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 Wal-Mart includes the following cautionary statement to take
advantage of the “safe harbor” provisions of the PRIVATE
SECURITIES LITIGATION REFORM ACT OF 1995 for any forward-
looking statements made by, or on behalf of, Wal-Mart. You are
referred to Wal-Mart's SEC filings for additional information regarding
the safe harbor. The factors which could cause actual results to differ
materially from predicted results include, among other things, cost of
goods, competitive pressures, geopolitical conditions, labor and
healthcare costs, inflation, consumer spending patterns and debt
levels, currency exchange fluctuations, trade restrictions, changes in
tariff and freight rates, fluctuations in the costs of gasoline, diesel fuel
and other energy, accident and insurance costs, interest rate
fluctuations and other capital market conditions, weather conditions,
storm related damage to our facilities and customer traffic, regulatory
matters and other risks set forth with the company’s filings with the
SEC.



Wal-Mart’s Global Presence

Germany S. Korea*
Canada UK 87 units 16 units

278 unitdN,. 321 units ~

Puerto Rico &
54 units

Mexi

Central Ameit
378 units

(minority interest)

@ k\\ :
293 units

Argentina =&~ 2,688 Internatilna|'

12 units 6,577 Worldwide

As of 5/31/06 1.8 million associates
* Held for sale ta 28 offices sourcing from 70 countries

** Excludes VIPs franchise



First Quarter Earnings

(in Billions except EPS)

Quarter Ended April 30, % of

2006 2005 Change
Sales $79.613  $70.908 123
Net Income 2.615 2461 6.3
EPS 0.63 058 86



Expansion Plans

FYE 1/06 Actual
New Units @

Supercenters A
Discount Stores 24
SAM'S Clubs 35
Neighborhood Markets 15
U.S. Total 341
International * 182
Global Total * 523
Square footage increase 55 million

(a) Includes relocations, conversions and expansions of existing stores
* Without acquisitions

FYE 1/07 Planned
New Units @
270 — 280

20 — 30
30-40
15 - 20

335 —370
220 — 230

555 — 600
60 million



We are focused on...
Growth

ROIC

New Units EXxisting Units

Gross Margin

Expenses

Expansion Traffic
Program
Acquisition Ticket

Working Capital

* Currently includes all consolidated companies

Fixed Capital

Other *




Network Remix

Evolve the Logistics network to increase
store productivity and customer service

- Support store needs: E

« Best items on one
truck

e Delivery frequency
and flow

 Quick to shelf

AII Stores & DCs Rollout




RFID Facility Expansion

e Currently live in:
° 5 DCS /77 | Current RFID Stores

I:I Expansion RFID Stores

e 487 stores
e 36 SAM’S
e 300 Suppliers

-/ EXpandlng to: (projected)
e 515 stores
e Up to 135 SAM’S
e Canada Pilot

e Over 600 Suppliers
by 01/07




Store Designs to Compliment
Local Community

Pella, |owa
Dutch Architecture




Store of the Community




Store of the Community

Observation T ower

= wwl?

| .-'

5 i -"'_.-
——.d-\.

L
l-l":"- ] " e R

e HF' 1—“*I|f:.r,

N “m

, Rl




Store of the Commumty

,.-—'ﬂ”m_ s . g ¥

Long Beach, California
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Store of the Community




Store of the Community




Segmentation Is helping clarify
assortment needs and In-store
experience




A “one size fits all” approach

« A more ethnically diverse
population demands a
personalized approach

« Aging boomers have unique
needs and preferences

« We're sourcing more growth
from higher income markets




...and even as we evolve we must
bring our traditional customer along

« The majority of our customer base is
still in “middle America”




Plano, Texas illustrates the ability
of the Wal-Mart brand to “flex” for
different markets




We’'ll customize each of our stores
to reflect its local customer base




Evergreen Park, IL

Expanded ethnic hair and
beauty products, cosmetics
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El Centro, California

“Farmers Market”
approach
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Customer needs are driving
“Financially Smart” space decisions
across Store Remodel Project

e Rationalized capital
expenditures dollars to
focus on five things that
matter most to the
customer

e Using customer insights
and space productivity
metrics to drive
department size decisions

 Almost 800 stores already
remodeled or underway.
Over 500 more by the end
of the year

195 Proto

BABY SHOES ELECTRONICS

STAT

FAB/CRFT
BKS
CRDS

GROCERY
APPAREL

DIY

HOME

GARDEN

CHECKOUTS pETS CENTER

HBC

B




Apparel Remodel Project

CURRENT

Girls ' Boy's

Socks | Sleepwear
& Accessories | & Intimates

ladiestApparel

Store Eniry Checkouts




Apparel Remodel Project
NEW

Shoes
5|prr, Socks

& Intimate Basics

Fashion

Intimates
GFDCEF}" Basic Stationery

Stationery
& Party Supplies

Greeting Cards
JEWB'W & Seasonal

Store Entry Checkouts




Apparel Remodel Project




Homelines Remodel Project
- Before

Domestics Shoes Crafts & Fabrics

Furniture Girls’ Baby Boys’ Sporting Auto
Goods

Housewares

Men’s & Boys’ Fashion Intimates & Hardware

Grocer : '
y R Small Basics _ Sleepwear & Paint
ppliances liing] Electronics

Household
Chemicals & Photo

Toys
Pet Women's y

Stationery Apparel Jewelry Access. Lawn &
Candy Garden

Checkouts Cosmetics RX HBA L&G




Homelines Remodel Project
- After

Electronics

Girls’ Boys’ Auto
Baby

Fashion Access.

Grocery Intimates & Fitting Jewelry Hardware
Sleepwear Room & Paint

Household
Chemicals

Pet Sporting

Stationery




Pharmacy Growth Initiatives

Appearance and Access
» Open Format
» Accessible Pharmacists

Delivering Value
» ROI/Margin Growth Initiatives

Understanding Customer Needs
» Medicare Part D Project



Appearance and Access

New Pharmacy Format in Rollout Phase




New Pharmacy Result

Improved ROI through
better mix of Over-the-
Counter (OTC) sales.

Improved customer
shopping experience.

Improved access to
pharmacist.

Increased visibility
results in higher Rx
counts.




Delivering Value

* Increased
pharmacy traffic
results in increased
performance in
adjacent areas.

« Reduces inventory
and labor cost
associated with
movement of
Inventory.
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Understanding Customer Needs

e Humana Medicare
Part D program.

e 850,000+ enrollments
done through Wal-Mart
Stores.

« Wal-Mart now #1
Humana pharmacy
provider.







Assortment Expansion of Organic
Food at an Every Day Value

120 -
109
100 - * We have the Organic
27 Consumer
80 1
= - = Our Program:
=B = EDLP Successful
2 pi- Model
il = Gateway Categories
I = National Brands
* |ntegrated Sets
A

'12/04 '6/05 '12/05 '6/06



# of items
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140
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Store of the Community will
Define our Best Organic Stores

189

'12/04 '6/05 '12/05 '6/06

B All Stores
B STOC

374 Stores Qualify

High Index of the
Consumer Organic
Consumption

Sales in our Best
Stores are already
Doubling Base
Stores.



Organic Produce  Organic Kiwi




Organic George for Baby

GEGRGE
baby  otos

L ]
months
nfant Formula _ = Orgg c’
———— 100% CERTIFIED
Sle ORGANIC COTTON




Natural Life Pet Food
with All-Natural Ingredients
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FASHION
CABANA

SOUTH BEACH

The Latin Billboard Awards Kick-Off Pool Party, Ritz Carlton Hotel
WA NTARS:




Metro 7® Fashion Cabana —
South Beach

_ Wal-Mart aims to cultiv
The company brings its M

BY.ELAINE WALKER
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ate? new image as & pliace
etro 7 collection i ¢
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G.E. Select Edition®
Small Appliances




Furniture Solutions

Get It Together Fox Glen




Botanical Islander
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Home Trends Casual —
Bath Products
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Springmaid® Hotel Bedding
Collection
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On-Trend Products

Furniture built to last.
Heirloom cribs that grow with the child.
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Converts to day bed for toddlers and later, a full size bed




Sustainability

To be supplied 100% To create zero waste To sell products that
by renewable energy sustain our resources
& environment
» Existing stores 20% * 25% reduction in
more efficient in 7 solid waste in 3 o 20% supply base
years years aligned in 3 years
* New stores 30%  All private brand » Preference given to
more efficient in 4 packaging improved aligned suppliers in 2
years In 2 years (right years
* Fleet 25% more sized, reusable » Design and support
efficient in 3 years, materials) Green Company

double in 10 years program in China









