Introduction
Walmart Canada is a franchise of discount stores that opened in 1994.  Its main objective is to provide customers with merchandise and goods at low cost so that customers save more, and live better. In order to provide customers, stakeholders, shareholders and possible partners with information about the company and its future business objectives, Walmart has developed a Corporate Social Responsibility (CSR) report. This report will highlight objectives from Walmart’s CSR report and test them with accusations essentially defying Walmart and its claim to sustainability and accountability. 
Materiality 
The Walmart CSR report is written with the same principles used in panel discussions between community leaders, non-governmental organizations and others from Ontario and Quebec. With the assistance of the Canadian Business for Social Responsibility (CBSR), who designed this external process, and with the standards of Global Reporting Initiative (GRI) used as a benchmark. Based on these findings, Walmart has broken its greatest issues most relevant to its business into four sections: environment, people, responsible sourcing and community. 
The issues that Walmart incorporated in its CSR report reflect topics that demonstrate that the franchise is taking initiative through various changes and company concerns.  For example, Walmart’s use of the strategic For the Greener Good plan informs customers and employees and highlights the goals that are rooted from the plan to better serve shareholders and prospective partners. 
Through the report, Walmart creates awareness for people in which areas are now its primary focus. (eg. further supplier/factory audits, better manufacturing standards, community nurturing, providing employees with freedom to grow internally and a safe work environment). It is important to make this information available so that people have an understanding of what Walmart does, how it operates and how it’s changing.  Walmart mentions another relevant business issue stating that it’s using more than just its own auditing teams. Including this information engages shareholders and stakeholders. This is imperative information because if a third party auditing group discovers a problem with Walmart’s factories before it does, the problem can ruin Walmart’s reputation damaging its current relationship with its shareholders, current customers and prospective communities.  
Transparency 

 While Walmart did a wonderful job of listing and mentioning its future goals to develop its commitment to being a more accountable company, it did a terrible job of being transparent about the negative issues and accusations it is bombarded with. In the report, charts and lists only provided positive. As much as this was supposed to “help” Walmart create a positive picture, it actually had the opposite effect. The information on pollution charts, improvement goals, community survey results and factory rating charts had no previous facts, numbers or statistics that allowed people to measure or compare older results with the current ones. It is impossible to measure something without having a benchmark to measure from. Of all the charts only the FYI Audited Waste Diversion chart and the KPI chart allowed people to compare 2007’s records to 2008. CSR-trends 2009 survey states that 87 per cent of companies report on greenhouse gas (GHG) emissions, so this is a minimum requirement.  The environmental section of the report claims that Walmart had a plastic bag recycling campaign which allowed people to bring in their plastic bags. The claim was that Walmart would discard of the bags, while being environmentally conscious. On a website dedicated for Walmart employees to speak out, an employee mentions that the program was no more than a scam (WORDS FROM ENVIRONMENTAL TASK FORCE MEMBERS).
 “I took the opportunity to discuss in detail with the persons who emptied these bins exactly what happened to the bags after they retrieved them from the bins. These bags were not recycled, but thrown away.  This was nothing but a facade to imply that Wal-Mart is concerned with our environment and participating in a recycling program.  This is a small example of Wal-Mart’s questionable integrity.” –Sue in Kansas
 At no point in the report does Walmart ever mention the multiple environmental violations it has received from nine states, or the $570,000 in penalties that it has had to pay in water contamination and air pollution claims (Wal-mart fined $3.1 million for clean water act violations., Forced to Settle Air Pollution Claims,) Also, nowhere in the report does Walmart mention being sued with the largest sex discrimination claim to date, but it  does declare that it’s one of the top leaders with the highest rate of female management.  Walmart has no consistency. 
Credibility

The Walmart CSR report contains a stakeholder panel from Ontario and Quebec. While there are blurbs of Walmart winning awards, the majority of information on the report comes from Walmart partners or associates. The most notable third party source was Peter Love, the Chief Energy Conservation Officer of the Ontario Power Authority praising Walmart’s experimental green store in Burlington. Globally the report revealed information about factories and suppliers, and mentioned stakeholder groups that gathered to improve workplace standards. W While Walmart’s materiality information is explanatory, it lacks substance and credibility. (eg. The Continuous Improvement in the Central American Workplace) Although the report mentions that there have been some issues with Walmart’s suppliers’ factories, no where did  it actually admitted that outsourcing conditions  deserved more persistent attention. Again, this is just one more of Walmart’s newest “commitments.” Another credibility issue is Walmart’s belief of, people are our business. If this is the fundamental basis of the industry, then Walmart would achieve more credibility if it actually ranked this business issue first in its report.  
Communication
The colour- coordination of the four greatest business issues makes this report easy to navigate. While the language used through out the report is fairly simple, the large chunks of writing make the report time consuming and dull. The report discusses Walmart making a change and improving, this would be better communicated with more comparative charts. Having these charts, would allow the audience to decide whether or not the company is actually improving or just polishing up on its ability to omit.  Information on the report is clustered and eventually becomes difficult on the eyes. Walmart would improve its readability of the report if it, revealed negative information, and then followed up by citing the positive information that proved its commitment to creating a more sustainable company.  I believe that by excluding certain aspects of responses, outcomes of surveys and informational opinions of Walmart, the company has insulted its audience by not giving them the option of deciding for themselves whether Walmart is truly on its way to being corporately responsible.
Conclusion
This report identifies the importance of issues and goals Walmart Canada has positively listed in its CSR report and how it has not helped settle the negative controversy associated with the franchise. I believe that even with global “Wal-Martization” (Organizing Walmart: The Canadian Campaign) committing to change Walmart will fail, unless it becomes more transparent through its issues to receive customer trust and credibility. Even the founder of Walmart, Sam Walton was quoted before his death saying, “The best thing we [Walmart] ever did was hide back there in the hills.”  Walmart’s adapted to hiding.   Its flaky efforts won’t be enough to convince the public unless it changes.  Its own employees need to be convinced of its reset goals, otherwise, it will never be able to maintain trust with the public and be perceived as a sustainable or accountable company.  
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