


The Walmart Giving Blog (stories.
walmartgiving.com) presents stories 
from folks who work every day to end 
hunger, provide basic needs, and pro-
vide support to military families. This 
site also offers a forum for conver-
sations about these issues facing com-
munities. People are encouraged to 
comment, contact Walmart, talk to 
their friends, and most important, �nd 
ways to support such causes in their 
local communities.

Walmart bloggers and twitterers 
(associates of the company) share their 
perspectives of what they’re working 
on, the unique and fun aspects of the 
Walmart culture, the responsibility that 

comes with working at Walmart, and more. 
Facebook is another active social networking 
source for news and information about Walmart. 
The hundreds of thousands of fans of Walmart’s 
Facebook page indicate the popularity of this 
community outreach about products, services, 
and hot topics.

BRAND VALUES
In his autobiography, Sam Walton wrote, “If you 
think about it from the point of view of the cus-
tomer, you want everything: a wide assortment 
of quality merchandise; the lowest possible 
prices; guaranteed satisfaction; friendly, knowl-
edgeable service; convenient hours; and a pleas-
ant shopping experience. You love it when a store 
exceeds your expectations.” Through its 3 Basic 
Beliefs and Values, the 10-Foot Rule, the Sun- 
down Rule, and the Walmart Cheer, Walmart 
continues to follow through on the service guide-
lines and culture that Sam Walton established.

Walmart.com. Founded in 2000, 
Walmart.com brings the convenience, 
great merchandise selection, friendly ser-
vice, and Every Day Low Prices of the 
neighborhood Walmart to the Internet.

Walmart.com features more than  
1 million products, plus easy-to-use 
music downloads and digital one-hour 
photo services. Throughout the year 
Walmart.com features many special 
offers available only online. It’s also a 
convenient place to �nd out about in-
store holiday specials. 

With the innovative “Site to Store” 
program, customers can purchase items 
at Walmart.com and then have them 
shipped free to the local store for pickup.

Sam’s Club. Sam’s Club saves its Members 
on average 30.4 percent over grocery and  
specialty retailers by offering quality, name-
brand merchandise at exceptional prices. With 
more than 600 locations, it serves as a destina-
tion for solutions to help ease a busy schedule. 
Whether stocking a pantry or a business, select-
ing new electronics or getting ready for a party, 
Members count on Sam’s Club as their source  

for the products and services they need to keep 
things running smoothly.

Since its inception in 1983, the Sam’s Club 
operating philosophy has remained the same —
working hard as the buying agent for its Members, 
and delivering upon this agreement 
by eliminating unnecessary costs 
and maintaining a simple shop-
ping environment. Savings are 
passed on to the more than 47 mil-
lion Members who shop at Sam’s 
Club locations and samsclub.com.

RECENT DEVELOPMENTS
Recognized by the Chronicle of 
Philanthropy as the largest corpo-
rate cash contributor in the United States, the 
Walmart Foundation strives to provide oppor- 
tunities that improve the lives of individuals in 
its communities, including customers and asso- 
ciates. Through �nancial contributions, in-kind 
donations, and volunteerism, the Walmart Foun- 
dation supports initiatives focused on enhancing 
opportunities in its four main focus areas: edu- 
cation, workforce development/economic oppor-
tunity, environmental sustainability, and health 
and wellness.

Whether through donating food to U.S. food 
banks or providing bottled water or medical sup-
plies in times of disaster, Walmart strives to meet 
unmet needs in the community and support orga-
nizations that give people access to a better life. 

Walmart is partnering with Feeding America, 
the nation’s largest hunger-relief charity, and 
enlisting its entire network of stores and Sam’s 
Club locations to help those in need. Between 
2008 and 2009 Walmart doubled donations to 
food banks at a time when they were being 
accessed more than ever, giving more than 127 mil- 
lion pounds of nutritious food — the equi- 
valent of nearly 100 million meals — from 
Walmart stores, Walmart distribution centers, 
and Sam’s Club locations.

“We’ve challenged ourselves to look at ways to 
make long-lasting impacts in communities around 
the globe by funding programs that address criti-
cal needs, like hunger, education, and job train-
ing,” said Margaret McKenna, president of the 
Walmart Foundation. “Our business is growing, 
and as a result we’re fortunate that our charitable 
giving is increasing as well.”

A Snapshot of Walmart’s Giving Impact:

•	More	than	93,000	children	were	fed	through	
a donation to the Boys and Girls Club of 
America’s summer feeding program.

•	Forty	 thousand	 teachers	 were	 awarded	  
$100 gift cards as part of Walmart’s Teacher 

Rewards program, which 
helps offset expenses for class-
room supplies.

•		Sixty-nine	food	banks	across	
America received refriger-
ated trucks from the Walmart 
Foundation to help increase 
their capacity.

•	More	than	90,000	bottles	of 
 water, 24,000 blankets, 

27,000 tents, and 20,000 units of medical 
supplies like gauze and surgical masks were 
donated in response to the Haiti earthquake.  

The Walmart Foundation has also stepped up 
with an initiative aimed at providing job-skill train-
ing to those hit hardest by the economic downturn. 
In 2009 alone the Walmart Foundation awarded 
more than $6.5 million in grants to programs 
designed to help train displaced workers and pre-
pare them for the next chapter in their careers.

PROMOTION
Walmart has embarked on social networking  
as a method of keeping in touch with its  
loyal customers.
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�   The Walmart Visitors’ Center in downtown 
Bentonville, Arkansas, displays thou-
sands of photographs and lots of memo-
rabilia dating back to the start of the 
company. There’s a special section dedi-
cated to the Walton family, with “Mr. 
Sam’s” old red pickup truck and his office 
just as he left it. The Walmart Visitors’ 
Center is at Sam Walton’s original variety 
store: Walton’s 5-10. Admission is free.

�   Walmart sells more locally grown pro-
duce than any other company in America.

�   A recent study of comparative prices 
showed that Americans shopping at 
supermarkets could have saved more 
than $21 billion by purchasing the same 
comparatively packaged grocery items 
at Walmart.

�   A regional Walmart distribution center 
(DC) can have 12 miles of conveyor belts, 
which can move hundreds of thousands 
of cases each day. Last year, Walmart 
DCs moved more than 5.5 billion cases  
of merchandise.
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