











Walmart in the Community:

e On Nov. 1, 2007, President Bill Clinton announced a partnership with Walmart and the Clinton Climate Initiative to
bring environmentally friendly technologies to cities across the U.S. and around the world. We will work with the
United States Conference of Mayors to explore ways to use our purchasing power to lower prices on sustainable
technologies such as energy-efficient building materials and energy-efficient lighting in an effort to accelerate the
deployment of these technologies into the market.

e In April 2005, Walmart and the National Fish and Wildlife Foundation began “Acres for America.” This program
preserves one acre of critical wildlife habitat for every acre Walmart has developed and will develop until 2015. To
date, Acres for America has permanently conserved 412,000 acres in 13 states.

For more information on Walmart's sustainability efforts, please visit walmartstores.com.
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Saving people money,

; Scholars Find Wal-Mart Supercenters Provide Customers
with Lower Prices Within and Beyond its Stores

University scholars researched the age-old question “Is Wal-Mart good for the economy?” The study,
“The Effects of Wal-Mart Supercenters on Grocery Prices in New England (2008)”" focused on the
impact of Supercenters on grocery prices, and its competitive effects on prices at conventional
supermarkets. It found that Supercenters provide products at significantly lower prices than conventional
supermarkets. Additionally, introducing Supercenters in local neighborhoods, results in a price decrease
on similar products in supermarkets within the same community.

Specifically, the study found:

e Grocery prices on national brand goods at conventional supermarkets decrease six and seven
percent when competing located within a five-mile radius of a Wal-Mart Supercenter.

o Private label goods prices also decrease three and eight percent when a competing Wal-
Mart Supercenters is within a five miles of conventional supermarkets.

e Families living within five miles of a Wal-Mart Supercenter save an estimated $186-$298 per
person annually, if they shop at Supercenters rather than at competing supermarkets.

e Families who shop exclusively at conventional supermarkets within a five-mile radius of a
Supercenter save an estimated $37-$104 per person annually.

In their words:

e “We conclude that Wal-Mart Supercenters have a positive welfare effect on price-sensitive
consumers.”

e “Consumers who seek to purchase their groceries as inexpensively as possible benefit from the
presence of Supercenters.”

e “Price decreases are most significant in the dry grocery and dairy departments...Wal-Mart sets
grocery prices significantly lower than its competitors.”

E Learn more about the economic opportunities and cost savings Wal-Mart provides its customers and
l communities by visiting www.walmartstores.com.
A

' Volpe Ill, Richard J. and Nathalie Lavoie, 2008. "The Effect of Wal-Mart Supercenters on Grocery Prices in New England.” Review of
Agricultural Economics, 30 (1):4-26.
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Saving people money s

An Economy with Wal-Mart Lowers Prices for Consumers
Families Now Save $2,500 a Year, Thanks to Wal-Mart*

e New research conducted by Global Insight — a leader in economic and financial analysis — concludes that
Wal-Mart saved American families $2,500 in 2006, showing that an economy with Wal-Mart lowers prices
for consumers.

e This study confirms we continue to excel at what our company was founded on — saving our customers
money. These savings add value to individuals and communities as a whole.
o Global Insight's updated research reveals that Wal-Mart saved American families $2,500 in 2006,
up 7.3%from $2,329 in 2004.

o With more money in their pockets, consumers can better afford the items they need the most for
themselves, for their children and for their future

The savings figure is based on a recently completed update of research first conducted by Global Insight in 2005.
Global Insight analyzed Wal-Mart’s national and local impacts in terms of jobs, wages, prices, consumer buying
power and GDP.

National Study Methodology

Global Insight originally measured Wal-Mart's direct and indirect impact in communities in 2004 using historical
consumer price indexes in communities across the country from the Bureau of Labor Statistics, historical data from
Wal-Mart about store locations and square footage, and Global Insight's economic databases. The study was
executed again using data from 1985- 2006, and the same methodology as the 2004 study. The study and its
background are available on www.livebetterindex.com.

The Global Insight study, The Price Impact of Wal-Mart: An Update Through 2006, takes into account multiple
factors that influenced price growth over the past 20+ years in various communities across the U.S. and
statistically determines their individual contributions to overall price growth. These factors included each
community’s service price growth, changes in unemployment rates, employment growth in high-wage industries
and energy price growth, as well as the expansion of the square footage of Wal-Mart's retail stores (both regular
Wal-Mart stores and Supercenters). The statistical analysis of U.S. and community Consumer Price Indexes (CPI)
concluded that each unit increase in Wal-Mart square footage per capita over the 1985-2006 lowered the CPI by
2.2%.

State by State Methodology

Global Insight also quantified the direct and indirect impacts that Wal-Mart had on prices and savings for
households in each U.S. state. Consumer prices and price impacts were estimated for each state using the model
structure developed in the national study and state measures for service prices, employment, energy prices and
Wal-Mart square footage. Thus, just as in the national study, each unit increase in Wal-Mart square footage per
capita in a State over the 1985-2006 period is assumed to have reduced the State’s CPI by 2.2%. The percentage
reduction in prices attributed to Wal-Mart in each State was applied to the State’s 2006 consumption and divided
by its number of households to estimate average savings per household.

Savings are based on Wal-Mart's impact on the economy and will be realized no matter where consumers
shop. Global Insight, The Price Impact of Wal-Mart: An Update Through 2006, 9/4/07."
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