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Walmart

Part Five: Leading

j 1y People” Do Extraordinary
gs at Walmart

Give me a W! Give me an A! Give me an L! Give me
a squiggly! Give me an M! Give me an A! Give me an
R! Give me a T! What’s that spell? Walmart! Whose
Walmart is it? It's my Walmart! Who's number one? The
customer! Always!

The Walmart cheer is a powerful symbol of Walmart's
team spirit and business philosophy rolled into one. Sam
Walton got the idea while watching workers perform a
motivational cheer and group calisthenics at a Korean
tennis ball factory. Seeing workers bond through a group
activity impressed Walton, and the Walmart founder
brought the routine back home to Arkansas.

What might have fizzled or become an old piece
of company trivia gained momentum, and today the
Walmart cheer is a hit all over again at Walmart's in-
ternational stores. In Japan, associates shout, “Whose
Seiyu is it? It's My Seiyu.” In the UK., “Whose ASDA
is it? It's my ASDA!” The translations differ, but in every
place the message is the same: The customer is number
one, always. Or as they shout in Argentina, {El Cliente
Siempre!” '

Walmart's ongoing commitment to work and play
is a reflection of Sam Walton's own leadership style.
The first Walmart leader once said, “Just because we
work hard, we don't have to go around with long faces.”
And Mr. Sam meant it. The iconic American busi-
nessman famously donned a grass skirt and did a hula
dance on Wall Street after losing a bet with top ex-
ecutive David Glass. Walton later recalled the event: “I
thought I would slip down there and dance, and David
Glass would videotape it so he could prove to every-
one back at the Saturday morning meeting that I re-
ally did it; but when we got there, it turned out David
had hired a truckload of real hula dancers and ukulele
players—and he had alerted the newspapers and TV
nEt\VOrkS.”

Although clearly not prepared for his big premiere
as a hula entertainer, Walton seized the moment: “I
slipped on the grass skirt and the Hawaiian shirt and
the leis over my suit and did what I think was a pretty
hula. It was too good a picture to pass up, I guess—
crazy chairman of the board from Arkansas in
illy costume—and it ran everywhere” To Walton,
contained an important business lesson: “At

Walmart, when you make a bet like I did ... you always
pay up.”

The good times continue at Walmart, and so do hard
work and achievement. For many employees, seeing peers
rewarded for a job well done proves highly motivational.
In 2009, Shawnalyn Conner was one of hundreds of store
managers selected to launch a next-generation Walmart
store. Conner had joined Walmart as a temporary sales
associate only a decade earlier, and now she was respon-
sible for turning a 176,000-square-foot warehouse in
Weaverville, North Carolina, into a decked-out retail op-
eration complete with grocery, vision center, photo kiosk,
pharmacy, and 30 merchandise departments. The newly
minted manager got to work recruiting 350 new associ-
ates, and Conner initiated all hires with the same cheer
she herself learned a decade earlier.“What we look for in a
Walmart associate is someone who's extroverted and loves
to deal with customers,” Conner said about the recruiting
effort. Not surprisingly, it is Conner’s own journey from
temporary worker to leader of a $70-million-per-year
store that interests trainees most.“I started with the com-
pany when I was 19, Conner tells her recruits. “And to
say now that I'm 31 and run a multi-million-dollar fa-
cility is amazing.” The message to the new employees is
clear: Stick with Walmart and you're going places. It's the
Walmart way.

Executives at Walmart refer to the company as one
big family. There are no grunts or gophers—no employee,
no matter how new, is thought of as low person on the
totem. According to the company’s “open door” policy,
all associates are encouraged to speak freely, share con-
cerns, and express ideas for improving daily operations.
In return, they can expect managers to treat all discus-
sions fairly with an open mind. The policy is right out of
Walton's playbook. “Listen to your associates,” Walton
urged. “They're the best idea generators.” The found-
er's wisdom is routinely reaffirmed through the oft-
repeated quote that “nothing constructive happens in
Bentonville’—a reference to Walmart headquarters. In
Walton's grass-roots ethic, local employees are the ones
most likely to produce fresh ideas.

At the end of the day, managers at Walmart don't look
to superstars to make the big play. The Walmart philosophy
argues that whenever ordinary people act together to pursue
common goals, they can achieve the extraordinary. “What
makes ordinary people do extraordinary things?” Sam Wal-
ton once asked his people. “Aren'tt we a group of ordinary
folks? We really are. And I think we, together as a team, have
done extraordinary things . . . we've all accomplished much
more than any of us ever thought that we could”
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Juestions

. What personality traits does Walmart look for in a
~ job candidate? How might wrong perceptions lead

managers to hire the wrong people?

. How would you characterize the leadership of
Walmart founder Sam Walton?

. What tools does Walmart use to motivate employ-
ees? How might a lack of motivation affect associates
‘and how should managers respond?

SOURCES: Based on John R. Wells and Travis Haglock, The Rise of
Wal-Mart Stores Inc. 1962-1987, HBS Case No. 9-707-439 (Boston,
MA: Harvard Business School Publishing, 2008); “Weaverville Welcomes
Economic Boost From New Walmart,” Retail MVP, June 18, 2009,

http://business.newsmvp.com/index.php?/topic/ 3352-weaverville-welc

economic-boost-from-new-walmart/page__p_3353__hl__weaverville
welcomes__fromsearch__18&#entry3353 (accessed June 28, 2010); “M=. S
Hula on Wall Street,” Walmart Corporate Web site, hetp://walmartstores.
com/AboutUs/293.aspx (accessed June 28, 2010); New Age of Walmart,
television program, first broadcast September 23, 2009 by CNBC, produced
by Mitch Weitzner.
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Part Six: Controlling
Saving the World through
Supply Chain Management*

Walmart's supply chain management is revolutionizing
the world of business. The company’s obsession with sell-
ing more merchandise more efficiently and at a lower cost
than anyone is a powerful competitive advantage. In 2010,
that advantage made the U.S. retailer the most successful
business in the world.

In a sense, supply chain management is Walmart's
business. As one Walmart executive explains, “The mis-
conception is that we're in the retail business. We're in the
distribution business—it’s Walmart’s job to bring prod-
uct from the dock to the customers’ trunks in as little as
72 hours.” Founder Sam Walton agreed: “The efficiencies
and economies of scale we realize from our distribution
system give us one of our greatest competitive advantages.”

To achieve its superior efficiency, Walmart employs
tactics ranging from buying in bulk to optimizing the
number of stores served by a single distribution center.
The path to perfect logistics requires more than teams of
savvy efﬁciency experts, however: it requires automation.
Like many retailers, Walmart introduced computers in the
1970s. But in the 1980s, Sam Walton made an unprec-.
edented move: he purchased a satellite communications
system and established electronic linkages with suppli-
ers using Retail Link, the company’s sales and inventory
database. Paper-based purchase orders and invoices were
soon replaced by electronic data interchange (EDI), and
radio-frequency identification (RFID) tags began track-
ing inventory shipments from manufacturers’ warehouses
to Walmart's stores. This automated end-to-end system
kept products flowing to Walmart's shelves at the right
time, and in quantities suited to customer demand.

But in recent years, Walmart has begun using its value
chain for unusual and innovative tasks. In 2005, Hurricane
Katrina ravaged the Gulf coast, leaving 1,800 people dead
and thousands more homeless. While the storm caught
many relief agencies off guard, Walmart was a standout
As the Category 5 storm approached Louisiana,
rts Emergency Operations Center ordered that
res be stocked with water, food, generators, and
lies. Days later, as news agencies began reporting
rers had deluged New Orleans and surround-
Walmart sprang into action; managers quickly
mergency response effort that delivered

$17 million of resources and shelters for displaced citi-
zens. Displaced employees were relocated to other stores,
and flood-damaged facilities were recovered and made into
makeshift food banks for stranded citizens. The response
was so effective that many evacuees concluded they were
better off dealing with Walmart than with ham-handed
government agencies. Harry Lee, the sheriff of Jefferson
Parish, remarked, “If the federal government would have
responded as quickly as Walmart, we could have saved
more lives.” The post-disaster headline in Fortune magazine
said it all: “The Only Lifeline Was the Walmart.”

Today Walmart is at it again; only this time manage-
ment wants to use operations to solve world hunger. In
partnership with the nation's top food banks, Walmart is
using its advanced transport methods to deliver 1.1 billion
pounds of non-saleable food—including fresh produce,
meats, and dairy—to hungry U.S. citizens. The $2 billion
charity initiative, dubbed “Fighting Hunger Together,” is
made possible because of Walmart’s freeze distribution
method and special refrigeration trucks. “We've learned
how to fast-freeze things like meat and dairy;” said Mar-
garet McKenna, president of the Walmart Foundation.
“You can't put 100 pounds of bananas on a truck that
isn't refrigerated and expect them to be edible for long.”
McKenna adds, “As the largest grocer in the countty, we
need to be a leader in the solution to this problem.” When
it comes to tackling the problem of hunger, size matters:
“Increasingly, we see opportunities to use our scale and
reach to solve challenges in our communities,” said Vice
Chairman Eduardo Castro-Wright.

If Walmart can use its supply chain management
to rescue flood victims and tackle hunger, why not save
the planet? Managers are working on it. In the next de-
cade, Walmart will transition to 100 percent renewable
energy, eliminate all waste to landfills, and sell products
that offer measurable benefits to the natural environment.
The retailer’s sustainability targets are impressive: ‘double
truck fleet fuel efficiency in ten years,” “slash greenhouse
gas emissions by 20 percent in seven years,” and “eliminate
20 metric tons of CO, emissions from Walmarts sup-
ply chain in five years.” To meet these targets Walmart
is purchasing wind and solar energy systems, designing
sustainable buildings, mapping ultra-efficient driving
routes, and recycling all plastic waste through a Super
Sandwich bailing process. Moreover, to help customers
go green, Walmart R&D teams are pioneering a Sustain-
ability Index to measure the greenness of every item sold
in stores. In partnership with a university-backed Sus-
tainability Consortium, researchers are studying how in-
dividual products affect the environment. Once objective
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 environmental standards are set, Walmart will provide a
 label for every product, allowing customers to evaluate
green benefits in the same way they evaluate nutrition
benefits through food labeling.

As with Walmart's hunger initiative, size makes the
task possible. “The environmental advantages come
straight from our size,” Chairman Lee Scott explained
‘to Greenpeace newsletter readers. “As the world’s larg-
est retailer, we're in thousands of communities around
the USA and 15 other countries. We buy products from
~ more than 60,000 suppliers in 70 countries. We sell any-
~ where from 35,000 to 100,000 product lines in each of

our 6,000-plus stores and clubs. . . . Our size and scale

~ mean that even one small pro-environment change in our
~ policies or our customers’ habits has exponential impacts
all over the world” To illustrate, Scott tells how manag-
ers reduced the packaging size of one line of toys and in
~ doing so saved more than 5,000 trees and 1,300 barrels
of oil. He adds that improving fuel-efficiency by just one
mile per gallon enables Walmart's trucking fleet to save

~ $52 million of fuel annually.
~ What about profits? Has Walmart become a char-
ity organization? Not at all, says Lee Scott. The popular
chairman insists that Walmart approaches sustainability
entirely from the standpoint of business, not altruism.
~ According to Scott and other executives, sustainability
_produces massive cost reductions, making Walmart more
competitive. Because energy is Walmart's No. 2 operat-
ing expense, big cuts in energy usage mean big savings for
Walmart, and lower prices for consumers. Matt Kistler,
Walmart's senior vice president of sustainability, sees a
 natural synergy between profits, people, and the planet:

“Sustainability continues to make us 2 better company by
reducing waste, lowering costs, driving innovation, and
helping us fulfill our mission to save people money so
they can live better.”

Questions

1. Does Walmart's use of automation and information tech-
nology eliminate the need for workers and managers?
Explain.

2. How will the creation of a Sustainability Index help
‘Walmart manage quality and performance?

3. Why do Walmart managers set goals such as ‘double flee
fuel efficiency in ten years” and ‘cut greenhouse gas emis-
sions by 20 percent in seven years”? Explain how manag-
ers would use the feedback control model to reach those

goals.

SOURCES: Based on P Fraser Johnson, Supply Chain Management at
Walmart, Ivey Case No. 907D01 (London, ON: Ivey Publishing, 2006); Ken
Mark, Wal-Mart Stores, Inc, Ivey Case No. 906M68 (London, ON: Ivey Pub-

" lishing, 2006); Matt Kistler,"Walmarts Sustainability Initiatives Explained,”

Trechugger, June 25, 2010, hecp://www.treehugger.com/ files/2010/06/
walmarts-sustainability-initiatives-explained php (accessed June 29, 2010);
Stephanie Strom, “Wal-Mare Gives $2 Billion to Fight Hunger, The New York
Times, May 12,2010, hetps/ /wwnytimes.com/2010/05/13/us/13gift
heml2_r=18&scp=1&sq=wal-mart%20gives’%20%242%20billion%20t0%20
fight9%20hunger&st=cse (accessed June 28, 2010); Devin Leonard, “The Only
Lifeline Was the Walmart,” Fortune, October 3, 2005, http://money.cnn.com/
magazines/fortune/fortune_archive/2005/10/03/8356743 /index.hem
(accessed June 28, 2010); John R. Wells and Travis Haglock, The Rise of
Wal-Mart Stores Inc. 19621987, HBS Case No. 9-707-439 (Boston, MA: Har-
vard Business School Publishing, 2008); Lee Scotr,“Wal-Mart Greening' Could
Have Huge Impact, Walmart Corporate Web site, October 29, 2008, heep://
walmartstores.com/pressroom/news/5735.aspx (accessed Jun 28, 2010).
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Part Three: Planning
Extreme Makeover: Walmart
Edition

After years of putting on a yellow happy face and dress-
ing in familiar blue smocks, Walmart stores are getting
an extreme makeover. For millions of Walmart custom-
ers who've witnessed the big reveal at grand reopenings
across the country, the changes are dramatic. Store aisles
are wider, and the new color palette is vibrant. Assort-
ments are tidy, and merchandise is marked with bigger,
bolder signage. Towering shelves are gone, and so are as-
sociates’ old blue smocks.

The unveiling of Walmart’s next-generation stores
is part of a strategic plan dubbed “Project Impact.” An-
nounced in 2008, the nationwide remodeling effort
aims to improve the Walmart shopping experience and
increase sales. According to the project’s rollout sched-
ule, 70 percent of U.S. stores will undergo an upgrade
by the end of 2012; the remaining renovations will
wrap up in 2014,

Project Impact was an idea born of the recent financial
crisis. As the U.S. economy sagged, higher-income con-
sumers began shopping Walmart to take advantage of low
prices. The influx of more affluent customers hastened the
push to revamp stores, and management concluded that
better atmospherics could transform economy-conscious
visitors into loyal Walmart customers. The opportunity
set off a flurry of planning, and Eduardo Castro-Wright,
vice chairman of Walmart stores, took charge of the
initiative.

According to Castro-Wright, an important statistic
loomed large in the planning of Project Impact. “Cus-
tomers on average spend only 21 minutes in the store,”
the vice chairman proclaimed. “If you don't make it easy
for them to shop during those 21 minutes, the possibil-
ity that they are going to buy from you is much, much
smaller” With the clock ticking on various reconfigura-
tion options, Castro-Wright's team slashed 15 percent of
store inventory, lowered shelves for an open line of vi-
n, and shuffled departments for easier shopping. The
ges are unmistakable: Walmart's pharmacy now sits

front-middle of stores, maximizing demand for
ription drugs; grocery essentials have shifted to
. promprting customers to browse merchandise
s down the aisles; and apparel racks are re-
e center, signaling a head-to-head com-
. Walmart's super-promotion aisle,
peared.

The cut in merchandise signals a sea change for
Walmart. While a 15 percent reduction in stock-k
ing units (SKUs) allows for cleaner looking stores,
change involves risky tradeoffs for Walmarcs mercha
dising strategy. With fewer products in stores, Walmar
must be more selective about which products to ¢
and more committed to selling in higher volume. T
increase store sales using fewer stock items, Walmar

TVs. The crafts aisles are filled with popular scrapbool
materials. Groceries are expanding Walmarts Greal
Value store brand consumables. But many product lines,

are gett!ng the axe.
As highlighted in Walmart's official pIanmng docu
ments, Project Impact keys in on ten important wor
“Save money. Live better” is the company mot press
ing Walmart's mission. “Win, Play, Show” are keyword:s
that guide merchandising assortment decisions. “Fast
Friendly, Clean” are words for the customer’s in-s
experience. According to Steve Banker, analyst for A
Advisory Group, Walmart's planners are seeking to boos
store efficiency by connecting in-store merchandtsmg
with back-end logistics:

Win-Play-Show is really a merchandising strategy
that has beneficial synergies with logistics. In a “show”
category, the company carries fewer SKUs than it has
in the past. A "show” strategy is a defensive approach
that limits product selection but does not cause a buyer

to go somewhere else for a product. In “win” caregories,
price leadership is deemed absolutely critip:}v}, ial'g_ng wit]
having more pronounced and well-positioned spléys -
in the stores. This program has led to a reduction in the
number of SKUs available in stores, something thgfolks

in logistics always appreciate. Walmart supplements and

expands the product assortment in its “show” categories
through Walmart.com, where customers can order prod-
ucts online (Steve Banker, “Walmart's'Win-Play-Show’

Assortment Strategy,” Logistics Viewpoints, 2009).

Bill Simon, executive vice president and chie “opci t-
ing officer at Walmart, confirms Banker’s point. “Bi
we've rationalized SKUs and focused our energy on
play, show’ categories, and because we have less invent
in the stores, it’s easier for us to find and stoc]
and order the products that we need from
tlon center. And SO l'eductlon m anentorY
higher in-stocks, not lower in-stocks”

Sleeker streamlined logistics may indeed be
of Project Impact, but customer satisfaction is
timate goal: “The net effect,” Simon remarks, '
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omer space, you improve the shopping
d you provxde access and visibility to de-
1 t were previously difficult to

planning for Project Impact take
within the organization?

strategic management and core compe-
/almart is scaling back on “cheap chic”
its remodeled next-generation stores.
ecision‘maldng process that led to the
art's U.S. stores? What common errors
ng cnuld thwart the success of Project

SOURCES: Based on “Wal-Mart Aims for Tm
Home Textiles Today, October 27, 2008, hetp:/ /v
article/500778-Wal_Mart_aims_for_Impact_in_a
cessed June 20, 2010); Sean Gregory, “Walmart's Laces
Competition,” Time, September 9, 2009, http://ww
ness/article/0,8599,1920698,00.heml (accessed June 18, 2!
Walmart, television program, first broadcast September 23,
produced by Mitch Weitzner; Steve Banker, “Walmare's Win-Pla
Assortment Strategy,” Logistics Viewpoints, July 23, 2009, heep:
viewpoins.com/2009/07/23 /walmarts-win-play-show-assortme =
(accessed June 21, 2010); Tom Ryan, “Wal-marts Ongoing Fashion <
Forbes, June 10, 2010, http://www.forbes.com/2010/06/10/wal-mar:
retail-markets-retailwire-braintrust.html (accessed June 19, 2010); Sha:
Edelson, “Wal-Mart’s Uphill Battle with Apparel,” Women's Wear Daily
3, 2010, http://www.wwd.com/retail-news/wal-marts-uphill-battle-with-
apparel-3095672 (accessed June 21, 2010); David B. Yoffie and Michael Slind,
Wal-Mart, 2007, HBS Case No. 9-707-517 (Boston, MA: Harvard Business
School Publishing, 2007); Bill Simon, “Project Impact,” Slide presentation de-
livered at Morgan Stanley Retail Conference, Arizona, April 1,2009, hetp://
walmartstores.com/download/3630.pdf (accessed June 19, 2010).
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Part Four:Organizing

World's Top Employer Ranks
High on Diversity and Employee
Satisfaction—But Not Everyone
Hearts Walmart

For the past decade, Walmart has ranked high on Fortune
magazine's list of “most admired companies,” and with
 good reason: No one creates more jobs for the economy
o career opportunities for workers than Walmart.
With more than 2.1 million associates internationally,
- Walmart is the world’s largest employer. Job candidates fa-
‘mously brave long lines and travel long distances for an op-
portunity to work at the company’s new stores. The retailer’s
1.4 million U.S. hourly associates earn $11.75 per hour on
average, and more than 80 percent of employees—includ-
_ing part-time workers—are eligible for health benefits.
In addition, associates at Walmart receive approximately
"$2 billion each year in the form of bonuses, profit shar-
ing, and 401(k) contributions. The greatest reason work-
ers like Walmart? The company recruits from within—a
full 75 percent of store managers joined the company as
hourly associates before advancing to salaried management
posmons
As is true of most multinational corporations,
Walmart is highly diverse. The company employs more
~ than 41,000 Asian associates, 171,000 Hispanic as-
sociates, 257,000 African-American associates, and
869,000 women associates. Management’s commitment
to diversity is widely recognized among professional
organizations—on gender diversity alone Walmart has
received coveted kudos including “Top Companies for
Female Executives” (National Association of Female Ex-
ecutives), “Best Companies for Multicultural Women”
(Working Mother magazine), and “40 Great Organiza-
tions for Women of Color” (Women of Color magazine).
~ Despite these high accolades, not everyone is enam-
ored of Walmart. The world’s top employer is also the
world’s top target for special interest groups. Each year,
well-funded political organizations including ACORN,
MoveOn.org, UFCW, and SEIU run negative publicity
campaigns in an attempt to pressure Walmart to union-
ize. The rough-and-tumble politicking finds its most vis-
ible expression in “Wake Up Wal-Mart” and “Wal-Mart
Watch,’ two Washington-styled anti-Walmart organiza-
tions led by campaign directors for former presidential
candidates Howard Dean and John Kerry.

Dukes v. Walmart

While opposition groups present low-grade image chal-
lenges for Walmart, the retailer is facing the mother of
all human-resource-related threats in the form of Dukes
v. Walmart, a $500-billion-dollar discrimination lawsuit
billed as the largest class action civil rights lawsuit in history.

The Dukes case began back in 2000 when California
Walmart associate Betty Dukes complained that she was
unfairly reprimanded and denied opportunities to ad-
vance in the company. Although Walmart reports that Ms.
Dukes clashed with her female supervisor and was appro-
priately disciplined for violating lunch-break policies, five
women joined the Dukes lawsuit in 2001 alleging a pattern
of gender discrimination by the company. The local inci-
dent, which initially posed a potential risk of millions of
dollars in compensatory damages, morphed into a multi-
billion dollar lawsuit overnight when a district judge gave
the Dukes case “class action” status—a certification upheld

* by the Ninth Circuit Court of Appeals in 2010. As a result

of the class action designation, Dukes v. Walmart is now a
national lawsuit representing over 1.6 million female work-
ers going back to 1998, none of whom have individual dis-
crimination complaints against the company.

Walmart denies violating the civil rights of the six fe-
male employees, but the individual cases are not on trial
in a class action suit. The trial now shifts to a broad ex-
amination of large companywide patterns of employment
data, and plaintiffs' attorneys are claiming that women, as
aclass, do not receive pay and promotions equal to men at
Walmart. The legal framework is enigmatic, for it forces
Walmart to defend statistical discrepancies regarding
gender that exist nearly everywhere in the world of busi-
ness. According to nationwide studies, women are not ris-
ing in middle- and upper-level management positions at
the same percentages as men. To better understand the
causes of workplace inequities, researchers study a range
of issues, from voluntary extended leaves to the prohibi-
tive relocation requirements of high-paying jobs. One
Cornell researcher even found that full-time working
spouses hamper women's careers, mostly due to delicate
work/life negotiations at home. These and other issues
make climbing ladders more difficult.

In Walmart's immediate context, disparities in pay
or promotions may also be attributable to reail-relared
trends. For example, more men than women tend to apply
for higher-paying dock jobs—a trend thar skews numbers
toward higher average pay for men. Likewise, more women
than men tend to apply for lower-paying cashier posi-
tions—a trend that inadvertently skews averages down for
women. Such imbalances are consistent throughout the
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se==l industry and occur apart from any discrimination
@n Walmart's part. Even so, the Dukes case, with its as-
=ronomical $500 billion penalty, is a potential company-
Kller. Walmart has appealed the class-action designation
o the U.S. Supreme Court in hopes of dealing with indi-
widual cases, not amorphous data trends of entire classes
of people. Whatever the outcome may be, the Dukes trial
is scheduled to resume in 2011 or 2012.

In the end, high-powered law firms, not Betty Dukes,
have the most to gain from the lawsuit. While suing alone,
Ms. Dukes might have won a multi-million dollar award.
But as one of 1.6 million female plaintiffs in a class, the
Walmart associate is in line to receive just a few thousand
dollars from a court victory. Walmart, on the other hand,
stands to lose its business.

Meanwhile, back in Bentonville, Arkansas, spokes-
person David Tovar reaffirms Walmart’s award-winning
record on human resource management: “We are proud
of our work to promote diversity at Walmart and are con-
tinually recognized for our efforts.”

Questions

1. Why does Walmart prefer to recruit new store managers
from its large pool of hourly associates?

2. Explain how Walmart's employee diversity benefits thq
organization. What are some challenges of diversity?

3. What federal laws govern the main legal issue raised in
Dukes v. Walmart? :

SOURCES: Based on David P. Baron, Wal-Mart: Nonmarket Pressure
and Reputation Risk, Stanford Case No. P-52A, Stanford, CA: Stanford
Graduate School of Business (2006); Eric S. Dreiband, “Willie Sutcon
Was a Piker,” The Wall Street Journal, January 7, 2006; Steven Greenhouse,
“Report Warned Wal-Mart of Risks Before Bias Suit,” The New York Times,
June 3, 2010, htp://www.nytimes.com/2010/06/04/business/04law
‘html?_r=18&scp=18&sq=report%20warned%20wal-mart%200£620
risks%20before%20bias%20suit&st=cse (accessed June 25, 2010); Felix
Oberholzer-Gee, Wal-Mart's Business Environment, HBS Case No. 9-706-
453 (Boston, MA: Harvard Business School Publishing, 2006); Mark
Moller, “The Anti-Constitutional Culture of Class Action Law,’ Regulation
30, no. 2, (Summer 2007): 50-58; James R. Copland, “These Actions
Have No Class,” San Francisco Examiner, September 15, 2004, heep://
www.manhattan-institute.org/html/_sfe-these_actions.hem (zccessed’
June 24, 2010); Walmart Corporate Web site, Fact Sheet: “Walmart by the
Numbers,” March 2010, htep://walmartstores.com/pressroom/FactSheets
(accessed June 8, 2010); Youngjoo Cha, “Reinforcing Separate Spheres: Thi
Effect of Spousal Overwork on Men's and Women's Employment in Dual-
Earner Households,” American Sociological Review 75, no.2, (April 2010):
303-329; “On Payday, It’s Still a Man's World,” CNNMoney, April 23,
2007, http://money.cnn.com/2007/04/23/news/economy/gender_gap/
index.htm (accessed June 25, 2010); “The Wal-Mart Posse;” The Wall Sereet
Journal, October 18, 2006. -





