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Walmart Canada’s strategy

Strong core business Canada’s fastest growing

» Unbeatable prices » Supercentre rollout
» One-stop shop « Financial services
- Easy shopping - E-commerce

We sell the products customers

want at unbeatable prices
» Develop talent - Buy for less
« Engaged associates * Inventory reduction
- Leaders in sustainability » Operate and move for less

Great place to work Better, simpler, cheaper, faster
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Two new normals Nv&!\# ﬂ

1. The changing face 2. Changing shopping
of Canada behaviour
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Income tracker

Canadian Monthly Spending Power growth

(year-over-year $ change)
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Two new normals Ny*"sggwm
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1. The changing face 2. Changing shopping
of Canada behaviour
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Winning one store at a time

NYSE:WMT

e Space

e Assortment

e Communication
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Waterloo | North Bay /
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Assortment: tailored to demographics NY&'V'\,‘MT

ommunty

Furama ‘s B ¥ # % : B o
Cake & Desserts Garden : Ocean Prémlum

Operating in Dpesrating |

Walmart Walmart

S reanmy Live betlnr
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Assortment: executing locally Nygi!vnvl
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e Customer insights drive
assortment decisions

e Local promotions on items that
matter

e Listening drives results
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Assortment: life stage Ny&‘#

Canada’s aging population will
reach 25% of the population by
2030

% of the population 65+

1961 2010 2017 2030

Source: Statistics Canada, 2006 Census
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Communication Nvﬁl\#

Walmart >,<

oney. Live better:

Happy Chinese ™

oo EtimitedTime | N f—=

e 360° approach

e TV, print, radio, online
* In-store: dedicated space, food

Flyer effective Friday, January 13thto

rhrsdadewarvmdf?-O"Z m demos, Signing
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Customer first

Our Customer

Walmart

CANADA

| (The Community

( The Store
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Our customer Is ever-evolving Nv“‘s*ﬁ;w
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Knowing her deeply Is key Nv“'SEw

& ¢ Understanding mom at an
Intimate level

 Tallor merchandise and
communication

* Drive loyalty

Walmart Wal-Mart Stores, Inc.
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Walmart Mom bloggers

Walmart

CANADA

il

°
2012im 31 Meeting for the [avestment Community

smatio

First time engaging blogger Moms
Sharing of personal experiences

Building insights through these
personal experiences

Leveraging for our broader customer
base
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Intimate activities

BELINDA’'S APPROACH

“I'm treating my Xmas prepping as a project:
outlining the scope, what | need, duration,
timelines, and deadlines.”
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* I
2012 Inemational Meeting for the [nvestmant Community

Harnessing technology

Saskatchewan Manitoba

Nova Scotia Ontario
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Insights into action NY&!{\,‘MT

12 Intemational Mesting for the [mvestment Communfty

e January Rollback event

[/
1000 SE Leveraged knowledge to drive business

of Itemson
ROllback e Saved Canadians $30 million/month

* Resulted in one of our strongest
Januarys ever
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NYS‘E!:WMT

ommunity

Key takeaways

e The customer is at the heart of our business

 We will continue to better understand our customers to
drive our business forward

e Our 18 years in Canada and our unique customer
Insights give us a competitive advantage to serve the
changing customer
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