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WMT’s earnings materials can be found 

at the company’s investor relations page. 

Walmart (WMT) is an American staple and the world’s largest retailer. However, it is not immune to economic headwinds, and supply chain complications, la-

bor shortages, and inflation all have an impact on WMT’s business. Although WMT’s comparable sales increased y/y, the inflationary pressures hindered 

bottom-line growth. As a consumer focused company, WMT decided to take a hit on their gross margins as input costs increase instead of passing costs onto 

shoppers. WMT has shown an ability to adapt during the pandemic as most of its in-person retail stores were held back due to pandemic related restrictions 

and constraints. Despite the numerous headwinds facing the company, WMT reported better than expected sales and EPS while simultaneously raising guid-

ance, thus resulting in a triple play.  

Contrary to what we have generally heard this earnings season, WMT is fighting inflation to better the customer experience and gain market share. Whereas 

most companies seek to maintain gross margins, WMT management has decided to take the temporary hit in order to gain market share. McMillon comment-

ed, “the long period of sustained demand for goods has stretched supply chains resulting in out-of-stocks and inflation. Fighting inflation is in our DAA.” For a 

defensive consumer company, WMT is incredibly innovative and adapts to meet customer needs in order to drive value. 

Looking Forward 

• For the full fiscal year 2022, US comparable 

sales are expected to rise 6%, excluding fuel. 

GAAP EPS is expected to be around $5.00, 

and adjusted EPS is expected to be $6.40. 

Previously, management guided for adjusted 

EPS of $6.28 at the midpoint. 

• CEO Doug McMillon stated, “We continue to 

see strong growth in e-commerce. On a 2-

year stack, sales increased 91% led by Flipkart 

and China. We've talked about the im-

portance of omnichannel globally and we 

continue to see the build out of these models 

across markets.” 

• CFO Brett Biggs added, “Despite the various 

macro and industry challenges, our inventory 

position is good. Stores and fulfillment cen-

ters are well staffed and our price position 

remains strong.“ 

 

• WMT recently acquired FlipKart, an ecom-

merce company based out of India that has 

been expanding its platform globally.  

• During the quarter, WMT unveiled the Lumi-

nate platform, which delivers actionable in-

sights to merchants and suppliers. 

• WMT’s proprietary driver software, Spark Driv-

er, is essentially an uber eats style platform for 

delivery. This software is used by enterprises 

outside of WMT, such as Home Depot (HD).  

This software has been expanding its global 

presence and is now available in 900 US cities, 

capable of reaching half of US households. Ad-

ditionally, this program began to roll-out in 

Mexico during the quarter. Innovations such as 

this show WMT’s continuous effort to improve 

the customer experience. 

 

• In terms of innovation and launches, McMillon 

cited “Walmart Go local, Walmart Connect, 

Walmart Luminate, Walmart Plus, Spark deliv-

ery, our marketplace and Walmart fulfillment 

services” as interesting developments. WMT 

also began to provide financial services. 

• "Financial Services is another area where we 

know we can make a difference in the lives of 

so many. We recently launched bill payment 

services in our stores as well as the ability to 

load money to a bank account or prepaid 

card"  

https://stock.walmart.com/investors/default.aspx
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Segment Performance 

• Ecommerce is embedded into each of WMT’s 

operating segments. 

• Within the US segment, comp sales increased 

by 9.2%, transactions volume increased by 

5.7%, and the average ticket increased by 

3.3%. US ecommerce sales have grown 87% 

on a two year stack. 

• The grocery segment within the US has seen 

high single-digit growth, the health & wellness 

component has seen mid-teen growth, and 

general merchandise sales have grown in the 

mid-single digit range. 

• 19% of IAT sales are digital, which outpaces 

the US percentage of sales. The SC segment 

saw ecommerce net sales growth of approxi-

mately 32%. 

• US operating margins decreased by 118 basis 

points (bps), IAT increased by 39 bps, and SC 

decreased by 22 bps. 

• China saw 18.8% comp sales growth, Walmex 

saw 8.7%, and Canada saw growth of 5.3%. 

Financial Health Overview 

• In Q3, WMT repurchased $2.2B of shares, 

which brings the YTD total to $7.4B. 

• In Q3, the company paid out $1.5B in dividends 

and $4.6B on a YTD basis. 

• Cash & equivalents increased by 12.5% y/y and 

current assets rose by 12.7%. 

• At the end of Q3, WMT had a current ratio of 

0.95. At the end of Q3 2021, the current ratio 

was 0.84. 

• Over the first three quarters of fiscal year 2022, 

the company repaid $13.0B of long-term debt. 

Over the same time period, the company is-

sued $6.9B of debt. 

• At the end of Q3, WMT had a debt-to-

capitalization rate of 34.3%, which is a y/y de-

crease of 410 bps. 

• The company ended the quarter with $57.5B in 

inventory, which is more than a third of Q3 rev-

enues, so WMT should be positioned well to 

stock the shelves this holiday season. 

Financials Overview 

• Input costs grew at a faster pace than cost 

increases within WMT’s distribution network, 

thus suppressing margins. 

• Margins decreased across the board, but 

WMT was able to increase its market share 

due to lower prices. This competitive differ-

ence is a result of the company’s long-term 

focus. 

• ROA for the quarter was 3.3%, which is a 490 

bps y/y decline. 

• ROI in Q3 was 14.5%, which is an 80 bps im-

provement y/y. 

• The press release stated, “Consolidated oper-

ating expenses as a percentage of net sales 

declined 4 basis points reflecting strong sales 

growth and lower expenses for COVID-19, 

offset by investments in wages.” 

Reported Figure* Y/Y Change (%)

Revenue 140,525 4.3

Operating Income 5,792 0.2

Operating Cash Flow 16,291 -28.8

Free Cash Flow 7,700 -53.0

Net Income 3,105 -39.5

Diluted EPS 1.11 -38.3

* All data in millions apart from diluted EPS

Walmart (WMT) Q3 Earnings Data

Segment Revenue ($ mm) Percent of Revenue Y/Y Change (%) Operating Margin

United States (US) 96,609 69.4 9.3 5.0

International (INT) 23,627 17.0 -20.1 3.7

Sam's Club (SC) 18,971 13.6 19.7 2.5

Walmart (WMT) Q3 Revenue by Segment

https://stock.walmart.com/investors/default.aspx

