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All-American Economics-Made In The U.S.A.
Translating Traditional Values Into
Practical Educational Programs
A scholarship fund of $1.2 million for use by
Central American students is being donated to
Harding University by Sam and Helen Walton of
Bentonville, Arkansas. In addition, matching
funds will be provided by the United States Agency
for International Development (AID) for the
students. The College of the Ozarks and John
Brown University are simultaneously receiving the
same size gift from the Walton family and the AID.
According to Mr. Walton, "The AID matching
funds were an incentive for us to give these
scholarships. I hope that other private funds will
come forth and help in this important effort. I am
convinced that the only way these extremely poor
countries can make substantial improvements in
the lives of their people is by having democratically
elected governments which strongly support
freedoms and reward individual initiative."
Harding University President Clifton L. Ganus,
Jr. affirmed, "We believe Harding's strong liberal
arts program with emphasis on free enterprise and
individual initiative in a Christian environment will
provide the type of positive training that the
Waltons have envisioned for these students. All of
us at Harding University want to salute the
Waltons for taking this bold step in promoting
democracy and individual liberty throughout the
world."
Recruitment of students in Central America
began in May 1985. The initial students for each
college will enroll in September. AID brought them
to the United States this summer for an orientation
program, including any necessary language
training. David Tucker, assistant professor of
economics, will be Harding's program coordinator
and will work directly with the students.

by
D. P. Diffme, Ph.D., Director
Belden Center for Private Enterprise Education
Professor of Economics
Harding University
Searcy, Arkansas
Editor's Note: This tenth year Commemorative Issue of
the ENTREPRENEUR is dedicated to Sam Walton Capitalist, Patriot, Enterpriser, Founder, and Chairman
of Wal-Mart Stores - for his pioneering "BUY
AMERICAN" Campaign that has the potential to nudge
the American Incentive System to prove, once more, that
"FREE ENTERPRISE DELIVERS THE GOODS."
There once was a fable about four people named
EVERYBODY, SOMEBODY, ANYBODY, and
NOBODY:
There was an important job to be done and
EVERYBODY was asked to do it. EVERYBODY
was sure that SOMEBODY would do it.
ANYBODY could have done it, but NOBODY did
it. SOMEBODY got angry ~bout that, because it
was EVERYBODY's job. EVERYBODY thought
ANYBODY could do it, but NOBODY realized
that EVERYBODY wouldn't do it. It ended up
that EVERYBODY blamed SOMEBODY when
NOBODY did what ANYBODY could have done.
Well, the abovementioned fabled characters never
met Sam Walton who, because of his great concern for
our economy's historically high balance of trade deficits
and the attendant loss of jobs and wealth flowing out of
the country, knows what we should be doing and knows
how to get it accomplished. Edmond Burke wrote long
ago, "How often has public calamity been arrested on
the very brink of ruin by the seasonable energy of a single
man?"
Indeed, late last year, Sam Walton gave the merchandise managers of his $6 billion company not only a
new philosophy, but a mandate: "Find products that
American manufacturers have stopped producing,
because they couldn't compete with foreign imports."
Mr. Walton not only urged his people to " BUY

AMERICAN," he invited other retailers to also get with
the program.
Mr. Walton's goal of urging both manufacturers and
retailers to work together is nothing short of a noble
attempt to prove that American manufacturers can
make merchandise and sell it on a competitive basis with
the same quality and value of products made overseas. In
his own words, "Wal-Mart is firmly committed to the
philosophy of buying everything possible from suppliers
who manufacture their products in the United States."
The "BUY AMERICAN" campaign indeed represents
a rather well-defined extension of Chairman Walton's
philosophy as it was communicated to his current
suppliers:
Our Wal-Mart Company is firmly committed to
the philosophy of buying everything possible from
suppliers who manufacture their products in the
United States. We are convinced that with proper
planning and cooperation, many products can be
supplied to us that are comparable, or better, in
value and quality to those that we have been
buying offshore.
Historically, the competition of the free market has
only been possible where a common culture and a
common faith lead individuals to cooperate with each
other. Men compete for cooperation in the confidence
that others respect quality, and they constantly improve
their products and services to earn that cooperation.
And yet, as Mr. Walton recently highlighted in a letter
to 3,000 of the chain's domestic suppliers, between 1981
and 1984, an estimated 1.6 million American jobs were
lost to imports. In fact, in the calendar year just ended,
non oil-related imports grew $70 billion, which
represented a 33 percent increase. Additionally, the
balance of trade deficit grew by 78 percent to $123.3
billion for calendar year 1984.
The credit belongs to the man who is actually in
the arena - whose face is marred by dust and
sweat and blood - a leader who knows the great
enthusiasm, the great devotion and spends himself
in a worthy cause - who, at best if he wins, knows
the thrill of achievement - and if he fails, fails
while doing greatly - so that his place shall never
be with those cold and timid souls who know
neither victory nor defeat.
- Theodore Roosevelt
Sounding the call, Mr. Walton said, "Something can
and must be done to reverse this very serious threat to
our free enterprise system." Always willing to credit his
merchandise buyers for their excellent performance thus
far, he nevertheless reinforced this point with them:
"Doesn't it make more sense to support our own people
who buy from us and who support, with their taxes, our
own free form of government and the institutions in the
U.S.?"

Capitalism has always had a wonderful track record,
and we should be very pleased to be partakers in it. If we
are not, there is really something basically wrong. It is
almost like getting good news and not being happy. The
executives at Wal-Mart Company are deeply concerned
about the trade deficit, especially as it represents an
erosion of manufacturing jobs out of the continental
United States. In a Microeconomic sense, it means that
small town customers are losing their jobs, as factories
close and markets are lost to overseas competitors.
Sam Walton believes that retailers can take the lead to
be equal opportunity purchasers, while still offering
customers good quality and price combinations in a price
range that will not squeeze overall profit margins. In his
own words, Mr. Walton provides his personal philosophy
on the matter, "Wal-Mart believes our American
workers can make the difference, if management
provides the leadership."
It is certainly by no accident that Wal-Mart's success
has been the result of a blend of capitalism and
patriotism. The one reason why Wal-Mart associates are
more vital and seem more alive is their daily engagement
with problem-solving and challenges. This is not to say
that they are in a state of bliss. Rather, as a group they
have a comparatively strong sense of purpose, which
their work gives them.

SALUTE TO COMPETITION
My competitors do more for me than my friends
do; my friends are too polite to point out my
weaknesses; but my competitors go to great expense to advertise them.
My competitors are efficient, diligent and attentive; they make me search for ways to improve
my service and products. My competitors would
take my business away from me if they could: this
keeps me alert to hold what I have.
If I had no competitors, I would be lazy, incompetent, inattentive; I need the discipline they
enforce upon me. I salute my competitors; they
have been good to me. God Bless Them All!

Although he is an avid free trader, Mr. Walton and his
executives are willing to work with American
manufacturers, to help them achieve the price and
quality combination that could put them back into the
ball game. Essentially, the "BUY AMERICAN" plan
gives the American manufacturers the same terms and
cooperation that are currently extended by Wal-Mart to
foreign manufacturers. This does not make work any
easier for Wal-Mart either.
It involves aid to domestic manufacturers so that
products can be produced to specification, and means
providing venders with longer lead time. Beyond that,
the "BUY AMERICAN" effort also involves Wal-Mart
in teaming up with its venders to tighten quality controls.

In some cases, the aid goes to the extent of supplying
domestic letters of credit.
If freedom means anything, it means the right to
choose; and in so doing, we create for ourselves the
alternatives of choice. Customers and manufacturers
alike have become interested in the new "BUY
AMERICAN" campaign, because it offers nothing less
than a renaissance of products that could be competitively manufactured in the United States. Wal-Mart
has a superb track record of doing things that benefit
people.

As the Wal-Mart chain is able to make better purchases, perhaps through the significant "BUY
AMERICAN" campaign, the 800-unit discount chain
will continue to prosper. Mr. Walton keenly knows that
in order to make a profit, the discipline of capitalism
requires the businessman to first meet the needs of
others. Last year, the company had sales of approximately $6.4 billion and earned $270 million.
Although it is seldom reported by the media in the
following manner, if the reader will divide the sales
figure into the profits figure, the result will be this:
profits last year were 4 cents on each $1 of sales.
Mr. Walton expressed his goal of purchasing
American-made goods in a recent column of the company's employee publication, Wal-Mart World:
Our Wal-Mart can and should set an example
for others in helping the U.S. out of the very
difficult financial situation that we're in • . • We
should initiate an all-out campaign to cooperate
with our industries and manufacturers to buy
everything possible in the U.S. We should assist
them to be competitive and more efficient in many
ways, and that should be our intent and objective.
If done correctly, I am very certain that U.S.
workers, if provided the proper equipment, incentives and participation, can produce merchandise in these United States that will be as
good a value, or better, than anything we can buy
offshore.
So, Wal-Mart merchandise buyers are looking at items
currently being imported, with hopes that similar
products can be produced in America. They are also
examining new items that might be manufactured in
America and added to the Wal-Mart merchandise menu.
What is at stake? The new "ALL AMERICAN
SAVINGS" promotional program says it all: "WALMART - KEEPING AMERICA WORKING AND
STRONG." According to Wal-Mart World, "The intent
of the program is to show our customers that we
wholeheartedly support buying American-made
products which represent quality at a value."
In Wal-Mart's enlightened self-interest, customers are
being created at the same time that jobs are being
developed in rural America. Early this year, while the
thrust of Wal-Mart's program was with its venders, the
chain was also pitching customers to buy American

goods. Although such an approach may seem to defy the
conventional wisdom of free trade economics, it is not
written in the stars that we have to continue to lose
markets to overseas manufacturers. It is neither a
foregone conclusion that their quality has to be better
than ours.
Ironically, the "BUY AMERICAN" strategy of Sam
Walton is occurring at the same time that other major
retailers are pressing our government to reduce import
quotas. Those retailers contend that import quotas
restrict the amount of low-priced goods that the
customer can purchase, at the same time increasing the
prices of those goods that are sold in this country.
Because of the abovementioned approach by other
major retailers, Wal-Mart executives admit that they are
going against the tide.
No one has yet written a book on how to achieve a
substantial measure of economic independence, from the
standpoint of specifically how much or what type of
products can be produced domestically. Certainly, the
age-old principle of comparative advantage would
operate, due to the uneven distribution of resources and
capital on this planet, not to mention transportation
costs. Nevertheless, Mr. Walton has set a goal of trying to
reduce, from 5 percent to 4 percent, the amount of goods
imported from offshore sources. Not to be overlooked in
all this is an overriding goal of assisting domestic suppliers to help them keep their cost dowh.
Already, venders are contacting Wal-Mart buyers with
ideas. For those domestic suppliers who choose to
compete with products manufactured offshore, WalMart is prepared to offer longer lead times for orders and
financial considerations that are similar to those given to
foreign manufacturers. Each pricing situation will be
judged on its own merits, and of course, the overriding
consideration will continue to be the need for Wal-Mart
to remain competitive in its 20-state market.
It is a complicated process that involves lead time,
payment terms, guaranteed orders and more than the
usual amount of paperwork. Also of signal importance is
the fact that Mr. Walton expressed a willingness on the
part of Wal-Mart to pay a little more in some cases for
goods manufactured in the U.S.A. and accept a reduced
markup that Wal-Mart puts on those goods. However,
Mr. Walton did not say that his company would pay
significantly more and endanger the company's distinct
market niche as a discount store.

What we obtain too cheaply we esteem too
lightly; it is dearness only that gives everything its
value. Heaven knows how to put a proper price
upon its goods; and it would be strange indeed if
so celestial an article as freedom should not be
highly rated.
Thomas Paine
Just as Wal-Mart has expressed a willingness to take a
slightly less markup or pay a slightly higher price for
American-made products, so Mr. Walton put

manufacturers on notice that they will have to make an
equal commitment:
In turn, our American suppliers must commit
to improving their facilities and machinery,
remain financially conservative and work to fill
our requirements, and most importantly, strive
to improve employee productivity. This means
that American producers will have to be more
"market driven" instead of continuing to be
traditionally "product driven."
The "BUY AMERICAN" campaign has gained
momentum, as evidenced by the large number of
backhauls of products manufactured in Wal-Mart's
trade territory. Mr. Walton recently cited successful
cases of working with venders on "bringing production
back to our shores."
(1) Wal-Mart ordered 400,000 portable electric

fans from Lasko Metal Products and the
more than $3 million worth of fans will be
produced predominately in Franklin,
Tennessee and Fort Worth, Texas. In the
process, the Lasko employment rolls will
grow by 30%, bringing them back to where
they were a decade ago.
(2) In 1983, Wal-Mart imported all of its dress
shirts; however, last year 40% of the dress
shirts were produced domestically. Capital
Mercury Shirt Company has, as the result of
Wal-Mart's drive, brought back to the
continental United States some of its
production and even hopes to expand some
of its facilities to meet the needs of other
retailers.
(3) Wal-Mart is also selling more domestic
flannel shirts, as it has been learned that
men's flannel shirts can be produced on a
competitive basis in the continental United
States. Farris Fashion~, Inc. in Brinkley,
Arkansas, has a $600,000 contract for
240,000 flannel shirts - one-tenth of what
the company anticipates it will sell next
winter.
(4) Julie Girl._ a manufacturer of ladies' sportswear and loungewear, has received new
Wal-Mart contracts which will create about
200 more jobs, as Wal-Mart has extended a
longer lead time in allowing the manufacturer to fulfill orders. The result has been
better production planning and more efficient plant operations through the lowering
of costs and overhead.
(5) Similar arrangements have been made with
Flanders Industries which employs 100

people with sales of $7 million a year. WalMart has signed a $469,000 contract with the
Fort Smith, Arkansas based manufacturer of
casual furniture. Previously, the outdoor
stacking chairs had been purchased from
Taiwan. By agreeing to pay Flanders when
the chairs are shipped, rather than 30 days
after the order is shipped, Wal-Mart is
helping Flanders to operate at less of a
competitive disadvantage than many
overseas firms. The new contract will add
about 30 more employees this next year.
Make all you can
Save all you can
Give all you can
Do all the good you can
In all the ways you can
With all the souls you can
In every place you can
At all the times you can
With all the zeal you can
As long as you ever can.

John Wesley
As we examine the ebb and flow and goods and services, jobs and incomes, it would be good to remind
ourselves that free enterprise is a social cause. It solves
the problems of society better than any other system we
know, because it solves the problems of the individual. It
does so much more, because it allows the individual to
achieve so much more. As Mr. Walton has personified in
his life, free enterprise is also an attitude, one of
responsibility, of citizenship, of pride, of dignity and
decency.
Most of all, free enterprise is an attitude of thankfulness. For too long, we have just emphasized its advantages, when perhaps we should also be emphasizing
its good news. Mr. Walton is a dynamic leader in
American retailing, and he has set out to prove that
American manufacturers can make merchandise which
will sell on a competitive basis with the same quality and
value as products made overseas.
Sam Wal ton has also courageously stepped forward
and asked all Americans to join him in preserving and
spreading the word about the human side of free enterprise, so that all of us who have been blessed so
abundantly can commit ourselves to leaving our country
and our way of life a little bit better for the next
generation than it was when we found it. The lapel
button worn by his store managers says it in true AllAmerican fashion: "WE CARE ABOUT OUR
PEOPLE."

What Is The Wal-Mart Secret?
by
Stephanie Carter, Co-Chairperson
1985-86 Economics Team
Harding University
Searcy, Arkansas
If a survey had been taken in 1970, and people across
the nation were asked about the Wal-Mart discount store
chain based in Bentonville, Arkansas, the reply of most
would have been, "What is Wal-Mart, and where in the
world is Bentonville, Arkansas?" But now all of that has
changed.

Retailers, security analysts, and other discount store
executives all over the country are talking about WalMart. They can't believe that in 15 years, Wal-Mart, a
small Mid-south chain which was operating 32 stores
and producing $1.2 million profits on $31 million sales,
exploded into a discount "superpower" which is now
operating 800 stores in 20 states and reported over $270
million profits on $6.4 billion sales in 1984.

was. The chain is simply too big for him to walk into all
800 stores and greet his associates by name. As the chain
continues to grow, The Wal-Mart World, a newsletter
published monthly by the company, will become increasingly important. In every issue the associates will
find an article entitled, "MESSAGE FROM SAM
WALTON." The article allows him to express his
feelings and share part of his personal life with his
associates. As the company gets larger and larger, it will
enable him to sustain a certain closeness that he enjoys
with his associates.
THE POWER OF ONE
I'm only one, but I am one.
I can't do everything,
but I can do something.
What I can do, I ought to do,
And what I ought to do,
with the help of God,
I will do.
-Author Unknown, but Wisdom Eternal

The question they all ask is: "Why is Wal-Mart
so successful?" Many factors have worked
together to make the company the success story it is
today: store location strategy, an efficient distribution
system, price-value relationship, customer service,
managerial autonomy, and the Wal-Mart associates. But
what is the real key? What makes these work so well
together? The answer is obvious to those of us who have
been privileged enough to be acquainted with him. The
answer is Sam M. Walton, founder and Chief Executive
Officer of Wal-Mart Stores, Inc.

Mr. Walton's philosophy about the company's
associates is that everyone is important, and every
associate contributes to the success of the company. He
has often stated to his top management, "The key to
success is to get into the stores, listen to what the
associates have to say, and get everyone involved." And
Mr. Sam practices what he preaches. He not only talks to
various general office and store personnel during his
hours at the office, but he has been known to show up at
a distribution shipping dock at 2:30 a.m. to talk with
some workers on the night shift.

Mr. Sam, as he is known by most of the Wal-Mart
associates, is the driving force behind the company,
pushing it to higher sales and profits. He still has his
morning cup of coffee at a local restaurant, drives to
work in his 1978 Ford pickup, and is as down-to-earth as
the principles his company is run by: Keep the customer
satisfied, keep expenses down, and keep sales up, up, up!

So, what is the Wal-Mart secret? Store location, low
prices, selection, and value all contribute to Wal-Mart's
success. Additionally, I would have to agree with the
Wal-Mart slogan, "OUR PEOPLE MAKE THE
DIFFERENCE," because Wal-Mart's people really do
make that difference in the success of the company. One
special individual, Mr. Sam Walton, has instilled in his
more than 80,000 associates the incentive to not only
help Wal-Mart become one of the largest discount chains
in the retailing business, but to also become the best and
most respected.

Mr. Sam is widely recognized as one of the truly innovative and progressive retailers operating today. But
Mr. Sam does not run the company by himself. He has
surrounded himself with quality executives and leaders
- individuals, like himself, with ideas and goals, who
are willing to work to achieve and reach their potential.
Some chief executives would sit back and be content to
let their officers run the company; not Mr. Sam. No, he is
right there to give input, to challenge, to encourage, to
praise, and to question!
The chairman's personal relationship with his
associates isn't, of course, exactly the same as it once

One occasion in which Mr. Walton expressed his belief
in the importance of his associates was at a recent
Saturday morning meeting itself a Wal-Mart
tradition. On that particular occasion, when Mr. Walton
received an award from the Sales Marketing
Management Magazine, he said, "This is not a
recognition for me, but for the company as a whole.
Every associate has had a part in getting Wal-Mart
where it is today."

