
Q: What inspired Wal-Mart to undertake its neW 

sustainability effort? as i understand it, you looked 

20 years ahead and basically didn’t like What you 

saW and ended up changing your strategy. 

I think there were several things going on a few years 
ago. Rob Walton, who’s our Chairman of the Board, 
had a personal relationship Peter Seligmann. Peter was 
the co-founder and CEO of Conservation International. 
In the course of traveling together, Peter said to Rob, 
“You know, there’s really a lot that your company could 
do to positively impact the environment.” He was sug-
gesting to Rob that Wal-Mart really could be a driver of 
great change.

So Rob introduced our CEO, Lee Scott, to Peter and 
others from Conservation International, and they all sat 
down together to share the impact of various industries 
on the environment. And it was obvious that, with the 
size of our company and the size of our supply chain—
66,000-plus vendors over 4,000 locations across 
the United States and abroad—we are positioned in 
a unique way to really have an impact on this thing 
called “environmental sustainability.”

After Hurricane Katrina, Lee Scott once again rec-
ognized our ability to change Americans lives for the 
better. We worked with government agencies and local 
communities to provide help and relief to those affect-
ed by the hurricane. Lee helped us transfer this line of 
thinking into our daily business practices. We set out 
to use our resources and size to make this world a 
better place for our associates, customers, and future 
generations.

At the same time, we have seen that there are busi-
ness benefits to doing things in a more environmentally 
friendly way. There are certainly benefits to the con-
sumer, which is what Wal-Mart’s all about. It quickly 
became apparent that Lee was very serious, that this 
was not going to be a flavor of the day. 

Q: do you sense a shift in the values of your 

shoppers? are We reaching a kind of tipping 

point Where consuMers Will expect coMpanies 

to act in Ways that are respectful of the  

environMent? 

Our organic offering continues to grow. The shelf 
space is definitely expanding. But something that’s 
different about our approach is that we haven’t sac-
rificed the everyday low price. We really are trying 
to lead what we call the democratization of sustain-
ability. You don’t need to be wealthy or elite to buy 
sustainable products. And that’s what we’re trying 
to do—to afford all customers, regardless of their 
economic status, the ability to take advantage of 
products that keep the environment in mind. They’re 
afforable, and oh, by the way, they’re good for the 
environment. Wal-Mart has the power, with the 
partnerships with our suppliers, to make things like 
that affordable to everyday Americans. And not just 
Americans. We can do it for people around the world.

I also think consumers are concerned about the envi-
ronment. And in today’s corporate environment, I think 
there are greater expectations of companies—not 
only that we operate our businesses ethically and with 
integrity but also that we’re good environmental  
stewards in the process. 

Q: in the signals survey, We found that there 

are tWo factors that coMe together to define 

a sustainable citizen index. the first factor 

is around personal care and concern about 

health. the second factor is related to iMpacts 

on local coMMunities—behaviors like support-

ing local farMers and recycling and things 

like that. is part of your sustainability effort 

focused on coMMunities?

You’re probably familiar with our “store of the commu-
nity” initiatives, where we really try to make the store fit 
the neighborhood, not only externally in the building—
the way the building looks—but also the product selec-
tion. We try to make sure it really fits the demographics 
of the local community, whether it’s economic or a cer-
tain ethnic group. And we do encourage the purchase 
of produce and other products from local vendors.

So your index marries really nicely with our “store of 
the community” efforts. It’s really a goal of Wal-Mart to 
have every store in the company reflect the community 
it’s in, whether that’s buying from the local farmers or 
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of Asset Production, Safety and Compliance  

for Wal-Mart’s Logistics Division.

In 2006, Wal-Mart announced a major initiative to pursue a sustainable business strategy, asking all its suppliers to align 
themselves with the effort. Monica Mullins serves as the spokesperson for its business sustainability initiatives. IFTF’s 
Bob Johansen talked to Monica about the changes she’s seeing at Wal-Mart as it adapts to a global sustainability effort.

the local organic farmer or a local vendor. But we do 
have some sustainability standards now as we work 
with our vendors. We really encourage vendors of any 
size to look at the way they manage their business and 
ask: is there something they could do differently from 
an environmental-sustainability or business-sustain-
ability perspective that would contribute to our efforts 
as a company?

Q: i knoW your relationship With coMMunities 

has been a sore spot in the past. and i’ve heard 

the terM “green-Washing” used to describe 

your effort. are people really taking you 

seriously yet?

I think it’s something that we have to address. But 
there are a lot of things we do for communities, not the 
least of which is the number of jobs that we bring to 
the communities. We’re not afraid to go into the metro 
areas where businesses have left. I think Chicago is a 
great example, where a factory had been there once 
and it’s very economically depressed and a number 
of other businesses now have come into this area of 
Chicago. We pay a very competitive wage. We have 
very good benefits. 

And it’s very, very important to us to have a good rela-
tionship with the community. We really do want to do 
well by the community and bring jobs and offer men 
and women opportunities that they may not have had 
otherwise. I mean, my own personal story is a good 
example. When I came to the company, I would never 
have guessed that I would have the opportunities that I 
have. I started in February 1998 as a field manager. I was 
in the company’s risk-control department. After about 
six months, I came into Bentonville and was promoted 
through the department over the course of a few years. 
Then I was promoted last December to Vice President. 
So, I mean, I’ve just had a wonderful career with this 
company. And it’s a really exciting time to be here.

Q: you’re vice president of the global 

logistics netWork. hoW have your role 

and that netWork evolved as a result of the 

sustainability initiative?

The logistics network has grown over the last couple 
years beyond our fleet and beyond our domestic U.S. 
distribution centers to include the supply chain, to put 
more emphasis on the operations of our buildings, the 
construction of our buildings, and on the cargo initia-
tives. Our organizational goals and the goals of our net-
work had to be much broader because we have these 
huge distribution centers that we’re building, just as the 
stores division has the green stores. And the important 
question was: How do we build the green distribution 
center? We needed the knowledge of a lot of people, so 
many of the folks in the logistics network are involved 
in other networks as well. They might be involved in the 
waste reduction network. They may be involved in the 
packaging network. They may be involved in the China 
network. That’s the beauty of the network. 

Q: so you actually call those netWorks rather 

than organizations?

Right. That was the whole goal of introducing the sus-
tainable value networks. They were developed to repre-
sent not only people from a certain part of Wal-Mart but 
also people from other areas of the company as well as 
NGOs, the academic community, suppliers, and so on. 

Q: Just the language you’re using suggests a 

very different approach. it’s netWork language 

as coMpared to hierarchical language. are you 

increasingly functioning like a netWork? there 

is still a hierarchy, i suspect, but it sounds like 

it’s a More flexible hierarchy.

I don’t want to give false impressions. In a company our 
size, there are going to be silos. But it’s much, much 
easier to penetrate those silos or to partner with people 
in other organizations. You know, if sustainability has 
taught us anything, it’s that we need to work together. 
And that’s the only way that we will be successful not 
only amongst ourselves and between other departments 
and other divisions within the company, but outside as 
well. We need to welcome feedback and suggestions 
and criticism from our supplier partners, our NGOs, the 
government, academics, all of them. ➤

bob Johansen 
has been a forecaster for more than 30 years. 
He is a social scientist, an IFTF Distinguished 
Fellow, and author of the forthcoming book,  
Get There Early.

sustainability attitudes:  
personal health, coMMunity strength

The underlying dilemma of sustainability is the 
tragedy of the commons: what seems rational for 
individuals adds up to a situation where everyone 
is worse off. A fundamental principle of coop-
erative strategy suggests a way to escape this 
dilemma: link personal self-interest to the good of 
the larger community. 

In fact, personal health is emerging as that critical 
link. The 2006 Ten-Year Forecast Signals Survey 
points to a new “sustainable citizen” who sees local 
civic actions—as well as green consumerism— 
as part of a healthy lifestyle. Supporting local 
farmers, buying locally made products, and 
engaging in projects to improve the health of the 
community are all healthy living strategies for this 
person. For the sustainable citizen, working on 
personal health contributes to the overall health of 
the community.

How many sustainable citizens are out there? It 
appears that about half of all adults in the United 
States, across all income and ethnic groups, 
already qualify.

global sustainability:  
variations on a theMe

Often thought of as a rich nation’s issue, sustain-
ability is increasingly linked to personal health 
concerns—and local community practices—in 
some of the poorest and most environmentally 
troubling places on the planet. Over the coming 
decade, this connection will drive a wide range 
of community strategies, from local knowledge 
networks to so-called regenerative commerce that 
links spending to personal values and concerns.

In China, India, and Russia, IFTF ethnographic 
research suggests that, as a result of the Internet 
and other media, families are more aware than 
ever of the effects of environmental change on 
their health. In Russia, some affluent families try 
to grow all their own food to avoid environmental 
contaminants. A Chinese blog post on “poisonous 
street foods” drew over 670,000 viewers in just a 
few days, while China is already the third-largest 
source of organic foods worldwide. 

Meanwhile, the slums of the world’s emerging 
megacities are becoming a hot bed of local com-
mercial innovation, using distributed lightweight 
infrastructures and cooperative strategies to build 
sustainable local economic development as a 
basic survival strategy.

sustainability skills:  
a neW civic literacy

Indeed, lightweight infrastructures and cooperative 
strategies are forging a new sustainability toolkit 
for communities worldwide. In the United States, 
sustainable citizens are already beginning to adopt 
new skills in smart networking and collective 
behavior, according to our survey. They are also 
likely to be do-it-yourselfers: self-motivated, self-
educated, and self-organizing. And this combina-
tion of skills—invoked in a renewed commitment 
to sustainable local communities and motivated by 
personal health concerns—will begin to define a 
new civic literacy over the next decade. 
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COMMUNITIES:

citizens of sustainability
For years, advocates of sustainable corporate practices have focused on green marketing. They have documented a growing 

segment of consumers with so-called green values and have created high-value products that appeal to these consumers. This 

strategy has catapulted Whole Foods into a leadership role in retail food and has perhaps inspired Wal-Mart to follow  

its lead. over the next decade, though, these green consumers are likely to turn into “sustainable citizens,” as do-it-yourself 

attitudes, smart-networking skills, and a focus on personal and community health converge.

Q: given it’s size, Wal-Mart can actually 

function as a regulator. and i realize you 

Wouldn’t Want to say this officially, but 

you May be the closest thing We’re going 

to get to an extreMe environMental regu-

latory body in the united states. We’re not 

going to get regulation in the saMe Way 

as gerMany, for exaMple.

I think you’re touching on one of our goals here. 
We have the capacity as a company to build very 
positive relationships with the regulatory agencies 
and invite them in and build partnerships. The 
EPA is a great example. What a great program 
they have in the Smart Way program. It’s just 
a terrific, terrific program that encourages the 
freight industry to reduce emissions and increase 
efficiency. And we do have the ability to perhaps 
influence the world by demonstrating how it’s 
done. This is how we believe it could happen: 
by sharing information with other companies, 
by being as transparent as possible, by inviting 
those regulators in on discussions, and by taking 
them as partners as opposed to isolating our-
selves or looking at our regulatory agencies  
as foes rather than business colleagues and  
business partnerships.

Q: to Me, What’s really interesting is that 

you’ve brought sustainability together 

With strategy. you’re coMbining the tWo  

in the phrase “business sustainability.”

Right. It’s a beautiful marriage, really. You know, 
business and sustainability don’t stand alone. 
They can’t. As a business, we have responsibili-
ties to our shareholders to do things in the most 
economical way possible. There are things that 
we would like to do from an environmental stand-
point, but it doesn’t make good business sense to 
do it. The return on investment may not be there 
right now because the technologies just aren’t 
there yet. But that’s where you have the dialogs 
with manufacturers, inventors, NGOs, and the 
government organizations to help tap into those 
entrepreneurs, those companies that are doing 
the research to make sure that research dollars 
are allocated and that we keep those kinds of 
things moving forward. But it’s not to say that 
within a few years we won’t be able to do more. 

I think this is the most exciting time at Wal-Mart. 
We’re going through so much change and trans-
formation that at times you just have to hold on 
to your chair because things are happening so 
fast. But it’s the right thing.

What we really are trying to lead is the democratization of sustainability.  

you don’t need to be wealthy or elite to buy sustainable products.

What to do

communities: 

look for neW public–private partnerships at the local level

With their do-it-yourself attitudes and their smart-networking skills, 
citizens of sustainability are likely to innovate community institutions 
as well as markets. The opportunity here is to forge new kinds of 
public–private partnerships, leveraging the sociability and literacy of 
the commons that these people will bring to community issues—while 
also engaging their entrepreneurial spirit. Watch for platforms that fur-
ther community eco-health goals by linking local producers and mer-
chants to community sustainability practices. For example, they might 
offer rewards and incentives, such as discounts or points at local mer-
chants, to local citizens of sustainability who support local health and 
environment projects. Those same citizens will increasingly reward 
companies that support local sustainability—in the broadest terms—
by endorsing them in local forums focused on ecological health. 

technology:

leverage Web 2.0 for understanding healthy ecologies

Technology companies have much to offer to citizens of sustainability. 
In particular, Web 2.0 companies and their descendents can help  
leverage the local knowledge of these players in a global marketplace 
of ideas and practices. Reversing a familiar refrain, such tools will 
create the platform for people to think locally, act globally. In a next-
generation cross between MeetUp.com and WebMD, local platforms 
could help local users explore their own health in the context of local 
environmental factors. Ultimately, like the emerging online communi-
ties that rate health remedies, these new communities could provide  
a wealth of bottom–up information about the best strategies for man-
aging personal and community ecological health—and link those  
strategies to ongoing monitoring and analysis tools for implementation 
and feedback.

global development:

get there early With eco-healthy products

Increasingly, and not surprisingly, the desire for a healthy home, com-
munity, and planet is shared by people all over the world. With the 
Internet as a means to diffuse information more widely and with more 
companies providing sustainable products and services on a global 
level, there is great potential for sustainability-friendly practices and 
products to leapfrog to developing nations. Global corporations are 
in a perfect position to get there early, providing environment- and 
health-focused products and solutions for consumers in places like 
India, China, and Russia today. The urgency to act now is real, as 
awareness about the eco-health impacts of products is spreading 
rapidly; acting in the present will help companies avoid future  
backlash and even liability.
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Q: What inspired Wal-Mart to undertake its neW 

sustainability effort? as i understand it, you looked 

20 years ahead and basically didn’t like What you 

saW and ended up changing your strategy. 

I think there were several things going on a few years 
ago. Rob Walton, who’s our Chairman of the Board, 
had a personal relationship Peter Seligmann. Peter was 
the co-founder and CEO of Conservation International. 
In the course of traveling together, Peter said to Rob, 
“You know, there’s really a lot that your company could 
do to positively impact the environment.” He was sug-
gesting to Rob that Wal-Mart really could be a driver of 
great change.

So Rob introduced our CEO, Lee Scott, to Peter and 
others from Conservation International, and they all sat 
down together to share the impact of various industries 
on the environment. And it was obvious that, with the 
size of our company and the size of our supply chain—
66,000-plus vendors over 4,000 locations across 
the United States and abroad—we are positioned in 
a unique way to really have an impact on this thing 
called “environmental sustainability.”

After Hurricane Katrina, Lee Scott once again rec-
ognized our ability to change Americans lives for the 
better. We worked with government agencies and local 
communities to provide help and relief to those affect-
ed by the hurricane. Lee helped us transfer this line of 
thinking into our daily business practices. We set out 
to use our resources and size to make this world a 
better place for our associates, customers, and future 
generations.

At the same time, we have seen that there are busi-
ness benefits to doing things in a more environmentally 
friendly way. There are certainly benefits to the con-
sumer, which is what Wal-Mart’s all about. It quickly 
became apparent that Lee was very serious, that this 
was not going to be a flavor of the day. 

Q: do you sense a shift in the values of your 

shoppers? are We reaching a kind of tipping 

point Where consuMers Will expect coMpanies 

to act in Ways that are respectful of the  

environMent? 

Our organic offering continues to grow. The shelf 
space is definitely expanding. But something that’s 
different about our approach is that we haven’t sac-
rificed the everyday low price. We really are trying 
to lead what we call the democratization of sustain-
ability. You don’t need to be wealthy or elite to buy 
sustainable products. And that’s what we’re trying 
to do—to afford all customers, regardless of their 
economic status, the ability to take advantage of 
products that keep the environment in mind. They’re 
afforable, and oh, by the way, they’re good for the 
environment. Wal-Mart has the power, with the 
partnerships with our suppliers, to make things like 
that affordable to everyday Americans. And not just 
Americans. We can do it for people around the world.

I also think consumers are concerned about the envi-
ronment. And in today’s corporate environment, I think 
there are greater expectations of companies—not 
only that we operate our businesses ethically and with 
integrity but also that we’re good environmental  
stewards in the process. 

Q: in the signals survey, We found that there 

are tWo factors that coMe together to define 

a sustainable citizen index. the first factor 

is around personal care and concern about 

health. the second factor is related to iMpacts 

on local coMMunities—behaviors like support-

ing local farMers and recycling and things 

like that. is part of your sustainability effort 

focused on coMMunities?

You’re probably familiar with our “store of the commu-
nity” initiatives, where we really try to make the store fit 
the neighborhood, not only externally in the building—
the way the building looks—but also the product selec-
tion. We try to make sure it really fits the demographics 
of the local community, whether it’s economic or a cer-
tain ethnic group. And we do encourage the purchase 
of produce and other products from local vendors.

So your index marries really nicely with our “store of 
the community” efforts. It’s really a goal of Wal-Mart to 
have every store in the company reflect the community 
it’s in, whether that’s buying from the local farmers or 
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In 2006, Wal-Mart announced a major initiative to pursue a sustainable business strategy, asking all its suppliers to align 
themselves with the effort. Monica Mullins serves as the spokesperson for its business sustainability initiatives. IFTF’s 
Bob Johansen talked to Monica about the changes she’s seeing at Wal-Mart as it adapts to a global sustainability effort.

the local organic farmer or a local vendor. But we do 
have some sustainability standards now as we work 
with our vendors. We really encourage vendors of any 
size to look at the way they manage their business and 
ask: is there something they could do differently from 
an environmental-sustainability or business-sustain-
ability perspective that would contribute to our efforts 
as a company?

Q: i knoW your relationship With coMMunities 

has been a sore spot in the past. and i’ve heard 

the terM “green-Washing” used to describe 

your effort. are people really taking you 

seriously yet?

I think it’s something that we have to address. But 
there are a lot of things we do for communities, not the 
least of which is the number of jobs that we bring to 
the communities. We’re not afraid to go into the metro 
areas where businesses have left. I think Chicago is a 
great example, where a factory had been there once 
and it’s very economically depressed and a number 
of other businesses now have come into this area of 
Chicago. We pay a very competitive wage. We have 
very good benefits. 

And it’s very, very important to us to have a good rela-
tionship with the community. We really do want to do 
well by the community and bring jobs and offer men 
and women opportunities that they may not have had 
otherwise. I mean, my own personal story is a good 
example. When I came to the company, I would never 
have guessed that I would have the opportunities that I 
have. I started in February 1998 as a field manager. I was 
in the company’s risk-control department. After about 
six months, I came into Bentonville and was promoted 
through the department over the course of a few years. 
Then I was promoted last December to Vice President. 
So, I mean, I’ve just had a wonderful career with this 
company. And it’s a really exciting time to be here.

Q: you’re vice president of the global 

logistics netWork. hoW have your role 

and that netWork evolved as a result of the 

sustainability initiative?

The logistics network has grown over the last couple 
years beyond our fleet and beyond our domestic U.S. 
distribution centers to include the supply chain, to put 
more emphasis on the operations of our buildings, the 
construction of our buildings, and on the cargo initia-
tives. Our organizational goals and the goals of our net-
work had to be much broader because we have these 
huge distribution centers that we’re building, just as the 
stores division has the green stores. And the important 
question was: How do we build the green distribution 
center? We needed the knowledge of a lot of people, so 
many of the folks in the logistics network are involved 
in other networks as well. They might be involved in the 
waste reduction network. They may be involved in the 
packaging network. They may be involved in the China 
network. That’s the beauty of the network. 

Q: so you actually call those netWorks rather 

than organizations?

Right. That was the whole goal of introducing the sus-
tainable value networks. They were developed to repre-
sent not only people from a certain part of Wal-Mart but 
also people from other areas of the company as well as 
NGOs, the academic community, suppliers, and so on. 

Q: Just the language you’re using suggests a 

very different approach. it’s netWork language 

as coMpared to hierarchical language. are you 

increasingly functioning like a netWork? there 

is still a hierarchy, i suspect, but it sounds like 

it’s a More flexible hierarchy.

I don’t want to give false impressions. In a company our 
size, there are going to be silos. But it’s much, much 
easier to penetrate those silos or to partner with people 
in other organizations. You know, if sustainability has 
taught us anything, it’s that we need to work together. 
And that’s the only way that we will be successful not 
only amongst ourselves and between other departments 
and other divisions within the company, but outside as 
well. We need to welcome feedback and suggestions 
and criticism from our supplier partners, our NGOs, the 
government, academics, all of them. ➤

bob Johansen 
has been a forecaster for more than 30 years. 
He is a social scientist, an IFTF Distinguished 
Fellow, and author of the forthcoming book,  
Get There Early.

sustainability attitudes:  
personal health, coMMunity strength

The underlying dilemma of sustainability is the 
tragedy of the commons: what seems rational for 
individuals adds up to a situation where everyone 
is worse off. A fundamental principle of coop-
erative strategy suggests a way to escape this 
dilemma: link personal self-interest to the good of 
the larger community. 

In fact, personal health is emerging as that critical 
link. The 2006 Ten-Year Forecast Signals Survey 
points to a new “sustainable citizen” who sees local 
civic actions—as well as green consumerism— 
as part of a healthy lifestyle. Supporting local 
farmers, buying locally made products, and 
engaging in projects to improve the health of the 
community are all healthy living strategies for this 
person. For the sustainable citizen, working on 
personal health contributes to the overall health of 
the community.

How many sustainable citizens are out there? It 
appears that about half of all adults in the United 
States, across all income and ethnic groups, 
already qualify.

global sustainability:  
variations on a theMe

Often thought of as a rich nation’s issue, sustain-
ability is increasingly linked to personal health 
concerns—and local community practices—in 
some of the poorest and most environmentally 
troubling places on the planet. Over the coming 
decade, this connection will drive a wide range 
of community strategies, from local knowledge 
networks to so-called regenerative commerce that 
links spending to personal values and concerns.

In China, India, and Russia, IFTF ethnographic 
research suggests that, as a result of the Internet 
and other media, families are more aware than 
ever of the effects of environmental change on 
their health. In Russia, some affluent families try 
to grow all their own food to avoid environmental 
contaminants. A Chinese blog post on “poisonous 
street foods” drew over 670,000 viewers in just a 
few days, while China is already the third-largest 
source of organic foods worldwide. 

Meanwhile, the slums of the world’s emerging 
megacities are becoming a hot bed of local com-
mercial innovation, using distributed lightweight 
infrastructures and cooperative strategies to build 
sustainable local economic development as a 
basic survival strategy.

sustainability skills:  
a neW civic literacy

Indeed, lightweight infrastructures and cooperative 
strategies are forging a new sustainability toolkit 
for communities worldwide. In the United States, 
sustainable citizens are already beginning to adopt 
new skills in smart networking and collective 
behavior, according to our survey. They are also 
likely to be do-it-yourselfers: self-motivated, self-
educated, and self-organizing. And this combina-
tion of skills—invoked in a renewed commitment 
to sustainable local communities and motivated by 
personal health concerns—will begin to define a 
new civic literacy over the next decade. 
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COMMUNITIES:

citizens of sustainability
For years, advocates of sustainable corporate practices have focused on green marketing. They have documented a growing 

segment of consumers with so-called green values and have created high-value products that appeal to these consumers. This 

strategy has catapulted Whole Foods into a leadership role in retail food and has perhaps inspired Wal-Mart to follow  

its lead. over the next decade, though, these green consumers are likely to turn into “sustainable citizens,” as do-it-yourself 

attitudes, smart-networking skills, and a focus on personal and community health converge.

Q: given it’s size, Wal-Mart can actually 

function as a regulator. and i realize you 

Wouldn’t Want to say this officially, but 

you May be the closest thing We’re going 

to get to an extreMe environMental regu-

latory body in the united states. We’re not 

going to get regulation in the saMe Way 

as gerMany, for exaMple.

I think you’re touching on one of our goals here. 
We have the capacity as a company to build very 
positive relationships with the regulatory agencies 
and invite them in and build partnerships. The 
EPA is a great example. What a great program 
they have in the Smart Way program. It’s just 
a terrific, terrific program that encourages the 
freight industry to reduce emissions and increase 
efficiency. And we do have the ability to perhaps 
influence the world by demonstrating how it’s 
done. This is how we believe it could happen: 
by sharing information with other companies, 
by being as transparent as possible, by inviting 
those regulators in on discussions, and by taking 
them as partners as opposed to isolating our-
selves or looking at our regulatory agencies  
as foes rather than business colleagues and  
business partnerships.

Q: to Me, What’s really interesting is that 

you’ve brought sustainability together 

With strategy. you’re coMbining the tWo  

in the phrase “business sustainability.”

Right. It’s a beautiful marriage, really. You know, 
business and sustainability don’t stand alone. 
They can’t. As a business, we have responsibili-
ties to our shareholders to do things in the most 
economical way possible. There are things that 
we would like to do from an environmental stand-
point, but it doesn’t make good business sense to 
do it. The return on investment may not be there 
right now because the technologies just aren’t 
there yet. But that’s where you have the dialogs 
with manufacturers, inventors, NGOs, and the 
government organizations to help tap into those 
entrepreneurs, those companies that are doing 
the research to make sure that research dollars 
are allocated and that we keep those kinds of 
things moving forward. But it’s not to say that 
within a few years we won’t be able to do more. 

I think this is the most exciting time at Wal-Mart. 
We’re going through so much change and trans-
formation that at times you just have to hold on 
to your chair because things are happening so 
fast. But it’s the right thing.

What we really are trying to lead is the democratization of sustainability.  

you don’t need to be wealthy or elite to buy sustainable products.

What to do

communities: 

look for neW public–private partnerships at the local level

With their do-it-yourself attitudes and their smart-networking skills, 
citizens of sustainability are likely to innovate community institutions 
as well as markets. The opportunity here is to forge new kinds of 
public–private partnerships, leveraging the sociability and literacy of 
the commons that these people will bring to community issues—while 
also engaging their entrepreneurial spirit. Watch for platforms that fur-
ther community eco-health goals by linking local producers and mer-
chants to community sustainability practices. For example, they might 
offer rewards and incentives, such as discounts or points at local mer-
chants, to local citizens of sustainability who support local health and 
environment projects. Those same citizens will increasingly reward 
companies that support local sustainability—in the broadest terms—
by endorsing them in local forums focused on ecological health. 

technology:

leverage Web 2.0 for understanding healthy ecologies

Technology companies have much to offer to citizens of sustainability. 
In particular, Web 2.0 companies and their descendents can help  
leverage the local knowledge of these players in a global marketplace 
of ideas and practices. Reversing a familiar refrain, such tools will 
create the platform for people to think locally, act globally. In a next-
generation cross between MeetUp.com and WebMD, local platforms 
could help local users explore their own health in the context of local 
environmental factors. Ultimately, like the emerging online communi-
ties that rate health remedies, these new communities could provide  
a wealth of bottom–up information about the best strategies for man-
aging personal and community ecological health—and link those  
strategies to ongoing monitoring and analysis tools for implementation 
and feedback.

global development:

get there early With eco-healthy products

Increasingly, and not surprisingly, the desire for a healthy home, com-
munity, and planet is shared by people all over the world. With the 
Internet as a means to diffuse information more widely and with more 
companies providing sustainable products and services on a global 
level, there is great potential for sustainability-friendly practices and 
products to leapfrog to developing nations. Global corporations are 
in a perfect position to get there early, providing environment- and 
health-focused products and solutions for consumers in places like 
India, China, and Russia today. The urgency to act now is real, as 
awareness about the eco-health impacts of products is spreading 
rapidly; acting in the present will help companies avoid future  
backlash and even liability.
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Q: What inspired Wal-Mart to undertake its neW 

sustainability effort? as i understand it, you looked 

20 years ahead and basically didn’t like What you 

saW and ended up changing your strategy. 

I think there were several things going on a few years 
ago. Rob Walton, who’s our Chairman of the Board, 
had a personal relationship Peter Seligmann. Peter was 
the co-founder and CEO of Conservation International. 
In the course of traveling together, Peter said to Rob, 
“You know, there’s really a lot that your company could 
do to positively impact the environment.” He was sug-
gesting to Rob that Wal-Mart really could be a driver of 
great change.

So Rob introduced our CEO, Lee Scott, to Peter and 
others from Conservation International, and they all sat 
down together to share the impact of various industries 
on the environment. And it was obvious that, with the 
size of our company and the size of our supply chain—
66,000-plus vendors over 4,000 locations across 
the United States and abroad—we are positioned in 
a unique way to really have an impact on this thing 
called “environmental sustainability.”

After Hurricane Katrina, Lee Scott once again rec-
ognized our ability to change Americans lives for the 
better. We worked with government agencies and local 
communities to provide help and relief to those affect-
ed by the hurricane. Lee helped us transfer this line of 
thinking into our daily business practices. We set out 
to use our resources and size to make this world a 
better place for our associates, customers, and future 
generations.

At the same time, we have seen that there are busi-
ness benefits to doing things in a more environmentally 
friendly way. There are certainly benefits to the con-
sumer, which is what Wal-Mart’s all about. It quickly 
became apparent that Lee was very serious, that this 
was not going to be a flavor of the day. 

Q: do you sense a shift in the values of your 

shoppers? are We reaching a kind of tipping 

point Where consuMers Will expect coMpanies 

to act in Ways that are respectful of the  

environMent? 

Our organic offering continues to grow. The shelf 
space is definitely expanding. But something that’s 
different about our approach is that we haven’t sac-
rificed the everyday low price. We really are trying 
to lead what we call the democratization of sustain-
ability. You don’t need to be wealthy or elite to buy 
sustainable products. And that’s what we’re trying 
to do—to afford all customers, regardless of their 
economic status, the ability to take advantage of 
products that keep the environment in mind. They’re 
afforable, and oh, by the way, they’re good for the 
environment. Wal-Mart has the power, with the 
partnerships with our suppliers, to make things like 
that affordable to everyday Americans. And not just 
Americans. We can do it for people around the world.

I also think consumers are concerned about the envi-
ronment. And in today’s corporate environment, I think 
there are greater expectations of companies—not 
only that we operate our businesses ethically and with 
integrity but also that we’re good environmental  
stewards in the process. 

Q: in the signals survey, We found that there 

are tWo factors that coMe together to define 

a sustainable citizen index. the first factor 

is around personal care and concern about 

health. the second factor is related to iMpacts 

on local coMMunities—behaviors like support-

ing local farMers and recycling and things 

like that. is part of your sustainability effort 

focused on coMMunities?

You’re probably familiar with our “store of the commu-
nity” initiatives, where we really try to make the store fit 
the neighborhood, not only externally in the building—
the way the building looks—but also the product selec-
tion. We try to make sure it really fits the demographics 
of the local community, whether it’s economic or a cer-
tain ethnic group. And we do encourage the purchase 
of produce and other products from local vendors.

So your index marries really nicely with our “store of 
the community” efforts. It’s really a goal of Wal-Mart to 
have every store in the company reflect the community 
it’s in, whether that’s buying from the local farmers or 
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Monica Mullins
has a background in social services and  

workplace safety and is now Vice President  
of Asset Production, Safety and Compliance  

for Wal-Mart’s Logistics Division.

In 2006, Wal-Mart announced a major initiative to pursue a sustainable business strategy, asking all its suppliers to align 
themselves with the effort. Monica Mullins serves as the spokesperson for its business sustainability initiatives. IFTF’s 
Bob Johansen talked to Monica about the changes she’s seeing at Wal-Mart as it adapts to a global sustainability effort.

the local organic farmer or a local vendor. But we do 
have some sustainability standards now as we work 
with our vendors. We really encourage vendors of any 
size to look at the way they manage their business and 
ask: is there something they could do differently from 
an environmental-sustainability or business-sustain-
ability perspective that would contribute to our efforts 
as a company?

Q: i knoW your relationship With coMMunities 

has been a sore spot in the past. and i’ve heard 

the terM “green-Washing” used to describe 

your effort. are people really taking you 

seriously yet?

I think it’s something that we have to address. But 
there are a lot of things we do for communities, not the 
least of which is the number of jobs that we bring to 
the communities. We’re not afraid to go into the metro 
areas where businesses have left. I think Chicago is a 
great example, where a factory had been there once 
and it’s very economically depressed and a number 
of other businesses now have come into this area of 
Chicago. We pay a very competitive wage. We have 
very good benefits. 

And it’s very, very important to us to have a good rela-
tionship with the community. We really do want to do 
well by the community and bring jobs and offer men 
and women opportunities that they may not have had 
otherwise. I mean, my own personal story is a good 
example. When I came to the company, I would never 
have guessed that I would have the opportunities that I 
have. I started in February 1998 as a field manager. I was 
in the company’s risk-control department. After about 
six months, I came into Bentonville and was promoted 
through the department over the course of a few years. 
Then I was promoted last December to Vice President. 
So, I mean, I’ve just had a wonderful career with this 
company. And it’s a really exciting time to be here.

Q: you’re vice president of the global 

logistics netWork. hoW have your role 

and that netWork evolved as a result of the 

sustainability initiative?

The logistics network has grown over the last couple 
years beyond our fleet and beyond our domestic U.S. 
distribution centers to include the supply chain, to put 
more emphasis on the operations of our buildings, the 
construction of our buildings, and on the cargo initia-
tives. Our organizational goals and the goals of our net-
work had to be much broader because we have these 
huge distribution centers that we’re building, just as the 
stores division has the green stores. And the important 
question was: How do we build the green distribution 
center? We needed the knowledge of a lot of people, so 
many of the folks in the logistics network are involved 
in other networks as well. They might be involved in the 
waste reduction network. They may be involved in the 
packaging network. They may be involved in the China 
network. That’s the beauty of the network. 

Q: so you actually call those netWorks rather 

than organizations?

Right. That was the whole goal of introducing the sus-
tainable value networks. They were developed to repre-
sent not only people from a certain part of Wal-Mart but 
also people from other areas of the company as well as 
NGOs, the academic community, suppliers, and so on. 

Q: Just the language you’re using suggests a 

very different approach. it’s netWork language 

as coMpared to hierarchical language. are you 

increasingly functioning like a netWork? there 

is still a hierarchy, i suspect, but it sounds like 

it’s a More flexible hierarchy.

I don’t want to give false impressions. In a company our 
size, there are going to be silos. But it’s much, much 
easier to penetrate those silos or to partner with people 
in other organizations. You know, if sustainability has 
taught us anything, it’s that we need to work together. 
And that’s the only way that we will be successful not 
only amongst ourselves and between other departments 
and other divisions within the company, but outside as 
well. We need to welcome feedback and suggestions 
and criticism from our supplier partners, our NGOs, the 
government, academics, all of them. ➤

bob Johansen 
has been a forecaster for more than 30 years. 
He is a social scientist, an IFTF Distinguished 
Fellow, and author of the forthcoming book,  
Get There Early.

sustainability attitudes:  
personal health, coMMunity strength

The underlying dilemma of sustainability is the 
tragedy of the commons: what seems rational for 
individuals adds up to a situation where everyone 
is worse off. A fundamental principle of coop-
erative strategy suggests a way to escape this 
dilemma: link personal self-interest to the good of 
the larger community. 

In fact, personal health is emerging as that critical 
link. The 2006 Ten-Year Forecast Signals Survey 
points to a new “sustainable citizen” who sees local 
civic actions—as well as green consumerism— 
as part of a healthy lifestyle. Supporting local 
farmers, buying locally made products, and 
engaging in projects to improve the health of the 
community are all healthy living strategies for this 
person. For the sustainable citizen, working on 
personal health contributes to the overall health of 
the community.

How many sustainable citizens are out there? It 
appears that about half of all adults in the United 
States, across all income and ethnic groups, 
already qualify.

global sustainability:  
variations on a theMe

Often thought of as a rich nation’s issue, sustain-
ability is increasingly linked to personal health 
concerns—and local community practices—in 
some of the poorest and most environmentally 
troubling places on the planet. Over the coming 
decade, this connection will drive a wide range 
of community strategies, from local knowledge 
networks to so-called regenerative commerce that 
links spending to personal values and concerns.

In China, India, and Russia, IFTF ethnographic 
research suggests that, as a result of the Internet 
and other media, families are more aware than 
ever of the effects of environmental change on 
their health. In Russia, some affluent families try 
to grow all their own food to avoid environmental 
contaminants. A Chinese blog post on “poisonous 
street foods” drew over 670,000 viewers in just a 
few days, while China is already the third-largest 
source of organic foods worldwide. 

Meanwhile, the slums of the world’s emerging 
megacities are becoming a hot bed of local com-
mercial innovation, using distributed lightweight 
infrastructures and cooperative strategies to build 
sustainable local economic development as a 
basic survival strategy.

sustainability skills:  
a neW civic literacy

Indeed, lightweight infrastructures and cooperative 
strategies are forging a new sustainability toolkit 
for communities worldwide. In the United States, 
sustainable citizens are already beginning to adopt 
new skills in smart networking and collective 
behavior, according to our survey. They are also 
likely to be do-it-yourselfers: self-motivated, self-
educated, and self-organizing. And this combina-
tion of skills—invoked in a renewed commitment 
to sustainable local communities and motivated by 
personal health concerns—will begin to define a 
new civic literacy over the next decade. 

—Kathi Vian & Mani Pande
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COMMUNITIES:

citizens of sustainability
For years, advocates of sustainable corporate practices have focused on green marketing. They have documented a growing 

segment of consumers with so-called green values and have created high-value products that appeal to these consumers. This 

strategy has catapulted Whole Foods into a leadership role in retail food and has perhaps inspired Wal-Mart to follow  

its lead. over the next decade, though, these green consumers are likely to turn into “sustainable citizens,” as do-it-yourself 

attitudes, smart-networking skills, and a focus on personal and community health converge.

Q: given it’s size, Wal-Mart can actually 

function as a regulator. and i realize you 

Wouldn’t Want to say this officially, but 

you May be the closest thing We’re going 

to get to an extreMe environMental regu-

latory body in the united states. We’re not 

going to get regulation in the saMe Way 

as gerMany, for exaMple.

I think you’re touching on one of our goals here. 
We have the capacity as a company to build very 
positive relationships with the regulatory agencies 
and invite them in and build partnerships. The 
EPA is a great example. What a great program 
they have in the Smart Way program. It’s just 
a terrific, terrific program that encourages the 
freight industry to reduce emissions and increase 
efficiency. And we do have the ability to perhaps 
influence the world by demonstrating how it’s 
done. This is how we believe it could happen: 
by sharing information with other companies, 
by being as transparent as possible, by inviting 
those regulators in on discussions, and by taking 
them as partners as opposed to isolating our-
selves or looking at our regulatory agencies  
as foes rather than business colleagues and  
business partnerships.

Q: to Me, What’s really interesting is that 

you’ve brought sustainability together 

With strategy. you’re coMbining the tWo  

in the phrase “business sustainability.”

Right. It’s a beautiful marriage, really. You know, 
business and sustainability don’t stand alone. 
They can’t. As a business, we have responsibili-
ties to our shareholders to do things in the most 
economical way possible. There are things that 
we would like to do from an environmental stand-
point, but it doesn’t make good business sense to 
do it. The return on investment may not be there 
right now because the technologies just aren’t 
there yet. But that’s where you have the dialogs 
with manufacturers, inventors, NGOs, and the 
government organizations to help tap into those 
entrepreneurs, those companies that are doing 
the research to make sure that research dollars 
are allocated and that we keep those kinds of 
things moving forward. But it’s not to say that 
within a few years we won’t be able to do more. 

I think this is the most exciting time at Wal-Mart. 
We’re going through so much change and trans-
formation that at times you just have to hold on 
to your chair because things are happening so 
fast. But it’s the right thing.

What we really are trying to lead is the democratization of sustainability.  

you don’t need to be wealthy or elite to buy sustainable products.

What to do

communities: 

look for neW public–private partnerships at the local level

With their do-it-yourself attitudes and their smart-networking skills, 
citizens of sustainability are likely to innovate community institutions 
as well as markets. The opportunity here is to forge new kinds of 
public–private partnerships, leveraging the sociability and literacy of 
the commons that these people will bring to community issues—while 
also engaging their entrepreneurial spirit. Watch for platforms that fur-
ther community eco-health goals by linking local producers and mer-
chants to community sustainability practices. For example, they might 
offer rewards and incentives, such as discounts or points at local mer-
chants, to local citizens of sustainability who support local health and 
environment projects. Those same citizens will increasingly reward 
companies that support local sustainability—in the broadest terms—
by endorsing them in local forums focused on ecological health. 

technology:

leverage Web 2.0 for understanding healthy ecologies

Technology companies have much to offer to citizens of sustainability. 
In particular, Web 2.0 companies and their descendents can help  
leverage the local knowledge of these players in a global marketplace 
of ideas and practices. Reversing a familiar refrain, such tools will 
create the platform for people to think locally, act globally. In a next-
generation cross between MeetUp.com and WebMD, local platforms 
could help local users explore their own health in the context of local 
environmental factors. Ultimately, like the emerging online communi-
ties that rate health remedies, these new communities could provide  
a wealth of bottom–up information about the best strategies for man-
aging personal and community ecological health—and link those  
strategies to ongoing monitoring and analysis tools for implementation 
and feedback.

global development:

get there early With eco-healthy products

Increasingly, and not surprisingly, the desire for a healthy home, com-
munity, and planet is shared by people all over the world. With the 
Internet as a means to diffuse information more widely and with more 
companies providing sustainable products and services on a global 
level, there is great potential for sustainability-friendly practices and 
products to leapfrog to developing nations. Global corporations are 
in a perfect position to get there early, providing environment- and 
health-focused products and solutions for consumers in places like 
India, China, and Russia today. The urgency to act now is real, as 
awareness about the eco-health impacts of products is spreading 
rapidly; acting in the present will help companies avoid future  
backlash and even liability.
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the iftf sustainable 

citizen index

The IFTF Sustainable 
Citizen Index was created 
using data gathered in our 
2006 Ten-Year Forecast 
Signals Survey, sampling 
sustainability behaviors 
of 2,002 respondents, 
age 18–74. It identifies a 
key set of sustainability 
behaviors and measures 
how widespread these 
behaviors are in the survey 
population—and by exten-
sion, in American society.

We were particularly inter-
ested to see if there is 
a relationship between 
personal health and well-
being practices, on one 
hand, and community and 
environmental practices, 
on the other. In short, are 
so-called health-economy 
consumers also candidates 
for sustainable citizenship? 
Are they perhaps even 
the lead indicators of a 
renewed civic democracy?

When we did a factor 
analysis to identify the key  
components of what we 
were calling “sustainable 
citizenry,” these two fac-
tors did, in fact, emerge as 
the defining factors. Both 
reveal a broad definition 
of health, and both show 
links between health and 
environment. But one is 
much more focused on 
local community, with a 
more public or civic face,  
while the other reveals 
a more personal face. 
We call these two fac-
tors Healthy Communities 
and Personal Care.

d
etails

factor 1: healthy communities 

Use public transportation to 
reduce carbon emissions 

Buy locally made products to 
reduce long-distance transport 
impacts

Participate in projects to  
improve overall health of the  
local community

Support local farmers

Recycle and buy recycled goods 
as part of a healthy lifestyle

Buy products that promise lower 
environmental impact as part of a 
healthy lifestyle

Buy products that have not been 
tested on animals as part of a 
healthy lifestyle

Consider health benefits when 
buying food, clothing, clean-
ing products, beauty products, 
electronic devices, household 
appliances, cars, vacations, and 
home furnishings

Eat organic food

•

•

•

•

•

•

•

•

•

factor 2: personal care

Buy products to improve skin, 
create a healthy environment at 
home, improve physical fitness, 
filter air and water

Include homeopathy, complemen-
tary or alternative medicine, diet-
ing or other weight-loss strategy, 
massages in “healthy lifestyle”

Recycle and buy recycled prod-
ucts as part of a healthy lifestyle

Buy products that promise lower 
environmental impact as part of a 
healthy lifestyle

Buy products that are not tested 
on animals as part of a healthy 
lifestyle

Consider health benefits when 
buying food, clothing, clean-
ing products, beauty products, 
electronic devices, household 
appliances, cars, vacations, and 
home furnishings

But don’t:

Buy locally made products to 
reduce transport impacts 

Use public transportation to 
reduce carbon emissions

•

•

•

•

•

•

•

•

FACTor 1 is a measure of the 
extent to which taking care of the 
local community and environment 
is part of a healthy lifestyle. This 
factor reflects a broad definition 
of health and a distinctly civic-
minded orientation.

FACTor 2 is a measure of the 
extent to which personal care 
choices are part of a healthy  
lifestyle. Note that even for  
this personally focused factor, 
environmental concerns figure 
strongly into the definition of 
healthy practices.

What We knoW about 

sustainable citizens

Sustainable citizens cross all age 
groups, all income levels, and 
all education levels. But they 
are almost twice as likely to be 
women as men. 

In addition, sustainable citizens 
are more likely to have other 
distinctive profiles. For example, 
they are more likely to be do-it-
yourselfers, to have smart net-
working skills, to engage in online 
collective behavior, and to have 
what we call X-People values: an 
interest in extending the capac-
ity of the human body and mind 
beyond current limits.

Finally, sustainable citizens may 
be more likely to put their money 
where there mouth is through 
online political and religious  
contributions. 

citizens of sustainability are MainstreaM in the 

united states

Using the Sustainable Citizen Index, we scored all 
the participants in the survey. The scores give us a 
picture of the distribution of sustainable citizens in the 
overall population. If we look at this picture, we see 
a nearly bell-shaped curve, which statisticians call 
“normal.” This means that today, in the United States, 
sustainable citizens are already nearly mainstream.

As the population ages and health becomes a 
growing concern, the link between personal health 
and community health is likely to grow, pushing 
more people to the high-scoring side of the dis-
tribution. And as the environment deteriorates in 
the face of increased urbanization, global health 
threats, and potentially rapid climate change, the 
link between personal health and local environ-
mental concerns is likely to grow as well. End 
result? More sustainable citizens in the future.

global vieWpoints:  

sustainability around the World

Global development and environ-
mental sustainability are often seen 
at odds—and with good reason. If 
householders in India and China, for 
example, were to reach economic 
parity with U.S. householders—and 
spend their incomes in roughly 
the same way—their demand for 
everything from automobiles and 
fuel to food and even paper prod-
ucts would far out-distance today’s 
total world production of these 
goods. And the impact on the envi-
ronment would be staggering. 

Furthermore, the rapid urbaniza-
tion of the entire developing world 
is producing a surge in slums. 
Already 1 billion people around the 
world are slum dwellers; by 2050, 
the number is likely to reach one-
third of the world’s population. As 
Mike Davis, author of Planet of 
Slums points out, we have cre-
ated “a global social class of at 
least 1 billion urban dwellers, radi-
cally and permanently disconnected 
from the formal world economy.” 

Yet precisely because they are 
disconnected, these same urban 
dwellers are engaged in some of 
the boldest experiments in sustain-
ability—economic, environmental, 
and personal. These experiments 
all share a common theme: the reli-
ance on distributed systems of ad 
hoc infrastructures and bottom–up 
economic innovations that may well 
disrupt the traditional economies and 
middle-class growth around them 
while giving birth to radically new 
forms of civic organization.

2 the correlation profile for sustainable citizens

do-it-yourself recycling economies

The 13th Compound of the Dharavi slum has been well 
documented as a “free economic zone” where the waste of  
Mumbai is recycled into goods worth a half billion dollars or 
more per year. The work of remaking tin, plastic, and even 
soap into new goods certainly creates its own environmental 
effluent; yet the self-organizing economic community, com-
pletely outside Indian law, demonstrates how a do-it-yourself 
spirit can be part of a larger cultural shift from non-renewable 
to renewable resources.

regenerative commerce for ecologically  
sustainable goods

“Regenerative commerce” is a term coined by Jon Ramer for 
values-based commerce that integrates social networks with 
transactional networks to retain and grow local wealth. It is 
playing out in a variety of development venues, from the  
favelas (shantytowns) of Rio de Janeiro to the rural com-
munities of small-scale producers. For example in Oaxaca, 
Mexico, an organization known as Bioplaneta builds social 
and technical network connections between small-scale pro-
ducers and NGOs who provide technical assistance in meet-
ing the goals of the Eco-Solidarity distributor network. 

open knowledge networks for environmental 
information

In ten villages surrounding Pondicherry, in South India, the 
Open Knowledge Network (OKN) has emerged as a source of 
environmental information to support the health and safety of 
the local population. With online access points in each of the 
villages, the network of volunteers collects local information 
about water, energy, health, agriculture, biodiversity, and the 
environment, as well as traditional practices and local events. 
Because most of the population doesn’t routinely use the 
access points, the information is also distributed by a small 
local newspaper and low-power radio network. It isn’t the 
same style of smart networking one sees in the United States, 
but it includes the same collective behavior, increased con-
nectivity, and focus on network building that characterize the 
leading edge of smart networking in the industrialized world.

Greater than ±.4  
a strong correlation

±.2 to ±.4  
a moderate correlation

Less than ±.2  
a weak correlation

0  
no correlation

3 key to correlations

What the correlations Mean

Correlation coefficients measure 
the linear relationship between 
two variables. The correlation 
coefficient may be any value 
between plus and minus one. 

Correlations may be positive 
or negative. A positive correla-
tion means that, as one variable 
increases or decreases, so does 
the other—for example, the 
more you eat, the more weight 
you gain. A negative correla-
tion coefficient indicates that as 
one variable increases, the other 
decreases.
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Do-It-yourself
Sustainable citizens are likely to be do-it-
yourselfers: people who are self-motivated, 
self-educating, and self-organizing—and  
who tend to seek out customized goods, 
services, and entertainment. (See 
“Manufacturing: Do It Yourself?”)

Smart networking
Sustainable citizens are moderately likely  
to be smart networkers, defined by their 
group participation, referral behavior, online 
lifestyle, mobile communication, locative 
activity, and computer connectivity. (See 
“Culture: Digital Natives, Civic Spaces.”)

Personal Augmentation
Sustainable citizens are also moder-
ately likely to fit an X-People profile that 
includes an emphasis on the body as a 
laboratory for innovation, experimenta-
tion, and personal expression as well as a 
belief in transhumanist values of extend-
ing and evolving human capability. 

online Collective Behavior
Sustainable citizens are moderately 
likely to fit a profile of collective behav-
ior that includes an emphasis on 
online social networking, face-to-face 
social identity, online contributions, 
and online personal expression.

Political and religious Contributions
There is a weak but statistically significant 
correlation between high scores on the 
Sustainable Citizen Index and online  
contributions to political and religious  
organizations. 

Source: 2006 Ten-Year Forecast Signals Survey
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the iftf sustainable 

citizen index

The IFTF Sustainable 
Citizen Index was created 
using data gathered in our 
2006 Ten-Year Forecast 
Signals Survey, sampling 
sustainability behaviors 
of 2,002 respondents, 
age 18–74. It identifies a 
key set of sustainability 
behaviors and measures 
how widespread these 
behaviors are in the survey 
population—and by exten-
sion, in American society.

We were particularly inter-
ested to see if there is 
a relationship between 
personal health and well-
being practices, on one 
hand, and community and 
environmental practices, 
on the other. In short, are 
so-called health-economy 
consumers also candidates 
for sustainable citizenship? 
Are they perhaps even 
the lead indicators of a 
renewed civic democracy?

When we did a factor 
analysis to identify the key  
components of what we 
were calling “sustainable 
citizenry,” these two fac-
tors did, in fact, emerge as 
the defining factors. Both 
reveal a broad definition 
of health, and both show 
links between health and 
environment. But one is 
much more focused on 
local community, with a 
more public or civic face,  
while the other reveals 
a more personal face. 
We call these two fac-
tors Healthy Communities 
and Personal Care.

d
etails

factor 1: healthy communities 

Use public transportation to 
reduce carbon emissions 

Buy locally made products to 
reduce long-distance transport 
impacts

Participate in projects to  
improve overall health of the  
local community

Support local farmers

Recycle and buy recycled goods 
as part of a healthy lifestyle

Buy products that promise lower 
environmental impact as part of a 
healthy lifestyle

Buy products that have not been 
tested on animals as part of a 
healthy lifestyle

Consider health benefits when 
buying food, clothing, clean-
ing products, beauty products, 
electronic devices, household 
appliances, cars, vacations, and 
home furnishings

Eat organic food

•

•

•

•

•

•

•

•

•

factor 2: personal care

Buy products to improve skin, 
create a healthy environment at 
home, improve physical fitness, 
filter air and water

Include homeopathy, complemen-
tary or alternative medicine, diet-
ing or other weight-loss strategy, 
massages in “healthy lifestyle”

Recycle and buy recycled prod-
ucts as part of a healthy lifestyle

Buy products that promise lower 
environmental impact as part of a 
healthy lifestyle

Buy products that are not tested 
on animals as part of a healthy 
lifestyle

Consider health benefits when 
buying food, clothing, clean-
ing products, beauty products, 
electronic devices, household 
appliances, cars, vacations, and 
home furnishings

But don’t:

Buy locally made products to 
reduce transport impacts 

Use public transportation to 
reduce carbon emissions

•

•

•

•

•

•

•

•

FACTor 1 is a measure of the 
extent to which taking care of the 
local community and environment 
is part of a healthy lifestyle. This 
factor reflects a broad definition 
of health and a distinctly civic-
minded orientation.

FACTor 2 is a measure of the 
extent to which personal care 
choices are part of a healthy  
lifestyle. Note that even for  
this personally focused factor, 
environmental concerns figure 
strongly into the definition of 
healthy practices.

What We knoW about 

sustainable citizens

Sustainable citizens cross all age 
groups, all income levels, and 
all education levels. But they 
are almost twice as likely to be 
women as men. 

In addition, sustainable citizens 
are more likely to have other 
distinctive profiles. For example, 
they are more likely to be do-it-
yourselfers, to have smart net-
working skills, to engage in online 
collective behavior, and to have 
what we call X-People values: an 
interest in extending the capac-
ity of the human body and mind 
beyond current limits.

Finally, sustainable citizens may 
be more likely to put their money 
where there mouth is through 
online political and religious  
contributions. 

citizens of sustainability are MainstreaM in the 

united states

Using the Sustainable Citizen Index, we scored all 
the participants in the survey. The scores give us a 
picture of the distribution of sustainable citizens in the 
overall population. If we look at this picture, we see 
a nearly bell-shaped curve, which statisticians call 
“normal.” This means that today, in the United States, 
sustainable citizens are already nearly mainstream.

As the population ages and health becomes a 
growing concern, the link between personal health 
and community health is likely to grow, pushing 
more people to the high-scoring side of the dis-
tribution. And as the environment deteriorates in 
the face of increased urbanization, global health 
threats, and potentially rapid climate change, the 
link between personal health and local environ-
mental concerns is likely to grow as well. End 
result? More sustainable citizens in the future.

global vieWpoints:  

sustainability around the World

Global development and environ-
mental sustainability are often seen 
at odds—and with good reason. If 
householders in India and China, for 
example, were to reach economic 
parity with U.S. householders—and 
spend their incomes in roughly 
the same way—their demand for 
everything from automobiles and 
fuel to food and even paper prod-
ucts would far out-distance today’s 
total world production of these 
goods. And the impact on the envi-
ronment would be staggering. 

Furthermore, the rapid urbaniza-
tion of the entire developing world 
is producing a surge in slums. 
Already 1 billion people around the 
world are slum dwellers; by 2050, 
the number is likely to reach one-
third of the world’s population. As 
Mike Davis, author of Planet of 
Slums points out, we have cre-
ated “a global social class of at 
least 1 billion urban dwellers, radi-
cally and permanently disconnected 
from the formal world economy.” 

Yet precisely because they are 
disconnected, these same urban 
dwellers are engaged in some of 
the boldest experiments in sustain-
ability—economic, environmental, 
and personal. These experiments 
all share a common theme: the reli-
ance on distributed systems of ad 
hoc infrastructures and bottom–up 
economic innovations that may well 
disrupt the traditional economies and 
middle-class growth around them 
while giving birth to radically new 
forms of civic organization.

2 the correlation profile for sustainable citizens

do-it-yourself recycling economies

The 13th Compound of the Dharavi slum has been well 
documented as a “free economic zone” where the waste of  
Mumbai is recycled into goods worth a half billion dollars or 
more per year. The work of remaking tin, plastic, and even 
soap into new goods certainly creates its own environmental 
effluent; yet the self-organizing economic community, com-
pletely outside Indian law, demonstrates how a do-it-yourself 
spirit can be part of a larger cultural shift from non-renewable 
to renewable resources.

regenerative commerce for ecologically  
sustainable goods

“Regenerative commerce” is a term coined by Jon Ramer for 
values-based commerce that integrates social networks with 
transactional networks to retain and grow local wealth. It is 
playing out in a variety of development venues, from the  
favelas (shantytowns) of Rio de Janeiro to the rural com-
munities of small-scale producers. For example in Oaxaca, 
Mexico, an organization known as Bioplaneta builds social 
and technical network connections between small-scale pro-
ducers and NGOs who provide technical assistance in meet-
ing the goals of the Eco-Solidarity distributor network. 

open knowledge networks for environmental 
information

In ten villages surrounding Pondicherry, in South India, the 
Open Knowledge Network (OKN) has emerged as a source of 
environmental information to support the health and safety of 
the local population. With online access points in each of the 
villages, the network of volunteers collects local information 
about water, energy, health, agriculture, biodiversity, and the 
environment, as well as traditional practices and local events. 
Because most of the population doesn’t routinely use the 
access points, the information is also distributed by a small 
local newspaper and low-power radio network. It isn’t the 
same style of smart networking one sees in the United States, 
but it includes the same collective behavior, increased con-
nectivity, and focus on network building that characterize the 
leading edge of smart networking in the industrialized world.

Greater than ±.4  
a strong correlation

±.2 to ±.4  
a moderate correlation

Less than ±.2  
a weak correlation

0  
no correlation

3 key to correlations

What the correlations Mean

Correlation coefficients measure 
the linear relationship between 
two variables. The correlation 
coefficient may be any value 
between plus and minus one. 

Correlations may be positive 
or negative. A positive correla-
tion means that, as one variable 
increases or decreases, so does 
the other—for example, the 
more you eat, the more weight 
you gain. A negative correla-
tion coefficient indicates that as 
one variable increases, the other 
decreases.
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Do-It-yourself
Sustainable citizens are likely to be do-it-
yourselfers: people who are self-motivated, 
self-educating, and self-organizing—and  
who tend to seek out customized goods, 
services, and entertainment. (See 
“Manufacturing: Do It Yourself?”)

Smart networking
Sustainable citizens are moderately likely  
to be smart networkers, defined by their 
group participation, referral behavior, online 
lifestyle, mobile communication, locative 
activity, and computer connectivity. (See 
“Culture: Digital Natives, Civic Spaces.”)

Personal Augmentation
Sustainable citizens are also moder-
ately likely to fit an X-People profile that 
includes an emphasis on the body as a 
laboratory for innovation, experimenta-
tion, and personal expression as well as a 
belief in transhumanist values of extend-
ing and evolving human capability. 

online Collective Behavior
Sustainable citizens are moderately 
likely to fit a profile of collective behav-
ior that includes an emphasis on 
online social networking, face-to-face 
social identity, online contributions, 
and online personal expression.

Political and religious Contributions
There is a weak but statistically significant 
correlation between high scores on the 
Sustainable Citizen Index and online  
contributions to political and religious  
organizations. 

Source: 2006 Ten-Year Forecast Signals Survey
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The IFTF Sustainable 
Citizen Index was created 
using data gathered in our 
2006 Ten-Year Forecast 
Signals Survey, sampling 
sustainability behaviors 
of 2,002 respondents, 
age 18–74. It identifies a 
key set of sustainability 
behaviors and measures 
how widespread these 
behaviors are in the survey 
population—and by exten-
sion, in American society.

We were particularly inter-
ested to see if there is 
a relationship between 
personal health and well-
being practices, on one 
hand, and community and 
environmental practices, 
on the other. In short, are 
so-called health-economy 
consumers also candidates 
for sustainable citizenship? 
Are they perhaps even 
the lead indicators of a 
renewed civic democracy?

When we did a factor 
analysis to identify the key  
components of what we 
were calling “sustainable 
citizenry,” these two fac-
tors did, in fact, emerge as 
the defining factors. Both 
reveal a broad definition 
of health, and both show 
links between health and 
environment. But one is 
much more focused on 
local community, with a 
more public or civic face,  
while the other reveals 
a more personal face. 
We call these two fac-
tors Healthy Communities 
and Personal Care.

d
etails

factor 1: healthy communities 

Use public transportation to 
reduce carbon emissions 

Buy locally made products to 
reduce long-distance transport 
impacts

Participate in projects to  
improve overall health of the  
local community

Support local farmers

Recycle and buy recycled goods 
as part of a healthy lifestyle

Buy products that promise lower 
environmental impact as part of a 
healthy lifestyle

Buy products that have not been 
tested on animals as part of a 
healthy lifestyle

Consider health benefits when 
buying food, clothing, clean-
ing products, beauty products, 
electronic devices, household 
appliances, cars, vacations, and 
home furnishings

Eat organic food

•
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•
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•
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factor 2: personal care

Buy products to improve skin, 
create a healthy environment at 
home, improve physical fitness, 
filter air and water

Include homeopathy, complemen-
tary or alternative medicine, diet-
ing or other weight-loss strategy, 
massages in “healthy lifestyle”

Recycle and buy recycled prod-
ucts as part of a healthy lifestyle

Buy products that promise lower 
environmental impact as part of a 
healthy lifestyle

Buy products that are not tested 
on animals as part of a healthy 
lifestyle

Consider health benefits when 
buying food, clothing, clean-
ing products, beauty products, 
electronic devices, household 
appliances, cars, vacations, and 
home furnishings

But don’t:

Buy locally made products to 
reduce transport impacts 

Use public transportation to 
reduce carbon emissions

•

•

•

•

•

•

•

•

FACTor 1 is a measure of the 
extent to which taking care of the 
local community and environment 
is part of a healthy lifestyle. This 
factor reflects a broad definition 
of health and a distinctly civic-
minded orientation.

FACTor 2 is a measure of the 
extent to which personal care 
choices are part of a healthy  
lifestyle. Note that even for  
this personally focused factor, 
environmental concerns figure 
strongly into the definition of 
healthy practices.

What We knoW about 

sustainable citizens

Sustainable citizens cross all age 
groups, all income levels, and 
all education levels. But they 
are almost twice as likely to be 
women as men. 

In addition, sustainable citizens 
are more likely to have other 
distinctive profiles. For example, 
they are more likely to be do-it-
yourselfers, to have smart net-
working skills, to engage in online 
collective behavior, and to have 
what we call X-People values: an 
interest in extending the capac-
ity of the human body and mind 
beyond current limits.

Finally, sustainable citizens may 
be more likely to put their money 
where there mouth is through 
online political and religious  
contributions. 

citizens of sustainability are MainstreaM in the 

united states

Using the Sustainable Citizen Index, we scored all 
the participants in the survey. The scores give us a 
picture of the distribution of sustainable citizens in the 
overall population. If we look at this picture, we see 
a nearly bell-shaped curve, which statisticians call 
“normal.” This means that today, in the United States, 
sustainable citizens are already nearly mainstream.

As the population ages and health becomes a 
growing concern, the link between personal health 
and community health is likely to grow, pushing 
more people to the high-scoring side of the dis-
tribution. And as the environment deteriorates in 
the face of increased urbanization, global health 
threats, and potentially rapid climate change, the 
link between personal health and local environ-
mental concerns is likely to grow as well. End 
result? More sustainable citizens in the future.

global vieWpoints:  

sustainability around the World

Global development and environ-
mental sustainability are often seen 
at odds—and with good reason. If 
householders in India and China, for 
example, were to reach economic 
parity with U.S. householders—and 
spend their incomes in roughly 
the same way—their demand for 
everything from automobiles and 
fuel to food and even paper prod-
ucts would far out-distance today’s 
total world production of these 
goods. And the impact on the envi-
ronment would be staggering. 

Furthermore, the rapid urbaniza-
tion of the entire developing world 
is producing a surge in slums. 
Already 1 billion people around the 
world are slum dwellers; by 2050, 
the number is likely to reach one-
third of the world’s population. As 
Mike Davis, author of Planet of 
Slums points out, we have cre-
ated “a global social class of at 
least 1 billion urban dwellers, radi-
cally and permanently disconnected 
from the formal world economy.” 

Yet precisely because they are 
disconnected, these same urban 
dwellers are engaged in some of 
the boldest experiments in sustain-
ability—economic, environmental, 
and personal. These experiments 
all share a common theme: the reli-
ance on distributed systems of ad 
hoc infrastructures and bottom–up 
economic innovations that may well 
disrupt the traditional economies and 
middle-class growth around them 
while giving birth to radically new 
forms of civic organization.
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The 13th Compound of the Dharavi slum has been well 
documented as a “free economic zone” where the waste of  
Mumbai is recycled into goods worth a half billion dollars or 
more per year. The work of remaking tin, plastic, and even 
soap into new goods certainly creates its own environmental 
effluent; yet the self-organizing economic community, com-
pletely outside Indian law, demonstrates how a do-it-yourself 
spirit can be part of a larger cultural shift from non-renewable 
to renewable resources.

regenerative commerce for ecologically  
sustainable goods

“Regenerative commerce” is a term coined by Jon Ramer for 
values-based commerce that integrates social networks with 
transactional networks to retain and grow local wealth. It is 
playing out in a variety of development venues, from the  
favelas (shantytowns) of Rio de Janeiro to the rural com-
munities of small-scale producers. For example in Oaxaca, 
Mexico, an organization known as Bioplaneta builds social 
and technical network connections between small-scale pro-
ducers and NGOs who provide technical assistance in meet-
ing the goals of the Eco-Solidarity distributor network. 

open knowledge networks for environmental 
information

In ten villages surrounding Pondicherry, in South India, the 
Open Knowledge Network (OKN) has emerged as a source of 
environmental information to support the health and safety of 
the local population. With online access points in each of the 
villages, the network of volunteers collects local information 
about water, energy, health, agriculture, biodiversity, and the 
environment, as well as traditional practices and local events. 
Because most of the population doesn’t routinely use the 
access points, the information is also distributed by a small 
local newspaper and low-power radio network. It isn’t the 
same style of smart networking one sees in the United States, 
but it includes the same collective behavior, increased con-
nectivity, and focus on network building that characterize the 
leading edge of smart networking in the industrialized world.
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What the correlations Mean

Correlation coefficients measure 
the linear relationship between 
two variables. The correlation 
coefficient may be any value 
between plus and minus one. 

Correlations may be positive 
or negative. A positive correla-
tion means that, as one variable 
increases or decreases, so does 
the other—for example, the 
more you eat, the more weight 
you gain. A negative correla-
tion coefficient indicates that as 
one variable increases, the other 
decreases.
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Do-It-yourself
Sustainable citizens are likely to be do-it-
yourselfers: people who are self-motivated, 
self-educating, and self-organizing—and  
who tend to seek out customized goods, 
services, and entertainment. (See 
“Manufacturing: Do It Yourself?”)

Smart networking
Sustainable citizens are moderately likely  
to be smart networkers, defined by their 
group participation, referral behavior, online 
lifestyle, mobile communication, locative 
activity, and computer connectivity. (See 
“Culture: Digital Natives, Civic Spaces.”)

Personal Augmentation
Sustainable citizens are also moder-
ately likely to fit an X-People profile that 
includes an emphasis on the body as a 
laboratory for innovation, experimenta-
tion, and personal expression as well as a 
belief in transhumanist values of extend-
ing and evolving human capability. 

online Collective Behavior
Sustainable citizens are moderately 
likely to fit a profile of collective behav-
ior that includes an emphasis on 
online social networking, face-to-face 
social identity, online contributions, 
and online personal expression.

Political and religious Contributions
There is a weak but statistically significant 
correlation between high scores on the 
Sustainable Citizen Index and online  
contributions to political and religious  
organizations. 
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using data gathered in our 
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Signals Survey, sampling 
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of 2,002 respondents, 
age 18–74. It identifies a 
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behaviors and measures 
how widespread these 
behaviors are in the survey 
population—and by exten-
sion, in American society.

We were particularly inter-
ested to see if there is 
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consumers also candidates 
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the lead indicators of a 
renewed civic democracy?
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components of what we 
were calling “sustainable 
citizenry,” these two fac-
tors did, in fact, emerge as 
the defining factors. Both 
reveal a broad definition 
of health, and both show 
links between health and 
environment. But one is 
much more focused on 
local community, with a 
more public or civic face,  
while the other reveals 
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We call these two fac-
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•
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Buy products to improve skin, 
create a healthy environment at 
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filter air and water
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tary or alternative medicine, diet-
ing or other weight-loss strategy, 
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Buy products that promise lower 
environmental impact as part of a 
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local community and environment 
is part of a healthy lifestyle. This 
factor reflects a broad definition 
of health and a distinctly civic-
minded orientation.

FACTor 2 is a measure of the 
extent to which personal care 
choices are part of a healthy  
lifestyle. Note that even for  
this personally focused factor, 
environmental concerns figure 
strongly into the definition of 
healthy practices.

What We knoW about 
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Sustainable citizens cross all age 
groups, all income levels, and 
all education levels. But they 
are almost twice as likely to be 
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In addition, sustainable citizens 
are more likely to have other 
distinctive profiles. For example, 
they are more likely to be do-it-
yourselfers, to have smart net-
working skills, to engage in online 
collective behavior, and to have 
what we call X-People values: an 
interest in extending the capac-
ity of the human body and mind 
beyond current limits.

Finally, sustainable citizens may 
be more likely to put their money 
where there mouth is through 
online political and religious  
contributions. 
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united states

Using the Sustainable Citizen Index, we scored all 
the participants in the survey. The scores give us a 
picture of the distribution of sustainable citizens in the 
overall population. If we look at this picture, we see 
a nearly bell-shaped curve, which statisticians call 
“normal.” This means that today, in the United States, 
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growing concern, the link between personal health 
and community health is likely to grow, pushing 
more people to the high-scoring side of the dis-
tribution. And as the environment deteriorates in 
the face of increased urbanization, global health 
threats, and potentially rapid climate change, the 
link between personal health and local environ-
mental concerns is likely to grow as well. End 
result? More sustainable citizens in the future.

global vieWpoints:  

sustainability around the World

Global development and environ-
mental sustainability are often seen 
at odds—and with good reason. If 
householders in India and China, for 
example, were to reach economic 
parity with U.S. householders—and 
spend their incomes in roughly 
the same way—their demand for 
everything from automobiles and 
fuel to food and even paper prod-
ucts would far out-distance today’s 
total world production of these 
goods. And the impact on the envi-
ronment would be staggering. 

Furthermore, the rapid urbaniza-
tion of the entire developing world 
is producing a surge in slums. 
Already 1 billion people around the 
world are slum dwellers; by 2050, 
the number is likely to reach one-
third of the world’s population. As 
Mike Davis, author of Planet of 
Slums points out, we have cre-
ated “a global social class of at 
least 1 billion urban dwellers, radi-
cally and permanently disconnected 
from the formal world economy.” 

Yet precisely because they are 
disconnected, these same urban 
dwellers are engaged in some of 
the boldest experiments in sustain-
ability—economic, environmental, 
and personal. These experiments 
all share a common theme: the reli-
ance on distributed systems of ad 
hoc infrastructures and bottom–up 
economic innovations that may well 
disrupt the traditional economies and 
middle-class growth around them 
while giving birth to radically new 
forms of civic organization.

2 the correlation profile for sustainable citizens

do-it-yourself recycling economies

The 13th Compound of the Dharavi slum has been well 
documented as a “free economic zone” where the waste of  
Mumbai is recycled into goods worth a half billion dollars or 
more per year. The work of remaking tin, plastic, and even 
soap into new goods certainly creates its own environmental 
effluent; yet the self-organizing economic community, com-
pletely outside Indian law, demonstrates how a do-it-yourself 
spirit can be part of a larger cultural shift from non-renewable 
to renewable resources.

regenerative commerce for ecologically  
sustainable goods

“Regenerative commerce” is a term coined by Jon Ramer for 
values-based commerce that integrates social networks with 
transactional networks to retain and grow local wealth. It is 
playing out in a variety of development venues, from the  
favelas (shantytowns) of Rio de Janeiro to the rural com-
munities of small-scale producers. For example in Oaxaca, 
Mexico, an organization known as Bioplaneta builds social 
and technical network connections between small-scale pro-
ducers and NGOs who provide technical assistance in meet-
ing the goals of the Eco-Solidarity distributor network. 

open knowledge networks for environmental 
information

In ten villages surrounding Pondicherry, in South India, the 
Open Knowledge Network (OKN) has emerged as a source of 
environmental information to support the health and safety of 
the local population. With online access points in each of the 
villages, the network of volunteers collects local information 
about water, energy, health, agriculture, biodiversity, and the 
environment, as well as traditional practices and local events. 
Because most of the population doesn’t routinely use the 
access points, the information is also distributed by a small 
local newspaper and low-power radio network. It isn’t the 
same style of smart networking one sees in the United States, 
but it includes the same collective behavior, increased con-
nectivity, and focus on network building that characterize the 
leading edge of smart networking in the industrialized world.

Greater than ±.4  
a strong correlation

±.2 to ±.4  
a moderate correlation

Less than ±.2  
a weak correlation

0  
no correlation

3 key to correlations

What the correlations Mean

Correlation coefficients measure 
the linear relationship between 
two variables. The correlation 
coefficient may be any value 
between plus and minus one. 

Correlations may be positive 
or negative. A positive correla-
tion means that, as one variable 
increases or decreases, so does 
the other—for example, the 
more you eat, the more weight 
you gain. A negative correla-
tion coefficient indicates that as 
one variable increases, the other 
decreases.

7 global sustainability experiMents1 the factors that define the sustainable citizen

Do-It-yourself
Sustainable citizens are likely to be do-it-
yourselfers: people who are self-motivated, 
self-educating, and self-organizing—and  
who tend to seek out customized goods, 
services, and entertainment. (See 
“Manufacturing: Do It Yourself?”)

Smart networking
Sustainable citizens are moderately likely  
to be smart networkers, defined by their 
group participation, referral behavior, online 
lifestyle, mobile communication, locative 
activity, and computer connectivity. (See 
“Culture: Digital Natives, Civic Spaces.”)

Personal Augmentation
Sustainable citizens are also moder-
ately likely to fit an X-People profile that 
includes an emphasis on the body as a 
laboratory for innovation, experimenta-
tion, and personal expression as well as a 
belief in transhumanist values of extend-
ing and evolving human capability. 

online Collective Behavior
Sustainable citizens are moderately 
likely to fit a profile of collective behav-
ior that includes an emphasis on 
online social networking, face-to-face 
social identity, online contributions, 
and online personal expression.

Political and religious Contributions
There is a weak but statistically significant 
correlation between high scores on the 
Sustainable Citizen Index and online  
contributions to political and religious  
organizations. 

Source: 2006 Ten-Year Forecast Signals Survey
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Q: What inspired Wal-Mart to undertake its neW 

sustainability effort? as i understand it, you looked 

20 years ahead and basically didn’t like What you 

saW and ended up changing your strategy. 

I think there were several things going on a few years 
ago. Rob Walton, who’s our Chairman of the Board, 
had a personal relationship Peter Seligmann. Peter was 
the co-founder and CEO of Conservation International. 
In the course of traveling together, Peter said to Rob, 
“You know, there’s really a lot that your company could 
do to positively impact the environment.” He was sug-
gesting to Rob that Wal-Mart really could be a driver of 
great change.

So Rob introduced our CEO, Lee Scott, to Peter and 
others from Conservation International, and they all sat 
down together to share the impact of various industries 
on the environment. And it was obvious that, with the 
size of our company and the size of our supply chain—
66,000-plus vendors over 4,000 locations across 
the United States and abroad—we are positioned in 
a unique way to really have an impact on this thing 
called “environmental sustainability.”

After Hurricane Katrina, Lee Scott once again rec-
ognized our ability to change Americans lives for the 
better. We worked with government agencies and local 
communities to provide help and relief to those affect-
ed by the hurricane. Lee helped us transfer this line of 
thinking into our daily business practices. We set out 
to use our resources and size to make this world a 
better place for our associates, customers, and future 
generations.

At the same time, we have seen that there are busi-
ness benefits to doing things in a more environmentally 
friendly way. There are certainly benefits to the con-
sumer, which is what Wal-Mart’s all about. It quickly 
became apparent that Lee was very serious, that this 
was not going to be a flavor of the day. 

Q: do you sense a shift in the values of your 

shoppers? are We reaching a kind of tipping 

point Where consuMers Will expect coMpanies 

to act in Ways that are respectful of the  

environMent? 

Our organic offering continues to grow. The shelf 
space is definitely expanding. But something that’s 
different about our approach is that we haven’t sac-
rificed the everyday low price. We really are trying 
to lead what we call the democratization of sustain-
ability. You don’t need to be wealthy or elite to buy 
sustainable products. And that’s what we’re trying 
to do—to afford all customers, regardless of their 
economic status, the ability to take advantage of 
products that keep the environment in mind. They’re 
afforable, and oh, by the way, they’re good for the 
environment. Wal-Mart has the power, with the 
partnerships with our suppliers, to make things like 
that affordable to everyday Americans. And not just 
Americans. We can do it for people around the world.

I also think consumers are concerned about the envi-
ronment. And in today’s corporate environment, I think 
there are greater expectations of companies—not 
only that we operate our businesses ethically and with 
integrity but also that we’re good environmental  
stewards in the process. 

Q: in the signals survey, We found that there 

are tWo factors that coMe together to define 

a sustainable citizen index. the first factor 

is around personal care and concern about 

health. the second factor is related to iMpacts 

on local coMMunities—behaviors like support-

ing local farMers and recycling and things 

like that. is part of your sustainability effort 

focused on coMMunities?

You’re probably familiar with our “store of the commu-
nity” initiatives, where we really try to make the store fit 
the neighborhood, not only externally in the building—
the way the building looks—but also the product selec-
tion. We try to make sure it really fits the demographics 
of the local community, whether it’s economic or a cer-
tain ethnic group. And we do encourage the purchase 
of produce and other products from local vendors.

So your index marries really nicely with our “store of 
the community” efforts. It’s really a goal of Wal-Mart to 
have every store in the company reflect the community 
it’s in, whether that’s buying from the local farmers or 
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Monica Mullins
has a background in social services and  

workplace safety and is now Vice President  
of Asset Production, Safety and Compliance  

for Wal-Mart’s Logistics Division.

In 2006, Wal-Mart announced a major initiative to pursue a sustainable business strategy, asking all its suppliers to align 
themselves with the effort. Monica Mullins serves as the spokesperson for its business sustainability initiatives. IFTF’s 
Bob Johansen talked to Monica about the changes she’s seeing at Wal-Mart as it adapts to a global sustainability effort.

the local organic farmer or a local vendor. But we do 
have some sustainability standards now as we work 
with our vendors. We really encourage vendors of any 
size to look at the way they manage their business and 
ask: is there something they could do differently from 
an environmental-sustainability or business-sustain-
ability perspective that would contribute to our efforts 
as a company?

Q: i knoW your relationship With coMMunities 

has been a sore spot in the past. and i’ve heard 

the terM “green-Washing” used to describe 

your effort. are people really taking you 

seriously yet?

I think it’s something that we have to address. But 
there are a lot of things we do for communities, not the 
least of which is the number of jobs that we bring to 
the communities. We’re not afraid to go into the metro 
areas where businesses have left. I think Chicago is a 
great example, where a factory had been there once 
and it’s very economically depressed and a number 
of other businesses now have come into this area of 
Chicago. We pay a very competitive wage. We have 
very good benefits. 

And it’s very, very important to us to have a good rela-
tionship with the community. We really do want to do 
well by the community and bring jobs and offer men 
and women opportunities that they may not have had 
otherwise. I mean, my own personal story is a good 
example. When I came to the company, I would never 
have guessed that I would have the opportunities that I 
have. I started in February 1998 as a field manager. I was 
in the company’s risk-control department. After about 
six months, I came into Bentonville and was promoted 
through the department over the course of a few years. 
Then I was promoted last December to Vice President. 
So, I mean, I’ve just had a wonderful career with this 
company. And it’s a really exciting time to be here.

Q: you’re vice president of the global 

logistics netWork. hoW have your role 

and that netWork evolved as a result of the 

sustainability initiative?

The logistics network has grown over the last couple 
years beyond our fleet and beyond our domestic U.S. 
distribution centers to include the supply chain, to put 
more emphasis on the operations of our buildings, the 
construction of our buildings, and on the cargo initia-
tives. Our organizational goals and the goals of our net-
work had to be much broader because we have these 
huge distribution centers that we’re building, just as the 
stores division has the green stores. And the important 
question was: How do we build the green distribution 
center? We needed the knowledge of a lot of people, so 
many of the folks in the logistics network are involved 
in other networks as well. They might be involved in the 
waste reduction network. They may be involved in the 
packaging network. They may be involved in the China 
network. That’s the beauty of the network. 

Q: so you actually call those netWorks rather 

than organizations?

Right. That was the whole goal of introducing the sus-
tainable value networks. They were developed to repre-
sent not only people from a certain part of Wal-Mart but 
also people from other areas of the company as well as 
NGOs, the academic community, suppliers, and so on. 

Q: Just the language you’re using suggests a 

very different approach. it’s netWork language 

as coMpared to hierarchical language. are you 

increasingly functioning like a netWork? there 

is still a hierarchy, i suspect, but it sounds like 

it’s a More flexible hierarchy.

I don’t want to give false impressions. In a company our 
size, there are going to be silos. But it’s much, much 
easier to penetrate those silos or to partner with people 
in other organizations. You know, if sustainability has 
taught us anything, it’s that we need to work together. 
And that’s the only way that we will be successful not 
only amongst ourselves and between other departments 
and other divisions within the company, but outside as 
well. We need to welcome feedback and suggestions 
and criticism from our supplier partners, our NGOs, the 
government, academics, all of them. ➤

bob Johansen 
has been a forecaster for more than 30 years. 
He is a social scientist, an IFTF Distinguished 
Fellow, and author of the forthcoming book,  
Get There Early.

sustainability attitudes:  
personal health, coMMunity strength

The underlying dilemma of sustainability is the 
tragedy of the commons: what seems rational for 
individuals adds up to a situation where everyone 
is worse off. A fundamental principle of coop-
erative strategy suggests a way to escape this 
dilemma: link personal self-interest to the good of 
the larger community. 

In fact, personal health is emerging as that critical 
link. The 2006 Ten-Year Forecast Signals Survey 
points to a new “sustainable citizen” who sees local 
civic actions—as well as green consumerism— 
as part of a healthy lifestyle. Supporting local 
farmers, buying locally made products, and 
engaging in projects to improve the health of the 
community are all healthy living strategies for this 
person. For the sustainable citizen, working on 
personal health contributes to the overall health of 
the community.

How many sustainable citizens are out there? It 
appears that about half of all adults in the United 
States, across all income and ethnic groups, 
already qualify.

global sustainability:  
variations on a theMe

Often thought of as a rich nation’s issue, sustain-
ability is increasingly linked to personal health 
concerns—and local community practices—in 
some of the poorest and most environmentally 
troubling places on the planet. Over the coming 
decade, this connection will drive a wide range 
of community strategies, from local knowledge 
networks to so-called regenerative commerce that 
links spending to personal values and concerns.

In China, India, and Russia, IFTF ethnographic 
research suggests that, as a result of the Internet 
and other media, families are more aware than 
ever of the effects of environmental change on 
their health. In Russia, some affluent families try 
to grow all their own food to avoid environmental 
contaminants. A Chinese blog post on “poisonous 
street foods” drew over 670,000 viewers in just a 
few days, while China is already the third-largest 
source of organic foods worldwide. 

Meanwhile, the slums of the world’s emerging 
megacities are becoming a hot bed of local com-
mercial innovation, using distributed lightweight 
infrastructures and cooperative strategies to build 
sustainable local economic development as a 
basic survival strategy.

sustainability skills:  
a neW civic literacy

Indeed, lightweight infrastructures and cooperative 
strategies are forging a new sustainability toolkit 
for communities worldwide. In the United States, 
sustainable citizens are already beginning to adopt 
new skills in smart networking and collective 
behavior, according to our survey. They are also 
likely to be do-it-yourselfers: self-motivated, self-
educated, and self-organizing. And this combina-
tion of skills—invoked in a renewed commitment 
to sustainable local communities and motivated by 
personal health concerns—will begin to define a 
new civic literacy over the next decade. 

—Kathi Vian & Mani Pande
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COMMUNITIES:

citizens of sustainability
For years, advocates of sustainable corporate practices have focused on green marketing. They have documented a growing 

segment of consumers with so-called green values and have created high-value products that appeal to these consumers. This 

strategy has catapulted Whole Foods into a leadership role in retail food and has perhaps inspired Wal-Mart to follow  

its lead. over the next decade, though, these green consumers are likely to turn into “sustainable citizens,” as do-it-yourself 

attitudes, smart-networking skills, and a focus on personal and community health converge.

Q: given it’s size, Wal-Mart can actually 

function as a regulator. and i realize you 

Wouldn’t Want to say this officially, but 

you May be the closest thing We’re going 

to get to an extreMe environMental regu-

latory body in the united states. We’re not 

going to get regulation in the saMe Way 

as gerMany, for exaMple.

I think you’re touching on one of our goals here. 
We have the capacity as a company to build very 
positive relationships with the regulatory agencies 
and invite them in and build partnerships. The 
EPA is a great example. What a great program 
they have in the Smart Way program. It’s just 
a terrific, terrific program that encourages the 
freight industry to reduce emissions and increase 
efficiency. And we do have the ability to perhaps 
influence the world by demonstrating how it’s 
done. This is how we believe it could happen: 
by sharing information with other companies, 
by being as transparent as possible, by inviting 
those regulators in on discussions, and by taking 
them as partners as opposed to isolating our-
selves or looking at our regulatory agencies  
as foes rather than business colleagues and  
business partnerships.

Q: to Me, What’s really interesting is that 

you’ve brought sustainability together 

With strategy. you’re coMbining the tWo  

in the phrase “business sustainability.”

Right. It’s a beautiful marriage, really. You know, 
business and sustainability don’t stand alone. 
They can’t. As a business, we have responsibili-
ties to our shareholders to do things in the most 
economical way possible. There are things that 
we would like to do from an environmental stand-
point, but it doesn’t make good business sense to 
do it. The return on investment may not be there 
right now because the technologies just aren’t 
there yet. But that’s where you have the dialogs 
with manufacturers, inventors, NGOs, and the 
government organizations to help tap into those 
entrepreneurs, those companies that are doing 
the research to make sure that research dollars 
are allocated and that we keep those kinds of 
things moving forward. But it’s not to say that 
within a few years we won’t be able to do more. 

I think this is the most exciting time at Wal-Mart. 
We’re going through so much change and trans-
formation that at times you just have to hold on 
to your chair because things are happening so 
fast. But it’s the right thing.

What we really are trying to lead is the democratization of sustainability.  

you don’t need to be wealthy or elite to buy sustainable products.

What to do

communities: 

look for neW public–private partnerships at the local level

With their do-it-yourself attitudes and their smart-networking skills, 
citizens of sustainability are likely to innovate community institutions 
as well as markets. The opportunity here is to forge new kinds of 
public–private partnerships, leveraging the sociability and literacy of 
the commons that these people will bring to community issues—while 
also engaging their entrepreneurial spirit. Watch for platforms that fur-
ther community eco-health goals by linking local producers and mer-
chants to community sustainability practices. For example, they might 
offer rewards and incentives, such as discounts or points at local mer-
chants, to local citizens of sustainability who support local health and 
environment projects. Those same citizens will increasingly reward 
companies that support local sustainability—in the broadest terms—
by endorsing them in local forums focused on ecological health. 

technology:

leverage Web 2.0 for understanding healthy ecologies

Technology companies have much to offer to citizens of sustainability. 
In particular, Web 2.0 companies and their descendents can help  
leverage the local knowledge of these players in a global marketplace 
of ideas and practices. Reversing a familiar refrain, such tools will 
create the platform for people to think locally, act globally. In a next-
generation cross between MeetUp.com and WebMD, local platforms 
could help local users explore their own health in the context of local 
environmental factors. Ultimately, like the emerging online communi-
ties that rate health remedies, these new communities could provide  
a wealth of bottom–up information about the best strategies for man-
aging personal and community ecological health—and link those  
strategies to ongoing monitoring and analysis tools for implementation 
and feedback.

global development:

get there early With eco-healthy products

Increasingly, and not surprisingly, the desire for a healthy home, com-
munity, and planet is shared by people all over the world. With the 
Internet as a means to diffuse information more widely and with more 
companies providing sustainable products and services on a global 
level, there is great potential for sustainability-friendly practices and 
products to leapfrog to developing nations. Global corporations are 
in a perfect position to get there early, providing environment- and 
health-focused products and solutions for consumers in places like 
India, China, and Russia today. The urgency to act now is real, as 
awareness about the eco-health impacts of products is spreading 
rapidly; acting in the present will help companies avoid future  
backlash and even liability.
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over the next  

decade the “green 

consumer” will 

evolve into a  

“citizen of  

sustainability” as  

personal health 

links sustainability  

to community  

health
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