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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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Driving the productivity loop — Ny&!\#
merchandising led |

Operate
for Less
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CANADA
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Buy for less — global leverage NY’SQE!‘#MT

ommminity

Direct imports growth

Supply base synergies
with U.S. and U.K.

Fresh food sourcing

Leverage U.S. private
brands
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Sell for less — unbeatable prices Nv"‘s&wmr

Weekly Price Gap * Price gap on basket

- 4w continues to widen
e | s2w 2w « EDLP and Rollback
" equity

 Ad Match creates trust

d and loyalty with
Match yalty
rdllback """"'“‘*ﬁ-f-»'*fmg customers
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Grow sales — own seasons and events Nv‘.‘sawm

e Leverage price
leadership

e First to market with
family solutions

e Destination for kids’
firsts

One sight, one sound

Walmart Wal-Mart Stores, Inc.
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Grow sales — Easter

2012 Intemational Meeting for the. e

v |ElWMT
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Grow sales — Halloween

e
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ise the trick-or-treaters for less

By’ or Gorls” Costumnes. il Mens ot
ityhes 16377717351

iday, October 21st to Thursday, October 27th, 2011.
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Grow sales — Christmas
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Grow sales — food private brands

ek | E

Yowr Fresh Market
V(Ilue EXCEL_LENCE # WMon marché fraichewr
* Everyday essentials * Premium quality * Freshest ingredients
» Lowest price point * [nnovative products * |n stores end April
e Over 1,500 items » 120 items in 2011 * 40 items in 2012
L* 200 new items in 2012 ) | * 185 new items in 2012 » Bakery and del
Double private brand penetration by 2015
Walmart
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NYSE:WMT Mark Conway
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Vice President, Apparel
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e Video — Walmart colours
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Where we were Nv"‘sewm
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Apparel today NYo T

Georgee..

classics
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Grow sales — GeoQrge..monobrand  yy¥Wr

KIDS' TOPS <= 3 \ids
OR SHORTS ¥ QUALITY

$4 GUARANTEE

George.
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Grow sales — focus on price Ny‘!‘!"s.agwm

Unbeatable price
Destination for value
60-day Rollbacks

Core programs —
never be beat

I,
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Grow sales — focus on kids Ny'?!‘s.gg,wm
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Save money. Live better.

ommminity

Price leadership
Mix’'n
" Match

l Girls’and Buit-s'l'?mr Bottoms
I e 3 — Tmm%(*h'mnyfml— 14

e e More colour and fun

Refresh the basics

Quality guarantee
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Grow sales — focus on essentials Ny"ﬂgEzwm

2012 Inemational Meeting for the Investment Community

« Unbeatable price

e Assortment, breadth
and depth

e 4 non-seasonal
events

e Best-in-class in stock
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In summary NYSE:W

Grow private brand
— Price + Style + Quality

Raising the bar on value
Destination for essentials
First choice for the whole family
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MAINSTAYS

Simplified customer offering
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http://www.oxo.com/default.aspx
http://www.nikon.com/index.htm

Grow sales — national brands events NYSE:WMT

fd\ Wellmatch T I e TE
Walmart >'< Brands 2\ 1o [SRRERSISEEERRER Sl (oo o
1™ forless! . 229, g ‘Bl can't live
T E =  Without
&'ﬂémha:k

Save money. Live better.

Walmart > save monay. Live batter:

LN PENS MLME 508 1

Flyer effective Friday, November 11th to Thursday, November 24th, 2011.

Wal-Mart Stores, Inc.
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In summary

Grow private
brands

COMFORTER
SET

ENSEMBLE
DOUILLETTE

Walmart

CANADA

National brands
for less

.
KitchenAid
10 PIECE NONSTICK COOKWARE SET

-~
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ommunty

Price leadership
everyday

Wal-Mart Stores, Inc.



Grow sales — innovation and newness M"‘SE;WMT

5 g fon the Investment Comminity

New!

MP3 Lantern

o Camping made fun
 MP3 docking
* High quality speakers
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Grow sales — innovation and newness NY""SEWMT

7 the [meestment Community

Summer Plastics

g * Colourful and modern
s collections

e Unbeatable value
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Key takeaways Nv's'ia.v‘v‘ |

Global leverage
— Grow direct imports

Price leadership
— EDLP/OPP

Own seasons and events
— National brands for less

Grow private brands
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