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Shoppers are doing all they can to
keep their credit cards in theirwallets
this holiday season.

They’re payingwith cash,direct deb-
its frombank accounts, taking advantage
of free financing and even cashing in
frequent fliermiles.

Adesire to stick to a budget and
to avoid interest rates that have risen
sharply have helpeddrive amarked shift
away fromcredit cards.Banks have also
reduced the amount of credit they’re
making available, even to low-risk
clients.

“Consumers are looking for discipline
in their spending levels that they can
achieve fromusing cash,” said Bryan
Eshelman,managing director in the
retail practice of consultantAlixPart-
ners,whose recent survey of shoppers
revealed their top concernwas eliminat-
ing personal debt.

Often, the switch to cash or debit
cardsmeans lower costs for stores,
thoughmerchantsmiss out on getting
data on their customers’ shopping habits
fromcredit card transactions.

Layaway andother paymentmethods
increase costs, but they canbe offset by
newopportunities to grab sales from
customerswhowould otherwise not be
able to buy.

BillHampel, chief economist at the
CreditUnionNationalAssociation, said
“people are trying a lot of newbehavior
in how they’re spending andhow they
are paying for it in response to a very
scary economy.”

Somenewhabits, particularly us-
ingmore cash,will likely linger,with
unemployment expected to remain high
for several years and credit lines less
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Youwon’t find a glossy fold-
er in SaraAlvarado’sNear
East Side real estate office,

or a pen, pad, envelope or sheet
of printer paper that isn’tmade of
recycledmaterial.

Alvarado,who co-owns the
seven-member companywith
her husband,Carlos, doesn’t even
have a faxmachine.

In an industry buried in con-
tracts and flyers, theAlvaradoReal
EstateGroupworks as paper-free
as possible, using E-Fax and a

scanner to send and receive docu-
ments electronically, printing out
pages onlywhen and if they have
to.

The office itself, a smallish
space at less than 1,000 square
feet on South Livingston Street,
boasts other “green”or eco-
friendly and sustainable features.
Among other things, it has a
low-flow toilet, an air-cleaning
system, formaldehyde-free fur-
niture, a usedwooden conference
table, a concrete floor finished
with a non-toxic sealant, and a
reception countermade ofDakota
Burl, a compositematerial that

looks likewood but consists of
pressed sunflower seeds.

Clearly, no one can say that
SaraAlvarado doesn’t prac-
ticewhat she preaches. For the
past five years, she has focused
much of her effort on advanc-
ing the cause of green building
and remodeling, a practice that
conserves energy andmaterials,
encourages recycling and sustain-
ability, and aims to cut costswhile
improving health and safety.

“I think people look formean-
ing and purpose in life and this
is somethingwe tapped into that
just feels right,”Alvarado said.
“It’s an opportunity tomake a
difference in theworld on a global
level.”
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Environmentally friendly paper towels, toilet paper and household
cleaner, along with energy-efficient light bulbs, are among the items in
the “Green Home Care Package” that Madison-area real estate agent
Sara Alvarado, a certified “Ecobroker,” gives to every client of the Al-
varado Real Estate Group.

Holstering
the credit
cards this
season
Eliminating personal debt is
the top priority of shoppers.

Marketing the benefits of green
Eco-consciousness affects every aspect of
Alvarado Real Estate Group’s operation
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Women comprisednearly half of
allworkers onU.S.payrolls for
the first time in July 2009.The

Shriver Report gauges themagnitude of
thismilestone by citing the fact that dur-
ingWorldWar II,when tens of thousands
ofwomen replacedmen in thework force,
women still comprised only about one-
third of thework force.

TheShriver Report based its analysis
onnational data from theBureau of Labor
Statistics Survey of Business.TheU.S.
Census Local EmploymentDynamics
(LED) programprovides local data includ-
ing theMadisonMetropolitan Statistical
Area (MSA).Although the two sources
are not directly comparable, both provide
useful information.

According to theLED,womencom-
prised49.3percentof all private-sector

employees in theMadisonMSA(Columbia,
Dane,and Iowacounties) in2008. Three
private-sector industries eachemployed
more than 10,000women in theMSAin
2008: foodservices anddrinkingplaces;
insurancecarriers; andambulatoryhealth
care. Womenworkersdominatedseveral
healthcarecategories,accounting for84.2
percentof all hospital employees,82.1
percentof all nursinghomeandresidential
care facility employeesand78.4percentof
all jobs inambulatoryhealthcare (outpa-
tient) services in theMadisonMSA.

The following chart lists the top 10
private-sector industries employing
women in theMadisonMSA. Similar data
for allWisconsinMSAs and all 72 coun-
ties is available through theU.S.Census
Industry Focus programat:
http://lehd.did.census.gov/led/

Women in the
workplace
Week 3: Women
dominate several
employment areas

More womenworking now than duringWWII

All nAICS subsectors 132,164 49.3%

Food Services and Drinking Places 11,552 72.2%

Insurance Carriers and Related Activities 10,313 54.2%

Ambulatory Health Care Services 10,010 78.4%

Professional, Scientific, and Technical Services 9,015 47.4%

Administrative and Support Services 6,849 53.7%

Hospitals 5,915 84.2%

Social Assistance 5,884 76.6%

nursing and Residential Care Facilities 5,364 82.1%

nonstore Retailers 5,011 70.2%

Credit Intermediation and Related Activities 4,061 57.8%

Source: Industry Focus, U.S. Census, 2008

Top 10 employers of
women in Madison MSA,
2008
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With aweek to go beforeChristmas,
divisionCEORaulVazquez saysWalmart.
com’s holiday sales are growing twoor
three times faster thanWeb sales overall.

At that pace—andwith 22 percent
growth so far this year— theworld’s larg-
est retailer is coming closer to dominating
theWeb theway it does cities and towns
across theU.S.Thatwouldmean eventu-
ally dethroning online retail leaderAma-

zon.com,whose sales hit $19.17 billion in
the 2008 calendar year.

And that’s preciselyVazquez’s plan.
Walmart.comalready controls nearly 8
percent of online holiday retail traffic,
behind onlyAmazon.com,whichhas 15
percent this year, according toExperian
Hitwise, aWeb trafficmeasuringfirm that
monitors visits to 500merchants’ sites.

Walmart.com—which inOctober
started selling suchpersonal-care prod-
ucts as diapers, beauty items andover-
the-countermedication—has about
1.5million offerings, includingnearly 1
million that outside retailers sell through
it.That’s about 10 timesmore goods than

RICHARD DREW – Associated Press

Raul Vazquez, president and CEo of Walmart.com, offers this approach to retail competition:
“What we like about rivalries is that rivalries make each person better. And I think we have some
good rivals right now. We expect to continue to grow faster than they do. And, in doing so, we
expect that we will be able to, at some point, be the biggest.”

RAUL VAZQUEZ

President and CEo of Walmart.com

AGE: 38

HOME: Burlingame, Calif.

FAMILY: Two children, ages 5 and 7

EDUCATION: Bachelor’s and master’s de-
grees in industrial engineering from Stanford
University; MBA from Wharton Business
School, University of Pennsylvania

WORK HISTORY: Vazquez joined Walmart.
com in 2002 as chief marketing officer and
was promoted to his current position in
early 2007. Prior to joining Walmart.com,
Vazquez spent four years at startup compa-
nies including Ventro and onSale, an online
auction company. Before that, he consulted
on competitive strategy for Fortune 100
firms and was an industrial engineer at
Baxter International.
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Walmart.com leader hopes
to dominate on Web as
Walmart stores have in retail.
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