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UNITED STATES
SECURITIES AND EXCHANGE COMMISSION

WASHINGTON, D.C. 20549-4561 A
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March 30, 2010 10011175
Erron W. Smith ; - -
Assistant General Counsel _ Received SEC I 3 L{.
Wal-Mart Stores, Inc. Act: 9
702 SW 8th Street - MAR 30 2010 Section:
Bentonville, AR 72716 : Rule: I14q-%
' Washingtm’) DC 20549 |Public _
Re:  Wal-Mart Stores, Inc. Availability: 3-3D .

Incoming letter dated January 29, 2010

Dear Mr. Smlth.

This is in response to your letter dated January 29, 2010 concerning the
shareholder proposal submitted to Wal-Mart by the AFL-CIO Reserve Fund and the
Sisters of the Holy Spirit and Mary Immaculate. Our response is attached to the enclosed
photocopy of your correspondence. By doing this, we avoid having to recite or -
summarize the facts set forth in the correspondence. Copies of all of the correspondence
* also will be provxded to the proponents.

In connection with thls matter, your attention is directed to the enclosure, which
sets forth a brief discussion of the Division’s mformal procedures regarding shareholder
proposals.

Sincerely,

Heather L. Maples
o Senior Special Counsel
Enclosures '

cc: Daniel F. Pedrotty
Director
Office of Investment
American Federation of Labor and Congress of Industrial Orgamzatlons
815 Sixteenth Street, N.W.
Washington, DC 20006

Gabriella Lohan

Treasurer

Sisters of the Holy Spirit and Mary Immaculate
300 Yucca Street

San Antonio, TX 78203-2399



March 30, 2010

Response of the Office of Chief Counsel
Division of Corporation Finance

Re:  Wal-Mart Stores, Inc.
Incoming letter dated January 29, 2010

The propbsai urges the board of directors to adopt principles for national and
international action to stop global warmmg based upon the principles specified in the
proposal.

There appears to be some basis for your view that Wal-Mart may exclude the
proposal under rule 14a-8(i)(10). Based on the information you have presented, it
appears that Wal-Mart’s policies, practices and procedures compare favorably with the
guidelines of the proposal and that Wal-Mart has, therefore, substantially implemented
- the proposal. Accordingly, we will not recommend enforcement action to the
Commission if Wal-Mart omits the proposal from its proxy materials in rehance on
rule 14a-8(i)(1 0).

Sincerely,

{_dulie F. Rizzo
Attormey-Adviser



, " DIVISION OF CORPORATION FINANCE :
- INFORMAL PROCEDURES REGARDING SHAREHOLDER PROPOSALS

The Division of Corporation Finance believes that its responsibility with respect to
matters arising under Rule 14a-8 [17 CFR 240.14a-8], as with other matters under the proxy
rules, is to aid those who must comply with the rule by offering informal advice and suggestions
and to determine, initially, whether or not it may be appropriate in a particular matter to

procedures and proxy review into a formal or adversary procedure.

_ - It is important to note that the staff’s and Commission’s no-action responses to
Rule 14a-8(j) submissions reflect only informal views. The determinations reached in these no-



Walmart

Savemorey, Live bsyar.

702 SW 8th Street
Bentonville, AR 72716

Phone 479.277.0377
Erron.Smith@walmartlegal.com

Legal

Erron W, Smith

Assistant General Counsel ~ Corporate Division

January 29, 2010
VIA E-MAIL

U.S. Securities and Exchange Commission
Division of Corporation Finance

Office of Chief Counsel

100 F Street, N.W.

Washington, D.C. 20549

Re: Walmart Stores, Inc—Notice of Intent to Omit from Proxy Materials the
Shareholder Proposal of the AFL-CIO Reserve Fund

Ladies and Gentlemen:

Wal-Mart Stores, Inc., a Delaware corporation (“Walmart” or the “Company”),
files this letter under Rule 14a-8(j) under the Securities Exchange Act of 1934, as
amended (the “Exchange Act’), to notify the Securities and Exchange Commission (the
“Commission”) of Walmart’s intention to exclude a shareholder proposal (the “Proposar’)
from the proxy materials for Walmart’s 2010 Annual Shareholders’ Meeting (the “2070
Proxy Materials”). The Proposal was submitted by the AFL-CIO Reserve Fund (the
“Proponent’) and its co-proponent, the Sisters of the Holy Spirit and Mary Immaculate.
Walmart asks that the staff of the Division of Corporation Finance of the Commission
(the “Staff’) not recommend to the Commission that any enforcement action be taken if
Walmart excludes the Proposal from its 2010 Proxy Materials for the reasons described
below. A copy of the Proposal, along with the related cover letter, is attached hereto as
Exhibit A.

Walmart expects to file its 2010 Proxy Materials with the Commission on or about
April 19, 2010. Walmart intends to begin printing the 2010 Proxy Materials on or about
April 15, 2010, so that it may begin mailing the 2010 Proxy Materials no later than April
19, 2010. Accordingly, Walmart would appreciate the Staff's prompt advice with respect
to this matter.



. The Proposal.

The resolution included in the Proposal urges the Board of Directors of the
Company (the “Board”) “to adopt principles for national and international action to stop
global warming,” based upon six principles set forth in the Proposal (the “Six
Principles”). In summary, the Six Principles are:

1. reduce emissions to levels guided by science to avoid dangerous global
warming;

2. set short- and long-term emissions targets that are certain and enforceable;

3. ensure that states and localities continue their pioneering efforts to address
global warming;

4. establish a transparent and accountable market-based-system that efficiently
reduces carbon emissions;

5. use revenues from the carbon market to achieve six enumerated goals
relating to global warming; and

6. ensure a level global playing field by providing incentives for emission
reductions and effective deterrents so that countries contribute their fair share to the
international effort to combat global warming.

Exhibit A to this letter includes the exact text of the Proposal.

il. Ground for Exclusion.

The Company believes that the Proposal is excludable on the basis that the Proposal
has been substantially implemented by Walmart as contemplated by Rule 14a-8(i)(10).

Rule 14a-8(i)(10) permits a company to exclude a proposal from its proxy
materials if the company “has already substantially implemented the proposal.” In 1983,
the Commission adopted the current interpretation of the exclusion, noting that for a
proposal to be omitted as moot under this rule, it need not be implemented in full or
precisely as presented:

“In the past, the staff has permitted the exclusion of proposals under Rule 14a-
8(c)(10) [the predecessor provision to Rule 14a-8(i)(10)] only in those cases
where the action requested by the proposal has been fully effected. The
Commission proposed an interpretative change to permit the omission of
proposals that have been ‘substantially implemented by the issuer.” While the
new interpretative position will add more subjectivity to the application of the
provision, the Commission has determined that the previous formalistic
application of this provision defeated its purpose.” Release No. 34-20091 (August
16, 1983).



As stated by the Commission in regard to the predecessor to Rule 14a-8(i)(10),
the general policy underlying the substantially implemented basis for exclusion is “to
avoid the possibility of shareholders having to consider matters which have already
been favorably acted upon by the management.” Release No. 34-12598 (July 7, 1976).
Furthermore, the Staff has stated that “a determination that the company has
substantially implemented the proposal depends upon whether [the company’s]
particular policies, practices and procedures compare favorably with the guidelines of
the proposal.” Texaco, Inc. (March 28, 1991). In other words, Rule 14a-8(i)(10) permits
exclusion of a shareholder proposal when a company has already substantially
implemented the essential objective of the proposal even if by means other than those
suggested by the shareholder proponent. See, e.g., Anheuser-Busch Cos., Inc.
(January 17, 2007)'; ConAgra Foods, Inc. (July 3, 2006)% Johnson & Johnson
(February 17, 2006)*; Exxon Mobil Corporation (March 18, 2004) and Xce/ Energy, Inc.
(February 17, 2004) ;* The Talbots, Inc. (April 5, 2002);%> AMR Corp. gApril 17, 2000);°
Masco Corp. (March 29, 1999);” Erie Indemnity Co. (March 15, 1999);® and Nordstrom,
Inc. (February 8, 1995).° See also Caterpillar Inc. (March 11, 2008); Wal-Mart Stores,
Inc. (March 10, 2008); PG&E Corp. (March 6, 2008); The Dow Chemical Co. (March 5,
2008); and Johnson & Johnson (February 22, 2008), where, in each instance, the Staff
concurred that the registrant could exclude under Rule 14a-8(i)(10) a shareholder
proposal requesting that the company prepare a global warming report where the
company had already published a report that contained information relating to its
environmental initiatives. As reflected by the Masco Corp. letter cited above,
differences between a company's actions and a shareholder proposal are permitted so
long as the company's actions sufficiently address the proponent's underlying concern.

The Company believes that it may exclude the Proposal because, as discussed
below, the Company has already substantially implemented the objectives sought by
the Proponent through its adoption of various internal policies and adherence to
particular principles.

! Permitting exclusion of a shareholder proposal seeking declassification of the board of directors where
the company and its shareholders had previously acted to declassify the company’s board of directors.
? Permitting exclusion of a proposal seeking a sustainability report where the company was already
Eroviding information generally of the type proposed to be included in the report.
Permitting exclusion of a proposal recommending verification of employment legitimacy where the
company was already acting to address the concerns of the proposal.
* Both permitting exclusion of a shareholder proposal requesting that the board of directors prepare a
report explaining the company’s response to certain climate-related issues where the company was
aiready generally addressing such issues through various policies and reports.
® Permitting exclusion of a proposal requesting that the company implement a code of conduct based on
International Labor Organization human rights standards where the company had established and
implemented its own business practice standards.
® Permitting exclusion of a proposal where the company had already implemented such a policy.
” Permitting exclusion of a proposal upon notice that the company had already adopted a similar
resolution.
® Permitting exclusion of a proposal to make the company’s conflict of interest policy applicable to gifts to
directors where the company had already adopted a resolution generally barring acceptance of gifts of
reater than nominal value by directors. ‘
Permitting exclusion of a proposal that the company adopt a code of conduct for its foreign suppliers,
which was substantially covered by existing company guidelines, as being moot.



As one of the largest companies in the world and with an expanding global
presence, Walmart has worked to become a leader in environmental sustainability. It
has a climate strategy that embodies four primary elements:

¢ reduce its direct carbon footprint (compared to a 2005 baseline);
e help its suppliers reduce their carbon footprint;

+ sell more energy-efficient products to help its customers reduce their carbon
footprint; and

e be actively engaged in public policy dialogue.
In implementing that strategy, Walmart is taking a variety of concrete actions, including:

e working to make its stores, distribution centers and fleet of trucks more energy
efficient, with a goal to be supplied 100% by renewable energy;

¢ working toward creating zero waste;

e working with suppliers to limit their carbon footprints and emissions and to reduce
solid wastes, such as packaging materials (including through such initiatives as

b 3

the Company’s “packaging scorecard” and “sustainability index”);
e supporting legislative action aimed at reducing carbon emissions;

e being involved in other initiatives aimed at limiting the carbon dioxide and other
greenhouse gas emissions from its, its suppliers’ and its customers’ facilities,
homes and vehicles and other activities; and

e partnering with concerned organizations and groups such as the Clinton Global
Initiative and the Carbon Disclosure Project (which focuses on collecting and
distributing information aimed at motivating action to address climate change).

The Company genefally'describes its environmental initiatives in its 2009 Global
Sustainability Report, a copy of which is available on Walmart’s corporate website at
www.walmaristores.com/Sustainability/7951.aspx (the “Sustainability Report”).

If one reads the Proposal literally, the Proposal urges the Board to adopt
principles for national and international action that are based on the Six Principles. The
Proposal does not specify the exact nature of the principles to be adopted by the Board,
or precisely how the principles adopted by the Board must be based on the Six
Principles. By its own breadth and indefiniteness, the Proposal leaves the
determination regarding the specific principles to be adopted entirely within the
discretion of the Board. That being the case, Walmart has reviewed its existing policies
and principles regarding global warming and believes that it has substantially
implemented the Proposal. Walmart has in place policies regarding national and
international action that embody and reflect, at least to some degree, each of the Six

4



Principles. In fact, Walmart’s ongoing efforts in environmental sustainability reflect the
fact that Walmart already acts in a manner that is consistent with the Six Principles. In
particular, the Company directs the Staff’s attention to the following points regarding the
Six Principles.

Regarding the Six Principles in general: In pages 35 through 41 of the
Sustainability ‘Report (copies of which are attached to this letter as Exhibit
B), Walmart describes its objectives and principles with respect to the
climate and the particular actions it is committed to taking with respect to
the impact of the Company’s operations on the climate.

Regarding Principle No. 1, which relates to reducing carbon emissions:
As discussed on pages 42 through 44 of the Sustainability Report (copies
of which are attached as Exhibit C to this letter), Walmart is making
substantial efforts to attain meaningful gains in fuel efficiency for its
trucking fleet, which is one of the largest private fleets in the world,
thereby attempting to significantly limit carbon emissions. In addition, the
Company is undertaking efforts to make its stores, Sam’s Clubs and
distribution centers more energy efficient and to use renewable energy
systems, such as wind and solar power, daylight harvesting, and radiant
heat technology. See pages 27 through 34 of the Sustainability Report
(copies of which are attached as Exhibit D to this letter). These efforts are
driven, in part, to reduce the Company’s reliance on non-renewable
energy and to reduce the Company’s greenhouse gas emissions.

Regarding Principle No. 2, which relates to setting short-term and long-
term goals for carbon emissions: Walmart has set definite short- and
long-term goals for reduction of carbon emissions and for other actions
that could result in reduced carbon emissions by or attributable to the
Company, its suppliers and its customers. See pages 20 through 26 and
page 37 of the Sustainability Report (copies of which are included in
Exhibit E to this letter), wherein those goals for reduction of greenhouse
gases (using a 2005 baseline) at its existing stores, Sam’s Club facilities
and distribution centers around the world and for its trucking fleet's fuel
efficiency (which translates into lesser carbon emissions) are disclosed.

Regarding Principle No. 3, which relates to ensuring that states and
localities continue pioneering efforts to address global warming: Walmart
has created twelve “Sustainable Value Networks,” some of which include
representatives of government agencies, to help direct Walmart's
environmental sustainability efforts, including efforts that can affect the
environmental initiatives of Walmart and the communities in which it does
business. See page 19 of the Sustainability Report, which discusses such
networks (a copy of which is attached as Exhibit F to this letter).
Moreover, Walmart actively engages with governmental agencies and
other organizations on environmental and sustainability issues on an
international, national and local level. See page 39 of the Sustainability



Report (a copy of which is attached as Exhibit G to this letter) for a
discussion of one facet of such effort. Please also see page 40 of the
Sustainability Report (a copy of which is attached as Exhibit H hereto) for
a discussion of Walmart's “Greening State Capitols” program, which
program reflects the Company’s commitment to working with states and
localities to make pioneering efforts to address climate change. Please
also see Walmart's paper, “Wal-Mart Position on Greenhouse Gas
Emissions” dated May, 2008 (a copy of which is attached as Exhibit |
hereto) (the “Position Paper”), which discusses Walmart's work with the
Chinese government to address carbon emissions in that country.

Regarding Principle Nos. 4 and 5, which relate to the establishment of a
market-based system that reduces carbon emissions and the use of
revenues from that market to support certain efforts: Walmart is
committed to the enactment of well-designed cap-and-trade legislation,
which it expects would result in the establishment of a market-based
system to reduce emissions of the type suggested by Principle No. 4 and
could result in support of any number of the efforts alluded to by Principle
No. 5. See pages 35 and 40 of the Sustainability Report (copies of which
are attached as Exhibit J to this letter) for discussion of that commitment.
Please also see Walmart’s press release, dated January 19, 2007 (a copy
of which is attached as Exhibit K hereto) reporting on Walmart’'s support
for “strong national policies and market-based programs for greenhouse
gas reductions . . . . Walmart's positions on carbon emissions, as
reflected in the Position Paper, embody aspects of Principle No. 5, such
as investment of carbon market revenues “in clean energy technologies
and energy efficient measures.” For example, the Position Paper
specifically notes Walmart’'s view that the proceeds from the sale of credits
in the carbon market could be used to “fund the discount and/or promotion
of energy efficient consumer products.”

Regarding Principle No. 6, which relates to providing incentives to
countries to encourage their equitable contribution to emission reductions
and effective deterrents to global warming: Walmart has undertaken
many initiatives around the world that provide incentives for persons in
various countries to act in environmentally responsible ways, including
ways that will affect their carbon emissions and thereby aid their countries
in doing their part in fighting climate change. For example, Walmart's
suppliers know that Walmart is committed to dealing with suppliers who
are themselves committed to reducing their carbon footprints. See pages
37 through 65 of the Sustainability Report (copies of which are attached
as Exhibit L to this letter), which contain discussions of examples of
Walmart’'s engagement with third parties and its efforts to provide
incentives to those third parties to help reduce their countries’ carbon
emissions. On June 2, 2008, Walmart wrote a letter to Senator Barbara
Boxer, the Chair of the U.S. Senate’s Committee on Environment and
Public Works, and Senator James Inhofe, the Ranking Member of that



committee, regarding Walmart’s view on U.S. climate change legislation (a
copy of which is attached as Exhibit M hereto). In that letter, Walmart
noted that:

“Wal-Mart believes that a key element of U.S. climate
change policy should be to create incentives and
encourage actions by other countries, including large
emitting economies in the developing world, to
implement greenhouse gas reduction strategies. We
support constructive diplomatic efforts to make all
countries part of the solution.”

As is demonstrated by the foregoing and by the Sustainability Report, Walmart
has adopted and works daily to implement principles that are based on the concepts
that the Six Principles reflect. By not specifying the principles the Board must adopt, the
Proposal gives the Board great discretion to determine what global warming principles
the Board will adopt. The Proponent could have easily written a proposal giving greater
certainty and definition to the Proposal’s requirements. Because of the Proposal’s lack
of specificity as to how the Proposal needs to be implemented, Walmart’'s determination
regarding whether it has already substantially implemented the Proposal should be
given great deference. Walmart has adopted its current principles for environmental
action after careful consideration and with due regard to the actions that Walmart, as a
business organization with responsibilities to its shareholders, may properiy take to help
combat climate change. As a consequence, Walmart does not anticipate that it would
adopt any principles in addition to those already guiding its own already extensive
actions with regard to carbon emissions and climate change if the Proposal were to be
adopted.

Accordingly, Walmart believes that it may exclude the Proposal from its 2010
Proxy Materials under Rule 14a-8(i)(10), as the Proposal has already been substantially
implemented by Walmart.

1. Conclusion.

Walmart hereby requests that the Staff confirm that it will not recommend any
enforcement action if Walmart excludes the Proposal from the 2010 Proxy Materials.
Should you disagree with the conclusions set forth herein, we would appreciate the
opportunity to confer with you prior to the issuance of the Staff's response. Moreover,
Walmart reserves the right to submit to the Staff additional bases upon which the
Proposal may properly be excluded from the 2010 Proxy Materials.

By copy of this letter, the Proponent is being notified of Walmart’s intention to
omit the Proposal from its 2010 Proxy Materials.



Please call the undersigned at (479)277-3077 or Geoffrey W. Edwards,
Assistant General Counsel, at (479) 204-6483 if you require additional information or
wish to discuss this submission further.

Thank you for your consideration.

Respectfully Submitted,

Erron W. Smith
Assistant General Counsel

cC: AFL-CIO Reserve Fund
c¢/o American Federation of Labor and
Congress of Industrial Organizations
815 Sixteenth Street, N.W.
Washington, D.C. 20006
Attention: Mr. Rob McGarrah

Sisters of the Holy Spirit and Mary Immaculate (Co-proponent)
c/o Mr. Rob McGarrah
American Federation of Labor and
Congress of Industrial Organizations
815 Sixteenth Street, N.W.
Washington, D.C. 20006
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Roberta Reardon
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November 17, 2009
Sent by FAX and UPS Next Day Air

Mr. Gordon Y. Allison, Vice President
and General Counsel

Corporate Division

Wal-Mart Stores, Inc.

702 Southwest 8th Street

Bentonville, Arkansas 72716-0215

Dear Mr. Allison:

On behalf of the AFL-CIO Reserve Fund (the “Fund”), I write to give notice that pursuant
to the 2009 proxy statement of Wal-Mart Stores, Inc, (the “Company™), the Fund intends to
present the attached proposal (the “Proposal™) at the 2010 annual meeting of shareholders (the
“Annual Meeting”). The Fund requests that the Company include the Proposal in the Company’s
proxy statement for the Annual Meeting. The Fund is the beneficial owner of 1,634 shares of
voting common stock (the “Shares”) of the Company and has held the Shares for over one year.
In addition, the Fund intends to hold the Shares through the date on which the Annual Meseting is
held.

The Proposal is attached. I represent that the Fund or its agent intends to appear in person
or by proxy at the Annual Meeting to present the Proposal. 1declare that the Fund has no
“material interest” other than that believed to be shared by stockholders of the Company
generally. Please direct all questions or correspondence regarding the Proposal to Rob McGarrah
at 202-637-5335.

Sincerely,

Daniel F, Pe
Director
Office of Investment

DFP/ms
opeiu #2, afl-cio

Attachment



Principles to Stop Global Warming

RESOLVED: The Shareholders of Wal-Mart Stores, Inc. {(the “Company”) urge the

Board of Directors (the “Board”) to adopt principles for national and international action to stop
global warming, based upon the following six principles:

1.

2.

6.

Reduce emissions to levels guided by science to avoid dangerous global warming. “ A

Set short- and long-term emissions targets that are certain and enforceable, with periodic
review of the climate science and adjustments to targets and policies as necessary to meet
emissions reduction targets.

Ensure that states and localities continue their pioneering efforts to address global
warming.

b¥
Establish a transparent and accountable market-based system that efficiently reduces
carbon emissions.

Use revenues from the carbon market to:

o Keep consumers whole as our nation transitions to clean energy;
Invest in clean energy technologies and energy efficiency measures;
* Assist states, localities and tribes in addressing and adapting to global warming
impacts; ,
» Assist workers, businesses and communities, including manufacturing states, in a
just transition to a clean energy economy;
s Support efforts to conserve wildlife and natural systems threatened by global
warming; and ' "
» Work with the international community, including business, labor and faith
leaders, to provide support to developing nations in responding and adapting to
.- global warming. In addition to other benefits, these actions will help avoid the
" threats to international stability and national security posed by global warming.

Ensure a level global playing field by providing incentives for emission reductions and
effective deterrents so that countries contribute their fair share to the international effort
to combat global warming.

Supporting Statement

The President of the United States, the Congress and heads of state of America’s global

trading partners all agree that global warming is a clear and present danger and must be stopped.

iy
The President has wamned that, “the threat from climate change is serious, it is urgent, and

it is growing, Our generation's response to this challenge will be judged by history, for if we fail



to meet it—boldly, swiftly, and together—we risk consigning future generations to an
irreversible catastrophe.” [Speech to G-20, 9/22/2009.]

Leading companies, including Alcoa, Apple, Caterpillar, Deere, Dow Chemical, Duke
Energy, Entergy, Gap, General Electric Company, IBM, Johnson & Johnson, PepsiCo, Starbucks
and Xerox have recognized the threat posed by global warming and are taking steps to stop it.
Each company has adopted principles that recognize that the way forward must include national
legislation and international treaties to effectively stop global warming.

Our Company and its shareholders would realize significant gains from the Board’s
adoption of principles to stop global warming.

We urge you to vote FOR this proposal. W



Office Of The Treasurer

Sisters of the Holy Spirit
and Mary Immaculate

December 14, 2009

Thomas D. Hyde
Executive Vice President, Legal Affairs and Corporate Secretary

Wal-Mart Stores, Inc.
702 SW Eighth Street MS0240

Bentonville, AR 72716 :
Dear Mr. Hyde:

I am writing you on behalf of the Sisters of the Holy Spirit and Mary iImmaculate in support
the stockholder resolution on Principles to Stop Giobal Warming. In brief, the proposal
states that the Shareholders of Wal-Mart Stores, Inc. (the “Company”) urge the Board of
Directors (the “Board”) to adopt principles for national and intemational action to stop

global warming.

| am hereby authorized to notify you of our intention to co-file this shareholder proposal
with the AFL-CIO for consideration and action by the shareholders at the 2010 Annual
Meeting. | hereby submit it for inclusion in the proxy statement for consideration and action
by the shareholders at the 2010 annual meeting in accordance with Rule 14-a-8 of the
General Rules and Regulations of the Securites and Exchange Act of 1934. A
representative of the shareholders will attend the annual meeting to move the resolution as

required by SEC ruies.

We are the owners of $2,000 worth of the shares of Wal-Mart Stores, Inc. stock and intend
to hold $2,000 worth through the date of the 2010 Annual Meeting. Verification of

ownership will follow.

We truly hope that the company will be willing to dialogue with the filers about this
proposal. Please note that the contact person for this resolution/proposal wili be: Rob
McGarrah of the AFL-CIO at 202-637-5335 or at rmcgarra@aficio.org,

-Respectfuily yours,

IS WA CTR

Sr. Gabriella Lohan, Treasurer

A
Holy Spirit Convent
300 Yucca Street * San Antonio, Texas 78203-2399 + 210-533-5149 ¢ Fax 210-533-3434 * e-mail: Gabriella@shsp.org



Principles to Stop Global Warming
2010 — Wal-Mart Stores, inc.
RESOLVED: The Shareholders of Wal-Mart Stares, Inc. {the *“Company") urge the Board of Directors (the
"Board”) to adopt principles for national and international action to stop global warming, based upon the
following six principles:

1. Reduce emissions to levels guided by science to avoid dangerous global warming.

2. Set short- and long-term emissions targets that are certain and enforceable, with periodic review of the
climate science and adjustments to targets and policies as necessary to meet emissions reduction targets.

3. Ensure that states and localities continue their pioneering efforts to address global warming.

4. Establish a transparent and accountable market-based system that efficiently reduces carbon emissions.
5. Use revenues from the carbon market to:

* Keep.consumers whole as our nation transitions to clean energy,;

* Invest in clean energy technologies and energy efficiency measures;

* Assist states, localities and tribes in addressing and adapting to global warming impacts;

* Assist workers, businesses and communities, including manufacturing states, in a just transition to a clean
energy economy;.

* Support efforts to conserve wildlife and natural systems threatened by global warming; and

* Work with the international community, including business, labor and faith leaders, to provide support to
developing nations in responding and adapting to global warming. In addition to other benefits, these actions
will help avoid the threats to international stability and national security posed by global warming.

6. Ensure a level global playing field by providing incentives for emission reductions and effective deterrents
so that countries contribute their fair share to the international effort to combat global warming.

Supporting Statement: The President of the United States, the Congress and heads of state of America’s
global trading partners all agree that global warming is a clear and present danger and must be stopped.

The President has warned that, “the threat from climate change is serious, it is urgent, and it is growing. Our
generation's response to this challenge will be judged by history, for if we fail to meet it ,boldly, swiftly, and
together, we risk consigning future generations to an irreversible catastrophe.” [Speech to G-20, 8/22/2009.]

Leading companies, including Alcoa, Apple, Caterpillar, Deere, Dow Chemical, Duke Energy, Entergy, Gap,
General Electric Company, IBM, Johnson & Johnson, PepsiCo, Starbucks and Xerox have recognized the
threat posed by global warming and are taking steps to stop it. Each company has adopted principles that
recognize that the way forward must include national legislation and international treaties to effectively stop
global warming.

Our Company and its shareholders would realize significant gains from the Board's adoption of principles to
stop global warming.

We urge you to vote FOR this proposal.
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Climate

WAL-MART'S CLIMATE STRATEGY

OVERVIEW

Wal-Mart is looking at ways to reduce its greenhouse gas emissions. Climate change may not
cause hurricanes, but warmer ocean water can make them more powerful. Climate change may
not cause rainfall, but it can increase the frequency and severity of heavy flooding. Climate

change may not cause droughts, but it can make droughts longer. _

Every company has a responsibility to reduce greenhouse gases as quickly as it can. That's why we are working in a number
of areas to reduce our Company’s carbon footprint, and also working with our suppliers and customers 1o help them do the same.
vesting inrenewable energy, increasing energy efficiency in our buildings and trucks, working with suppliers
g legislation in the U.S. to reduce greenhouse gas emissions — including the

Currently, we are i»
carbon cut of preducts and supp
enactment of a well-designed cap-and
ay we can leverage our broad netw

10 1aK

rade system,.

We see this as one w ork of suppliers, stakeholders, associates and customers to drive

sustainabie change in our industry and beyond. As we do this, we are learning more and more about how to become a more

about the value of sharing our learnings as we go.

H i

responsible global retailer and
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OUR ENVIRONMENTAL IMPACT

With more than 7,800 stores around the world and operatior
to grow. While we have made improvements |
the responsibifi

+ are still expanding, our environm impact continues
n reducing our energy intensity by sales volume, we recognize that we have
o Aind opportunities to further reduce our environmental impact whenever p

vossible. By making changes
rgy and waste, while zeducmg our direct carbon footprint,
Additionally, we have launched new eﬁons to bring more sustainable practices into cur supply chain to reduce our indirect
environmental impact.

1O cur own operations, we can identify ways 1o save money on ene

TONNES OF CO» TOTALTONNES OF CO» W%i*MﬁR?’_SCOz
BY MARKET (2005-2007) EQUIVALENT (2005~2007) EMISSIONS PER SALES®
{In millions) {In millions) {Tonnes/$1 million usb)

18

-
0/

B 7005 {FY08)

54.5 bilion USD

1 il
i miffion

ey
ol man ifthere had

ially impact future ((

foy A vt
NS o Impact this megsurement and p
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RENEWABLE ENERGY PROGRAMS

We have three te change goals:
1. Reduce greenhouse gases at our existing stores,

nd distribution centers arcund

Samy's Ciub f:

)
2

the world by 20 percent by 2012 {2005 Baseline),
2. Besign and open a viable store prototype thatis 25 to

30 percent more efficient and produces up to 3“' ercent
fewer greenhouse gas ernissions by the end of 2009
{2005 Baseline) .

3. Dot ;S by 2015

Americas
United States
I 2008, Walmart produced more than 7 million kilowatt hours

{kwh) of electricity from renewable energy sources in the US.

The energy was generated by a combination of wind and
solar power projects at our facilities.

Solar Power: In our 2007 report, we noted that we would be
installing solar projects in up 1o 22 stores, Sam’s Club facilities
and distribution centers located in California and Hawaii. Since
then, we have successfully completed 20 of those installations
with our partners 8P Solar, Power Light and Sun Edison and
expect to add additional installations in 2009. In 2008, these
systems produced more than 7 miflion kWh of clean, renewabie
energy. Many of these systems came on line during the last year

and we expect
1610 18 million kWh, and could reduce greenhouse
sions by 6,000 1o 8,000 rnetric tons per year.

o reach
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a full year’s production from ail of these systems

Wind Power: [n addition to sclar power, we have also moved

ted electricity. Last November,
1 power

into purchasing wind-ge
we announced that we would enter into a four-year wi
purchase agreernent with Duke Energy for our stores in Texas.

350 of our steres and facilities inTexas began

09. The wind
farm is expected 1o have a 904 megawatt capacity, g )
226 million kWh of renewable power each year. This is enough
electricity to supply up to 15 percent of our total energy load
in these stores and faciiities in the deregulated market in Texas,
or power more than 26,000 American homes for one year, This
purchase will also help us avoid producing 139,870 metric tons
of COz emissions, which is equivalent to the CO; emissions

million gallons

Approximately :

using wind-generated, clean electricity in April 20

produced by 18,000 homes every year, or 15.8
of gasoline when consumed. This i

the largest

tiative represents one of
purchases of green power among retailers.




Mexico

A

ie Mexico successfully installed the

In early 2000, Wal-Mart
largest photovoitaic complex in Latin America, according to
ANES {the Mexican Solar Energy Association). The project
consists of more than 1,000 sclar panels, is expected 1o gen-
erate 20 percent of the power needed by the Bodega Aurrera
Aguas

siientes store and will reduce total COz emissions by
140 tons annually.

Canada

Wai-Mart Canada is one of the nation’s largest commercial
purchasers of green power, offsetting coal and nuclear power
with wind and low-impact hydroelectric alternatives provided
by Bullfrog Power. in 2008, Wai-Mart Canada purchased more

than 23,000 megawatts of renewable energy, an increase of
the rnore than 16,000 megawatts purchased in 2007.
Moving forward, Wal-Mart Canada will consider investing
in additional sources of renewable energy, including geothermal
heat pumps and solar power. Additionally, Builfrog Power offers
Wal-Mart associates a discount o clean energy for their homes.

CANADIAN RENEWABLE
ENERGY PRODUCTS

(in Megawatt Hours)

24,060

18,000

12,000

6,000
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Puerto Rico

Our Puerto Rico market is also developing the largest renewable
energy project on the island as a consumer. Up to five stores
are expecied to be cutitted with solar panels in 2009, and they
expect the project to expand 1o 22 stores in the next five years,

Asia

Japan

In Japan, Seiyu is examining the potential to use solar power
at their stores. In the meantime, they are participating in-the
“Green Electricity Certificate Systemn,"which enables them to
purchase 1 million kWh of renewable energy for use in their
stores every year.

REDUCING CARBON

IN OUR SUPPLY CHAIN

Americas

United States

In September 2007, we announced that we would work with
the Carbon Disclosure Project {CDP) to measure energy use
and emissicns throughout our supply chain. This pilot program
incorporated seven Walmart supplier sectors, including DVDs,
toothpaste, soap, beer, milk, vacuum cleaners and soda product
categories. Throughout 2008, Walmart and the CDP evaluated
the pilot and are now preparing for the next phase to incorporate
more product categories into the anaiysis,

Europe

United Kingdom

In the UK, ASDA is also working with suppiliers to reduce the
amount of carbon in the supply chain. In 2007, ASDA worked
closely with a number of our fresh food suppliers to map the
embedded carben in their products, including eggs, milk,
potatoes, lamb and chicken. As part of this work they identified
*hot spots”that can be targeted to significantly reduce levels of
carbon. For example, ASDA is working with 100 dairy farms to
Jual carbon footprint and then provide them
and reduce embedded carbon.

calculate their ind

with a toolkit to help identif



FORESTS AND CLIMATE CHANGE

The burning and clearing of forests accounis for roughly
20 percent of total global greenhouse gas emissions, more
than the emissicns from all the world's cars, trucks and airpianes
combined.Various facets of our environmental strategy promote
sustainable management of the world’s forests, including cur
participation in the World Wil Fund's (WWF} Global Forest
and Trade Network, the investment by Wal-Mart Brazil in
Amazon conservation, and the responsible mining cri
developed through our Jewelry Sustainable Value Network,

by

[

fia
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in 2008, we participated in a process convened by
The Forests Dialogue, which brought together more than
250 experts from industry, governments, multilateral institutions,
indigenous people’s crganizations and conservation groups.
The meeting culminated in a consensus"Statement on Forests
and Climate Change”provided to international policymakers.



HELPING OTHERS REDUCE
THEIR CARBON FOOTPRINT

In addition 1o reducing the energy consumption in our own
stores and Sam’s Club facilities, we are also taking steps to help
our customers and members reduce the footprint of their
homes. In 2008, Sam's Club converied nine Southern California
facilities to include home energy efficiency centers within the
aisles. These centers offer members roof-top solar panels (one
of the first mass-market distribution efforts), energy-efficient
appliances, next-generation efficient lighting, and other
products that promote sustainability such as low-flow toilets
and showerheads. In 2009, Sam'’s Club expects that nearly all
of its locations will feature centers like this.

To share our learnings, we partnered with the National
Governors Association (NGA) in the US. in 2008 to launch the
“Greening State Capitols”program. This unique public-private
partnership between NGA and Walmart offered energy audits
of capitol complexes around the country, providing recom-
mendations on efficiency improvements and estimates of the
amount of energy and money each state can save. During a

two-day auditing process, we sent 2 team of engineering
experts 1o survey state buildings and to suggest energy
efficiency improvements based on technologies that we
have successfully deployed in a nurber of our stores, Sam'’s
Club focations and additionatl facilities around the world.
The areas covered in the audit included:

- lighting,

- heating, ventilation and air-conditioning systems (HY)

» refrigeration: and other equipment,

- rechnologies such as programmabie thermostats, and

g structure, including insulation and windows.

We are currentily delivering final written reports to
participating states and working with the NGA to compiie

cumulative resuits of the parinership, which will be pubi
later this year.
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U.S. CLIMATE POLICY

We are also looking at ways we can apply our learnings and
create opportunities for US. consumers and businesses 1o
reduce emissions. We believe climate legislation should be
designed both tc help consumers make better choices and
10 stabilize greenhouse gas emissions. In other words, it should
help people save money and also live better lives.

To this end, we believe a well-designed cap-and-trade
system will foster the competition, innovation, and business-
to-business and business-to-consumer transactions that will
result in low-cost emission reductions and the creation of
riew "green” jobs. We anticipate that a new, increased demand
for clean energy and energy-saving technologies and services
will be good for our customers and good for America.



“We applaud Wal-Mart’s drive to increase its use of energy efficiency and renewable energy technologies
and look forward to the long-term positive Impact thelr efforts will have on our environment, Wal-Mart’s
decision to take advaniage of the economic and environmental benefits of solar power and energy
efficiency technologles is a great step in the right divection.”

Ron judkoff, director of the Buildings and Thermal Systems Center at the U.S. Department of Energy’s National Renewable

Energy Laboratory (NREL)

“Wal-Mart's action shows that low-carbon technology is increasingly competitive and long-term
sustainability is a winning business strategy. Wal-Mart’s smart and innovative approach should be
used more widely”

Andrew Aulisi, director of the markets and enterprise program, World Resources institute

“The gloomy economy and falling ofl and gas prices have put the damper on plenty of dean-energy projects,
such as T, Boone Pickens’ big Texas wind farm. But today’s storm douds are just a passing phenomenon,
if Wal-Mart's plans ave any indication... More than just a public-relations ploy, increasing reliance on
renewable energy is a way to hedge exposure to volatility in energy markets (as the ¢ity of Houston
showed earlier this vear). Clean energy may not provide 100 percent of the country’s power in coming
years, but the more it becomes an argument for companies to take care of their bottom line, the stron-
ger its prospects become. And Wal-Mart’s announcement is a reminder that not everybody is tearing
up their clean-energy plans for tomorrow based on today’s dip in fossil-fuel prices.”

g A

Keith Johnson, WSJ.com, “Wal-Mart: Wind Power’s Good for the Bottom Line, Even With Cheaper Gas,” November 20, 2008

“State and local governments spend more than $11 billion on energy every vear and those costs are growing
rapidiy. States need to lead by example and the NGA is excited to partner with Wal-Martand use its
expertise to inprove energy efficiency and save money 3t state capitol buildings across the nation.”
Minnesota Governor Tim Pawienty, former chairman of the National Governors Association
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Exhibit C



OVERVIEW
- Our Company operates one of the largest private trucking fleets in both the U.S. and the UK.,
and these fleets support a number of strategically organized Wal-Mart distribution centers
within those countries. Today, our Logistics Division is working hard to make our entire fleet
more efficient, develop the most efficient routes, increase the number of cases per load and
create more sustainable distribution centers,
These initiatives are helping us travel fewer miles. But perhaps most importantly, our in
more efficiently and inexpensively to our customers, reducing our overall impact on the environment and helping us deliver

iatives are helping us bring products

on our mission of saving people money so they can live better.
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ACCOMPLISHMENTS
IN OUR TRUCKING FLEET

Americas
United States
In 2008 and early 2009, we celebrated a nur
accomplishments in our US|
work (S¥N3. Perha
in 2005 1o make our fleet 25 percent ror
of 2008. We calcul

ser of significant
Net-
J dour goal set
ent by the end
t dividing the

Logistics Sustair

25 MOost notable, we sur ca
e

asse
efficie
v firs

ate our fleet efficiency

number of miles we traveled by the average fuel efficiency
we achieved in our trucks as measured in miles per gallon.
This leaves us with the amount of fuel we used to travel those
miles. We next take the number of cases we delivered during
the same time period and divide it by the amount of fuel we
used to dﬂ!%verthe cases. By calculating our efficiency in this
of the aspects that play a role in our fleet
efﬁczency. uvera[l, we reached a 38 percent increase in efficiency
by working within our SYN and with our partners to install
fuel-saving technologies on our trucks, load our trucks and
cases more efliciently, improve ou
number of empty miles our trucks traveied.

7 routing and efiminate the

We calculate our fleet efficiency using the
following equation:

Numberof
Cases Delivered

.. Number of Miles Traveled
Mi{es/Gallon

FLEET EFFICIENCY IMPROVEMENT

(cases delivered divided by miles traveled and average fleet mpg)
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10

These initiatives enabled us t deliver 3 percent more cases
1o our stores while driving 7 percent, or about 90 million, fewer
miles in absolute terms. If we had driven at the same efficiency
level and used the same 1ot ioading methods in 2008
aswedidin 2 ve wouid have driven nearly 140 million
rmore miles to deliver those extra cases.

sand

007, v

3

ve

By driving fewer miles, we avoided adding 200,000 metric

hese el

NS

tons of CO; into the atmosphere. Tl fliciency improves

also resulted in fewer trucks being on the road, reducing wear-
and-tear on roads, highways and bridges. Additionally, our
changes helped us save almost $200 million last year. Now,

>ffici

we are working tow
our fleet by 2015 compared to our fleet in 20085,
While we continued to make our existing trucks more

ard our goal to double ency of

efficient by improving engine calibration and installing tech-
riologies such as auxiliary power units (APUs), we have made
additional efforts 1o explore and integrate aerodynamic and
alternatively fueled trucks into cur fleet. in 2008, we added more
than 1,100 aerodynamic trucks to our fleet to further improve
ou!ﬂeet effciency. We plan to add 1,300 more in 2009.

We still have a lot of progress to make before we reach
our goal to double the efficiency of our flest by 2015, but we
believe we are moving in the right direction to meet that goal,

In addition to transporting products, we have a fleet of
passenger cars used to transport associates. We commitied
1o purchasing an additionat 300 hybrid cars for our passenger
fleet in 2009. Currently, we have 860 hybrids, which is almaost
17 percent of the fleet,

HYBRID CARS IN WAL-MART'S FLEET

00

750

<>




Europe
United Kingdom
By the end of 2009, our ASDA stores aim to have their truck

fleet emit 40 percent fewer carbon emissions - measured
by volume of cases shipped - than their fieet emitted in
2005. This fleet improvement program is called “Fewer and
Friendlier Road Miles”and is helping ASDA reduce the number
of empty trucks on the road and integrate new technologies
into the fleet,

To reduce the number of miles driven, ASDA developed
inftiatives 1o increase the number of backhauls and fronthauls
they run. Backhauls enable ASDA 1o fill empty trucks traveling
s to collect shipments

between the stores and distribution cent
from suppliers for direct delivery to the distribution centers,
In 2008, this initiative saved ASDA approximately 1.17 million
miles i ASDAs supply chain, reducing almost 1 million empty
miles for ASDA trucks alone. ASDA also uses & fronthaul initiative,
in which suppliers deliver ASDAs goods, as opposed ioan ASDA
truck, in the event the suppliers'drivers are already headed 1o
is saved ASDA 14 rnillion road mites.

that destination. It 2008, th
Total road mileage saved in 2008 through ASDA' logistics
sustainability efforts was & million miles and efiminated the

from its trucks.

production of 10,222 tons of CO:
Also included in the "Fewer and Friendlier Road Miles”
and using other

program are the additi
fransportation methods to move products. ASDA is improving
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efficiency and saving road miles by making use of trains and
double-trailers. Fach month, ASDA dispiaces 625,000 road miles

these large-ioad platforms. ASDA is also using synthetic oils,
fuel additives and integrating technological sclutions inte
the trucks to improve effidiency. One technology called Isotrack
is a computer installed in cabs that analyzes driving patterns
and their effect on fuel efficiency.

d

Asia

Japan

In Japar, Seiyu aims to reduce the amount of fuel needed to
transport 1 ton of goods per kilometer by 25 percent by 2012.
Seiyu measures the amount of fuel required to carry 1 ton

of goods 1 kilometer and is tracking well toward the goal.
Between 2007 and 2008, Seiyu was abie to transport 16 percent
more goods over the same amount of distance by using more
efficient routing and loading technigues for trucks, and con-
sclidating operations and deliveries. Last year, their efficiency
improvements led 1o a decrease in COz emissions by more

than 13 percent. Going forward, they planto further improve
their fleet efficiency by expanding the use of local products
ied logistics optimization.

and con



Exhibit D



OVERVIEW

As Wal-Mart continues to grow, we plan to limit our use of natural resources in order to
preserve their availability for generations to come. Since our last report in 2007, we have
continued to integrate innovative ways to make our stores, Sam’s Club locations and additional
facilities more energy efficient, manage greenhouse gas emissions, conserve water and use

recycled materials that reduce the use of virgin materials.
To build on the progress we have made in the US,, in 2007 we challenged each of our international markets to develop a

high-efficiency prototype that minimizes energy use as well as the impact on the local community. Many of our markets have
been successful with this initiative and have created pioneering solutions o confront some of the biggest environmental

issues facing their co
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ACHIEVEMENTS IN BUILDING DESIGN

Americas

United States

Inthe US, we have developed a number of initiatives designed
10 heip us move toward our goals 1o

» Design and open a viable store prototype in the US,
thatis up to 25 o 30 percent more efficient and will
produce up to 30 percent fewer greenhouse gas
emissions by 2009 (2005 Baseline).

+ Reduce greenhouse gases at our existing store, club
and distribution center base around the world by

20 percent by 2012 (2005 Baseline).

These ambitious goals are rooted in a three-step process
{as seen below) of experimenting,
new technologies in our protwtype buildings - some incremental,

piloting and then deploying

some game-changing. We're also retrofitting existing stores
with some of these technologies. In the past year, we have
taken several of the more progressive technologies from our
experimental stores in Colorado and Texas (see graphic below)
and applied them 1o stores built within our high-efficiency
store series. In 2008, we opened four second-generation, high-
efficiency pilot stores in the US. that are estimated to use
25 percent less energy and expected to reduce greenhouse
gas emissions by decreasing refrigerant use by an estimated
90 percent compared to the baseline Walmart supercenter.

¢

Ne

Three-Phase Technology Deployment Process

Learn about the potential for technologies to be applied in scale at Walmart facilities by

festing on a small, controlled scale,

Example: Experimental Stores — Located in McKinney, Texas, and Aurora; Colorado, these stores serve as Walmart's
initial testing ground for energy efficient technelogies, new building materfals and new landscaping methods:
Technologles being tested here include solar and wird power generation.

Test promising technofogles in large numbers to determme the viability of rolling out the

technology to all facilities.

Example: High Efficiency {HE) Store Serles — This series of stores enables us to test technologies that have passed the
experiment phase, but need to be tested in a real world situation before being integrated info our baseline store
model. Sofar, we have eight HE steres in operation, including the HET, HE.2 and HE 5 serfes. In early 2008, we opened
the HE 5, in Las Vegas, Nevada. This store was specifically designed for the dry cliimate and features technologicat
advancements that make it our most efficient store in the U.S. by conserving up 1o 45 percent more energy than

the b&selme Walmart supercenter and reduces refrigerant use by 90 percent,

: Maketechnolegya part of new facility prototypes and plans, and sometimes retrofit older facilities.
Example: Baseline Model. - Some of the advanced technologies in Wal-Mart's 2008 prototype include a daylight
harvesting system that inteqrates dimmable T 8 fluorescent lamps and LEDs in exterior building signage and in
food €ases with doors. The prototype also features one of the industry’s most efficient heating, ventilation and
air conditioning (HVAC) units available, and incorporated water conservation measures.
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Receiver

Heat Exchanger

As these high-efficiency stores were opened throughout
2008, we began monitoring their peré’ormance and expectto
have data to report in our next global sustainability report. We
expect that some of the improvement in energy ef
will resuit from a new secondary loop refrigeration system,
combined with an advanced water-source heating, cooling and
refrigeration system. The technology uses a non-refrigerant-
based solution to cool refrigerator and freezer cases, resulting
in a 90 percent reduction in refrigerant. These second-generation
pilots represent the first time secondary loop refrigeration
technology has been paired with a water-scurce heating and
cooling system in rete

Also in 2008, we opened our most energy-efficient store in
the US, the latest-genera igh-efficiency store in Las Vegas,
Nevada. This store is designed specif
climate, meaning the efficiency gains are made possible by
innovations designed for the conditions of the region. The
nergy than the

cally for the Western

store is expected 10 use up 10 45 percent iess e
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baseline supercenter by featuring advancements in heating,

g, refrigeration and lighting to conserve energy and
reduce greenhouse gas emissions, Specifically, the store features
the integrated water-source format system that we evaluate

in previous pilot steres, but it has been adapted to the unique
tocal clis
flocring te

mate and includes evaporative cooling and radiant

chnologies. This technology naturally reduces the
temperature of water by pumping it through roof-mounted
cooling towers and running the cold water underneath the
retail floor to cool the shopping area. Together, the systems
provide a comfortable shopping environment for our customers
while usi

sS energy.
We have zlso been working for several years to make our

building materials more sustainable. We already require that

all new !y constructed stores and Sam’s Club facilities e

er
replace 15 to 20 percent of their cement with fly ash, a waste
product of coal-fired electrical generation, or replace 25 to
30 percent of their cement with slag, a waste product of steel
manufaczuz'éng. Replacing cement with waste products such
as slag or fly ash can help offset the greenhouse gas emitted in
the cement manufacturing process. In 2008, we were able 1o
replace 18 percent of the cement with fly ash and 22 percent
with slag.
in 2008, we incorporated several additional sustainable
components to our buildings. For example, all new Waimart
stores and Sarn’s Club facilities are built with exposed congcrete
liminate the need for most chemical cleaners,

oors, which e

wax strippers and propane-powered buffing.
We are also improving the energy efficiency of our
distribution centers.




Puerto Rico

In Puerto Rico, energy prices are incredibly high, and the island

often experiences power cutages resulting from high demand,

As part of its Sustainabie Development Program, our Puerto
ican market has built two high-efficiency supercenters ir

imated to be 20 percent

Baramaya and Candvanas which are
rnore energy efficient than the baseline supercenter built in

2005. Each store includes environmentally beneficial features
such as smart tights that dim when natural sunlight is availabie,

energy-saving air conditioners, refrigerators and freezers that
inimize the use of refrigerant and increase efficiency, and

refrigerator doors that feature LED lights that are 70 percent
more energy efficient than traditional fluorescent ligh
Additionally, Puerto Rico has retrofitted more than 2,000 LED
aining

lamps in its stores and is committed to replacing the rer
lamps in the next three years.

Mexico

Wal-Mart de Mexico invested 640 million pesos (557 million USD)
to turn a waste dump inte Mexico's first ecological shopping
center. Opened in May 2008, Plaza Ecoldgica Ciudad Jardin is
a new state-of-the-art facility which integrates technologies
that save energy and water and has generated 1,500 jobs for the

local community. Even more impressive than the technologies
that were installed 1o make this mali more eco-friendly was the
cleaning of the 10-hectare (approximately 25-acre) dump
which previously stored trash more than 15 meters deep. To
clean the waste dump, approximately 208,000 cubic meters
of garbage was extracted and moved to Tultitldn sanitary fill
1o create energy using the bio-gas burning process. Three
thousand tons of ash and lime were then injected into the
remaining hole to stop decomposition, the preduction of
methane gas and create a more stable surface for the units,

et

The Plaza Ecolégica Ciudad Jardin is now home 10 2 Walmart
supercenter, Sam’s Club, Vips and El Portén restaurants.
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Brazil

In 2008, Wal-Mart Brazil opened its first eco-efficient store,
Supercenter Campinho, which is expected 1o use 25 percent
less energy and 40 percent less water than the baseline Waimart
supercenter in Brazil. The store | ficient by
using -8 fluorescent lighting and an Energy Management
System like the one used in the U.S. Additionally, the store is

more energy ¢

testing scolar energy light poles that use sodium vapor 35W
lamps which are generating an annual energy savings of
153.2 kWh per lamp compared 1o traditional light poles. This
is equivalent to the monthly energy use of a typicat middle-
class family in Brazil. This store also has the ability to treat its
own sewage using a technology that meets all environmental
regulations and enables the store 1o reuse water, The reclaimed
water is used in toilets and ©

igate gardens. An innovative
feature of the store is a“green w uilt with Styrofoam biocks
for insulation and covered by creeper vines which reduce
the absorption of external heat into the store. Together,
these two components of the‘green wail” reduce the use
of air conditioning and help Wal-Mart Brazil save money.

Central America
Wal-Mart Centr

\merica has installed skylights in more than
70 percent of its stores. The skylights comprise 12 1o 15 percent
of the store roof which ieads 0 savings in energy needed to
light the stores.

Canada

Due to public demand for energy-efficient buildings, Wal-Mart
Canada pledged that beginning in the fourth quarter of 200
all new stores built in Canada are designed 1o be 30 percent
more energy efficient compared 1o stores built in 2605. And in
January 2009, Wal-Mart Canada opened its first environmental
store, which is estimated to use 51 percent less energy than
a typical supercenter and reduce carbon emissions by an
estimated 140 tons annually. It also is expected to redirect
an estimated 85 percent of its waste from landfills through a
variety of recycling programs.




Europe

United Kingdom

Inthe UK, ASDA opened its flagship green store in Bootle,

Liverpool. This store uses 40 percent less energy and is expecied
t

10 emit 50 percent fewer CO; emissions than a standard ASDA
store, In additi
using several sustainable materiz
from sustainably-sourced Scandinavian

on toits efficiency increases, the store was built

The store was built entirely

wber, has translu-

cent paneling on the south-facing wall to increase natural
light, uses under-floor heating from a geothermal source, and

integrates recycled building rmateriais such as bricks and alu-

minum roofing.
by a green roof
from the atmosphere.

e warehouse section of the store is topped

hat provides wildlife habitat and removes CO:z

Asia

China

Wal-Mart China is working to reduce energy consumption in

its existing stores by 30 percent and in its new prototype store
by 40 percent by 2010. By integrating LED lights for general
store lighting and introducing lighti ng

arrangements, and other energy-saving initiatives, Wal-Mart

ng control, new light

China is moving closer to those goals. Currently, they have

reduced energy consumption in their existi

ting stores in
China by rore than 24 percent and in the prototype by

more than 31 percent,
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Japan

Seiyu in Japan aims to build stores that use 25 to 30 percent
less energy and create 30 percent fewer emissions than stores
buittin 2005. Se far, Seiyu has been successful in buil
prototype store that uses 27.4 percent less eleciricity and creates

inga

sions than the 2005 baseline model,

The prototype incorporates a number of

26.3 percent fewer Gz emis
energy-efficient

technologies, including a temperature and humidity requiation
systern (a desiccant systemy), more efficient refrigeration cases
and LED lighting. Going forward, new stores will be based on
this prototype and incorporate additional energy-conserving

technologies as they become viable,




CONSERVING WATER

Americas

United States

In 2007, the Southeast region of the US. suffered a severe
drought. To address the drought, our bu1 ding experts were

able to implement technologies to help our Company reduce

tion. Between November and December 2007,
we retrofitted facilities with himh—cﬁ%ciency plumbing fixtures,
such as woilets, urinals and sink fauce

Due to the success of this retrofit, in 2008 we decided to
install these high-efficiency fixtures in all of our new stores,
expansions, takeovers and bathroom remodeling projects. In
addizion to high-efficiency plumbing fixtures, we also con-
ducted audits on the amount of water consumed by land-
scaping. A few stores in the Southeast were converted from
spray irrigation to subterranean drip irrigation systems, and
native, drought-tolerant plants were used in landscaping.
This effort proved to be very successful, and starting in April
2008, all of our new building designs began specifving the

systems.

water consump

use of native plants and water-conserving irrigation
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Mexico

-Mart de Mexico committed to reducing water cons
in its stores by 20 perc

plan to recover a

sumption
ent by 2013 using a 2008 baseline. They
:nd reuse all of the water in their facilities by

gies into their stores and

ewater treatment plants. Currently, Wal-Mart
338 wast
minirmize their on-site water use. The treatment plants have

enabled them to reuse more than 340 million gallons of water.
Additionally, Wal-Mart de Mexico is integrating water-saving
fixtures throughout its stores and collecting rainwater to
repleni ter levels. Wal-M

5

IE’]EEQF&W‘!’"} watler-say H”g technolo

by building was:
de Mexico has bu

ater treatment plants to

art de Mexico has reduced
ated by
dividing cubic meters of water used by square meters of
building constructed.

sh groundwa

water yse :)J 357 percent so rol’ which was calcula

Argentina

Argentina is beginning to integrate wastewater treatment
piants into some of its energy-efficient stores, The water is
processed on-site in these Argentinean stores and is used
toirrigate landscaping

Asia

China

Wal-Mart China has set a goal to reduce water use by 50 percent
by 2010 with 2005 as a baseline. Wal-Mart China is making
progress towards this goal and has reduced water use by
rmore than 35 percent to date.




Examples of Industry-Leading Technologies
Used in Wal-Mart Stores Around the World

Energy Management System {(EMS) I the U.S, we employ a centralized Energy Management System {EMS) to monitor and
contral the heating, air conditioning, refrigeration and ng systems for ali stores and Sam's Club locations from our Home Office
in Bentonville, Arkansas. The EMS enables us to constantly monitor and control energy usage, analyze refrigeration temperatures,
observe HVAC and lighting performance, and adjust system levels from a central location 24 hours a day, seven days a week.

Daylight Harvesting Many Wal-Mart stores and distribution centers around the
wortd include a daylight harvesting system, which integrates skylights that dim or tum
off interior electric lighting in response 1o the amount of daylight available. By using
dimmable T-8 flucrescent lamps, electronic continucus dimming baliasts and computer
controlied daylight sensors with approximately one skylight per every 1,000 square feet,
we can take full advantage of natural light when availabie. Daylight harvesting is
ated to save up 10 75 percent of the electric lighting energy used in the sales
area of a supercenter during daylight hours. Each daylight harvesting system is esti-
mated te save an average of 800,000 kWh per year, which is encugh energy 1o power
73 single-family homes (11,020 kWh average annual usage) for an entire year.

estm

Light-Emitting Diodes (LEDs) In 2007, after being tested in our experimental stores
inthe US, LED lights in refrigerated cases became popular additions in many of our
stores around the world. LED refrigerated case lighting technology is estimated 1o provide
a more than 70 percent energy-efficient operation than fluorescent case lighting. The
total energy savings for LED refrigerated case ng is estimated to be more than
90,000 kWh per year for an average supercenter. Therefore, each store with LED case
lighting saves enough energy to power almost eight single-family homes for an entire
year. The lifespan of LED refrigerated case lighting is proiected to be at least six years

which e replaced

heyond conventional fluorescent refrigerated ; g
on average, every two years in a refrigerated case environment. This life expectancy
allows for a significant reduction in re-lamping and maintenance costs. Additionally, LEDs
contain ne mercury, perform well in the cold, and preduce less heat than flucrescent
bulbs — heat which must be compensated for by the refrigeration equipment.

Reducing Water Consumption Some of our stores also have integrated advanced
water- and energy-saving technologies in the restrooms. The resiroom sinks in some
newly constructed locations use sensor-activated, haif-gallon-per-minute, high-efficiency
faucets, Electronic sensors requlate a maximum 10-second run time per cycle. In
addition, there are water turbines built into each faucet. During use, water flowing
through this turbine generates the electricity needed to operate the sensors.

We are also installing high-efficiency restroom urirals and toilets that vield
reductions in water usage. Automatic flush valves on the toilets have water turbines
similar to the low-flow faucets, which generate the power required to activate the
flush mechanism, These turbines not only save energy, but alse save material by
eliminating the need for electrical conduits and wiring otherwise required 10 power
automatic flush valve sensors.
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Since 2005, we have made a number of commitments that align with and move our Company
toward achieving our three overall sustainability goals.

] » To be supplied 100 percent by renewable energy.

Commitment Area Commitment Progress to Date

and decreased (0ze ssociated ese building:

Energy Design and open a viable store prototype in the We are en track to open a prototype that is 25 to 30 percent more
1.S. thatis up to 25 to 30 percent more efficient effidentin 2009.
and will produce up to 30 percent fewer green-

house gas emissions by 2009 {2005 Baseline).

Energy Achieve a 25 percent increase in fleet effidiency We surpassed this goal in 2008, We calculate our fleet efficiency
in the U.5. by October 2008 (2005 Baseline}. by first dividing the number of miles we traveled by the average
fuel efficiency we achieved in our trucks as measured in miles per
gallon. This leaves us with the amount of fuel we used to travel
those miles. We next take the number of cases we delivered dur-
ing the same time peried and divide it by the amount of fuel we
used to deliver the cases. By calculating our efficiency in this way,
we can tie in all of the aspects that play a role in our fieet efficiency.
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1 » To be supplied 100 percent by renewable energy.

- Commitment Area Commitment

Progress to Date

Energy Invest approximately $500 million annually in

technologies that increase energy and fuel
efficiency inthe U.S.

in October 2005, we committed to investing approximately
$500 million annually in technologies that increase energy and
fuel efficiency in the U.S. Since this goal was set, we have worked
to integrate sustainability into every facet of the Walmart business
process and decision-making. High-efficiency stores, experimental
stores, alternative fuels, alternative fleet technologies, energy
purchasing, product development and fuel efficiency innovation
are just a few of the areas where sustainability is now integrated
into our day-to-day dedisions. Accordingly, it is not feasible to
separate sustainability investments from other research and
development spending and capital spending as sustainability is
now a core business strategy.

Wal Mart (?rma 5:5331@ progress toward iim gea¥ and has reduc
percent todate.

Energy We will partner with suppliers to improve energy
efficiency by 20 percent per unit of production in
the top 200 factories in China from which we directly

source by 2012 (2007 Baseline).

 Oyerall newstoresing
| more enerny-efficient

in Japan (2006 Baseline).
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Reduce the amount of fuel required to carry one
ton of goods one kilometer by 25 percent by 2012

Announced in October 2008, Wal-Mart Global Procurement is currently
on track with its first energy efficiency pilot with more than 100
factories. in 2009, they will pair energy and environmental services
companies with their suppliers to measure energy consumption.

Between 2007 and 2008, Se;yu was able to transpcrt 16 percent
more goods over the same amount of distance by using more
efficient routing and loading techniques for trucks, and consoli-
dating operations and deliveries,



‘ProgresstoDate

'patkééxag supply chain,

Waste Be packaging-neutral globally by 2025. Currently, we are working with our packaging SVN to measure our
progress toward reduding packaging in our supply chain by 5 percent.
There are many factors associated with what makes packaging
more sustainable, including greenhouse gas reductions during
manufacture of the package, substrate material cheices and chemical
composition. We have spent the last several months gathering the
information we need about our products o be able to look at these
factors through a “cradle-to-gate” approach. In doing this, we will
be able to more accurately measure the environmental impact
pa(kagmg reduction has on our entire packaging supply chain.

piasttcshoppmg . Anasunceé in
ement per storeby .
Waste Reduce solid waste from U.S. stores and Sam’s When our waste reduction goals were set in 2005, we quickly realized
Club facilities by 25 percent by October 2008 that our previous waste management system was insufficient to
(2005 Baseline). accurately measure and manage our waste stream. Over the past

three years, we have worked side-by-side with our waste vendors
to develop a more sophisticated waste-hauling system that allows
us to measure and manage our waste stream. We do not, however,
know the actual percentage of the amount of waste we redirected
or reduced in 2005, 2006 or 2007. '

Now that we are able to accurately measure waste going to the
landfill, we are proud to report that from February 2008 to
January 2009, we redirected more than 57 percent of the waste
generated by our stores and Sam’s Club facilities.
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CommitmentArea i Progress to Date

 Hliminate iamif:ik' 3
 Club facilities by 2025,
}ansary 2006 '
Waste Al jewelry packaging in the U.S. will be made more in 2008, we decided to eliminate the majority of jewelry pallets,
sustainable, and we will convert all jewelry pallets and to date we have eliminated 91 percent. The remaining 9 per-
and boxes to recycled materials by 2010. cent is made from recycled materials.

We remain committed to converting all boxes to recycled materials
by 2010, Already at Sam’s Club, 100 percent of jewelry gift boxes
are made from recycled materials.

in 2007, we committed to convert to biodegradable jewelry bags.
Since that time, we learned more about jewelry packaging
options and discovered that committing to use only biodegrad-
able bags may not be the best solution due to concerns from our
environmental partners. We have revised our goal to focus on
improving the score for new jewelry packaging compared to the
o%d packagmg inour packagmg scorecard

5.h

Waste Wal-Mart China will aim to cut wateruseinall of  Wal-Mart China is making progress towards this goal and has
its stores by half by 2910 (2005 Baselme) reduced water use by more than 35 percent to date.

Waste Val-Mart ﬁe Memo ta reélsce water uae by

20 percent hy 2083 {2&

23 WAL-MART 2009 GLOBAL SUSTAINABILITY REPORT



3 « To sell products that sustain our resources and the environment.

Commitment Area Commitment Progress to Date

Products Work with suppliers to make the most energy- Announced in 2008, we have identified personal computers, video
intensive products in our stores, anywhere in game consoles, air conditioners and televisiens as the product
the world, 25 percent more energy efficient by categories for tracking progress. This goal will be measured by
January 2011 {2008 Baseline). calculating the average percent reduction in energy consumption

of selected products (watts/hour).

Products By the end of 2009, Walmart U.S. will require that As of 2009, this requirement is in place with suppliers of private-
all divect import suppliers along with all suppliers  label and non-branded products.
of private-label and non-branded products provide
the name and location of every factory they use to
make the products Wal-Mart sells.

,ﬁgﬂ&cts - We will work with sép iers to drive customer

Products Establish a set of “Preferred Chemical Principles,” in our 2007 report, we discussed plans to identify 20 chemicals of

identify 20 “chemicals of concern” and work with  concern that we would work to eliminate from products sold at our
our supply chain to explore and bring te market stores. Since that time, we believe we have found a more effective
products that contain alternatives to the chemi- way to address this issue and provide cur customers with products

cals we identify (2006 Baseline). that are environmentally preferable. By working in a collaborative

process with the members of cur Chemicals Sustainable Value
Network, we have identified 2 screening tool, calied GreenWERCS,
that will provide us with a far more comprehensive view of
the products we sell than methods we previously identified.
GreenWERCS will help us analyze the products on the market and
identify risks across a broad spectrum instead of looking at each
chemicalindividually.

Produicts

' I te, Walmart and Sam’s -
bin the us. haue sslzt mare than 260 million CFls.

end of 20&? {;

Products Achieve 10 percent traceability of all diamonds, We have achieved traceability for more than 30 percent of the
gold and silver in jewelry sold in Walmart US. from . gold jewelry sold at Sam’s Club and more than 10 percent of the
mines, refineries and manufacturers, meeting gold jewelry sold at Walmart,
ethical sourcing standards and respensible mining
criteria by 2010,

24 WAL-MART 2009 GLOBAL SUSTAINABILITY REPORT



Commitment Area Commitment

Preducts Every air conditioner sold in the U.S. will be As of January 31, 2009, 75 perceﬁt of our air conditioner assortment
ENERGY STAR®-rated by 2010 {2008 Baseline). is ENERGY STAR®-rated.

Products Sell only concentrated liquid detergentinall 4.5, Walmart met this commitment in 2008,
stores by May 2008.

Products Work with Global Aquaculture Alliance (GAA) and One hundred percent of the farmed shrimp products we purchase
Aquaculture Certification Coundil, Inc. (ACCi to meet factory processing criteria established by the ACC, and we
certify that all foreign shrimp suppliers adhereto  are in the process of having shrimp, catfish, tilapia and salmon
Best Aquaculture Practices {BAP) standards inthe  farms become A(C-certified as well.

0.5, by 201,

‘ iifﬂ‘at—pgn\glﬂtel y -
| willbe 30 pertent:n y efficient by 2010

{28&8 Base ine). .
Products Reduce phosphates in laundry and dish detergents Announced in January 2009, we will measure this goal by
in the Americas region by 70 percent by 201 calculating the total mass of phosphate content in detergents

{2009 Baseline}, sold in the Americas per year.

Wal-Mart China will reduce the hazardous
pmdncts sold initsstores by ¢
the electronics onits shelves will be Ro

hy 2010 (2008 Baseline).

Products

‘»ihe ﬁoHSmmp :

Products Expand the success of Wal-Mart China’s Direct Announced in October 2008, Wal-Mart China is working to track

Farm Program by engaging as many as 1 million progress toward this goal.
farmers by 2011.
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RENEWABLE ENERGY PROGRAMS

We have three cli

ste change goals:

s

educe greenhouse gases at our existing store
Samv's Club facilities and distribution centers aroum‘f
the world by 20 percent by 2012

{2005 Baseline).
tis 2510

o

Design and open a viable store prototype t

{2005 Ba
3. Double our flee

{2005 Ba

Americas
United States
I 2008, Walmart produced more than 7 million kilowatt hours

{(kwh) of electricity from renewable energy sources in the US.

The energy was generated by a combination of wind and
. solar power projects at our facilities.

that we would be
installing solar projects in up 1o 22 stores, Sam’s Club facilities
and dis jon centers located in California and Hawaii. Since
then, we have successfully completed 20 of those installations

with our partners BP Solar, Power Light and Sun Edison and
expect to add additional installations in 2009. in 2008, these
systems produced miore than 7 million KWh of clean, renewabie
energy. Many of these systems came on iine during the last year
and we expect a full year's production from all of these sysiems
o reach 1610 18 million kWh, and could reduce greenhouse
gas emissions by 6,000 10 8,000 metric tons per year.

Solar Power: In our 2007 report, we note
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Wind Power: In addition to soler pow»r we have also moved
into purchasing wind-generated e ity. Last November,

we announced that we wouid enter into a four-vear wind power
purchase agreement with Duke Energy for our ste
Approximately

yres in Texas.
350 of our stores and facilities in Texas beg
g wind-generated, clean electricity in April 2009.The er‘d
farm is expec

U

to have a 904 megawatt capacity, generating

226 million kwWh of renewable power each ymar ihis is enough
electricity to supply up to 15 percent of our total energy load
in these stores and faciiities in the derequlated markei in Texas,
or power more than 20,000 American homes for one year, This
purchase will alse help us aveid producing 139,870 metric tons
of CO2 emissions, which is equivalent to the CO; emissions
produced by 18,000 homes every year, or 15.8 million gallons
of gasoline when consumed. This initiative represents one of
the largest purchases of green power among retailers,
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Our SVN Structure
Our Sus
Rica - creat%nq sustaina
also developing thelr own SYN systems. They are reating init
whetheritisa

inability 360 approach is a global program for Wal-Mart, with

y programs that align with our company’s overall goals. Some of the countries, such as China, are
i h benchmarks that best fitissues of special importance,
waste, energy or social issue, 1o theilr country and communities. In doing so, our intern

onal OF‘Q(QT onNs can
focus on efforts that have the greatest impact while helping our Company move toward its sustainability goals.

Networks usofionuary 31 2009

. Quarterly updates provided through executive management

Execuitive Network Sponsor: Senior Vice President level o higher
Sustainability Team: Members oversee netwaork activities, align overall efforts,
provide guidelines

Network Captains: Director or Vice President level, quide network efforts and
deive SYN initiatives toward goals

SYNs: Wal Mart Assoclates, Non-Governmental Organizations, Academics
Government Agencies, Supplier Companies

“Wal-Mart's commitment gets tothe larger point  have been frying to hammer home like 2 broken record
since we've staried on this climate change thing, Al the tall in the world is fine, but yvou must have s
spacific strategy. People have to have operational plans that they can all be a part of. Matt Kistler and

the whole Wal-Mart team are geniuses at breaking big problems down into very bite-sized, chowable
component mrts and then chewing through tuntil you add It all up.”
President Biii at the 2008 Clinton Gioba! Initiative in New York City, September 2008
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FORESTS AND CLIMATE CHANGE

The burning ard clearing of forests accounts for roug!
20 percent of total global greenhouse gas emissicrs, more

than the emissions frorn ali the world’s cars, trucks and airpianes
strategy promote

combined. Various facets of our enviro:

sustainable management of the world’s forests, including our
participation in the World Wildlife Fund’s (WWF) Global Forest
and Trade Network, the invesiment by Wal-Mart Brazil in
Amazon conservation, and the responsible mining criteria
developed through our Jeweiry Sustainable Value Network.

+
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in 2008, we participaied in a process convened by
The Forests Dialogue, which brought together more than
250 experis from industry, governments, multilateral institutions,
indigenous pecple’s organizations and conservation groups.
The meeting culminated in a consensus“Statement on Forests
and Climate Change” provided to international policymakers,
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HELPING OTHERS REDUCE
THEIR CARBON FOOTPRINT

In addition 1o reducing the energy consumption in our own
stores and Sam's Club facilities, we are aiso taking steps to help
our customers and members reduce the footprint of their
homes. In 2008, Sam's Club converted nine Scuthern California
facilities to include home energy efficiency centers within the
aisles. These centers offer members roof-top solar panels (one
of the first mass-market distribution efforts), energy-efficient
appliances, next-generation efficient lighting, and other
products that promote sustainability such as low-flow toilets
and showerheads. In 2009, Sam’s Club expects that nearly all

of its locations will feature centers like ¢
To share our learnings, we partnered with the Naticnal
Governors Association (NGA) in the US. in 2008 to launch the
“Greening State Capitols” program. This unigue public-private
partnership between NGA and Walmart offered energy audits
of capitol complexes around the country, providing recom-
mendations on efficiency improvements and estimates of the
amount of energy and money each state can save. Dixring a

e

two-day auditing process, we sent a team of engineering
experts 1o survey state buildings and to suggest energy
efficiency improvements based on technologies that we
have successfuily deployed in a number of our stores, Sam’s
Club jocations and additional facilities around the world,

The areas covered in the audit included:

- lighting,

- heating, ventilation and air-conditioning systems (HV/
geration and other equipment,

- technologies such as programmable thermostats, and
g structure, including insulation end windows.

)

«b

We are currently delivering final written reports to
participating states and working with the NGA to compile

cumulative results of the partnership, which

later this year.
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U.S. CLIMATE POLICY

We are also looking at ways we can apply our learnings and

create opportunities for U.S. consumers and businesses 1o
reduce emissions. We believe climate legislation should be
designed both te help consumers make better choices and

1o stat
help pecple save money and also live better lives.

To this end, we believe a well-designed cap-and-trade
systern will foster the competition, innovation, and business-
to-business and business-to-consumer transactions that will
result in fow-cost emission reductions and the creation of
bs. We anticipate that a new, increased demand

ize greenhouse gas emissions. In other words, i should

new’green

for clean energy and energy-saving technologies and services
i be good for our customers and good for America..




Exhibit |



702 SW 8th Street
Bentorville, AR 72718
Phone 478.273.4000
www.waimark.oom

WAL-MART POSITION ON GREENHOUSE GAS EMISSIONS

May, 2008

As one of the largest private consumers of energy in the United States and as a corporation committed to
sustainability, Wal-Mart takes climate change seriously and supports a national effort to reduce greenhouse
gas emissions — including the enactment of a well-desighed cap-and-trade system. Mitigating
greenhouse gas emissions and growing the nation’s economy are not inconsistent objectives. Wal-Mart is
prepared to work with Congress and the White House to enact meaningful legislation to slow, stop and
reverse the growth of greenhouse gas emissions.

Wal-Mart’s Actions

In October 2005, Wal-Mart Chief Executive Officer Lee Scoft announced three sustainability goals for the
company: (1) to be supplied 100 percent by renewable energy; (2) to create zero waste; and (3) to sell
products that sustain the environment. In addition to the company-wide goals described above, Wal-Mart
has also committed: (1) to reduce greenhouse gas emissions at existing stores, Sam’'s Clubs and
distribution centers by 20 percent by 2012; (2) to design and open a store prototype that is 25 percent more
energy efficient by 2009; and (3) to increase the efficiency of our truck fleet 100 percent by 2015.

Wal-Mart has taken steps to reduce energy use and is committed to continue making significant progress.
Specifically:

o Wal-Mart uses one of the most efficient lighting systems in the world for its U.S. stores, including
daylight harvesting, T-8 lamps, and light emitting diodes (LEDs) in exterior signage and grocery cases.
Wal-Mart’s standard lighting system for newly constructed Supercenters is 49 percent more efficient
than the baseline established in the Energy Policy Act of 2005. Wal-Mart's prototype stores include
initiatives such as heat reclamation, active dehumidification, centralized energy management, high
efficiency HVAC equipment and LED exterior signage. These are just some of the items that resulted in
Wal-Mart's facilities being recognized by the Alliance to Save Energy and others as industry-leading
practices.

» Wal-Mart is making significant progress toward our fleet efficiency goal. By constantly improving
everything from tires to trailer aerodynamics, we have increased our private fleet fuel efficiency average
to 7.1 miles per gallon on an annual basis across 7,000 trucks. This represents a 20 percent
improvement over the comparable 2005 average of 5.9 miles per gallon. Improvements include fuel-
efficient tires that reduce friction, fuel additive to improve burn efficiency of the engine, and aluminum
wheels and a smaller fuel tank to lower the truck's weight. Wal-Mart has also installed auxiliary power
units (APUs), which are small, efficient diesel engines, on nearly 7,000 trucks. This allows drivers to turn
off their truck engines and rely on the APUs to warm or cool the cabin and run communication systems
while on breaks. In a single year, this improvement can eliminate approximately 100,000 metric tons of
carbon dioxide emissions, reduce the use of 10 million gallons of diesel fuel and save an estimated $25
million per year. »



+ In May 2007, Wal-Mart announced a major purchase of solar power that will provide renewable energy
to 22 stores in California and Hawaii, and will reduce greenhouse gas emissions by an estimated 6,500
to 10,000 metric tons per year. When fully implemented, the aggregate purchase could be one of the
nation’s 10 largest solar power initiatives.

« On October 3, 2007, Wal-Mart reached its goal three months ahead of schedule to sell 100 million
compact fluorescent light buibs (CFLs) in one year. For the full year, Wal-Mart sold 147 million CFLs,
which is more than triple the previous year's CFL sales figures. This achievement was reached by
making the CFLs more affordable and helping educate customers on the benefits of this energy-saving
technology. By selling more than 100 million CFLs, Wal-Mart saved its customers more than $3 billion
over the lifetime of the bulbs. During the campaign, Wal-Mart worked closely with suppliers to make the
CFLs safer for the environment by lowering the mercury content of the bulbs.

« On February 1, 2008, Wal-Mart began using an online packaging scorecard to evaluate 60,000
suppliers on their ability to develop more sustainable packaging. The scorecard is a tool that all Wal-
Mart buyers use to make more informed purchasing decisions and to show preference to suppliers who
demonstrate a commitment to sustainable packaging. This effort has dramatically reduced packaging
and related energy consumption as well as fostered partnerships with suppliers to design new products

Recommendations

Wal-Mart supports a market-based approach to emissions reductions through cap-and-trade. We believe
that a well-designed cap-and-trade system will foster the competition, innovation, and business-to-business
and business-to-consumer transactions that will result in low-cost emission reductions and the creation of
new “green” jobs through increased demand for new clean energy and energy saving technologies and
services

Legislation and resulting regulations must be designed to take advantage of the power and the efficiency of
the marketplace. A well-designed system would incentivize all sectors and levels of the economy to seek
cost-effective emissions reductions. -

Create Maximum Incentives for Efficiency Improvements by Companies

A properly designed system should create an open market for emissions reductions through a “set aside” or
“offset” mechanism whereby companies, building owners, small businesses and others can invest in energy
efficiency improvements and exchange those documented efficiency improvements for marketable emission
reduction credits under the cap-and-trade system. Such credits could be sold to covered entities (e.g.
utilities) or to third parties (e.g. brokers).

The goal of such an approach would be to make efficiency a “harvestable crop” that building owners,
regulated emitters, and third parties (e.g. energy service companies or “ESCOs”) would seek to maximize in
the most economically efficient manner pursuant to market transactions. Issues surrounding leakage,
double-counting, baseline protection, verification and equity would need to be resolved. For example, credits
earned for efficiency improvements by non-regulated parties could not also be claimed by the electricity
provider whose output is passively reduced by those improvements. In order to not penalize early movers or
provide disincentives to near-term improvements, there would need to be some sort of “look back” provision.



Carefully validated offset credits generated from projects outside the United States could also be allowed to
encourage global companies such as Wal-Mart to seek the most reductions both here and abroad.

A market-based approach under a cap-and-trade system that incentivizes market participants that are not
themselves directly capped to reduce energy use and emissions should create a robust energy efficiency
and energy services market that will lead to new jobs, lower cost products and greater emissions reductions.

Use the Carbon Market to Encourage Retailers to Help Consumers Save Energy

Wal-Mart believes that a properly designed system would involve consumers as part of the solution. Just as
utilities might be able to generate emissions reduction credits through programs aimed at increasing the use
of energy efficient appliances and thru other promotional efforts meant to change consumer behavior, other
sectors should be similarly incentivized to maximize the ability of consumers to reduce their energy
footprints.

Retailers often have the greatest impact on consumer choice through promotion, display and, of course,
pricing. The objective is not just the manufacture of clean technologies and products, but the sale and use of
those items. If a retailer is able to demonstrate substantive efforts to increase the purchase and use of more
energy efficient products, the law should allow for the aggregation of those emissions reductions and their
exchange for marketable emissions reduction credits. The proceeds of the sale of those credits could then
be used to further fund the discount and/or promotion of energy efficient consumer products. Obviously,
rules would need to be developed to ensure additionality and accurate measurement.

Encourage Climate-Friendly Electricity Markets

Federal climate policy should encourage electricity markets that reward energy efficiency and clean
technology, provide choice, and help consumers save money by effectively communicating energy prices.
Wal-Mart believes that properly designed “revenue decoupling” can be in the interest of both consumers and
a cleaner environment. We recommend a system that compensates utilities for the incurred costs of their
energy efficiency program efforts, while giving ratepayers the price signals they need to make smart and
informed consumption choices. This combination of factors should promote conservation through the
efficient use of resources and encourage customers to conserve.

Wal-Mart also supports open and effective “net-metering,” interconnection and access fo the grid. An open
system will encourage the use of clean distributed technologies that result in reduced emissions and less
stress on the grid.

Encourage Global Efforts to Reduce Emissions Without Penalizing Consumers

Wal-Mart believes that a key element of U.S. climate change policy should be to create incentives and
encourage action by other countries, including large emitting economies in the developing world, to
implement greenhouse gas reduction strategies. U.S. leadership is critical to reaching global consensus and
we support diplomatic efforts to make all countries part of the solution.

Wal-Mart's own efforts have shown that greenhouse gas emissions can be reduced in ways that will lead to
improvements in the economy and help consumers save money. Climate legislation should be designed
both to help consumers make better choices and to stabilize greenhouse gas emissions. We would oppose
measures that directly increase costs to consumers, such as the imposition of trade barriers and tariffs.



Such measures would only delay domestic action and jeopardize the growing consensus among American
consumers that strong climate policies are both needed and feasible.

There are many ways to engage major deveioping countries in the effort to reduce greenhouse gas
emissions. Wal-Mart has begun a major initiative in China designed to expand and promote factory
emissions reductions and broader sustainability efforts throughout the country. For example, we are working
with our Chinesé suppliers, partners and the Chinese government to increase the use of renewable energy
and to reduce energy use in our supply chain in China. We believe that aggressive business-to-business
and business-to-government programs like this are vastly preferable to punitive trade mechanisms that will
impose higher prices on American consumers and hardship for our trading partners.
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Climate

WAL-MART'S CLIMATE STRATEGY

OVERVIEW

Wal-Mart is looking at ways to reduce its greenhouse gas emissions. Climate change may not
cause hurricanes, but warmer ocean water can make them more powerful. Climate change may
not cause rainfall, but it can increase the frequency and severity of heavy flooding. Climate

change may not cause droughts, but it can make droughts longer.
Every company has a responsibility to reduce greenhouse gases as quickly as it can. That's why we are working in a number
pliers and customers to help them do the same.

of areas 1o reduce cur Company’s carbon footprint, and also working with our suy

—~

Currently, we are investing in renewable energy,

increasing energy efficiency in our bui
e carbon out of products and supporting legislation in the U.S. to reduce greenhouse gas emissions — including the
enactment of a well-designed cap-and-trade system. '

We see this as one way we can leverage our broad network of suppliers, stakeholders, associates and customers to drive

ings and trucks, working with suppliers

to tak

responsible global retailer and abous the value of sharing our learnings as we go.
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HELPING OTHERS REDUCE

THEIR CARBON FOOTPRINT

in addition 1o edLCﬁ; the energy consumption in cur own
o taking steps to help

our customers Qr*d members reduce the footprint of their

homes. In 2008, Sam’s Club corverted nine Southern California

stores and Sam bfacilities, we a

facilities to include home energy efficiency centers within the
aisles. These centers offer members roof-top solar panels (one
of the first mass-market distribution efforts), energy-efficient
appliances, next-generation efficient lighting, and other
products that promote sustainability such as low-flow toilets
and showerheads. In 2009, Sam'’s Club expects that nearly ail
of its locations will feature centers like this.

To share our learnings, we partnered with the National
Governors Association (NGA) in the US. in 2008 to launch the

“‘Greening State Capitols”program. This unique public-private
NGA and Walmart offered energy audits
i complexes around the country, providino recom-
mendations on efficiency improvements and estimates of the
amount of energy and money each state can save. Durirsg a
two-day auditing process, we sent a team of engineering

hip between EN

experts o survey state buildings and to suggest energy
efficiercy improvements based on technologies that we
have successfully deployed in a number of our stores, Sam's
Club locations and additionat facilities around the world.
vered in the audit included:

«lighting,

« heating, ventilation and air—c’bndiiioning systems (HVAC),
. refrigeration and other equipment,

- rechnelogies such as programmabie thermostats, and
« bui

The areas ¢

ing structure, including insulatior and windows.

We are currently delivering final wr
particip

cumudiatt

ten reports to
rking with the NGAto co
be published

ng states and w

ve resuits of the parinership, which will
later this vear.
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U.S. CLIMATE POLICY

Ae are also looking at ways we can apply cur Icamn 'gs an
portunities for US. consumers and businesses 1o
on shoulo be
ke better choices and

create opy

reduce emissions. We believe climate legislati

desigred both to he!p consumer
10 stabiiize greenhouse gas emissions. In other words, it should

help people save money and also live better lives.

To this end, we believe a well-designed cap-and-trade
system will foster the competition, innovation, and business-
t0-business and business-to-consumer transactions that will
resultin fow-cost emission reductions and the creation of
new "green”jobs. We anticipate that a new, increased demand
for clean erergy and energy-saving technologies and services
will be good for our customers and good for America.
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FOR IMMEDIATE RELEASE Contact: David Tovar
1-800-331-0085

Wal-Mart Statement Commending US-CAP Proposal

Wal-Mart Supports the Goals of U.S. Climate Action Partnership
and Pledges to Actively Engage in the Policymaking Process

Bentonville, Ark., Jan. 19, 2007 — Wal-Mart Stores, Inc. today announced its support of the effort by
the companies and organizations of the U.S. Climate Action Partnership (US-CAP). “We support US-
CAP’s leadership on this important issue. We look forward to working with US-CAP, Congress and the
White House to enact meaningful legislation to slow, stop and reverse the growth of greenhouse gas
emissions,” said Linda Dillman, Wal-Mart Executive Vice President of Risk Management, Benefits and
Sustainability.

“We endorse the group’s call for strong national policies and market-based programs for greenhouse gas
reductions,” Dillman continued. “We applaud the US-CAP for its leadership on this critical national
priority and agree that this enormous challenge can be met with smart and comprehensive proposals like
the ones outlined by the group.”

About Wal-Mart Stores, Inc. (NYSE: WMT)

Wal-Mart Stores, Inc. operates Wal-Mart discount stores, supercenters, Neighborhood Markets and
Sam’s Club locations in the United States. The Company operates in Argentina, Brazil, Canada, China,
Costa Rica, El Salvador, Guatemala, Honduras, Japan, Mexico, Nicaragua, Puerto Rico and the United
Kingdom. The Company's securities are listed on the New York Stock Exchange under the symbol
WMT.

More information about Wal-Mart can be found by visiting www.walmartfacts.com. Online
merchandise sales are available at www.walmart.com.

- HH# -
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RENEWABLE ENERGY PROGRAMS

We have three clir

ate change goals:

. RedL ce creer%‘o Use gases at our existing stores,

o} distnbuuon centers around

-~

the world by 20 percent by 2012 {2005 Baseline)

2. Design and open a viable store p"vte ype thatis 2510

30 percent more ient and produces up to 30 percent
fewer greenhouse gas emissions tv*k e end of 2009

2005 B

4

A
|~
o
’T
o
=
=
®
B
4

officiency in the US. by 201

Americas
United States
I 2008, Walrnart produced more thar 7
(kwhj of elect
The energy was generated by a combination of wind and
sclar power projects at our fac

miltion kilowatt hours

ricity from renewable energy source

Solar Power: In our 2007 report, we note

t we would be
installing solar projects in up to 22 stores, Sam’s Club facilities

bution centers located in California and Hawail. Since
then, we have successfully compieted
with our partners BP Solar, Power Light and Sun Edison and

expect to add additional installations in 2609. 1in 2008, these

systems produced more than 7 million KWh of clean, renewable
energy. Many of these systems came on line during the fast year
and we expect a fuil year’s production from ail of these sysiems
toreach 161018

and di
20 of those installations

8 million kwWh, and could reduce greenhouse

~

gas emissions by 6,000 to 8,600 metric tons per year.

37 WAL-MART 2009 GLOBAL SUSTAINABILITY REPORT

sinthe US.

addition to solar p
inte {‘umhasm" ‘Vm’i gen

Wind Power: In ower, we have also roved

’=ra’¥:ed el

tricity. Last November,

we announced that we would enter into a four-year wind power

purchase agreement with Duke Energy for our stores in T

20

Approximately 350 of our stores and facilities in Texas
April 2009,
farm is expected to have a 904 megawatt capac
226 mitlion

q wind-generated, clean electricity i

kWh of renewable power each year. This is enough
electricity to supply up to 15 percent of our total energy load
in these stores and facilities in the dereguiated market in Texas,
or power mere than 20,000 American homes for one year, This
purchase will also help us aveid producing 139,870 metric tons
of COx emissions, which is equivalent to the COz emissions
produced by 18,000 homes every year, or 15.8 million gallons
of gasoline when consumed. This initiative represents one of
the largest purchases of green power among retailers.




Mexico

In early 2609, Wal-©
largest photovoitaic complex in Latin America, according to
ANES {the Mexican Solar Energy Association). The project

ie Mexico successfully installed the

consists of more than 1,000 sclar panels, is expecied 1o gen-
erate 20 percent of the power needed by the Bodega Aurrerd

ientes store and will reduce total CG; sions by

Aguasc

140 tons annually.

Canada

Wal-Mart Canada is one of the nation’s largest commercial
purchasers of green power, offsetting coal and nuclear power
with wind and low-impact hydroeleciric alternatives provided
by Bullfrog Power. in 2008, Wal-Mart Canada purchased rmore
sable energy, an increase of

than 23,000 megawaits of ren
the more than 16,000 1

Moving forward, Wal-Mart Canada will consider investing
in additional sources of renewable energy, including geothermal

oy

egawatls purchased in 2007,

heat pumps and solar power. Additionally, Builfrog Power offers
Wal-Mart associates a discount on clean energy for their homes.

CANADIAN RENEWABLE
ENERGY PRODUCTS

{in Megawatt Hours)

24,00 »
000 -

18,000
12,000

6,000
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Puerto Rico
the largestrenewabie

Our Puerto Rico mar
energy project on the island as a consumer. Up to five stores
are expecied 1o be cutiitted with solar panels in 2009, and they

expect the project to expand to 22 stores in the next |

Asia

Japan

In Japan, Seivu is examining the potentéal to use solar power
at their stores. In the meantime, they are participating in the
“Green Electricity Certificate System, which enables them to
purchase 1 miilior: KWh of renewable energy for use in their
stores every year.

REDUCING CARBON

IN OUR SUPPLY CHAIN

Americas

United States

In September 2007, we anriounced that we would work with
the Carbon Disclosure Project {CDP) to measure energy use

1 program

and ermissions throughout our supply chain. This pit
incorporated seven Walmart supplier sectors, inciuding BVDs,
toothpaste, scap, beer, mikk, vacuum cleaners and soda product
categories. Throughout 2008, Walmart and the CDP evaluated
the pilot and are now preparing for the next phase 1o incorporate
more product categories into the analysis.

Europe

United Kingdom

In the UK, ASDA is also working with suppliers to reduce the
amount of carbon in the supply chain. in 2007, ASDA worked
closely with a number of our fresh food suppliers to map the
embedded carben in their products, including eggs, milk,
potatoes, lamb and chicken. As part of this work they identified
*hot spots”that can be targeted to significantly reduce levels of
carbon. For example, ASDA is working with 100 dairy farms to
calculate their individual carbon footprint and then provide them
to help identify and reduce embedded carbon.

with a tool



FORESTS AND CLIMATE CHANGE
The burning and clearing
20 percent of total global greenhouse gas emissions, more

than the emissions from all the world's cars, trucks and airplanes

forests accounts for roughiy

combired. Various facets of our environmental strategy promote
sustainabie rnanagement of the world’s forests, including our
participation in the World Wildiife Fund's (WWF} Global Forest
and Trade Network, the invesiment by Wal-Mart Brazil in

Amazon conservation, and the re
developed through our Jewelry S

Spmqbk mining criteria

tainable Value Network.
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2008, we participated in a process convened by
The Fofeﬁs Dialogue, which brought together more than
250 experis from industry, governments, multilateral institutions,

indigenous people’s organizations and conservation groups.
The meeting culminated in a consensus”Statement on Forests

and Climate Change”provided to international policymakers.



HELPING OTHERS REDUCE

THEIR CARBON FOOTPRINT

In addition to reducing the energy consumgtion in cur own
stores and Sarn's Club facilities, we are aiso taking steps to help
mbers reduce the feotprint of their
homes. In 2008, Sam’s Club converted nine Southern California

our customers and m

ne

facilities to include home erergy efficiency centers within
aisles. These centers offer members roof-top solar panels {one
of the first mass-market distribution efforts), energy-efficient
appliances, next-generation efficient lighting, and cther
products that promote sustainability such as low-flow toilets
and showerheads. In 2009, Sam's Club expects that rearly ail

of its locations will feature centers like this.
To share our learrings, we partnered with the Nation
Governors Association INGA) in the

S.in 2008 to launch the
“Greening State Capitols” program. This unique public-private
partnership between NGA and Walmart offered energy audits
of capitol complexes arcund the country, providing recom-
mendations on efficiency improvermnents and estimates of the
amount of energy and money each sta

te can save. During a
two-day auditing process, we sent g team of engineering
experts 1o survey state buildings and o suggest energy
efficiency improvements based on technologies that we
have successfully deployed in a number of our stores, Sam’s
Club locations and additional facilities around the world.
The areas covered ir the audit included:

-lighting,

. hea%ing, ventilation and air-conditioning systems (HVAC),

geration and other equipment,

thermostats, and
« buitding structure, including insulation and windows.

- technologies such as programma

We are currently delivering final written reports to
participating states and working with the NGA to compiie

fthe par

cumulative results o rership, which w

e published

ater this vear.
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U.S. CLIMATE POLICY

LRY)

We are also looking at ways we can apply our learnings and
create opportunizies for US. consumers and businesses to

reduce emissions. We believe climate legislation should be
designed both tc help consumers make better choices and
7e greenhouse gas emissions. in other words, i shouid

o stab

help people save money and also live better lives.
To this end, we believe a well-designed cap-and-trade
system will foster the competition, innovation, and business-

to-business and business-to-consumer transactions that will
fow-cost emission reductions and the creation of

"lobs. We anticipate that a new, increased demand

E

new "gree
for clean energy and energy-saving technologies and services
will be good for our customers and good for America.




e saying:

“We applaud Wal-Marts drive to increase its use of energy eficiency and renswable energy technologles
and lpok forward to the long-term positive impact thelr efforts will have on our environment. Wal-Mart’s
decision to take advantage of the economic and environmeantal benefits of solar power and energy
aefficiency technologies is a great step in the right direction.”

Ron Judkeff, director of the Buildings and Thermal Systems Center at the U.S. Department of Energy’s National Renewable

3y

Energy Laboratory (NREL)

“Wal-Mart's action shows thet low-carbon technology is increasingly competitive and long-term
sustainability is a winning business strategy. Wal-Mart's smart and innovative approach should be
used more widely”
Andrew Aulisi, divector of the ma

ets and enterprise program, World Resources institute

*The gloomy economy and falling oil and gas prices have put the damper on plenty of dean-energy projects,
such as T. Boone Pickens’ big Texas wind farm. But today’s storm clouds are just a passing phenomenon,
if Wal-Mart's plans are any indication... More than just a public-relations ploy, increasing reliance on
renewable energy is a way to hedge exposure to volatility In energy markets (as the ¢ty of Houston
showed earlier this yearl. Clean energy may not provide 100 percent of the country’s power In coming
years, but the mors It becomes an argumeant for companies to take care of their boftom line, the stron-
gerits prospects become, And Wal-Mart's announcement is a reminder that not everybody is tearing
up their dlean-anergy plans for tomorrow based on today’s dip in fossil-fuel prices.”

Keith Johnson, WSJ.com, "Wal-Mart: Wind Power’s Good for the Bottorn Ling, Even With Cheaper Gas,” Noverber 20, 2008

“State and local governments spend more than $11 billion on energy every year and those costs are growing
rapidly. States need to lead by example and the NGA is excited to partner with Wal-Martand use its
expertise to improve energy effidlency and save money at state capitol buildings across the nation.”

Minnesota Governor Tim Pavsienty, former chairman of the National Governors Assec
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Logistics

OVERVIEW

Our Company operates one of the largest private trucking fleets in both the U.S. and the UK.,
and these fleets support a number of strategically organized Wal-Mart distribution centers
within those countries. Today, our Logistics Division is working hard to make our entire fleet
more efficient, develop the most efficient routes, increase the number of cases per load and
create more sustainable distribution centers.

ives are helping us travel fewer miles. But perhaps most importantly, out initiatives are helping us bring products
more efficiently and inexpensively to our customers, reducing our averall impact on the environment and helping us defiver
or our mission of saving peopie money so they can live ber

These initia
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ACCOMPLISHMENTS
IN OUR TRUCKING FLEET

Americas
United States

In 2008 and early 2009, we celebrated a ber of significant

accomplishments in our U.S. Logistics Sustainable V
work (SVN}. Perhaps most notable,
in 2005 to make our fleet 25 percent more efficient by the end
of 2008. We calculate our fleet efficiency by first dividing the
number of miles we traveled by the average fuel efficiency
we achieved in our trucks as measured in mites per gatlon.
This teaves us with the amount of fuel we used to travel those
we delivered during

we surpassed our goal set

miles. We next take the number of cases
the same time period and divide it by the amount of fuel we
used to deliver the cases. By calculating our efficiency in this
way, we can tie in all of the aspects that play a role in our fleet
efficiency. Overall, we reached a 38 percent increase in efficiency
by working within our SYN and with our partners to install
trucks and

fuel-saving technologies on our trucks, load our
cases more efficiently, improve our routing and eliminate the
number of empty miles our trucks traveied.

We calculate our fleet efficiency using the
following equation:

Numberof .
Cases Delivered

Number of Miles Traveled
Miles/Gallon

FLEET EFFICIENCY IMPROVEMENT

{cases delivered divided by miles traveled and average fleet mpg)

30

o)

f¥al

O
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tfives enabled us to deliver 3 percent more cases
driving 7 percent, or about 90 miil
tthe same efficiency

foading methods in :JO8

These initia
res while ¢
in absolute terms. if we had driven a

o our lion, fewer

mile

level and used the same routes and
as we did in 2007, we wouid have driven nearly 140 million

rnore miles to deliy ose extra cases.

By driving fewer miles, we avoided adding 200,000 metric
tons of COz into the atmosphere. These efficiency improvements
also resulted in fewer trucks being on the road, reducing wear-
and-tear on roads, highways and bridges. Additionally, our
changes helped us save almost $200 million last year. Now,
we are working towa

double the ef
et in 2006.
trucks mote

ar goal to ency of
fleet by 2015 compared to our flee
While we continued to make our existing
efficient by improving engine calibration and installing tech-

{(APUs), we have made

ou

nologies such as auxiliary power units
additional efforts to explore and m?egrate aerodynamic and
alternatively fueled trucks into our fleet. In 2008, we added more
than 1,100 aerodynamic trucks to our fleet to further improve
our fleat eficiency. We plan to add 1,309 more in 2009.
We still have a lot of progress to make bm'ore we reach

our goal to double the efficiency of our fleet by 2015, but we
believe we are moving in the right direction to meet af\ tgoal.

In addition to transporting products, we have a fleet of
passenger cars used to transport associates. We commitied
10 purchasing an additional 300 hybrid cars for our passenger
fleet in 2009. Currently, we have 860 hybrids, which is almaost
17 percent of the fleet. )

HYBRID CARS INWAL-MARYT'S FLEET




Europe

United Kingdom

By the end of 2009, our ASDA stores aim to have their truck
fleet emit 40 percent fewer carbon emissions — measured
by volume of cases shipped — than their fleet emitted in
2005. This fleet improvement prograrm is called “Fewer and
Friendlier Road Miles”and is helping ASDA reduce the number
of empty trucks on the road and integrate new technologies
into the fleet.

To reduce the number of miles driven, ASDA developed
initiatives 1o increase the number of backhauls and frenthauls
they run. Backhauls enable ASDA to fill empty trucks traveling
between the stores and distribution centers 1o collect shipments
from suppliers for direct delivery to the distribution centers.
In 2008, this initiative saved ASDA approximately 1.17 million
miles in ASDA's supply chain, reducing almost 1 miliion empty
mites for ASDA trucks alone. ASDA also uses a fronthaul inftiativ
in which suppliers deliver ASDAs goods, as opposed toan ASDA
truck, in the event the suppliers drivers are already headed to

that destination. In 2008, this saved ASDA 14

-

iot,

miliion road miles,

oad mileage saved in 2008 through ASDA's logistics
sustainability efforts was 8 million miles and eliminated the
production of 10,222 tons of CO: from its trucks.

Also included in the "Fewer and Friendlier Road M
program are the addition of new technclegies and usine other
transportation methods to move products. ASDA is improving
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efficiency and saving road miles by making use of trains and
double-trailers. Each month, ASDA displaces 625,000 read miles
and eliminates 475,000 road miles, respectively, by utilizing

ioad platforms. ASDA is also using synthetic oils,

these large-

fuel additives and integrating technological solutions into

the trucks to improve efficiency. One tec hmEOf‘v cai!cd Isotrack
is a computer installed in cabs that a:

and their effect on fuel efaciency.

Asia

Japan

In Japan, Seiyu aims to reduce the amount of fuel needed to
fransport 1 1on of goods per kilometer by 25 percent by 2012

Seiyu measures the amount of fuel required te carry 1 ton
of goods 1 kilometer and is tracking well toward the goal.
Between 2007 and 2008, Seiyu was able to transport 16 percent

more goods over the same armount of distance by using more
efficient routing and loading techniques for trucks, and con-
solidating operations and deliveries. Last year, their efficiency
improvements led to a decrease in CO; emissions bv more

y forward, they plan to further improve

than 13 percent. Geing
their fleet efficiency by expanding the use of local produ
and continued logistics optimization.




DISTRIBUTION CENTER IMPROVEMENTS

ound the world are also playing a

Qur distribution centers a

role in our efforts 1o increase the efficiency of our operations.
The strateqic placement of our distribution centers helps

increase the efficiency of our fleet by cutting down the num-
ber of miles that prod

s travel before reaching one of our

stores. And innovative technologies being added to existing

and new distribution centers help reduce our energy use

and greenhouse gas emissions.

Americas
United States
Walmart has more than 140 distribution centers that service
more than 4,200 stores across the U.S, We believe that all of
our buildings should operate as efficiently as possible, and
that’s why we're also working 1o reduce energy consumption
atour distribution centers.

Qurimprovements include:

Retrofitting Lighting Fixtures: Replaced the lighting

fixtures in more than 100 of our distribution centers tc use
I5 fluorescent light bulbs. Using these bulbs, we saved
more than 200 million kWh of electricity.

Using Energy Demand Monitoring Systems: Although
the distribution centers thernselves run nearly 24 hours
torun all the time.
enablesusto

a day, not all of the equipment needs
Our energy demand monitoring system
turn off lights and equipment when they are notin use.

-sensor lighting and a similar system that

We use motio

controls conveyor belts.

integrating Glycol Cooling into the Refrigeration
System: In the past two years, five distribution centers

were retrofitted to feature HVAC units that use a glycol
cooling loop, which is supported entirely by the refrigera-

tion system, Not only does the system keep the perishable

foods cold, but alse cools the

rribution ce

tire ¢

+'»gratm-q rmxd—operamg dox
er between rooms that require different
gr ocery distribuil

rgy by remaining close *d vmrm
open very

temperaturas in
doors help us save

there is no traffic in and out of the room, |
quickly when an

associate approaches.
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Variable Frequency Drives (VFDs): Similar to the
energy demand monitoring system, our refrigeration
systems adjust their output based or the current need.
if there is not as much 1o cool, then the systems do not
need icrunatt
Frequency Drives {(VFDs}, we are able to match the speed
of operation to the current load required.

helr full capacity. By installing Variable

—

Solar Panels: In
of solar panels at one distribution center in Porterville
and wiil cond iocation in Apple Valiey
during the second quarter of 2009.In Portervilie, the pan-
els were installed on the roof of the facility and will supply
approximarely 600 kW of power. The ground-mounted
solar panels in Apple Valley will cover a nine-acre field
and supply 1

ation

fornia, we completed the ins

e completing a se

megawatt (MW} of power.

Europe
United Kingdom

Given the strategic placement of ASDA distribution centers, the
distance between the stores and the distribution centers
averages only 56 miles. This helps ASDA reduce the number
of miles trucks travel and saves fuel.

Asia
China
In Chinag, Wal-Mart opened a distribution center in Tianjin
which won the 2008 Green Supply Chain Award from the
China Supply Chain Councii The 455,000-square-foot distri-
bution center has a number of sustainable features that help
reduce COz emissions and energy and water consumption.
The distribution center includes solar panels and wind turbines
that produce renewable energy. Solar water heaters installed
cen provide 1.7 tons of hot water each day. Energy
efficiency improverne the installation of efficient
Ts light buibs, daylight harvesting and an HVAC system with

s include

improved energy consumplion.



OVERVIEW

One of our primary sustainability goals is to create zero waste, including redirecting all of the
waste created by our U.S. operations from landfills by 2025, and reducing packaging in our
supply chain by 5 percent by 2013. In 2005, we announced a short-term goal to reduce waste
in our U.S. operations by 25 percent by 2008. To move toward these goals, we are working with
suppliers to reduce the amount of packaging and waste that enters our stores so we don’t have

to throw it away.

Around the world, we continue o develop new initiatives that sirengthen our business. By focusing on the three"Rs"-
reduce, reuse and recycle - when we think about waste, we identify new opportunities to reduce our waste stream. For example,
our ASDA stores in the United Kingdom have reduced the weight of their food packaging by 25 percent when compared to
2005. And int Japan, our Seiyu stores have been able to recycle approximately 75 percent of their total store waste by separating
waste into 12 different categories. These are just a few examples of how we are reducing the amount of waste sent to landfils

and our use of natural resources.
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REDUCE, REUSE, RECYCLE

At Wal-Mart, we focus on the three "R's"when we

hink about
our waste — reduce, reuse and recycle. By keepinﬂ these

thre
that strengthen our business as well as our a

tives

e words in mind, we continue to develop

tyto deliver
071 QUr Mmission.

Wi
quickiy reaiized that our

an our waste reduction goals were set in 2003, we

previous waste managernent system
was insufficient to accurately measure and manage cur waste
stream. Dumpsters were being hauled from our stores without
much waste was in them. During the past

our waste verdors

measuring how
worked side-by-side with
cated waste hauling system that

three years, we
1o develop a more sophist
allows us to measure and manage our wasie stream. At the
same time, we began robust recycling efforts and increased
the amount of waste being recycled and decreased the amount
going to the landfll. W
perceriage of the amount of waste
in 2005, 2006 or 2007.
Now thatwe are ablet
landfll, we are proud to report that from February 2008 untl
January 2009, we redire i more than 57 percent of the waste
generated by our stores a nd Sarv's Club facilities, exceeding
€. This success was achieved through

e do not, however, know the actual
we redirected or reduced

IO accurat measure waste to the

the nationai recycling rat

anumber of initiatives, including better managing our inven-
tories, increased charitable donations and irnpiementing many
new and innovative recycling programs.
in 2007, we started a zero waste pilotin the Fort Smith,
Arkansas, mar = are gaininga b
understanding of the waste generated by our stores and
opportunities for reducing and redirecting that waste.

?Iastic Bag Initiative
In 2008, we made a commitment to reduce the plastic shopping
bjg Wi d the world by an average of

18 3T CUT SIOTES arounc
33 percent per store by 2013 using a 2007 ba

we achieve
this goal, we could reduce our plastic bag waste by the equiva-
ent of 9 billion bags, avoid producing 290,600 metric tons of

nt consuming the equt»dlcr|L<
er p!asr% bags,
NG OUr Custor 2cycle thelr

more than 135 million

greenhouse gases and prev
78000 barrels of
offe
existing bags, o eliminate
pounds of plastic shopping bag waste globaily. Many of our
gress in reducing

CJ\

»-\,O'y year. By giving out few

ng reusable ones and hel

W expect

international markets are already making prog

their plastic bag waste.
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Americas
Canada

In 2008, Wal-Mart

Canada reduced the size and gauge of
ated 2 million pounds
omers who prefer

G savean es

plastic shopping bags te

plastic bags, Wai-Mart Canac

shopping bags from any retailer.

Argentina
In the past two years, Wal-Mart Argentina has seen a 20 percent
shier traint

reduction in bag use through improved ca

prometing a“five items per bag“goal.

Brazil
In November 2008, Brazil launched a pilot project that gave
custemers a $0.03 USD discount for every piastic bag they
didnt use. The project has been a
first two months of the project, customers avoided consuming
million plastic bags.

To add to their effor

great success, and in the

more than 1

1o reduce plastic use among
customers, Wal-Mart Brazil has introduced the lowest-priced
reusable bag among retailers in Brazil st R$2.50(51.13 USD).
They have sold more than 1 on of these reusabie bags
since the launch,

15

Central America

In Central America, our stores have implemented a number of
standardization measures 10 achieve a 10 percent reduction
in plast

bag weight.

Reusable Bags
We're also encouraging our customers to use items such as
reusable shopping bags o reduce their waste,

Americas

Central America

In December 2008, Wal-Mart Central America introduced
reusable bags into its steres

rin Chile to offer

st grocery reta

Mexico
in April 2008 Wal-Mart de Mexico in?:rocéuced reusable bags
ce by one-third.

and in early September reduced the pr



United States
In Qciober 2007, wi
and Walmarz

g reusable bags at Sam’s Club
stores in the U.S. In 2008, we expanded our
reusable bag selection at Walmart stores 1o include two bags,
a black bag and a blue bag, which are both made out of

recycled materials and can be recycled when they wear out.

Thereusable b ninate the use of 75 1o 100 pi

vags can eli
r their lifetime. The Sam's Club bags are
slightly larger, capable of carrying up to 50 pounds and can
also be recycled once they wear out.

shopping bags ove

4

Asia
China

Japan

In Japan, our Seiyu stores begar the Hummingbird Campaign
10 encourage customers 1o reduce plastic bag consumption.
has encouraged customers to
g-your- all Seiyu
features the Hummingbird Campaign logo. Now,

As part of this campaign, Sely
use their brir
stores, whic
approximate!
reusable bags.

ity 2
1y

wn bags or “My Bag” available at

iy 45 percenrt of Selyu customers use their own

Europe

United Kingdom

In order to encourage customers to biing and use reusable
bags, ASDA removed single-use plastic carrier bags from view
at all of its checkouts. They were the first major supermarket
retailer in the UK. to do this. Now, associates ask custorners if
they are reusing bags, and will only provide a singie-use bag
10 the customer if asked. This change has contributed tc a
more than 30 percent reduction of plastic bags used in ASDA
stores since June 2008,
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Packaging Reduction
Around the globe we are working with our suppliers to develop

ustainable sclutions to product packaging. Several markets,
inc%uding the US,, the Americas, Europe and Ching, are work-
ing to reduce packaging waste by 5 percent by 2013 using
a 2008 baseline. In order to move toward this goal, we devel-
oped an online packaging scorecard designed to gather
information on our suppliers product packaging in order to
establish a baseline and help our buyers make more informed
purchasing decisions.

On February 1, 2008, the online packaging scorecard was

made available to alt of our US. buver;, and now buyers may
show preference to those suppliers who have demonstrated

a commitment to producing more sustainable packaging.
Suppliers can use the scorecard to measure how their prod-
uct packaging helps us achieve, meez or exceed our goals of
being suoplied 100 percent by renewable enerqy, creating
Zero wa nd selling environmentally preferable products.
009, we began rolling out the packaging score-
lect international markets. Canada will be the first
country to integrate the scorecard into its business, and the
rolicut is expected to be completed by the fall of 2009.The
e translated into several langu but will
e information and questions as the original
inched in the US. Already our suppliers around

€ af
inea ly

card to sel

scorecard w

ages,

the world are reducing their packaging and creating more

sustainable alternatives.

Currently, we are working with our Packaging SYN to
measure our progress toward reducing packaging in our
supply chain by 5 percent by 2013 based on 2 2008 baseline.
There are many factors associated with making packaging more

sustainable, including greenhouse gas reductions during

manufaciure of the package, substrate material choices and




chernical composition. We have spent the last several months
gathering the information we need about our products to be
able to look at these factors through a ‘cradle-to-gate”approac

In doing this, we will be able to more accurately measure ahe
environmental impact packagir
packaging su chain. We have collected information on
approximate 00G of the

g reduction has on our entire

=ty 300,
and 90 percent of the iterns that we collectinform

d inWalmart stores

msca

onon
at Sam’s Club. As we move forward, we will continue to work

y our Packaging SYN members 1o evaluate the type of
information collected and determine how to
the progress being made by our suppliers.

Wi

0 best measure

Americas

United States

Each vear, our U5, Packaging Network hosts a Sustainable
Packaging Expo in Bentonville, Arkansas, to connect product

suppliers w
packaging op
sustainable packagér‘sg booths and was attended by more than
1,500 product suppliers and 500 internal associates. The Expo
also p:ovid-es attendees with the opportunity 1o attend several
educa

packaging suppliers who can suggest sustainable
tions. In 2008, the Expo featured more than 180

sessions featuring speakers from Wal-iv

Packagmg Network and non-governmental organizations.

49 WAL-MART 2009 GLOBAL SUSTAINABILITY REPORT

in addition to working with our suppliers on the scorecard
and the Sustainable Packaging Expo, we ha
working with our private-label suppliers to increase the

sustainability of their packaging. For example, we've made

been actively

sustainable packaging changes to the apple juice sold under
the private Member’s Mark label at Sam’s Club. Approximately
half of the packaging is manufactured using 35 percent
renewable energy generated by hyaroelecmc olants that use
moving water to generate electricity. Additi

J

naily, 50 percent
of the packaging is manufactured from 100 percent recycled
corrugated cardboard,

in 2007, we missed meéting our goal 1o eliminate PVC
from our mvat@—b ‘and packaging. We made progress towaid
this goal by converting PVC clarnshells to PET and either
compietely removing PYC windows in packaging or replacing
the PVC windows with PET. While we continue to look for
atternatives to PYC, we have been unable to find suitable

replacements for PVC used in over-the-counter, iamper-evident
bands, metal can sealants and meat wrapping, amang others,

Until we identify another material of
I not eliminate PVC from certain
of our customers,

equal performance, w
items to ensure the sarety




Brazil
The makers of Su

in Brazil, were able to reduce packaging without sacrificing the
They did it by making
tsmaller, leading to a
24 percent reduction in the label size and a 12 percent
reduction in the amount of corrugated cardboard needed
10 package the cans. These changes have led to an annual
savings of 2,800 pounds of steel, 330 pounds of paper and
770 pounds of cardboard.

ume of product sold to customers

Sustax cans approximateiy 16 percen

Europe

United Kingdom

In the UK, our ASDA stores have reduced the weight of their
food packaging by 25 percent compared to a 2005 baseiine,
Wore than 2,500 different products on ASDA shelves have been
right=sized, leading to a reduction of 46,000 tons of packaging,
which is equal 1o the weight of 5,700 Londonr red buses.
Additionally, the packaging on more than 6,000 products
provides customers with recycling information.

Asia
Japan
In Japan, our Seiyu stores are actively working to reduce
packaging waste. Their produce depariment has been work-
ing with suppiiers to develop reusable plastic containers 1o
transport produce in order to make their supply chain more
sus%ainab%e.“[’héj,/ are also reducing the number of trays use
in the meat department. So faz, by moving from four differ-
ent coiored trays used to stere and display different kinds of
meais 1o one white tray for everything, they have saved more
than JPY 100 million (665,000 USD;).

China

Following in the footsteps of the U.S. Packaging Network,
Wal-Mart China hosted its first Sustainable Packaging Expo in
The Expo helped connect product suppliersin Ching to

ers who have sustainable packaging options.
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RESUSING MATERIALS

We are working wit

i

h our suppliers to integrate recycled materials

into new products. We are showing our customers how these
recycled materials can have a positive effect on the environment,
ing them save money and live better.

while heip

Americas

United States

Many people wender where plastic and other materials go
once they have been recycled. inthe US, we are developing
a closed-loop recycling program that helps our suppiiers get

materials recycled from Walmart stores. With the recycled

, suppliers can make new products that return to

Walmart’s sh .
For example, each year, our Tire and Lube Express Centers
(TLEs) send millions of tires to recyclers for processing. In
2008, we were able to recydie 16 million tires, and 2.5 million of
those tires went into the production of a new product on cur
™ Rubber Mulch. By selling this rubber
mulch, we prevent those tires from going to landfills and
reduce the number of trees that are cut down to make tradi-
tional mulch. Additionally, it is non-toxic and latex-free. This

shelves, Maies

closed-loop system saves money for us, our suppliers and
our cusiomers.



ZERO WASTE INITIATIVE

Our stores around the world are recycling mitlions of pounds of
materials generated from the back of our stores. We're reducing

the amount of waste sent to landfilis and cur need to use

virgin materials.

Americas

United States

In 2008, we really started seeing results of the super sandwich
baling process we instituted in all of our stores, Sam's Club
locations and additional facilities in 2007. This process helps
us recycle loose plastic and cardboard, along with 32 additicnal
irems, including aluminum cans, plastic hangérs. olastic water
and soda bottles, office pamer and paperback books. Since
integrating this process into our facilities, we have redirected
18.9 million pounds of plastic hangers, 12.4 millior pounds of
office paper and 1.3 million pounds of aluminum from going
to landfills. And we continue to increase the amount of plastic
and cardboard we have been able to recycie. We estimate that
we have redirected more than 182 million pounds of plastic
from landfills and sent more than 25 billion pounds of card-
board to paper mills across the U.S. and Asia to be recycled.

We are also helping our customers recycle their old elec-
Yy be hard to do. in May 2008, Sam's Club
arf an oniine

fronics, which can of

partnerad with N.EW. Customer Service to st

recycling program for unwanzed electronics. Anyone can log

on 1o the Web site www.econewonline.com/samsclub, enter

ormation on their used electronic item and find ocut whether

or not they can get money back for sending itin. Once the item
is sent to N.EW. for free, the amount eligible to be refunded
will be given back to the customer on a Sam's Club gift card.

Brazil

Wal-Mart Brazil is working to create”Zero impact’when ff ¢
1o waste. In 2008, 273 associates were ©
the Zero Impact program, which will reuce the waste sent to
icipating |

cmes

rained to take partin

landills. C
the program, and Wal-Mart Brazil aims to have all of its stores
in the program by 2010.

Wal-Mart Brazil is aiso participatin

Currently, 89 stores in the country are pa

ue relationship

with waste collectors in the country. in Brazil, some irmpoverished

people earn money by rummaging through waste to collect

recyclable items. Wal-Mart Brazil and Wal-Mart Institute (Brazil)
tation Recycling Project in partnership with the
institute and Coca-Cola Brazil. The project
fing centrally-focated collection posts for

initiated the
Coca-Cola Braz

invelves provic
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recyclables at the network of Wal-Mart stores throughout the
country and at 25 Coca-Cola supplier factories. By providing
the recycling stations, people now have a place to drop off
their recyciable items, the recycling infrastructure in Brazil is
strengthened and the income generation achieved by the

cooperative of garbage collectors is improved.

Central America
Our distribution centers in Central America have been diligent
about recycling materials. In 2008, Wai-Mart Central America

was able to recycie 13,137 tons of cardboard and 1,289 tons
or péastic This helped eliminate the need for more than

Puerto Rico

in 2008, as part of Wal-Mart Puerto Rico’s annual recydling
challenge "Tematele en Serio, students, associates and
customers coliected 57 percent more materials than the
previous yvear, The program is an educational alliance with
the Puerto Rico Solid Waste Authority, the Puerto Rico Education
Department, Yo Limpio a Puerto Rico, and Pepsico. Nearly
80,000 students and 231 schools brought their recyclable

itemns 1o Wal-Mart stores, which served as collection cente

forther ng challenge.
Europe
United Kingdom

During the last few years, our ASDA stores in the UK have

established a comprehensive recycling program which has
helped them redirect 65 percent of store wasie from the
landfill. At the end of 2008, ASDA opened the U
that to reach zero fandfill waste in Baotlf—




onstration of the model that will

ve its zero-waste-te-landfll go

help ASDA achie

by the

endof 2 ’*10

o

nters {ASCs). Recyclable materials are ransported to these

es from stores in th

facii e surrounding area using
delivery vehicles on theirr

backh

trucks on the road

empty
M TUn ~ a process known as

auling -~ which means they don't need tc put more

just 1o transport s‘heﬁe commodities. Once

atan/ he waste Is bundled together and stored, ready to
be sent for recycling. As of 2008, ASDA had sever of these ASCs,
with one more 1o be construcied to compiete the network.

iy | 500 ensof
erioliow astociotes ot
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onal ASDA Service

in 2007, this initiative helped ASDA recycle more than
165,000 tons of cardboard and nearly 8,000 tons of plastic wrap-
ping. Now, ASDA is continuing to move toward its zero-waste
goal and aims to elimin

the remaining 35 percent of its waste.

Asia
Japan

Our Seiyu stores in Japan are able to recycle approximately

75 percent of their total store waste by separating waste into

12 different categories. In 2008, Seiyu was able 1o establish new
ways to reduce food-related was

te, further reducing the amount
of waste sent to landfills. This vear, Selyu aims to have sustainable

solutions for 80 percent of its store waste.

Basically
bears &t and then i beco
oo ot% Dantbensd




reduce plastic bag waste .
{ies a /b percent reduction : ppiodimately 678000 barm
s frum Sy :

fo the for;d ann




OVERVIEW

Bringing sustainable changes into our business is just one aspect of our Sustainability program.
We also want to bring sustainability into the homes of our customers around the world. By
working with our suppliers to improve the sustainability of the manufacturing processes and
use of products sold in our stores, we hope to show our customers that they don’t have to pay

more for products that can reduce their impact on the environment.
We carry hundreds of thousands of products or our shelves that fall into e number of product catege
ions, such as the Electronics Network, the Food,

es. We established

Sustainable Value Networks {SVNs) that represent different business div
Agriculture and Seafood Network and the Jewelry Network. Associates in those divisions are a part of the SVN and work hard
to find sustainable solutions for products.in their category while keeping our business goals top of mind. Additionally, our
SVNs include representatives from non-governmental organizations, universities, the government and suppiier companies.

sle products into the hands of our customers.

affordable and environme

ally preferal

Together, we are working to put more
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GLOBAL AGRICULTURE AND FOOD

king to stretch their

‘hite many of cur custor

S are wo
budgers, we are working to do our part by giving them access
to fresh food at affordable prices. One way we are able to do
thisis by purchasing more produce fro

ocal farmers and
purchasing products that are grown and produced by people
who use sustainable practices in their businesses. Our goal at
Wal-Mart is to have a long-term supply of reliable agricultural
and seafood products harvested in a sustainable way.

Americas

United States

In 2008, we launched even greater efforts to purchase locally
grown produce in the U.S. With our ocally grown initiative, we
can provide high-quality, iow-priced fruits and vegetables while
suppoeriing farmers and their local economies. By reducing the
iles food travels between the farm and our shelves,

number of

we can decrease greenhouse gas emissions and conserve fuel,
in 2008, we began seliing case-less milk at 236 Sam’s
Ciub lecations in the U.S. The case-less milik jug is square in
shape and virtually self-stacking, which eliminates the need
for racks, extra transportation to pick up the racks and water
required to clean the racks. Additiorally, the case-less milk
jug ships more efficiently, showing a 51 percentimprove-
ment in the cube utilization and allowing 9 percent more

product on a truck.
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We are also working with suppliers to offer more socially

responsible products on our shelves. As a part of our fir
Month in-store campaign in April 2008, we launched the sale
of six coffees carried under our exclusive Sam’s Choice brand

that are ei
Alliance Certified. These coffees enable customers to get
gourmet coffee at a great value while providing benefits to
farmers, their communities and the environment. Sarm’s Club
was one of the fAirst retailers 1o offer Fair Trade Certified wine.
And since Novernber, Sam's Club members have been able
to purchase Fair Trade Certified Malbec wine from Argentina
in more than 400 Sarm's Club facilities. A portion of the sales is
collected by Transfair USA and used to build schools, medical

r certified organic, Fair Trade Certified or Rainforest

facilities and other community projects.
VA [PRNRGR SR R s ot s et
We are committed to featuring more sustainably harvested

r

seafood in our stores. Our efforts have included collaboration
with the Marine Stewardship Council {(MSC), Sustainable
eries Partnership {SFP)'and the World Wildlife Fund {(WWF),
Environmental Defense Fund (EDF), and the Alaskan sa
industry for wild-caught seafood and with the Global
Aguaculture Alliance (GAA) forall farmed seafood.

-

on

Together, we are encouraging our seafood suppliers to
implement plans that strengthen fishery management practices,
rebuild stocks, reduce environmental impacts and encourage
support for broader marine ecosysiem management and
protection efforts.

We rmade & commitment in 2006 o
- Purchase all of our wild-caught fresh and frozen fish for

the U.S. from Marine Stewardship Councit (MSC-certified
fisheries by 2011,

- Work with Global Aquacuiture Alliance {GAA) and
Aquaculture Certification Council (ACC) to certify that
all farmed shrimp suppliers to Walmart adhe
Aguaculture Practices (BAP) standards in the US. by
2011. These standards serve as a guideline to gssist

e 1o Best

participants in performing environmental and social
impact assessments of their production facilities and
developing management sysiems for compliance with
the certif

ication standards.



As of January 31, 2009, in aggregate, 49 percent of the
totat pounds of fresh or frozen seafood sold atWalmart US.
and Sarm’s Club have the MSC or ACC certification, with many
more fisheries currently progressing through the certification
3 products in our stores that carry

process. We currently have 2
the MSC certification, with more selections under way. And
100 percent of the farmed shrimp products we purchase meet
factory processing criteria established by the ACC, and we are
in the process of having shrimp, catfish, tilapia and salmon

farms become ACC-certified as well.

Mexico
In 2008, Wal-|
and vegetables sold in their stores from Mexican suppliers.

They also feature more than 1,100 environmentally preferable

art de Mexico sourced 99 percent of the fruit

fucts on their shelves.

Central America
Together with the global refief and develooment organ
Mercy Corps and the United States Agency for Internationa

Development {USAID), we launched the Inclusive Market

Alliance for Rural Entrepreneurs in Guatemnala, which is focused
on improving the lives of srnali-scaie farmers. During a three-

year project, the Alliance will h scale farmers move
from traditional crops, such as corn and bearns, 1o growing
demand-driven crops, such as tomatoes, peppers, potatoes
and onions that will be sold to major retailers such as Wal-Mart.

Witk

1 the resources provided by the Alliance, we hope that

cate farmers in these rural areas will be able to grow
into entrepreneurial producers of premium products. We expect
that higher, more consistent incomes will lead to increases

ood security for their families

in education, health and f
and communities.
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Brazil

Wal-Mart Brazil has commitzed to offeri ing atieast one organic
product per food category. They currently have more than
1,000 organic items in stores from 172 organic product suppliers
who provide meat, juices and fruits.

Puerto Rico

Qur Puerto Rico market has launched a program called Siemn-
bra el Desarollo Del Pafs (Sowing the Development for the
-conémico (BDE), the
Puerio Rico Department of Agriculture and the non-profit

7y} with the Banco de Desar

organization Caborrojenos Pro Health and Environment. The
program aims 1o identify and develop business opportuni-
ties for farmers, white providing customers greater access
1o local produce. By supporting this program, Puerto Rico

reduces its dependency on imported produce. New agricul-

tural entrepre ireceive

2neurs pPITEL H"cTI’W(} inthe program wit

some financing from the Economic Deveicpment Bank to
establish their business. They will also receive support from the
Department of Agriculture on land preparation and crop seed
availability. Additionally, participants will receive training
sponsored by Wal-Mart 1o develop the skilis needed to run
agricultural-based businesses, strengthen new business proj-
ects and ensure that sustainable practices are being integrated
into their farms. The products generated by participating
businesses wili be marketed under the brand name, "Del Pais”
inWaimart supercenters, Sam's Club and Amigo Supermarkets.
The project will start with 20 farmers and is expected to expand
10 25 in 2009. During the first phase of the project, chili peppers,
sweet potatoes, beans, yautia, yams, malanga and plantains
wiil be produced.
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Europe
United Kingdom

Our ASDA stores in the UK. are working to put more locally
grown and foc

y produced items on their shelves, as we ,
currently works Wlth approxima *00 tocal food producers
in the UK. who provide more than 3,000 products to ASDA

example, ASDA pledged that

v abroad in its private-label

stores across the country. As an

it will not sel any eggs sourced fro

M

eqgg brand. During the next three years, all ASDA brand eggs
ied by 2 group of local dedicated egg farmers.

will be suppi

The private-label brand alse guarantees all its hens have been
vaccinated against salmonella. ASDA has also !aunched 2
campaign called "Respeciful, which promotes free-range eggs
exclusively supplied by a local supplier, Stonegate, and
produced using humane, environmenially sound methods.

Asia

China

Wal-Mart China is workmg to bring customers better quality

and sustainably-harvested produce through its Direct Farm

Program, This program helps farmers in China place their sus-

tainably grown produce in local Wal-Mart stores and receive
better inancial returns on their products. They aim to expand

the Direct Farm Program to include

by 2011

e as many as 1 milion farmers



ELECTRONICS

We are working to reduce the energy consumption of the
preducss we have on our shelves. in 2008, we set a three-year
goal to work with our suppliers to make the most energy-
intensive products in our stores arcund the world 25 percent
more energy efficient based on a 2008 baseline. Using the
same baseling, we are also working with suppliers to increase
the efficiency of flat-screen televisions by 30 percent by 2010,

Americas

United States

Throughout 2008, we laid the groundwork to make certain
products we sell more energy efficient by working with our
suppliers. So far, we have made progress in moving toward
our goalsin this area.

«We are working with suppliers to make the most
energy-intensive products in our stores 25 percent more
energy efficient based on a 2008 baseline. Product
falling in this category include personal computers, video
game consoles, air conditioners and televisions. By May

uters and one-thir €

20089, all of the laptop com >
be ENERGY

_\
Q.
Q

©

desktop computers we sell in the U.S. will
STAR® 4 O-compliant.
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- As of January 2009, 75 percent of our air comditioning
units are ENERGY STAR®-certified, making significant
progress toward our geal to have all of the air condi-
tioning units we sell ENERGY STAR®-rated by 2010.To
learn more about ENERGY STAR® and ENERGY STAR®

certification visit: http://www.energystar.gov.

+We are also working with our suppliers to make all of the
flat-panel televisions we sell 30 percent more efficient
by 2010 based on 2 2008 baseline.



in addition t© making certain products more energy

efficient, we are working 1o double tf
helpm

e sale of products that
homes more energy efficientby 2011 basedon a
2008 baseline. Producss falling under this category include
caulk, weather stripping, air filters, programmable thermostats

expanding foam and power strips. Each of these products
helps a home reduce wasted energy due to poor seals or
phaniom power consum

We are alsc working 1o bring more RoHS-compliant
elecironics into our customers’homes. RoHS-compliant
{Reduction of Hazardous Substances) electronics have eliminated
certain substances from being used during the produciion
of the item. We are.m

g ali of our televisions, personal
computers, MP3 players, video games and cameras RoHS-
compliant. So far, all of our televisions and personal computers
meet this standard.
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Asia
Japan
Seiyu in Japan is increasing demand for energy-efficient
electronics by inform

ustomers about the 4-star-
nces carried in the store.
Due to additional customer education, Seiyu has also seen
a 30 percentincrease in CFL sales.

B

ied, energy-efficient ap

China
Wal-Mart China is actively promaoting the production and sae
of enargy-efficient preducts by raising customer awareness and
hosting electronics trade-in events. In 2008 alone, Wal-Mar

China hosted 400 electronics trade-i

helped customers properly dispose of their e-waste, lowered

ew television sales.
Wal-Mart China plans to host as many as 100 of these events
per month by 2011

poiluticn and drove 1.4 percent of ¢




We believe that the products our customers use in their homes
should be affordable and safe. We also b
products can be sustainable.

ifeve that those

Detergent and Soap

Americas

United States

In late 2007, we committed totransition oure
laundry detergent category to concenirated detergent by
May 2008. We saw success in this initiative when Unilever
developed its ali® smail
hird the size of the 100-0z. bottle. This new detergent can
wash just as many loads of laundry and is easier for customers
o carry. In 2007 and 2008, we worked with ali of cur major

ntire Hguid

and-mighty detergent, which is one-

detergent suppliers, and every detergent brand made the
switch. We expect that by 2011 this change will save more
than 125 million pounds of cardboard, 80 miilion pounds
of plastic resin and 430 million gallons of water. These
changes help us save money on diesel needed 1o trans-
port the improved bottle. This commitment also resulted
in real savings for our suppliers.
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Our Americas region also is taking steps to make its laundry
detergent category more sustainabie. By 2012, ali of the liguid
laundry detergent sold there wili be at ieast two times con-
centrated to reduce water use. In addition to working with

suppliers (o increase the amount of compact versions of faundry
detergent they offer, we have committed 1o reducing phos-

phates in detergents being sold in the regicn. We will require
our suppliers to reduce phosphates by 70 percent in laundry
and dish detergent by 2011 based on a 2009 baseline. We will
measure this goal by calcuiating the total mass of phosphate

content in detergents seld in the Americas per year.

Brazil

One unigue product being sold in Wal-Mart Brazil stores is
the private-label TopMax bar soap, which is made from used
kitrchen oil that Wal-Mart customers deposit into oil collection
receptacies in stores. The soap is biodegradable and aiso

phosghate-free,




Wood and Paper
Another area where we believe we can make great strides is
irr our wood supply chain,

Americas

United States

In 2008, we committed 1o eliminate wood that comes from
unwanted sources from our supply chain by July 2013.1n
order to do this, we partnered with the World Wildlife Fund's
Global Forest and Trade Network (GFTN). The GFTN aims 1o
eliminate illegal logging and improve the management of
valuable and threatened forests. Together with the GFTN and
its network and expertise in 36 countries, we will work with
our suppliers 10 improve the traceability and transparency
of our wood and paper supply chain and move toward even
more sustainable sourcing.

Asia
China
In additic

1o our work with the GFTN, we are focusing a great
deal of attention on our wood product procurement from
ource of products manufactured

China. Chinais an imporia
from wood, and therefore it’s important for cur Company and
our suppliers to gain greater transparency into this portion of
our supply chain. Wai-Mart Stores, Inc. recently entered into a
memorandum of understanding with the Chinese National
Forestry industry Association to build relations with the orga-
nization and gain vis o thelr new wood cer
process. We will work alongside them, offering cur thoughts
on their certification process, learning how they are developing

eir standards, the source of the information they are using

as new certified forests come on lire, and how they are
documenting the timber supply chain.

51 WAL-MART 2009 GLOBAL SUSTAINABILITY REPORT

Chemicals

With thousands of products on our shelves that contain

chernicals, identifying which chemicals may be harmful is,

without question, a challenging task. One of our goalsis to
drive the development and sale of products that are better
for the environment and for our health. To help reach this
goal, we developed an internal tearn that identifies chemicals
of concern and encourages suppliers to explore and bring to
market products that contain alternatives to the chemicals
we identify. By working closely with our suppliers, we are tackling
this challenge and seeing progress.

Americas

United States

In our 2007 report, we discussed plans to identify 20 chemicals
of concern that we would work to eliminate from products
sold at our stores. Since that ti
a more effective way 1o address this issue and provide our
cusiomers with products that are environmentally preferable.
By working in a collaborative process with the members of
our Chemicals Sustainable Value Network, we have identified
a screening teol, called GreenWERCS, that will provide us with
a far more comprehensive view of the products we sell thar

e, we believe we have found

methods we previously identified. GreenWERCS will help us
analyze the products on the market and identify risks across &
broad spectrum instead of looking at each chemical individually.



CLOTHING, ACCESSORIES AND TOYS
We are working with our suppliers o introdu
innovative products that can help our customers feel better
about their purchases. In the past year, we have increased
our offering of organic and alternative fiber clothing and
bedding, and we started selling fully traceable gold and silver

ce new and

Cewe
_;(_\

y in our U.S. stores.

Textiles
Around
sustainable fibers into our textiles
organic cotton or recycled fabrics.

the world, we are working o irtegrate more

offerings such as

Americas

United States

Our Textiles Network is actively working to provide our
customers with environmentally preferable and fashionable
clothing cptions at affordable prices. We are working to integrate
more sustainable fibers into our clothing and textiles and make
100 percent of the products sold under our Faded Glory

private label more sustainable.
We are approaching this effort from two angles. First, we
native or recycied materfals

are working to include more alte
in the fabric of cur Faded Glory product line, Second, we are
looking at ways to improve packaging such as using tags
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that are made from recycled leather or eliminating individ-
olybags. We will measure this goal by comparing what
we used in 2009 versus what is used in 201

3, and we will
continue to look beyond this goal for any drematic innovations
ir: our Faded Glory producticn process.

Currently, we are in the initial stages of making our textiles
nable by educating our buyers, proguct
execution team and brand merchandisers about specific

supply chain more sust

network goals. We are also increasing the number of producis
that use organic cotton, recycled polyester and other sustainable
fibers. In addition, we have developed a list of key questions
that we ask each of our textiles sup, in order to learn about
their sustainability efforts and initiatives. The list includes
ing energy consurmption,

questions on recycling materials, redu
reducing roxic chemical usage, reusing fabric scraps, using
alternative sustainable fabrics, knowing the origin of their
product from cradle to grave, and measuring and reducing
ter use in the production cycle.

in 2008, we changed our strategy in relation to our
ses of organic cotion. Previously, Wal-Mart was the

purcha

largest purchaser of raw organic cotton. This meant that we

eeded 1o work with suppliers to mill, gin, dye and manufac-
ture this cotton into products. We have decided to move away
from purchasing raw cotton and instead move to purchasing
merchandise made with organic cotton. Today, we are the
largest purchaser of organic cotion products.




Brazil
Wal-Mart Brazil placed a blanket on its shelves made from

recycled plastic bottles. Each blanket is made ofapproximate!y
200 recycled PET bottles, Since February 2008, approximately
62,000 blarkets have been sold at W,
have recycled 16.5 million P

-Marz Brazil stores, which
es.

Asia

. japan
envrronmemazly prel erable cotton items. One line of cotton
apparel, called EcoHeat, is a comfortable and warm winter base
layer of clothing. Part of EcoHeat is made from cotton "linter)
which is the short fiber portion of a cotton bloorn that susrounds
the cotton seed and is normally thrown away during pro-
cessing. The clothing has doubled in sales in women's apparel

and increased five times in men's apparel.

India

In India, through our joint venture partnership, we sell kitchen
towels that are made from recycled fabric to our partner's com-
pany, Bhari Retail. This helps reduce the amount of water
needed 10 grow additional cotion, chemicals that are needed 1o
produce dyes and energy needed to manufacture rew fabric.

Jewelry

We are also the largest retailer of lewelry in the world and want
to have the confidence that the gems and minerals in our
Jjewelry are extracted, refined, manufactured and sold in an
environmentally and socially responsible way. This encompasses

everything from promoting safe lebor practices to minimizing
any adverse social and ecological impact of lewelry production.
Americas
United States

As a member of the Injtiative for Responsible M

g Assurance,
we are identifying a diamond mineg, a gold mine, a manufac-

turer and a third-party v
preducts in environmentally and socially conscious w ays and
10 test more trarcparem supply dﬁogn practices. By 2010, our
ver and diarmond jewelry

“ation company to produce new

part of a fuz!v rraceablé supply chain that
criteria for

offerings to be
meets Wal-Mart’s ethicai scurcing standards and <
responsible mining.
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in July 2008, we introduced our”Love, Earth”jewelry line,
which features 106 percent traceéable gold and silver jewelry
and is available at all Walmart stores, Sam's Club locations and
first 1i major retaller has

fers {mining industry) and

at www.walmartcom. This is the

2a

set standards for third-tier supp!
established a line of jewelry that has 100 percent"traceability” -

o~

ning and refining to
manufacturing and distribution. In November 2008, we

expanded the toinclude 100 percent traceable diamonds
availabie in 500 Walmart stores across the US. To date we have
achieved traceability for more than 30 percent ofﬂ‘e a
jewelry sold at Sam's Club and more than 10 percent of the

the ability to track the products from

gold jewelry sold at Walmart.
Since our last report, we have learned more about jewelry
ded that committing to use

packaging options and have deci
onlv biodegradable bags is not the bes
sustainability efforts forward because of concerns from our -

environmental partners about biodegradability. We have

Tway 1o move our

revised our goal to focus on improving the score thatjewelry
packaging receives in our packaging scorecard.

in 2008, we decided 10 eliminate the majority of jewelry
pailets, and to date we have eliminated 91 percent. The remain-
ing 9 percent is made from recycled materials. Additionally,
we remain committed to converting all boxes to recycled
materials by 2010. Already at Sam's Club, 100 percent of jew-
elry gift boxes a

re made from recycled materials.

Toys and Child Care Products

in 2008, we laid out a series of requirements for our suppiiers
in children’s toys and child care products. These requirements
included higher standards of product safety and quality.
Suppliers were providea‘\ e anticipation
of the Consumer Products Safety Improver v Act (CPSIA},
which was enacied intc law o muqust 14, 2008.

h new guidelinesin the

We require that a s apparel and accessories,
children’s Jewelry and other ¢ ested for
compliance with the lead and phthalate requiremenis in the
CPSIA for all US. retz

Aithough the Consumer Product Safety Commission (CPSC)
has delayed the testing requirernent until February 2
require ali suppliers of a children’s product 1o have thelr product
tested by an accredited third-party testing lab.

0oys; child
dreﬁ’ products be ¢

§] E\/, Wwe




CUSTOMER EDUCATION

Around the world, our markets are making an effort to educate
the millions of shoppers who waik through our doors about the
sustainable choices they can make when buying the producss
iber of educational

programs, product labeling efforts and community outreach
programs, our customers are becoming more informed and

better stewards of the planet,

Americas
United States
Sirce 2005, we have placed a number of environment

fing organic cotton

preferable products on our shelves, inc
T-shirts, reusable grocery bags, focally grown produce, recycled

tire rubber mulch and sustainably harvested wood patic

furniture. In 2008, we took our efforts one step further by
launching our largest in-store environmental sustainability
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campaign in the US. Qur Earth Month campaign was devei-
ons of American customers who shop

oped to inform the mi
ir our stores and Sam's Club sach week about the many ways

environment.

their purchasing decisions can heip imprdve the
With in-store signage and a new line of commercials and print
ads, we educated our customers on the environmental benefits
of the more than 50 products we featured during the month of

Aprii as part of our Earth Month campaign. Earth Month will

now OCCUr on an annuai basis in April
Sarm’s Club in the U.S. launched an in-store campaign that
v preferable producis

helps members identify environmen
on the shelves by labeling them with an icon and the phrase
“Simple Steps to Saving Green™! Producis carrying the special

leaf eco-symbol have been created, processed or distributed

inamoere sustainad
products thath
also contain another third-party certification, such as fair trade

certified, ENERGY STAR® certified or USDA certified organic.

le manner than similar products. Additionally,
i with the symbol

sorne of the




Canada

More and more, Canadians
want products that are
manufactured, sourced and
packaged in sustainable
ways. Wal-Mart Canada
launched a program called
“For the Greener Good," which features products that are
comparable in quality to the national brands at a lower
Wal-Mart price; certified to be environmentally preferable by
a third-party organization; and will cross many categories in
stores, including consumables, hard-lines, and health and
wellness. Currently, there are more than 900 stock keeping
units (SKUs) that are in the “For the Greener Good” program,
including organic clothing, energy-efficient appliances and
biodegradable cleaning products.

Argentina

Wal-Mart Argentina developed

a program, "Let’s Buy Awareness,”
in partnership with the ReCrear
Foundation, to promote responsible
consumer habits within local com-

munities. By placing strategically
focated signs in key areas of their
stores, customers were invited 1o
submit their solutions to environ-

mental problems that matter most
1o their neighborhoods, schools and organizations within
their communities. More than 5,800 customers and schools
submitted their recommendations, and several schools received
ARS 5,000 (51,582 USD) in prize money for their suggestions.
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Asia
India

stainable products such as compact flucrescent light bulbs,
organic green tea, an ENERGY STAR®-certified Nokia cell
phone and reusable bags are sold by our joint venture pa
nership to our partner's company, Bharti Retail.

Japan

Seiyu in Japan launched the Eco-Nico Workshop, which is an
environmental and social education program for children to
attend at neighborhood stores. Store managers and other
e stores while explaining the
inner workings of supermarkets, environmental problems,
food safety and ways to reduce trash.

staff members offer tours of
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701 8" Strest, NW

Federal Government Relations Sute200 e saom

202-434-0999
Raymond Bracy, SVP, US Government Relations wwav. walmartfacts.com

June 2, 2008

The Honorable Barbara Boxer

Chairman

Committee on Environment and Public Works
United States Senate

Washington, D.C.

The Honorable James Inhofe

Ranking Member

Committee on Environment and Public Works
United States Senate

Washington, D.C.

Dear Chairman Boxer and Senator Inhofe:

T am writing to commend you both on your leadership on the critical issue of climate change. Wal-Mart
takes climate change seriously and supports a national effort to reduce greenhouse gas emissions — enacting
a well-designed cap-and-trade system. We applaud you and the bipartisan Senate leadership for bringing
the Boxer-Lieberman-Warner Substitute to the Lieberman-Wamer Climate Security Act, S. 2191, to the
floor of the United States Senate.

In October 2005, Wal-Mart President and Chief Executive Officer Lee Scott announced three sustainability

- poals for the company: (1) to be supplied 100 percent by renewable energy; (2) to create zero waste; and (3}
to sell products that sustain our resources and the environment. In addition to the company-wide goals
described above, Wal-Mart also has committed: (1) to reduce greenhouse gas emissions at existing stores,
Sam’s Clubs and distribution centers by 20 percent by 2012; (2) to design and open a store prototype that is
up to 30 percent more energy efficient by 2009; and (3) to increase the efficiency of our truck fleet 100
percent by 2015. These are just some of the efforts that resulted in Wal-Mart being recognized by the
Alliance to Save Energy and others as an industry leader.

This experience in achieving low-cost energy savings and emissions reductions leads us to focus on the
energy efficiency provisions in 8. 2191. Wal-Mart believes that a properly designed system must involve
consumers as part of the solution. Just as utilities might be able to generate emissions reduction credits
through programs aimed at increasing the use of energy efficient appliances and through other promotional
efforts meant to change consumer behavior, other sectors should be similarly encouraged to maximize the
ability of consumers to reduce their carbon footprints. Retailers often have the greatest impact on consumer
choice through promotion, display and, of course, pricing.

Therefore, we applaud your inclusion of the Super Efficient Equipment and Alliances Deployment (SEAD)
Program in Section 8§22, We aiso would urge you to include a role for non-utility players like retailers in
other provisions, such as the measures to assist low-income persons in Section 601 of the bill - retailers like
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Wal-Mart are well positioned to help consumers save money by reducing their energy costs since allowance
value could be channeled to reduce prices on energy saving products. Retailers as well as local distribution
companies can play this important role

We also support the Efficient Buildings Program in Section 812, which provides incentives to building
owners to use best-in-class energy efficiency technologies and practices. We urge you to maintain, if not
expand, incentives for non-utility players to invest in energy efficiency.

Furthermore, Wal-Mart believes that a key element of 1).S. climate change policy should be to create
incentives and encourage action by other countries, including large emitting economies in the developing
world, to implement greenhouse gas reduction strategies. We support constructive diplomatic efforts to
make all countries part of the solution. Therefore, we would not support measures that directly increase
costs to consumers, such as the imposition of punitive trade barriers and tariffs.

We believe that a well-designed cap-and-trade system will foster competition, innovation, and business-to-
business and business-to-consumer transactions. These outcomes will result in low-cost emission reductions
and the creation of new “green” jobs through increased demand for new clean energy and energy saving
technologies and services. Wal-Mart’s efforts already are having this impact.

Wal-Mart’s own environmental sustainability efforts are the right thing to do for our customers and our
business. We will continue to provide greener products to customers at affordable prices and will continue
to find ways to increase the efficiency of our operations. Wal-Mart is prepared to work with you and the
Congress to enact meaningful legislation to slow, stop, and reverse the growth of greenhouse gas emissions.

Thank you agaiﬁ for your leadership.

Sincerely,

Ray, acyg
Senilor Vice PPEsident

US Government Relations
Wal-Mart Stores, [nc.

Cc: The Honorable Harry Reid
The Honorable Mitch McConnell



