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Wal-Mart Simulation: A Role-Playing Exercise 1 

INTRODUCTION 
Our society, or culture, is rooted in principles of democracy that include community-based decision-
making. If communities are to evolve sustainably, citizens need to be engaged in making the 
decisions necessary to steer their communities in the direction they want to go. And, if citizens are to 
be involved in making decisions, they need information to enable understanding the range of issues 
involved. 

One of the best ways for citizens to understand the issues, and the decision-making process itself, is to 
participate in role-playing scenarios. How a community—including local governments, businesses, 
and individuals—may make a decision relating to economic development and land use issues, for 
example, involves complexities that are best articulated when each component has the opportunity to 
understand the points of view of the others. 

Role-playing is a useful process for introducing these points of view and for bringing out all the 
possible elements that are needed for making the best decision for a given community. As the process 
unfolds, the various segments of the local society, as well as individuals, are presented with the values 
and perceived requirements of the others in a way that fosters greater understanding of the community 
as a whole and, in some cases, of the community’s place in the regional, national, even global 
contexts. 

The Centre for Community Enterprise has created the Wal-Mart Simulation as the basis for a role-
playing exercise for use either in a classroom setting or by communities to explore the decision-
making process in relation to local economic development. The goal of the simulation is to promote a 
broad base of understanding on which to build sustainable community economic development. 

Why Wal-Mart? 
Wal-Mart is the world’s largest corporation. It is bigger than General Motors, General Electric, and 
ExxonMobil. Its annual revenues are greater than Target, Sears, Kmart, J.C. Penny, Safeway, and 
Kroger combined.1 It is the world’s most powerful retailer. It builds and operates what are called “big 
box” discount retail stores, or supercentres, that—especially in or near small to medium-sized 
communities—have the potential to significantly alter pre-existing social and economic conditions. 

When a new Wal-Mart store is proposed for a town, the main issues that arise relate to economic 
development, land use, and local fiscal policies. Stacked within these are a wide range of social, 
labour, business ethics, and environmental concerns. The company says it brings jobs and money into 
a community. Local businesses may see it as a threat to their viability. Others say it contributes to the 
loss of local economic control. Community leaders must gauge the potential for impacts to existing 
businesses and consider the net changes in employment and the quality of jobs that are created. 

Across North America communities are facing the challenge of deciding whether or not to have a 
Wal-Mart in their town. It’s a hot issue that galvanises citizens on one side or the other, often pitting 
neighbour against neighbour. It has generated an Everest of commentary and analysis that can be 
difficult to scale. Bringing all the complexities into a role-playing exercise can help communities 
decide what is their best course of action. 

                                                      
1 Charles Fishman, Fast Company, No. 77, Dec 2003 (www.fastcompany.com/magazine/77/walmart.html) 
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THE QUESTIONS 
1. How do broad trends manifest themselves in the local arena? 

2. What elements do we need to think about in order to strategically address the issues raised when a 
super-box discount store wants to move to your area? 

Objectives 
1. Using Wal-Mart as an example, participants will understand and be able to discuss the main 

characteristics of the global production system. 

2. Participants can discuss the advantages and disadvantages of this system from the various 
perspectives of local and regional governments, consumers, producers, and the local economy. 

3. Participants can articulate the main issues that have to be considered when organising and 
mobilising the community around a major public issue. 

THE ROLES 
Each of the roles listed below is more fully described in Appendix One. 

1. Facilitator (who also acts as The Company, at times) 

2. City Council (which must hold a formal process and make a decision on land use zoning) 
• The city likes to try and keep taxes low and services high. 
• The mayor and three city councillors, plus the town planner, sit on the zoning committee. 

Two of the councillors are strong supporters of the Wal-Mart application. 
3. Boosters 

• City councillors who believe a new Wal-Mart in town will to increase property tax revenue 
• Chamber of Commerce president (owns a large local industry and believes another big 

business in the area will take some tax pressures off his company) 
• a representative of a local support group for low-income families and single mothers who 

believes Wal-Mart’s low prices may help the agency’s clients stretch their already too-few 
dollars 

• shopaholics who want to get the most “stuff” for the least amount of money 
• a “neo-liberal” educator who believes in “free-market” principles for every aspect of life (and 

who is an associate of a right-wing think-tank, so he likely gets paid to express his point of 
view) 

4. Coalition of Opposition 
• some local business owners and “dissident” Chamber of Commerce members who believe 

local businesses will be threatened by Wal-Mart 
• local Labour Council president and members 
• local environmental coalition 
• local co-op manager and the co-op’s board of directors 
• local chapter of Council of Canadians 
• local constituency president of NDP party 
• local citizens’ group concerned with “Smart Growth” and community sustainability issues 
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THE READINGS 
The readings can be used as background material to inform and support the various interests and 
points of view expressed in this exercise. We have attempted to organise them according to the 
different roles; however, in some respects the separations are artificial because of the complexities 
and wide range of issues discussed or described in some of the articles and readings. For example, 
many of the readings for local governments and businesses also contain information that can be used 
by the coalition of opposition to support general social and economic arguments against supercentres 
and urban sprawl. 

Printouts of the readings are included in Appendix Two (in the order in which they are described 
below). CCE has obtained permission to use and/or reprint some for educational purposes. Others, 
which appear with an asterisk (*) are too long to reproduce here, or permission has not been given. 
We urge participants to make their own arrangements to obtain a copy.  

Readings Relevant to Local Governments 
Effects of Wal-Mart on Downtowns and Small Cities in Michigan. Dr. Norman Tyler of Eastern 
Michigan University in Ypsilanti, Michigan, has compiled a number of articles and readings that 
explain in detail the expansion of Wal-Mart in the state of Michigan and the impacts it has had on 
communities. Included in these is a list of strategies small towns can use to help cope with Wal-Mart. 
All the separate articles and books in the reading are referenced, so participants can further research 
this topic. 

Wal-Mart on the Rez. Article written by Sarah K. Cox, appearing in The Tyee, June 9, 2004. Used 
with permission. The Tyee is an online news service. See the website: 
www.thetyee.ca/News/2004/06/07/Wal-Mart_on_the_Rez 

*The Impact of Big Box Grocers on Southern California: Jobs, Wages, & Municipal Finances. 
This is a large report prepared for the Orange County Business Council by Marlon Boarnet, PhD 
(Departments of Urban Planning and Economics, UC-Irvine) and Randall Crane, PhD (School of 
Public Policy & Social Research, UCLA). September 1999. (See the websites: 
www.coalitiontlc.org/big_box_study.htm, www.againstthewal.com/studies.htm, and 
www.ci.turlock.ca.us/citydepartments/communityplanning/bigboxordinance.asp) 

*Measuring the Economic and Sociological Impact of the Mega-Retail Discount Chains on Small 
Enterprise in Urban, Suburban, and Rural Communities (The Shils Report). Dr. Edward B. Shils, 
Director Emeritus, Wharton Entrepreneurial Center, University of Pennsylvania. 1997. 250 pp. 
(see www.lawmall.com/rpa/rpashils.htm) 

*Planners Web, the website for the Planning Commissioners Journal (www.plannersweb.com/). This 
is a comprehensive site for professional and citizen planners. Copies of articles can be obtained 
for a fee. Recommended is a copy of “The Three Myths of Growth,” by Eben Fodor, from Issue 
21, p. 18, Winter 1996. Fodor is a planning consultant in Eugene, Oregon. 

 

 

Wal-Mart: Boon or Menace? by Maggie Paquet. This is a fully-referenced version of an article by
the same name published in Making Waves: Canada’s Community Economic Development
Magazine, 15,4 (Winter 2004): 9-14. See also www.cedworks.com/waves.html and The CED
Digital Bookshop for more community economic development materials. 

 
 
 

http://www.thetyee.ca/News/2004/06/07/Wal-Mart_on_the_Rez
http://www.ci.turlock.ca.us/citydepartments/communityplanning/bigboxordinance.asp
http://www.coalitiontlc.org/big_box_study.htm
http://www.againstthewal.com/studies.htm
http://www.lawmall.com/rpa/rpashils.htm
http://www.plannersweb.com/
http://www.cedworks.com/waves.html
http://www.cedworks.com/customer/home.php
http://www.cedworks.com/customer/home.php
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Readings Relevant to the Business Community 
When (If?) Wal-Mart Comes to Town. Article written by a member of a community (Port Alberni, 

British Columbia) that is in the process of getting a new Wal-Mart store. This article explores 
some of the possible impacts to existing businesses in the community and refers readers to sites 
where they can get more information. 

*Wal-Mart Comes to Canada, by J. Simmons and T. Graff, September 1998. Centre for the Study of 
Commercial Activity, Ryerson University, Toronto. See www.csca.ryerson.ca/publications/1998-
09.html 

*Information from the website of the American Independent Business Alliance (http://amiba.net). A 
list of books, periodicals, studies, and other materials about issues relating to communities and 
business. 

*Center for Applied Economic Research, Montana State University, Billings. Analysis and 
commentary on the study, “The Impact of Big Box Retail Chains on Small Businesses.” See the 
website: http://www.msubillings.edu/caer/bix%20box%20report.htm 

Readings Relevant to Boosters and the Company 
A series of press releases from Canada Newswire Service (http://www.newswire.ca/en/releases/). All 
these are Wal-Mart-generated press releases. 

Readings Relevant to the Coalition of Opposition 
*How Could Wal-Mart Change Our World? “The Wal-Mart You Don’t Know.” Article by Charles 

Fishman in Fast Company Magazine. No. 77, Dec 2003. Online at website: 
www.fastcompany.com/magazine/77/walmart.html. Also see  online feedback comments: “The 
Wal-Mart Effect,” and “Opposing Views” www.fastcompany.com/magazine/79/feedback.html 

*The Wal-Martization of America. Editorial in New York Times, Late Edition Final, Section A, p. 12, 
November 15, 2003 (www.nytimes.com). 

*Article and response: “What are the social costs of the Wal-Mart Economy?” by David Olive, the 
Toronto Star, 21 Oct 2003, and response: Michael J. Fraser, National Director UFCW-Canada. 

Press releases on workers rights from the Maquila Solidarity Network, the United Food and 
Commercial Workers (both Canada and USA) website, coalitions of Wal-Mart workers groups, 
and other similar sites (numerous websites listed in these pages). 

Protect Your Job and Community From Big Box Sprawl. Wisconsin chapter of the Sierra Club 
(Wisconsin.sierraclub.org). Information sheets on how sprawl can affect community 
sustainability and the environment. 

Wal-Mart faces biggest class action lawsuit in US history. Press release (23 June 2004) from the 
union network on allegations of gender discrimination by Wal-Mart (www.union-
network.org/UNIsite/Sectors/Commerce/Multinationals/Wal-Mart_faces_record_lawsuit.htm) 

Three readings by Donella Meadows: (1) “How do you stop a $44 billion gorilla?” (2) Sprawl by any 
other name is still out of control,” and (3) “Urban growth means lower taxes—and other myths.” 
(Sustainability Institute website: www.sustainer.org/dhm_archive/) 

Article by Jim Hightower from the October 2002 Idaho Observer: “If Wal-Mart comes to your town, 
kill it.” (See these websites: http://proliberty.com/observer/20021009.htm, 
www.jimhightower.com, and www.walmartwatch.com) 

http://www.csca.ryerson.ca/publications/1998-09.html
http://www.csca.ryerson.ca/publications/1998-09.html
http://amiba.net
http://www.msubillings.edu/caer/bix%20box%20report.htm
http://www.newswire.ca/en/releases/
http://www.fastcompany.com/magazine/77/walmart.html
http://www.fastcompany.com/magazine/79/feedback.html
http://www.nytimes.com
http://wisconsin.sierraclub.org/
http://www.union-network.org/UNIsite/Sectors/Commerce/Multinationals/Wal-Mart_faces_record_lawsuit.htm
http://www.union-network.org/UNIsite/Sectors/Commerce/Multinationals/Wal-Mart_faces_record_lawsuit.htm
http://www.sustainer.org/dhm_archive/
http://proliberty.com/observer/20021009.htm
http://www.jimhightower.com/
http://walmartwatch.com/
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Two readings from the Flagstaff Activist Network: “Wal-Mart Myths and Reality” and “Does 
Flagstaff Need Super Wal-Mart?”  
(See www.flagstaffactivist.org/fan/walfacts.html) 

The Email Activist website (www.theemailactivist.org/walmart.htm) reading, “Take Wal-Mart to the 
wall! recommends a PBS documentary called, “Store Wars: When Wal-Mart Comes to Town.” 
This readings also lists six books on “the Wal-Mart phenomenon and the economic policies that 
have made it possible.” 

*Information from the PBS website (www.pbs.org/itvs/storewars/) on the documentary, “Store 
Wars,” which looks at the rise of populist spirit in Ashland Virginia when Wal-Mart comes to 
town. The documentary is described as, “A truly American story…about the right of a community 
to determine its own future.” 

Two News Flashes from the Sprawl-Busters website (www.sprawl-busters.com) concerning Canada: 
(1) 2004-04-21: Montreal: Students Begin Anti-Wal-Mart Tour Across Canada, (2) 2003-11-23: 
Salmon Arm, BC: Wal-Mart Fishing for Another Potential Market. 

Our Ever-Expanding List of Facts About Wal-Mart. Printout from the Wal-Town website (www.wal-
town.com). Wal-Town is the name of the student tour mentioned in the above-listed press release. 

*List of studies and reports from the Against the Wal website (www.againstthewal.com/studies.htm). 
A few of these are already listed here, but of particular interest is the study done by the US House 
of Representatives Committee on Education and the Workforce titled: “Everyday Low Wages: 
The Hidden Price We All Pay for Wal-Mart.” 

Supplementary Readings 
The following readings are not included in the Appendix (either printouts or permissions were not 
available), nor have they been used specifically for this exercise. They do, however, offer useful facts 
and interesting perspectives on the issues of discount retailers, globalisation, loss of local community 
control over economic development, and a variety of other sociological phenomena relevant to this 
exercise. 

*Urbanics Consultants Ltd. Anfield Rd. Retail Centre: Socio-Economic Impact Study, Courtenay, BC. 
Prepared for the Coalition for a Healthy Community, May 2000. This company of land 
economists and development management consultants conducted a study that examined the 
possible impacts to the Comox Valley retail market and specifically compared their data and 
analysis with the feasibility and impact study done by the developer of the project. For a copy of 
this report, contact Urbanics at 753 Cardero Street, Vancouver, BC V6G 2G3; Ph: (604) 669-
2724, Fx: (604) 682-5747, or info@urbanics.com. 

*Kunstler, James. “Cargo Karma: We got what we asked for.” Curmudgeon in the Wild Feature; 
Orion Online, May 2004: www.oriononline.org/pages/oo/curmudgeon/index_CargoKarma.html 

*Catalyst: The Council of Canadians Action Alert, Vol. 1, No. 1, May 1994. The entire booklet deals 
with issues surrounding Wal-Mart and “its threat to [Canadian] communities and values.” 

*The State of American Retail Stores (STOARS): The Wal-Mart Effect. An essay copyrighted (April 
24, 2000) by Global Credit Services, Inc. May have been published in the Credit Research 
Foundation Journal in Spring 2000. 

http://www.flagstaffactivist.org/fan/walfacts.phtml
http://www.theemailactivist.org/walmart.htm
http://www.pbs.org/itvs/storewars/
http://www.sprawl-busters.com/
http://www.wal-town.com/
http://www.wal-town.com/
http://www.againstthewal.com/studies.htm
http://www.oriononline.org/pages/oo/curmudgeon/index_CargoKarma.html
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THE ROLE-PLAY 

Getting Organised 
The facilitator will introduce the objectives and describe the basic scenario and its components. The 
main groups—City Councillors, Boosters, and Coalition of Opposition—can be formed in one of two 
ways: either the facilitator will pre-select the groups, or individuals can form into groups of their own 
choice. The facilitator should assign the roles, in any case. After groups have been arranged, the role 
descriptions will be handed out to each person or group assigned a specific role. The readings will be 
made available to the relevant groups and participants will have a period of time to review them. 

The main goals of this role-playing exercise are to provoke participants into thinking about how broad 
trends manifest themselves in the local arena and what elements need to be considered if the issues 
triggered by super-box discount stores are to be addressed strategically. The City Council is obligated 
to act in the best interest of the community, and the various community sectors are obligated to learn 
as much as they can in order to protect their own interests. The Wal-Mart scenario allows for many 
different, often conflicting, points of view. 

The Process 
The scene is a public information meeting with two main purposes: 

1. The company (Wal-Mart) will be making its pitch to the city council and community 
members. 

2. The City Council Rezoning Committee will inform the public about the need to rezone the 
land on which the company wants to build and the legal requirements for the rezoning 
process. 

The company makes its presentation, putting emphasis on the Wal-Mart philosophy of low prices, 
good service, etc. Specifics are skimpy, but the basic dimensions—land used, square footage, range of 
goods and services, number of jobs created, etc.—are put out, plus some anticipated issues, such as 
transportation, are addressed. It’s a slick, 15-minute presentation. 

The main groups should have time to prepare for their upcoming presentations, keeping foremost in 
their minds the need for a public hearing relating to the rezoning issue. Each will divide into their 
respective subgroups and review all the relevant role descriptions and background readings. 

THE BOOSTERS 
The booster sub-groups will focus on preparing for a presentation to the City Council rezoning 
hearing. They will have three opportunities to intervene in the hearing and must do so from a different 
vantage point each time. 

The booster sub-groups will develop an action plan to promote their point of view in the public arena 
in advance of the rezoning hearing. One of the events designed to advance their support for the 
project is a jointly sponsored public meeting organised by the Chamber of Commerce and the city’s 
Economic Development Commission. The media has been invited to attend. The aim of the meeting 
is to strengthen the base of community support for the project and present an action plan for how 
people can convince city council and the public to support the change in zoning required for it to go 
ahead. It is scheduled to take place four weeks in advance of the public hearing on the rezoning 
application. 
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THE COALITION OF OPPOSITION 
One of the opposition sub-groups will focus on preparing for a presentation to the City Council 
rezoning hearing. They will have three opportunities to intervene in the hearing and must do so from 
a different vantage point each time. 

The other opposition sub-groups will develop an action plan to promote their points of view in the 
public arena for the two months in advance of the hearing. They must prepare a basic game plan for 
organising in the community for presentation to a broader meeting of the local coalition that has 
loosely formed around opposition to Wal-Mart. The key strategies and tactics being recommended for 
influencing the public and mobilising support for active involvement in the rezoning hearing must be 
presented for discussion. 

CITY COUNCIL REZONING COMMITTEE 
While the other groups are preparing for the rezoning hearing, the city council group is tasked with 
preparing and deciding on what criteria they will use to help them make the rezoning decision, which 
they feel will be based on the common good. This will not be used in the scenario, but will become 
part of the debriefing of the role-play. Council members should, once the hearing is underway, use the 
agreed-upon criteria as a device for tracking the effectiveness of the arguments advanced by the 
presentations at the hearings. 

In addition, there will have to be some preparation on the part of this group for the hearing itself. A 
chair must be chosen and there should be some basic agreement about how the process will be 
designed, given that it is expected that it will be a contentious and conflicted meeting. 

The rezoning committee must present the criteria and their proposal for structuring the zoning hearing 
to the full city council two weeks in advance of the set date. 

Note to the Facilitator: There are some pre-packaged news stories in the readings that can simulate 
the political debate and tactics being employed in advance of the hearing. One or more of these can be 
distributed while people are working in their groups. One of their functions is to inform. Another is to 
misinform and distract the opposing forces These can also be used later when the groups are doing 
their final work in preparation for the public rezoning hearing. 

THE BOOSTERS MEETING 
The organisers of the boosters present their action plan to build public support for the change in 
zoning. Ten minutes maximum are allocated for presentation and ten minutes for questions, 
discussion, suggestions. 

THE OPPOSITION ORGANISING MEETING 
The core opposition group presents its two-month action plan. Ten minutes maximum are allocated 
for presentation and ten minutes for questions, discussion, suggestions, etc. 

THE COUNCIL MEETING 
The rezoning committee has ten minutes to present their criteria for public good decision-making and 
two minutes to present their plan for running the hearing. There are ten minutes for questions and 
discussion. 
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GROUP WORK 
All the main groups now have a set time period to finalise their arguments, their presentations, and 
their strategies for the upcoming rezoning hearing. 

Public Hearing on Rezoning 
The chair of the City Council Rezoning Committee has three minutes to introduce the process. One of 
the laid-on rules the chair must convey is that no speaker can go on for more than five minutes. The 
second is that the first six statements will alternate from each of the main citizen-based groups, the 
supporters of the change in zoning, and those who oppose it. The process will be that each group 
alternate, ensuring that before the microphones are opened up all have the benefit of the considered 
arguments coming from the different perspectives. It can then be opened up to the public. A pre-set 
time period will be allowed for anyone to stand up and say their piece. Participants should be 
encouraged to let themselves think and feel their roles as if this were a real public hearing. 

Plenary Debriefing 
Each of the main groups are to debrief by asking themselves what they felt went well, what they 
would do differently and, lastly, given what has happened and with four weeks left until a decision by 
council, what steps could be taken to strengthen the potential for their point of view to prevail. 

The council representatives will focus on preparing their assessment of the arguments for feedback to 
the group during debriefing. 

The debriefing should be facilitated in stages: 
1. First, facilitate people reflecting on their experience of being part of the group they were in 

and the particular role they were assigned to play. 

2. Second, have the city council representatives present their criteria for the public good, and 
their evaluation of what they heard based on these criteria. 

3. Third, facilitate what each group feels their next steps would be. 

4. Fourth, help people crystallise what they think they learned. 

The facilitator should challenge and assist participants to link back to the key questions and objectives 
presented at the beginning of this exercise. 
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WAL-MART SIMULATION 

Descriptions of Roles 

The Company 
The facilitator will act in the role of The Company. The company is represented by the director of 
Wal-Mart Ontario. He is responsible for the development of new stores and expansion of Wal-Mart 
throughout the province. He’s dedicated to the company. He believes Wal-Mart brings the whole 
world to communities across Ontario and helps make life affordable for people in those communities.  

He makes a basic pitch for Wal-Mart at the public information meeting, putting emphasis on the 
philosophy of Wal-Mart: 

• keeping prices as low as possible, 
• excellence of service, and 
• the commitment of Wal-Mart to contribute to community well being. 

The specifics of this new project will be skimpy, but the basic dimensions—land used, square 
footage, range of goods and services, number of jobs created, etc.—will be put out, plus some 
anticipated issues, such as transportation, will be addressed. The presentation is designed to be slick 
and done in 15 minutes. 

He will use some visual aids, including a poster and a PowerPoint presentation, both showing various 
aspects the proposed store. He presents the Wal-Mart position in a sincere, professional, and 
persuasive manner. 

 

City Council 

FACTORS CITY COUNCIL IS CONCERNED WITH: 
1. The legal public rezoning process (including publication of notices, allocating staff time and 

resources, getting a suitable venue for a public rezoning hearing, etc.) 

2. Devising the criteria they will use to make their decision on the zoning issue 

3. Deciding what information the public needs to have in order to participate in the process: 

a) land use issues; where the project fits into or deviates from the already-approved Official 
Community Plan 
b) cost of services for the parcel the company wants (includes policing, lighting, road clearance, 
garbage collection, safety, water, sewage, any specific environmental concerns, etc.) 
c) tax and other revenue benefits 
d) any agreements or promises the company may have made to the city relating to company 
policies, such as corporate citizenship, support for local activities, clubs, etc. 
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The Boosters 

CHAMBER OF COMMERCE PRESIDENT 
The president of the local Chamber of Commerce, and a slight majority of the Chamber’s members, 
are in favour of locating a Wal-Mart super-store in their town. They believe it will have an overall 
beneficial effect on the local business climate by attracting a higher number of shoppers to the area 
and resulting in more businesses being started. 

Like some of the City Council members, they believe Wal-Mart will increase the local tax base. This, 
they believe, will help to reduce or keep down the likelihood of their taxes going up to maintain city 
services. 

Also like some City Councillors, they believe having a large Wal-Mart in their community will keep 
locals shopping in town, and will, in fact, increase their town’s attractiveness to new residents, new 
and expanding businesses, and result in increased real estate values and sales. 

They are aware there is a potential for Wal-Mart to have a negative effect on some of their members, 
but believe they can work with some of the local businesses to improve their marketing practices and 
increase the diversity of products offered. 

Overall, they feel positive about Wal-Mart and say it will spur significant business activity in their 
town. 

SOME CITY COUNCILLORS 
Some members of city council believe that locating a Wal-Mart centre in their town will bring greatly 
increased revenue from property taxes. They think that by having a large discount “super-box” store 
in their town, they will attract shoppers from surrounding areas, as opposed to losing local shoppers 
to other surrounding towns. 

They say that having a large Wal-Mart in their town will increase the likelihood that more people will 
move to their area, thus increasing real estate values, resulting in an overall increase in property tax 
revenues. 

These city councillors also believe that Wal-Mart, as a corporation receiving the benefits of services 
provided by the city, will reciprocate by contributing significantly to the many community events and 
programs in the city, such as its recreation and culture programs and a community heritage fair. 

NEO-LIBERAL PROFESSOR, AN ASSOCIATE OF THE ONTARIO BRANCH OF THE FRASER INSTITUTE 
The professor believes that capitalism and free-market principles drive both democracy and economic 
activities. He believes the law of supply-and-demand governs economic growth and provides society 
with the necessary incentives for success. He believes these principles allow society to achieve what 
it wants and needs, including remedies for social problems and issues. 

He believes the marketplace dictates who and what survives in business: “If you can deliver what 
people want, they’ll bring you success. If you can’t, you’ll disappear, and rightfully so.” He believes 
Wal-Mart’s philosophy of giving people what they want, when they ask for it (increasing supply to 
meet demand and thus keeping prices low), is a successful formula for economic growth and society 
in general. In fact, he attributes Wal-Mart’s success to its rapid expansion and ability to control its 
global production system, and as proof-positive that free-market principles work. By providing 
consumers with goods at the lowest possible prices, Wal-Mart increases the overall demand for these 
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goods. And by obtaining them from developing areas of the world, he believes Wal-Mart helps to 
bring greater economic growth to those areas, thus benefiting society on both sides of the supply and 
demand equation. 

Translating his philosophy to the issue at hand, he believes the addition of Wal-Mart to the local 
community will shake-up complacent business owners and force them either to tow the bottom line or 
go out of business. This, he feels, ultimately benefits the local society and consumers because new 
businesses that can deliver will take their place. It’s a Darwinian philosophy of economics that works 
in society as well as in nature. 

SHOPPERS JOE AND JANE CITIZEN 
“Shop ‘til You Drop!” is the bumper sticker on Joe and Jane Citizen’s Trailblazer SUV. It’s their 
creed. They’ve worked long and hard, and made many sacrifices to achieve the financial security they 
now have and they intend to enjoy it. But they don’t like to throw money away. They have a big 
extended family and lots of friends, and they like to buy them all things at the best possible (i.e., 
lowest) prices. There’s always something that somebody needs. Having a Wal-Mart in town means 
they won’t have to run around all over the place to a lot of different stores looking for whatever it is 
they need. 

Joe and Jane also have a cottage out on the lake. It’s been a real fixer-upper and they are always on 
the lookout for furnishings, household items, and building supplies at rock-bottom prices. 

Up until now, they’ve had to go out of town to get some of the best bargains, and they’re looking 
forward to saving the time by shopping right in Gerard Falls to get all the stuff they want. 

LOW-INCOME SUPPORT GROUP 
Families First! is a regional organisation that focuses on helping low-income families, particularly 
single-parent families and families on social assistance. The representative from the local office of 
Families First! is excited about the prospect of a Wal-Mart coming to town because she knows that no 
one sells for less. Since her organisation buys necessities (such as diapers, children clothing, shoes, 
school supplies, etc.) and distributes them to needy families, the prospect of being able to buy more 
for their organisational dollar is important. The organisation gets very little financial support from 
government agencies, and so relies on donations and foundation grants. Like the people it serves, it 
has to make every dollar count. 

She is hopeful that Wal-Mart will be a significant contributor to community-based service agencies 
like hers. She believes there will be a large number of new jobs coming along with the Wal-Mart that 
will be filled by many of the people on her case load. 
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The Coalition of Opposition 

LOCAL ENVIRONMENTAL COALITION 
The local environmental coalition has concerns about Wal-Mart in general, including social justice 
and workers’ rights issues, and stands in solidarity with the Labour Council, the local NDP 
constituency president, and the local chapter of the Council of Canadians on these issues. 

The zoning issue is important to the local environmental coalition because, while the land is currently 
zoned industrial, it abuts onto agricultural land. They are against “urban sprawl” generally, in part 
because it reduces habitat for local plants and wildlife, and because it means people will have to drive 
more, thus increasing air pollution and support for the fossil-fuel industry, which they believe is 
approaching collapse. They are concerned that the high level of traffic will result in further incursions 
into the local agricultural land base, such as for increased road-building, highway rights-of-way, etc.  

They also believe that, in the long term, urban sprawl and big box stores result in the loss of jobs, 
increased taxes, loss of social support programs, and, because of all the concrete flat surface of the 
area covered by the stores and their parking lots, allow for toxic run off and negatively affect the local 
water resources, including increased potential for wasting drinking water resources, affecting fish and 
wildlife habitat, and the increased possibility of flooding. They’ve also learned that waste 
management and storage practices, including use of dumpsters and piling supplies and equipment 
behind the stores, have caused an increase in the number of rats and other vermin, which are attracted 
to dumpsters and piles of equipment. 

In addition, they are aware that many of the products Wal-Mart sells are manufactured in areas where 
there are few, if any, environmental or health regulations or enforcement. They are concerned about 
the injustices and the detrimental human and environmental health effects in these off-shore 
production locations. 

They are also concerned about what they call “galloping consumerism,” and the excessive 
consumption that Wal-Mart, along with other corporations like it, promotes. They are concerned 
about environmental and economic sustainability and feel strongly that what Wal-Mart stands for is in 
direct conflict with those values. 

SOME BUSINESS-OWNERS AND DISSIDENT CHAMBER OF COMMERCE MEMBERS 
This group includes some members of the local business community, including Chamber of 
Commerce members, who do not agree that Wal-Mart won’t harm or threaten the success of their 
businesses. The businesses they represent include grocery stores; a clothing store;  toy store; specialty 
kitchenware store; shoe store; a store that sells books, magazines, and greeting cards; a crafts supply 
store; a fabric, yarn and notions store; a photography shop; an electronics, music, and video/DVD 
store; and a “dollar” or discount variety store. 

They are also members of the local Business District Improvement Association, believe in downtown 
revitalisation, and have worked long and hard, and spent considerable money on attracting people 
away from the malls at the edge of town and back into the downtown business district. 

Some of them are also members of the local Historical Society and have made major investments in 
restoring the heritage buildings in which their stores are located. Many of them are active in the 
Tourism Council for their district, which is focusing on heritage-related tourism. 
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CO-OP GROCERY MANAGER AND HIS BOARD 
The local Co-op Grocery Manager and Board of Directors consider Wal-Mart to be a direct threat to 
their operations. They believe that the concept and values of co-operatives in general are in direct 
opposition to the corporate agenda of a massive corporation like Wal-Mart. They believe the values 
inherent in the co-operative concept are not shared with Wal-Mart. 

The co-op is a for-profit enterprise and believes in sharing the profits with the community, 
particularly with co-op members. They believe their local grocery store has the lowest prices possible 
while still allowing for benefits and profits to be shared throughout the community. They pay fair 
wages, are unionised, and have an equal-opportunity management training/advancement program. 
Because the management and workers are all members of the community and are all active supporters 
of community programs and events, they are proud that the profits and benefits they offer stay in the 
community. 

They know these are economic hard times for people, who have to make their dollars stretch. They 
are concerned about Wal-Mart undercutting their already slim profit margin, and taking these profits 
out of the local area and out of Canada. Since they have a policy of “buying Canadian” whenever 
possible, they are also concerned about Wal-Mart’s sourcing practices driving some of their Canadian 
suppliers out of business. 

LOCAL CHAPTER OF THE COUNCIL OF CANADIANS 
The Council of Canadians is concerned with Canadian sovereignty and Canada’s version of 
democracy, which concerns bring it face-to-face with globalisation issues. Among these are high 
unemployment and poverty rates, the uniquely Canadian concept of universality in social programs, 
and the general erosion of Canadian democracy and quality of life. 

This organisation asserts that the “corporate agenda of transnational corporations, particularly 
American corporations, are degrading Canadian sovereignty and are a threat to our way of life and 
values. They say that politicians alone cannot be expected to defend Canadian sovereignty and that 
citizens must become actively involved in this responsibility. 

The Council of Canadians asserts that companies like Wal-Mart (which it specifically mentions in its 
“Citizens’ Agenda for Canada” paper) have the potential to destroy our communities. 

LOCAL NDP CONSTITUENCY PRESIDENT 
The NDP has traditionally been aligned with labour, standard of living, universality, and social 
justice/equality issues. The party also has a desire to increase their visibility and profile on economic 
issues, particularly on globalisation and corporatism. 

The national leader of the NDP Party, Jack Layton, recently said (re the recent Quebec workers’ 
protests): “New Democrats have always fought to protect and promote the rights of workers.” On 
another occasion he said, “Canada’s NDP has always stood for human rights, dignity and social 
justice.” 

Wal-Mart has a reputation, whether or not it is justified, of under-cutting competition, paying low 
wages and benefits, gender inequality, being ruthless in their procurement practices, resulting in 
either driving producers off-shore or major sourcing of products from off-shore, “union-busting,” and 
of censoring the types of books, magazines, music, videos/DVDs they will stock. All these are known 
concerns of the party.  
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On a personal level, the local constituency president is friends with some of the local business owners 
who have voiced their concerns about possible negative effects on their businesses, and wants to let 
them know he stands beside them in solidarity. 

And, without wishing to be overly cynical, the town is quite polarised on the Wal-Mart proposal and 
the constituency president wants to be seen by the public as taking a decisive stand on the issue. 

The appropriate readings for this role will be the same as for the Labour Council president and the 
representative from the local chapter of the Council of Canadians. 

LOCAL LABOUR COUNCIL PRESIDENT 
Once a heavily industrialised town with strong union presence, the local economy, and hence its 
labour force, is in transition. Labour issues have been “hot” over the past few years, in part because of 
provincial government policies, but also because of more “external” forces, such as trade issues with 
the United States (softwood lumber, agricultural issues), and the generalised effect globalisation is 
having on labour. 

The Labour Council president is well aware that Wal-Mart has effected strong resistance to unions 
and, so far, no workers at Wal-Mart stores in the province have been able to get certified. He is also 
aware of the effects Wal-Mart’s sourcing and pricing policies have had on the movement of Canadian 
companies to off-shore locations where labour and production costs are lower than in Canada. On the 
other hand, he is also aware that his community needs all the jobs it can get. He wants to let workers 
(including potential workers) throughout the community know that he supports all efforts to increase 
local employment, and also that the Labour Council will remain vigilant in protecting workers’ rights 
and the standard of living that Canadians enjoy. 

LOCAL CITIZENS’ GROUP FOR COMMUNITY SUSTAINABILITY 
This is a loose coalition of a broad cross-section of community members who are primarily concerned 
about the effects of sprawl, how it detracts from vibrant community centres, costs more money to 
maintain because of the infrastructure needed, and because it’s usually unattractive. They are 
concerned about the uniformity of design (or lack of it) of big-box centres and how that robs 
communities of their unique identities, particularly when historical town centres are abandoned and 
become derelict. Their focus is generally on community sustainability, which for them includes 
communities supporting local manufacturing, crafts, agriculture, and the like. They see Wal-Mart as 
being a quintessentially unsustainable entity, both in how it acquires the goods it sells and in how 
workers are treated. They, too, are concerned about Wal-Mart’s practice of paying low wages and the 
effects that has on the local social structure. They see large “big box” supercentres as being a threat to 
community well-being. 
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The following articles were compiled by Dr. Norman Tyler, Geography Professor at Eastern 
Michigan University in Ypsilanti. See his bio at end of articles 
 
Eastern Michigan University Professor Compiles Information on the Effects of  
Wal-Mart on Downtowns and Small Cities in Michigan 
 
A. Impact of Wal-Mart On Michigan Downtowns 

In the past few years, the downtowns of cities across Michigan have been impacted by the opening of 
new Wal-Mart discount stores. These all-inclusive discount stores have found 
relatively easy market opportunities near smaller cities, where they 
specifically targeted the first new stores. Using a "down-home" retailing 
approach, Wal-Mart has appealed primarily to lower and middle-class 
households (40 percent of its customers have household incomes of $20,000 
or less1). With this market strategy, Wal-Mart has been so successful it has 
become the nation's leading retailer in just a few years. In 1994, it 
outdistanced K-Mart in sales volume with fewer stores—K-Mart, with just 
over 3,800 stores, had a total sales volume of $34 billion, while Wal-Mart's 
2,500 stores had an annual volume of $83 billion.2 

The advantages for Wal-Mart of small town locations have been numerous—
there has been virtually no competition from small local retailers; municipalities have had few 
regulations over land development and were generally very receptive to the increased tax base created 
by a large retailer; and access from surrounding communities has been relatively convenient via the 
interstate highway system, which now criss-crosses much of the rural countryside. 

Source: http://www.emich.edu/public/geo/557book/c314.michwalmart.html 
 

 

B. History of Wal-Mart in Michigan 

Initially located in larger urban areas, discount department stores recently have found relatively easy 
market opportunities in smaller urban areas. The discount chain that has taken most advantage of the 

more rural market is Wal-Mart, whose founder, Sam Walton, specifically 
targeted small cities for his store locations. Wal-Mart has been able to 
locate its stores in cities with populations of 20,000 or less and thrive. In 
fact, these locations often have become retail battlegrounds for 
discounters competing for this new and largely untapped market. Maps 
indicating the locations of large discount department stores in Michigan 
show that in 1987 there were no Wal-Mart stores in the state.3 K-Mart 
and Meijers were the two largest discount retailers, and both companies 
targeted larger urban centers, such as Detroit and Grand Rapids, for their 
store locations. 

Five years later, the first twelve Wal-Mart stores were opened in 
Michigan. They were located in smaller cities, including Alma, Bad Axe, 

and Coldwater. These locations didn't have direct competition from Meijers and K-Mart, and Wal-
Mart could easily establish retail dominance in those regions. 
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By 1995, a total of 53 Wal-Mart stores have been opened in the state. 
They now include a large number in the larger metropolitan areas, where 
they were able to compete head to head with Meijers and K-Mart. This is 
especially significant growth over such a short time span, especially 
because both Meijers and K-Mart have a distinct advantage with their 
national headquarters located in Michigan, (Meijers in Grand Rapids and 
K-Mart in Troy), while Wal-Mart's headquarters are located in distant 
Bentonville, Arkansas. 

Footnotes: 
1 John Gruidl and Steven Kline. "What Happens When a Large Discount 
Store Comes to Town?" Small Town. March-April 1992. pp. 20-23. 
2 Source: 1995 Chain Store Directory. 
3 Store locations taken from Directory of Discount Stores, published by Business Guides, Inc.; maps 
drawn by Norman Tyler.  
Source: http://www.emich.edu/public/geo/557book/c314.michwalmart.html 
 
 
C. Strategies to Cope with Wal-Mart: New Wal-Mart built on undeveloped township land 
 
Small Town magazine has dealt with the problem of malls coming to small towns in many of its 
issues. An article by Kotval and Mullin suggests the following measures be considered by 
communities as regulatory items to deal more directly with the impact felt by large malls and 
discounters. They suggest the following policies be adopted: 

1. The mall should not be allowed by right. It should be granted only under a special permit. 

2. The special permit should include criteria related to the environment, traffic, fiscal impacts, and 
community character, as well as the impacts on downtown. Furthermore, these impacts should be 
addressed assuming full build-out of the entire property. 

3. The mall should be governed by a site plan review. Provisions for buffer and open space 
restrictions, design and landscape architecture components, and covenants should be included and 
enforced in perpetuity. 

4. The mall developer should be expected to pay for relevant technical and legal assistance required 
by the community.1 

1 Zenia Kotval and John R. Mullin. 1992. "When the Mall comes to a Small Town: How to Shape 
Development with Carrots and Sticks." Small Town (September-October). p. 21. 

Source: http://www.emich.edu/public/geo/557book/c311.combatwalmart.html 
 
 
D. Kenneth Stone Study On Wal-Mart 
 
Kenneth Stone, in his study of the impact of Wal-Mart on smaller cities, developed two primary 
conclusions that are worthy of note. 

1. Businesses that sell goods or services other than what Wal-Mart sells tend to experience higher 
sales because of the spillover effect. The additional traffic attracted to town by Wal-Mart will 
shop at these stores. 

2. Businesses that sell the same goods as Wal-Mart tend to experience reductions in sales after Wal-
Mart opens. 
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As a response to concerns, Stone offered a number of what he calls "Prescriptive Measures for 
Merchants." They include the following pieces of advice: 

• Be prepared to make changes. 
• Take proactive action, anticipate a period of declining sales and prepare both a short- and long-

term business plan. 
• Identify market niches that aren't currently filled. 
• Improve your level of customer service. 
• Carefully evaluate your ability to compete on price. 

Source: http://www.emich.edu/public/geo/557book/c312.stone.html 
 
 
E. Case Study: Wal-Mart in Carroll, Iowa 
The typical scenario for a newly arriving Wal-Mart or other discounter is for the company to look for 
an inexpensive piece of agricultural property in the township just outside of a city's boundaries. This 
frees them from the more restrictive regulations of the city, but still allows them to compete for the 
downtown customer. 

In Carroll, Iowa, however, the city had made a significant investment in their downtown and wanted 
to protect that investment. They developed a strategy of trying to attract Wal-Mart to locate its 
proposed new store in the central business district rather than on the city's fringe. They had built a 
downtown mall, using urban renewal funds, and wanted the store to contribute to its continues 
success. 

"...the town convinced Wal-Mart to accept the city center location and agree to build the new store to 
complement the existing mall. As importantly, the community convinced itself that such a move was 
desirable to protect and enhance its investment in the central business district and that it is possible to 
stand fast and force a national chain to recognize local goals. 

"...Carroll persuaded Wal-Mart to pay for 50 percent of the cost of a large new parking lot, with the 
agreement that everyone, not just Wal-Mart customers, could use it. Several reasons explain Carroll's 
ability to deal with a national volume chain on a more or less equal footing. First, the community had 
made major investments in the downtown, and business and government leaders alike understood and 
supported maintaining the investment. Then, Carroll had a high degree of community consciousness 
or agreement. 

The wisdom of Carroll's decision to retain and strengthen a strong city core is borne out by a recent 
announcement. K-Mart, Payless Shoe Source, Fashion Bug, Burger King, and Hy-Vee (a major Iowa-
based food store) have all decided to build in Carroll's central business district.1 
1 Knox, Jerry. "Dealing with a Volume Chain Store: Carroll Iowa Guides Development and Protects 
Its Downtown." Small Town. September-October, 1991. pp.21-23.  

Source: http://www.emich.edu/public/geo/557book/c310.carroll.html 
 
Info on compiler of this information: 
Dr. Norman Tyler, Professor; Director, Urban and Regional Planning Program; Director, WebPolis 
Consortium Project; Department of Geography and Geology, 209 Strong Hall, Eastern Michigan 
University, Ypsilanti, MI, USA 48197, Phone: 734 487-8656; Fax: 734 487-6979; Email: 
ntyler@emich.edu 

Academic Background:  PhD, Urban Planning, MSU; Doctor of Architecture, U of Mich; Bachelor of 
Architecture, U of Mich 
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Wal-Mart on the Rez 
 
TYEE SPECIAL REPORT By locating on B.C. First Nation reserves, the box store giant 
may avoid zoning hassles and save millions. 
 
Mon., Jun. 7, 2004 
 
By Sarah K. Cox 
TheTyee.ca 
 
Call it a whole new take on the Canadian national anthem phrase "Our Home and Native Land". 
 
Wal-Mart's expansion plans in Canada have been slowed by lengthy rezoning applications and 
public debate of its fly-swatter impact on some small merchants. Now the Arkansas-based 
retailer has a new strategy that may remove it from unflattering public scrutiny -- build its big 
box stores on First Nations reserves. 
 
Since Wal-Mart came to Canada a decade ago, through the purchase of discount retailer Woolco, 
it has grown from 120 outlets to a formidable 213. Now it plans to add two new jewels to its 
necklace of 21 stores in B.C. 
 
The Cowichan Tribes in Duncan and the Adams Lake Indian Band in Salmon Arm are in the final 
stages of negotiations with Wal-Mart Canada, The Tyee has learned. Both have agreed to host 
Wal-Marts bigger than 105,000 square feet, scheduled to open by next summer. 
 
Exempt from municipal requirements 
 
Setting up shop on Native land is a clever scheme that could save Wal-Mart untold millions. The 
new trend, however, raises troubling questions about corporate responsibility to communities 
adjoining First Nations land. 
 
Wal-Mart will pay tax to the First Nations. But the company will be exempt from municipal 
taxation, unlike small storeowners and large competitors such as Zellers, who contribute to local 
schools, hospitals, libraries, roads and other community services. 
 
To boot, Wal-Mart has adroitly sidestepped rezoning hassles. Local by-laws outlining what types 
of development can occur on certain tracts of land do not apply to First Nations reserves 
adjoining city boundaries. 
 
Nor has Wal-Mart dished out money for high-powered city hall lobbyists and public relations 
consultants that champion its contentious rezoning applications in cities like Vancouver. It also 
hasn't paid for economic impact studies, often a requirement for rezoning. 
 
Gone, too, are testy rezoning hearings with their line-up of detractors suggesting that Wal-Mart's 
unnerving ability to "sell for less" might have less to do with corporate altruism than with the 
company's questionable labour rights record at home and abroad. Neither have small 
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storeowners, who might lose out to the world's largest retailer, had a chance to express concerns 
publicly. 
 
Deals quietly done 
 
Deals with Canada's First Nations are brokered privately through the federal Department of 
Indian and Northern Affairs rather than in city council meetings privy to the public. The first 
Salmon Arm Mayor Colin Mayes heard of Wal-Mart's potential arrival was last summer, when city 
officials informed him the company's Canadian developers had approached the planning 
department with a pivotal question. Would the city service an Adams Lake Indian Band property 
that Wal-Mart desired? 
 
The property, which fronts the TransCanada highway two or three kilometers from Salmon Arm's 
traditional downtown, needed links to city sewer, water and hydro lines. In a complicated twist, 
the parcel Wal-Mart wants is deeded to an individual band member, but the band has a major 
say in how the land is used. 
 
Mayes told The Tyee he unsuccessfully tried to convince Wal-Mart to build on another available 
property within city limits. He says Salmon Arm council is bothered that a Wal-Mart on reserve 
land will pay no municipal taxes but, as Mayes explains, "we didn't want to get into any legal 
disputes over this." Several other large retailers on the Wal-Mart site, as yet unnamed, will also 
be exempt from municipal taxation. 
 
"It's not really our choice," says Mayes. "It's on First Nations land and we've done our best as a 
council to make sure that the taxpayers are not subsidizing the development of the Wal-Mart 
within our community. 
 
"We went to the Adams Lake Band and said, 'look, it's not fair'.to have a Wal-Mart competing 
with them [other retailers] on their land and not contributing to that global road infrastructure," 
says Mayes. The band willingly agreed to let city representatives sit at the negotiating table with 
Wal-Mart's developers, First Professional Management Inc. 
 
Controversies with other indigenous groups 
 
Wal-Mart's growing penchant for First Nations land and culture extends far beyond British 
Columbia. Wal-Marts have been welcomed by American Nations such as the Navajo and Oneida. 
Elsewhere, attempts by the retailing behemoth to build stores on traditional indigenous land 
have been met with negative publicity and lawsuits. In Hawaii, a non-profit group representing 
indigenous peoples recently took Wal-Mart to court for disturbing a native burial site during 
construction of a 1,600-car parking garage and a two-story, 317,000 square foot Wal-Mart and 
Sam's Club. (Wal-Mart won the suit). 
 
Wal-Mart has also raised the ire of the American Indian Movement (AIM) for selling products 
Native Americans find offensive. Together with the Interfaith Center on Corporate Responsibility, 
an association of 275 faith-based institutional investors, the AIM has unsuccessfully tried to 
persuade Wal-Mart to stop peddling wares featuring the word "redskins" and mascots that use 
traditions, images, symbols and names from American Indian culture. 
 
In Britain, where Wal-Mart is the third largest grocer through ownership of the Asda chain, 
company managers were sent on a training course modeled after what the Sunday Mirror called 
"Red Indian" bonding and teamwork. The 800 managers stayed in "hunting lodges" with walls 
adorned with animal hides. Sparking complaints from Native Americans, they held meetings in a 
giant teepee, carved Wal-Mart's mission and values in 
stone, learned the ways of the squirrel, beaver and goose, and transformed commitments into a 
three-storey "totem pole" at corporate headquarters. 
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Documents offer glimpse of deal 
 
For the 700-member Adams Lake band, Wal-Mart's overtures are akin to holding a winning ticket 
for the lucrative 6/49 lottery every few years. Instead of paying Salmon Arm $400,000 annually 
in municipal taxes, Wal-Mart will give that amount each year to the band, according to Mayes. 
Two malls close to the planned Wal-Mart, including one with competitor Zellers, each pay about 
$320,000 a year in Salmon Arm municipal taxes. 
 
The Adams Lake Indian Band and Department of Indian and Northern Affairs declined to discuss 
any details of the agreement. Kevin Groh, Wal-Mart Canada's corporate communications 
manager, also declined to discuss details, saying that negotiations are still in progress. Groh did 
confirm, however, that "the Duncan lease will be a template for the Salmon Arm" agreement. 
The Cowichan Tribes, too, refused to discuss Wal-Mart's 
impending arrival. 
 
Documents obtained under the federal access to information act show the 3,100-member 
Cowichan Tribes wants a partial $1 million rental payment from Wal-Mart on the day the lease is 
signed. The balance of Wal-Mart's 49-year pre-paid rent -- an amount blacked out of the 
documents from the federal Department of Indian and Northern Affairs- would be paid on the 
day the retailer opens for business. 
 
The documents show Wal-Mart's rent set at "a rate of not less than $10.32 per square foot", 
minus a percentage of the cost of preparing the land for construction and providing site 
servicing. 
 
Wal-Mart does not disclose what it earns per square foot in an average Canadian store. When 
ordered to last year by the Ontario Municipal Board, however, the company said it expected to 
earn $640 per square foot at a proposed Guelph, Ontario, store by 2008. Equivalent sales at the 
Duncan store would give the Cowichan Tribe approximately 1.56 percent of Wal-Mart's potential 
annual sales of $67.2 million. 
 
'Everybody's resigned to the fact' 
 
The Duncan Wal-Mart and its 553 parking stalls will be constructed on the former site of a 
Farmers' Market selling locally-produced food and crafts. The market has moved to a more 
prominent location by Duncan's downtown train station, at the terminus of a main street spotted 
with "For Lease" signs. One empty storefront recently carried an ironic advertisement for the film 
The Corporation. 
 
Duncan administrator Paul Douville says city council is relieved that the new Wal-Mart, replacing 
a smaller Wal-Mart in a former Woolco store, will be near the traditional downtown instead of on 
Duncan's outskirts. 
 
"Everybody's resigned to the fact," says Douville. "What can they do? It's reserve lands and the 
Cowichan Tribes have a right to economic development..The only thing we'll get out of it is a fire 
suppression contract with the Cowichan Tribes." The Tribes will pay the city of Duncan 
a fixed amount each year to provide fire department services to the Wal-Mart and reserve land. 
 
A new Wal-Mart will provide economic benefits for Salmon Arm regardless of its location, says 
Mayes. Wal-Mart patrons from Salmon Arm who currently drive to nearby Vernon to shop will 
stay at home. Wal-Mart will become the second-largest employer in the town of 17,000 
although, as Mayes points out, company jobs "are not traditionally on the high end as far as the 
pay scale." 
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Tony Pereira, president of the Salmon Arm Chamber of Commerce, says the chamber welcomes 
all businesses. "We do understand the impact [of Wal-Mart] can be great. We're not naïve to 
that." 
 
Divvying up the Wal-Mart windfall 
 
Salmon Arm appears to have negotiated a far better deal than the city of Duncan, which also had 
representatives at the bargaining table. Wal-Mart will pay Duncan a one-time $65,000 to 
$70,000 fee for connecting to city services such as sewer and water lines. But Duncan agreed to 
pony up far more, $165,000, for road and railway crossing improvements necessary for the new 
Wal-Mart. As Douville explains, "we wanted to improve these intersections anyway." 
 
In Salmon Arm, Wal-Mart's developers agreed to pay a one-time $300,000 development cost 
charge fee. First Professional also said it would give Salmon Arm a one-time $200,000 road 
improvement and maintenance payment-far less than the $240,000 the city would have received 
annually as Wal-Mart's tax contribution to its city budget had the company built within city limits. 
 
A new servicing agreement between the Adams Lake band and the city means the band will use 
some its Wal-Mart windfall to contribute to municipal services. The band is also asking the 
federal government for permission to collect the seven percent Goods and Services Tax (GST) on 
Wal-Mart sales, says Mayes. 
 
The mayor says his main objective was to negotiate the best deal possible for Salmon Arm 
residents. "The fact is that Wal-Mart is the largest corporation in the world, and the only way 
they get that way is by having customers. You have to forgive the comparison but it's like the 
harlot or customer. Who's wrong? The harlot or the customer? If there were no customers there 
would be no harlot." 
 
Victoria journalist Sarah K. Cox sarahkcox@shaw.ca is working on a book about Wal-Mart. 
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Wal-Mart: Boon or Menace? 

By Maggie Paquet 

It’s a fine sunny morning. Basking in the warm rays, you open your morning newspaper and 

your eye catches a small article near the back of the “City Business” section: “City finally 

sells land. The 32-acre forested lot at the entrance to town has been sold to an unnamed 

developer. ‘This is a real windfall,’ says the mayor. ‘The sale money and future tax revenue 

will allow the city to keep some of the programs most important to our citizens, like the 

special bus routes and the youth activity programs at the Rec Centre.’ The developer has 

applied to have the parcel rezoned for commercial use.” 

Your once-prosperous town has been struggling for the past decade since its resource-based 

industries finished “harvesting” the local bounty and moved on. Unemployment is high and 

the region’s demographics and economic base are shifting: Many working families have sold 

their houses and moved away. There’s an influx of retired people and young professionals 

with home-based businesses. There is also a vastly increased number of people on social 

assistance and dependent on the local Food Bank. 

In spite of everything—or maybe because of it—it’s a friendly, close-knit community with 

many active service groups and a face that welcomes newcomers. You like where you live 

and don’t want to see the town suffer any more than it already has. A big new development 

sounds like it might be good news. 

Eventually, the city announces the rezoning hearing. The new owner is none other than 

Wal-Mart. The local newspaper features articles touting the great benefits of having a Wal-

Mart in town. Letters to the editor, however, reveal that not everyone is ecstatic about the 

prospect. The community hall is packed for the hearing. Many of the people present are 

involved in community economic development work. It looks like City Council won’t be let 

off easy. 

That’s more or less what happened in my town, Port Alberni, B.C. What about your town? 

Will it get a Wal-Mart? 

A Divisive Issue 

Nothing seems to galvanise communities more than the news that a Wal-Mart is coming. 

Will it drive local merchants out of business and otherwise be a drain on local economic 

sustainability, as some fear? Or will it be a boon to local employment and the city’s coffers, 

as others hope? This apposition of fear and hope is typical wherever Wal-Mart pops up on 

the landscape. It seems the issue is polarized into two camps: those who hate Wal-Mart and 

those who love it. 

Those who love it say Wal-Mart brings jobs. Its low prices benefit low-income people. It 

stops people from going out of town to shop and encourages tourists to stay longer. To 

everyone, they say, Wal-Mart offers “one-stop shopping” convenience. 

Those who hate it counter that Wal-Mart jobs are low-paying and have few and limited 

benefits. Wal-Mart drives local merchants out of business. Its developments on the outskirts 

of towns draw people away from town centres, breaking up community cohesion and 

identity.1 It contributes to urban sprawl and takes land out of agricultural production. 
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Moreover, they say Wal-Mart’s profits leave the area which impairs the community’s social 

stability and economic self-reliance. 

The news media and internet are rife with commentary and analysis about Wal-Mart. It’s 

difficult to sift through all the hype and opinion—on-line or off-line—to get at something that 

approximates the truth. Are there ways for citizens— including CED practitioners—to make 

Wal-Mart work for their community? 

Possibly. But you have to know what your community has that Wal-Mart wants, and what 

they can offer that may be of value to you. If your town doesn’t have the knowledge, skill, 

or guts to drive a bargain with Wal-Mart on this basis, then it will lose much more from the 

relationship than it will gain. 

When I found out about Wal-Mart coming to Port Alberni, I was worried. I looked at other 

places in British Columbia where Wal-Mart had been a “hot” issue. I wanted to know what 

our community’s options might be—what we needed to know. Here are some of the things I 

found out. 

If they build it, who will come? 

Wal-Mart bases its rationale for opening a new store on sales of about $200 per square foot 

per year.2 If they build a roughly 100,000 sq. ft. store, it is expected to gross about $20 

million in sales per year. Some of that $20 million will be “new sales,” that is, purchases of 

items previously unavailable locally, or purchases by people who didn’t used to buy locally. 

Some will come from “recovered leakage,” that is, sales that otherwise would have occurred 

out of town. Some will come from sales currently enjoyed by existing retailers. 

The Alberni Valley and outlying areas have a combined population of about 30,000. We 

spend about $1,800 per year per person on food and another $2,700 per person per year 

on general merchandise, for a total annual retail expenditure of about $112 million. 

How much of that $112 million will Wal-Mart absorb? Any Port Alberni retailer with 

merchandise similar to the new Wal-Mart needed an answer to that question. I don’t think 

too many of them even asked it. No economic impact assessment was undertaken by the 

city of Port Alberni. 

An analysis done in Courtenay (a coastal town just over an hour’s drive away) by Urbanics 

Consultants of Vancouver3 prior to arrival of Wal-Mart there suggested that recovered 

leakage would only account for 15% of sales, and new sales another 6%. Fully 79% would 

come from existing retailers. Extrapolated for Alberni Valley retailers, that would mean 

nearly $16 million in lost sales. 

Kenneth Stone’s study of the impact of Wal-Mart on smaller cities4 complements these 

results. Stone came to two major conclusions: First, businesses that sell goods or services 

other than what Wal-Mart sells tend to experience higher sales because of the spill-over 

effect. Second, businesses that sell the same goods as Wal-Mart tend to experience 

reductions in sales after Wal-Mart opens. The latter group have to be ready to make some 

major changes in the short and long-term to their product line, customer service, and 

prices.  

I checked around to see if that’s how things had worked out in other B.C. towns. 
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Quesnel,5 in the central interior, was already enjoying an economic upswing when Wal-Mart 

arrived. Jim Savage, Director of the Economic Development Commission, says it’s likely 

some small businesses did close as a result, but negative effects were mitigated by that 

upswing. His concern is that when it ends, it may be difficult to support the current level of 

retail development that Wal-Mart and the other new big box stores represent. 

“A lot of leakage to Prince George (about an hour’s drive north) was stopped, but it might 

be prudent to put some limits on their future expansion. Downtown stores that close now 

don’t get re-occupied as quickly as they used to,” Savage said. One of the primary impacts 

of Wal-Mart was the closure of the Zellers and Saan stores, both of which anchored malls. 

“That caused a major cascade effect. One mall is finally rebounding, but the other has not 

refilled the spaces yet.” 

In Nanaimo, one hour east of us, the impact of Wal-Mart on the downtown retail sector was 

more clearcut. A local official estimated that 20% of downtown businesses closed after Wal-

Mart moved into the old Woolco store six years ago.6 This effect was likely aggravated by 

the fact the area was undergoing an economic downturn and families were seeking bargains 

wherever they could. 

In addition to the size of its retail market, the size of a community is important to Wal-Mart. 

Key to the company’s aggressive expansion throughout North America has been its practice 

of locating in cities with populations averaging 20,000. The company builds on the outskirts 

of town, usually on less expensive agricultural land. While it has the advantage of using 

local transportation infrastructure, communities usually have to increase their budgets for 

policing and other services. Also, by locating in smaller centres, Wal-Mart avoids major 

competition from small local retailers and large chains alike. It also benefits because smaller 

municipalities commonly have fewer regulations over land development and are very 

receptive to the perception of an increased tax base. 7 

But it’s the size of the retail market that is the clincher. If a store does not meet its sales 

target, Wal-Mart will reconsider its options. When interviewed about the upcoming closure 

of the store in Jonquière, Québec, Andrew Pelletier, Director of Corporate Affairs for Wal-

Mart Canada, indicated they could have closed the store six months earlier. In three or four 

years of operation it had never been profitable, he alleged, and that performance “would be 

untypical in a lot of cases.” 

The point is that a town is only of interest to Wal-Mart so long as it can command a 

significant share of a prosperous or promising retail trade. Places that are “struggling 

economically” (to use Pelletier’s words) should not expect any favours, regardless of the 

extent to which local consumers have come to depend on the store. This practice of leaving 

town—a major concern in the United States—can have devastating effects, especially in 

small communities after much of the pre-existing retail has been forced out of business.8 

When this happens, the “old” store becomes a dead zone for retail and people have to drive 

longer distances to shop. 

If they build it, will it work? 

So much for what Wal-Mart wants from you. What do you want from them? Jobs are usually 

at the top of the list. It sure was in Port Alberni, where Wal-Mart hired about 220 full-time 
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and 100 part-time workers. That’s a pretty big carrot for a city council. The problem is 

determining the quality of the Wal-Mart jobs in terms of wages, benefits, and working 

conditions, and how the number and quality compare with the jobs Wal-Mart will take away 

from the community. Studies done in many areas show that, on average, for every two jobs 

that a new Wal-Mart store creates, at least three existing jobs disappear.9 

In the U.S., Wal-Mart considers 28 hours a week a full-time job. At that rate, it takes 

workers a long time to reach the threshold where they’ll receive decent benefits. As well, 

many states don’t have a minimum wage, so Wal-Mart jobs are usually low-paying and have 

fewer benefits than jobs that have been lost. A high percentage of American Wal-Mart 

workers receive various forms of public assistance (from school lunches to health benefits to 

food stamps), so taxpayers are subsidizing the store’s profits.10 

Everyday Low Wages, a report by U.S. Representative George Miller (House Committee on 

Education and the Workforce), says:11 

“While charging low prices obviously has some consumer benefits, mounting evidence 

from across the country indicates that these benefits come at a steep price for American 

workers, U.S. labor laws, and community living standards … Wal-Mart is undercutting 

labor standards at home and abroad … whether the issue is basic organizing rights of 

workers, or wages, or health benefits, or working conditions, or trade policy—Wal-Mart 

has come to represent the lowest common denominator in the treatment of working 

people.” 

That’s the U.S. What sort of an employer is Wal-Mart in Canada? It’s difficult to say. I’ve 

been told the 220 full-time jobs in Port Alberni are 30-40 hours per week “with benefits,” 

however, and that sounds a bit better than in the U.S. 

But pay rates, benefits, and working conditions at Wal-Mart are not a sign of the company’s 

benevolence. They are a reflection of provincial and federal labour legislation and, in turn, a 

strong trade union movement. Wal-Mart has it in for both. 

The United Food and Commercial Workers Union (UFCW) 12 is the largest private sector 

union in North America. It represents over 250,000 workers in Canada. While UFCW Canada 

has initiated organizing in stores in B.C. and Saskatchewan, and obtained certification in 

two (Jonquière and St. Hyacinthe, Québec), Wal-Mart has yet to reach a collective 

agreement with any. 

In the recent case of Jonquière, the announcement of the store’s closure came on the heels 

of the collapse of collective bargaining. Wal-Mart’s spokesman, Andrew Pelletier, expressed 

the hope that this would now “shift the debate” in Québec from unionization to the 

province’s labour laws, which he considers are contrary to workplace democracy. 13 For 

years, Wal-Mart has been actively lobbying provincial, state, and national governments in 

Canada and the U.S. to change labour standards legislation to suit its way of doing 

business. After the failed attempt of the American Steelworkers to unionize a Wal-Mart in 

Windsor in 1996, sections regarding automatic union certification were eliminated from the 

Ontario Labour Relations Act. (The Steelworkers won certification in part because Wal-Mart 

refused to answer workers’ questions about whether the store would close if the store 

unionized.) 



Wal-Mart: Boon or Menace? Fully referenced text 5 

So the good jobs at Wal-Mart are a definite maybe …. How about reinvestment? Won’t a lot 

of that $20 million in sales be returned to the local or regional economy? Research in the US 

says otherwise, time and again. A recent and very thorough study, The Andersonville Study 

of Retail Economics,14 compared the economic impact of ten local firms and 10 chains. 

Impacts were expressed in two terms: per $100 revenue and per square foot. Here are the 

results: 

� For every $100 in consumer spending with a local firm, $73 remains in the local economy. 

� For every $100 in consumer spending with a chain firm, $43 remains in the local 

economy. 

� For every square foot occupied by a local firm, local economic impact is $179. 

� For every square foot occupied by a chain firm, local economic impact is $105. 

Instead of spending their time thinking about how to attract a Wal-Mart, in other words, 

Port Alberni’s city council would have been wiser to figure out how to build up a number of 

locally owned businesses. 

Belling the Cat 

Given what Wal-Mart wants from you and what you want from Wal-Mart, is there a middle 

ground to be found? Maybe, but it takes knowledge of your retail sector plus a lot of 

determination. To quote Jim Savage, “Communities should try to get some commitment 

from Wal-Mart before it moves into the area to provide cash and in-kind to help defray 

some of the impacts to their community.” In fact, wherever Wal-Mart has stores or 

distribution centres, cities, states, even nations, are enacting legislation and other 

ordinances to help their communities withstand—or prevent—“the Wal-Mart effect.” 

Dr. Norman Tyler has compiled years of research by many people and organizations on the 

effects of Wal-Mart on downtowns and small cities in Michigan.15 He suggests the following 

regulatory policies to communities:16 

1. The mall should be granted only under a special permit that includes criteria related to 

the environment, traffic, fiscal impacts, and community character, as well as the impacts on 

downtown. These impacts should be addressed assuming full build-out of the entire 

property. 

2. The mall should be governed by a site plan review. It should include provisions and 

covenants for buffer and open space restrictions, design, and landscape architecture 

components that should be enforced in perpetuity. 

3. Expect the mall developer to pay for the technical and legal assistance that the 

community requires. 

Here are some additional ideas for local governments to consider. 

� Place restrictions on Wal-Mart to counter the effects of allowing the store to provide 

businesses identical to pre-existing ones in the area (e.g., photo labs, vision centres, 

pharmacies, auto service centres.) In many smaller cities, these businesses have been 

part of the social fabric of the community for a long time. Allowing Wal-Mart to undercut 

them will rip apart that fabric. 
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� Insist that any restaurants or cafés planned for the Wal-Mart be owned and operated by a 

local company (not a chain) and staffed with local people. 

� Require proposals for stores over 30,000 sq. ft. to submit to a community impact review 

conducted by an independent consultant selected by the city and paid for by the 

developer. This analysis should estimate how much revenue generated by the project will 

be retained and re-directed back into the local economy. It or additional studies should 

include assessments of any environmental and other economic and social impacts. (Wal-

Mart may insist on supplying its own consultants to do impact assessments. They 

wouldn’t accept Urbanics’ research in Courtenay, so a citizens’ group ended up funding 

it.) 

Chicago City Council is taking a proactive route to dealing with Wal-Mart and other big box 

stores. Its “Big Box Ordinance” obliges retailers with facilities of 75,000 sq. ft. or over to 

pay at least $9.40 an hour, with $3 an hour in benefits. It also restricts action they take in 

opposition to unions. The intention is to “level the playing field for entrepreneurs and 

smaller competitors” in Chicago.17 Wal-Mart would not deal. After two tries to establish 

stores in two parts of town, Wal-Mart gave up on its South Side proposal18, arguing that the 

ordinance “singles out some—not all—businesses in Chicago.” 

In a similar vein, one of the largest initiatives in the U.S. currently is the push for cities and 

counties to enact “Living Wage” laws.19 They oblige businesses that benefit in any way from 

public funds (including grants, contracts, loans, or subsidies from any government level or 

agency) to pay their employees a wage at least equivalent to that required to support a 

family of four at the “poverty line” (i.e. around US$9.06). Over 60 cities, including 

Baltimore, Boston, Chicago, Denver, Detroit, New Haven, and San Jose have passed such 

laws. 

The town of Carroll, Iowa struck a deal, however.20 It convinced Wal-Mart “to accept the city 

center location and agree to build the new store to complement the existing mall…[so they] 

could protect and enhance their investment in the central business district….” Carroll’s 

success required the understanding and support of local business and government leaders, 

and resulted in strengthening the city core when a number of other stores decided to build 

in Carroll’s downtown. 

At the state level, Montana Senator Ken Toole has introduced a bill to enable levying a tax 

on big box stores. He says the tax is necessary to offset the higher costs big box stores 

impose on the state because of extra services (roads and policing) they require and because 

many workers rely on public assistance programs. The bill would exempt stores where at 

least three-quarters of employees work full-time and earn sufficient wages to keep them off 

public assistance. 

In the End 

Someone I spoke to recently compared Wal-Mart to a useful predator that eliminates the 

weak and sickly from the local economy. He’s got a point, but he should not be imagining a 

wolf or cougar with that metaphor… more like a Tyrannosaurus Rex. 
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Wal-Mart has enormous potential to change the character of your town. Make sure the 

community is involved in driving the direction of change. Some towns have stood face-to-

face with the Wal-Mart juggernaut and said, “Yes, we know you look to your bottom line, 

and that’s as it should be. We, too, have a bottom line, and that is the well-being of our 

citizens and our town’s socio-economic structure.” Some towns have got Wal-Mart to be 

active and good corporate citizens. In Quesnel, for instance, Wal-Mart agreed to use its 

foyer to display marketing information about the downtown area and the rest of the 

community. Courtenay got $600,000 from Wal-Mart for strictly municipal use. 

The impact Wal-Mart has on communities depends a lot on the community. If yours has a 

robust and thriving business sector, or if there is some major draw that’s bringing in new 

residents and other new businesses or industries, then you’re probably not going to see 

many of the effects that happen elsewhere, at least not initially. After six years, Nanaimo’s 

downtown has recovered. “The best strategy is to be yourself,” says George Hanson of the 

Downtown Nanaimo Partnership. “Downtown retailers focus on the fact that our downtown 

is unique. It has ‘destination appeal’ and a neighbourhood ambience that the malls don’t 

offer.” 

But if your local economy is already having difficulties, then things will probably get a lot 

worse. You’ll need a lot of community-wide co-operation and an effective strategy to come 

out ahead of the Wal-Mart pack. 

To stick with the biological metaphor, social systems require a good deal of diversity to 

maintain stability. By driving business away from towns or even out of the country, Wal-

Mart reduces diversity. What partnerships will your town need to develop with local 

educational and financial institutions, unions, local governments, and other agencies in 

order to provide the diversity needed? Look for models that will create the full range of 

benefits that you are after—local jobs, local reinvestment of profits, and affordable 

consumer goods. 

So what happened in Port Alberni? Our Wal-Mart opened its doors about a month ago. A 

drive by on any day shows a packed parking lot, while directly across the highway at the 

“old” Canadian Tire store, the parking lot is nearly empty. Before the Wal-Mart opened, the 

Canadian Tire store owner said he wasn’t worried. Well, I am. And he may be starting to 

feel the same. 

 

(Sidebar) Cue the Big Picture 

Any deal with Wal-Mart has implications that go far beyond your town or region. As a recent 

PBS Frontline documentary, “Is Wal-Mart Good for America?” pointed out, buying into Wal-

Mart is an investment in some very deep macro-economic and international issues. 

Twenty years ago, the models of American enterprise were manufacturers: General Motors, 

General Electric, IBM, and so on. Even ten years ago, Fortune magazine’s annual poll named 

Rubbermaid the “Most Admired Company” in the United States. In 2004, Fortune named 

Wal-Mart to that top spot over the manufacturing giants. This says volumes about a 

dramatic change in the North American economy and what people expect of it. 

There has been a shift of economic power from producer to distributor. Once, innovation in 

products and production was the trump card in competition. Manufacturers played it and 
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subsequently devoted great effort to “pushing” their product into the market. Now the key 

to competitiveness lies in low cost, enforced by mass-market retailers that, by means of 

new technologies in information management, can get a lock on exactly which items (in a 

field of millions) sell and why. These retailers then “pull” these items from manufacturers 

under very specific terms regarding variety, quality, delivery, and cost. 

Manufacturers ignore these instructions at their peril. Whereas even ten years ago they 

were likely to deal with thousands of customers, now there may be just a handful of big box 

buyers. Loss of any one can prove lethal. Wooster Ohio, the home of Rubbermaid, lost 

1,000 jobs when Wal-Mart demanded that the company make its products at prices below 

the level at which it could make a profit. 

So manufacturers comply with Wal-Mart’s demands and force their own suppliers to do 

likewise. Famously, this can mean relocating to Asia where their plants can minimize the 

cost of labour. As a result of its contract with Wal-Mart, Levi Strauss—once known as one of 

the most socially responsible corporations on the planet—closed its last two factories in the 

U.S. and laid off 2,500 workers (21% of its workforce). Levi Strauss won’t be making any 

more clothes in the U.S.; it will just import them. 

The big issue is the long-term impact that Wal-Mart’s success in marketing Asian products is 

going to have on the disposable income of North Americans. Wal-Mart’s perspective is that 

the money consumers save at the store they will spend elsewhere, creating new demand, 

industries, and jobs. Critics reply that Wal-Mart is shifting North Americans out of high-

paying manufacturing jobs and into low-paying retail jobs. 

Wal-Mart now has 6,000 global suppliers and 80% of them are in China. Beneath all the 

flag-waving, Wal-Mart is far more important as a means to bring Asian goods to North 

American consumers than it is for enabling North American manufacturers to reach Asian 

consumers. 

In the Frontline documentary a spokesperson for the Port of Long Beach in California says, 

“About $36 billion comes through Long Beach from China…We’re shipping out about $3 

billion worth of raw materials. We export cotton. We bring in clothing. We export hides. We 

bring in shoes. We export scrap metal. We bring back machinery.”21 

Sounds pretty “Third World.” Wal-Mart is reaming out the North American ability to produce 

innovative, valuable goods, which, like it or not, remains the core of the economy. 

Recommended Reading 

The New Rules Project. This site has a wealth of information, tools, and research to assist 

communities in dealing with the community and economic effects of Wal-Mart and other 

big box stores. 15 Feb 2005 <http://www.newrules.org> 

The Andersonville Study of Retail Economics (rev. ed.), Chicago, Ill.: Civic Economics, 

February 2005. 15 Feb 2005 <http://www.civiceconomics.com/Andersonville> 

Charles Fishman, “The Wal-Mart You Don't Know,” Fast Company Magazine, Issue 77 (Dec 

2003). 15 Feb 2005 <http://www.fastcompany.com/magazine/77/Wal-Mart.html> 

Democratic staff of the Committee on Education and the Workforce, U.S. House of 

Representatives, Everyday Low Wages: The Hidden Price We All Pay For Wal-Mart, 

February 16, 2004. Feb 15 2005 

<http://www.agribusinessaccountability.org/page/310/1) 
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Ogilvy Renault Labour and Employment Law Group, “Wal-Mart, Unions and Free Speech in 

Canada,” October 2004. 15 Feb 2005 <http://www.ogilvyrenault.com> 

MAGGIE PAQUET is a free-lance journalist who doesn’t shop at Wal-Mart. To contact Maggie 

directly, email maggie_paquet@telus.net. This article was originally published in Making 

Waves: Canada’s Community Economic Development Magazine, 15,4 (winter 2004): 9-14. 

 

Additional Resources 

“The Economic Impact of Locally Owned Businesses vs. Chains: A Case Study in Midcoast 

Maine,” Institute for Local Self-Reliance (September 2003). This study concluded that, 

“…developing strategies to strengthen and expand locally owned retail…rather than 

supporting additional chain store growth, could generate as much economic return as 

attracting a major employer.” It is available from the website of the New Rules Project, 

www.newrules.org/retail/midcoaststudy.pdf. 

The Economic Impact of Locally Owned Businesses vs. Chains: A Case Study in Midcoast 

Maine. Institute for Local Self-Reliance. September 2003.  

ACORN News. www.acorn.org. The Association of Community Organisations for Reform Now 

(ACORN) is the US’ largest community organisation of low and moderate-income families, 

with over 150,000 member families organised into 800 neighbourhood chapters in 65 cities 

across the country. 

“Will Labor Take the Wal-Mart Challenge?” Liza Featherstone. The Nation. June 28, 2004 

issue. www.thenation.com 

Goetz, S.J., and H. Swaminathan. 2004. Wal-Mart and Rural Poverty. Paper presented at 

the American Agricultural Economics Association Annual Meeting, Denver, Colo. Aug 1-3, 

2004. Dept. Agricultural Economics and Rural Sociology, Pennsylvania State University, 

University Park, PA. 

WalMart: Looking to Dominate and WalMart Welfare: 

www.woodburydems.com/wal_mart.htm 

Report: Taxpayers Foot the Bill for Wal-Mart: 

www.aflcio.org/corporateamerica/ns05242004.cfm 

Letter from Brooke Sundin, President, United Food & Commercial Workers Union: Page has 

16 sections, including “Social Services,” “A Simple Formula,” etc.: 

www.ufcw1518.com/action/wal-mart/ 

“Is WalMart Good for Us?,” by David Batstone, on Business: Worthwhile Magazine. Jan 15, 

2004: www.worthwhilemag.com/entry/2004/12/15/is_walmart_good_for_us.php 

Teaching Case Study: Wal-Mart or World Mart? Ervin, Fenske, Foster, et al.(contains 

considerable detail, including WalMart sales revenue, etc.) 

www.flagstaffactivist.org/campaigns/study.html and Wal-Mart Myths and Reality: 

www.flagstaffactivist.org/campaigns/walmyths.html 

“Rivals sense blood as Wal-Mart stumbles.” Barrie McKenna. Globe and Mail. 13 Dec 2004: 

http://globeandmail.workopolis.com/servlet/Content/fasttrack/20041213/RWALM13?section

=Retail 

A series of reports about WalMart: www.againstthewal.com/studies.htm 

“Is Wal-Mart Good For America?” PBS Frontline Documentary. On air 16 Nov 2004. 

Transcript available at www.pbs.org/wgbh/pages/frontline/shows/walmart/etc/script.html 
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An edited version of this letter appeared in the Alberni Valley Times, May 14, 2004, p. A4 
 
When (If?) Wal-Mart Comes to Town 
 
I came to Port Alberni about six years ago to house-sit for a friend. It was to be 
temporary, but by the time my friend returned, I was hooked. I love this town 
mostly because of the people, but the setting—mountains, trees, water—isn’t too 
shabby, either. When I made the decision to stay, I made at least four trips carting 
my belongings over “the Hump.” Every time I drove into town, I was struck by the 
beauty of this valley. Over the years, as I’ve got to know more and more people 
and run my own small business, I am thankful that my friend asked me to look 
after her house while she was away. 

I’ve lived on the Island for over 30 years. My first job was as assistant manager at 
Clayoquot Lodge near Tofino, so I’m no stranger to the region. I’m also no stranger 
to the economic realities of Vancouver Island. I know that our resource-based 
economy isn’t what it used to be and a lot of people have left, and that our young 
people have moved away in droves in order to get work. The region is in transition 
and the big question is: Transition to what? 

It is in this context that I started to worry for what I now consider to be “my” town 
when I heard Port Alberni would be getting a Wal-Mart. I wanted to know more 
about how this may affect us, so I went online and searched out every aspect of 
Wal-Mart I could find. I was astounded by the amount of material—some positive, 
but much of it negative. 

The sites I read through included company news releases and PR material, labour 
sites, financial analysis sites (including the Wall Street Journal and other respected 
papers—most of which had negative, or economically or financially worrisome 
things, to say), sites dealing with democracy and human rights, sites dealing with 
both environmental and economic “sustainability,” sites dealing with taxpayers’ and 
property-owners’ concerns and community development (social and economic), 
sites dealing with careers and jobs, sites dealing with globalisation and loss of local 
economic control, sites dealing with the effects of low-paying mostly part-time jobs 
on local families and municipalities, and a host of others. 

I recommend doing a Google search (www.google.ca) on Wal-Mart. While the 
company has only been in Canada for about a decade and most of the “hits” are 
from the US, it has generated an Everest of commentary and analysis, including 
from Canada. Just a reminder: It’s always important to consider the source of 
anything you read on the internet. 

While I don’t go out of town to shop, a lot of people do. Maybe there’s an analysis 
of exactly why people shop in Nanaimo and how much they spend, but I haven’t 
found it. I would hope our city councillors have that information because I think it’s 
important for them to know how a Wal-Mart will affect this community before they 
pass all the necessary approvals. 

Will it be a drain away from local economic sustainability, as some fear? Will it keep 
people shopping here, as well as attract folks from the west coast communities, as 
others say it will? Will it encourage tourists to shop and stay here longer? I’ve 
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asked a number of local retailers what they think, with the predictable conflicting 
responses. 

I’ve looked at other British Columbia locales where Wal-Mart became an issue, such 
as Courtenay, Surrey, Fort St. John, Park Royal in West Van, and Salmon Arm. So 
my best shot is to offer some of the info I’ve found and suggest some things to 
think about and some things to let the City know about before the whole deal is 
“set in stone” (or concrete). 

The Valley has a population of about 25,000, with a further 5,000 from Bamfield, 
Tofino, and Ucluelet combined. We spend about $1,800 per year per person on food 
and another $2,700 per person per year on general merchandise for a total retail 
expenditure of about $112 million. These figures may be a little high, as they are 
based on information from studies done in Courtenay, but they’re close enough. 

The new mall is to have Wal-Mart and Extra Foods, a Loblaws-owned grocery 
superstore (which means that profits will go out of our province). According to what 
I’ve learned, Wal-Mart bases its rationale for opening a new store on sales of about 
$200 per square foot. They want to build a roughly 100,000 sq. ft. store, so the 
Wal-Mart store alone would be expected to generate about $20 million in sales per 
year. Where will the $20 million come from? How much will be from what the retail 
industry calls “recovered leakage,” that is, sales that otherwise would have been 
made in Nanaimo and elsewhere? How much will be new sales? Most importantly, 
how much will come from sales being enjoyed by existing retailers? 

For a Port Alberni retailer with merchandise similar to the two new stores (which is 
just about every store in town now), the big question is “How much of their sales 
are going to come from my store?” Obviously Zellers, which is battling Wal-Mart 
head-to-head in many markets, is concerned. But so should other stores in town 
be, particularly pharmacies, “dollar” stores, hardware stores, and grocery stores. 
Some grocery retailers, in particular, have expressed concern. Think, for a moment, 
about the fantastic contributions to our community made by our local grocery (and 
other) stores. I am not willing to kick these people in the teeth by shopping at Wal-
Mart or Extra Foods. 

An analysis done in Courtenay (by Urbanics Consultants of Vancouver) prior to 
arrival of Wal-Mart there, suggested that recovered leakage would only account for 
15 percent of sales, new sales for 6 percent, and 79 percent would come from 
existing retailers. 

Using the Courtenay Wal-Mart analysis as a guide, the 79 percent from local sales 
(nearly $16 million) would come from the following types of stores in these 
approximate percentages: family apparel–22 percent, stationery–22 percent, 
hardware and paint–19 percent, toys–19 percent, general merchandise–18 percent, 
children’s' stores–18 percent, fabrics–18 percent, drugstores–15 percent, work 
wear–14 percent, optical–13 percent, crafts/hobbies–12 percent, CDs–11 percent, 
pet food–11 percent, dollar stores–11 percent, and vitamins–10 percent. For stores 
that sell shoes, electronics, bikes, new books, photos and frames, furniture, cards 
and gifts, jewellery, lingerie, men and women’s apparel, and miscellaneous, the 
impacts to existing stores are estimated to be between 2.5 percent to 8 percent of 
existing sales. 
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While the figures for each category in Courtenay may be different than in Port 
Alberni, and Courtenay-Comox’s population is larger (and, unlike ours, is 
increasing), these estimates probably give a reasonable picture of possible impacts 
to retailers, and hence the whole community, here in Port Alberni. It is this 
potential that has me worried. 

Wal-Mart has made a practice of buying agricultural land in towns averaging 20,000 
people. This has potential to greatly change the character of those towns. In that 
context, here is some info compiled by Dr. Norman Tyler of Eastern Michigan 
University on the “Effects of Wal-Mart on Downtowns and Small Cities in Michigan” 
(www.emich.edu/public/geo/557book/): 

“An article in Small Town Magazine (Kotval & Mullin, Sept-Oct 1992, p. 21) 
suggests communities consider these regulatory policies: 

(1) The mall should not be allowed by right. It should be granted only under a 
special permit. 
(2) The special permit should include criteria related to the environment, traffic, 
fiscal impacts, and community character, as well as the impacts on downtown. 
Furthermore, these impacts should be addressed assuming full build-out of the 
entire property. 
(3) The mall should be governed by a site plan review. Provisions for buffer and 
open space restrictions, design and landscape architecture components, and 
covenants should be included and enforced in perpetuity. 
(4) The mall developer should be expected to pay for relevant technical and 
legal assistance required by the community.” 

In his study of the impact of Wal-Mart on smaller cities, Kenneth Stone developed 
two primary conclusions: 

(1) Businesses that sell goods or services other than what Wal-Mart sells, tend 
to experience higher sales because of the spill-over effect. 
(2) Businesses that sell the same goods as Wal-Mart tend to experience 
reductions in sales after Wal-Mart opens. He offers this advice for merchants: 

a) Be prepared to make changes. 
b) Take pro-active action, anticipate a period of declining sales, and prepare 
both a short- and long-term business plan. 
c) Identify market niches that aren't currently filled. 
d) Improve your level of customer service. 
e) Carefully evaluate your ability to compete on price. 

(Source: http://www.emich.edu/public/geo/557book/c312.stone.html) 

So what am I saying? I’m asking people here to really think hard about this one. It 
has great potential to change the character of our wonderful town. Let’s please 
make sure WE are the ones driving the direction of change. There are towns who 
have stood face to face with the Wal-Mart juggernaut and said, “Yes, we know you 
look to your bottom line, and that’s as it should be. Well, we, too, have a bottom 
line that we’re looking to, and that is the well-being of our citizens and our town’s 
socio-economic and ecological structure.” Some of those towns have got Wal-Mart 
to be active and good corporate citizens (for example, Courtenay got $600,000 
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from Wal-Mart for strictly municipal use). Others have not. Which scenario do we 
want? 

Maggie Paquet 
Port Alberni, BC 
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Readings for Boosters and The Company 

 
The following four articles are from Newswire Service, acting for Wal-Mart Canada Corp. 
http://www.newswire.ca/en/releases/archive/December2003/29/c6919.html 
For info on all: Andrew Polluter, Corp Affairs, Wal-Mart Canada Corp., (905) 821-2111, ext. 4585 
 
1. Wal-Mart named Canada's best retail employer 
Fifth Annual Ranking of Nation's Best Employers Released Today  

MISSISSAUGA, ON, Dec. 29, 2003 /CNN/ - Wal-Mart has been ranked the best retailer to work for in 
Canada according to the annual “50 Best Employers in Canada” list published today by Report on 
Business Magazine. Today's ranking marks the second time in three years Wal-Mart has been named the 
best place to work in the Canadian retail industry. 

In addition, Wal-Mart was ranked the number two company in Canada for “Best Career Opportunities”, 
the number three company for "Best Work-Life Balance," and the number five company for "Best 
Managers."  

The annual ranking, compiled by Report On Business Magazine and international consulting firm Hewitt 
Associates, resulted from independent employee surveys conducted by Hewitt Associates as well as 
extensive reviews of company human-resources policies. With more than 60,000 associates across the 
country, Wal-Mart Canada is by far the largest employer to be included in this year's "best employers" 
list. 

"Our people are the most valuable resource we have," said Mario Piles, President and CEO of Wal-Mart 
Canada. "Our company is built on a culture of people empowerment, open communication, profit sharing 
and striving for excellence." 

"In every area of the company our goal is always to generate an extremely positive environment based on 
respect for the individual and people development," continued Mr. Piles. "We're committed to growing 
our associates through a vast range of career-advancement opportunities within Wal-Mart, which can 
include diverse and exciting international assignments around the world." 

Established in 1994 and headquartered in Mississauga, Ontario, Wal-Mart Canada operates a growing 
network of 221 discount stores and four SAM'S CLUBS across Canada. In addition to being named one 
of Canada's best employers, in 2003 Wal-Mart Canada was ranked as the country's most trusted major 
retailer as well as Canada's number-one company for customer service in surveys conducted by a leading 
public-opinion research firm. 

 
2. SAM'S CLUB opens four locations in Canada and small businesses are first in line 
Treasure Hunt Awaits SAM'S CLUB Members 

MISSISSAUGA, ON, Oct. 29, 2003 /CNN/ - Wal-Mart Canada celebrated the opening of its first SAM'S 
CLUB warehouse operations in Canada with a special sneak preview held today for small business 
owners and the media. SAM'S CLUB will throw open its doors to a treasure chest of brand names for all 
of its members tomorrow in the Ontario communities of Etobicoke, Pickering, Richmond Hill, and 
Vaughan where the Clubs are located. 

SAM'S CLUB is a place where business operators and their families, as well as informed deal seekers, 
can find consistent savings on more that 4,000 items, including: appliances, home and office electronics, 
office supplies, apparel, optical, home furnishings, books, batteries, and auto supplies. Food will include 
fresh case-ready meats, produce, frozen foods, and fresh bakery items. 

"Wal-Mart has been serving Canadians for almost 10 years now and it's our privilege to launch this new 
banner," said Mario Pilozzi, President and CEO of Wal-Mart Canada. "SAM'S CLUB offers exceptional 
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value on brand-name merchandise at low prices for both business and personal use. Our SAM'S CLUB 
members will thoroughly enjoy the hunt for new treasures every time they enter the Club." 

To keep its merchandise at the lowest possible prices, each SAM'S CLUB will look like a working 
warehouse. Over 120,000 square feet, characterized by cement flooring, high ceilings and basic fixtures, 
each Club will stock merchandise often displayed on shipping pallets and steel racks from floor to 
ceiling.  

"SAM'S CLUB will provide Canadians with an innovative product selection, convenient Club hours, and 
everyday low prices," said Randy Edwards, Senior Vice-President of SAM'S CLUB, Canada. "By selling 
our merchandise at very low profit margins, we're able to pass along the lowest warehouse prices 
possible to SAM'S CLUB members. Already small and medium-sized businesses are realizing the 
competitive advantage that SAM'S CLUB delivers, which has been reflective in our membership drive." 

SAM'S CLUB Business Memberships cost $40, while an individual Advantage Membership will cost 
$45 - $5 less than the prevailing rate in this retail category. At anytime if a SAM'S CLUB member is not 
completely satisfied with their membership, then the full membership fee will be refunded. 

SAM'S CLUB will appeal to small business owners by providing GOLD KEY HOURS, which allows 
business members to get in and out quickly before opening their own shops. The doors open at 7:00 a.m. 
for business owners and 9:30 a.m. for all other members. The LINERUSHER(TM) program, which pre-
scans merchandise before checkout, is another innovation to make shopping more convenient during 
busy times. Each Club will also have business member loading zones with canopies to protect members 
from harsh weather. 

The new membership warehouse clubs also represent a combined investment of approximately $80 
million by Wal-Mart Canada in the local communities. Wal-Mart will announce the locations of 
additional SAM'S CLUBS over the coming months. 

Named after legendary retailer and Wal-Mart founder Sam Walton, SAM'S CLUBS are operated in 
Brazil, China, Mexico, Puerto Rico, and the United States. The SAM'S CLUB format was launched in 
1983. 

Established in 1994 and headquartered in Mississauga, Ontario, Wal-Mart Canada operates a growing 
network of 216 discount stores across Canada. The stores are committed to providing everyday low 
prices, top-quality merchandise, exceptional customer service, and extensive local community 
involvement and philanthropy. The company employs close to 60,000 Canadians and was ranked this 
year as Canada's number-one company for customer service and Canada's most trusted major retailer in 
surveys conducted by leading public opinion research firm Ipsos-Reid. 

 
3. Wal-Mart Canada to open new store in Fort St. John, British Columbia 
New store to generate more than 300 construction and store jobs. 

MISSISSAUGA, ON, June 17, 2002 /CNW/ - Wal-Mart Canada officially announced plans today to 
open a new Wal-Mart store in Fort St. John, BC in fall 2002. The new 84,000 square foot, free-standing 
store will be built at 96A Street and 89th Avenue. The project will generate more than 150 construction 
jobs, and the store will employ more than 150 Wal-Mart associates when it opens. The project represents 
an investment of close to $20 million by Wal-Mart in the local community. 

"We look forward to becoming part of this great community," said Mario Pilozzi, President and CEO of 
Wal-Mart Canada. "In Fort St. John we'll strive to provide the everyday low prices, customer service, 
merchandise assortment, and extensive local community involvement our customers have come to 
expect." 

The new store will offer customers more than 70,000 products as well as a broad range of specialty 
services. Those specialty services will include: a Wal-Mart Pharmacy, Tire & Lube Express Auto Centre, 
One Hour Photo Lab, Garden Centre, McDonald's Restaurant, and a Portrait Studio. 
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In addition, the store will become a major donor to causes in the local community. Wal-Mart operates 
one of Canada's strongest community involvement programs, donating more than $20 million to 
Canadian charities over the past eight years. 

Under the company's "Good Works" banner, Wal-Mart Canada runs the following community initiatives: 
Children's Miracle Network Campaign (Canadian Children's Hospitals); Local Matching Grant Program; 
Adopt-A-School Program; Local Sports Team Sponsorships; Missing Children's Program; Code Adam 
Child Recovery Program; Customer Service Training Program For Youth With Disabilities; Scholarship 
Program; Teacher of the Year Program; Canadian WW II Memorial Campaign (Juno Beach Centre); 
Disaster Relief Program; and a United Way Campaign. 

According to Steve Thorlakson, Mayor of Fort St. John, "This has been one of our community's most 
anticipated announcements in recent years, and we are pleased to welcome Wal-Mart as our newest 
corporate citizen. Our residents and business sectors alike welcome Wal-Mart's confidence in our 
economy and community, and the additional attention that will be focused on Fort St. John as a retail and 
service centre for Northeastern British Columbia." 

Established in 1994 and headquartered in Mississauga, Ontario, Wal-Mart Canada operates a growing 
network of 196 stores nationwide. Over the past two years more than 80 Canadian communities have 
lobbied or petitioned to have a Wal-Mart store built in their towns. Wal-Mart employs more than 50,000 
Canadians nationwide and was recently ranked the best retailer and ninth best company to work for in 
Canada by Report on Business Magazine. 

 
4. Wal-Mart Canada to sponsor the Robert Bateman National Wildlife Week Contest 

MISSISSAUGA, ON, March 6, 2002 /CNW/ - Wal-Mart Canada will sponsor The Robert Bateman 
National Wildlife Week Contest which kicks off today in British Columbia, Alberta, and Ontario, the 
retailer announced this morning. The contest is designed to encourage Canadian youth to learn about 
important wildlife in Canada by submitting artwork and writings that deal with endangered species. 

Entry forms for the contest will be available at Wal-Mart stores in Vancouver's lower mainland as well 
as Wal-Mart stores in Kelowna, Calgary, Edmonton and the Greater Toronto area. These same stores will 
serve as drop-off points for contest entries that depict wildlife in artwork and writings. Entry forms have 
also been distributed to schools throughout BC, Alberta, and Ontario via the Canadian Wildlife 
Federation's national mail out. 

The Robert Bateman National Wildlife Week Contest closes April 19, and winning wildlife artwork and 
writings will be published in the 2003 Robert Bateman Contest Calendar. The calendar, as well as 
greeting cards featuring winning artwork and writings, will be sold in major Wal-Mart locations in BC, 
Alberta, and Ontario. The company will donate profits to EarthDay Canada which, among its many 
initiatives, runs a program to help educate young Canadians about the importance of protecting our 
shared environment. 

"We're delighted to be participating in this important environmental education initiative," said Andrew 
Horsman, Manager of Environmental Affairs at Wal-Mart Canada. "Canada is fortunate to have a rich 
environmental landscape, and it's important our county's young people know the significance of helping 
to preserve it." 

Established in 1994 and headquartered in Mississauga, Ontario, Wal-Mart Canada operates one of 
Canada's strongest community involvement programs. Under the company's "Good Works" program, 
Wal-Mart Canada has raised and donated more than $20 million to Canadian causes over the past eight 
years. Wal-Mart employs more than 50,000 Canadians and was recently ranked the best retailer and 
ninth best company to work for in Canada by Report on Business Magazine. 
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United Food and Commercial Workers Union 
 
The following readings and sources are from the US and Canada. They focus on labour issues, workers’ 
rights, fair pay, gender parity, and issues around democracy. For all these, the source is the United Food 
and Commercial Workers Union:  
http://www.ufcw.org/issues_and_actions/walmart_workers_campaign_info/news/ 
 
1. Wal-Mart: An Equal Opportunity Exploiter 
Just when you think Wal-Mart couldn't exploit its employees any more, you find out they've been 
preying on another group of vulnerable workers. A grand jury is investigating Wal-Mart for its role in 
exploiting undocumented workers who clean Wal-Mart stores. "We Czechs are willing to sacrifice and 
work hard, but we definitely weren't earning enough money," said Pavel, one of the detained workers 
who told the New York Times (11/5/03) he worked every night for eight months without a night off, 
overtime pay or health benefits. 

Wal-Mart had profits last year of $8 billion and the CEO received $18 million in total compensation. On 
Oct. 23, government immigration officials arrested 250 alleged undocumented immigrants at 61 Wal-
Mart stores in 21 states. Almost all the workers were employed by contractors to provide overnight 
cleaning services. Ten were Wal-Mart employees recently hired away from contractors. 

Federal officials said that wiretapped conversations suggested that Wal-Mart executives knew the 
contractors were using undocumented workers. This comes several years after 13 Wal-Mart cleaning 
subcontractors pleaded guilty to illegal hiring practices. Wal-Mart could face criminal charges and 
possible fines of up to $10,000 per illegal worker. 

In nearly 40 lawsuits across the country, Wal-Mart faces charges from forcing their employees to work 
overtime without pay to systematically discriminating against its female employees. Just November 6, 
2003, a class action suit charging the company with forcing employees to work off the clock and without 
breaks was certified in Minnesota, making more than 64,000 former and current employees eligible to 
join. In Oregon, a federal jury found Wal-Mart Stores guilty of forcing its employees to work overtime 
without pay from 1994-1999. 

Low wages combined with unaffordable benefits pushes nearly 50 percent of its workers onto their 
spouses' health care plan or taxpayer-subsidized public assistance. Denial of benefits altogether for their 
immigrant cleaning crews has had a similar result, leaving those workers to emergency room treatment. 

Victor Zavala Jr., one of those in the Oct. 23 raid, who cleaned Wal-Marts in New Jersey seven nights a 
week, recalled in a NYT interview, a co-worker who sliced his hand open on a floor-scraping blade and 
was rushed to a hospital. He had problems paying the $800 bill because his job did not provide health 
insurance and his employer shunned the workers' compensation system. The hospital swallowed the cost. 

 
2. Federal Jury Finds Wal-Mart Guilty in Oregon Overtime Pay Case (12/19/02) 
A federal jury in Portland, Ore., on Thursday, December 19, found Wal-Mart Stores guilty of forcing its 
employees to work overtime without pay from 1994-1999. After deliberating for four days, the jury 
issued its unanimous verdict that Wal-Mart violated federal and state wage-and-hour laws in requiring 
employees to work "off the clock." It was the first of nearly 40 such lawsuits across the country to come 
to trial. A separate trial will be held to decide how much Wal-Mart should pay in damages. 

Carolyn Thiebes and Betty Alderson, former Wal-Mart employees in Oregon, filed the complaint in 
1998. Nearly 400 current and former Wal-Mart employees of the 18 Oregon stores joined the lawsuit.  

In the four-week trial, dozens of Wal-Mart workers testified that under pressure from their managers they 
frequently clocked out after 40 hours and continued working. They claimed that the largest retailer in the 
United States, with profits of more than $6 billion in its past fiscal year, required greeters, cashiers, night 
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stockers, and managers to work their shifts, punch out, and then work additional hours off the clock. 
Those who refused were subject to demotion or termination. 

Wal-Mart reportedly paid $50 million two years ago to settle a case involving 69,000 workers in 
Colorado. In another case, it agreed to pay $500,000 to settle a case covering over 100 workers at one 
store, in Gallup, NM. 

 
3. Wal-Mart Kicked Out of the Club: War on Workers Keeps Wal-Mart Off Fortune's List of 100 
Best Companies to Work For 
Wal-Mart has been dropped from Fortune Magazine's list of 100 best companies to work for. America's 
largest employer fails to deliver the benefits that their associates deserve for making Wal-Mart the 
largest corporation in the world. It is no wonder Wal-Mart has been left off of the list when it: 

• fails to provide affordable health care coverage to its workers, leaving them to forgo health 
insurance because they cannot pay the bills; 

• faces continuous legal problems, from discrimination cases to violations of the National Labor 
Relations Act; 

• tells associates their union activities are being monitored, asks associates to spy on co-workers 
on behalf of the company, and interrogates associates about their union activities; 

• Wal-Mart's anti-worker practices are also being recognized worldwide. KLP, one of Norway's 
largest insurance companies, released a list of 27 companies that it refuses to do business with 
because they do not meet its minimum ethical standards. Wal-Mart, because of its repeated 
violations of the right to organize and minors' labor rights, was included on the list of 
corporations failing to meet United Nations standards of human and labor rights. 

• The veneer is wearing off the big yellow smiley face. The establishment has spoken and it has 
told the world's largest employer that it can no longer step on workers to get ahead. The only list 
Wal-Mart deserves to be on is the 100 worst companies to work for. 

 
4. Wal-Mart Workers Demanding Respect and Fair Treatment (6/01) 
Wal-Mart workers across the country have filed lawsuits against the company claiming the giant retailer 
discriminates against women and doesn't pay employees for all the time they work.  

On June 19, 2001, six current and former Wal-Mart employees from California, Illinois, Ohio, Texas, 
and Florida filed a massive nationwide sex discrimination class action lawsuit in US District Court 
against Wal-Mart Stores, Inc. 

The suit charges that Wal-Mart discriminates against its female employees in promotions, compensation, 
and job assignments. It claims that women are predominately assigned to the lowest paying positions and 
are systematically denied advancement opportunities. 

According to the lawsuit: 
• Women make up 72 percent of all Wal-Mart workers, but a very small percentage is represented 

in the supervisory and managerial ranks. 
• Men hold 90 percent of top store manager positions and more than two-thirds of store 

management positions overall at Wal-Mart. 

"The industry leader should not be the discrimination leader. If Wal-Mart's top competitors are able to 
promote qualified women to more than half of their management jobs, why can't Wal-Mart?" said 
plaintiffs' lead counsel Brad Seligman, Executive Director of The Impact Fund, a non-profit civil rights 
organization based in Berkeley, CA. 
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Other lawsuits filed by Wal-Mart workers in California, Georgia, Oregon, and West Virginia, to name a 
few, charge Wal-Mart with failing to pay workers for all the time they put in on the job. The newest suit, 
filed by Iowa workers, claims Wal-Mart intentionally fails to record pay for off- the-clock work, altering 
time records, and preventing employees from taking rest breaks. 

Why are Wal-Mart workers having to resort to lawsuits? Go to court? Talk to judges? Give depositions? 
-Because it seems Wal-Mart prizes profits above all else. This multi-billion dollar company operates to 
cut expenses and make money, first and foremost. But sometimes cutting expenses means cutting wages, 
not giving promotions, or filling jobs. It sometimes means longer hours, incomplete benefits, and a 
stressful unstable environment for workers. When this is the case, the only choice workers have is to 
stand together and demand the respect they deserve. When workers stand united through a union, they 
win the respect that comes from having a true, independent voice on the job. 

The benefits of being unionized are significant. A union would make Wal-Mart a better place to work 
because a union contract would spell out in writing specific procedures for how people—women and 
men—get promoted. It would keep people alert to guard against off-the-clock work, and provide a 
grievance procedure for workers to get a fair hearing whenever they believe they're being unfairly 
treated. 

Unionized workers' wages are 1/3 higher than non-union workers in the retail food industry. For women 
working in the retail food industry the results are even more dramatic, according to a nationwide study 
conducted by the Institute for Women's Policy Research, a national non-profit think tank. The report 
shows that unionized women are more than twice as likely to have health insurance with a three times 
higher average employer contribution than non-union women. It also shows that these unionized women 
workers are more than twice as likely to receive a pension than their non-union counterparts. 

Respect and fair treatment, that's what forming a union is all about, that's good for the company and the 
workers. 

 
5. Wal-Mart's War On Workers: Frontline Report From Las Vegas 
National Labor Board Charges Wal-Mart for Illegal Practices (1/12/04) 

Las Vegas—The nation's largest retailer continues to violate its worker's rights. Wal-Mart faces new 
complaints and will have to defend itself before an NLRB judge for its illegal intimidation, harassment, 
and retaliation against workers organizing with the United Food and Commercial Workers Union 
(UFCW) in Las Vegas, Nevada. 

For three years, Wal-Mart and Sam's Club workers in Las Vegas have been working to organize for a 
voice on the job and better wages, benefits, and working conditions. Continually breaking the law to 
silence them, Wal-Mart's "Peoples Division" has systematically suppressed workers' legal right to 
exercise a democratic free choice for union representation. 

Larry Allen, a former Wal-Mart Supercenter produce clerk at their Eastern & Serene office in 
Henderson, Nevada, was fired after giving testimony to the NLRB and spending two of his vacation days 
to speak alongside Democratic presidential candidates in a forum on health care at the UFCW 
Convention in San Francisco in August 2003. His dismissal followed a well-documented track record of 
intimidation and coercion at the Eastern & Serene Supercenter. 

The National Labor Relations Board has ordered a hearing to begin February 10, 2004. The case charges 
that Wal-Mart managers: 

• prohibited employees from talking about the union and distributing information in break rooms 
and on store property; 

• made employees feel that they were under surveillance for union activities; 
• asked employees to spy on co-workers on behalf of the company; 
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• refused to allow union representatives on the property; 
• confiscated union literature from employees and threatened workers with reprisals for accepting 

literature; 
• asked the police to remove union organizers from the property; 
• illegally fired Larry Allen for his pro-union support. 

Wal-Mart's attempt to use Mr. Allen as an example to intimidate other employees underscores the 
company's discriminatory policies. The NLRB complaint states that Wal-Mart has been "interfering with, 
restraining, and coercing employees" in the exercise of their rights. 

Larry Allen was fired fighting for his rights. He is one of a growing number of Wal-Mart workers 
bravely raising their voices for the rights of all workers. 

The 1.4 million member United Food and Commercial Workers Union (UFCW) is America's 
neighborhood union representing workers in neighborhood grocery stores across the country. UFCW 
puts dinner on the table for America's families with members working in meatpacking and food 
processing. UFCW also gives a voice to care with representation for nurses, medical technicians, and 
nursing home workers. 

In Canada: 
6. Wal-Mart found guilty of unfair labour practices by BC Labour Relations Board 

http://www.ufcw.ca/ 

QUESNEL, BC - The BC Labour Relations Board has found Wal-Mart Canada guilty of unfair labour 
practices for interfering with the formation of a trade union in a store in Quesnel, British Columbia. 
UFCW Canada Local 1518 (United Food and Commercial Workers) complained to the Board after Wal-
Mart went through extraordinary measures to undermine a union organizing drive led by a former 
employee. The Board's decision was released on May 8th and, as a remedy, orders the reading of the 
decision summary to all Quesnel store employees and awards UFCW Canada a half-hour meeting with 
every shift, exclusive of Wal-Mart management. 

"We are pleased with the Board's decision. It exposes the lengths to which Wal-Mart management will 
go to prevent its employees from exercising their rights under the law. In this case, they interfered with 
every worker's right to decide free of intimidation and coercion to join, or not join, a union," says 
Michael J. Fraser, National Director, UFCW Canada. 

UFCW Canada Local 1518 in British Columbia laid the complaint against Wal-Mart last year as a result 
of the company's blatant attempts to interfere with employees' right to join a union. "We are always 
prepared to accept the decision of the workers we attempt to organize and Wal-Mart should do the 
same," says Brooke Sundin, President of Local 1518. Sundin says his local is in discussions with Wal-
Mart employees in a number of stores in BC. 

The BC Labour Relations Board has ordered Wal-Mart management to call meetings of all its employees 
in the Quesnel store and read aloud the Summary of Decision that found Wal-Mart guilty of violating the 
Labour Code. The Board also ruled that UFCW Local 1518 must be allowed one half-hour to address all 
employees on 'company time' about the union and the benefits of joining the union. Wal-Mart must also 
post the entire Board decision on the store's bulletin boards. 

UFCW Canada represents over 230,000 workers in the retail industry. UFCW Canada Local 1518 has 
over 26,000 members and represents workers at Zellers, Safeway, Overwaitea, and Shoppers Drug Mart 
among others in British Columbia. 

For more info contact: Bob Linton, UFCW Canada Communications at 416.675.1104, extension 226, c: 
416.577.6160. Tom Fawkes, Communications Director, UFCW Canada Local 1518 at 604.434.3101 
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Assorted other sources for more information: 

• Find out more information on the largest discrimination class-action lawsuit in history at: 
www.walmartclass.com and at www.walmartvswomen.com 

• www.walmartwatch.org is a site for community activists interested in learning about Wal-Mart. 
This site has links to related websites on Wal-Mart Worker Rights, General Wal-Mart 
Opposition, Boycott Sites, Community Empowerment, Lawsuits, Sprawl Opposition, and more. 

• At www.sprawl-busters.com, if it’s unwanted development, such as Wal-Mart, Sprawl Busters 
can help you stop the superstore in its tracks and save your community. 

• www.martinlevitt.com is the website for Martin Jay Levitt, author of Confessions of a Union 
Buster, a former union buster who now is dedicated to protecting the rights of workers by 
exposing the tricks of corporations. 

• www.nlcnet.org  is a website for the National Labor Committee in support of human and worker 
rights. 

• www.aflcio.org  is The American Federation of Labor-Congress of Industrial Organizations' 
Website. AFL-CIO is the voluntary federation of America's unions, representing more than 13 
million working women and men nationwide and sixty-five unions. 

• Wal-Mart's Anti-Union Materials: Take a look at manager’s manual detailing tactics for keeping 
unions out of Wal-Mart stores and identifying and monitoring union supporters. 

• WalMartyrs (www.walmartyrs.com) 
• Wal-Mart's War on Workers (www.walmartwaronworkers.com) 
• People's Campaign--Justice @ Wal-Mart (www.walmartdayofaction.com) 
• Wal-Mart Workers Southeast (www.walmartunionyes.com) 
• Wal-Mart Workers Las Vegas (wwww.walmartworkerslv.com) 
• Wal-Mart Workers Michigan (www.walmartworkersmi.net) 
• The Right to Choose--Lansing, Michigan(www.therighttochoose.com) 
• Wal-Mart Workers Northeast Ohio (www.walmartworkersneo.com) 
• Wal-Mart Workers Texas (www.walmartworkerstexas.com) 
• Wal-Mart Workers Vancouver, BC (www.ufcw1518.com) 
• Wal-Mart Workers Manitoba, Canada (www.abetterlife.ca) 
• Maquila Solidarity Network's Brief Guide to Corporate Evolution: www.maquilasolidarity.org 

• United Food and Commercial Workers-Canada: www.ufcw.ca 
• United Food and Commercial Workers-US: www.ufcw.org 
• Class action lawsuit against Wal-Mart: www.walmartclass.com 
• Wal-Mart's War on Workers: www.walmartswaronworkers.com 
• Wal-Mart Watch: www.walmartwatch.org 
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Big Box Sprawl Costs Jobs and Threatens Communities with 
More Flooding, Traffic, Air, Water Pollution 

 
There is a Better Way— 

Support Locally Owned Businesses, Redevelopment and Sound Land Use Planning 
 
We all deserve nice neighborhoods, good jobs, and reasonable shopping. But across Wisconsin and the 
nation Big Box sprawl development threatens our communities, jobs, and quality of life.   There is a 
better way—support local and family businesses, invest in downtown, and tell Big Box sprawl to 
rebuild in existing sites, as Home Depot did in Madison. 
 
Big Box, Big Headaches--A sad story too often told  
 
In 2001 in Baraboo, Wisconsin a Wal-Mart super-store flooded neighbors when they failed to install 
catch basins, which are designed to contain runoff.  The flooding created from the superstore caused 
recurrent damage from standing water at least five times in the past year.  "I just want to see the things 
that were damaged replaced. I'm tired of everybody responsible passing the buck," neighbor Jeanne 
Sorenson told the Baraboo Republic.  The City of Baraboo had to pay $36,000 to fix the problem, not 
to mention the flood damages residents paid for from their own pockets.1  Wal-Mart has had trouble 
with environmental issues before. In June 2001, the corporation agreed to a $5.5 million settlement in 
federal court on charges that it violated storm water discharge laws at 17 store sites.2 
 
Big Box Sprawl Background 
 
Big box stores are large stores with large parking lots, like Wal-Mart, Target, Home Depot, Menards, 
and Borders. They often dominate local communities. In 1998 Wal-Mart opened a new store every 
three days across the U.S. It is the nation's largest employer, with sales revenue of $245 billion last year. 
If Wal-Mart were a nation, it would rank in-between Belgium and Sweden as the world's 19th largest 
economy.3  In Madison alone we have 21 Wal-Marts within a 50-mile radius.   

 
Big Box retailers such as Wal-Mart and other national chains: 
 
• Cost good paying jobs 
• Pay lower wages and increase taxes 
• Increase flooding 
• Increase traffic 
• Pollute our air and water.    

                                                           
1 http://baraboo.scwn.com/archives/index.inn?loc=detail&doc=/2001/March/28-131-news4.txt 
2 http://baraboo.scwn.com/archives/index.inn?loc=detail&doc=/2001/July/27-111-news1.txt 
3 Harold Meyerson, Labor Lost: In Wal-Mart's America, worker rights are not a priority. American Prospect Aug. 28, 2003 
http://www.prospect.org/print-friendly/webfeatures/2003/08/meyerson-h-08-28.html  
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Big Box Sprawl Costs Jobs 
 
Small businesses create employment and keep money within local communities. Between December 
1993 and December 1994 employment in small-business-dominated industries increased 4.7 percent 
and generated 2.03 million new jobs.4 During the 1990-1991 recession, most job losses came from large 
companies.  Small business owners also re-invest their profits into the local community.  Where do the 
big box retailer profits go? 

 
A study done in Austin, Texas shows that local stores create triple the economic activity of chains.  For 
example, $100 spent at Borders national bookstore chain created $13 of economic activity whereas 
$100 dollars spent at a locally owned bookstore created $45 of economic activity.  Again, local 
businesses purchase more goods and retain profits locally.5  

In Iowa, 10 years after Wal-Mart came to the state, Iowa State University Professor Ken Stone 
estimated 7,326 local businesses closed in small towns and rural areas in 1983-1993 due to big box 
retailers.  

 
A Barnstable, MA study shows that big box drains city revenue due to higher road maintenance costs 
and greater demand for public safety services.  The net annual deficit generated by Big Box was -$468 
per 1,000 square feet whereas the net revenue generated by local retail was +$326 per 1,000 square feet, 
a $794/1000 square foot difference.6 
 
Wal-Mart and other Big Box corporations are not paying the wages they should be.  On average, Wal-
Mart sales clerks earned $8.23 an hour, $13,861 a year in 2001. The federal poverty line for a family of 
three was $14,630 in 2001.7   
 
Big Box retailers expand rapidly and contribute to poor development in our rural areas. One site can 
create 1.2 million square feet of pavement and increase runoff rates and flooding as we saw in Baraboo.  
Runoff rates from construction sites are 10 to 20 times greater than those from agricultural lands and 
1,000 to 2,000 times greater than those from forestlands.8    
 
Big Box retailers’ large parking lots and lack of sidewalks create more traffic. Development outside of 
our city centers is out of public transportation’s reach and forces people to drive to work creating 
traffic congestion and increasing air pollution. 
 

                                                           
4 Edward B. Shils, Ph.D., J.D. and LL.M. "Measuring the Economic and Sociological Impact of the Mega-Retail Discount Chains on     
Small Enterprise in Urban, Suburban and Rural Communities" ww.lawmall.com/rpa/rpashils.htm  
5 Civic Economic, Liveable City Austin, TX For more about the study: http://www.liveablecity.org/ or 
http://www.austinchronicle.com/issues/dispatch/2003-04-25/pols_feature3.html  
6 Tischler & Associates, Barnstable, MA Study.  Pop. 48,000. 
7 Business-Week Online. Is Wal-Mart Too Powerful? October 6, 2003  
8 Caroline A. Copeland, Manager New Storm Water Regulations for Construction Sites Detroit Regional Office 
https://secure.claytongrp.com/stormwaterregs_art.html  
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Big Box Costs You More in Taxes 
 
Big box often costs your schools and local governments more in tax revenue. Why? They ask for large 
tax subsidies, like Tax Incremental Financing (TIFs), that give the largest corporations in the world big 
tax breaks.  According to a 1,000 Friends of Wisconsin study: 

 
 Almost half, or 45 percent of TIF districts have been used to develop farmland, not blighted 

urban lands as the programs were designed.9   
 

 Approximately 30,000 acres of farmland and open space have been developed using tax 
incremental financing subsidies.  

 
 Large corporations and big box retailers, such as Wal-Mart in Baraboo, are often beneficiaries 

of public subsidies using TIF, not family supporting businesses or blighted communities. 
 

What you can do: Run the numbers to make sure tax incremental financing (TIF) really saves money 
and doesn’t promote sprawl. 
 
 
There’s a Better Way…Redevelop Distressed Malls, support existing businesses 
 
A Good Example: Home Depot, Madison, WI 
 
Home Depot on Verona Road in Madison worked with the city to ease impacts of their development 
by moving into a distressed mall and making significant improvements rather than building in farmland 
or wetlands. They spent nearly $700,000 on traffic improvements along Verona Road, including a new 
boulevard entrance.10  They also spent $1.5 million for road changes alone and paid $50,000 for the 
costs of improving the main intersection near their store.11   
 
Our Solution: Invest in Our Communities 
 
By redeveloping existing sites, we reduce traffic and support public transportation. This lowers air and 
water pollution and creates jobs.  The Verona Home Depot redevelopment was on a Madison Metro 
bus line.  A study by HLB Decision Economics, Inc. looked at public transportation services in six 
Wisconsin communities and concluded that every dollar invested in public transit in the state generates 
over $3 in economic returns.  The analysis estimates that Wisconsin's 69 public transit systems provide 

                                                           
9 1000 Friends of Wisconsin and the Land Use Institute, www.1kfriends.org/TIF.shtml 
 
10 Wisconsin State Journal (Madison, WI), October 8, 1998, Thursday,, SECOND EDITION, Pg. 1F, 452 words, ARGUMENTS FOR, 
AGAINST HOME DEPOT; WOULD STORE REVIVE NEIGHBORHOOD OR CREATE TRAFFIC NIGHTMARE?, Roger A. Gribble 
Business reporter 
11 Capital Times (Madison, WI.), January 12, 1999, Tuesday, ALL EDITIONS, Pg. 1C, 880 words, HOME DEPOT CLEARS PLAN 
PANEL HURDLES, By Mike Ivey The Capital Times 
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some 99 million rides each year - saving transit users some $730.2 million annually - money that is then 
re-invested in the statewide economy. 12 It helps to put stores and jobs on bus lines so that customers 
and workers can get there. 
 
 
What You Can Do to Protect Your Job and Community 
 
• Tell Big Box retailers to redevelop in your community, not sprawl outside it. 
• Support small businesses that reinvest profits, buy and hire locally. 
• Support more public transportation to reduce air pollution and create more jobs in your 

community. 
• Support tax subsidy reform for TIF and other tax handouts. 
• Support Governor Jim Doyle's recently announced Grow Wisconsin Plan to fund more public 

transportation to help our economy. 
 

For more information: http://www.sierraclub.org/sprawl   
Or call Brett Hulsey or Erin Burg at (608) 257-4994. 
 
Additional resources: 
 

• Big Box Sprawl (and How to Control It), 2002, National Trust of Historic Preservation,  
www.nationaltrust.org/issues/smartgrowth/big_box_sprawl.pdf.   

• Sun Prairie Neighbors for Responsible Growth, 
http://www.nobigboxes.org/docs/bbr_research.php 

• Norman, Al. The Case against Sprawl. Slam Dunking Wal-Mart.1999   
      http://www.sprawl-busters.com/caseagainstsprawl.html 
• Fickes, Mike. Wal-Mart’s Next Frontier? National Real Estate Investor, July 1, 2002. 
• Denver, CO. Wal-Mart Proposal Ignites "Asian War". 
      http://www.sprawl-busters.com/search.php?readstory=957  2002-06-17 
• Bedford, MI. Talk of Wal-Mart Ruins Dinner 2001-12-11  
      http://www.sprawl-busters.com/search.php?readstory=838 
• Berlin, Germany. Wal-Mart "Screws Up" in Germany 2001-12-31 
      http://www.sprawl-busters.com/search.php?readstory=857 
• Austin, TX. Residents Don't Want Wal-Mart Super center in their Aquifer 2003-07-06 

http://www.sprawl-busters.com/search.php?readstory=1217  
• Gainsville, FL. Wal-Mart Given Special Deal to Try for Second Time. 2003-06-24 
      http://www.sprawl-busters.com/search.php?readstory=1212   

 
  

                                                           
12 Analysis confirms economic benefits of Wisconsin public transit September 24, 2003 Wisconsin Department of Transportation 
Study:http://www.dot.wisconsin.gov/news/news/2003general/opa-transitecon314.htm 



Exploding the Wal-Mart Myth  1 

Exploding the Wal-Mart Myth 
 
Wal-Mart faces biggest class action lawsuit in US history: 
World's largest retailer accused of discriminating against 1.6 million women 
workers 
 
http://www.union-network.org/UNIsite/Sectors/Commerce/Multinationals/Wal-
Mart_faces_record_lawsuit.htm 
 

Wal-Mart will have to answer to the biggest ever class action lawsuit in the United States. 
The Bentonville-based retail giant is said to have discriminated systematically against its 
women workers. Women have been paid less than their male colleagues, and obstacles 
have been put in way of their careers. 

In San Francisco yesterday, U.S. District Judge Martin Jenkins expanded a lawsuit filed by 
six Californian women to cover altogether 1.6 million women workers, who have been 
employed by the retail giant nationwide since 1988. 

According to the San Francisco Chronicle, Jenkins said in his decision that some of the 
plaintiffs' evidence was largely undisputed: that women were paid less than men in every 
region and in most job categories, that the salary gap widens over time even for employees 
hired into the same jobs, that women take longer to reach management positions, and that 
"the higher one looks in the organization, the lower the percentage of women.'' 

That evidence does not prove intentional, systematic bias, he said according to the 
Chronicle, but it helps to support "an inference that Wal-Mart engages in discriminatory 
practices,'' justifying class-action status for the suit. 

Los Angeles Times says that Jenkins noted that he was handing it down 50 years after the 
U.S. Supreme Court's landmark decision in Brown vs. Board of Education that desegregated 
the nation's public schools. "This anniversary serves as a reminder of the importance of the 
courts in addressing the denial of equal treatment under the law wherever and by 
whomever it occurs," Jenkins wrote according to the newspaper. 

When the lawsuit against Wal-Mart started to take form, it soon became apparent that there 
is a pattern of gender discrimination that goes through the whole company. Female store 
managers earn on average 15 per cent less than their male counterparts, while the 
difference for district managers was over 25 per cent. 

Women are discriminated also when it comes to promotions. Two thirds of the company's 
1.2 million U.S. workers are women, but only one third of all managers are female. When it 
comes to store managers, only 14 per cent are women. As a comparison, on average 60 per 
cent of the managers in general merchandise stores are women. 

This court case could turn into a real problem for Wal-Mart. Not only could it prove to be 
extremely costly, with compensations having to be paid to all or most of the 1.6 million 
former and present women workers concerned. It could also lead to a consumer reaction, 
illustrated by a female shopper's comment to The StarTribune of Minneapolis - St Paul: "I 
don't want to be part of a store that doesn't have a heart for women," (Debra) Enah said as 
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she sat outside the Midway store, Wal-Mart bags in hand. "Women do the most shopping 
here. They would lose a great deal of customers." 

The National Organization of Women (NOW) calls Wal-Mart a "merchant of shame". 
"Hundreds of women reported that Wal-Mart has created a hostile working environment, 
one which systematically discriminates against women in pay, training, and promotion," 
says Olga Vives, vice president of NOW. "Women who face this problem should be 
encouraged to know that effective remedies exist and feel comfortable coming forward with 
their complaint." 

NOW is engaged in a worker-friendly education campaign targeting Wal-Mart. "We will 
continue monitoring Wal-Mart to make sure that they do implement safeguards for women," 
says Vives. "Corporations must understand that a loaf of bread doesn't cost any less for a 
woman." 
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Three readings by Donella Meadows 
The Donella Meadows Archive 
Voice of a Global Citizen 
 
www.sustainer.org/dhm_archive 
 
 
How Do You Stop a $44 Billion Gorilla? 
 
The company didn't even identify itself in its first negotiations with city officials. For months 
we only knew that a "giant retail project" might come to our already overbuilt, traffic-
jammed, edge-of-town commercial strip. 
 
Despite the company's coyness, we guessed it was Wal-Mart, which is spreading out of the 
South like kudzu vine. In just 10 years Wal-Mart has overtaken Sears and KMart as the 
nation's largest discount retailer, with annual sales of $44 billion and about 150 new stores 
a year. We have watched Wal-Marts creep toward us up the New Hampshire side of the 
Connecticut River, luring Vermont customers without having to face Vermont's tough land-
use laws. 
 
When we finally found out it was indeed Wal-Mart knocking at our door, chills went down 
the backs of businesses and citizens. 
 
Why? 
 
Because, for one thing, Wal-Mart kills off local competitors. In Iowa the average Wal-Mart 
grosses $13 million a year and increases total area sales by $4 million -- which means it 
takes $9 million worth of business from existing stores. Within three or four years of a Wal-
Mart's arrival, retail sales within a 20-mile radius go down by 25 percent; 20 to 50 miles 
away sales go down by 10 percent. 
 
A Massachusetts study says a typical Wal-Mart adds 140 jobs and destroys 230 higher-
paying jobs. One reason Wal-Mart is price-competitive is that it keeps labor costs to a 
minimum. Aside from a few managers, who usually come in from outside, it uses people 
mainly to stack merchandise, ring up sales, and wash floors. More than half of them work 
part-time and receive no benefits. 
 
According to studies from places where Wal-Marts have arrived, here are some other 
effects. Despite public investments in restoring the downtown business district, vacancies 
there increase. Rents drop, and the enterprises that remain pay lower wages and taxes. 
Competing chain stores in existing malls leave and are not replaced. While downtown dies 
off, strip development in non-competing business booms around the Wal-Mart. Traffic there 
increases much more than predicted on the basis of the Wal-Mart alone. 
 
Fewer merchandising profits circulate within the community. Wal-Mart profits go to 
Arkansas. Wal-Mart handles most of its insurance, legal services, and banking at its 
headquarters too. 
 
That's why businesses are unenthusiastic about the arrival of a Wal-Mart. My neighbors are 
upset for reasons that are more personal and profound. They are worried about ugliness, 
hassle, noise, traffic, and growth. About the decline of neighborliness. About local control. 
About purposes of community beyond the making and spending of money. And about the 
fact that institutional bigness means, despite Sam Walton's down-home appeal, human 



Exploding the Wal-Mart Myth  4 

heartlessness. Sam Walton is dead. Wal-Mart is no longer one man's dream and 
accomplishment; it's a $44 billion gorilla that knows how to handle local officials, starting 
with not revealing its name. 
 
There are consultants who go around lecturing to panicked merchants, telling them how to 
survive After Wal-Mart. I can save everyone a lot of money by revealing the essence of their 
message: sell what Wal-Mart doesn't. Citizens are looking for advice not about how to 
survive after Wal-Mart, but how to keep it from coming, or at least how to be sure it comes 
on the community's terms, and not at the community's expense. 
 
This behemoth on our doorstep, threatening to slurp up in one swallow most of the growth 
potential of our community, to tilt business and traffic heavily in its direction, and to laugh 
all the way to the Arkansas bank, has exposed our vulnerability. There are no laws against 
institutional heartlessness. Out-competing other businesses is the American way of life. 
Around here we have given away much of the control we could have. We never passed 
land-use laws like Vermont's. The area Wal-Mart wants to occupy is already zoned 
commercial and already a mess. Our impact fees are a joke. We have talked about a traffic 
plan for years, but only talked. 
 
So what can we do? 
 
We can lean hard on the traffic problem. Let's see -- assuming a Wal-Mart-induced 
commuting delay of fifteen minutes a day, 250 days a year, and billing at $20 an hour, that 
comes to $1250 per commuter per year. For doctors and lawyers who can charge $200 an 
hour, it's $12,500 per year. We'll take it in the form of personal checks, thanks, with a 
surcharge for air pollution, pain, suffering, and ugliness. Either that or we need serious 
engineering and road-building before the big store comes in. The big store, which will cause 
and benefit from the traffic, should pay for the road-building, from studies through 
construction. 
 
Maybe the best weapon citizens have is Sam Walton's own statement: "If some community, 
for whatever reason, doesn't want us in there, we aren't interested in going in and creating 
a fuss." People who think a Wal-Mart or any other development will degrade their 
community shouldn't just grouse to themselves. They should get together, attend planning 
meetings, speak up, write letters, sound off. It can make a difference. 
 
It would make even more of a difference to realize that any kind of growth, for any kind of 
profit, is not necessarily good. What grows, where, and how fast, should be decided 
democratically in an open, foresighted process of regional planning -- not in quiet meetings 
in just one of the impacted towns, with the name of the growth agent kept secret. 
 
(Donella H. Meadows is an adjunct professor of environmental studies at Dartmouth 
College.) 
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Sprawl by Any Other Name is Still out of Control 
 
The hot term this time around is "sprawl." During previous outbreaks of concern about 
America's urbanization pattern it was called "strip development" or simply "the growth 
problem." 
 
Whatever we call it, we worry about it toward the end of every economic boom and try to 
stimulate it again during every recession. We invent policies to control it -- zoning, impact 
fees, urban growth boundaries, conservation easements, growth moratoria. We don't come 
close to controlling it. 
 
Drive around Oregon after 25 years of urban growth boundaries, or Vermont after almost 30 
years of Act 250 development review, or Maryland with its "smart growth" program. They 
look much like the rest of the nation. Shopping centers, fast-food strips, traffic jams. Prime 
farmland turning into suburbs while inner cities stagnate. Trophy houses sitting proudly on 
five-acre lawns. Longer commutes, more roads, less nature, polluted air, rising local taxes, 
miles of ugliness. 
 
Urban growth paves over 160 acres of land in the United States every hour. Much of it is 
prime farm land. At the current rate of loss, California's cropland will be half gone in 20 
more years. One-fourth of the land lost to sprawl becomes road or parking place. The 
number of vehicles is growing six times faster than the number of people. 
 
When something keeps happening that no one much likes, and it happens in many different 
places, and it goes on happening despite all kinds of measures intended to stop it, and we 
all do things -- shop at the malls, move our families further out of town -- that contribute to 
the mess and we know it but keep doing it, then we don't have a simple policy problem, we 
have a deep system dysfunction. If we want to fix it, not only do we have to do things 
differently, we have to THINK differently. Tinkering a bit, raising a tax here, throwing in a 
subsidy there, downzoning here, buying open space there, is not enough. We have to 
restructure the system. 
 
I've seen only one contribution to the recent sprawl discussion that begins to attack the 
problem at the system level. It's a book called "Better, Not Bigger" (New Society Publishers, 
1999) by Eben Fodor, a city planner (not a development planner, he carefully notes) from 
Oregon. I regard it as a necessary handbook for sprawl-fighting citizens and public officials. 
 
To treat you to just one excerpt from this funny, readable, yet profound book, here's the 
quiz with which it starts: 
 
1. How much more traffic congestion would you like in your community? 
 
A. There is already plenty of traffic, thanks. 
B. Just a little bit more, please. 
C. A whole lot more. 
 
2. How much more air and water pollution would you prefer? 
 
A. We have too much already. 
B. Just a little more pollution, please. 
C. Give me toxic soup! 
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3. How much more farmland and open space do you want to be developed? 
 
A. It would be nice if we could save what we have left. 
B. I suppose we have to sacrifice this land in the name of "progress." 
C. I can't bear the sight of undeveloped land going to waste. 
 
4. How much higher do you want your taxes to go? 
 
A. For what I'm getting, I think I'm paying enough already. 
B. I'm happy to pay more, even if I can't see any benefits. 
 
5. How much more of your local natural resources (fresh water, electric power supply, 
forests, aggregates and minerals) do you want consumed? 
 
A. I'd like to conserve our natural resources and use them as efficiently as possible. 
B. We have to sacrifice our resources to create prosperity. 
C. We should sell all our natural resources for a quick buck. 
 
6. Would you prefer that your city government continue to subsidize new development, or 
should they use the money to fund schools, extend library hours, offer day care at 
community centers, create cultural and recreational programs, and still have enough left 
over for a tax cut? 
 
A. I'll take the expanded services and the tax cut, please. 
B. Let's keep the development fire stoked with my tax dollars. 
 
7. How much bigger do you want your community to be? 
 
A. It's already big enough. 
B. Let's just keep growing and see what happens! 
C. I love big cities but am too lazy to move to one. 
 
This quiz seems absurd because it points to the obvious, inevitable, all-around-us, elephant-
in-the-living room negative effects of sprawl, the effects that are rarely mentioned in public 
boosterism about the next mall or condo complex. Mentioning them would bring into 
question the myths that fuel growth. There are good reasons why some people do not want 
those myths to be questioned. 
 
The myths are listed in Fodor's book; I'll go into them in next week's column. The reasons 
why the myths not only persist but are actively promoted will make up the following 
column. What to do to create a better system will be the column after that. 
 
(Donella H. Meadows is the director of the Sustainability Institute and an adjunct professor 
of environmental studies at Dartmouth College.) 
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Urban Growth Means Lower Taxes -- and Other Myths 
 
We need to bring in business to bring down taxes. This development will give us jobs. 
Environmental protection will hurt the economy. Growth is good for us. 
 
If we've heard those arguments once, we've heard them a thousand times, stated with 
utmost certainty and without the slightest evidence. That's because there is no evidence. Or 
rather, there is plenty of evidence, most of which disproves these deeply held pro-growth 
beliefs. 
 
Here is a short summary of some of the evidence. For more, see Eben Fodor's new book 
"Better, Not Bigger," which lists and debunks the following "Twelve Big Myths of Growth." 
 
Myth 1: Growth provides needed tax revenues. Check out the tax rates of cities larger than 
yours. There are a few exceptions but the general rule is: the larger the city, the higher the 
taxes. That's because development requires water, sewage treatment, road maintenance, 
police and fire protection, garbage pickup -- a host of public services. Almost never do the 
new taxes cover the new costs. Fodor says, "the bottom line on urban growth is that it 
rarely pays its own way." 
 
Myth 2: We have to grow to provide jobs. But there's no guarantee that new jobs will go to 
local folks. In fact they rarely do. If you compare the 25 fastest growing cities in the U.S. to 
the 25 slowest growing, you find no significant difference in unemployment rates. Says 
Fodor: "Creating more local jobs ends up attracting more people, who require more jobs." 
 
Myth 3: We must stimulate and subsidize business growth to have good jobs. A "good 
business climate" is one with little regulation, low business taxes, and various public 
subsidies to business. A study of areas with good and bad business climates (as ranked by 
the U.S. Chamber of Commerce and the business press) showed that states with the best 
business ratings actually have lower growth in per capita incomes than those with the 
worst. Fodor: "This surprising outcome may be due to the emphasis placed by good-
business-climate states on investing resources in businesses rather than directly in people." 
 
Myth 4: If we try to limit growth, housing prices will shoot up. Sounds logical, but it isn't so. 
A 1992 study of 14 California cities, half with strong growth controls, half with none, 
showed no difference in average housing prices. Some of the cities with strong growth 
controls had the most affordable housing, because they had active low-cost housing 
programs. Fodor says the important factor in housing affordability is not so much house cost 
as income level, so development that provides mainly low-paying retail jobs makes housing 
unaffordable. 
 
Myth 5: Environmental protection hurts the economy. According to a Bank of America study 
the economies of states with high environmental standards grew consistently faster than 
those with weak regulations. The Institute of Southern Studies ranked all states according 
to 20 indicators of economic prosperity (gold) and environmental health (green) and found 
that they rise and fall together. Vermont ranked 3rd on the gold scale and first on the 
green, while Louisiana ranked 50th on both. 
 
Myth 6: Growth is inevitable. There are constitutional limits to the ability of any community 
to put walls around itself. But dozens of municipalities have capped their population size or 
rate of growth by legal regulations based on real environmental limits and the real costs of 
growth to the community. 
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Myth 7: If you don't like growth, you're a NIMBY (Not In My Backyard) or an ANTI (against 
everything) or a gangplank-puller (right after you get aboard). These accusations are meant 
more to shut people up than to examine their real motives. Says Fodor, "A NIMBY is more 
likely to be someone who cares enough about the future of his or her community to get out 
and protect it." 
 
Myth 8: Most people don't support environmental protection. Polls and surveys have 
disproved this belief for decades; Fodor cites examples from Oregon, Los Angeles, Colorado, 
and the U.S. as a whole. The fraction of respondents who say environmental quality is more 
important than further economic growth almost always tops 70 percent. 
 
Myth 9: We have to grow or die. This statement is tossed around lightly and often, but if 
you hold it still and look at it, you wonder what it means. Fodor points out, quoting several 
economic studies, that many kinds of growth cost more than the benefits they bring. So the 
more growth, the poorer we get. That kind of growth will kill us. 
 
Myth 10: Vacant land is just going to waste. Studies from all over show that open land pays 
far more -- often twice as much -- in property taxes than it costs in services. Cows don't put 
their kids in school; trees don't put potholes in the roads. Open land absorbs floods, 
recharges aquifers, cleans the air, harbors wildlife, and measurably increases the value of 
property nearby. We should pay it for to be there. 
 
Myth 11: Beauty is no basis for policy. One of the saddest things about municipal meetings 
is their tendency to trivialize people who complain that a proposed development will be 
ugly. Dollars are not necessarily more real or important than beauty. In fact beauty can 
translate directly into dollars. For starters, undeveloped surroundings can add $100,000 to 
the price of a home. 
 
Myth 12: Environmentalists are just another special interest. A developer who will directly 
profit from a project is a special interest. A citizen with no financial stake is fighting for the 
public interest, the long term, the good of the whole community. 
 
Maybe one reason these myths are proclaimed so often and loudly is that they are so 
obviously doubtful. The only reason to keep repeating something over and over is to keep 
others from thinking about it. You don't have to keep telling people that the sun rises in the 
east. 
 
There are reasons why some of us want others of us to believe the myths of urban growth. 
More on that next time. 
 
(Donella H. Meadows is director of the Sustainability Institute and an adjunct professor of 
environmental studies at Dartmouth College.) 
 
Copyright Sustainability Institute 
These articles from The Donella Meadows Archive are available for use in research, 
teaching, and private study. For other uses, please contact the Sustainability Institute, 3 
Linden Road, Hartland, VT 05048, (802) 436-1277, Archive@sustainer.org. 
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If Wal-Mart comes to your town, kill it  
 
By Jim Hightower  
proliberty.com/observer/20021009.htm 
From the October 2002 Idaho Observer 
 
Bullying people from your town to China 
 
Corporations rule. No other institution comes close to matching the power that the 500 
biggest corporations have amassed over us. The clout of all 535 members of Congress is 
nothing compared to the individual and collective power of these predatory behemoths that 
now roam the globe, working their will over all competing interests.  
 
The aloof and pampered executives who run today's autocratic and secretive corporate 
states have effectively become our sovereigns. From who gets health care to who pays 
taxes, from what's on the news to what's in our food, they have usurped the people's 
democratic authority and now make these broad social decisions in private, based solely on 
the interests of their corporations. Their attitude was forged back in 1882, when the 
villainous old robber baron William Henry Vanderbilt spat out: “The public be damned! I'm 
working for my stockholders.”  
 
The media and politicians won't discuss this, for obvious reasons, but we must if we're 
actually to be a self-governing people. That's why the Lowdown is launching this occasional 
series of corporate profiles. And why not start with the biggest and one of the worst actors?  
 
The beast from Bentonville  
 
Wal-Mart is now the world's biggest corporation, having passed Exxon/Mobil for the top slot. 
It hauls off a stunning $220 billion a year from We the People (more in revenues than the 
entire GDP of Israel and Ireland combined).  
 
Wal-Mart cultivates an aw-shucks, we're-just-folks-from-Arkansas image of neighborly 
small-town shopkeepers trying to sell stuff cheaply to you and yours. Behind its soft 
homespun ads, however, is what one union leader calls “this devouring beast” of a 
corporation that ruthlessly stomps on workers, neighborhoods, competitors, and suppliers.  
 
Despite its claim that it slashes profits to the bone in order to deliver “Always Low Prices,” 
Wal-Mart banks about $7 billion a year in profits, ranking it among the most profitable 
entities on the planet.  
 
Of the 10 richest people in the world, five are Waltons -- the ruling family of the Wal-Mart 
empire. S. Robson Walton is ranked by London's “Rich List 2001” as the wealthiest human 
on the planet, having sacked up more than $65 billion (£45.3 billion) in personal wealth and 
topping Bill Gates as No. 1.  
 
Wal-Mart and the Waltons got to the top the old-fashioned way -- by roughing people up. 
The corporate ethos emanating from the Bentonville headquarters dictates two guiding 
principles for all managers: extract the very last penny possible from human toil, and 
squeeze the last dime from every supplier.  
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With more than one million employees (three times more than General Motors), this far-
flung retailer is the country's largest private employer, and it intends to remake the image 
of the American workplace in its image -- which is not pretty.  
 
Yes, there is the happy-faced “greeter” who welcomes shoppers into every store, and 
employees (or “associates,” as the company grandiosely calls them) gather just before 
opening each morning for a pep rally, where they are all required to join in the Wal-Mart 
cheer: “Gimme a W!” shouts the cheerleader; “W!” the dutiful employees respond. “Gimme 
an A!” And so on.  
 
Behind this manufactured cheerfulness, however, is the fact that the average employee 
makes only $15,000 a year for full-time work. Most are denied even this poverty income, 
for they are held to part-time work. While the company brags that 70 percent of its workers 
are full-time, at Wal-Mart “full time” is 28 hours a week, meaning they gross less than 
$11,000 a year.  
 
Health-care benefits? Only if you've been there two years; then the plan hits you with such 
huge premiums that few can afford it -- only 38% of Wal-Marters are covered.  
 
Thinking union? Get outta here! “Wal-Mart is opposed to unionization,” reads a company 
guidebook for supervisors. “You, as a manager, are expected to support the company's 
position. . . . This may mean walking a tightrope between legitimate campaigning and 
improper conduct.”  
 
Wal-Mart is in fact rabidly anti-union, deploying teams of union-busters from Bentonville to 
any spot where there's a whisper of organizing activity. “While unions might be appropriate 
for other companies, they have no place at Wal-Mart,” a spokeswoman told a Texas 
Observer reporter who was covering an NLRB hearing on the company's manhandling of 11 
meat-cutters who worked at a Wal-Mart SuperCenter in Jacksonville, Texas.  
 
These derring-do employees were sick of working harder and longer for the same low pay. 
“We signed [union] cards, and all hell broke loose,” says Sidney Smith, one of the 
Jacksonville meat-cutters who established the first-ever Wal-Mart union in the U.S., voting 
in February 2000 to join the United Food and Commercial Workers. Eleven days later, Wal-
Mart announced that it was closing the meat-cutting departments in all of its stores and 
would henceforth buy prepackaged meat elsewhere.  
 
But the repressive company didn't stop there. As the Observer reports: “Smith was fired for 
'theft' after a manger agreed to let him buy a box of overripe bananas for 50 cents, Smith 
ate one banana before paying for the box, and was judged to have stolen that banana.”  
 
Wal-Mart is an unrepentant and recidivist violator of employee rights, drawing repeated 
convictions, fines, and the ire of judges from coast to coast. For example, the Equal 
Employment Opportunity Commission has had to file more suits against the Bentonville 
billionaires club for cases of disability discrimination than any other corporation. A top EEOC 
lawyer told Business Week, “I have never seen this kind of blatant disregard for the law.”  
 
Likewise, a national class-action suit reveals an astonishing pattern of sexual discrimination 
at Wal-Mart (where 72 percent of the salespeople are women), charging that there is “a 
harsh, anti-woman culture in which complaints go unanswered and the women who make 
them are targeted for retaliation.”  
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Workers' compensation laws, child-labor laws (1,400 violations in Maine alone), surveillance 
of employees -- you name it, this corporation is a repeat offender. No wonder, then, that 
turnover in the stores is above 50 percent a year, with many stores having to replace 100 
percent of their employees each year, and some reaching as high as a 300 percent 
turnover!  
 
Worldwide wage-depressor  
 
Then there's China. For years, Wal-Mart saturated the airwaves with a “We Buy American” 
advertising campaign, but it was nothing more than a red-white-and-blue sham. All along, 
the vast majority of the products it sold were from cheap-labor hell-holes, especially China. 
In 1998, after several exposes of this sham, the company finally dropped its “patriotism” 
posture and by 2001 had even moved its worldwide purchasing headquarters to China. 
Today, it is the largest importer of Chinese-made products in the world, buying $10 billion 
worth of merchandise from several thousand Chinese factories.  
 
As Charlie Kernaghan of the National Labor Committee reports, “In country after country, 
factories that produce for Wal-Mart are the worst,” adding that the bottom-feeding labor 
policy of this one corporation “is actually lowering standards in China, slashing wages and 
benefits, imposing long mandatory-overtime shifts, while tolerating the arbitrary firing of 
workers who even dare to discuss factory conditions.”  
 
Wal-Mart does not want the U.S. buying public to know that its famous low prices are the 
product of human misery, so while it loudly proclaims that its global suppliers must comply 
with a corporate “code of conduct” to treat workers decently, it strictly prohibits the 
disclosure of any factory names and addresses, hoping to keep independent sources from 
witnessing the “code” in operation.  
 
Kernaghan's NLC, acclaimed for its fact-packed reports on global working conditions, found 
several Chinese factories that make the toys Americans buy for their children at Wal-Mart. 
Seventy-one percent of the toys sold in the U.S. come from China, and Wal-Mart now sells 
one out of five of the toys we buy.  
 
NLC interviewed workers in China's Guangdong Province who toil in factories making 
popular action figures, dolls, and other toys sold at Wal-Mart. In “Toys of Misery,” a 
shocking 58-page report that the establishment media ignored, NLC describes:  
 
13- to 16-hour days molding, assembling, and spray-painting toys from 8 a.m. to 9 p.m. or 
even midnight, seven days a week, with 20-hour shifts in peak season.  
 
Even though China's minimum wage is 31 cents an hour -- which doesn't begin to cover a 
person's basic subsistence-level needs -- these production workers are paid 13 cents an 
hour.  
 
Workers typically live in squatter shacks, seven feet by seven feet, or jammed in company 
dorms, with more than a dozen sharing a cubicle costing $1.95 a week for rent. They pay 
about $5.50 a week for lousy food. They also must pay for their own medical treatment and 
are fired if they are too ill to work.  
 
The work is literally sickening, since there's no health and safety enforcement. Workers 
have constant headaches and nausea from paint-dust hanging in the air; the indoor 
temperature tops 100 degrees; protective clothing is a joke; repetitive stress disorders are 
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rampant; and there's no training on the health hazards of handling the plastics, glue, paint 
thinners, and other solvents in which these workers are immersed every day.  
 
As for Wal-Mart's highly vaunted “code of conduct,” NLC could not find a single worker who 
had ever seen or heard of it.  
 
These factories employ mostly young women and teenage girls. Wal-Mart, renowned for 
knowing every detail of its global business operations and for calculating every penny of a 
product's cost, knows what goes on inside these places. Yet, when confronted with these 
facts, corporate honchos claim ignorance and wash their hands of the exploitation: “There 
will always be people who break the law,” says CEO Lee Scott. “It is an issue of human 
greed among a few people.”  
 
Those “few people” include him, other top managers, and the Walton billionaires. Each of 
them not only knows about their company's exploitation, but willingly prospers from a 
corporate culture that demands it. “Get costs down” is Wal-Mart's mantra and modus 
operandi, and that translates into a crusade to stamp down the folks who produce its goods 
and services, shamelessly building its low-price strategy and profits on their backs.  
 
The Wal-Mart gospel  
 
Worse, Wal-Mart is on a messianic mission to extend its exploitative ethos to the entire 
business world. More than 65,000 companies supply the retailer with the stuff on its 
shelves, and it constantly hammers each supplier about cutting their production costs 
deeper and deeper in order to get cheaper wholesale prices. Some companies have to open 
their books so Bentonville executives can red-pencil what CEO Scott terms “unnecessary 
costs.”  
 
Of course, among the unnecessaries to him are the use of union labor and producing goods 
in America, and Scott is unabashed about pointing in the direction of China or other places 
for abysmally low production costs. He doesn't even have to say “Move to China” -- his 
purchasing executives demand such an impossible lowball price from suppliers that they can 
only meet it if they follow Wal-Mart's labor example. With its dominance over its own 1.2 
million workers and 65,000 suppliers, plus its alliances with ruthless labor abusers abroad, 
this one company is the world's most powerful private force for lowering labor standards 
and stifling the middle-class aspirations of workers everywhere.  
 
Using its sheer size, market clout, access to capital, and massive advertising budget, the 
company also is squeezing out competitors and forcing its remaining rivals to adopt its 
price-is-everything approach.  
 
Even the big boys like Toys R Us and Kroger are daunted by the company's brutish power, 
saying they're compelled to slash wages and search the globe for sweatshop suppliers in 
order to compete in the downward race to match Wal-Mart's prices.  
 
How high of a price are we willing to pay for Wal-Mart's “low-price” model? This outfit 
operates with an avarice, arrogance, and ambition that would make Enron blush. It hits a 
town or city neighborhood like a retailing neutron bomb, sucking out the economic vitality 
and all of the local character. And Wal-Mart's stores now have more kill-power than ever, 
with its SuperCenters averaging 200,000 square feet -- the size of more than four football 
fields under one roof! These things land splat on top of any community's sense of itself and 
devour local business.  
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By slashing its retail prices way below cost when it enters a community, Wal-Mart can crush 
our groceries, pharmacies, hardware stores, and other retailers, then raise its prices once it 
has mono-poly control over the market.  
 
But, say apologists for these Big-Box megastores, at least they're creating jobs. Wrong. By 
crushing local businesses, this giant eliminates three decent jobs for every two Wal-Mart 
jobs that it “creates” and a store full of part-time, poorly paid employees hardly builds the 
family wealth necessary to sustain a community's middle-class living standard.  
 
Indeed, Wal-Mart operates as a massive wealth extractor. Instead of profits staying in town 
to be reinvested locally, the money is hauled off to Bentonville, either to be used as capital 
for conquering yet another town or simply to be stashed in the family vaults (the Waltons, 
by the way, just bought the biggest bank in Arkansas).  
 
It's our world  
 
Why should we accept this? Is it our country, our communities, our economic destinies -- or 
theirs? Wal-Mart's radical remaking of our labor standards and our local economies is 
occurring mostly without our knowledge or consent. Poof -- there goes another local 
business. Poof -- there goes our middle-class wages. Poof -- there goes another factory to 
China. No one voted for this . . . but there it is. While corporate ideologues might huffily 
assert that customers vote with their dollars, it's an election without a campaign, 
conveniently ignoring that the public's “vote” might change if we knew the real cost of Wal-
Mart's “cheap” goods -- and if we actually had a chance to vote.  
 
Much to the corporation's consternation, more and more communities are learning about 
this voracious powerhouse, and there's a rising civic rebellion against it. Tremendous 
victories have already been won as citizens from Maine to Arizona, from the Puget Sound to 
the Gulf of Mexico, have organized locally and even statewide to thwart the expansionist 
march of the Wal-Mart juggernaut.  
 
Wal-Mart is huge, but it can be brought to heel by an aroused and organized citizenry 
willing to confront it in their communities, the workplace, the marketplace, the classrooms, 
the pulpits, the legislatures, and the voting booths. Just as the Founders rose up against the 
mighty British trading companies, so we can reassert our people's sovereignty and our 
democratic principles over the autocratic ambitions of mighty Wal-Mart.  
 
***  
 
More of Jim Hightower's writing can be found in his monthly newletter, The Hightower 
Lowdown. For more information, see www.jimhightower.com.  
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WAL-MART MYTHS AND REALITY 
 
Flagstaff Activist Network 
www.flagstaffactivist.org/campaigns/walmyths.html 
 

Myth: Wal-Mart creates "hundreds" of new jobs for communities. 

Fact: Studies show that for every two jobs created by a Wal-Mart store, the 
community loses three. Jobs that are retained by a community are merely shifted from local 
businesses to the giant retailer. In a 1994 report, the Congressional Research Service 
warned Congress that communities need to evaluate the significance of any job gains at 
big-box stores against any loss of jobs due to reduced business at competing retailers. The 
report also pointed out that these so-called new jobs "provide significantly lower wages then 
jobs in many industries, and are often only part-time positions, seasonal opportunities, or 
subject to extensive turnover." The Real Story is that when Wal-Mart moves into the 
neighborhood, it devours local businesses and lowers community living standards.  

 
  

Myth: Wal-Mart has "always low prices, always." 

Fact: The local newspaper in Carroll County, Arkansas conducted a test of Wal-
Mart's low price claim. Surveying a list of 19 common household items at six Wal-Mart 
stores over a one month period, the newspaper staff found that Wal-Mart was cheapest 
on only two of the items . The lowest register receipt for all 19 items was $12.91. The 
highest total for all items came from Wal-Mart at $15.86. The Real Story is the high cost of 
Wal-Mart's prices: lower wages, more imports, lost U.S. jobs, lower community living 
standards.  

 
  

Myth: Wal-Mart's presence in a community generates tax revenues. 

Fact: Studies conducted by small towns on the impact of proposed Wal-Mart stores have 
shown that tax revenue reductions are more likely to occur after a Wal-Mart moves into an 
area.  

A Maryland study showed that in the years following the arrival of Wal-Mart, "town tax 
receipts from personal property and ordinary business corporation taxes grew but at a 
declining rate." The study said that "the expected growth in income taxes may have been 
offset by low-wage jobs offered by the large retailer and by the loss of employment in 
competing businesses. . . ." 

 
  

Myth: Wal-Mart's workers receive good health benefits. 
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Fact: Wal-Mart's Health Coverage Leaves Most Workers Uncovered.  

Huge employee premium payments and big deductibles keep participation in Wal-Mart's 
health plan to 38% of employees. That's 6 out of every 10 employees--more than 425,000 
Wal-Mart employees, most of them women, who have no company provided health 
coverage. Nationally, more than 60% of workers are covered by company paid health plans. 
There's more: Wal-Mart workers pay insurance premiums that cover close to half of Wal-
Mart's health plan expenses. The national average shows that employee premiums cover 
just over 25% of health plan expenses incurred by companies nationwide. The Real Story 
is that Wal-Mart freely acknowledges shifting its health care costs to taxpayers and 
responsible employers. A company spokesperson said, "[Wal-Mart employees] who choose 
not to participate in [Wal-Mart's health plan] usually get their health-care benefits from a 
spouse or the state or federal government." Wal-Mart is the biggest beneficiary of its health 
plan because the company shifts $1 billion in health care costs to the government and 
responsible employers.  

 
  

Myth: Wal-Mart "Buys American" and Wal-Mart "Brings it Home to the USA."  

Fact: Two 1998 studies that surveyed clothing on Wal-Mart store racks and shelves found 
80% and sometimes more thatn 9o% of the apparel items were produced overseas, many 
in countries where sweatshops and child labor are prevelant. 

"The truth is," says the National Labor Committee, "Wal-Mart has moved far more 
production offshore than the industry average." There's more: Commenting on Wal-Mart's 
"Buy Mexican" program, an expert on economic nationalism said Wal-Mart is ". . 
.shamelessly manipulating nationalist sentiments in both countries. . . . For all its public 
nationalism, Wal-mart is reinvesting its all-American dollars overseas."  

 
Confronting Wal-Mart: How and Why  

The battle against Wal-Mart is about maintaining quality community living standards. The 
true legacy of Wal-Mart isn’t lower prices. The true legacy of Wal-Mart is lower living 
standards for hard working Americans and those overseas.  

The fact is for every Wal-Mart store that opens, jobs are lost to the community, the tax 
base shrinks, the number of workers with health benefits declines, and the number of 
workers eligible for welfare increases.  

We have to confront Wal-Mart to stop the retail giant from turning good jobs into bad jobs, 
from turning taxpaying workers and their families into welfare-eligible families supported by 
taxpayers, and from turning workers with health insurance into the ranks of the uninsured.  

Here’s what each of us can do:  

1. Be a good neighbor. Promise to shop at grocery stores that pay a living wage and 
provide affordable family health benefits.  

2. Ask friends and family not to shop for groceries at Wal-Mart.  
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3. Be an active member of your community. Get involved in planning and zoning board 
hearings. Let the decision-makers know that you don’t want Wal-Mart in your 
neighborhood.  

4. Reach out to Wal-Mart workers. Give them the support they need to fight for their 
families and their future.  

Let’s stand up for ourselves and our families, and for our neighborhoods.  
Let’s say no to Wal-Mart!  
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DOES FLAGSTAFF NEED SUPER WAL-MART? 

www.flagstaffactivist.org/campaigns/walfacts.html 

Employment Impacts 

• On average, communities lose one and a half full-time jobs for every part-time job at 
Wal-Mart.  

• Wages and benefits at Wal-Mart are an average of $5.00/hour less than at places 
like Safeway that pay union wages.  

• The National Labor Relations Board has ruled that Wal-Mart has threatened and 
penalized employees attempting involvement in unions  

• Approximately half of Wal-Mart’s employees are eligible for food stamps  
• The median income of a Wal-Mart employee is about $12,000 as opposed to the 

national median income of $25-30,000  
• Only about 40% of Wal-Mart employees have medical coverage  

Impacts to local businesses 

• A new Wal-mart usually produces a net loss in sales tax revenue over 5 years.  
• Studies point to a 19% loss of retail over a 20 mile radius over 5 years.  
• Sales at a Wal-mart cause direct losses to local businesses; they sell the same 

products already being sold in town.  
• Money spent at locally owned businesses stays in Flagstaff and is spent again and 

again; money spent at a Wal-mart goes to Bentonville, Arkansas.  

Impacts to mall stores 

• Mall stores are devasted by the appearance of a Wal-mart Super Center located 
within a half mile of their location.  

• One study shows that pre-existing malls located near a new Super Center can 
experience vacancy rates of up to 30-40%.  

• The same study shows that approximately 50% of the mall tenants should expect to 
compete with Wal-mart products.  

• Traffic patterns to existing stores tend to decrease because shoppers stay in the 
Super Center to fill their needs.  

Unethical business practices 

• Wal-Mart stores often vacate an area when a different area looks more profitable. 
They usually leave their previous store vacant to prevent a competitor from locating 
in that building.  

• In 1992, NBC exposed Wal-mart garments being sewn together in Bangladesh as 
having a "Made in the USA" label sewn into them. Wal-Mart continues to use sweat-
shop vendors, despite their posted "Vendor Partner Standards."  

• When Wal-Mart first enters a town, they advertise heavily in local newspapers. One 
by one, local retailers close because Wal-mart intentionally undercuts their prices. 
Once the local main street has become a ghost town, Wal-Mart’s prices start to drift 
upward, and the newspaper ads dry up to almost nothing.  
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• Studies note that local businesses contribute more to community charity per 
employee than do large ones. Looking through the major lists of corporate 
philanthropy, the Walton family are not just low on the lists, they aren’t on the lists 
at all.  

The above information is gathered from a combination of the following sources: 
Boarnet, M. & Crane, R. (1999). The Impact of Big Box Grocers on Southern California: 
Jobs, wages and Municipal finances. Report prepared for the Orange County Business 
Council. 
Ervin, J., Fenske, K. Foster D., Gogo, J., Jacques, P., Thomas, R., & Tunno, M. (2000) 
Teaching Case Study: Wal-Mart or World-Mart? Unpublished teaching case study. Flagstaff, 
Arizona. 
Shils, E.B. & Taylor, G.W. (1997). The Shils Report. Measuring the economic and 
sociological 
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Take Wal-Mart to the wall! 
 
www.theemailactivist.org/walmart.htm 
 
 
Don't miss a new PBS documentary called “Store Wars: When Wal-Mart Comes to Town.” 
Click here to check local show times and read more about the program. 
 
“Store Wars” is the true story of a year-long battle in Ashland, VA between local citizens 
who wanted a Wal-Mart to open on the edge of town and those who didn’t. We call your 
attention to it because Wal-Mart is a textbook example of the type of business our nation’s 
economy currently supports at the expense of human welfare. Other companies that follow 
Wal-Mart’s exploitative patterns and practices are Toys ‘R’ Us, Home Depot, Circuit City, 
Target, and Costco. Here’s some background info. 
 
Wal-Mart has been growing at a rate of 25% in an industry that is only growing at a rate of 
4%.  There’s only one explanation for that: Wal-Mart is driving other retailers out of 
business. At first, Wal-Mart was only monopolizing the industry referred to as “Big Box 
discounters,” but now it is monopolizing retail itself. When Wal-Mart opens a new store, 
retail sales within a 20-30 mile radius typically fall by 25% in the first three or four years. 
Local shopping malls and downtown business districts suffer from increased vacancies and 
falling rents, and local governments see a resulting decline in tax revenues. 
 
How does Wal-Mart achieve such astonishing success at the expense of the people who 
welcome it? First, Wal-Mart reneges on its primary promise, which is to bring jobs to the 
region. According to a Massachusetts study, a typical Wal-Mart actually creates only 140 
low-paying jobs. In the process, it eliminates 230 higher-paying retail jobs in the region. 
 
Wal-Mart also reneges on its secondary promise, which is low prices for consumers. Wal-
Mart buys cheap everyday products such as toothpaste and toilet paper (items that most 
people know the price of) in enormous quantities and sells them for ridiculously low prices 
right at the front entrance. This creates the illusion that the whole store is full of similar 
discounts.  It isn’t, but once you’ve driven yourself and your family to the edge of town to 
do your shopping, you’re probably going to get everything you need while you’re there amid 
the 80,000 (on average) high-profit items. 
 
By creating the impression that its entire stock is discounted like the everyday items, Wal-
Mart lures customers away from its smaller competitors, which can’t buy toothpaste and 
toilet paper by the trainload and therefore can’t discount it as deeply. When Wal-Mart 
comes to town, then, mom and pop stores go belly-up. 
 
Wal-Mart is also one of the biggest exploiters of cheap overseas labor in Export Processing 
Zones. You might recall EPZs from a previous newsletter we sent out on sweatshops. Also 
known as “free trade zones,” EPZs are fenced-in, militarized corporate fiefdoms where 
teenagers, mostly girls, are worked 14-hour days in stifling, unventilated assembly plants, 
and given only enough break time to make a quick trip to the bathroom twice a day. There 
is no insurance and no benefits. Injuries are common and result in immediate firing. For 
their efforts these children are paid between 13 and 87 cents per hour, which is just enough 
to stay alive. 
 
(Click here to learn more about sweatshops in Third World EPZs.) 
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Here in the United States, Wal-Mart has become synonymous with union busting, which 
Wal-Mart does to maintain its policy of paying no more than minimum wage and of 
employing mostly part-time workers. Wal-Mart caps its work week at 33 hours, meaning 
that most of its employees have virtually the same responsibilities and workload as full-
timers but receive low pay, no benefits, and no job security. Wal-mart hauls in about $7 
billion a year in profits, yet the average Wal-Mart full-time employee is paid less than 
$15,000 a year. Wal-Mart recently surpassed Exxon-Mobile as the biggest corporation in the 
world, yet only 38% of Wal-Mart employees can afford to participate in the company's 
outrageously expensive health plan. No wonder many Wal-Mart stores turn-over 100% of 
their employees each and every year. 
 
Just as additional background information, the Center for Responsive Politics reports that 
Wal-Mart was the sixth largest contributor from the retail industry to the 2000 federal 
election campaign. Wal-Mart gave over seven hundred thousand dollars, and almost 90% of 
it went to the Republican Party. The retail industry as a whole favored George W. Bush by a 
wide margin, giving him $700,000 to Al Gore’s $250,000. On the other hand, the industry’s 
favorite candidate in the Senate was Hillary Rodham Clinton, whom it granted $150,000. 
 
Is Wal-Mart (or any other Big Box store) trying to muscle its way into your neighborhood? If 
so, there's a friend you can turn to for help. Al Norman, dubbed by CBS 60 Minutes as "the 
guru of the anti-Wal-Mart movement," has set up a web site called Sprawl-Busters that's a 
clearinghouse of information on the fight against the Big Box retailers. Al has helped many 
communities keep their home towns from becoming Home Depots. 
 
If you happen to work for Wal-Mart (or know someone who does) and you want to get in 
touch with like-minded people who are trying to reform the business and help to unionize it, 
check out the aptly-named site of WAL-MARTyrs. 
 
If you’re interested in learning more about the Wal-Mart phenomenon and the economic 
policies that have made it possible, we recommend these books: 
 
In Sam We Trust: The Untold Story of Sam Walton and Wal-Mart, the World's Most Powerful Retailer by Bob 
Orgega. 
How Wal-Mart is Destroying America and The World and What You Can Do About It, by Bill Quinn. 
Slam Dunking Wal-Mart by Al Norman 
When Corporations Rule the World by David Korten 
No Logo: Taking Aim at the Brand Bullies by Naomi Klein 
Taking Back Our Lives in the Age of Corporate Dominance by Ellen Schwartz and Suzanne Stoddard. 
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News Flashes from Sprawl Busters 

2004-04-21 

Montreal, Canada. Students Begin Anti-Wal-Mart Tour Across Canada. 

http://www.sprawl-busters.com/search.php?readstory=1407 
 
Six students in two vehicles with 230 pounds of pamphlets and flyers will leave Montreal, 
Canada on April 28th, and arrive in Vancouver, British Columbia on May 22nd. Their plan: 
Visit 21 small Canadian towns with Wal-Marts along 4,567 kilometers of Canadian highway 
in 25 days. The project is an undertaking by uberCulture Collective, a non-profit 
organization based out of Montreal, Vancouver and Halifax. UberCulture co-founder Ezra 
Winton, who also works with Amnesty International, said "the purpose of this trip is to 
inform the public of the connections between Wal-Mart’s low prices and how the company is 
able to achieve those prices." The six Concordia students say that Wal-Mart's corporate plan 
is based on three pillars: Pillar One: Exploitation of labor and violation of international labor 
laws and regulations abroad leading to human rights violations in over 25 countries. Pillar 
Two: Discriminatory and poor labor standards and practices in North America. Pillar Three: 
The domination and dismantling of the socio-economic fabric of small communities in 
Canada by aggressive business practices like “predatory pricing” and anti-organized labour 
policies, the group said. Since its entry into Canada in November of 1994, Wal-Mart has 
opened the equivalent of one 80,000 square foot megastore every 16 days. With over 230 
stores built and many more on the drawing board, the chain shows no sign of diminishing 
its spread across Canada in cities large and small. Ranging from intimidating employees in 
their attempts to unionize to paying the bare minimum required by law in Canada and 
running sweatshops abroad, this employer of 60,000 Canadians is anything but the friendly 
neighbourhood store that it promotes itself as, says Winto. The goal of the trip is to engage 
customers and employees and promote dialogue about Wal-Mart’s labor practices and the 
company’s effects on small communities. The group plans on producing a feature 
documentary of their journey. The Wal-Town Tour has already got the backing of several 
national organizations, including Oxfam Canada, the Canadian Labour Congress, the Union 
of United Food and Commercial Workers, the Rights and Democracy Network and Amnesty 
International Montreal, among many others. “This attention to Wal-Mart comes just as they 
are making plans to enter the grocery store business here in Canada," Winton explained. 
"All this adds up to the need to creatively raise the issues around Wal-Mart and the way it 
operates. And we’re the ones to do it.” 
 
 
What you can do: For more information, or to receive a Wal-Town Tour 2004 Media Pack, 
contact the Wal-Town Tour organizers by phone at 514.966.8237, or send an e-mail to: 
info@wal-town.com. For information or general inquiries about the documentary, contact 
the director, Sergeo Kirby, at: sergeo@glia.ca, or by phone at: 514.569.6164. To read up 
more on this ambitious project visit: http://www.wal-town.com. 
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2003-11-23 
Salmon Arm, B.C. Wal-Mart Fishing for Another Potential Market. 
 
http://www.sprawl-busters.com/search.php?readstory=1296 
 
Despite widespread evidence in Canada that Wal-Mart stores get their sales mostly from 
existing merchants, some communities continue to allow them in. Since early October, 
residents in Salmon Arm, British Columbia have learned that Wal-Mart Canada wants to 
build a store in their little town. According to the Salmon Arm Observer, Wal-Mart claims 
they have "received requests for a local store." Wal-Mart's words were: "We are looking at 
Salmon Arm as a potential market." If someone in Salmon Arm is addicted to Wal-Mart, 
they can find them in Vernon, Kamloops and Kelowna. The Mayor of Salmon Arm, Colin 
Mayes, says the town is losing shoppers to these other towns. He admits that Wal-Mart will 
bring challenges to local merchants, but "we also recognize we will draw people out of 
Revelstoke and Chase," the Mayor noted. “I really believe you can’t stop it." This week, the 
Mayor also announced that Wal-Mart has an option on land owned by the Adams Lake 
Indian Band. This means that Salmon Arm would not collect taxes from the project. Wal-
Mart has told the media that Salmon Arm needs a Wal-Mart because its check of credit card 
purchases at the Kamloops store shows that people from Salmon Arm shop at the Wal-Mart. 
The Lakeshore News reported that when the Wal-Mart opened in Vernon, one Salmon Arm 
businessman lost a third of his sales. But the advent of Wal-Mart within Salmon Arm will 
mean a greater loss of sales at other merchants. The new Wal-Mart opening in Cranbook, 
for example, will capture sales from existing businesses, according to a study by Vancouver 
based Thomas Consultants. According to the Thomas Consultants study, two existing 
grocery stores in Cranbrook each stand to lose five percent of their sales to Wal-Mart—more 
than $1 million and $2.4 million a year, respectively. The Royal Canadian Wholesale Club 
would be even more adversely affected, with 15%, or $2.4 million, a year lost to Wal-Mart. 
All told, Wal-Mart is expected to take away almost $5 million a year from major Cranbrook 
grocery stores—without even offering full grocery service. “Wal-Mart presents a direct 
threat to our members’ jobs because they will blow them out of business,” says a 
spokesman from the United Food and Commercial workers. whose union represents grocery 
workers at Safeway, Overwaitea, Extra Foods, IGA, and SuperValu, as well as members at 
Zellers, Hudson’s Bay Co., Canadian Tire, Grand & Toy, and Shoppers Drug Mart. “On the 
one hand, it’s going to put our people out of work, and on the other hand, it’s going to ruin 
the communities they live in.” Another study shows that when a new Wal-Mart opens a 
105,000 s.f. store in Courtenay next year, the existing grocery will lose $2.3 million a year, 
according to a study conducted by Vancouver-based Urbanics Consultants commissioned by 
a Courtenay group called Coalition for a Healthy Community, which opposed Wal-Mart’s 
rezoning application. The Courtenay study in 2000 also concluded that up to 81% of Wal-
Mart’s sales, or almost $18 million a year, would come from existing Courtenay-Comox 
retailers. “All Comox Valley retailers are likely to feel some impact, in terms of reduced 
sales, as a result of the opening of Wal-Mart, either directly or indirectly,” the study said. In 
total, the equivalent of 122 to 162 full-time retail jobs in the Courtenay area “could be lost 
or transferred to a lower wage structure as a result of the opening of Wal-Mart,” Urbanics 
concluded. 
 
What you can do: The Mayor of Salmon Arm will find that Wal-Mart leaves him with a 
weakened downtown business district, and an inferior quality of life, which Wal-Mart cannot 
sell back to the town. Unfortunately, the experience of other towns in Canada has only 
suggested to the Mayor that he should be busy trying to steal sales from other nearby 
towns--until those nearby towns get their own Wal-Marts and leave Salmon Arm to feed 
upon itself.  
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OUR EVER EXPANDING LIST OF FACTS ABOUT WAL-MART: 
 
www.wal-town.com 
 
Wal-Mart is the world's largest company. 1 
 
Wal-Mart is 3.5 times as big as the second largest retailer, Carrefour. 2  
 
Wal-Mart sells four times number-two retailer Home Depot sells in a year and does more 
business than Target, Sears, Kmart, J.C. Penney, Safeway, and Kroger combined.1 
 
Wal-Mart’s 2002 revenues hit US$245 billion, placing it as the 19th largest economy, 
between Belgium and Sweden and more in revenues than the entire GDP of Israel and 
Ireland combined. 3&4  
 
In 2002, Wal-Mart revenues were $244.5 billion with a record profit of $8.0 billion. 5  
 
Wal-Marts global profits have hit US$14 billion. 6 
 
Wal-Mart employees 1.5 million people worldwide. 2&7 
 
Wal-Mart employs 60,000 people at more than 250 stores in Canada. 8 
 
Since coming to Canada in 1994, Wal-Mart has opened the equivalent of a new store every 
16 days. 8 
 
Wal-Mart, by pushing out competition, eliminates three jobs for every two jobs it creates. 4 
 
Wal-Mart is working on moving into the Canadian grocery business as well; it already 
controls 50 percent of the grocery sales in Mexico and has been expanding its grocery 
business in the USA. 2 
 
Of the 10 richest people in the world, five are Waltons—the ruling family of the Wal-Mart 
empire. S. Robson Walton is ranked by London’s "Rich List 2001" as the wealthiest human 
on the planet, worth more than $65 billion (£45.3 billion) in personal wealth and topping Bill 
Gates 4 
 
According to a study by Forbes, Wal-Mart employees earn an average hourly wage of $7.50 
and, annually, a princely $18,000. 3 
 
Wal-Mart states 70% of its workers are full-time, but "full time" is 28 hours a week, 
meaning they gross less than $11,000 a year. 4 
 
Only 38% of Wal-Mart employees are covered by the company healthcare plan because 
most employees cannot afford the high premiums. 4 
 
Wal-Mart has been charged with 1,400 child labor violations in Maine alone. 4 
 
1 million women have filed the largest corporate class action lawsuit ever in the United 
States against Wal-Mart. 72% of Wal-Mart employees are women, but only 10% of them 
are managers. Female managers on average make $16,400 less a year than their male 
counterparts. 9  



Exploding the Wal-Mart Myth  24 

 
Honduran workers making clothing for Wal-Mart, as well as other American companies, can 
work at a rate of making two shirts a minute, one sleeve every 15 seconds. That’s 1,200 
garments a day. They are paid on average $0.70/hour. 10  
 
Wal-Mart refuses to open its suppliers to independent observers, citing fears or revealing 
corporate secrets. 11  
 
Wal-Mart is the largest American importer of Chinese goods. 10% of all Chinese imports to 
the United States are imported by Wal-Mart. Wal-Mart even established its own global 
procurement division this year, abandoning the pretense to its traditional "buy American" 
campaign. 12 
 
Independent unions are illegal in China and union organizers are regularly imprisoned. 13  
 
Although Wal-Mart claims it does not use sweatshops, a February 2004 report from the 
National Labor Committee and China Labor Watch on working conditions at a factory 
contracted by Wal-Mart in Chang Ping Township in Guangdong province revealed that: 
 
• Workers were paid less than the legal minimum and worked longer hours than legally 
allowed  
• Workers were trained to answer prepared questions and paid them a bonus for 
remembering them correctly during visits by Wal-Mart inspectors  
• Emergency fire exits and medical boxes were normally locked, but the Chinese managers 
unlocked them ahead of inspections  
• Time cards had been doctored.14  
 
1Fishman, C. The Wal-Mart You Don't Know, Fastcompany, Dec. 2003 
2 Rowell, A. Welcome to Wal-World: Wal-Mart’s inexhaustible march to conquer the globe. 
Multinational Monitor, Oct. 2003 
3 Meyerson, H. In Wal-Mart's America, Washington Post, Wednesday, August 27, 2003 
4 Hightower, J. How Wal-Mart is Remaking our World, Alternet.org, Aug 26, 2002 
5 Wal-Mart Annual report 2003 
6Kelly-Gagnon, M. Wal-Mart-"la-méchante"? La Presse, Monday April 19, 2004 
7 Greenhouse, S. In-House Audit Says Wal-Mart Violated Labor Laws, The Rearguard, Jan. 
13, 2004 
8 www.WalMart.ca 
9 Hightower, J. What every American needs to know, from: Thieves in High Places 
10 Iritani, C. & Cleeland, N. Scouring the globe to give shoppers an $8.63 polo shirt, Nov. 
24, 2003, LA Times 
11 Iritani, C. & Cleeland, N. Audit stance generates controversy, Nov. 24, 2003, LA Times 
12 UFCW Wal-Mart and Sweatshops Backgrounder, 2003, 
http://www.ufcw.org/press_room/fact_sheets_and_backgrounder/walmart/sweat_shops.cf
m 
13 Global Exchange Sweatshop Backgrounder, 
http://www.globalexchange.org/campaigns/sweatshops/ 
14 McCool, G. China: Wal-Mart Turns Blind Eye To Factory Conditions, Reuters, Feb. 9, 2004 
 
 
 


