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TO OURL
Shareholders, Associates cmd Customers

Our Priorities: Growth. Leverage. Returns. oOne of the most gratifying days for

1

ing the past year was the important sales day after Thanksgiving in the United

me dur
States. As 1 walked through one of our stores, the engineer in me loved seeing the efficiency
and smoothness of how our operations executed and performed. But I loved even more

hearing from customets who were going to be able to afford an enjoyable Christmas for

ics. They were so thankful for Walmart, and we were so thankful for the oppor-

tunity to help them.

rers all around the world trust us to fulfill our mission of saving people money

1

> best value. Last year,

so they can live better. They expect quality, low prices and the abs

ered on those expectations. By doing so, we showed how much we care about

our customers, especially in difficult dmes. And just as important, we produced strong

our shareholders. I want to thank our two million associates around the v

<

s. 1 applecmte them for ail they do every day to serve our customers as

w

Michael T Duikee
President and Chief Executive Officer
Wal-Mart Stores, Inc
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 + Growth: We

Financial and operating results. Throughout my career, I've
always emphasized performance. And I'm really proud of the
performance of our team around the world and the results
- Walmart delivered for fiscal year 20710 in a year challenged by a
difficult economy in all of cur markets. Our results reflect the
underlying strength of ocur business and our strategies to
improve sharcholder value.

For the full year, Walmart reported earnings per share of $3.72

Net sales were more than $405 billion this year, with International

v the first time in Walmart’s

history. Our free
impressive, closing the year with $14.1 billion in free cash flow.

—tax return on investment (ROI) of

We also posted a pre

percent for the year, equal to last year’s RO performance.

2 Walmart 2010 Annual Beport

We strongly believe that Walmart is the best positioned global
retailer and that we can continue to build on our momentum. As
amazed as ['ve been by the global growth I've seen during my 15
years at Walmart, I'm even more impressed by the opportunities that
are ahead both in the United States and around the world.

1

bpecmna_hm were focused on entha:

g shareholder value by

4
bl

ng three important priorities: growth, leverage and returns.

Growth. First, we continue to have aggressive growth plans. 1 believe

that no other global retailer can deliver the kind of growth that
& bl

Walmart can over the next several years, In the United States, we
have considerable opportunities In major metropolitan markets,
with innovative new formats and by making our exdsting assets
more productive. We also have lots of opportunities in Walmart
International by accelerating square footage growth, entering n

markets and making dcquisiions. Sam’s membership initiatives will

attract new members, We'll continue to expand into new channels,
so customers can shop and experience Walmart when, where and

how they want.

Leverage. Sccond, we are commmitted throughout the organi

to leverage expenses and improve productivity. Our goal remains

very clear: we will grow operating expenses slower than sales and

grow operating income faster than sales. By lowering expenses,

ssing those savings on to customers, bringing more customers
in our doors, and selling more merchandise, we're reencrgiving
the “productivity loop” that’s been so vital to Walmart through-

out our history. We will do even more to leverage the scale,

CXPEN_eS and expertise of our tot;

company all around the world.

We'll continue to make investiments in technology that are clearly

ng greater efficiency throughout our company. And we plan

o move even quicker and be a more Innovative company.

Returns. Third, we have a track record of generating solid returns

o
i’)

at Walmart. Each operating segment has a long-term plan to con-

Our goal is also to continue to

to drive our ROI pe

tribute to strong company returns.

produce significant free cash flow rmance

and deliver greater shareholder value.
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Live better. Throughout my first year in this new role, T was continually impressed with Walmart’s
opportunity to lead on big issues in the world. We are proud of our work 6 be a more sustainable
company, to make health care in the United States more affordable and accessible, and to create
economic opportunity through jobs and investments in our communities. With our reach and the
people, communities and customers we tepresent, we must continue to make a diﬁérence on the
issues that matter.

Loocking ahead, we will expand our commitment t\o»providing even more career opportunities
to assoctates. We'll also build on our leadership in sustainability through progress on the Sustainable
Product Index and our commitiment to reduce the greenhouse gas emissions in the life cycle of

he fact is our leadership has helped people and communities think

T
i

the products on our shelves.

en better of Walmart, as well as drive innovation and change throughout our company.

This time and this world. We Give at a time and in 2 world that T believe tru ly calls out for Walmar

and the work that our two million associates do every day. Sam Walton may not have been able to

s the specific challenges we've all faced over the past year or the challenges we'll face in th

gue

But he had a vision for a company that would

- And he believed

people “save and do better” i

t vision could apply everywhere. s up to us to fulfill
this vision to the greatest extent possible. Thats our

responsibility, When I speak with customers, I know this

t they expect from Walmart — no matter how
good or challenging the economy.
At the same time, we will live and uphold our

ordinary values and beliefs that are the foundidtion

of every we do. We'll show that we respect indi-

1
i

viduals and always put our customers firse, while driving

the changes needed to be an even better cor

o lead as a retailer, as a company, and as

Listening to our customers is ain n.zp&ffmrr part of our

care about serving an

. . 1 culture. It's through customer inferactions thai we truly
eople around the world. L ) ‘ ,
peep understand their expectations of Walmart as we work to

save people money so they can live bettes.
F £

del] T Drae_

Michael T. Druke
President and Chief Executive O ficer
Wal-Mart Stores, Inc.

Walmart 2010 Annual Report 3 .
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Five-Year Financial Summar

{Amounts in nillions except per share and unit count data)

As of and for the Fiscal Years Ended January 31

2008 2007

1759
116%
2.0%
19%
2:5%
234Y%

3373821

185%
20,497
. By

, 19w
S §.21953
12,363

- 4202
067

33667
88087

1515497
30735

51573

3,443
2,734
5795

6756

{1) In conncction with the company’s finance transtormarion projecr, we reviewed and adinsted the classification of certain revenue and expense items within onr Consolidated
A g ¥ 1 e L 13

Statements of Income for financi

cporting parposcs. Althongh the reclassificrtions immpacted net sales, gross rinand operating, selling, gencral and adminiserative

¢

expenses, they did not impact operating income or income from continuing operations attributable to Walmart, The changes were of

been reflected for fscal years 2070, 2009 and 2008,

(39 and have

ctive February 1, 21

{23 Comparable store and club sales include fuel. For fiscal 2006, we considered compa:

e sales to be sales at stores and clubs that were open as of February ist of the prior
fiscal year and'which had not heen convereed, cxpanded or relocated since that date. Fiscal 2008 and fiseal 2007 comparable sales includes all stores and chihs that have been
open for atleast the previous 12 months. Additionally, far those fiscal years, stores and clubs that are relocated, expanded or converted are excluded from comparable sales

for the first 12 months ollowing the relocation, expansion or conversion. Fiseal 2040 and 2009 comparable s

=s nchude sales from siores and clubs open for the previows

12 months, inchiding remodels, velocations and expansions. Fiscal 2008 and priar fiscal years' comparable safes do not reflect reclassifications effective February 1, 2004,

as noted abave.
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