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What to look for in our 2008 CSR Report.

At Walmart Canada, corporate social responsibility (CSR) is a commitment to operate in a way that promotes positive outcomes for our environment, our associates, those who manufacture 
the merchandise on our shelves, and the communities in which we operate. Our mission from the beginning has been to lower prices to save Canadians money so they can live better. Today, 
we have a greater appreciation of how the many choices we make as a company can enable others, both in Canada and the broader world, to live better.

Defining Corporate Social Responsibility.  

Environment:
Committed to reducing our overall environmental impact of our operations and products.

People: 
Committed to being a great place to work.

Responsible Sourcing:
Committed to supporting our suppliers, both domestic and international, in acting responsibly.

Community:
Community Investment
Committed to have a positive economic impact on Canadian communities.

Community Involvement
Committed to make a meaningful difference in the quality of life for Canadians.

As one of Canada’s largest companies, corporate social responsibility (CSR)  
is one of our biggest duties. Our size gives us considerable influence – and,  
with it, considerable responsibility. 

At Walmart Canada, CSR has become part of our DNA. Ultimately, a 
commitment to responsible business practices helps us do what we do 
best – save Canadians money so they can live better. 

At our core, we are a company determined to do what companies are 
meant to do – grow and prosper. At the same time, in recent years, 
we have gained an increasing appreciation for the need and ability 
of individuals and communities to prosper alongside Walmart. 
Our perspective and priorities fit broadly into four areas of CSR: 
environment, people, responsible sourcing and community. 

Our commitments to sustainability offer a great illustration of 
the positive effect of CSR. As people, we know that committing 
to sustainability is the right thing to do for the good of our 
families, our communities and our planet. As business people, 
we are seeing clear proof that committing to sustainability is 
the right thing to do for the good of our company. When we 
cut costs on packaging materials, transportation fuel, store 
energy and more, we cut costs for our business. And that 
is a good thing for our customers. With the right steps, this 
virtuous circle can perpetuate.

This CSR Report provides a snapshot look at some of the many 
ways we try to positively affect the lives of Canadians and how 
we constantly look for ways to improve our record. It documents 
the results of our efforts, big and small, while spelling out our 
plans for continued improvement through 2009 and beyond.

David Cheesewright 
President and CEO 
Walmart Canada

Ultimately, a commitment to responsible 
business practices helps us do what we 
do best – save Canadians money so they 
can live better.
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At a glance (as of July 2009): 
In Canada since	 1994

Walmart Discount Stores	 254

Walmart Supercentres	 58

Associates	  82,000+

About Walmart Canada. 
Headquartered in Mississauga, Ontario, Walmart Canada 
was established in 1994 by acquiring 122 Woolco stores. 
Today, the company operates more than 300 locations, 
including traditional discount stores, Supercentres and 
our new environmental demonstration store in Burlington, 
Ontario. With more than 82,000 associates, the company 
has grown to become Canada’s third-largest employer.*

Christine Bomé
Director, Government Affairs

Lina Didiodato
Manager, Community Involvement 

Mike Dombrow
Director, E-Commerce

Roland Dreyer
Controller

Toni Fanson
Director, Advertising  

Ken Farrell
Vice President, Store Development

Tan Gill
Country Manager, Responsible Sourcing

Kevin Groh
Director, Corporate Affairs

Bob Hakeem
Senior Vice President, People Division

John Lawrence
Director, Corporate Social Responsibility

Erin Mackey
Manager, Community Involvement

Arlene Minott
Manager, Employer of the Community

Susan Muigai
Director, Risk Management

Andrew Pelletier
Vice President, Corporate Affairs

Alex Roberton
Director, Corporate Affairs, Quebec 

Ronald Strathdee
Vice President, General Counsel and Secretary

Andrew Telfer 
Manager, Sustainability

Jim Thompson
Senior Vice President, Merchandising and Operations

CSR Task Force

Our mission.
Saving Canadians money so they can live better.

Our beliefs.
Respect for the individual. Service to customers.

Strive for excellence.

Our Relationship to Wal-Mart Stores, Inc. 
People are often surprised to learn that Walmart Canada operates largely as an independent company within the global Walmart organization. While ideas like the Walmart 
operating philosophy and values come to us from our parent company, most decisions that impact our business and our customers on a daily basis are made in Canada. 

Walmart Canada.

l All decisions regarding the merchandise we stock, where we source it and how we price it are made in Canada.

l Our associate policies, wages, benefits plan and bonus plans are unique to Walmart Canada. We also have an independent diversity strategy.

l Walmart Canada has its own community involvement program. Our national programs support the Canadian charities we feel best represent the interests of our customers. 

l �Newer Canadian Walmart stores incorporate design features that complement the local community landscape. When building new stores, we tender the contract for 
construction to Canadian contractors.

l �The Walmart private label products we stock are unique to Canada. 

Wal-Mart Stores, Inc. (global).

l Walmart’s defining principles such as Everyday Low Prices, our Three Basic Beliefs, Servant Leadership and our Open Door Policy are common to all Walmart operations.

l �Global sourcing is managed centrally by Walmart’s Global Procurement Division, based in Bentonville, Arkansas, which audits factories producing merchandise on behalf  
of Walmart Canada.

l �Wal-Mart Stores, Inc. may launch major global initiatives aligning all worldwide operations such as our global commitment to operate more sustainably. However, our specific 
initiatives to meet our sustainability goals in Canada are largely made-in-Canada solutions.

*Note: as of July 2009.
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*	 Waste audit was not performed in 2007
**	 Stock Keeping Units (sku’s)
†	 No Canada specific data available for this statistic, as many of the factories producing merchandise for Walmart Canada also produce merchandise for Wal-Mart Stores, Inc.
††	 Source: Report Action Survey 
◊	 Source: Voter Consumer Research- March 2008
◊◊	Amount adjust from 2007 CSR Report

In order to report accurately and relevantly to our stakeholders, Walmart Canada 
partners with consultants from Canadian Business for Social Responsibility (CBSR). 
CBSR is a non-profit CSR consultancy and peer-to-peer learning organization. 
They work with other member companies across Canada to improve their social, 
environmental and economic performance. In 2007 Walmart Canada initiated a 
formal stakeholder engagement process, and through an externally facilitated 

process designed by CBSR, individual stakeholders were identified and invited 
to participate in panel discussions in Ontario and Quebec. We asked community 
leaders, non-governmental organizations and others to review and guide content 
for Walmart Canada’s CSR reporting. The same guiding principles have been 
applied to this report.

Stakeholder engagement.

Boundaries of this report.
Published in July 2009, this Corporate Social Responsibility Report discusses the environmental, social and 
economic impact of Wal-Mart Canada Corp. and the actions taken to meet our corporate social responsibility 
(CSR) commitments during the company’s fiscal year 2009, February 1, 2008 to January 31, 2009. This report 
establishes performance metrics that will enable us to assess our CSR progress going forward. Our intent is to 
share information on issues that are most relevant to our stakeholders, customers, associates, vendors and the 
communities where we operate. For additional information on sustainability at Wal-Mart Stores, Inc.:

Wal-Mart Global Sustainability Report 
www.walmartstores.com/sustainabilityreport

Reporting standard. 
In an effort to create a relevant and useful document, 
Wal-Mart Canada Corp. reviewed various external resources in 
the creation of this report, including Global Reporting Initiative 
(GRI) standards, the most widely accepted sustainability 
reporting framework. GRI standards have been used as a 
benchmarking tool only. We anticipate that future editions of 
this report will include more robust metrics.

Key Performance Indicators (KPIs)
Reporting Area Goals Key Performance Indicators 2007 Results 2008 Results

Environment
Pages 4–7 • �To be supplied by 100% 

renewable energy
• �Produce Zero Waste
• �To sell products that sustain 

our resources and the 
environment 

• �Greenhouse Gas (GHG) produced  
in Canada: 
	 - Direct– Metric Tonnes C02 Equivalent

	 - Indirect– Metric Tonnes C02 Equivalent 
	 - Total emissions per sq. ft (gross)– Metric 
	   Tonnes C02 Equivalent
• �Total electricity intensity per sq. ft.
• �Total waste diversion
• �Percentage of waste diversion
• �Number of environmentally improved 

products** 

71,289
189,119

0.0074
19.3 kWh 

101,720,924 Kgs
N/A*
300+

88,845
210,674 

0.0079
19.4 kWh

123,658,592 Kgs
65%

700+

People
Pages 8–11 • �Provide associates with a work 

experience in which they 
feel valued, rewarded and 
empowered to grow.

• �Number of associates promoted 
• �Number of associates who received 

operational and leadership training 
• �Percentage of associates who received 

computer-based training
• �Percentage of managers/senior 

managers who are women  
(Sr. Management 2007– 26.1%; 2008– 26%)

9,400

1,507
100%

45.9%

9,900

2,383
100%

45.6%

Responsible Sourcing
Pages 12–15 • �Include social and 

environmental criteria in our 
purchasing decisions

• �Improve factory conditions
• �Contribute to the communities 

in which we source

• �Number of factory audits:
	 Direct Imports by Walmart Canada 
	� Domestic Imports (imports by 

Canadian suppliers)
• Percentage of unannounced audits
• Number of factories disapproved
• �Number of suppliers and factory 

managers attending Ethical Standards 
training (globally)†

1,077 audits of 735 factories 
517 audits of 327 factories 

28%
30

10,000

814 audits of 551 factories
492 audits of 346 factories

15%
11

14,297

Community
Community Investment:
Pages 16–19

Community Involvement:
Pages 20–22

• �Give back to local communities 
in ways that matter most to our 
customers and associates

• �Nurture long-term, mutually 
rewarding partnerships with 
local communities

• �Number of new jobs created 
• �Number of new jobs created in 

construction trades
• �Number of Canadian suppliers and 

service providers 
• �Payments to Canadian suppliers and 

service providers 
• �Percentage of Canadians who believe 

Walmart is a valuable member of the 
community††

• �Percentage of Canadians who have a 
favourable opinion of Walmart◊

Total contributions:
       • �Raised through fundraising 
        • Donated by Walmart Canada

4,961
3,650 

6,311

$11.2 billion 

65%

N/A

$13 million 
$6.9 million◊◊

5,083
5,000

6,879

$13.8 billion

N/A

68%

$14.6 million
$7.9 million 

(Overall greenhouse gas emissions have increased compared to 2007 due to the 
addition of new and expanded stores, however, improvements in energy efficiency 
and design have mitigated an increase when measured on a per square foot basis.)
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Looking to improve every year… Our goals for 2009 and beyond:

Welcome to Walmart Canada’s new environmental demonstration store.

Low emissions geo-exchange technology 
This is the first large-scale retail building in Canada  
to use geo-exchange technology. With a network of  
15 kilometres of piping, the system transfers heat and 
cold to and from the store and the earth as needed. 

Energy efficient in-floor radiant heating 
and cooling system 
By physically heating and cooling the floor rather than pumping 
air from the ceiling, the store’s temperature is managed more 
efficiently and customers should be more comfortable.  

Recaptured and recycled waste heat 
Waste heat from the refrigerators is used 
to heat the store. 

Environmentally preferable 
refrigeration system  
The store uses C02 and glycol on secondary 
loops instead of harmful refrigerants.

Energy-saving motion-activated LED lighting in  
refrigerators and freezers 
The refrigerators and freezers light up only when customers are 
nearby, based on timed motion detectors. When they are lit, small 
strips of efficient LED lights – unaffected by the cold – provide the 
brightness required, with less energy use and very little heat.

Electricity-saving outdoor lights 
Lower wattage parking lot lights reduce energy 
consumption without compromising visibility, while 
external signs are powered by energy-saving LED bulbs.

Low-flow sinks, toilets and urinals 
Water conservation is achieved via efficient 
low-flow washroom facilities. 

Scaled down in size, not selection  
This store accomplishes more in less space than the average 
Walmart Supercentre. One of two downsized Supercentres built in 
2008, it takes less energy to heat and cool, less electricity to power, 
and less materials overall.

100% renewable energy  
The store is powered with wind and low-impact water-produced electricity  
through Bullfrog Power™.

Public transit friendly location  
Due to its location, customers can access this 
store by foot, municipal bus or regional 
commuter train. 

Hundreds of environmentally preferable  
products on the shelves 
The store stocks over 700 environmentally preferable products 
(sku’s) including organic clothing, energy efficient appliances, 
ethically sourced foods, biodegradable cleaning products and more.

Walmart Canada’s experimental green store in Burlington, Ontario, is a living lab where we are testing environmentally 
friendly technologies in a real-world setting. Here’s a look at it inside and out. 

Our modelling indicates that our new demonstration store is approximately 60 per cent more energy efficient 
when compared to our stores built in 2005.

● 140 tonnes reduction in carbon emissions annually
● Working toward 85 per cent waste diversion from landfills

Concrete floors 
Instead of using carpet or tiles, the 
store’s concrete floors reduce the 
amount of materials required, and 
 the need for flooring adhesives and 
harsh chemical cleaning products.

Heat-deflecting white roof  
A white roof membrane deflects approximately  
85 per cent of sunlight resulting in lower air 
conditioning needs in summer and less of a strain on 
the provincial power grid. 

Environmentally friendly construction  
The construction of this store was powered 100 per cent 
by renewable energy from Bullfrog Power™, 75 per cent 
of construction waste was diverted from landfill, and 
materials were locally sourced, recycled, and zero-VOC 
where possible.

Sophisticated daylight harvesting system 
Through a network of skylights, the store is lit 
naturally. As the natural lighting changes through 
the day and evening, sensors raise, dim or turn  
off traditional bulbs. 

Green thumbs up!  
“As I said at the opening of the new green demonstration 
store in Burlington on January 21st, Walmart continues 
to show its commitment to energy efficiency, 
renewable energy and environmental sustainability. 
Environmentally friendly retail outlets like this one prove 
that conservation and comfort can be combined for the 
benefit of shoppers and employees.”

Peter Love
Chief Energy Conservation Officer
Conservation Bureau, Ontario Power Authority

Networking toward improvement.
Listening to what others have to say and improving our 
knowledge and skills is an important part of our sustainability 
progress. To meet our sustainability practices and goals, teams 
of people including Walmart representatives and outside 
partners establish and drive our sustainability efforts. We call 
these teams our Sustainability Value Networks (SVNs). We 
established SVNs to assess, identify and measure opportunities 
for sustainability in all areas of our business.

SVNs in action.
The Logistics Scorecard, developed by the Walmart Canada 
Supply Chain SVN, asked our transportation vendors  
to submit a detailed assessment of their sustainable 
performance in five key areas:
● �Equipment – e.g., use of sustainable alternatives like 

speed governors, low-resistance tires, alternate power 
units (APUs), anti-idling devices, etc.

● �Operations – e.g., enforcement of programs for recycling, 
driver training, vehicle idling, parts recycling, etc.

● �Buildings – e.g., responsible energy and waste programs 
like recycling, motion sensor lighting, renewable energy, 
green procurement, etc. 

● �Core values – e.g., corporate commitments throughout 
the business to associate engagement, sustainability, 
vision, innovation, etc.

● �Data – e.g., accurate record keeping and transparency for 
kilometres travelled, energy use tracking, fuel efficiency, etc.

By completing and submitting the scorecard, these vendors 
are helping Walmart begin to measure and quantify the 
sustainable practices of our entire supply chain.

1. To create zero waste:

● �Divert 80% of our company waste from landfill by 2014

● �Divert 95% of our home office waste from landfill by 
the end of 2009

● �Reduce packaging by 5% by 2013

● �Reduce plastic shopping bag waste by 50% by 2013

● �Currently developing organic waste recycling 
program for Supercentres

3. �To sell products that sustain our resources  
and environment:

● �Encourage vendor partners who manufacture and sell 
environmentally friendly products to seek certification 
from unbiased, third-party organizations

● �Eliminate all phosphates from dish and laundry 
detergents sold by 2011

● �Begin to develop a sustainable seafood 
procurement policy in 2009

2. To be 100% supplied by renewable energy:

● �Build stores which will be at least 30% more energy 
efficient than a comparable type in 2005

● �Retrofit existing Walmart stores to attain 20% energy 
efficiency when compared to our same type 2005 
baseline stores

● �Supply chain to be 15% more efficient by 2012  
(2007 baseline)

● �Reduce our GHG footprint by 20% by 2013

● �Consider solar and wind energy as alternate  
power sources 

In 2008 we made sustainability “personal” for our 82,000 Walmart associates, with a challenge to come 
up with their own Personal Sustainability Project (PSP). Our associates rose to the PSP challenge, starting 
carpools, quitting smoking, switching their house lights to CFL and supporting each other with new 
ideas that added up to big change. And, they didn’t stop there. Many of our stores took PSP into their 
communities, to local community and student groups. Our starting goal was to register 25,000 PSPs. To our 
amazement, we’re at 60,000 projects and counting. 

Associates take “green” initiatives personally.

Increased roof insulation 
Thicker, more efficient roof 
insulation reduces the loss of 
hot and cold air.

A lot less waste  
Just inside the front door, a customer recycling centre 
invites customers to responsibly dispose of plastic bags, 
CFL bulbs, printer cartridges and more. Just inside the back 
door of the store, the store’s associates can recycle more 
than 15 waste-streams including cardboard, plastics, 
polystyrene, motor oil and more. This means that – with 
the help of our customers and associates – this store can 
keep at least 85 per cent of its waste out of landfill. 

STATIONERY

Brigitte 
Walmart associate Brigitte has a PSP  
of cleaning green by using Earth-
friendly products. They’re safer for the 
planet, healthier for her family, and 
Brigitte thinks they work great. 

D.I.Y


