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1  GRI G3 L A10
2  GRI G3 L A12
3  GRI G3 SO3

Appreciating talents

Qualification improves 
opportunities for 
internal public and 
enhances customer 
attention

hours  of training

2,1 millionI 
n 2008, Wal-Mart invested heavily 
in professional development of em-
ployees by holding 2,120,716 hours 
of training, an average of 28 hours 
per employee. Program contents 

take into consideration specificities of 
different functions throughout the com-
pany, aiming at preparing professionals 
to respond to daily needs at the operation 
and at offering growth opportunities wi-
thin the company.   1 

In the technical area, highlight goes to the 
qualification of 10 thousand professionals in 
stores for the sections of bakery, seafood, de-
licatessen, butchery and fresh produce. The 
areas are part of the sector of perishables, 
in which Wal-Mart is characterized by the in-
creasingly reduced time frame between pro-
duction and display, ensuring freshness and 
quality to customers.

The qualification of leaderships is strategi-
cally relevant and happens at stores, distri-
bution centers and offices, serving as the 
basis for expansion of the chain. To meet 
the demand for new leaders, created by the 
company’s growth plan, it was reinforced 
and enlarged by new courses. An example 
is the Program for Development in Leader-
ship (PDL), in which store managers exer-
cise some challenges of the operations in 
simulated actions. Six pilot-projects were 
accomplished in 2008, and the initiative is 
to be expanded. The company maintained 
other successful initiatives such as the Pro-
gram for Development of Executives (PDE) 
and the Program for Development of Ma-
nagers (PDG).

Throughout the chain, the qualification 
impulse – together with a consistent care-
er plan – acts as motivator and improves 
both work environment and results. Every 
year, all employees undergo performance 
assessment for a diagnosis of their streng-
ths and weaknesses, and recommenda-

tion of improvement tools available at the 
company. In 2008, 37.5% of employees 
were promoted to leadership positions at 
the company.  2 

EDUCATION AND PRINCIPLES

Among topics related to culture and corpo-
rate principles, the Conscious Consumption 
and Sustainability training, developed by 
Wal-Mart in partnership with Instituto Aka-
tu, represented a significant advancement. 
Launched as a pilot-program in 2007 to 
strengthen the concept of sustainability and 
disseminate practices, the initiative qualified 
over 20 thousand employees in 2008 and 
will be continued in 2009. 

The Integration and Anti-Corruption course 
reached over 57 thousand employees, with 
leadership positions undergoing intensive 
training on the subject. 3.  3 

TRAINEES

The attraction of new talents to stores was 
expanded in 2008, with the formation of 
600 new leaders across the country, twice as 
many as in the previous year. In 2009 a new 
group of trainees will be formed, consisting 
of 720 young people who will work at stores. 
Qualification takes four to seven months, de-

QUALIFICATION –  
AVERAGE PER EMPLOYEE*

13

24

28

2006 2007 2008

 1

* average hours of training, per year, per employee
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Fulana de Tal, consumidora Wal-
Mart, lorem ipaua damem plorem 

estes dicturuem naa

A
s from July 1st, 2008, Wal-
Mart extended maternity 
leave of employees from 
four to six months. The deci-
sion was made based on a 

survey with one thousand female employ-
ees, conducted by the Area of Diversity 
and Organizational Development. Even 

R e m u n e r a t i o n  a n d  b e n e f i t s
Wal-Mar t  
anticipates the 
law and extends 
maternity leave

though it was not a legal requirement at 
the time, the measure was taken due to the 
importance of the breastfeeding period for 
physical and emotional well-being of both 
the mother and the child. 

The experience was proven by Josete Rufino 
dos Santos, from Recife. “I had plenty of time 
to breastfeed Ana Júlia, take her to rides, and 
create ties”, tells Josete. “It is quite different 
from the time I had Allison, my first son, who 
was very tiny when I had to go back to work”, 
she compares.

She was attending training for leadership po-
sition when she left in early June. When she 
came back, she resumed the training and, in 
December, she was promoted to manager 
of the bazaar section at Hiper Bompreço 
Caxangá. According to Josete, the extra time 
to breastfeed the baby was fundamental for 
her feeling safe when back to routine. “I am 
in peace because I know my daughter is very 
healthy”, she says.

For Josete, the extended maternity leave 
“demonstrates that the company is con-
cerned about the employee, and it reflects in 

600 NEW LEADERS WERE 
FORMED IN 2008, TWICE  
AS MANY AS IN THE 
PREVIOUS YEAR

RELATIONSHIP WITH STAKEHOLDERSEMPLOYEES

pending on the function, and is concentrated 
in four units in the Southern Region, two in 
Southeast, and three in Northeast.

At the headquarters in Barueri, 21 youngsters 
were selected out of a total of 13 thousand en-
rolled to make up the first class of trainees in 
the corporate area, hired at the beginning of 
2008. They underwent training at units, dis-
tribution centers and in several business are-
as at the headquarters. At the end of training, 
they were admitted to five different areas of 
the company: Commercial, Legal, Develop-
ment, Human Capital and Corporate Affairs.

For Aline Honda, to be a part of the program 
opened up new professional perspectives. 
She graduated in Social Communication, 
attended the activities along the year, was 
hired as assistant manager to the import 
area and, shortly after, was transferred to 
the commercial area of the company. “Ever 
since my first day, at the integration activi-
ties, I could feel how Wal-Mart appreciates 
employees and encourages their personal 
efforts”, Aline says. “I know that the results 
that I will bring to the company will be re-
cognized and will boost the development of 
my career”, she adds. 

Josete Rufino dos Santos thinks the six-month maternity 
leave helped strengthen ties with her daughter
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L ABOR SAFET Y INDEXES  3 
motivation to work here”. All female employ-
ees with Wal-Mart – about 47% of almost 75 
thousand employees – enjoy the benefit. “It 
was a wonderful idea”, she concludes.

PROFIT  
SHARING

Wal-Mart Brazil maintains a Profit Shar-
ing Program (PPR) which calls for the 
payment of bonus to employees in case 
the company achieves the expected re-
sults for the year. PPR is applicable to all 
employees in Brazil and recognizes the 
efforts that generate working results. In 
2008, 83% of the employees benefited 
from the program. 

Newly implemented in 2008, a pilot-proj-
ect includes the sustainability topic in the 
targets of some executive officers, further 
reinforcing their commitments to the com-
pany’s objectives.

SAFETY TO  
WORK BETTER

Health and safety in the workplace are top 
priorities at Wal-Mart, and the attention 
to these topics provided good results in 
2008. The rate of injuries with sick leave 
was down 20.7% when compared to 

2007
(Feb 07/ Jan 08)

2008
(Feb 08/ Jan 09)

2008
/ 2007

Injury rate (TL)1 47.52 37.70 -20.7%

Rate of lost days (TDP)2 353.54 348.48 -1.43%

Fatalities3 None None –

1 Only accidents with leave
2 Calendar days between leave and return to work
3 Accidents in commuting are not considered. The recording system follows the norms of the Ministry of Labor and 
Employment and is based on guidelines of the International Labor Organization.

2007 and lost days dropped 1.43%. The 
figures reflect the commitment and joint 
effort of the company and its employees. 

 1 

The company maintains Internal Commit-
tees for Accident Prevention (CIPA) consist-
ing of 12 members, elected by employees 
and indicated by the company. In 2008, 
around 4,200 employees – 6% of the total 
– participated in the committees.  2 

To support the structure of the stores, the 
division Risk Control & Occupational Health 

endeavors to provide a safe and healthy 
workplace for employees and also for cus-
tomers. The task involves about 100 profes-
sionals – engineers, technicians, doctors and 
nurses – specialized in workplace safety and 
environment, and relies on the support of 
Emergency Brigades and First-Aid groups.

In addition to operational safety, the com-
pany supports immunization campaigns 
for employees and their families, and, in 
case of epidemics, it makes available the 
spaces of stores for emergency campaigns 
such as in the occurrence of yellow fever 
outbreak, for instance.

Cocrano de Tal, colaborador 
Wal-Mart, lorem ipaua damem 

plorem estes dicturuem naa

1   GRI G3 L A8  2  GRI G3 L A6
3   GRI G3 L A7

First corporate  
area trainee  
group was formed  
in 2008



38

F
or Wal-Mart, a sustainable re-
tail company shall reflect its 
own customers, which pre-
supposes the application in 
all internal levels of the same 

diversity of the public served at stores. 
This is a leading guideline in the relation-
ship of the company with its employees, 
in actions led by the Area of Diversity and 
Organizational Development, created at 
the end of 2007. 

The diversity area tries to promote be-
havioral changes by understanding differ-
ences, therefore creating a healthier, more 
inclusive workplace. In the task, the com-
pany’s challenge is to find simple solutions, 
easily applicable, and well adaptable to dif-
ferent cultures.

One of such actions is the Group for Learn-
ing about Diversity (GAD in the Portuguese 
acronym). The group consists of 60 em-

ployees that discuss diversity in the com-
pany, by approaching matters related to in-
clusion, prejudice and perspectives under 
the optics of six different universes: gender 
(focus on women), ethnics (focus on black 
people), GLBT (gays, lesbians, bisexuals 
and transsexuals), people with disabilities, 
seniors (employees above 50) and young 
apprentices.

To foster discussion on diversity and pro-
mote the exchange of experiences among 
companies, Wal-Mart is a member of the 
Managing Committee of the National Fo-
rum for Valorization of Diversity, and was 
one of the main lecturers at the first quar-
terly edition of the event, held in Curitiba. 
At the opening meeting, proposals, direc-
tives and selection of participants were 
discussed in order to ensure the serious-
ness and consistency of presented initia-
tives. Other five companies are members 
of the Committee.

D i v e r s i t y
Action from  
inside to outside

RELATIONSHIP WITH STAKEHOLDERS
EMPLOYEES

Wal-Mart Collection of Social Inclusion 
incorporated the diversity topic into 
new publications
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FOCUS ON WOMEN

In 2008 two programs were created aiming 
at stimulating the professional development 
of women at the company. The Woman in 
Focus offers leaders of different hierarchi-
cal levels the opportunity to discuss, in a 
breakfast with the president, subjects re-
lated to the opportunities and perspectives 
offered by the company. The event is held 
every three months and is attended by 16 
female employees.

Another initiative is the Women in Move-
ment, which, twice a year, take female 
executives from the Americas to spend 
a week at the University of Florida, USA, 
to discuss the management of their per-
sonal and professional lives. The initiative 
complements the Wal-Mart’s participa-
tion in Lidem (Group of Leading Women), 
dedicated to sensitize the business com-
munity on the special characteristics of 
female leaders.

The maternity leave extension – from four 
to six months – was another important ad-
vancement for female professionals working 
at the company.

INCLUSION TOOLS

The Wal-Mart Collection of Social Inclusion, 
launched in 2008, aims at assisting the 
company to deal with the matter. The pub-

Cláudia Silvia was one of the first 
female employees with Wal-Mart in 
Brazil. She started at the company in 
1995, even before the first store was 
inaugurated. She was hired as store 
replenisher, then became a telephone 
operator, continued her growth and, 
today, she is a Supply Manager.

Cláudia says that her condition 
as a woman has never been an 
impairment for her development. 
“Right at my first days at work 
I could notice how Wal-Mart 
appreciates the talent and effort 
of every employee”, she says. 
“When people ask me how I made 
my way up here, I say the secret is 

knowledge, we always need to invest 
in it”, she adds.

She stresses the importance of the 
corporate culture, which stimulates 
and motivates employees. “I am 
identified with the company, 
because here I found the values 
which I have always believed in”, 
she says. During her career with 
the company, Cláudia graduated 
from college and is considering an 
MBA to enhance her competences 
and expand her limits. Ever since 
GAD was created in 2006 she is 
part of the group and participates in 
debates on strategies for inclusion 
of young apprentices.

No barriers to grow up

53%
Male

47% 
Female

62% 
Under 30

36% 
30-50

2% 
Above 50

GENDER AGE

TOTAL EMPLOYEES

LEADERSHIP COMPOSITION*

67% 
Male

33% 
Female

* It includes president, vice-presidents, 
directors, managers and coordinators
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At Wal-Mart, employees with 
hearing impairment who 
interface with the public have 
the international symbol for 
deafness in their uniforms. That 
was the solution found by the 
chain to prevent communication 
problems and inform customers 
that the company recognizes 
the differences and gives the 
same personal and professional 
opportunities for all.

Universal 
symbols

Mart is his third formal professional ex-
perience, and he intends to continue his 
professional development. “If we don’t  
have a mission, a goal, life makes no 
sense”, he defends.

Marcio Rodrigues Pinheiro, 23, organiz-
es products at the sector of textiles, Big 
Sertório, in Porto Alegre (RS). He is visu-
ally impaired and is proud of the autono-
my he experiences with this first job: he 
helps with his home budget and invests 
in personal items such as clothes and 
perfumes. “I bought my first computer 
last year and, with my salary, I manage 
to pay the last installments”, he adds. Pin-
heiro also highlights the interaction with 
customers. “Their return is very good”, 
he comments. 

At the same store, Customer Services op-
erator Elis Regina Machado is also satisfied 
with the atmosphere she found at work. 
She is visually impaired and highlights the 
exchange relation she develops from dif-
ferences. “It is interesting that we have to 
teach our workmates to relate with our 
deficiency, but the result is excellent”, she 
says. Another important point for Elis is 
the life quality provided by her job. Gradu-
ated from secondary school, she had been 
looking for a job opportunity for four years 
when she was finally hired by Wal-Mart. 
Now, as a regular employee, she feels com-
fortable to invest in things that please her, 
and is considering a new computer.

lication is arranged in a series approaching 
the relationship and valorization of people 
with disabilities. The collection was distrib-
uted to all managers at the company, and 
its use was enhanced by training 54 lead-
ers, who are responsible for multiplying 
the concepts with other supervisors and 
employees and, therefore, consolidate it 
in the corporate culture. The expectation 
is that 100% of the leaders are qualified in 
2009, and the subject will be incorporated 
into the integration training offered to new 
employees.

In 2008, the company made significant ad-
vancements in internal public qualification 
and adaptation of infrastructure at stores, 
distribution centers, and offices to receive 
this public. To leverage hiring, the com-
pany made a number of structural adapta-
tions and launched the campaign “Name a 
Friend”, encouraging employees to name 
people with disabilities who would be 
able to work at the company. Wal-Mart in-
tends to promote inclusion in an effective, 
healthy way, therefore assuring better life to 
all stakeholders. 

Marcelo Freitas de Lima, from the store 
Nacional Canoas (RS), lives this reality 
in practice. He is a security supervisor at 
the warehouse and is proud to share the 
same tasks and challenges with other em-
ployees, in spite of his physical disability. 
“Here at Nacional I feel appreciated ev-
ery day”, he says. At 27, the work at Wal-

CAMPAIGN ENCOURAGES 
EMPLOYEES TO NAME 
PROFESSIONALS WITH 
DISABILITIES TO WORK  
AT THE COMPANY

RELATIONSHIP WITH STAKEHOLDERS
EMPLOYEES

Employee Marcelo Freitas de Lima  
is proud for sharing the same goals  
as his colleagues
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I
ncreasingly valued in the Wal-Mart 
culture, the concept of sustainabil-
ity has been intensively elaborated 
throughout the chain – inside and 
outside the stores. The formation of 

over 20 thousand employees in the course 
Conscious Consumption and Sustainabil-
ity, developed in partnership with Instituto 
Akatu along the year, was fundamental for 
that. 

The initiative’s first steps were taken in 2007, 
with a pilot-project of the employee forma-
tion action, qualifying them to be multipliers 
of the concepts of sustainability and con-
scious consumption among other work-
mates in their units. 

The core idea of this sensitization is to 
provide tools so that every employee will 
be an agent of transformation and change. 
The understanding of what each one can 
do to reduce the impact of their daily activi-
ties in the environment is the main aspect 
to be learned from the training. Every em-
ployee shall take the concept with them, to 

Aw a r e n e s s  
a n d  e n g a g e m e n t

Guidance  
and incentive  
turn the concept  
of sustainability 
into a daily 
practice

their homes, families and friends. On these 
lines, they will convey the concept to their 
relationship rings, multiplying even further 
information on how to save power, reduce 
water waste, and recycle, among other sus-
tainability-related initiatives.

Involved in the reflections raised by the con-
scious consumption concept, and dedicat-
ed to convey the information to workmates, 
more than a thousand multipliers formed in 
2008 seek to sensitize other employees 
by showing them the impact that changed 
habits can have in their family budgets and 
in the environment. To become a multiplier, 
volunteers attended a 20-hour training pro-
gram.

PARTICIPATION

Bárbara Breuel, information and control 
analyst at the office in Recife (Pernam-
buco), is a member of the group of volun-
teer multipliers. She says that, further to 
qualifying her to apply sustainability to her 
own life, the training guided her on how 
to approach the contents with workmates. 
Along two months, she conducted six train-
ing sessions. At first there were only a few 
participants, but, slowly, motivated by their 
supervisors, people joined the initiative 
and results are quite visible now. “Now 
everyone at the company is aware”, she 
comments. “Small actions, like throwing out 
garbage in the right place, for instance, will 
reduce environmental impacts if everyone 
does it”, she teaches.

The same transformation was noticed by 
multiplier Fernando Henrique Collar Gon-
çalves Braga, responsible for photo center 
operations at Big Sarandim, in Porto Alegre 
(RS). “Before, at the cafeteria, people used a 
fresh plastic cup each time they took some 
juice, and, after talking about that, they now 
try to avoid the waste”, he celebrates.

For his ability to communicate, Braga did 
not hesitate to participate in the initiative. 

 GRI G3 4.16

Information and control analyst 
Bárbara Bruel delivers training  
on sustainability



42

Even before delivering the courses, he 
met other multipliers to define the most 
didactical and pleasant way to present the 
contents. They decided to complement the 
videos with portions of other movies and 
report of real cases. An example was the 
condo where he lives; they built a party 
parlor with funds raised from the sale of 
recyclables.

TO TAKE HOME

In addition to training involving 100% of 
the company’s employees to reinforce 
the concept of sustainability and encour-
age the adoption of sustainable practices, 
Wal-Mart developed the Personal Project 
for Sustainability (PPS). Every employee 
adopts one or more habits to contribute to 
sustainability. In 2008, over 40 thousand 
employees adopted a PPS. It means more 
than 50% of the workforce, exceeding all 
the company’s expectations.

The project aims at mobilizing every in-
dividual to the collective interest of soci-
ety and community. It is easily applicable, 
they only have to inform a selected PPS 
by e-mail or filling in a form at their work-
place. Adherence is volunteer and gen-

CATEGORY PROJECTS

Water 17,091

Energy 17,341

Responsible shopping 4,344

Mobilization 3,503

Waste and recycling 8,424

Health and well being 7,414

Volunteering 3,368

TOTAL 40,967

erates concrete examples of initiatives 
that worked out. Wal-Mart employees 
may select one or more PPS in seven 
categories and, when joining, they re-
ceive a button identifying the category 
their actions fit in. They are: responsible 
shopping, waste reduction and recycling, 
health and well-being, energy, water, mo-
bilization, volunteering.

RELATIONSHIP WITH STAKEHOLDERS
EMPLOYEES

THROUGH THE 
PERSONAL PROJECT 
FOR SUSTAINABILITY 
(PPS), OVER 40 
THOUSAND  
EMPLOYEES ADOPTED 
NEW HABITS

RECOGNITION

Every year, Wal-Mart recognizes employees 
who are distinguished in different areas. Be-
low are the recognitions in 2008:

Employee Fernando Henrique 
Collar uses real-life situations 

and videos for tips on 
sustainability

WHAT IS
YOUR           ?
PERSONAL PROJECT FOR
SUSTAINABILITY
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BEST EMPLOYEE

AWARDS EMPLOYEES

Leadership 2008 Retail SE/CW Cristiano Rodrigo Almeida Miranda

Being Seller 2008 Retail South Ana Lucia Brum de Assis

Operations 2008 Retail South Luis Gustavo Falcão Morais

Gentle Attention 2008 Retail South Rosemeri Martins Vieira Fudal

Leadership 2008 Retail South Celio Santos Souza

Check-out 5 Stars 2008 Retail NE Luciano Correa Rezende

Check-out 5 Stars Quarter 2008 Retail NE Walter Klimavicius

Check-out 5 Stars 2008 Retail SE/CW Zenildo Soares Torres Junior

Check-out 5 Stars Quarter 2008 Retail SE/CW Kellen Luana dos Santos da Silva

Check-out 5 Stars 2008 Retail South Aline Lima de Morais / Leones Silva Gomes Carvalho / 
Edilaine Blanco da Silva

Check-out 5 Stars Quarter 2008 Retail South Edney Luis da Silva

Customer Relationship Center - NE Renata dos Santos Cunha / Antônio Maciel da Silva / 
João Paulo Xavier

Customer Relationship Center - South Lorena Santana dos Santos

Customer Relationship Center - SE Leandro Vargas Dias

Survey - NE Elizandra Brum Machado

Survey - South Ronaldo Pithan de Abreu

Survey - SE Mônica Silva da Costa

Headquarters José Carlos de Lima

Entrepreneurship Zélia Ananias Ferreira de Araújo

Leadership 2008 Retail NE Wilson Veloso de Souza

Being Seller 2008 Retail SE/CW Felipe Martins Sonsin

Operations 2008 Retail SE/CW Silvio Rozatti

Gentle Attention 2008 Retail SE/CW Marislei de Oliveira

Best employees are acknowledged 
for their performance
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BEST EMPLOYEE

AWARDS EMPLOYEES

Leadership 2008 Retail SE/CW Alexandre Aparecido Carneiro 

Being Seller 2008 Retail South Elder Rodrigues Soares

Operations 2008 Retail South Janice Gomes dos Santos  

Gentle Attention 2008 Retail South Maria Helena Machado

Leadership 2008 Retail South Gilson Garcia dos Santos

Check-out 5 Stars 2008 Retail NE Antonia Marcela da Silva Santos

Check-out 5 Stars Quarter 2008 Retail NE Josiane de Azevedo F. de Oliveira /  
Ladjane da Silva Melo/ Nilza Sâmara Miranda Mota

Check-out 5 Stars 2008 Retail SE/CW Fabio Gomes da Silva Milhomem

Check-out 5 Stars Quarter 2008 Retail SE/CW Ricardo Alexandre dos Santos / Silvia Regina Sampaio /  
Michelle Lima Gonzaga

Check-out 5 Stars 2008 Retail South Marcelo Duarte Guinguer                 

Check-out 5 Stars Quarter 2008 Retail South Vanessa Rodrigues Veiga / Gisele Moretto Alexandre Pereira/  
Evanir Freitas Gomes

Customer Relationship Center - NE Maria de Fátima Campos 

Customer Relationship Center - South Letícia Flores 

Customer Relationship Center - SE Katia Ferreira Manoel 

Survey - NE Eduardo Martins Silva

Survey - South Viviane de Souza Soares

Survey - SE Luciano Lopes de Souza, Alexandre Gomes da Silva 
 e Michelle de Brito Feitoza

Headquarters Manoel José Filho

Entrepreneurship Cassiana Ferrigno

Cassiana Ferrigno is awarded 
for her entrepreneurship

Manoel José Filho accepts the 
prize for Headquarters
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AWARDS EMPLOYEES

Ariel Ecomax Development Ronaldo Oliveira – Commercial Director

Ariel Ecomax Development Roberta Bota – Purchaser

PET Blanket Development Silvana Farias – Product Manager

PET Blanket Development Lilian Trevizan – Purchaser

Development of ‘Sustainable Monopoly’ board game – Estrela Simone Curtolo – Purchaser

TopMax Soap Bar Development Douglas Ferreira – Product Manager

Development of returnable bag suppliers Karolina Crescencio – Assistant Product Manager

Personal Project for Sustainability

PPS Water Adélio Pereira

PPS Energy Marcia Xavier Lucas Ferreira

PPS Recycling Simone Mendes Pereira

PPS Purchase Ana Teresita Arietta

PPS Health and Well Being Thiago Ribeiro Fagundes

PPS Mobilization André Ramos Chaves

PPS Volunteering Marcos Antonio Guedes

Best Store in Sustainability Todo Dia Simões Filho

BEST IN SUSTAINABILIT Y

Best in sustainability are examples  
of good practices
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AWARDS EMPLOYEES

Disaster in Santa Catarina

Big Camboriú

Alexsandro de Moura Nascimento

Andre Faccin de Almeida

Marcio Dirnei Flores Soares

Mariza Salete Stan Kevicz Santos

Paulo Tadeu Bonfim Junior

Company’s Heroes Elton de Melo Brito

Maxxi Itajaí

Fabiano S. Pivoto

Pedro Luis Roese de Almeida

Juliana Pereira 

Emerson Luiz Oliveira da Silveira 

Sandra Emilia Dorneles

Aline Cunha Ramos

Maxxi Itajaí

Felippe Leonardo Wagner

Paulo Ricardo Schmidt

Silvio Cardoso Ferreira 

Big Joinville América

Everson Luiz Gonçalves

Gabriel Joaquim de Andrade Filho

Ilson dos Santos

Big Joinville Anita Garibaldi
Mauro Rodrigues da Silva

Wagner Adjarnes de Barros

Paraná Office
Adriano Madruga Haigert

Airton Said

Big Boa Vista Jonathan Sullivan da Silva

Big Boa Vista Samuel Sebastião Ferraz Carneiro

COMPANY’S HEROES (EX TR AORDINARY DEEDS)

Company’s Heroes together Best Unit winners
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BEST PURCHASER

AWARDS EMPLOYEES

Food Products Maxxi Gustavo Pozzebom

Food Products SAM’S CLUB Marcos Auada

Non-Food Products Maxxi Marcelo Luis Simões Pires Ferreira 

Non-Food Products SAM’S CLUB Juliana Logli

Regional Maxxi Susana Fagundes

Regional SAM’S CLUB Wilson Batista Gama

Perishables South Terezinha Maria Malassa 

Perishables Southeast Fernando José da Fonseca Ramos

Perishables Northeast Elder Brito de Oliveira

Non-Food Products Luciano Hoffman

Food Products National Sheila Moura

Non-Food Products South Luciano Smaniotto

Non-Food Products Northeast Maria Amélia Magnavita 

Food Products South Leandro Rodrigues Porciuncula

Food Products Southeast Fabio Barros

Food Products Northeast Marissol Boleira Lopo

E-Commerce Marcelo Longo Vaz

Todo Dia Lídia Maria dos Santos Dantas

BEST UNIT

AWARDS EMPLOYEES

Community involvement Maxxi 168 – Maxxi Rio Grande

Community involvement SAM’S CLUB 4932 – Sam’s Tamboré

Community involvement supermarkets Nacional Montenegro

Community involvement Todo Dia Todo Dia Sussuarana

Community involvement hypermarkets Big Iguatemi (Ba)

Supermarket South Loja 040 Camaquã

Supermarket Northeast Super Bompreço Itapuã

Todo Dia Northeast Todo Dia Paulista

Hypermarket South Big Limeira (Sp)

Hypermarket Southeast Wal-Mart Supercenter Santo André (SP)

Hypermarket Northeast Hiper Bompreço Olinda (PE)

Maxxi Loja 164 Sarandi

SAM’S CLUB Sam’s Clube Linha Amarela – 6277

SAM’S CLUB Membership (new members) Sam’s Club Salvador – 4936

Distribution Center CD de Pernambuco

Distribution Center - Employee Adenicio Bezerra da Cruz
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Bompreço Customer Meetings
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M a d e  t o  m e a s u r e
Company is 
tailored to 
customer needs B 

razil is home to a very weal-
thy cultural diversity, reflected 
in the offer of products and 
services available at different 
Wal-Mart stores across the 

country. In Brazil for 13 years, Wal-Mart 
understands that respecting and meeting 
regional needs is crucial for the business. 
For that reason, it invests in the participa-
tion of regional suppliers to compose the 
stores – already representing 15.5% of gro-
cery and 71.1% of perishables in the chain’s 
procurement.   

Different brands seek to ensure satisfac-
tion of customers with the most diversified 
profiles. In addition, many Wal-Mart units 
offer conveniences for consumers’ daily 
activities such as pharmacies, restaurants 
and photo centers.

TECHNOLOGY FOR  
CONVENIENCE

At Wal-Mart, innovation offers increasin-
gly more solutions to customers’ lives. In 
2008, the company inaugurated its virtual 
store, bringing the concept of Low Price 
Every Day to the internet. The website is 
fully interactive with Web 2.0 resources. 
The objective is to offer increased conve-
nience to the customer and strengthen the 
Wal-Mart’s virtual action.

There are eleven non-food product catego-
ries available for sale: Computers, Games, 
Electronics, Beauty & Health, Telephone, 
Toys, Domestic Appliances, Sports & Lei-
sure, Cine & Photo, Watches, and Electro-
portables, for a total of over 10 thousand 
items available.

The website has exclusive features, simple 
browsing, and is optimized for easily fin-
ding the desired item for the most pleasant 
shopping experience. Refined search wi-
thin categories make it even easier for the 
customer: for instance, in the notebook 
computer section, it is possible to filter pro-

ducts by simultaneously inputting parame-
ters such as brand name, processor, RAM 
size, price range, etc.

During navigation, consumers use a 
number of interactive Web 2.0 resources 
– allowing for collaboration among custo-
mers. For instance, the new feature allows 
customers to find information on what 
other customers are seeing, buying or 
searching for at the website. It means that 
the experience is to become even richer 
and interesting over time, as an increased 
number of users mean a larger amount of 
information available.

At the physical stores, interactivity is brou-
ght by the Download Center, also released 
in 2008. It is an interactive totem through 
which it is possible to instantly download 
music and create tailored CDs, or even 
“refill” music players. For even easier sho-
pping, the Wal-Mart Download Card was 
created as a prepaid card to download mu-
sic in R$ 5, R$ 10, R$ 25 or R$ 50 price bra-
ckets. If preferred, customers can access 
the internet to select music in the website 
www.coolnexcard.com.br.

MEETINGS APPRECIATE  
CUSTOMER LOYALTY

A successful activity, the “Bompreço Cus-
tomer Meeting” was preserved and ex-
panded by Wal-Mart after the acquisition 
of the Northeastern chain. Initially limited 
only to Aracaju, Recife and Salvador, in 
2007 the meeting was expanded to Curi-
tiba and Porto Alegre using the brands of 
the region’s stores (Mercadorama Cus-
tomer Meeting and Nacional Customer 
Meeting), and in 2008 it was launched in 
Sao Paulo under the name Wal-Mart Cus-
tomer Meeting.

The event aims at strengthening ties with 
loyal customers by providing a day of 
amusement, going beyond the business 
aspect..Meetings are devoted to enter-

 GRI G3 EC6

VIRTUAL STORE BRINGS THE 
CONCEPT OF LOW PRICE 
EVERY DAY TO INTERNET
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tainment with exhibitions, games, musical 
performances and lectures on a number of 
topics, including home economics, health 
and beauty, and even sustainability.

Suppliers are also invited to participate 
and exhibit their products. In the selection 
of participants, the company uses infor-
mation from Bomclube loyalty card and 
Hipercard credit card. Tickets are sold at 
symbolic prices, and funds are intended 
for social institutions. 

BOMCLUBE INCREASES  
PURCHASING POWER

In 2008, Wal-Mart restructured Bomclu-
be in Northeast and expanded it to all  
store brands in the Southern region. 
Bomclube is the country’s largest super-
market loyalty program, having over 3 
million members and is very well recei-
ved by customers.

Bomclube “member customers” earn 
points that can be redeemed for products 

RELATIONSHIP WITH STAKEHOLDERS
CLIENTS

in the chain’s stores or for prizes in asso-
ciated companies – movie tickets, airline 
miles, and discounts in professional quali-
fication courses. Each R$ 1.00 spent awar-
ds one point. Every month, “member cus-
tomers” redeem over 500 million points. 
The table for prize conversion is available 
at the website www.bomclube.com.br and 
at store counters.

Maria Anunciada Ferraz Lucena, a retired 
professor with the Pernambuco Federal Uni-
versity, has been participating in Bomclube 
for 13 years and was rewarded for her loyal-
ty. “I do all my shopping, even more expen-
sive items such as home appliances, at Hi-
per Bompreço Casa Forte (Recife, PE)”, she 
explains. She redeems her earned points 
for prizes worth R$ 50 to R$ 200. “It’s just 
like extra money that I use to help in the 
monthly expenses or to buy some gifts to 
my grandchildren”, she tells.

Launched in October in Southern states, 
the card already has over 300 thousand 
members in the region.

3 million
customers are  
part of Bomclube 

Customer Maria Lucena 
redeems prizes of up to 
R$ 200 by participating 

in Bomclube



51

sustainability report 2009

T 
he company underwent a com-
prehensive restructuring pro-
cess in its Customer Relationship 
Center (CRC), operating now 
under the concepts of custo-

mer services and ombudsmanship. The new 
structure aims at improving attention and 
turning doubts, complaints and suggestions 
into strategic information for management. 
The centers in regions South, Southeast and 

R e l a t i o n s h i p
Northeast merged their operating systems 
and processes, but kept their local structures 
to respect the regional differences of the pu-
blic.

The restructuring process redefined the 
profile of relationship professionals, now 
having more responsibility and autonomy 
at the front end, focusing on satisfaction 
and solution right in the first contact. Per-
sonnel were also expanded for better cus-
tomer attention.

A differentiated work was conducted in the 
qualification of those who interface directly 
with customers. During three weeks, they 
attended training sessions at stores and lear-
ned how to operate with the technology avai-
lable, and received guidance on customer 
profiles and on all business models in which 
Wal-Mart is involved.

In addition to telephone attention, contact 
can also be made by email or by filling out 
forms available at the stores. All customer 
contacts are seen as opportunities for the 
company to improve its processes. Reports 
are generated from the compiled informa-
tion to help identify processes to be impro-
ved, aiming at perfecting the performance 
of stores and customer attention quality. It 
contributes for the company’s continuous 
improvement.

0800 705 5050
Telephone

walmartevoce@wal-mart.com
e-mail

USE OF REL ATIONSHIP  
CHANNELS

LOCATION OF  
CALLS TO CRC

A p p l i e d  k n o w l e d g e 
Polls monitor 
customer 
satisfaction  
and guide the  
best attention

T 
he company invests in informa-
tion to design business strategies 
– and the commitment is intensi-
fied when the subject is custo-
mer attention. To better serve its 

customers, Wal-Mart conducts a number of 
surveys to assess customer satisfaction.

The quality of the shopping experience is 
assessed by the attention provided at each 
section. This topic is evaluated in several 
ways: for the customer’s impression about 
products, the speed of checkouts, price per-

ception, among other issues. Every week, 
over five thousand customers from different 
format stores around the country participate 
in our surveys.

In addition to customer surveys, Wal-Mart 
examines every month a number of macro-
economic indicators and market regional 
trends, evaluating the evolution of busi-
ness-related segments. The information 
serves as basis for the entire chain’s annual 
planning, with distinction of store brands 
and locations.  

6%
Electronic  
Attention for 
Financial Products

87% 
Telephone

3%
Forms at 

stores

 e-mail 

4%  

52% 
South

TOTAL: 840 
THOUSAND 

CALLS

27%
Center-West 
+ Southeast

21%
Northeast

 GRI G3 PR 5
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RELATIONSHIP  

WITH STAKEHOLDERS

SUPPLIERS

The Sustainable Monopoly board game developed 
by Estrela became a Wal-Mart exclusive feature in 
2008 and is now a sales success
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I
n its relationship with suppliers, Wal-
Mart adopts a model for mutual en-
couragement and integrated growth, 
aiming at consolidating a chain of 
sustainable businesses from eco-

nomic, social and environmental stand-
points. Transparency and straightforward 
communication strengthen ties with part-
ners. In periodic meetings or thematic fo-
rums, companies align and share values 
and goals, exchange experiences and 
search for new opportunities for joint 
development. There is also a half-yearly 
forum, gathering executive officers from 
Wal-Mart and leading suppliers to debate 
market trends, new product development 
and socio-environmental commitments, 
among others. 

E n c o u r a g e m e n t  o f  
b e s t  p r a c t i c e s

Exchange  
of experiences 
favors joint 
projects

In 2008, in order to engage suppliers in 
environmental impact reduction goals, the 
company promoted the 1st Forum on Sus-
tainability in Transportation. The meeting 
gathered carriers, car maker representa-
tives, fuel distributors, consulting firms and 
environmental agencies. Based on debates, 
it was possible to outline new programs to 
be implemented in upcoming months and 
years – including from the use of sustain-
able material in vehicle manufacturing to 
changes to be applied in existing vehicles 
–, all focused on reducing fuel consump-
tion. Carriers were informed about new 
sustainable initiatives in transportation 
including topics as energy, vehicle, opera-
tions and socio-environmental responsibil-
ity, and could share their own experiences 
with other suppliers.

Wal-Mart develops a number of initiatives 
to reduce pollutants and greenhouse 
gases, such as optimization of its distribu-
tion network aiming at reducing average 
distances traveled between Distribution 
Centers and stores, use of larger cargo ve-
hicles, and use of alternative fuels, among 
others.

GOOD EXAMPLE

The company APK Transportes from Curiti-
ba, serving Wal-Mart stores and distribution 
centers in the Southern Region, attended 
the forum and presented some improve-
ments incorporated into its fleet. Among 
the changes are more advanced refriger-
ated chambers allowing for temperature 
regulation, thus saving energy. Another new 
feature is the implementation of electric en-
gines, allowing for keeping temperature dur-
ing loading and unloading even with truck 
engines turned off.

 GRI G3 HR1 ,  HR6, HR7

Alignment  
of conduc ts

All contracts (service provision, 
construction, purchase and sale, 
among others) signed by Wal-
Mart include clauses highlighting 
the company’s commitment with 
ethics, Foreign Corrupt Practices 
Act (FCPA), and against the use 
of child or compulsory labor. 
Wal-Mart Brazil is signatory of 
the sector pacts on cattle raising, 
soybeans and wood organized by 
the Sustainable Amazon Forum 
(FAS) and led by Ethos Institute and 
Movimento Nossa Sao Paulo.
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bor and holds meetings and debates with 
partners from risk-related sectors aiming 
at expanding the awareness on the subject. 
At the meetings, Wal-Mart shows its appre-
ciation for good initiatives, serving as exam-
ples for perfecting the entire supply chain.

The company launched a campaign to col-
lect signatures for approval of the Proposal 
for Constitutional Amendment 438/2001, 
providing for destination to agrarian re-
form the lands where compulsory labor is 
evidenced. Banners were placed at stores, 
direct mail was sent to suppliers, and a cam-
paign intended for customers was launched 
to make them aware of the subject. The 
campaign was entirely carried forward with 
Repórter Brasil NGO, which leads the move-
ment. From its launch until the end of 2008, 

The APK Transportes’ sales and operations 
manager, Paulo Roberto Kuchnier, explains 
that the reduction in environmental impact 
is a goal set by the company itself, and high-
lights the importance of having a customer 
that shares the same principles. “Wal-Mart 
is now our leading customer, and its recog-
nition of companies concerned about sus-
tainable development is an incentive to us”, 
Kuchnier says.   

ENGAGEMENT 

Wal-Mart commitments with sustainability 
are part of commercial agreements, and the 
company endeavors to engage partners in 
an ongoing process of alignment with prin-
ciples and practices. The company is part of 
the Pact for Eradication of Compulsory La-

RELATIONSHIP WITH STAKEHOLDERS
SUPPLIERS

PARTNERSHIP  
WITH SUPPLIER  
FACILITATES YOUNG 
PEOPLE’S ACCESS

Fight ag ainst Compulsor y Labor

Wal-Mart mobilized employees, partners and customers to sign the manifest 
in favor of the Proposal for Constitutional Amendment (PEC) determining the 
expropriation of properties which use compulsory labor. The initiative was 
led by Repórter Brasil NGO and was aimed at collecting 1 million signatures. 
Wal-Mart contributed with over 100 thousand signatures. The work is to be 
continued in next months.

Héctor Núñez and Wal-Mart executive 
officers congratulate Nestlé for award 
on social responsibility

Compulsory Labor
Let’s abolish such a 
shameful thing
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Development Area Visual GEAC

Systems Area E-Plataforma

Logistics SAGA Consultoria

Asset Protection Area Gocil Serviços Gerais

Financial Area Prossegur

Audit Area Rgis Serviços de Inventário

Human Capital Area Intermédica

Marketing Morya Comunicação e Propaganda

Corporate Affairs Area Pedro Paulo Pannunzio

Sustainability Instituto Akatu

Social Responsibility Instituto Aliança

Own Brands, Food Division Cinalp Produtos Alimentícios

Own Brands, Non-Food Division Dentalprev

Maxxi Operation, Food Division Cadbury Adams

Maxxi Operation, Non-Food Division Johnson & Johnson

Supplier of the Year, Maxxi Operation AmBev

SAM’S CLUB, Food Division Unilever Bestfoods

SAM’S CLUB, Non-Food Division Johnson & Johnson

Supplier of the Year SAM’S CLUB Diageo

Northeast Regional Mabel

Southeast and Center-West Regional Santher

South Regional Parati

Retail Commercial Area, Food Division Mars

Retail Commercial Area, Non-Food Division 3M

Perishables Retail Division Irmãos Lazarotto

Logistics Service Level Colgate

Supplier of the Year Innovation Projects Procter & Gamble

Social Responsibility Actions Nestlé

Sustainability Actions Etruria Fibras e Fios

Retail Operation Phillips Eletrônicos

   GRI G3 HR7
1 GRI G3 4.12

WAL-MART ACKNOWLEDGES 
AND APPRECIATES GOOD  
INITIATIVES FROM 
PARTNERS AND SUPPLIERS

Wal-Mart collected 103,841 signatures, with 
96,482 of them in paper, and 7,359 via the 
Repórter Brasil website. The total of collect-
ed signatures was 147,071 (March 2009).  1 

OPPORTUNITIES

A partnership agreement between Wal-Mart 
and Procter & Gamble helps young people 
enter the job market in Salvador (Bahia). Re-
cruited in communities nearby Maxxi and 
Todo Dia or coming from Com.Dominio 
Digital project, Wal-Mart Institute (additional 
information on page 83), the young people 
are trained to demonstrate Procter & Gamble 
products at stores.

The project called ‘Building the Future’ was 
jointly planned by the companies blending 
social responsibility and business efficien-
cy. The qualification of the first group, with 
six young adults, started in September. Af-
ter the six-month course, they were hired 
by Procter & Gamble. Wal-Mart intends 
to extend the activity to other partners 
throughout 2009.

HONOR

Every year, Wal-Mart recognizes and appre-
ciates good initiatives from all partners and 
awards distinguished suppliers. In 2008, 
awarded suppliers were:

BEST SUPPLIER
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A 
major threat imposed to 
the Amazon today is defor-
estation caused by meat, 
soybean and wood chains. 
Concerned about protecting 

the world’s largest native forest, Wal-Mart 
became a signatory and is part of super-
visory committees of business pacts aim-
ing at ensuring financing, production, use, 
distribution, and sustainable consumption 
of products originated in the Amazon and 
intended for the city of Sao Paulo. The 
documents were created during the first 
Sustainable Connections Seminar, led by 
Sustainable Amazon Forum (FAS), Ethos 
Institute and Movimento Nossa Sao Paulo, 
aimed at reducing the environmental im-
pact in the Amazon.

In addition to adopting the criteria as estab-
lished by the pacts, the company will work 
to propagate the commitment over its sup-
ply chain, trying to engage other companies 
and strengthen the initiative. The commit-
ment is to be reassessed within a year. In 
the period, participants are committed to 
prepare half-yearly reports to monitor the 
evolution of activities.  1  

SPECIFIC COMMITMENTS

Every pact reflects the specificities of their 
own sector, and all have in common the ob-
jective of ensuring sustainable production 
by suppliers. In the case of wood, priority 
is to promote sales of material certified by 
Ibama or with the FSC logo (Forest Steward-
ship Council). 

Regarding soybeans, the focus is to sup-
port the Soybean Moratorium, a global 
movement started in June 2006. The ini-
tiative led to the creation of a Work Group 
and an NGO, headquartered in Switzerland, 
that will work along two years. The group 
has the participation of Brazilian oil indus-
tries, European purchasers and banks that 
finance the sector. The main objective of 
the moratorium was to prevent sales of 

RELATIONSHIP WITH STAKEHOLDERS
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soybeans sourced in recently deforested 
areas. On these lines, the Brazilian partici-
pation was essential as the country is a 
global leader in raw material supply. Wal-
Mart has been supporting the movement 
since it was created and, in 2008, signed 
the European Union letter calling for its 
renewal.

In the case of cattle raising, participants are 
committed not to sell products sourced in 
areas interdicted by the Ministry of the 
Environment (for recent deforestation) or 
from farms fined by the Ministry of Labor 
and Employment for using compulsory 
labor.

OTHER INITIATIVES

Engaged in the sector’s sustainability 
cause, the company also participates in the 
Cattle Raising Work Group, gathering rep-
resentatives from the Federal Government 
(through Ministry of the Environment), pri-
vate enterprises and non-governmental 
organizations. The Group is focused on re-
ducing social and environmental impacts 
of cattle raising all over the country. Wal-
Mart is a member of the Group’s execu-
tive secretariat, created in 2008 and with 
objectives in the medium and long run. 
Among the advancements for the year is 
the definition of its governance structure 
and the principles that will guide its statute 
and work methodology. 

TO PRESERVE FOREST 
RESOURCES, WAL-MART 
PRIORITIZES SALES  
OF FSC-LABELED  
PRODUCTS

I n  d e f e n s e  o f  f o r e s t   

Sector pacts 
reinforce 
commitments  
with the Amazon
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LOW IMPAC T PACK AGES – HIGHLIGHTS

Te a c h i n g  b y  e x a m p l e
Exclusive 
brands are 
reference in low 
environmental 
impact products

PRODUCT CHANGE IN PACKAGING IMPACT

Equate cotton swabs FSC-certified package
It contributes to prevent deforestation and 
indiscriminate wood usage

Ol’Roy dog food Reduction from 4 to 2.5 grams Annual savings of 8.4 tons of plastic 

Baker’s & Chefs, Top Chef and Great Value 
potato chips and Great Value spaghetti  
and snacks

Use of chemical solvent-free paint to print Reduction of greenhouse gas emissions

Top Max steel wool and Top Chef frozen 
potato chips Material reduction of 25% and 20%, respectively Reduction of non-renewable material

Sustax Kids 16% reduction in can size, from 13.5 cm x 18.5 cm 
to 11.2 cm x 16 cm

Annual savings of 1 ton of steel 

Wal-Mart exclusive brands have always 
served as laboratory for new ideas focu-
sed on the environment, but the trend was 
intensified throughout 2008. Wal-Mart has 
27 exclusive brands, including global, natio-
nal and regional, consisting of 12 thousand 
items, food and non-food products. The 
products call the attention of consumers 
for their quality and low price, and serve to 
reinforce at suppliers the confidence that it 
is possible – and viable – to adopt less en-
vironmental aggressive practices without 
compromising results.

A focus of the work in 2008 was to en-
courage suppliers to search for packaging 
alternatives, which represent a significant 
part of the environmental impact in the re-
tail business. Among adopted alternatives 
are reduced material quantity, recycled or 
FSC-certified raw material usage, assuring 
that employed materials come from forests 
with sustainable management. During the 
year, 80% of newly-announced exclusi-
ve brands, with paper or wood packages, 

met the requirement. The target is to reach 
100% in 2009.

In some items, the product itself is created 
aiming at impact reduction. An example is 
the Top Max Clean soap, launched at the 
end of the year using in its composition 
20% recycled cooking oil from Maxxi sto-
res. In addition, in a pilot-project held in 
Novo Hamburgo and Porto Alegre (RS), 
two Maxxi units promoted campaigns to 
collect cooking oil with customers and em-
ployees. Each 200 liters represent 5 thou-
sand soap bars, enough to supply a store 
during two months.

At SAM’S CLUB, there is an exclusive line of 
300-thread bed sheets, T-shirts and towels 
100% made of organic raw material. The 
products use the Member’s Mark brand, 
found only at the branded stores. Another 
initiative adopted by SAM’S, and also by 
Wal-Mart Supercenter and Big, was the use 
of FSC-certified paper to print promotional 
flyers.  2 

  GRI G3 4.12
1 GRI G3 HR7
2 GRI G3 EN26
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T
o stimulate the development of 
products with lower environ-
mental impact, Wal-Mart works 
with suppliers and reserves 
room at stores for innovative 

initiatives. Many companies prefer to add 
value to already consolidated brands and 
rely on the chain’s impetus to introduce the 
news to the market.

It was the case of the Sustainable Mono-
poly board game, an exclusive release of 
Wal-Mart stores in 2008. The new version 
of the most traditional board game of the 
manufacturer Estrela was ranked second in 
sales of the line (now 11 types) after only six 
months. The company produces the classic 
Monopoly board game since 1944, and the 
idea of creating a “green” category came 
from an innovative product developed by 
Braskem Petrochemical: the polyethylene 
from sugar cane bagasse that, in addition 
to using a renewable source, removes CO2 
from the atmosphere. 

Attentive to technological innovation, es-
pecially those related to sustainability, Es-
trela referred to Braskem to create the first 

RELATIONSHIP WITH STAKEHOLDERS
SUPPLIERS

N e w  p r o d u c t s

Tune with par tners 
has positive  
impacts in the 
productive chain

product ever made of the material, which 
is still under experimental testing. It selec-
ted Monopoly for being a strong brand 
and adapted the game for environmental 
topics. Plastic pieces were replaced by 
green polyethylene, and the board, cards 
and package use recycled paper. Instead 
of money, currency is carbon credits, and 
players are benefited or penalized accor-
ding to their ecologically correct or incor-
rect moves. 

DIFFERENTIATED PARTNERSHIP

“To add more value to the product, we 
would like to have a differentiated busi-
ness partner. On these lines, we referred 
to Wal-Mart, which has sustainability as a 
priority theme, and offered exclusive sa-
les of the game”, explained Carlos Tilkian, 
Estrela’s president.

In 2009, we expect to take the Sustainable 
Monopoly game to the USA and, in the 
future, to other units around the world. 
The board game is already being transla-
ted to English. “The idea is to promote the 
Brazilian technology abroad through the 

PET bottles  
become blankets

A reference among the Wal-Mart 
exclusive line of low environmental 
impact products, the blanket 
made of recycled PET bottles is 
anti-allergenic, inexpensive and, 
in addition, ecologically correct. 
Announced in 2008, the blanket was 
the highlight of the year among own 
brands. Each unit represents average 
200 bottles removed from nature. 
Every month, 800 tons of material 
are processed by the supplier, 
Etruria, located in Mairinque, State 
of Sao Paulo. The post-consumption 
material is 100% used. Caps and 
labels are previously removed and 
sent to other recycling companies.

The initiative results from the 
Wal-Mart’s internal policy of 
encouraging business professionals 
to search for low environmental 

impact products. After verifying the 
entire manufacturing process, and 
assuring its quality, the company 
entered into an agreement to 
incorporate the product to its menu 
of exclusive brands.

At the stores, the blanket is promoted 
with the sustainability motto, and 
packages inform the number of 
recycled bottles used in each blanket. 
Therefore, the product contributes 
to raise customers’ awareness on 
sustainable practices and, at the same 
time, corroborates with the Wal-Mart’s 
mission of saving people money.

Repercussion was so good that the 
company was awarded with the 
Sustainable Planet promoted by Casa 
Claudia magazine. There are plans to 
export the product to the USA.
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For considering the relationship with su-
ppliers a ‘de facto’ partnership, Wal-Mart 
Brazil boosts their businesses whenever 
an opportunity is identified. The Global 
Procurement Office is an important tool, 
as it facilitates the access of Brazilian 
products to store chains across 15 coun-
tries in America, Europe and Asia. In 
2008, the Brazilian Office supported its 
partners in the export of R$ 750 million 
in products, a volume 4% higher than the 
previous year.

The USA – with 3 thousand stores – 
move more than half of the total busi-
ness. Among the most popular items are 
towels, furniture, footwear, color pencils, 
dog toys and stationery. There is also 
high demand for organic products, of fair 
trade or with regional characteristics.

E x p o r t s
From Brazil to 
the world via 
Wal-Mar t

Of the total exports, more than 50% re-
ach the foreign market with exclusive 
Wal-Mart brands. Since the office was 
created, over 400 companies have al-
ready relied on the support of Wal-Mart 
to expand their businesses into the in-
ternational market. Before starting pro-
duction, the companies are evaluated 
on topics such as environment, ethical 
standards, and good practices in pro-
duct quality control. Auditing is another 
indispensable factor in the selection of 
suppliers responsible for products that 
bear our brand. In case of irregularities, 
the supplier is disqualified.

The Global Procurement Office in the 
country serves as a consulting com-
pany turned also to small businesses. 
It guides on products and markets and 
operates as an interface in the negotia-
tions, indicating adaptations in products 
and processes according to demands. 
The team supervises the transactions 
directly and manages to fulfill the inte-
rests of all parties – keeping, as funda-
mental commitment, the offer of quality 
products to customers.

Main export  
destinations

• USA

• Canada

• Mexico

• Puerto Rico

• El Salvador

• Costa Rica

• Guatemala

• Argentina

• United Kingdom

Brazilian products in display  
at U.S. Wal-Mart stores

partnership with Wal-Mart Brazil, which, 
in turn, will have the opportunity to show 
the work developed with local suppliers”, 
Tilkian highlighted.

LOW IMPACT

In tune with the Wal-Mart’s proposition of 
selling lower environmental impact products, 
Procter & Gamble announced Ariel Ecomax, 
producing less foam and reducing by 30% 

rinsing water. The product package was re-
duced in 2 cm to save paper.

The product is sold exclusively at Wal-Mart. 
Another example is Neve toilet paper by Kim-
berly-Clark, with the version Naturali, also sold 
only at the chain’s stores. The new version 
uses only recycled fibers of selected paper 
shavings, with no quality compromise, and is 
marketed in 50-meter rolls (usually 30-meter), 
representing more product per package.

R$ 750 MILLION  
IN BRAZILIAN PRODUCTS 
ARE EXPORTED TO  
OTHER COUNTRIES

The “seed-paper” is a good example of the 
Wal-Mart’s effort to create innovative pro-
ducts. The product was developed by the 
company in partnership with the non-go-
vernmental organization Tear, which works 
with people with mental disability. Thicker, 
the sheets have grass seeds in their com-
position. After the use, they may be planted 
in a fertilized soil. Wal-Mart has been using 
the material in corporate events, press con-
ferences and in institutional letters.
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Meeting of ‘Pumping Citizenship’ a local 
development program in Recife
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More than shopping marts, Wal-Mart stores 
are interaction spaces to render social servi-
ces to the community. In 2008, units served 
as collection centers for donations, housed 
recreational activities, awareness campaigns 
and integration events. Hiper Bompreço Boa 
Viagem, in Recife, and Todo Dia Carpina, in the 
Pernambuco state countryside, for instance, 
staged unprecedented events: two collective 
weddings, with guests, music, photography, 
buffet and party. At the ceremony in Recife, 
there were 10 couples, and in Carpina, there 
were 50 couples, including five employees.

I n  t u n e  w i t h 
t h e  c o m m u n i t y

Units ser ve 
as suppor t for 
community 
actions  
and events

 GRI G3 SO1

Along the year, four nationwide campaigns 
are held to collect warm clothes, food, toys 
and books. The initiative relies on the partici-
pation of customers and employees, for the 
benefit of social entities.

With the Solidarity Saturday, held on the se-
cond Saturday of the month, customers are 
encouraged, at the entrance of the store, to 
donate food to community entities. It is easy 
to participate: they have only to confirm the 
donation at the checkout, and the company 
supplies the items.

MONTH EVENT OBJECTIVE PUBLIC

January Family Day
To promote integration between parents and children at the 
workplace during school vacation

Children of employees

February Safe Carnival
Awareness-raising on sexually transmitted diseases, alcohol abuse 
and safe driving

Community

March Women’s Month Awareness-raising on women-related topics Employees and customers

April Flu immunization Vaccination center and awareness campaign Community Elderly

May Day at the Community
Organized in groups, employees develop activities with 
assistance entities in the community

Employees and local 
community

June

Poliomyelitis immunization 
(1st dose)

Vaccination center and awareness campaign Children 0-7 years

June Festival Recreational and cultural event
Community institution or public 
school

July Family Day
To promote integration between parents and children at the 
workplace during school vacation

Children of employees

August Poliomyelitis immunization 
(2nd dose)

Vaccination center and awareness campaign Children 0-7 years

September Arbor Day Educative and cultural action Community

October Children’s Day To promote a leisure day to children from local institutions Community institution

November D-Day in Fight Against 
Dengue

Awareness-raising Community

December Solidarity Christmas Present-giving party for children Community institution

NATIONAL CALENDAR OF GOOD DEEDS
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TIMELY RESPONSE

The chain’s solidarity character fostered 
a number of actions in response to the 
floods in Santa Catarina at the end of the 
year that claimed over 100 lives and left 
more than 80 thousand homeless. Two 
stores were directly hit. A center assem-
bled by the company provided attention 
to 310 employees who suffered significant 
losses from rainfalls and landslides. The 
company also created a fund to receive 
donations from employees from the enti-
re chain, collecting R$ 191.5 thousand. Wal-
Mart contributed with the same amount, 
totaling a transfer of R$ 383 thousand to 
employees for reconstruction of their hou-
ses and their lives.

A campaign with employees and custo-
mers collected food, clothes, warm clothes 
and mattresses for emergency attention to 
the homeless in the state. Over 380 tons of 
supplies had been transferred to the Civil 
Defense by the year end. To support the 

RELATIONSHIP WITH STAKEHOLDERS
COMMUNITY

ACTIONS WITH THE COMMUNITY RESULTS 2008

Book Campaign 213,782 books

Warm Clothes Campaign 118,719 clothes

Toys Campaign 24,831 toys

Food Collection Campaign 495 tons

works to remodel the houses and allow 
people return, the Wal-Mart Foundation, 
in the USA, transferred R$ 710 thousand to 
World Vision, a non-governmental organi-
zation for international aid. The resources 
will be used to recover affected cities, by 
providing basic supply kits and helping 
rehabilitate people.

Initiatives such as those in Santa Catari-
na are not an exception at Wal-Mart, it is 
part of the company’s culture to provide 
timely response to emergencies. After 
the earthquake in the Sichuan Province, 
southwestern China, employees of the 
chain in Brazil donated approximately 
R$ 100 thousand to the victims. And the 
chain supported the families of employe-
es who suffered from fires in the com-
munities of Coelhos, in Recife (PE), and 
floods in the municipality of Campos dos 
Goytacazes (RJ).

The year 2008 was marked by natural in-
cidents, especially in the Southern Region. 
In addition to the case of Santa Catarina, 
some months before, in April, a hail storm 
struck the city of Maringá, 400 km from 
Curitiba (PR). Wal-Mart helped 12 families 
of employees hit by the storm by dona-
ting supplies such as roof tiles, canvas, 
basic staples and mattresses. BIG Maringá 
Hypermarket, which had its roof damaged 
and had to be temporarily shut down, was 
re-inaugurated in September. 

RESPECT BEFORE,  
DURING AND AFTER  

The involvement with local dwellers begins 
even before the start of store operations. 
The work is started with survey of infor-
mation from nearby areas and the creation 
of a direct communication channel with 
local leaders. In addition to listening to the 

380 TONS OF  
SUPPLIES WERE 
TRANSFERRED TO  
VICTIMS OF FLOODS  
IN SANTA CATARINA

• center to attend 310 employees who 
suffered significant losses

• fund for donations from employees 
from the entire chain:  
R$ 191.5 thousand

• contribution of same amount 

collected, totaling a transfer of  
R$ 383 thousand to employees for 
reconstruction of their houses  
and their lives

• Wal-Mart Foundation, in the USA, 
transferred R$ 710 thousand to  
World Vision.

Disaster in Santa Catarina:
attention provided by Wal-Mart
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community’s concerns and searching for 
solutions, in some cases the company in-
vests in local infrastructure works.

At the implementation of the SAM’S CLUB 
of Recife (PE), for instance, Wal-Mart con-
tributed with drainage works in the nearby 
area. At the Wal-Mart Supercenter Vila Leo-
poldina (SP), it performed road construction 
around the store.

Wal-Mart Supercenter Uberaba is a great 
example of engagement with the commu-
nity – the company built a house for the 
project ‘Lar do Idoso’ [Elderly Home] and 
entered a partnership with Cooperu (Coo-
perative of Refuse Collectors of Uberaba) 
to donate all paper and cardboard discar-
ded at the store operation. In Aracaju (SE), 
during the installation of Hiper Bompreço, 
the company strengthened the relationship 

with syndics from residential condos in the 
region to define joint solutions to reduce 
the impact of the works in the daily life of 
the community.     

NO WASTE

Wal-Mart is strict in the quality of products 
for sale but do not waste food still in con-
sumption conditions. Every day, food pro-
ducts removed from displays are selected 
by representatives of three major food 
distribution programs, for correct destina-
tion: social institutions assisting millions 
of Brazilians.

Wal-Mart has a partnership agreement with 
three entities from different regions of the 
country: Mesa Brasil [Table Brazil], a pro-
gram promoted by Sesc in 14 states and the 
Federal District, Prato Amigo [Friendly Dish], 

 GRI G3 EC8

Volunteer employees  
deliver Christmas baskets
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acting in Bahia, and Banco de Alimentos 
[Food Bank], installed in Rio Grande do Sul. 
In total, the company donated 2,890 tons of 
food to the Food Bank. 

CULTURAL  
SPONSORSHIPS

For Wal-Mart, encouraging and dissemina-
ting culture is a way to add value to people’s 
lives, strengthen their self-esteem and the 
identity of communities. The company spon-
sors cultural projects aligned with its mission 
and values, with investments in excess of R$ 
1.1 million in 2008.

Among financed actions, highlight goes 
to the 15th World Percussion Panorama 
(Perc Pan), sponsored through the Pro-
gram for Incentive to Culture in the State 
of Bahia – Fazcultura. The event brought 
to Brazil famous percussion groups such 
as the American Stomp, for instance, 
that attended a workshop at the Hiper 
Bompreço Iguatemi store, in Salvador. 

RELATIONSHIP WITH STAKEHOLDERS
COMMUNITY

Girls from the Samba-Reggae Didá pro-
ject also attended the activities, a project 
for social inclusion and incentive to low 
income black women supported by the 
Institute.

FINANCIAL  
SUPPORT

The company also cooperates with par-
tners that share its mission to contribute 
to a better life and equal opportunity. To 
support attention to people with disabili-
ties by Kinder – Center for Integration of 
Special Children, located in Porto Alegre, 
the company donated R$ 240 thousand 
in 2008. The Junior Achievement Associa-
tion, focused on young entrepreneurship 
and teaching valorization in Rio Grande 
do Sul, received R$ 35 thousand. The 
company was one of the sponsors in the 
graduation ceremony, Zumbi dos Palma-
res Citizenship College (UniPalmares), 
promoting the inclusion of young black in 
higher education. 

THE COMPANY SPONSORS 
CULTURAL PROJECTS 
ALIGNED WITH ITS MISSION 
AND VALUES, WITH 
INVESTMENTS IN EXCESS 
OF R$ 1.1 MILLION IN 2008

‘Mesa Brasil’ Program 
collects food at the 

stores for donations
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At the second edition of the Day at the Com-
munity, held in May 2008, Wal-Mart relied 
on the participation of 8,500 employees, 
40% higher than in the previous year. On 
the day, company’s leaders – including the 
president – and employees from offices, sto-
res and distribution centers left their work 
to dedicate to tasks such as wall painting, 
cleaning, small errands, awareness-raising 
speeches, classes, recreational activities, 
among others.

More than a day to perform good deeds, 
the initiative aims at arousing in the em-
ployees the idea that they can make a di-
fference. It happened to Rodrigo Almeida 
Montim, training coordinator at Wal-Mart 
Supercenter Aricanduva, in Sao Paulo. He 
had never acted as a volunteer until he 
participated in the Day at the Community, 
in a child attention center. He liked it so 
much that – along with his wife – they now 
collaborate regularly with the institution. 
“We collect clothes and toys and mobilize 
our friends and colleagues for the activi-
ties”, he says.

Vo l u n t e e r i n g
Chain’s actions 
mobilize 
employees  
for volunteer 
work

REGIONAL COMMITTEES

In Center-West, Northeast, South and Sou-
theast, office employees form volunteering 
groups. Organized in regional committees, 
they coordinate a number of actions such as 
visits to day care centers and shelters, collec-
tion of food, toys and clothes, or blood dona-
tion campaigns. Many entities benefited from 
the activities are already Wal-Mart partners 
and keep close ties; others are selected by 
the employees themselves.

Raquel Didier, financial analyst with the 
financial department in Sao Paulo, partici-
pates in the Southeastern Region engage-
ment committee. She tells that she had her 
first contact with volunteering at Wal-Mart 
and says it was exciting both the visits and 
the delivery of collected items. “We come 
back with renewed courage”, she says. Ra-
quel believes that the satisfaction of those 
who participate attracts new employees. “It 
is rewarding to contribute and share. The 
experience stimulates the colleagues”, she 
concludes.

Day at the community 
in figures

342 benefited institutions

51 thousand hours of volunteer work 

324 Wal-Mart units mobilized

8,500 employees 

Financial Analyst Raquel Didier 
participates in the Southeastern Region 

engagement committee


