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Saving people money so they can live better 

Helping People Live Better 
 
Walmart saves people money so they can live better. An independently certified study found that our company saves the average American 
household $3,100 per year.* We want our customers and our communities to be healthy, which has led us to offer in-store clinics and $4 
prescription medicines. Walmart is also becoming a more sustainable company by innovating to conserve energy, minimizing waste and 
introducing affordable, environmentally friendly products. Recognized as the country’s largest corporate giver of cash to charitable causes, 
Walmart makes the majority of our charitable donations locally where we can have the greatest impact. According to Nielsen estimates, 
more than 200 million people in the U.S. shop at Walmart each year, choosing us to save them time and money. 
 
Community 

• At Walmart, we strive to be a good neighbor and to benefit the communities where we operate. In the U.S., the company and the 
Walmart Foundation gave more than $378 million in cash and in-kind gifts in fiscal year ending 2009.  

• We make the majority of our charitable donations at the local level, where we can have the greatest and most positive impact. In 
fact, Walmart and its Foundations gave $423 million globally in fiscal year ending 2009. 

• So whether it’s our charitable contributions, our healthcare initiatives or our environmental efforts, Walmart takes pride in being a 
part of every community we serve. 

 
Opportunity 

• Walmart saves people money so they can live better. In fact, an independently certified study found that our company saves the 
average American household $3,100 per year—whether they shop at Walmart or not. 

• According to Nielsen estimates, more than 200 million people in the U.S. shop at Walmart each year, choosing us to help them 
save money so they can live better. 

• We also create economic opportunity by providing good jobs that give associates the chance to build careers. 
• At Walmart, associates can advance as far as their hard work and talent will take them. In fact, nearly three-quarters of our store 

management started as hourly associates. 
• More than 1.4 million associates work at Walmart in the U.S.—from seniors who need supplemental income to students who want 

experience. 
 
Health & Wellness 

• At Walmart, we believe that health care should be affordable, accessible and high quality for all Americans. 
• $4 prescription medicines and the dozens of convenient health clinics in our stores are having an impact on the lives of our 

customers—in fact, our prescription drug program has saved customers more than $2 billion since it began in 2006. 
• We’ve made affordable health care a priority for our associates. We offer affordable coverage to both full-time and part-time 

associates. Every child of a Walmart associate can become eligible for health benefits as soon as their parent is eligible. 
• Today, more than 94 percent of Walmart associates have health insurance either through the company or through other coverage. 

 
Sustainability 

• Through innovation, we are working to conserve energy, reduce waste, and bring more affordable, environmentally friendly 
products to market. 

• We believe that people should not have to choose between products they can afford and products that are better for the Earth. 
Walmart is committed to bringing products to market that save money for our customers and help them protect the environment. 

• We are working with our suppliers to use more environmentally preferable materials in the products we sell and to bring customers 
items like t-shirts that are made from recycled materials—which not only reduces waste, but saves non-renewable energy, too. 

• Walmart’s environmentally-friendly goals include: being supplied by 100 percent renewable energy, creating zero landfill waste 
and selling products that sustain our environment.  

 
*Savings are based on Walmart impact on the economy and will be realized no matter where consumers shop. 
Global Insight, “The Price Impact of Walmart: An Update through 2007,” 2/9/09. 


