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Topics

ïQ4 2010 ResultsðWhere does Walmart stand?

ïSpotlight on Key Tactics: Assortment, Promotion, Price

ïSupply Chain Matters

ïBeyond the Supercenter Standard
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Sales and Comps ïFiscal Quarters 

Walmartôscomps down seven quarters running

Source: Company reports, Kantar Retail analysis
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ñWe are disappointed by our Walmart U.S. fourth quarter sales ò 
ïMike Duke, Feb. 2011
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Q4
% 

Change

Net Sales 
(USD billions)

71.105 -0.5%

Comps -1.8%

Operating Income
(USD billions)

6.021 4.8%

Walmart US ïComments on Performance 

Walmart US Q4 (ended Jan 31, 2011)

5

Source: Company reports, Kantar Retail analysis

ÅSoftlines = negative

ÅGeneral merchandise = negative

ÅNon-edible grocery= negative

ÅHealth & Wellness =positive

ÅFood = ñsolidò positive

Walmart US Q4 Comments:

ÅTraffic declined, but average 

ticket increased ñslightlyò

ÅWeak performance attributed to 

GM, particularly Electronics

ÅGross margin % up 17bp

ÅSolid opex leverage

ÅInventory up 8.2%

Walmart re-asserted current 

strategies to drive sales growth:
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6Source: Company reports, ShopperScapeÊ, and Kantar Retail analysis

ÅQ4 shoppers up

ÅHoliday gift shopper base 

up

ÅWeb traffic conversion up

ÅQ4 shoppers up

ÅñHolidayò web site visits 

and conversion up

Å+7.3% Nov/Dec 

comps

ÅQ4 shoppers up

Å+2.6% Nov/Dec comps

ÅQ4 shoppers up;#1 toy pref

ÅAverage holiday gift ticket 

up; strong web conversion

ÅQ4 shoppers down 3%

ÅHoliday gift shopper base down 2%

ÅAverage holiday gift ticket down

Å3.2% decline in % shoppers who 

spent the most $ on toys at WMT

2010 Holiday Results
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Slide 7

WalmartôsHoliday Efforts Missed the Mark 
Stores, circulars focused on basket EDLP with little 

differentiation beyond price; store clutter effect?

Source: Company presentation, Kantar Retail  store visits, research and analysis

ñOur holiday message is 

focused on basket savings.ò
- Bill Simon, Nov. 2010

ñWe believe our core customers are focused on 

price, basics, toys for kids and practical giftsé 

we expect that a lot of the spending will come 

close to Christmas.ò   - Bill Simon, Nov. 2010
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Walmart Today: Back to Basics

Ç Wide assortment of national brands, focus on new & smaller items

Á ñAll categories are winò 

Ç EDLP/ rollbacks=pricing simplicity, basket focus; 1-stop shop

Á ñEDLP provides the foundation and path for growthò

Ç National brand POP overtakes the ósparkô

Á ñWe want to sell national brandsò

Ç Promotional intensity

Á ñAction Alley is backò

Ç Power

Á Merch (buyers) and Ops (store mgrs)

Á More collaborative with suppliers

Ç Careful investments in smaller stores, .comé

Sources: Kantar Retail analysis; Walmart Investorsô Day, Oct 2010 

Net: A focus on the 

price/value shopper 

with a wide assortment 

of national brands at a 

low, everyday price= a 

more practical, tactical, 

value-focused operator.

© Copyright 2011 Kantar Retail

ñA very familiar and 

comfortable directionéò Bill 

Simon, March 2011



Slide 9

Walmart Today

ïDo 7 quarters of decline suggest 

that issues beyond assortment 

and pricing are at play?

ïIs a return to pre-Impact strategies 

the right course of action for 

Walmart?

Questions for Suppliersé.and 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

Slide 11

Source: Kantar Retail store visits and analysis
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Source:  ShopperScapeÊ, November 2010

ïAbout three in 10 Walmart shoppers have noticed

ïMany (71%) have noté

Yes

29%

No

71%

Have Noticed an Increase in Number of 

Products Available at Walmart

(among past four-week Walmart shoppers)

Shopper Awareness of SKU Increase
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Source:  ShopperScapeÊ, November 2010

ïOverwhelming share of shoppersðnine out of 10ðsay it is ñfor the better

For the

worse

8%

For the better

92%

Yes

29%

No

71%

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

Big Thumbs-Up
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Source:  ShopperScapeÊ, November 2010

29%
33%

27%
30%

25% 26%

All Walmart 
Shoppers

< $25k $25kï$49.9k $50kï$74.9k $75kï$99.9k $100k+

29% 27% 28%
31%

28% 29% 28%

All Walmart 
Shoppers

18ï24 25ï34 35ï44 45ï54 55ï64 65+

Shoppers Who Noticed Walmart's Increase in ProductsðBy Key 

Demographics

Income

Age

Low-Income, With Kids Most Likely to Notice
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30%

31%

32%

45%

35%

31%

35%

35%

34%

Source:  ShopperScapeÊ, November 2010

Shopping Walmart More 

Often

All 

Walmart 

shoppers

In
c
o

m
e

A
g
e

20%

31%

33%

45%

29%

29%

31%

31%

30%

55+

45ï54

35ï44

18ï34

$75k+

$50kï$74.9k

$25kï$49.9k

< $25k

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

Buying More 

Items per Trip

Changing Shopping Behavior?
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Pallets: How it Looks Todayé 

Source: Kantar Retail store visits and analysis

16© Copyright 2011 Kantar Retail



Slide 17

Alleys Before and After

Sources: Kantar Retail store visits
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Source:  ShopperScapeÊ, November 2010

ïOnly three in 10 Walmart shoppers noticed!

For the better

92%

Yes

30%

No

70%

Have Noticed an Increase in Pallet 

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

Pallet Awareness
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30% 31%
29%

34%
30% 29% 28%

All Walmart 
shoppers

18ï24 25ï34 35ï44 45ï54 55ï64 65+

30%
34%

30% 29%
27% 26%

All Walmart 
shoppers

< $25k $25kï$49.9k $50kï$74.9k $75kï$99.9k $100k+

Source:  ShopperScapeÊ, November 2010

Shoppers Who Noticed Walmart's Increase in Pallets ðBy Key 

Demographics

Income

Age

Low Income and Families More Aware
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6%

16%

14%

20%

30%

15%

17%

17%

21%

18%

89%

73%

78%

70%

56%

77%

77%

73%

67%

73%

5%

10%

9%

10%

13%

7%

6%

11%

12%

10%

65+

55ï64

45ï54

35ï44

18ï34

$75k+

$50kï$74.9k

$25kï$49.9k

< $25k

Source:  ShopperScapeÊ, November 2010

All 

Walmart 

shoppers

In
c
o

m
e

A
g

e

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

Pallets Causing Shoppers to Alter Basket Size

Buying more 

items

Buying fewer 

itemsNo change

Are Pallets Driving More Shopping?
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Source:  ShopperScapeÊ, November 2010

For the 

worse

35%
For the better

65%

Yes

30%

No

70%

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

Do Shoppers Like the Pallets?
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35%
32%

35%

42%

33%

All Walmart 
shoppers

< $25k $25kï$49.9k $50kï$74.9k $75k+

35%
31% 32% 34%

37%

42%

All Walmart 
shoppers

18ï34 35ï44 45ï54 55ï64 65+

Source:  ShopperScapeÊ, November 2010

Shoppers Who Think Return of Pallets Is ñFor the WorseòðBy Key 

Demographics
(among past four-week Walmart shoppers who noticed the return of pallets)

Income

Age

Who Doesnôt Like the Return of the Pallets?
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Source:  ShopperScapeÊ, November 2010

Those who like the 
pallets are more 
likely to buy more 
(25%) than those 
who donôt like the 
pallets are to buy 
less (17%).

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

Pallets Causing Shoppers to Alter Basket Size

Buying more 

items

Buying fewer 

itemsNo change

4%

25%

18%

79%

70%

73%

17%

5%

10%

Do not like more 
pallets ("for the 

worse")

Like more pallets 
("for the better")

All Walmart 
shoppers

Behavior Differs by Pallet Response
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Pricing: Renewed Focus on Basket EDLP 
And longer-term, more collaborative Rollbacks 

24

Source: Kantar Retail store visit and analysis

ñEDLP provides the foundation and 

path for growth.ò 
ïBill Simon, Oct. 2010
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Kantar Retail Pricing Study Results

ïTargetôs basket was 

slightly less expensive 

than Walmartôsoverall, 

driven by HBA

ïWalmartôsEDLP 

positioned appeared in 

practice; Target 

leveraged promotions

Source: Kantar Retail research and analysis

January 2011 Results Jun-10 Jan-10 Jun-09 Jan-09

Walmart Target

Index

(TGT -

WMT)

Index

(TGT -

WMT)

Index

(TGT -

WMT)

Index 

(TGT - 

WMT)

Index 

(TGT - 

WMT)

Edible Grocery 30.87$     31.19$     101 103 98 103 111

Non-Edible Grocery 70.10$     72.48$     103 94 97 101 93

HBA 120.42$   111.59$   93 102 96 101 98

Total 221.39$ 215.26$ 97 100 97 101 99

25

TGT/WMT 

index

© Copyright 2011 Kantar Retail



Summary of Findings

ÅTargetôs basketused

price promotions to drive 

guestsô impressions and

achieve actual basket 

price leadership.

ÅWalmartôsbasket 

reveals its return to an 

EDLP approach.

Price Index of Target to Walmart:

Change Results Over Time

Source: Kantar Retail research and analysis
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Slide 27

Netting Out the Tactics

ïAssortment: Awareness could be 

higher, but the result is strong so far.  

ÅFlip-side: Loss of clarityé

ïPromotion: Mostly positive, though not 

resoundingly. 

ÅFlip-side: Navigability compromised, 

especially for older & middle class

ïPricing: Total basket savings missing 

the mark?

ÅFlip-side: Is the EDLP/basket 

approach the right one?

Supplier Implication: 

Work with Walmart to 

fine-tune tacticsð

would moderation 

help? Bigger question: 

Is this how you beat 

Amazon and Aldi? 

Sources: Kantar Retail analysis
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Supply Chain Focus

ÇGlobal sourcing via GMCs

ÇDirect imports; LT partnerships

ÇJoint procurement; ñcollaborative sourcingò

ÇIncreased ñlocalò buying

ÇSustainable farming methods

ÇMABD

ÇCPU

ÇRFID

Back-end to front-end

Source:  Company presentations, Kantar Retail research and analysis
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ïOnline order to urban FedEx 

locations

ïSite-to-Store, ñPick-up Todayò

ïDrive Thru Site-to-Store service

ïDry and non-edible grocery 

available for online order

ïSite to Store offered at 

Neighborhood Market

The Demand Side of the Supply Chainé

30

Source:  Walmart.com, Kantar Retail research and analysis

ñYou'll also see us enabled by 

learnings from our friends at 

ASDA, pilot online grocery in the 

coming year.ò

ïBill Simon, Oct. 2010
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Stores as Distribution Touch Points

Shopperôs Demands Ą WalmartôsPosition

The differentiator between pure-play online

31

Price

Assortment

Customer Experience

Immediacy

ñSave money, Live betterò

EDLP basket

Mass merchandiser

Broad assortment

??

Walmart US: 4,300+ stores

Over 8,600 stores worldwide

Source: Company presentation, Kantar Retail research and analysis

ñHaving over 8,000 distribution points in 15 countries

clearly is a distinct advantage for us.ò  - Wan Ling Martello, Oct. 2010
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