
Introduction 
The following is a mock excerpt from a Form 10-K for a multiline retailer company, “CC Bale Stores, 
Inc.,” that incorporates disclosure to the SASB Standard for Multiline and Specialty Retailers & 
Distributors into its Management’s Discussion and Analysis of Financial Condition and Results of 
Operations (MD&A). This document serves as an example of one type of disclosure SASB envisions for 
its standards; it is not intended to provide a template for companies to follow. This is a working 
document on which SASB is actively soliciting feedback on the content, scope, and presentation format 
of disclosure to SASB Standards. Comments can be made via: www.sasb.org/contact  

 

 

UNITED STATES  

SECURITIES AND EXCHANGE COMMISSION  

Washington, D.C. 20549  
  

Form 10-K  
  

      

(Mark One)        

  
   
ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE 

SECURITIES EXCHANGE ACT OF 1934  
For the fiscal year ended December 31, 2014  

OR  

  
   
TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF 

THE SECURITIES EXCHANGE ACT OF 1934  
Commission file number 000-12345  

CC Bale Stores, Inc. 
(Exact name of registrant as specified in its charter)  

      

Delaware     99-999999  
(State or other jurisdiction of 

incorporation or organization)     

(I.R.S. Employer 

Identification No.)  

13074 Pembroke Street, 

Haverford, Pennsylvania 

(Address of principal executive offices)     

19041-1111 

(Zip Code) 

 

… 

 
Item 7. MANAGEMENT’S DISCUSSION AND ANALYSIS OF FINANCIAL CONDITION AND 

RESULTS OF OPERATIONS 

 

Sustainability Performance 

Overview 

 

 Since the Company’s founding in 1939, CC Bale Stores, Inc. has made one goal paramount: 

providing customers with high-quality products and service at competitive prices. As our customer base has 

grown, and general customer preferences have shifted, we have increased our efforts to act as good 

stewards of the environment. As competition has increased, we have sharpened our focus on sustainability 

in all forms. The Company’s Board of Directors includes a Sustainability Committee that reviewed the 

Sustainability Accounting Standards Board’s (SASB) Sustainability Accounting Standard – Multiline and 

Specialty Retailers & Distributors (CN0403) and determined that all the topics in it represent trends and 

uncertainties that may materially impact the Company’s operational performance or financial condition. 

Therefore, we disclose and discuss our performance on all five sustainability topics included in the SASB 

standard. We also provide Table 1, which summarizes the quantitative metrics we report, and Table 2, 

which displays two sets of “activity metrics.” These “activity metrics” describe four aspects of the scale of 

http://www.sasb.org/contact


our operations. We include them in order to help readers compare our performance, in the context of our 

specific size, to the performance of other similar companies that operate at different scales.  

  

Energy Management in Retail & Distribution 

 

Energy constitutes a substantial share of our operational costs, and reducing our energy usage can 

help strengthen our financial results in the long term. For this reason, we initiated a Company-wide energy 

initiative in 2010, the implementation of which is ongoing and expected to take a total of six years.  

 

Total energy consumed, percentage grid electricity, percentage renewable    
  

Our energy initiative consists of several programs, one of which focuses on increasing the 

sustainability of our energy sources. We installed solar panels on the roofs of 43 of our stores located in the 

U.S.; these panels produce a share of the renewable energy we consume. We also purchase Green-e Energy 

Certified renewable energy certificates (RECs).  

 

Another program focuses on reducing unnecessary energy consumption. To that end, we have 

trained employees and managers to implement energy-saving practices and installed timers and occupancy 

sensors in all of our retail locations. We have also upgraded a large share of in-store lighting and 

temperature-control systems to new, highly efficient replacement systems.  

 

Since 2010, our energy initiative has resulted in total energy consumption reductions of more than 

thirty percent. Over the next ten years, we expect savings from our efforts to total at least $41 million. We 

also expect these efforts to reduce fluctuations in energy costs and strengthen our reputation for 

sustainability. Risk exists that these savings will not be realized and that we may need to slow or stop 

implementation of our energy initiative before it is completed. Should these risks materialize, our costs may 

increase. However, we consider this risk small and the impacts unlikely to materially affect our financial 

results.     

 

Data Security  

 

Identifying and addressing data security risks 

 

As payment cards have become many consumers’ preferred payment method, the retail industry 

has become more vulnerable to data security breaches that may compromise the personal information of 

customers. Furthermore, data not directly related to customers now plays a growing role in our operations 

and strategic decisions, a trend that increases the potential impact of a breach. These breaches take many 

forms, and new threats may emerge at any time. We take multiple precautions, and we engage a security 

partner to continuously monitor potential threats. Still, we can neither perfectly predict nor protect against 

every emerging threat.  

 

The constantly shifting threat landscape presents multiple risks to our information systems that 

could compromise the security of our and our customers’ data. Attackers appear to frequently refine 

existing methods of attack and develop new ones. We are continuously challenged to monitor these threats 

and respond to them with improved technology and modified operational practices. Although we make 

substantial effort to identify risks before they occur, in some cases, an attack may be underway for some 

time before it is identified and addressed. In such an instance, the potential costs could be substantial and 

may materially impact our financial results.     

 

Our evolving use of technology also presents risks. For example, we are in the process of 

introducing tablet-based mobile points of sale (POS) in some of our stores to increase customer 

 Year Ended December 31,  

Metric 2012 2013 2014 

Total energy consumed (in thousands of gigajoules) 1,974 1,821 1,515 

          Percentage grid electricity 89% 87% 82% 

          Percentage renewable energy 11% 13% 18% 



convenience and reduce time spent waiting in line. We are also considering introducing beacons and other 

Internet-enabled devices to improve the in-store customer experience. It is possible these new technologies 

will introduce new vulnerabilities into our IT systems. Additionally, we regularly update our IT 

infrastructure and have migrated some data storage and other functions to cloud-based systems. This shift 

allows us greater flexibility and helps us reduce IT costs but could also present data security risks. Our 

agreements with third-party IT providers indemnify us against financial losses related to vendor-created 

security problems, but risk remains. It is possible that, despite substantial effort, a problem may arise from 

our actions. A problem may also arise that significantly damages our brand reputation and materially 

impacts our financial results.  

 

The third significant risk to data security is employee behavior. All employees receive training on 

security practices when they are initially hired and on at least an annual basis thereafter. Most employees 

only have access to those systems essential for them to perform their jobs, and only a limited number of 

employees can access systems containing personal information. In addition, most computers and other 

devices are configured to prevent employees outside of IT from installing any software. Still, employees 

may engage in practices, either intentionally or unintentionally, that could threaten data security. For 

example, they may receive and act on fraudulent emails designed to allow the sender to infiltrate our IT 

systems. It is also possible that employees may find ways to circumvent our controls and intentionally 

install software that collects sensitive information from our systems.  

 

We contract with an external security firm that monitors threats affecting the retail industry and 

those affecting our systems in particular. In 2013, following the data breach described in the next section, 

we also engaged this firm to review and revise our information technology practices and to begin providing 

other managed security services. These services include system scanning, firewall management, IT security 

policy consulting, endpoint-level tracking and analysis, and security awareness and Payment Card Industry 

(PCI) compliance training. Because data security risks can impact many of our operations, not just those 

related to customer data, the firm’s services and our practices apply to all relevant aspects of our 

operations.   

 

Over the past three years, we have observed increased frequency and diversity of attacks. In 

particular, we have seen an increase in malware affecting our POS, and we have devoted appropriate 

resources to defending against this attack pathway. Attacks on our systems consistently appear to be 

originating from a relatively small number of geographic locations. In general, the trends we and our 

security partner have observed indicate that the overall threat to our operations is growing. Based on 

publicly available information, the trends we have detected appear to be similar to those facing other 

businesses within our industry segment.  

 

We carry insurance to mitigate the potential costs of data security breaches, and premiums have 

increased over the past three years. They were trending upwards before the 2013 breach and have continued 

to rise, at an increasing rate, since then. By strengthening our security measures, we hope to slow the 

increase in the cost of premiums. Multiple factors influence these premiums, however, and such a 

slowdown may not materialize. We do not expect the cost of premiums to have a material effect on our 

financial results, and insurance remains an important tool in mitigating the impact data breaches can have 

on those results.  

 

There are many external standards and guidelines available to guide our approach to managing 

data security. We have discussed with our security partner the potential benefits and costs of the most 

prominent standards and concluded that no one particular standard currently meets our needs. Instead, our 

security partner has developed a customized system that we believe is appropriate for our operations. On 

our behalf, our security partner regularly monitors refinements to existing standards as well as introduction 

of new standards, and we incorporate relevant technology and business practices into our systems.  

 

 

 

 



Number of data security breaches, percentage involving customers’ personally identifiable 

information, number of customers affected 

 

In January 2013, we determined that an unauthorized party had remotely accessed our POS 

systems. We subsequently determined that the attacker had stolen payment card data covering 

approximately twenty-three million individual transactions made by more than seventeen million 

customers. In response, we notified those customers we believed to be affected and offered compensation 

in the form of free credit monitoring for one year.  

 

As of the end of 2014, the total cost of the breach, net insurance, is $14 million, which includes 

the costs of credit monitoring, disclosure, investigation, and remediation. Two class-action lawsuits are 

pending regarding the breach, which may result in additional expense. Over the next two years, we expect 

total breach-related costs, including lost revenues and net insurance, to be less than or equal to one-half of 

one percent of annual sales.  

 

Following the breach, we isolated all payments-related data from other systems and encrypted it. 

We have also installed EMV-capable payment terminals in all retail locations and begun processing chip-

based transactions on all chip-enabled cards. Our market research indicates that many retailers have 

installed EMV-capable terminals but continue to process transactions using the less-secure magnetic strip, 

even when the card presented contains chip technology. We expect our shift to EMV transactions to help 

reduce in-store fraud and the associated costs. Historically, these costs have not materially affected our 

financial results, but they can erode margins. 

 

 All thirty-four states in which we operate and the District of Columbia have local laws governing 

disclosure of data breach notification. It is our policy, first and foremost, to comply with these laws. We 

also notify the national news media of any breach that affects more than one thousand customers or affects 

customers in more than one state. For smaller breaches or those affecting customers in only one state, we 

notify local media. We also openly support creation of a uniform, national standard for data breach 

disclosure and support industry efforts to establish one.  

 

Workforce Diversity & Inclusion 

 

 Our stores are located primarily in or near major U.S. cities and generally attract employees from 

the surrounding communities. In recruiting and hiring employees, we focus on the skills necessary to 

succeed in a fast-paced retail environment. As customer demographics continue to shift, we expect to place 

greater emphasis on language skills, particularly Spanish and Chinese, so that employees can provide 

customers service and support in their preferred language and appeal to a diverse customer base.  

 

 In recruiting and hiring for management positions, we generally focus on a different skill set. We 

recognize that demographics are likely to continue to shift and that our ability to serve customers of all 

backgrounds depends on more than language skills of frontline employees. We are currently analyzing 

ways to improve the diversity of management employees in order to ensure we continue to meet customers’ 

expectations. The results of any initiative we implement as a result of this analysis will likely not be 

realized for at least three to five years.  

 

 If, over time, customers shift their buying habits based on demographics more substantially than 

we expect, risk to our financial results may increase. Furthermore, if we do not attract and retain sufficient 

numbers of frontline employees with relevant language skills, our customer satisfaction and/or sales may 

decrease. If the strategy we are currently devising to attract and retain a diverse set of managers is delayed 

or does not produce the expected outcomes, risk to our long-term financial results may increase.  

 

 Year Ended December 31,  

Metric 2012 2013 2014 

Number of data security breaches 0 1 0 

          Percentage involving customers’ personally identifiable information NA 100% NA 

          Number of customers affected (in millions) 0 17.3 0 



Percentage of gender and racial/ethnic group representation for management and other 

employees 

 

Employee 

Category 

Gender (%) Race and Ethnicity (%) 

Male Female NA White Black or 

African 

American 

Hispanic 

or 

Latino 

Asian Other NA 

Management 68% 32% 0% 79% 8% 3% 9% 1% 0% 

All other 

employees 
39% 61% 0% 58% 19% 13% 6% 4% 0% 

  

Amount of legal and regulatory fines and settlements associated with employment discrimination 

  

 We train all employees at every level on their responsibilities related to providing a fair and 

positive work environment. Establishing and maintaining such an environment is critical to attracting and 

retaining highly qualified employees and to demonstrating to our customers that we value our employees. 

Although we paid settlements and fines related to employment discrimination twice over the past three 

years, we paid no such settlements or fines between 2005 and 2012. 

 

 The fines and settlement paid in 2013 relate to a male employee receiving unwanted sexual 

advances, in the form of lewd remarks, from a female customer. The employee complained to store 

management, but management’s actions were ineffective at resolving the matter. We settled the issue with 

the Equal Employment Opportunity Commission (EEOC) and the employee out of court. The fines and 

settlements paid in 2014 relate to a manager making inappropriate remarks about the racial backgrounds of 

a group of four employees. We settled the issue with the EEOC and the employees out of court.  

 

 Although we do not believe these incidents represent a trend, we implemented a Company-wide 

training initiative to help ensure employees at all levels of the Company understand their responsibilities in 

the work environment. As we grow, we plan to increase the frequency of our employee training to help 

prevent subsequent problems. However, we recognize that training is not a guarantee against future 

problems. Still, we do not expect fines and settlements associated with employment discrimination to have 

a material impact on our financial results.  

 

Fair Labor Practices 

 

 Average hourly wage and percentage of in-store employees earning minimum wage 

 

 Our employees are crucial to the Company’s success and long-term growth, and we compete with 

both other retailers and businesses in other industries for qualified, motivated employees. In addition to 

working to provide a fair and positive work environment, we generally start employees at a pay rate above 

the minimum wage. However, minimum wages vary regionally within the U.S., and employees in some 

positions in Washington, Oregon, and the District of Columbia start at minimum wage. It is also important 

to note that some employees earn sales commissions on top of the wages included in the calculations to 

arrive at the average hourly wage presented below, and that there is a relationship between employee tenure 

and the wage earned. To the extent that turnover increases, the percentage of employees earning minimum 

wage may also change.   

 

 It is likely the U.S. federal minimum wage and individual state minimum wages will all increase 

in the near future. It is not possible to exactly predict the level of the new minimum wages, but we have 

conducted internal analyses that incorporate multiple scenarios to determine the potential impact of changes 

on our financial results. Under the scenario that assumes the smallest increase in wages, we expect a small 

increase in overall wage expense. Under the scenario that assumes the largest increase in wages, we expect 

 Year Ended December 31,  

Metric 2012 2013 2014 

Legal and regulatory fines and settlements associated with employment 

discrimination 
$0 $63,500 $80,000 



a moderate increase in overall wage expense. These scenarios would affect different numbers of our 

employees, from between eleven percent and fourteen percent. The larger the increase in the minimum 

wage, the larger the share of employees that would be affected. As noted, we pay a large share of our 

employees at a rate higher than the applicable local minimum wage; as a result, the overall impact on our 

financial results would likely be small regardless of the size of the increase in the minimum wage.  

 

 

Voluntary and involuntary employee turnover rate for in-store employees 

 

 Employee turnover incurs multiple costs and can affect customer satisfaction. We believe that our 

current measures to manage turnover, which include offering competitive wages and benefits, are effective 

and help manage the associated costs. Some level of turnover (voluntary and involuntary) is natural in any 

business and can help improve overall employee productivity in the long term. Based on publicly available 

information, our employee turnover rate is lower than those of our competitors and varies less from year to 

year than those of our competitors.  

 

  Amount of legal and regulatory fines and settlements associated with labor law violations 

 

 Over the past three years, we have paid no fines or settlements associated with labor law 

violations. Executive and senior management closely monitor and manage regulations related to labor law. 

In addition to incurring legal and regulatory fines, violating these regulations could result in legal fees 

and/or hamper our ability to attract and retain employees.  

 

Product Sourcing, Packaging, and Marketing 

 

 Revenues from products third-party certified to environmental and/or social sustainability 

standards  

 

 Over time, product characteristics related to environment and social sustainability have become 

more important to consumers. These features are especially likely to influence purchasing decisions of 

appliances, electronics, and cosmetics. Although we attempt to carry a wide variety of products that meet 

the needs of a range of potential customers, we nevertheless anticipate continued growth in the customer 

segment that purchases environmentally and socially advantaged products. Third-party environmental 

and/or social sustainability certifications allow us to efficiently select products that offer the characteristics 

many of our customers value; they also communicate these characteristics to customers in an effective and 

reliable fashion. The most common certifications of products we carry today are EPA Energy Star 

(appliances and electronics) and WaterSense (appliances), Ecocert (cosmetics, including some fragrances), 

Fairtrade (apparel, including footwear), and NSF Sustainability Certified (cosmetics). In fact, more than 

eighty percent of the appliances we carry are either Energy Star or WaterSense certified or both. Over the 

next five years, we expect to increase the number of products we carry that are certified to environmental 

and/or social sustainability standards. As that occurs, it is likely we will begin carrying products certified to 

other standards.  

 Year Ended December 31,  

Metric 2012 2013 2014 

Average hourly wage of in-store employees $13.23 $13.70 $13.97 
Percentage of in-store employees earning minimum wage 8% 7% 7% 

 Year Ended December 31,  

Metric 2012 2013 2014 

Voluntary employee turnover rate for in-store employees 38% 40% 39% 
Involuntary employee turnover rate for in-store employees 8% 9% 7% 

 Year Ended December 31,  

Metric 2012 2013 2014 

Legal and regulatory fines and settlements associated with labor law violations $0 $0 $0 

 Year Ended December 31,  

Metric 2012 2013 2014 

Revenue from products third-party certified to environmental and/or social 

sustainability standards (in millions) 
$729 $744 $761 



Assessing and managing risks associated with chemicals in products 

 

 The chemical content of the products we sell can affect employee and customer health and safety. 

We recognize that the chemical content of products is a growing concern to our customers. In addition to 

following all applicable laws and regulations related to chemicals, we employ a risk-based chemicals 

management policy that applies equally to all brands we carry, all business units, and all regions in which 

we operate. This approach incorporates information about the potential hazards of chemicals as well as data 

on the probability and magnitude of harm arising from exposure.  

 

We engage a third-party consulting firm to manage many aspects of risk assessment. This firm: 

 Monitors available research. 

 Conducts follow-up research to confirm or further illuminate the results of reviewed 

research. 

 Reviews products using the International Council of Chemical Associations (ICCA) 

Guidance on Chemical Risk Assessment. 

 Provides regular updates on its findings. 

 Provides recommendations, tailored to our operations, regarding specific chemicals. 

 

We use this information to help determine the extent to which we will reduce and/or eliminate 

chemicals from the products, and the packaging containing those products, that we sell. In general, we 

prioritize the reduction or elimination of products containing substances that are likely to be heavily 

regulated in the near future and/or that consumers are likely to avoid purchasing.  

 

We do not have a specific policy that relates to selling products containing chemicals classified as 

Group 1 carcinogens by the IARC Monographs on the Evaluation of Carcinogenic Risks to Humans, nor do 

we have a specific policy related to substances listed in Annex XVII to the European Union’s Registration, 

Evaluation, Authorization, and Restriction of Chemicals (REACH) regulation. We do not currently operate 

in the EU, nor do we have plans to expand into that region in the foreseeable future. However, many 

chemicals of concern to consumers and to regulatory bodies in the U.S. are found on these lists. We comply 

with all applicable regulations related to these chemicals, and we consider eliminating products containing 

them based on the policy described above.   

  

Over the past six fiscal years, we have eliminated products containing formaldehyde, PFCs, and 

BPA from our stores. We have also substantially reduced the number of products for sale containing 

parabens and expect to have eliminated all such products by the end of 2016. We are currently on track to 

meet this goal, which will primarily impact cosmetics product lines. We have already eliminated parabens 

from our private-label products, and only approximately ten percent of cosmetics products we currently sell 

from national brands contain these chemicals. The vast majority of the national brands we sell are also 

eliminating parabens from all the products they manufacture, primarily due to consumer concerns about 

safety.  

 

 When designing, manufacturing, and selling our private-label products, we focus primarily on 

ensuring we meet all applicable regulations and that we meet customer expectations. We frequently refine 

our product designs to improve efficiency and effectiveness, and when practicable, we incorporate into 

these refinements updated formulations that reduce or eliminate chemicals that may be of concern to our 

customers. We work closely with suppliers to ensure that products are manufactured to our specifications, 

and we declare all components of our products on the labels. Although we do not launch specific marketing 

campaigns around the chemical components of our private-label products, we occasionally feature updated 

formulations on labels or in advertisements. For example, when we removed BPA from all our private-label 

sporting goods, we noted that on the labels. 

 

 For all our private-label brands, we engage a third-party testing firm to verify the chemical content 

of the products. We do not require national brands to present evidence of similar testing, but we do 

generally prefer to purchase products from suppliers that do so.  

  



 Suppliers are contractually obligated to adhere to all labeling and other formulation-disclosure 

regulations. However, we do not require suppliers to make further disclosures regarding the chemical 

formulations for the products we purchase from them and then offer for sale. 

 

 In the strictest sense, we do not require suppliers to consider alternative chemicals in product 

formulations. However, if we elect to eliminate products containing specific chemicals, we may need to 

cease purchasing certain products from suppliers in order to meet our commitments. We communicate 

regularly with our suppliers regarding any upcoming action we are planning to take regarding specific 

chemicals, and should we deem it necessary to eliminate products containing a specific chemical, we would 

work with suppliers to determine suitable phase-out timelines. 

 

Strategies to reduce the environmental impact of packaging 

 

More efficient packaging presents opportunities to reduce transportation and waste costs as well as 

to optimize display space. To help us identify and begin realizing those opportunities, we are currently 

conducting a lifecycle assessment (LCA) on the packaging for all our private-label products. We have 

implemented the changes described above concurrently with that initiative. The assessment will likely be 

completed in 2017, and we expect to make further changes to our private-label packaging both while we 

complete it and after it is finished. We expect these changes to include but not be limited to: 

 Reducing primary package size to reduce the amount of packaging needed and to increase cube 

utilization during transport and storage. 

 Replacing a significant share of the plastic used in primary packaging with more sustainable 

materials. 

 Identifying potential ways to reuse packaging materials.  

 Re-designing secondary and tertiary packaging materials for private-label lines in addition to CE 

and PA. 

 

As we conduct the LCA, we are employing multiple metrics from the Global Protocol on 

Packaging Sustainability 2.0. Because the LCA remains in progress, we are not yet in a position to discuss 

our performance on specific metrics. We expect the long-term benefits of this initiative to outweigh its 

short-term costs, and these benefits could prove significant.    

 

We also communicate regularly with national brands to identify ways to reduce unnecessary 

packaging and improve the sustainability of necessary packaging. We plan to share our LCA findings with 

these brands, based on the belief that this information may provide insights into their own operations and/or 

provide evidence of potential cost savings that would encourage them to conduct an LCA. To the extent 

that we possess specific customer feedback regarding these brands’ packaging, we also provide this to 

them. However, we can exert less control over these brands’ operational decisions than we can over our 

own.  

Recently, consumers have begun more clearly expressing their desire for sustainable and 

environmentally friendly packaging. In response, we have made substantial changes to the packaging of our 

private-label products. For example, we have: 

 Eliminated unnecessary packaging from all of our private-label products. 

 Changed the primary packaging of our entire line of Connor Electronics (CE) so that at least 

ninety percent of packaging, by weight, is made from recycled and/or recyclable material. 

 Re-designed secondary and tertiary packaging materials for CE to increase cube utilization during 

transport and storage. 

 Re-designed secondary and tertiary packaging for our Prestige Appliances (PA) to increase the 

durability and lifespan of these materials, thereby reducing their long-term environmental impact. 

 

Consumers may substantially change their buying habits based on packaging, thereby affecting 

our sales and revenues. We currently believe this risk is small in magnitude and that our packaging-

efficiency efforts are sufficient to mitigate it. However, if packaging begins playing a larger role in 

consumers’ buying choices, our financial results may be affected. We may also need to revise our 

packaging strategy, which could require time and financial resources. 



Table 1. Summary of Quantitative Accounting Metrics  

 Year Ended December 31,  

Disclosure Topic  Metric  2012 2013 2014 

Energy Management in 

Retail & Distribution 

Total energy consumed (in thousands of gigajoules) 1,974 1,821 1,515 

     Percentage grid electricity 89% 87%            82% 

     Percentage renewable energy 11% 13%   18% 

Data Security 
Number of data security breaches 0             1 0 

     Percentage involving customers’ personally identifiable information NA 100% NA 

      Number of customers affected (in millions) 0 17.3 0 

Workforce Diversity & 

Inclusion 

Employee 

Category 

Gender (%) Race and Ethnicity (%)* 

Male Female NA White 

Black or 

African 

American 

Hispanic 

or Latino 
Asian Other NA 

Management 68% 32% 0% 79% 8% 3% 9% 1% 0% 

All other 

employees 
39% 61% 0% 58% 19% 13% 6% 4% 0% 

 

 

 
Legal and regulatory fines and settlements associated with employment 

discrimination 
        $0 $63,500 $80,000 

Fair Labor Practices 

Average hourly wage of in-store employees   $13.23 $13.70 $13.97 

Percentage of in-store employees earning minimum wage         8%       7%       7% 

Voluntary employee turnover rate for in-store employees       38%     40%      39% 

Involuntary employee turnover rate for in-store employees        8%     9%       7% 

Legal and regulatory fines and settlements associated with labor law 

violations 
       $0     $0     $0 

Product Sourcing,  

Packaging, and Marketing 

Revenue from products third-party certified to environmental and/or social 

sustainability standards (in millions) 
     $729    $744    $761 

     

 

Table 2. Activity Metrics Year Ended December 31,  

Metric 2012 2013 2014 

Number of retail locations  265 268      274 

Number of distribution centers 14 14        15 

Total area of retail space (in thousands of square meters) 2,585 2,614    2,673 

Total area of distribution centers (in thousands of square meters) 1,691 1,691    1,812 


