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WALMEX DAY 2022 - ENABLERS (LOGISTICS) 

Mexico City, March 15, 2022  
(FREE TRANSLATION, NOT TO THE LETTER) 

 

 

CRISTIAN BARRIENTOS 

Thank you Gui. 

As we just heard, we are building the enablers that will support 
our strategic priorities.  

Enablers that are crucial to achieve our ambition.  

Enablers that will be our focus for investments going forward. 

 

Logistics is one of these relevant enablers. 

Our starting point is solid, our logistics network has close to 1 
million square meters, moves more than 1.4 million boxes 
annually and operates with more than 18,000 associates, 
making it one of the most robust logistics networks in the country. 
Our network is wide, it is well invested, and it is rooted on unique 
assets, such as stores, clubs and DCs.  

 

By expanding and modernizing our Supply Chain we are 
strengthening our competitive advantage to better serve our 
customers and accelerate growth. 

 

So, how are we leveraging our competitive advantages and 
assets to better serve our customers? 

One of  the main competitive advantages that we are leveraging 
is our reach and omnichannel operation: 

Now, we have around 2,700 stores and clubs we can leverage 
for home delivery and reverse logistics. By leveraging our stores 
and clubs we can: 

• Reach 88% of the population in the top 5 Mexican cities 
within 10 min 

• Deliver 95% of our on-demand orders on the next day 
• Deliver f resh produce with great quality daily in 120 cities 

• And by leveraging our stores and clubs we can also 
make life easier for the 5 million customers that shop 
with us every day.  

Our reach is a unique competitive advantage that we will 
continue to leverage to accelerate omnichannel growth.  

 

Another one of  the competitive advantages that we are 
leveraging to better serve our customer, is our scale. Through 
our scale, we can generate significant savings that translate into 
relevant benefits for our customers.   

• Currently, every day we travel to and return from 90% of 
our stores. This allows us to have lower costs and lower 
lead times than 3PLs. For example, a refrigerator going 
f rom the State of Mexico to a customer in Veracruz, 450 
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kms, through an omnichannel route, arrives 40% sooner 
and with a 60% lower cost when compared to a carrier. 

By leveraging our competitive advantages, we have been able 

to better serve our customers. A great example that illustrates 
this, is that during peak volume events, such as the end-of year 
holidays, the NPS our customers give us was +3,000 bps higher 
than the NPS for 3PLS, despite being our most challenging 
seasons.  

Besides leveraging existing assets and advantages, we are 

actively building upon them and evolving our network.  

Last year, we ref reshed our network to expand and modernize 
our logistics capabilities. Such capabilities will support and 
strengthen our competitive advantage and will allow us to better 
serve our customers and to accelerate omnichannel growth.  

 

GASTON WAINSTEIN 

 

Now, let me tell you about the capabilities we progressed on 
during 2021. 

One of  the capabilities we progressed on, was our integrated 
omnichannel network. Customers are evolving, the market is 
evolving, and our network is evolving too. 

 
• We progressed on our brick and eCommerce 

transportation and DCs integration to build the 
foundation to become a digitized, automated, and 
omnichannel network. 

• We improved access and service in Mexico’s northern 
region by opening a new DC in Mexicali. It will allow us 
to reduce distance to stores by almost 60%, 
transportation costs by 18%, lead times in the region by 
almost 40%. 

• With the opening of  this new DC, more than 200 
whitespaces become feasible and open up opportunities 
for us to continue to grow with new stores and clubs.   

• We started the execution of  our Tlaxcala and Bajío 
distribution centers. These two projects are very special 
for us and will start operations in 2024 and 2026, 
respectively. We are investing in state-of-art technology 
to increase productivity and efficiency. Bajío will be the 
largest and most sophisticated DC of our network, and it 
will have a productivity that is 40% higher than similar 
size operations. 

• We will expand our extended assortment capabilities 
through a new Fulf illment Center for Sam’s this year.  
 

We believe a truly omnichannel logistics network, will allow us to 
improve our service levels and to accelerate growth by enabling 
us to f low all merchandise indistinctively to stores, customers’ 
homes or pickup locations. 

 

 

 

Another one of  the capabilities we progressed on, was the 
Perishables network. Proximity to customers and our ability to 
deliver a full basket, including fresh items, in a couple of hours, 
is one of  the main competitive advantages we want to further 
strengthen.  

• We built the capacities needed to centralize produce 

distribution. This will allow us to increase availability, 
f reshness, shelf life, and overall customer experience in 
hard-to-reach areas for our suppliers. 
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• We are f inalizing and setting the Villahermosa DC with 
the goal of starting operations in May of the current year. 
It will be a model Perishables DC for the southwest 
region, and it will allow us to serve more than 250 stores 
in 7 states, bringing us closer to our customers. 

• We will expand the capacity of the Culiacán DC by 40%, 

which will help us reduce lead times in 20% and increase 
availability more than 440 bps in the region. 

 

Another one of the capabilities we progressed on, was better 
alignment with suppliers.  

• We worked with top suppliers to simplify receiving 
processes through new initiatives such as f ixed 
appointments and purchase order per item, which 
allowed us to reduce supplier’s receiving time by more 
than 70%. 

• We progressed on our Truck Load Optimization 

program, reducing more than 20k trips for our suppliers; 
having a positive impact on their carbon footprint and 
transportation cost.  

 

Strengthening commercial relations with our suppliers is 
fundamental to guarantee product availability and accelerate 
growth. 

 

CRISTIAN BARRIENTOS 

 

Another one of the capabilities we progressed on, was the last 
mile model.  An ef f icient and modern last mile operation is 
instrumental in offering the service levels our customers expect.  

• For on-demand, we are serving customers out of our 
760 enabled stores and we expanded the 
crowdsourcing model to more than 170 stores. More 
than 10% of  the on-demand orders of  Walmart and 
Walmart Express were fulfilled by this model by the end 
of  the year.  

• For extended assortment, we launched new operating 
models like Delivery Stations and Exchange Points that 
have helped us to reduce customer delivery promise 
time by almost 40%, with a cost that is over 10% lower.  

There is still a lot to do, as the last mile operation will continue to 
evolve. But we are proud of what we have achieved so far. Let 
me show you a video where we portray how the Delivery Stations 
and Exchange Points work. You will see how the merchandise is 
transported to arrive faster to our customers’ homes, you will see 
the whole operating model, you will see how the process works 
step by step, f irst at the Delivery Stations and then at the 
Exchange Points, and you will see the logic behind our operating 
model.  

 

VIDEO 

 

Interesting, right? We look forward to having you in one of  our 
new stations.  
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Another of  the capabilities we progressed on, was Walmart 
Fulfilment Services.  As you heard f rom Ignacio, accelerating 
extended assortment is crucial to lead in omnichannel. Through 
Walmart Fulfillment Services, we are enabling growth by making 
our world-class supply chain capabilities available to sellers.  

• We fulf illed near to 20% of  the marketplace’s sales by 
end of  year 2021. And, for 2022 we expect to take it up 
to nearly 30% 

• We improved customer satisfaction by more than +1,300 
bps in NPS, reduced lead times by 18% and improved 
on time 4%, overperforming the rest of marketplace. 
 

Through Walmart Fulf illment Services, sellers are delivering 
orders quickly and ef f iciently, which translates into better 
customer satisfaction. 

 

We’re very excited about how our network is evolving. We are 
very excited about how customers and suppliers will benefit from 
the investments we are doing, and we are even more excited 
about the initiatives in place to continue strengthening our 
competitive advantage to better understand our customers and 
accelerate growth. 

 

GASTON WAINSTEIN 

 

So, what are our initiatives which will allow us to continue 
modernizing our Supply Chain? 

 

One of  the initiatives to modernize our Supply Chain, is to 
implement new technologies on all our operating processes. 
Technology brings new opportunities to work in a more efficient 
and productive way, and we want to use these investments to 
help associates do their jobs safer and better. 

• We are rolling out virtual and augmented reality tools for 
some of our key processes. For example, we use virtual 
training for our forklift operators, which reduces training 
time by 40% and increases associates’ p roductivity by 
75% during the learning phase. Another example is the 
augmented reality glasses used for certain picking 
processes at our distribution centers, that increase 
productivity by more than 15%. 

• Also, we have been actively testing and implementing 
new automation processes such as automated guided 
vehicles to improve order f illing, sizing and weighing, 
automatic labeling, among others. 

• We converted all our handling equipment to 100% 
assisted equipment. For example, we are using Walkie 
Pallets that have increased productivity by moving 
merchandise faster and reducing associates’ fatigue, 
which in turn decreases accidents in our operations. 

 

As our customers’ service expectations increase, automation will 
be essential to serve them the way they want to be served, 
keeping the lowest costs. We are innovating constantly, we are 
executing initiatives powered by technology to increase 
productivity, while most importantly, increasing associates’ 
satisfaction and retention by creating a safer and healthier 
working environment. 
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Another one of the initiatives to modernize our Supply Chain, is 
to further evolve our last mile model. We just talked about how 
fundamental the last mile operation is for our omnichannel 
strategy.    

• We currently have 2 operating HUBS for on-demand in 
Mexico City, and 19 Delivery Stations and 8 Exchange 
Points for extended assortment that have allowed us to 
improve customer service in high demand trade areas. 
The HUBS are an example of how we are transforming 
our stores to serve customers better.  

• Based on the results of  our new operating models, we 
will continue its rollout by opening new HUBS, Exchange 
Points and Delivery Stations this year, and furthermore, 
we will be internalizing the main Delivery Stations 
operations currently managed by 3PLs which 
underperform the ones managed by us.  

• We started to transform our on-demand vehicles into an 
electric f leet this past year. We have plans to turn our 
f leet 100% electric by 2027. 

We will continue to scale our operating models while we explore 
and develop new initiatives to continue improving our service 
level for customers and building a regenerative network by 2040. 

So far, you’ve heard about how we are leveraging our assets, 
you’ve heard about the new capabilities we are building, you’ve 
heard about the new initiatives that we are implementing. Now 
let’s talk about how we are taking our competitive advantage in 
logistics even further to reach customers faster and with lower 
costs. 

 

 

 

 

 

 

 

 

CRISTIAN BARRIENTOS 

 

How are we taking our competitive advantage further? 

One way we are taking our competitive advantage further is by 
enabling logistics as a service.   

Our customers welcome us serving them in new ways, and our 
assets and capabilities are being monetized in ways we haven't 
tapped into before. In logistics, we are starting to exploit these 
opportunities that will help us support the lowest costs to serve 
going forward.  
For example, Walmart Fulf illment Services. The service is 
designed to grow together with our sellers, to help them generate 
more profitable sales, at scale. We’ve been working together to 
design a process that is simple and quick with leading prices. 
This service will translate into a larger assortment and faster 
delivery times for our customers. 

• We will rapidly increase our scope and build the 
capabilities we require to serve more sellers and the 
potential demand we expect from the market.  

• This initiative has been in place in Walmart US for some 
years now, we will continue to exchange best practices 
with them to rapidly strengthen our operations. 

More examples of logistic services that we want to of fer the 
market are backhaul, reverse logistics, rent of  surplus space, 
and primary transportation among other services. 

We will be able to better serve our customers through better lead 
times at a lower cost, by offering our Supply Chain services to 
the whole market.   

 

To f inalize, I would like you to remember that  
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• We are transforming our logistics into an integrated 
network of DCs, stores and last mile facilities to deliver 
a seamless shopping experience and to improve 
productivity. 

• By expanding and modernizing our Supply Chain we are 
strengthening our competitive advantage to better serve 
our customers and to accelerate growth. 

• We are taking our competitive advantage further by 
taking advantage of the monetization opportunities.   

 

Now, let’s move to our second enabler, Talent with Eduardo de 

la Garza.  

 


