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Our objectives today

Target
We will be excited to work together to lower costs and drive sales by
innovating products that support our customer in living better — EDLP
products that are healthy and restorative for her, her family, her
community, her planet.

Objectives
Share the business rationale for sustainability
Define Wal-Mart’s vision for sustainable products and the role
suppliers play in this
Learn examples of product innovations happening today and how they
serve the customer
Develop a shared understanding of benefits to suppliers who innovate
consistent with sustainability principles
Discuss the tough guestions
Network with innovators & resources who offer tools & services to help
companies innovate toward sustainability
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Sustainable Product Innovation
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Sustainability is a long term trend, not a passing fad
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The Customer Is Noticing

SPECIAL REPORT GLOBAL WARMING |
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Wal-Mart’'s Footprint

100% Renewable Energy Zero Waste Sustainable Products

8% of Wal-Mart's 92% of Wal-Mart’s
footprint is from direct footprint is from
operations products

Align supply chain
around sustainable
product innovations
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The Wal-Mart & Sam’s Brand Promise:
“Save Money. Live Better” and “Improving Lives”

Its both Save Money and Live Better

1. Saving Money helps our customers Live Better and:
2. We help our customers Live Better when they are able to Save Money
on products that are healthy for her, her family, her community, her

world and;
3. We raise the standard of quality incorporating sustainability without

raising price
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Measuring “Save Money. Live Better.” Cost Reduction a nd Sales Increase

1. More Emphasis Will Be Placed on Existing Metrics

Cost Reductions —Continuing to get to true cost
Used Today:
— Reduced Transportation (Miles Traveled)
— Reduced Returns (Return Rate)
— Reduced Hazardous Waste Rating (WERCS)
Quickly Becoming Useful:
— Improved Packaging (Packaging Scorecard)
— Lower Electricity Use/Carbon Emissions (Carbon Disclosure Project)

2. Game Changing Items in Sustainability Will Be
Sales Drivers —Lifting quality at better prices

— Safer Chemicals in the Product

— Customers’ Reduction of Energy Use

— Healthier Food Choices

— Better/More Transparent Raw Materials (ie. Certifications for wood,
minerals, seafood, farming, etc.)

— Easy Product Recycling/Disposal
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Cost reduction and sales increases are the ultimate measures

Reduction of Hidden inefficiencies
— Example: Kid Connection Toys’
Package Right-Sizing

L

A fad product Growing w Market A Game Changer
NO NO YES
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Example of Live Better Innovation: CFLs

The Innovation
A high-quality light that lasts longer and saves our customer real
money

Sales/Cost Benefit
Sales in the light bulb category are up dramatically.

Customer Benefit
Save $350/year on electric bills

Environmental Benefit
20 million metric tons of Co2 out of the environment;
the equivalent of taking 700,000 cars off the road.
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Example of Live Better Innovation: Madden '08 Vide o Game

The Innovation
Anti-theft plastic packaging waste
replaced by display cards

Sales/Cost Benefit
Sales increased over 90%
Shrink decreased over 90%
Cost/game decreased

Customer Benefit
Easier to purchase the product

Environmental Benefit
~94,000 lbs of plastic waste can
be eliminated for the category
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Example of Live Better Innovation: Cosco Scenara Car

The Innovation
3 units to a box, packaged in a carrying bag;
Seats nest during shipping reducing cube

Sales/Cost Benefit
Since making the change, sales increased substantially

Customer Benefit
Easier to shop, easier to carry, and
easier to store at home

Environmental Benefit
Reduced cube, and huge cardboard
reduction

Seat



Example of Live Better Innovation: Marques De Parv  a Coffee

The Innovation:
High quality coffee that is organic, fair trade thru a more efficient supply chain

Sales/Cost Benefit
Increase in sales
Cost improvements due to supply chain rationalization — we roast it on the
farm.

Customer Benefit
100% traceable improving
food safety
Highest quality coffee

Sustainability Benefit
3,648 farmers benefit from
Fair Trade and organic
practices



Example of Live Better Innovation: Certified Seafo  od

The Innovation
Use reputable certification agency to improve fish quality,
transparency and long-term source of supply, while lowering cost

Sales/Cost Benefit
Transparency = better salmon that was wild caught, that is $1/Ib less

Customer Benefit
Transparency thru MSC allows full trace-ability, enhancing safety and
guality

Environmental Benefit
Best practice for wild caught
fish ensuring long-term supply.



What's our target and plan for tracking progress in 20087

Merchandising Target : 20% of items influenced by Live Better innovations next
year

—Process:
Suppliers will track “live better” innovations
Suppliers input the innovative changes to product into a new Retail Link
application ready next year

Items will be flagged so suppliers and buyers can track and reward
progress

Products marked as Live Better Innovators will be flagged for 12 months



How will suppliers be rewarded?

1. Supplier of the Year/Quarter
— Chosen based on 2 criteria: Sales/Profit growth and Live Better innovation

2. VPI
— |In 2009, all VPI's will have some Live Better/sustainable innovation, and
the top innovations will receive additional executive support

3. Exposure
— Each Dept’s supplier of the quarter will meet with the GMM to share the
sustainability innovations that lowered costs and increased sales.
— Annual Fleming/Spragg “Live Better Innovation Summit.” GMM’s will
choose 2 most innovative suppliers for meeting to share and learn.

4. April Opportunity
— There will be a month-long focus in April on more sustainable products.



Your Opportunity

The Customer is Watching
88% of opinion leaders say they’re “making more of an effort to learn whether
companies are acting in a socially responsible manner.”™

Now, it is time to choose....

INNOURTE

Check the Box? OR Change the Game?

* Yankelovich Monitor Oct 8




CEOQO Panel

Eduardo Castro Wright, CEO, WMT
Stores Division

Doug McMillon, CEO, Sam’s Club
Fisk Johnson, CEO, SC Johnson
Moe Nozari, EVP Consumer
Business, 3M

Aaron Lamstein, CEO, Worldwise
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Turn to the people next to you and discuss...

Where are the opportunities to use the lens of
sustainabllity for category-level breakthrough
iInnovations to take out cost and/or drive
sales?

Footer goes here



Next steps

Now — 6pm
— Go next door and visit the Sustainability Resource Fair

4pm — 5pm
— Choose a breakout session to visit

Grand Engaging Your Organization in Sustainability
Vi Linda Dillman, EVP, Risk Benefits and Sustainability, Wal-Mart Stores, Inc.
Adam Werbach, Founder and CEO, Act Now!
Judah Schiller, Executive Vice President, Act Now!

Grand Sustainability and Product Innovation
VIl Greg Spragg, Executive Vice President of Merchandising/Replenishment for Sam’s Club
Barry Patterson, Business Catalyst, Biomimicry Guild

Grand Making Sustainability Work
IX Doug McMillon, CEO, Sam’s Club
Jib Ellison, Founder, Blu Skye Sustainability Consulting

Grand Driving Business Value through Sustainability
X Mike Duke, Vice Chairman, Wal-Mart Stores, Inc.
Jim Hartzfeld, Managing Director, InterfaceRAISE and Past Chairman, U.S. Green
Building Councll

Footer goes here



