release: Results from sustainability 
activities during Earth Month

X

2009 2010
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Strategy 2 Encourage participation in environmentally 
friendly and energy efficient activity with the 
goal of changing behavior

Tactics Walmart.com/green Web site: How to save 
and live green; tips to reduce energy and 
participate in recycling

X

In-store posters offer environmentally 
friendly tips

X

Add. Tactics Hire and prep spokesperson recognized as an 
energy efficient expert

X

Public appearences by spokesperson X
Partner with politicans/opinion leaders to 
encourage discussions on sustainability

X X X X

Partner with and feature celebrities 
passionate about sustainability and 
discussing how they live green

X

Create and prominently display recycling 
bins located at all Wal-Mart retail stores

X

Ask public to submit sustainability projects 
at home to be featured in Wal-Mart 
commercial

X

Debut sustainability commercial X
Promotion: Return 10 plastic bags filled with 
used plastic bags and receive on "green" Wal-
Mart shopping bag

X

Post week podcasts with sustainability tips X
Strategy 3 Emphasize Wal-Mart’s “green” products and 

package design illustrating Wal-Mart as a 
leader in sustainable retail

Tactics Walmart.com/green features earth friendly 
products

X

In-store product displays highlight 
sustainable products

X

Add. Tactics Pitch feature story highlighting various 
"green" products

X X X X X X

Product ties and coupons for "green" items X
Sweepstakes to invent the next green product 
to be sold explusively by Wal-Mart

X

Sustainability product winner announces X
Strategy 4 Leverage “green” retail properties in key 

markets to help drive traffic and generate 
inquiries

Tactics In-store posters detail sustainable efforts at 
Wal-Mart facilities

X

Sustainability Spotlight: Efficient Buildings 
airred on KNWA-TV

X

Sustainability Spotlight Webcast:  Efficient 
Buildings (Web site)

X

Add. Tactics National media tour to stop at "green" Wal-
Mart facilites in metropolitian cities

X

Wal-Mart facility tours X
Speeches on Wal-Mart's sustainability 
platform given by store managers

X X X
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Strategy 5 Design and open a viable retail store 
prototype that is 25 to 30 percent more 
energy efficient and will produce up to 30 
percent fewer GHG emissions by 2009 
globally

Tactics Finish building experimental "green" stores in 
Texas and Colo.

X

Test sustainable technologies X
Add. Tactics News Release: Announce experimental stores 

in McKinney, Texas, and Aurora, Colo. X

Build green facility in Arkansas X
News Release: Announce grand opening of 
Arkansas "green" store

X X

Virtual tour of Arkansas store on Web site X
Strategy 6 Partner with organizations active in 

sustainability and eco-friendly initiatives
Tactics Partner with National Fish and Wildlife 

Foundation
X

Add. Tactics News Release: Announce Acres for America 
program has conserved more than 395,000 
acres 

X

Develop cause marketing relationship with 
national organization committed to 
sustainability

X

"Partners in Sustainability" special event X
Announce partnership and promote through 
sustainability platform

X

Key public Local Communities Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Strategy 1 Communicate the importance and value of 

sustainability and helping the environment in 
local communities near Wal-Mart locations

Tactics News release: Wal-Mart names 20 finalists as 
eco-friendly schools in “Earth Day Every 
Day School Challenge”

X

News release: Oregon school recieves 
$20,000 as grand prize winner of Wal-Mart’s 
“Earth Day Every Day School Challenge”

X

Develop U.S. Conference of Mayors' Climate 
Protection Award

X

Add. Tactics Wal-Mart sponsors speeches by local 
community leaders on the importance of 
sustainability

X

Host question and answer sessions in 
communies led by store managers and 
employees

X

Volunteer opinion editorial letters sent to 
local newspapers

X

Local radio stations run PSAs X
"Go Green" activity days at local retail stores X
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Key public International Communities Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Strategy 1 Communicate the importance and value of 

self sustainability overseas and aiding farmers 
in foreign markets across the globe

Tactics News release: Wal-Mart's Earth Month 
efforts span across the globe 

X

Add. Tactics Nationally aired sustainability PSAs X
Post podcasts centered on facilities and 
sustainability initiatives overseas

X X X X

Pitch feature stories on sustainability in 
forgeign markets

X X X

Feature commercials of testimonals of foreign 
farmers

X

Key public Executives/Employees Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Strategy 1 Leverage employee participation and 

experiences to engage the public in 
sustainable efforts

Tactics Sustainability Spotlight: Personal 
Sustainability Projects airred on KNWA-TV 

X

Sustainability Spotlight Webcast: Personal 
Sustainability Projects (Web site) 

X

Add. Tactics News release: Highlight employee 
sustainability project

X X X X X

Employee newsletter X X X X X X
Employee produced podcasts X
Wal-Mart's Personal Sustainability Blog X

Key public Suppliers Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Strategy 1 Demonstrate the effectiveness of Wal-Mart’s 

sustainability standards on the environment, 
as well as its ability to improve efficiency 
and product quality

Tactics Sustainability Spotlight: Supplier Energy 
Efficiency Project (SEEP) (KNWA-TV)

X

Sustainability Spotlight Webcast: Supplier 
Energy Efficiency Project (SEEP) (Website)

X

Create Wal-Mart's Packaging Network X
Add. Tactics News Release: Wal-Mart Packaging Network 

works cuts shipping supplies/reduces 
expenses for the supplier and the consumer

X

Distribute Supplier Newsleter X X X X X X
Develop and distribute sustainability 
brochure geared to supplier interests

X

Strategy 2 Partner with suppliers and organizations 
actively following sustainability and eco-
friendly standards

Tactics Create Wal-Mart’s Alternative Fuels 
Network 

X

Study ways to reduce Wal-Mart’s carbon 
footprint  as part of the Greenhouse Gas 
(GHG) Network 

X

Create Wal-Mart’s Carbon Disclosure Project 
(CDP)

X
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Add. Tactics News release: Wal-Mart’s Alternative Fuels 
Network uses renewable fuels in retail fuel 
locations and trucks 

X

News release: Wal-Mart's Greenhouse Gas 
(GHG) Network announces "green" business 
advantages

X

News release: Wal-Mart’s Carbon Disclosure 
Project (CDP) annouces climate change 
concern 

X

Hold supplier luncheons to discuss upcoming 
goals and requirements to Wal-Mart product 
packaging

X

Honor most sustainable supplier X

Key public Stockholders Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May
Strategy 1 Communicate the effectiveness of Wal-

Mart’s sustainability platform thus far and 
plans to accelerate it in the future

Tactics Walmartstores.com/Sustainability corporate 
Web site hosts information on sustainability 
platform, goals, missions, video, news, 
reports, fact sheets, and photos

X

Distribute Global Sustainability Report X X
Webcast video: Sustainability 2.0 X
News release: Wal-Mart’s announces results 
from the Arkansas Energy Audit 

X

Sustainability Milestone Meeting aired via 
global webcast

X

Add. Tactics Distribute information packets on 
sustainablity platform, efforts and results

X

News release: Wal-Mart's sustainability 
programs save energy and money for 
consumer and stockholders

X X
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Phase 8: Budget 
The majority of Walmart’s sustainability public relations campaign budget goes to special events, sponsorships, influentials, and signs with 
an estimated total of $10,788,285. However, the sponsored total is $3,966,050, making the campaign worth $6,8221,235 (without the use of 
paid advertisement). Nevertheless, Walmart should budget for an additional $80,000 to research the inputs, outtakes and outcomes of the 
campaign during the month of May to have a better, accurate understanding of the campaign’s reach, impact and effectiveness. In all, 
Walmart’s Sustainability campaign totals more than $6.9 million. (See a detailed and broken-down budget below.)
Budget

Key public Consumers Detail Per Item Cost Total Projected Sponsored Actual 
Strategy 1 Build awareness of Wal-Mart’s 

sustainability platform committed to 
saving consumers money and energy

Tactics Walmart.com/green Web site No cost $0.00 $0.00 $0.00 $0.00
News releases No cost $0.00 $0.00 $0.00 $0.00
Sustainability Spotlights B-roll, interviews $0.00 $0.00 $0.00 $0.00
National media tour leading to Earth 
Month

10 stops @ $50K ea. $50,000.00 $500,000.00 $0.00 $500,000.00

Radio PSA production 3 30-sec @ $20K ea. $20,000.00 $60,000.00 $60,000.00 $0.00
Radio PSA placement 10/wk 20 wks $400 ea. $400.00 $80,000.00 $80,000.00 $0.00
Brochure 50K full color @ .35 ea. $0.35 $175,000.00 $0.00 $175,000.00

Opinion editorial letters No cost $0.00 $0.00 $0.00 $0.00
Social networking sites No cost $0.00 $0.00 $0.00 $0.00
Blog No cost $0.00 $0.00 $0.00 $0.00
Sponsor Earth Month $1million One time $1,000,000.00 $1,000,000.00 $1,000,000.00 $0.00
News releases No cost $0.00 $0.00 $0.00 $0.00

Strategy subtotal $1,070,400.35 $1,815,000.00 $1,140,000.00 $675,000.00
Strategy 2 Encourage participation in 

environmentally friendly and energy 
efficient activity with the goal of 
changing behavior

Tactics Walmart.com/green Web site No cost $0.00 $0.00 $0.00 $0.00
In-store posters  4,100 stores @ $9.75 ea. $9.75 $39,975.00 $0.00 $39,975.00
Hire Spokesperson $300K one time payment $300,000.00 $300,000.00 $0.00 $300,000.00
Public appearences by spokesperson 15 appearences @ $5K ea. $5,000.00 $75,000.00 $0.00 $75,000.00

Partner with politicans/opinion leaders No cost $0.00 $0.00 $0.00 $0.00

Partner with celebrities 3 celebrities @ $100K ea. $100,000.00 $300,000.00 $0.00 $300,000.00
Recycling bins  4,100 bins @ $43 ea. $43.00 $176,300.00 $176,300.00 $0.00
Submition of sustainability projects No cost $0.00 $0.00 $0.00 $0.00
TV commercial production 1 commercial @ $200K $200,000.00 $200,000.00 $0.00 $200,000.00

TV commercial placement 10/wk 20 wks $1K ea. $1,000.00 $200,000.00 $0.00 $200,000.00
Reusableable shopping bag promotion 25K bags @ .39 ea. $0.39 $9,750.00 $9,750.00 $0.00

Post podcasts No cost $0.00 $0.00 $0.00 $0.00
Strategy subtotal $606,053.14 $1,301,025.00 $186,050.00 $1,114,975.00

Strategy 3 Emphasize Wal-Mart’s “green” 
products and package design 
illustrating Wal-Mart as a leader in 
sustainable retail

Tactics Walmart.com/green No cost $0.00 $0.00 $0.00 $0.00
In-store product displays 4,100 displays @ $10 ea. $10.00 $41,000.00 $0.00 $41,000.00

Pitch feature story No cost $0.00 $0.00 $0.00 $0.00
Sweepstakes reward $15K to produce product $15,000.00 $15,000.00 $0.00 $15,000.00
News releases No cost $0.00 $0.00 $0.00 $0.00

Strategy subtotal $15,010.00 $56,000.00 $0.00 $56,000.00
Strategy 4 Leverage “green” retail properties in 

key markets to help drive traffic and 
generate inquiries

Tactics In-store posters 4,100 displays @ $25 ea. $25.00 $102,500.00 $0.00 $102,500.00
Sustainability Spotlight B-roll, interviews, No cost $0.00 $0.00 $0.00 $0.00

Purchase information 
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Wal-Mart facility tours No cost $0.00 $0.00 $0.00 $0.00
Speeches by store managers No cost $0.00 $0.00 $0.00 $0.00

Strategy subtotal $25.00 $102,500.00 $0.00 $102,500.00
Strategy 5 Design and open a viable retail store 

prototype that is 25 to 30 percent 
more energy efficient and will produce 
up to 30 percent fewer GHG emissions 
by 2009 globally

Tactics Finish building experimental "green" 
stores 

No cost; Facilities budget $0.00 $0.00 $0.00 $0.00

Test sustainable technologies No cost; Facilities budget $0.00 $0.00 $0.00 $0.00
Build green facility in Arkansas No cost; Facilities budget $0.00 $0.00 $0.00 $0.00
News releases No cost $0.00 $0.00 $0.00 $0.00
Virtual tour video production 2 hrs footage @ $80/hr $80.00 $160.00 $0.00 $160.00
Virtual tour video editing 2 hrs editing @ $50/hr $50.00 $100.00 $0.00 $100.00

Strategy subtotal $130.00 $260.00 $0.00 $260.00
Strategy 6 Partner with organizations active in 

sustainability and eco-friendly 
initiatives

Tactics Partnership with National Fish and 
Wildlife Foundation

$1 million one-time 
donation in 2010

$1,000,000.00 $1,000,000.00 $1,000,000.00 $0.00

News releases No cost $0.00 $0.00 $0.00 $0.00
CRM w/ national organization $2 million one-time $1,000,000.00 $1,000,000.00 $1,000,000.00 $0.00
"Partners in Sustainability" event venue 3 hrs @ $200/hr $200.00 $600.00 $0.00 $600.00

Refreshments/food 200  @ $4/person $4.00 $800.00 $0.00 $800.00
Strategy subtotal $2,000,204.00 $2,001,400.00 $2,000,000.00 $1,400.00

Key public Local Communities
Strategy 1 Communicate the importance and value 

of sustainability and helping the 
environment in local communities near 
Wal-Mart locations

Tactics News releases No cost $0.00 $0.00 $0.00 $0.00
U.S. Conf. Mayors' Climate Protect. 
Award

Engraved plaque @ $15 $15.00 $15.00 $0.00 $15.00

Community leader speeches venue 8 1hr @ $50/hr $50.00 $400.00 $0.00 $400.00
Question and answer sessions venue 8 1hr @ $50/hr $50.00 $400.00 $0.00 $400.00
Opinion editorial letters No cost $0.00 $0.00 $0.00 $0.00
Radio PSA production 3 30-sec @ $40K ea. $40,000.00 $120,000.00 $120,000.00 $0.00
Radio PSA placement 10/wk 20 wks $1K ea. $1,000.00 $200,000.00 $200,000.00 $0.00
"Go Green" activity days at local stores 2,000 stores @ $2K/day $2,000.00 $4,000,000.00 $0.00 $4,000,000.00

Strategy subtotal $43,115.00 $4,320,815.00 $320,000.00 $4,000,815.00

Key public International Communities
Strategy 1 Communicate the importance and value 

of self sustainability overseas and 
aiding farmers in foreign markets across 
the globe

Tactics News releases No cost $0.00 $0.00 $0.00 $0.00
Radio PSA production 3 30-sec @ $40K ea. $40,000.00 $120,000.00 $120,000.00 $0.00
Radio PSA placement 10/wk 20 wks $1K ea. $1,000.00 $200,000.00 $200,000.00 $0.00
Post podcasts No cost $0.00 $0.00 $0.00 $0.00
Feature TV commercials testimonials Testimonials @ No cost $0.00 $0.00 $0.00 $0.00



 Walmart 19 

TV commercial production 1 commercial @ $200K $200,000.00 $200,000.00 $0.00 $200,000.00

TV commercial placement 10/wk 20 wks $1K ea. $1,000.00 $200,000.00 $0.00 $200,000.00

Pitch feature stories No cost $0.00 $0.00 $0.00 $0.00
Strategy subtotal $242,000.00 $720,000.00 $320,000.00 $400,000.00

Key public Executives/Employees
Strategy 1 Leverage employee participation and 

experiences to engage the public in 
sustainable efforts

Tactics Sustainability Spotlight B-roll, interviews, No cost $0.00 $0.00 $0.00 $0.00

News releases No cost $0.00 $0.00 $0.00 $0.00
Employee newsletter 20K @ 1.09 ea. $1.09 $21,800.00 $0.00 $21,800.00
Employee produced podcasts Interviews, No cost $0.00 $0.00 $0.00 $0.00
Wal-Mart's Personal Sustainability Blog No cost $0.00 $0.00 $0.00 $0.00

Strategy subtotal $1.09 $21,800.00 $0.00 $21,800.00

Key public Suppliers
Strategy 1 Demonstrate the effectiveness of Wal-

Mart’s sustainability standards on the 
environment, as well as its ability to 
improve efficiency and product quality

Tactics Sustainability Spotlight B-roll, interviews, No cost $0.00 $0.00 $0.00 $0.00

Wal-Mart's Packaging Network No cost $0.00 $0.00 $0.00 $0.00
News releases No cost $0.00 $0.00 $0.00 $0.00
Supplier Newsleter 20K @ 1.09 ea. $1.09 $21,800.00 $0.00 $21,800.00
Supplier Sustainability Brochure 20K full color @ .35 ea. $0.35 $7,000.00 $0.00 $7,000.00

Strategy subtotal $1.44 $28,800.00 $0.00 $28,800.00
Strategy 2 Partner with suppliers and 

organizations actively following 
sustainability and eco-friendly 
standards

Tactics Wal-Mart’s Alternative Fuels Network No cost $0.00 $0.00 $0.00 $0.00

Studies by Greenhouse Gas (GHG) 5 studies @ S80K ea. $80.00 $400,000.00 $0.00 $400,000.00

Wal-Mart’s Carbon Disclosure Project No cost $0.00 $0.00 $0.00 $0.00

News releases No cost $0.00 $0.00 $0.00 $0.00
Supplier luncheons 4 luncheons at $4K ea. $3,000.00 $12,000.00 $0.00 $12,000.00
Most Sustainable Supplier Award Engraved plaque @ $15 $15.00 $15.00 $0.00 $15.00

Strategy subtotal $3,095.00 $412,015.00 $0.00 $412,015.00

Key public Stockholders
Strategy 1 Communicate the effectiveness of Wal-

Mart’s sustainability platform thus far 
and plans to accelerate it in the future

Tactics Walmartstores.com/Sustainability No cost $0.00 $0.00 $0.00 $0.00
Global Sustainability Report 5,000 @ 1.09 per report $1.09 $5,450.00 $0.00 $5,450.00
Webcast video production 3 hrs footage @ $80/hr $80.00 $240.00 $0.00 $240.00
Webcast video editing 8 hrs editing @ $50/hr $50.00 $400.00 $0.00 $400.00
Sustainability Milestone Meeting venue 3 hrs @ $300/hr $300.00 $900.00 $0.00 $900.00

Milestone Meeting Refreshments 200 @ $2/person $2.00 $400.00 $0.00 $400.00
Information packet 1,000 @ 1.28 per packet $1.28 $1,280.00 $0.00 $1,280.00
News releases No cost $0.00 $0.00 $0.00 $0.00

Strategy subtotal $434.37 $8,670.00 $0.00 $8,670.00
CAMPAIGN TOTAL $3,980,469.39 $10,788,285.00 $3,966,050.00 $6,822,235.00

 
  



 Walmart 20 

Phase 9: Evaluation 
“Historically the majority of PR measurement dollars have gone toward outputs (exposure) rather than outcomes (influence and 
action).  For most major PR programs, it is no longer considered sufficient to just measure outputs.  Clients and companies 
increasingly demand to understand what actually happened as a result of getting a media hit rather than celebrating just getting the 
hit” (Bartholomew, 2008).  
 
In recent years, Walmart has had a strong presence in the media mostly concerning negative publicity; however, there is no 
evidence of media content analysis, cyberspace analysis, event measurement or public opinion polls (Davenport, 2009). Using 
output metrics, such as these, are important for Walmart to understand how, where and when the media is discussing their 
company, why Internet users are talking about their practices and products, the reach of special events, and the exposure of their 
PR efforts. Being that much of Walmart’s tactics center on the media, Internet and special events, a thorough examination of output 
is necessary to measuring part of the campaign’s success. 
 
Moreover, to accurately understand the impact of their campaign, Walmart should examine outtakes to know whether or not publics 
have received their messages, and if they were understood and retained. Outtakes would prove whether Walmart met their 
campaign objectives through a variety of measurable tactics to understand whether “key publics actually received, paid attention to 
and understood the messages directed at them” (Davenport, 2009). This information is obtainable through qualitative methods, like 
interviews, polling and focus groups, or quantitative methods, such as mall intercepts, telephone, e-mail poll, etc. Some of these 
same research techniques can be used to measure recall and retention, but particular attention should be paid to unpaid public 
relations and paid advertising. It does not mean as much to Walmart to know that an individual received a message, but finding out 
where the information came from is imperative to future success (Davenport, 2009), 
 
Due to Walmart’s great media presence, Walmart should also focus on outcomes by allocating more research based on attitudes, 
preferences and behaviors. For the most part, Walmart is trying to change attitudes associated with the company to portray the retail 
giant in a more positive light. Paying particular attention to outcomes would prove whether or not their efforts are being met on a 
more psychological level. Surveys and focus groups are one of the best approaches to understanding how publics truly think, feel 
and perceive Walmart, and knowing how effective, or rather ineffective, their public relations campaign is would guide the company 
with a more educated and accurate understanding of key publics in future campaigns (Davenport, 2009).   
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Figure Example 1. Public service announcement. 
 
 
 

 

July 17, 2009 CONTACT:   Lauren Peretti 

 Walmart Stores, Inc. 

PUBLIC SERVICE ANNOUNCEMENT (301) 286-3226 

 lnperetti@walmart.com 

Start date: Jan. 1, 2010 

Stop date: May 1, 2010 

 

WALMART SUSTAINABILITY 

Reading time: 30 seconds 

SUSTAINABILITY AT WALMART MEANS SAVING THE PLANET WITHOUT 

EMPTYING YOUR WALLET. WE OFFER OVER 50 ENVIRONMENTALLY PREFERRED 

AND ENERGY EFFICIENT PRODUCTS. 

DID YOU KNOW REPLACING 1 STANDARD LIGHT BULB WITH A C-F-L BULB 

CAN SAVE UP TO 36 DOLLARS IN ENERGY COSTS? NOW THAT’S A BRIGHT IDEA.  

TO LEARN MORE ABOUT SUSTAINABLITY AND LIVING GREEN, GO TO W-

W-W DOT WALMART DOT COM SLASH GREEN. 

SAVE MONEY. LIVE BETTER. WALMART. 

###  
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Figure Example 2. Social networking site www.twitter.com/WalMartGreen. 
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Figure Example 3. Blog http://walmartgoesgreen.wordpress.com. 
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Figure Example 4. News release. 
 

 

CONTACT: Lauren Peretti, Marketing and Communications Director 
(301) 286-3226, lnperett@walmart.com 

 

Walmart’s Packaging Network reduces shipping supplies and expenses 

Sustainability benefits suppliers and consumers 

BENTONVILLE, Ark., July 17, 2009 – The world’s largest retailer on the planet has plans to become the greenest. 

As part of Walmart’s Sustainability 360 platform, the company is encouraging suppliers around the globe to produce 

more environmentally-friendly products and packaging to minimize carbon footprint. 

The introduction of Walmart’s Packaging Network works with global suppliers to cut shipping supplies and 

reduce expenses by minimizing packaging with materials that can be recycled or reused. The partnership saves the 

environment and reduces costs making products more affordable for consumers. 

“Walmart’s efforts include partnerships with its major suppliers to reduce packaging wastes,” said Bill Wertz, 

division director of media relations. “As the largest client of supplier companies, Walmart can exert more corporate 

muscle and make more demands towards sustainability.” 

Walmart’s Packaging Network is one of 13 sustainable values networks that set a goal to reduce packaging 

in their supply chain by five percent by 2013. This would save $3.4 billion, and prevent 660,000 tons of carbon 

dioxide from entering the atmosphere. 

Supplier General Mills joined Walmart’s ranks and began straightening its Hamburger Helper noodles so the 

product could lie flatter in smaller boxes. This change saved 900,000 pounds of paper fiber, reduced greenhouse gas 

emissions by 11 percent, removed 500 trucks from highways and increased the quantity of product shelves by 20 

percent. Other suppliers are quickly making the switch to more sustainable practices, and Walmart is sharing 

Packaging Network results with competing retail companies to grow the eco-initiative.  

About Walmart 

Every week, millions of customers visit Walmart stores, Neighborhood Markets, and Sam’s Club locations 

across America or log on to its online store at http://www.walmart.com. The company and its Foundation are 

committed to a philosophy of giving back locally. Walmart (NYSE: WMT) is proud to support the causes that are 

important to customers and associates right in their own neighborhoods, and last year gave more than $378 million to 

local communities in the United States. More information about Walmart can be found by visiting 

http://www.walmartstores.com. 

# # #  
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Figure Example 5. Tri-fold brochure (front/back and inside spread). 
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