Wal-Mart Stores, Inc.
Comparable Store / Club Sales @

Fiscal Year 2007

Sam's Club

Total United States

Total without Fuel

Total without Fuel

Period ® Wal-Mart Stores © Total Impact of Fuel Sales Sales Total Impact of Fuel Sales Sales
Q1 - Three months ended April 30, 2006 3.8% 4.8% 0.5% 4.3% 3.9% 0.1% 3.8%
Q2 - Three months ended July 31, 2006 1.5% 3.6% 1.0% 2.6% 1.8% 0.1% 1.7%
Six months ended July 31, 2006 2.6% 4.2% 0.8% 3.4% 2.8% 0.1% 2.7%
Q3 - Three months ended October 31, 2006 1.5% 0.0% -1.8% 1.8% 1.2% -0.3% 1.5%
Nine months ended October 31, 2006 2.2% 2.8% 0.0% 2.8% 2.3% 0.0% 2.3%
Q4 - Three months ended January 31, 2007 1.3% 1.9% -1.2% 3.1% 1.4% -0.2% 1.6%
Twelve months ended January 31, 2007 1.9% 2.5% -0.4% 2.9% 2.0% -0.1% 2.1%
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Includes the impact of store and club sales beginning in the thirteenth month following their grand opening.

Our fiscal year ends on January 31.
The impact of fuel sales on our Wal-Mart Stores segment is de minimis.
Includes sales from all units in the United States, including Supercenters, Discount Stores, Neighborhood Markets, Walmart.com, Sam's Clubs and

samsclub.com.
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