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“When you get  
big companies to  
do important things, 
you can change  
the world.”
Fred Krupp,  
president, EDF

“What if we used 
our size and 
resources to make 
this country and this 
earth an even better 
place for all of us: 
customers, associ-
ates, our children 
and generations 
unborn?” 
Lee Scott, former 
CEO, Walmart

BIG GOALS DRIVE BIG INNOVATION -  That’s why Environmental 
Defense Fund made the strategic decision to spend 10 years on 
the ground with Walmart driving sustainability across its global 
supply chain.

The Power of Partnerships 
How a tenacious NGO and the world’s largest retailer  
found environmental success

Summary 

By 2005, the gravity of the challenges facing 

the environment demanded that big business 

and environmental NGOs evolve if they were 

going to continue to thrive. Environmental 

Defense Fund (EDF) had moved from suing big 

business in the 1960s to partnering with them 

in the 1990s. Walmart, the most powerful 

business at the top of the Fortune 500, took a 

major step toward sustainability with then CEO 

Lee Scott’s “21st Century Leadership” speech. In 

Scott’s declaration, EDF saw an opportunity to 

use the huge retailer’s leverage to embed 

sustainability across a global supply chain. They 

knew the time was right to step forward and 

publicly partner with Walmart.

In practice, it wasn’t so easy. The ten-year 

journey of the EDF-Walmart partnership saw 

the organizations trying to race down a 

corporate sustainability road at the same time 

they were building it. EDF, an independently 

funded partner, brought its expertise in science, 

economics and partnerships to the table. 

Walmart brought its scale and openness to 

innovate to the partnership. Together, they 

explored the opportunities to reduce not only 

Walmart’s impact on the environment, but also 

the environmental impacts of Walmart’s 

suppliers and distributors up and down the 

supply chain.  

Throughout the journey, innovative 

opportunities arose: To create transparency into 

products’ footprints, to put safer products on 

store shelves, and to lay the foundation for a 

future where both the environment and 

business can thrive. 

http://business.edf.org/
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Walmart CEO Lee Scott (2000-2009) delivers his 21st century 
speech

Why Walmart? 

Provide a lever long enough and you can move the earth. If 

EDF’s goal is to reimagine global supply chains - to reduce 

emissions, protect forests, reduce agricultural pollution and 

prioritize safer products - Walmart is one of its longest and 

most powerful levers. 

In 2005, Walmart was the largest private trucker, the largest  

grocer, and the third largest pharmacy in the United States. It 

measured $285 billion in sales, operated 5,000 stores in ten 

countries and employed 1.6 million employees serving 100 

million customers per week. 

Ten years later, Walmart is the number one retailer in the 

United States, Canada and Mexico. It drives $482 billion in 

sales, outpacing the second largest company in the United 

States. (Exxon Mobil), by $100 billion. Walmart now has 11,500 

stores in 28 countries, and is the world’s largest employer with 

2.2 million employees. Thirty-seven million customers visit 

Walmart each day.

Why EDF?

EDF has consistently broken the expected mold for 

environmental NGOs. Over its 50-year history, EDF has 

painstakingly applied science, economics and strategic 

partnerships to achieve real results. EDF’s pragmatic 

approach reaches across political parties, the environmental 

spectrum and the private sector. When EDF drives 

environmental solutions, it also ensures that people and 

businesses thrive right alongside the planet.

Corporate partnerships have been a cornerstone of EDF’s 

approach since 1990, when it launched a game-changing 

collaboration with McDonald’s. In the following years, EDF 

partnered with other unlikely allies to kick-start market 

transformations in shipping with FedEx, private equity with 

KKR and energy efficiency across many sectors through EDF 

Climate Corps. 

“By working with Walmart, EDF was making the 
most of a rare convergence of market power and 
environmental ambition. The timing was perfect.”
Tom Murray,  
vice president, corporate partnerships, EDF

2005 - How the Partnership Started

In 2005, Walmart made a rare public move for a company 

of such influence. 

Motivated by criticism about its size and praise for its pro-

active response to Hurricane Katrina, Walmart CEO Lee Scott 

(2000-2009) laid out his vision for how the enormous 

company could ensure its place as a 21st century leader. The 

company would:

�1. Be supplied by 100 percent renewable energy;  
2. Create zero waste; and  
3. �Sell products that sustain the world’s resources  

and environment. 

Understanding the impact that market-based solutions 

can have on serious environmental challenges, EDF jumped 

at the opportunity to help guide Walmart toward these goals. 

“At the time, Environmental Defense Fund was the 
only NGO willing to publicly admit that we were 
meeting with Walmart.” 
Gwen Ruta, former EDF VP of corporate partnerships

EDF president Fred Krupp took Lee Scott on a field trip to 

Mount Washington in New Hampshire to study climate 

change first-hand, specifically by talking to locals who relied 

on maple syrup production for their livelihood. An important 

connection was made for Scott, driving Walmart to continue 

its education by joining EDF on agricultural farms in Kansas 

to study farmers’ challenges. 

The journey was officially underway.

http://corporate.walmart.com/_news_/executive-viewpoints/twenty-first-century-leadership
http://corporate.walmart.com/_news_/executive-viewpoints/twenty-first-century-leadership
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In 2007, EDF established an office in Bentonville, AR

Walmart has hundreds of thousands of products on store 
shelves, and each product has an environmental story behind it.

The Secret Life of Eggs
The idea: For retailers, when a carton of eggs contains even one 
damaged egg, the whole carton must be thrown out. That’s five billion 
perfectly good eggs, tossed every year.

The theory: By labeling individual eggs, any damaged egg can be 
replaced at the store, thus saving the carton. For Walmart, this meant 
saving one million eggs per day; saving 10 billion gallons of water, 29 
million gallons of fuel use, and reducing $50 million in costs – savings 
that could be passed on to the customer.

The result: The egg project was shelved because ultimately, the FDA 
would not allow the repackaging of egg cartons at the retail store.

(See more - https://youtu.be/jtVhhPQSKXg)

Attacking the Goals

After two years of advising Walmart on its corporate 

sustainability strategy, EDF was troubled by the lack of 

specificity of the company’s three sustainability goals, and the 

fact that none of the goals directly addressed what was clearly 

becoming the central issue of our time: climate change.

To work more closely and consistently with the Walmart 

team, EDF established an office with two experts in 

Bentonville, Arkansas. At that point, EDF challenged Walmart 

to address what a meaningful reduction of greenhouse gas 

(GHG) emissions would look like for a company of its size. 

Taking stock of the complete carbon footprint—not only in its 

own operations, but across its many thousands of suppliers - 

and factoring in rough predictions of expected growth,  

the Walmart team announced a goal to reduce global  
GHG emissions by 20 million metric tons (MMT) by the end 
of 2015.

It was an audacious goal, but a good goal, in the sense that 

it was publicly committed to, and it was appropriate to the 

scale of the world’s largest retailer. However, the question 

remained: how was Walmart going to achieve it.

Even the EDF team wasn’t sure of the path forward. 

“Someone likened Walmart to a speeding train,” 
recalled Michelle Harvey, EDF’s supply chain 
director based in Bentonville. “We figured we 
should just grab onto the train anywhere we 
could, and start moving towards the goal.” 

Trial and Error

Working together, the EDF supply chain team and Walmart 

tried anything that, at least on paper, made sense. From the 

start, they collaborated with a dizzying array of stakeholders: 

department heads at Walmart, EDF scientists and economists, 

environmental consultants, other NGOs, distributors, buyers, 

suppliers and customers. The initial approach was ambitious, 

but lacked scientific rigor. 

And, since sustainability was yet to be recognized as a core 

business strategy, the concept had to be resold to new 

stakeholders every time there was a personnel change along 

the supply chain. There were three years of ambitious and 

innovative projects, but despite promising theories, the work 

wasn’t creating real impact at scale. 

Walmart worked with the Federal Trade Commission to 

re-label apparel to let customers know that clothing could be 

washed in cold water. They partnered with Unilever on a 

water-efficient spa shower head. They experimented with 

storing ice cream at slightly higher temperatures and date-

labeling eggs to reduce food waste.

http://corporate.walmart.com/_news_/news-archive/2010/02/25/walmart-announces-goal-to-eliminate-20-million-metric-tons-of-greenhouse-gas-emissions-from-global-supply-chain
https://youtu.be/jtVhhPQSKXg
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Some projects never saw the light of day; some were 

derailed after a lot of work; but some delivered results that, if 

not successes in their own right, contributed to the ever-

expanding pool of knowledge and experience. In particular, 

EDF and Walmart knew that dairy products had a lot of 

impact. They looked across the supply chain and found 

opportunities for innovation and efficiencies at every step: 

from farm, to processing, to distribution. Walmart also 

initiated a “packaging scorecard” that required suppliers to, 

for the first time, assess different sustainability metrics of 

their products. 

The scorecard, while well-intentioned, could not be 

successfully implemented. However, both initiatives shed 

light on one critically important need - to accurately quantify 

and communicate the “degree” to which any particular 

product is (or is not) sustainable. 

Measuring for Success

Walmart’s early exuberance over sustainability, with more 

than three dozen commitments on everything from seafood 

to solar energy, was quickly tempered by the realization that 

only goals that can be measured are meaningful. Many of the 

commitments called for percentage reductions where, as EDF 

pointed out, baselines could not be established.

The practice of Life Cycle Assessment (LCA) - which 

measures multiple environmental impacts from the 

extraction of raw materials to the disposal of a product - was 

still relatively obscure when EDF and Walmart began to search 

in earnest for product sustainability metrics. Enter the 

University of Arkansas Applied Sustainability Center, which 

initiated more rigorous and comprehensive data gathering 

and analysis with key Walmart suppliers, including Unilever, 

Clorox and Proctor and Gamble.

This also laid the groundwork for The Sustainability 

Consortium (TSC) – an innovative collaboration between The 

University of Arkansas and Arizona State University. Initially 

funded by Walmart, TSC grew to include a wide spectrum of 

companies, NGOs and  academics. The goal of TSC was to 

design and implement transparent, scalable, and science-

based measurement and reporting systems for the entire 

supply chain of products. TSC created a process, underpinned 

by science, to define the metrics behind sustainable products, 

not only for Walmart but for all retailers and consumer 

products companies. 

The Sustainability Index is Walmart’s mechanism for 

implementing TSC’s outputs to assess products from 

computers to shampoo to dairy and meats. Walmart’s buyers, 

employees who select products to be sold on Walmart’s 

shelves, use the Index to assess suppliers’ progress in 

addressing the environmental impact of products. This Index 

now covers 117 product categories and with more than 1,700 

companies reporting. Also, since it provides a consistent 

metric against which to assess progress, the Index allowed 

Walmart to evaluate its merchants on product sustainability 

– a first in the retail sector.

The introduction of TSC and the Index was a clear example 

of the EDF and Walmart teams starting to get out in front of 

the sustainability challenge in a scalable way. This was a 

solution that rippled well beyond Walmart. By rolling out the 

Index to merchants, they were also expanding deep into 

supply chains across the globe that fed Walmart’s shelves. At 

the same time they were scaling up, the integration of the 

Index into the business units meant that merchants were 

embedding sustainability goals right alongside financial goals. 

The pragmatic approach was starting to pay off.

Most importantly, Walmart’s commitment to living up to 

Lee Scott’s sustainability challenge and the 20 MMT goal 

remained steadfast, even throughout the economic 

downturns of the late 2000s.

The #1 GHG hot spots for the top 100 products, courtesy Deloitte

See a full timeline of the EDF Walmart 10-year journey —  
www.EDF.org/Walmart/Partnership

https://www.sustainabilityconsortium.org/
https://www.sustainabilityconsortium.org/
www.EDF.org/Walmart/Partnership
http://corporate.walmart.com/global-responsibility/environment-sustainability/sustainability-index-leaders-shop


“One of the most significant milestones of the 
EDF and Walmart journey stemmed from our 
teams taking an important step back to listen to 
the science.”
Jenny Ahlen, EDF senior manager, supply chain

Finding the Hotspots

From their earlier work together, EDF and Walmart had a 

general understanding of the product categories yielding the 

biggest GHG reduction opportunities. The Sustainability 

Index and TSC provided key metrics on the top product 

categories driving negative environmental impacts. And, 

Walmart had sales data to cross reference with both.  The 

result was deep insight into where the biggest GHG “hotspots” 

existed in Walmart’s supply chain and product life cycle. This 

was a critical development. Through this analysis, they 

discovered five key contributors to the company’s carbon 

footprint that would prove to be game-changers in terms of 

reaching sustainability goals.

With this knowledge, the EDF and Walmart teams re-

focused on five key areas that provided a balanced portfolio of 

sustainability projects.

1. Fertilizer use – From corn-based foods to livestock feed, 

nitrogen-based fertilizer is used to grow corn and other 

commodities which, when used in excess, emits massive 

GHGs. This accounted for 43% of Walmart’s total footprint, 

and opened up new opportunities to partner with EDF in 

working on-the-ground with farmers.

2. Energy-efficient products – Selling products is what 

Walmart does; this project fit right into its wheelhouse – Get 

consumers to use more efficient products in the home. After 

all, in 2007, Walmart exceeded its goal of selling 100 million 

Compact Florescent (CFL) lightbulbs in one year. 

3. Factory energy efficiency – With over 300 Walmart 

supplier factories in China, this was a project with 

unprecedented scale, and challenge. Simple education 

around energy efficiency improvements were the first 

important step for tackling this GHG project. Walmart now 

works with EDF’s Climate Corps program to embed graduate 

students in its Chinese factories to uncover energy 

efficiencies.

4. Recycled content – Hundreds of billions of dollars in 

annual product sales created the associated responsibility of 

waste. Specifically, there was a “chicken-and-egg issue” 

around recycled plastic products and packaging. Many places 
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didn’t offer recycling because there was no market for the 

material. At the same time product companies want to use 

more recycled content but couldn’t get their hands on it. From 

this opportunity stemmed one of Walmart’s most creative 

innovations, the Closed Loop Fund, where donations from 

Walmart, suppliers and others created a revolving loan fund 

to help develop much-needed recycling infrastructure.

5. Food waste – Again, this opportunity sat square in 

Walmart’s wheelhouse as the world’s largest grocer. One-third 

of the food that gets produced ends up in the garbage. 

Walmart instead drove innovations in food labeling with the 

Institute of Food Technologists, and created a food donation 

system with Feeding America. 

The Ripple Effect

What started as a partnership between one small 

environmental NGO team and the world’s largest retailer 

became a common initiative across hundreds of companies 

and suppliers, affecting hundreds of thousands of retail 

products. This ripple effect was driven by EDF and Walmart, 

collaborating to send the right demand signals across its vast 

supply chain. 

EDF’s role was to supply the strategic advice and the 

science to help Walmart set the right sustainability goals, put 

the right policies in place, and to also provide the on-the-

ground expertise to buyers and suppliers who needed to 

respond to new demands. By committing to this long-term 

partnership, EDF was on the ground with Walmart, 

persevering to find workable solutions to problems no-one 

else was undertaking at that scale.

Top CEOs at Walmart Sustainable Products Expo

https://www.edf.org/media/edf-launches-initiative-reduce-fertilizer-pollution-commodity-grain-crops
http://corporate.walmart.com/_news_/news-archive/2007/10/02/wal-mart-surpasses-goal-to-sell-100-million-compact-fluorescent-light-bulbs-three-months-early
http://edfclimatecorps.org/impact/expanding-edf-climate-corps-china
http://www.environmentalleader.com/2014/04/30/walmart-suppliers-launch-recycling-fund/
http://corporate.walmart.com/_news_/news-archive/2010/05/12/walmart-commits-2-billion-to-help-end-hunger-in-the-us
https://www.edf.org/blog/2014/06/06/walmarts-sustainability-plan-inspires-corporate-america-take-action


The fertilizer initiative is a perfect example of the ripple 

effect. Fertilizer use associated with corn products made up 

one of the largest GHG hot spots in Walmart’s supply chain 

and product lifecycle. Walmart encouraged its suppliers who 

use commodity grains such as corn, wheat and soy in their 

products, to develop a fertilizer optimization plan that 

outlines clear goals to improve performance based on 

Sustainability Index research. When the initiative launched in 

2013, the goal was to reach 14 million acres and reduce 7 

MMT of GHG emissions by 2020.

Additionally, by taking advantage of EDF’s history of 

working with farmers, Walmart was able to work with 

stakeholders all along the supply chain – food companies, 

agricultural retailers and farmers – to optimize fertilizer use 

while maintaining crop yields. 

Another major lever in the ripple effect was Walmart’s 

ability to convene major players around common 

sustainability goals. In 2014, Walmart hosted the first 

Sustainable Product Expo, spotlighting the EDF-driven goal of 

reducing 20MMT of GHG from its supply chain. While some 

suppliers already had fertilizer optimization plans in place, six 

major brand CEOs committed to fertilizer optimization at the 

expo, and seven major companies joined Walmart and the 

Walmart Foundation to create the Closed Loop recycling fund.

Through this work, there are now multiple companies - 
including Smithfield Foods, Campbells, Coca-Cola, Murphy 
Brown, Cargill, Pepsi and others - who have committed to 
optimizing fertilizer use on over 20 million acres of U.S.  
farms, saving farmers money while reducing climate 
impacts by 9 MMT.

 
Unexpected Opportunities

As EDF worked with Walmart to assess product lifecycles 

across the supply chain, they not only found environmental 

improvements, but also an opportunity to address the safety 

of chemicals used in the products Walmart sells. Chemicals of 

concern in products is an often-overlooked but equally 

important aspect of sustainability. 

So in 2008, EDF initiated an effort with Walmart to develop 

metrics for assessing the chemical ingredients of products. 

The team focused on household cleaners, personal-care 

products and other chemical-intensive items. The results: 

Nearly 40% of the over 100,000 products screened contained 

chemicals of concern. Walmart leaders wanted to act, so EDF 

helped Walmart draft a first-of-its-kind chemicals policy for 

home and personal care products. The policy sent an 

important demand signal across the supply chain that 

reached all the way down to the chemical producers. 

This work has expanded out to major manufacturers such 

as Johnson & Johnson and Colgate-Palmolive who publicly 

announced they would begin to phase out of chemicals of 

concern. In another unprecedented move, Walmart and 

Target hosted a 2014 summit to educate and encourage 

industry-wide collaboration to bring safer ingredients into 

personal care products.

Now, Walmart’s chemicals policy is proving to be 

instrumental in the phase out of approximately ten chemicals 

of concern in over 10,000 home and personal care products.

THE POWER OF PARTNERSHIPS

Leveraging the supply chain to remove chemicals of concern from 
everyday products

Fertilizer optimization could reduce climate impacts by 9 MMT

https://www.edf.org/blog/2014/02/27/walmart-consumer-product-suppliers-chemical-phase-out-starts-now


Momentum for the Next 10 Years

EDF’s 10-year journey with Walmart started with three 

auspicious sustainability goals, and it is worth noting the 

progress made to date because it creates a solid foundation 

for the work ahead:

1. Be supplied by 100 percent renewable energy – Walmart 

reported using 26% renewable energy at the end of 2014 and 

had more than 380 renewable energy projects in development 

going into 2015. Based on early work with EDF on “thin film” 

and other next-generation solar, Walmart is the number one 

retail user of solar in the United States.

2. Create zero waste – By the end of 2014, Walmart had 

reduced waste by 82.4% in the United States and by 68% 

internationally. During this journey, EDF held Walmart 

accountable to strict waste guidelines, including not using 

incineration as part of its waste diversion strategy. Walmart 

has also committed to reducing food waste by 15% in its 

emerging market stores, and has reduced food waste by 11% 

to date.

3. Sell products that sustain the world’s resources and 
environment – This goal encompasses the bulk of EDF and 

Walmart’s supply chain work together.

There was so much valuable information hidden behind 

every product on Walmart’s shelves - the opportunities were 

overwhelming. One product may have had a large 

environmental footprint, but only sell a million units a year. 

Another product may have a smaller footprint, but with sales 

in the billions, would have more scalable impact. Through 

painstaking research, EDF and Walmart were able to zero in 

on the products with the biggest potential. 

By focusing on the most impactful projects, Walmart not 

only met but surpassed the climate goal of reducing 20 MMT 

of GHG from its global supply chain. And by the end of 2015, 
Walmart had achieved a 28 MMT reduction - a huge goal 

reached through leadership, innovation and collaboration. 

“EDF pushed Walmart to set this goal;  
but we also worked side by side with them  
to achieve it. It is this type of long-term  
collaboration that drives results at scale.”
Elizabeth Sturcken, EDF managing director,  
supply chain

To reduce GHG emissions by 28 MMT, EDF and Walmart 

tackled a diverse range of projects: improving products like 

LED light bulbs, creating a Closed Loop recycling fund, 

changing food date labeling to reduce waste, and optimizing 

fertilizer use on over 20 million acres of U.S. farmland. To put 

these results in perspective, the 28 MMT reduction of GHG 

from Walmart’s supply chain is the equivalent of taking almost 

six million cars off the road.

EDF and Walmart innovated to create transparency into 

the sustainability of products. By creating the Sustainability 

Index, powered by TSC, Walmart enabled literally billions of 

dollars of products on its shelves to be evaluated. To date, over 

$135 billion of Walmart’s business has been evaluated by the 

Sustainability Index, providing valuable data needed to 

address GHG hot spots in the supply chain. 

This report features just a sample of the impressive 

sustainability work that EDF and Walmart have achieved over 

their 10-year journey. The progress they’ve forged together is 

notable, but this is only a starting point. Through trial, error 

and success, the partnership has laid the foundation for more 

important work moving forward by establishing a framework 

for corporate leadership in sustainable supply chains.

THE POWER OF PARTNERSHIPS

Working across the supply chain to embed sustainability and 
transparency into consumer products



A Framework for Success

EDF partners with companies like Walmart to create 

environmental and business benefits at scale. EDF also wants 

to create and share best practices that can be replicated 

across industries. In essence, sharing best practices and 

driving environmental change at scale is EDF’s compensation 

because the NGO does not take money from their partner 

companies. In essence, sharing best practices and driving 

environmental change at scale is EDF’s compensation. They 

do not take money from their partner companies. EDF’s 

funding (from donors and foundations) allows it to be 

unbiased, and more importantly, patient and pragmatic in 

tackling the biggest environmental challenges. This approach 

enabled EDF to be on the ground, consistently working with 

Walmart to set ambitious goals, innovate, and bake 

sustainability into its global supply chain. 

Ten years of working with Walmart and 25 years of 

partnering with leading brands have helped EDF develop a 

simple but powerful framework for advancing sustainability 

through the supply chain. This framework is defined by three 

key elements of corporate sustainability leadership: 

SCIENCE – Make it count. All worthwhile sustainability 

initiatives are built on a solid foundation of science that tells 

us what is needed to achieve sustainability on a global scale 

and the level of responsibility that companies should bear. 

EDF helped Walmart arrive at the target of reducing supply 

chain emissions by 20 million metric tons by applying the 

science of overall GHG reductions needed to achieve climate 

stability and what a meaningful reduction would look like for 

a company of Walmart’s size.

When setting goals and implementing programs, 

companies should first understand the big picture of what 

environmental outcomes must be achieved, by when, and 

what role they should play in making those outcomes happen. 

Companies must also assess where the current 

sustainability hot spots exist in their supply chain and create a 

plan to address the highest impact areas. Applying science 

means grounding your goals in solid economics. Corporate 

sustainability leadership must focus on the long-term  

effects of climate change and other environmental risks in the 

supply chain and realize that long-term risk mitigation is 

smart business.

STRATEGY – Make it core. Leading companies embed 

sustainability in the core of their business. They create goals 

and initiatives that extend naturally from their comparative 

advantage and add real value to their supply chain while 

reducing environmental impacts.

Walmart focused on what they do best: sourcing and 

selling consumer products. By comparing the biggest sources 

of emissions with sales data, Walmart identified the best areas 

of opportunity. Two examples of Walmart’s strategy include 

selling substantially more energy efficient lightbulbs that 

reduce consumer energy use and sending the demand signal 

for more sustainable corn-based products through optimized 

fertilizer use. 

THE POWER OF PARTNERSHIPS

Science, strategy and systems are the essential components of leading-edge corporate sustainability leadership.



Tips for companies:

Be ambitious: Set aggressive, yet achievable, science-based 

sustainability goals that match the scale of the problem and 

the scale of your influence while aligning with central 

business strategy. Committing publically to big goals sends a 

strong signal to suppliers and customers that sustainability is 

core to your business.  

Measure to manage: Like any key business initiative, set 

and report on clear performance metrics. Metrics should 

focus on real, measurable, absolute improvement and a long-

term view. Make sure that sustainability teams and core 

business units are aligned on the key metrics that will allow 

both the business and the planet to thrive.

Persevere: Knowing that the work matters to the business 

and the planet, commit to seeing the goal through and 

adjusting course as necessary. Most likely your supply chain 

isn’t static, with suppliers, products and challenges shifting 

with the ebbs and flows of the business. You need to create 

tools to easily onboard new stakeholders, and continually 

reassess where new suppliers or products could create new 

opportunities for sustainability innovation.

SYSTEMS – Make it scale. Leading companies recognize 

that today’s environmental challenges are too big to tackle on 

their own. Taking a systems-approach means looking beyond 

the four walls of your company, collaborating with key supply 

chain partners and policy makers, and sending a clear 

demand signal for sustainable products and practices across 

your supply chain.  

Walmart was able to achieve ambitious GHG reduction 

goals by collaborating with buyers, suppliers and producers 

across their supply chain. The Sustainability Consortium was 

created to allow all retailers and consumer product 

companies to measure environmental impacts in their supply 

chains. Even competitors were brought to the table to scale 

best practices across the industry. 

Tips for companies:

Signal demand: Brands and retailers have the leverage  

to send game-changing demand signals for greater 

sustainability throughout your supply chains. Create and 

communicate clear sustainability standards for the supply 

side of your business.

Engage key stakeholders:  Collaborate across internal 

departments, industries, competitors, NGOs and 

policymakers to deliver impact at scale. Identify key 

collaborators for each goal and commit to consistent 

engagement. For retailers, this means involving your 

executives, your employees, suppliers, buyers and distributors 

by clearly communicating your sustainability goals and 

getting stakeholder buy-in.  It also means providing 

transparency to your customers about the environmental 

impact of the products and services they buy, allowing them 

to make better choices for the planet.

Align on policy: The size and the scale of the environmental 

challenges we face require both corporate leadership and 

regulatory change. Companies need to weigh in on local, state 

and national policies to ensure their corporate sustainability 

efforts align with their public policy stances. By supporting 

smart climate and environmental policy, companies can 

actively address future business risks and supply chain 

disruptions from climate change.

 
Looking Forward

EDF will continue its work with powerful companies to 

help shape corporate sustainability leadership for the future. 

It is time for corporate leaders to step up on climate — 

making public, science-based commitments and creating an 

environment where denial and delay by private and public 

sector leaders is no longer acceptable. Tending one’s own 

sustainability garden is necessary but not sufficient—

corporate leaders of today and tomorrow need to collaborate 

with each other and assert public policy leadership, ensuring 

that business and the planet will thrive.

Learn more at www.EDF.org/Business

THE POWER OF PARTNERSHIPS

EDF and Walmart will continue their journey toward sustainability 
with new goals, new innovations and expanded scale. 

Learn more at www.EDF.org/Business


2005 
• �Walmart consults with 

Environmental Defense Fund on 
corporate sustainability strategy. 
EDF president Fred Krupp takes 
Walmart CEO Lee Scott to Mt. 
Washington to see the impacts of 
climate change first hand.

2006
• �EDF’s Corporate Partnerships 

Program starts working with 
Walmart on climate change, 
chemicals, packaging and 
aquaculture in support of its 
three aspirational goals:

	 - �Be supplied by 100%  
renewable energy

	 - Create zero waste
	 - �Sell products that  

sustain people and  
the environment 

2007
• �EDF establishes a permanent 

office in Bentonville, Arkansas, 
adjacent to Walmart corporate 
headquarters. EDF works 
closely with Walmart to sell 
100 million compact 
fluorescent light bulbs (CFLs), 
driving this technology into 
the mainstream.

2008
• �At the Clinton Global 

Initiative, Walmart credits 
EDF for pushing it to reduce 
global plastic shopping bag 
waste by 33% by 2013.

• �Working with Walmart and 
the New England Aquarium, 
EDF changes the international 
certification system for 
sustainable aquaculture, 
setting the stage for Walmart 
to pursue credible certification 
of its farmed seafood.

2009
• �EDF works with Walmart and 

major consumer goods 
companies to develop metrics 
to assess retail products. 
Nearly 40% of the 100,000+ 
Walmart products evaluated 
contain chemicals of concern. 

• �Walmart announces the 
creation of The Sustainability 
Consortium (TSC), providing 
the science for a Sustainability 
Index that will score life-cycle 
attributes of products by 
category, and pave the way for 
scalable change across the 
world’s most recognized 
retailers and consumer 
products companies. EDF was 
key in the development of this 
organization.

2010
• �Culminating five years of 

negotiations, Fred Krupp and 
Walmart CEO Mike Duke 
announce Walmart’s goal to  
eliminate 20 million metric 
tons of greenhouse gas 
emissions from its supply 
chain and product life cycles 
by the end of 2015. 

• �EDF and Walmart announce 
a clean energy project to 
install and assess next-
generation solar technology 
at over 30 Walmart facilities.   

• �EDF works with Walmart to 
frame its first global goal on 
sustainable agriculture, 
including the removal of 
unsustainably harvested palm 
oil from private label 
products.  

Our journey with Walmart and beyond

2011
• �Walmart changes its clothing 

care to specify “wash in cold 
water,” which required a 
regulatory change. If 5% of 
Walmart customers wash 
laundry in cold water,  
almost three million metric 
tons of GHG could be  
reduced annually. 

2012
• �Walmart uses TSC outputs to 

underpin the Sustainability 
Index, a tool assigning scores 
to products in 191 categories, 
representing 30% of 
Walmart’s U.S. sales. EDF 
helps train Walmart and  
Sam’s Club buyers on the use 
of the Index. 

2013
• �Walmart unveils a policy on 

chemical ingredients in home 
and personal care products, 
setting forth expectations for full 
ingredient disclosure and 
targeting about ten key 
chemicals of concern for 
substitution with safer 
ingredients, while requiring  
that its private brand 
consumables products meet 
EPA’s Safer Choice standard. 

• �As a result of Walmart’s supply 
chain carbon reduction goal, 
Walmart focuses on optimizing 
fertilizer use, addressing the 
biggest greenhouse gas impact in 
its products. Fifteen top 
suppliers representing 30% of 
national food and beverage sales, 
join in effort.

2014
• �Walmart hosts the first 

Sustainable Product Expo, 
spotlighting the EDF-driven goal 
of reducing 20MMT of GHG 
from its supply chain. Six major 
brand CEOs commit to fertilizer 
optimization and seven major 
companies join Walmart and the 
Walmart Foundation to create 
the Closed Loop recycling fund.

• �With EDF’s support in creating 
the policy, Walmart gives notice 
to its consumer product 
suppliers requiring the phase out 
of certain chemicals of concern 
in U.S. consumable products 
sold in Walmart and Sam’s Club 
stores. 

2015
• �TSC is used to evaluate  

$135 billion dollars worth of 
products, touching all parts 
of the global supply chain.

• �Walmart announces that it 
has doubled fleet efficiency 
and is on track to avoid 
almost 650,000 metric tons 
of CO2 and save nearly 
$1Billion. EDF worked with 
Walmart to set its first 
long-term freight goals.

• �EDF & Walmart announce 
that they have surpassed 
their 20 MMT goal  - 
reducing 28 MMT of GHG 
from the global supply chain.




