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Sales and Comps 1 Fiscal Quarters
Wa | maaomps down seven quarters running
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Walmart US T Comments on Performance

Walmart US Q4 (ended Jan 31, 2011)

% ﬁVaImart US Q4 Comments: \
Q4 Change | | ATraffic declined, but average
NetSalﬁﬁ 71.105 .0.5% ticket 1inc rease dl f
(USD billions) AWeak performance attributed to
Comps 1.8%  CM, particularly Electronics
AGross margin % up 17bp

Operating Income ASolid opex leverage
(USD billions) 6.021 4.8% Alnventory up 8.2% )

A Softlines = negative

AG | handi — ti Walmart re-asserted current
eneral merchandise = negative strategies to drive sales growth:

A Non_edib|e grocery: negative Walmart U.S. Four-Point Plan
1.) EDLP Price Leadership

A Health & Wellness =positive 2.) Broadest Assortment Possible
3.) Improve Remodel Program

AFood=fisol i do P OS | tf 4)Muli-Channel Initiatives

Source: Company reports, Kantar Retail analysis




2010 Holiday Results

Imar A Q4 shoppers down 3%
Walmart A Holiday gift shopper base down 2%

A Average holiday gift ticket down
A 3.2% decline in % shoppers who
spent the most $ on toys at WMT

© www.123rf.com

1

A Q4 shoppers up

A Holiday gift shopper base
up

A Web traffic conversion up

A +7.3% Nov/Dec
comps

A Q4 shoppers up

amazon

A Q4 shoppers up
AiHol idayo web s
and conversion up

A +2.6% Nov/Dec comps

A Q4 shoppers up:#1 toy pref
AAverage holiday gift ticket
up; strong web conversion

TARGET




Wa | maHotidaysEfforts Missed the Mark
Stores, circulars focused on basket EDLP with little
differentiation beyond price; store clutter effect?

focused on bas

AOur holi day
- Bill Simon, Nov. 2010
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AA very fam

Walmart Today: Back to Basics comfortabie d

Simon, March 2011
C Wide assortment of national brands, focus on new & smaller items

A fAAlIl categories are winbo
C EDLP/ rollbacks=pricing simplicity, basket focus; 1-stop shop

A AEDLP provides the foundat
¢C National brand POP overta

A fiwWe want to sell national

C Promotional intensity

A AAction All ey i s baclk ONet: Afocus onthe
C Power price/value shopper
) with a wide assortment
A  Merch (buyers) and Ops (store mgrs) of national brands at a
A More collaborative with suppliers low, everyday price=a
c ol : : _ morrne plra]cticral, tactticarl,
¢ arety hvestments 1 aIlEfocuSed oﬁera?or.e

Sources: Kantar Retail anal ysis; Wal mart l nvestorsdéd Day, Oct 2010




Walmart Today
Questions for

I Do 7 quarters of decline suggest
that issues beyond assortment
and pricing are at play?

I Is a return to pre-Impact strategies
the right course of action for
Walmart?

Supplier Implication: Walmart needs supplier input
and ideas to restore shopper confidence as a
destination. Working with Walmart to
stabilize/restore traffic is Priority 1, 2, and 3.

Sources: Kantar Retail analysis
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Assortment: The SKUs Come Back
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Shopper Awareness of SKU Increase

I About three in 10 Walmart shoppers have noticed
i Many (71%) haven ot é

Have Noticed an Increase in Number of
Products Available at Walmart |

(among past four-week Walmart shoppers)

;?ﬁ‘;«vt _é 4%33%&3.)“_".4\—.1 e cole .

- o= oo Em .



Big Thumbs-Up

i Overwhelming share of shoppersd nineoutof10d say i1t i s

Have Noticed an Increase in Number of
Products Available at Walmart

(among past four-week Walmart shoppers)

Feels the Increase in Products
Is For the Better vs. For the
Worse

For the better

920/ 4




Low-Income, With Kids Most Likely to Notice

Shoppers Who Noticed Walmart's Increase in Productsd By Key
Demographics

()
| 33%
! 30%
iy 21% o5y 26%
Income
All Walmart < $25k $25ki $49.9k  $50ki $74.9k $75ki $99.9k $100k+
Shoppers
| "
20% | o705 28% 1 ogys  29% gy
Age

All Walmart 181 24 251 34 351 44 457 54 55i 64 65+
_ Shoppers
Sour ce: Shopper ScapekE, November 2010




Changing Shopping Behavior?

Often

Shopping Walmart More

Buying More
Items per Trip

(among past four-week Walmart shoppers who noticed increase in products)

Al S 0%

Walmart |
Sh<o """ S ' S P
$95k | 31% 2506
. 0
CIE§25k| $49.9k | 31% 35%
. 0
§50ku $74.9k 29% 31%
0
$75k+ | 29% 3504
= 0
181 34 _ 5% 45%
" 0
) 351 44 33% 320
< i54 | 0
451 54 | 31% 31%
0
55+ | 20% 30%
Sour ce: Shopper ScapekE, November 2010
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Alleys Before and After

Proect mpact (July 2010) Post Project mpact (Novembes 2010)

Project impact (July 2010)

Sources: Kantar Retail store visits


http://insidekrs.grpitsrv.com/KT/Media/The Post Impact Walmart - A Visual Comparison of Then and Now/fig1_2010_Wamart SC_Epping NH_Action Alley Before and After.JPG
http://insidekrs.grpitsrv.com/KT/Media/The Post Impact Walmart - A Visual Comparison of Then and Now/fig2_2010_Wamart SC_Epping NH_Cashier Aisle Before and After.JPG

Pallet Awareness

I Only three in 10 Walmart shoppers noticed!

Have Noticed an Increase in Pallet

Displays at Walmart
(among past four-week Walmart shoppers)

Sour ce: Shopper ScapekE, November 2010
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Low Income and Families More Aware

Shoppers Who Noticed Walmart's Increase in Pallets 8 By Key

Demographics

)
34%
30% 30% 0
0 29% 27% 26%
Income
All Walmart <$25k | $25ki $49.9k $50ki $74.9k $75ki $99.9k  $100k+
shoppers \ )
34%
30% 31% 29% 30% 29% 28%
Age
All Walmart ~ 18i 24 2571 34 357 44 451 54 551 64 65+

shoppers

Sour ce: Shopper ScapekE, November 2010




Are Pallets Driving More Shopping?

Pallets Causing Shoppers to Alter Basket Size

(among past four-week Walmart shoppers who noticed increase in pallets)

All  Buying more Buying fewer
Walmart items No change items
shoppers 73% 10%
"""""" <ss ST ewe e
g $25ki $49.9k 73% 11%
é $50ki $74.9k 77% 6%
$75k+ 17% 7%
"""""" Tl o B
. 351 44 70% 10%
g 451 54 78% 9%
551 64 73% 10%
65+ [R4 89% 5%

Sour ce: Shopper ScapekE, November 2010




Do Shoppers Like the Pallets?

Have Noticed an Increase in
Pallet Displays at Walmart
(among past four-week Walmart
shoppers)

Feel the Increase in Pallet
Displays Is For the Better vs.
For the Worse

For the
worse

35%
For the better

Sour ce: Shopper ScapekE, November 2010




Who Doesnot L1 ke t he Kk

Shoppers Who Think Return oByKePPal | et

Demographics —\
(among past four-week Walmart shoppers who noticed the return of pallet) 42%
0 ! 37%
> - 31% 32% 4%
Age
All Walmart 18i 34 35i 44 45i 54 55i 64 65+
shoppers —/
42%
35% | 55 35% 33%
Income
All Walmart < $25k $25ki $49.9k $50ki $74.9k $75k+

Sour ce: ShopperScapeE,SthBR/e%Smber 2010




Behavior Differs by Pallet Response

Pallets Causing Shoppers to Alter Basket Size

(among past four-week Walmart shoppers who noticed increase in pallets)

Those WhO ||ke the Buying more Buying fewer
e items No change items

pallets are more

likely to buy more

(25%) than those All Walmart - g on 73% 10%

. shoppers
whod on 0 tthd K e
pallets are to buy
0)

less (17%). Like more pallets ; 20% 50/
(“for the better") - 0 i
Do not like more
pallets ("“for the 79% 17%

worse")

Sour ce: Shopper ScapekE, November 2010




Pricing: Renewed Focus on Basket EDLP
And longer-term, more collaborative Rollbacks

Source: Kantar Retail store visit and analysis
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Kantar Retail Pricing
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January 2011 Results Jun-10 | Jan-10 | Jun-09 | Jan-09

Index Index Index Index Index

teT- | (reT- | (teT- | (eT- | (TeT-

alma e wvT) | wmTm) | wvm) | wvT) | wmT)
Edible Grocery $ 3087 (% 31.19 101 103 98 103 111
Non-Edible Grocery| $ 70.10 | $ 72.48| 103 94 97 101 93
HBA $ 12042 | $ 111.59 93 102 96 101 98
Total| $221.39 | $215.26 97 100 97 101 99

Sour.ce:.lfantar Retail research and analysis
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Summary of Findings

Price Index of Target to Walmart:
Change Results Over Time
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Source: Kantar Retail research and analysis




Netting Out the Tactics

I Assortment: Awareness could be
higher, but the result is strong so far.

AFlip-side: Loss of «cl aj

I Promotion: Mostly positive, though not
resoundingly.
AFlip-side: Navigability compromised,
especially for older & middle class Supplier Implication:
Work with Walmart to

I Pricing: Total basket savings missing fine-tune tactic§6
the mark? would moderation
AFlip-side: Is the EDLP/basket help? Bigger guestion:
approach the right one? Is this how you beat

Amazon and Aldi?

Sources: Kantar Retail analysis
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Supply Chain Focus
Back-end to front-end

C Global sourcing via GMCs

C Direct imports; LT partnerships
CJoint procurement ;

Clncreased Al ocal o

C Sustainable farming methods  [epmms

How Wk Mart s shectiomti prosdect (o0 ypviom warns
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Source: Company presentations, Kantar Retail research and analysis




The Demand Si de of t h e

i Online order to urban FedEx (- N

I t Walmart launches same-day pick up service
O C a I O n S By Jonsthan Birchall in Mew Yark
Publizhed, October & 2010 2319 | Last updsted: October § 2010 2319

" - ~ Walmart, the largest US retailer, is launching a same-day pick-up service for
I S Ite—tO—S t O r e — u pn P-I-i OCd online sales of electronic goods at its stores in several US markets, in a move

] aimed at strengthening its hand in the forthcoming holiday sales battle with
Amazon and Best Buy.

I Drive Thru Site-t0-Store SEIviCe || s smee wmemdosane wsisres s sro. s

being offered at stores in Los Angeles, San Diego and San Francisco, as well as
DallasfFort Warth, Phoenix, Salt Lake City and Miami. Custormers who place
online

I Dry and non-edible grocery Free Shipping to a
available for online order FedEx Office using skte g stars

Now you can use Site to Store for Free Shipping to a FedEx Office.

I Site to Store offered at e S T
N e | g h bo rh O Od M ar ket To use a FedEx Office as a pickup location:

AYou'll also see
learnings from our friends at

ASDA, pilot online grocery in the
coming year.o
i Bill Simon, Oct. 2010

Source: Walmart.com, Kantar Retail research and analysis



Stores as Distribution Touch Points
The differentiator between pure-play online

Shopper 6s Be Wah dha Pdsibien

Price nNnSave money,
EDLP basket
Mass merchandiser
Assortment
Broad assortment

immediac Walmart US: 4,300+ stores
y Over 8,600 stores worldwide
AHavi ng o wWestribuBon @dinds in 15 countries
clearly 1 s a di st i n-wdnLin@gvdrel@ artt2@0g for

Source: Company presentation, Kantar Retail research and analysis




