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We are moving toward a vibrant
future for our business, the
environment and communities
around the world.

A

t Williams-Sonoma, Inc., we know that our future
success is linked to our ability to make a positive
impact, both locally and around the world. We
are committed to sustainable business practices and to
supporting our associates in using their talents to make
a difference. Through both big ideas and small details,
we’re working to continually improve our social and
environmental performance.
Our mission is to enhance the quality of our customers’
lives at home. We believe this mission is deeply
connected to sustainability. Every day, we seek to live
up to our promise to our customers by making beautiful
products, inside and out. Focusing on great design
helps us discover new solutions to challenges. Creating
products that last means we can reduce waste and
enable our customers to do the same.
Acting responsibly is more than the right thing to do –
it is strategic to our bottom line. It also reflects what
we care about as a company. We put a premium on
listening to our customers and all of our stakeholders,
and increasingly they have told us that they, too, care
about our social and environmental responsibility.
For all of these reasons, sustainability is helping to guide
us into the future. As we evolve, we are driving our
business performance through sustainable practices in
every part of our business, including:
• Incorporating sustainable elements into the design
of our products;
• Enhancing efficiencies through reductions in energy
use, waste and packaging;
• Collaborating with our suppliers to source more
responsible materials, from FSC–certified wood to
organically grown cotton;

Our philosophy also extends to how we support
our community, as well as our associates and their
efforts to create a better world. For us, sustainability
must include a focus on people. It helps them thrive
both at work and out in the community. It enhances
health and well-being. Whether we are raising money
to fight childhood diseases, organizing a farmer’s
market at the office, or providing paid time for our
associates to volunteer, we are working to turn the
word “sustainability” into meaningful actions. All of
these efforts contribute to our vision for the future.

Our Promise to our Stakeholders:
- We will make long-term, incremental progress
toward being a sustainable, responsible company.
- We will provide annual updates on our
achievements, challenges, and the work we still
need to do.
- We will aim to bring benefits to all of our
stakeholders, from our customers, associates and
investors to the people who make our products
and the communities where we do business.

This vision will take ongoing work, and we
acknowledge that we have made more progress
in some areas than others. This report marks a
milestone – our first communication about our
intentions, progress to date, and where we are
going. As we move ahead, we will update this report
annually – and continue to engage in a conversation
about the journey that we are making toward a more
sustainable future.

• Cultivating economic opportunities for people
and diverse cultures around the world by purchasing
artisan products and supporting the communities
where we operate;
• Committing to ethical sourcing by ensuring safe and
fair working conditions for all workers.

Laura Alber, President and CEO
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strategy

where we are on our journey and how
we will make progress

In addressing our impact on the environment and
communities, we have created a framework that
includes three main areas: products, people and
operations. In this report, we are sharing our longterm strategy; in our 2012 update, we will publish
goals and metrics. We see ourselves at the start of a
journey that we have committed to long-term.
We started by focusing on our natural resource
consumption and impacts so that we can target the
most material areas of our business. Our strategy is
informed by the belief that sustainability is a business
priority that drives financial performance.
Two key features in this report encapsulate our
strategy, progress to date and challenges:
• Our supply chain map (p. 10-11) shows the journey
our products take from design to final sale.
• Our strategy map (p. 12-14) is a blueprint for
creating change in the most material parts of our
business. It lays out the key indicators by which
we will measure our progress.

products

a focus on quality and the responsible
sourcing of raw materials
Our products are central to our sustainability efforts.
We are guided by several core tenets: great design,
lasting quality, and a commitment to listening to our
customers. By making products that last, we support
the conservation of resources. Our focus on great
design has taught us what it takes to solve problems
and operate within constraints.
To provide our customers with high-quality products,
we rely on the availability of high-quality wood and
cotton. How we source these materials also impacts
the environment and communities. Highlights of our
work to date include:

• We have published policies on the responsible
sourcing of wood and fiber, outlining requirements
governing our raw material supply chains;
• In 2011, 9% of our furniture consisted of wood
certified by the Forest Stewardship Council (FSC);
• We have invested in the use of organic cotton,
with 12% of our textile products made with
organic cotton in 2011. We have also reduced the
use of toxic chemicals in textile processing
through certifications by the Global Organic
Textile Standard (GOTS) and Oeko-Tex, the
leading standards in the field.

people
making a difference around the world
and close to home
We work to support the well-being of everyone who
is involved in our business. We engage with suppliers
who share our standards, and they are expected to
sign and abide by our Vendor Code of Conduct. To
monitor compliance, we utilize third-party audits and
onsite visits, and we maintain a zero-tolerance policy
regarding serious violations. In the future, we seek
to play more of a leadership role in addressing
systemic issues, deepening our partnerships in the
countries where we do business to work alongside
other stakeholders.
Our efforts also include a range of community
initiatives. We are driven as a company to create a
sense of home in people’s lives, and we focus on three
main areas: Indoor spaces and shelter; outdoor
spaces and the environment; and food, health and
well-being. Some highlights to date include:
• We have been a leading sponsor of the AIDS Walk,
both in San Francisco and New York. To date we
have raised more than $1 million;
• Over the past 10 years, we have made more than
$1 million in grants to organizations nationwide
that provide shelter and other services to
homeless families. Funding has supported child
care, help for women escaping domestic violence,
and recreational programs;
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• We have raised more than $18 million for St. Jude
Children’s Research Hospital, the world’s leader in
childhood disease research, where no child is
turned away;
• Every year, we provide full-time corporate
associates with paid time to volunteer.

where we are
heading
driving change throughout our business

operations

aligning operational efficiency with
environmental improvements

Our operations represent an enormous opportunity
to marry our sustainability and business objectives.
We have made changes that enhance our efficiency,
reduce costs, improve how we run our business, and
better serve our customers.
Our efforts encompass our stores, distribution
centers, corporate facilities, packaging, data centers
and waste. Some highlights include:
• In addition to shifting to only FSC-certified paper
in our catalogs, we have reduced the size of our
catalogs and the the number of pages mailed; we
have also allowed for customer preferences
around frequency;
• In 2008 we began conducting an annual
greenhouse gas inventory that covers our leased
and owned locations, as well as our vehicles;
• We have completed a major lighting retrofit in our
distribution centers that created significant
energy and cost savings. We have also been
retrofitting our stores;
• We have improved our packaging to use less
material and increase our packing density; this
results in fewer boxes in warehouses and trucks;

Our journey to become more responsible is ongoing.
Creating this report has helped us step back and
reflect on what we have achieved and what we have
left to do. For example, we will become more
strategic in key areas such as energy management
and carbon reduction. We are also setting clear goals
and metrics to drive our progress and hold ourselves
accountable. And we are challenging ourselves to
take a leadership role in creating positive change.
To read more, please go to our full report at:
http://www.williams-sonomainc.com/company-overview/
corporate-responsibility-report.html

We welcome the
involvement of our
customers, associates,
partners and
stockholders – please
share your feedback,
ideas and inspiration
by contacting us at
WSISustainableDevelpment@WSGC.com

• We have incorporated sustainable elements in our
store design, from low-VOC paint to reclaimed
wood floors.
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