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WAL-MART

s Sam Walton prepared to open

a new store in Rogers, Arkansas,

in the summer of 1962, he ran

a series of ads in the local news-
paper promoting the deals shoppers would
find at the new retail” outlet*: a Sunbeam cof-
feemaker, usually priced at $19.95, for just
$13.47; a $100 Polaroid camera for $74.37,
and a lawnmower discounted from $59.95 to
$37.77. The ads worked. When the store cele-
brated its grand opening on July 2, 1962, thou-
sands of people showed up?. They crowded
into the 18,000-square-foot (1,672 sq m) store
and found the entire space filled with tables
laden with merchandise*—clothing, toys, sport-
ing goods, shampoos, small appliances, shoes,
housewares, and more. Then they lined up’ at
the three checkout stands and made the first

Wal-Mart purchases in history.

I retail: &, T3¢ 2 outlet: FBINEHEE, ITHIE
3 show up: #Z 4 merchandise: &
5 line up: ({£) HeplifT




A Storels Born

hen 22-year-old Sam Walton graduated from

the University of Missouri in 1940, he be-

gan working as a management trainee' at a
J.C. Penney store in Des Moines, lowa. He loved waiting
on customers, and his personable nature made it easy

for him to sell them clothing and other household items.

BUILT FOR SUCCESS

By the time he left that store in 1942, he had decided that he would be a retailer
for the rest of his life—although he had to spend a few years in the United
States Army first. When his time was up, he told his new bride, Helen, that he
wanted to run his own retail store.

Helen Walton’s only request was that they set up shop in a small town—one
whose population did not exceed 10,000. So Walton’s first operation, which
opened in 1945, was a Ben Franklin franchise® in the town of Newport, Arkansas,
which had a population of 7,000. Walton’s store sold everything from clothing
toice cream cones and became the best-selling Ben Franklin in the state. Then,
in 1950, he moved Helen and their four children to the even smaller town of
Bentonville, Arkansas (population 3,000), and purcﬁased an established variety
store’ there. He renamed it Walton’s Five and Dime‘. By 1960, he had opened 15

Walton’s Five and Dimes in Arkansas, Missouri, and Kansas.

1 management trainee: EI®15)/14 2 franchise: JRERTEERAIREE
3 variety store: ( B&{Y ) Z¥E5/E 4 Five and Dime: A5 —f/5, BINEHA
BmE
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Even then, however, Walton wasn’t satisfied. He was convinced that dis-
counting—buying huge quantities of products at reduced rates and selling
them for low prices—was going to be the retail model of the future, and he
was determined to open his own discount store. He talked his brother Bud into
putting up a couple thousand dollars, and the manager of one of his stores
added another thousand or so. Walton and his wife went to the bank to borrow
much of the remaining $350,000 they needed to open their first discount store.

Walton decided to build his first store in Rogers, Arkansas, a slightly larger
town just a few miles away from Bentonville. It opened in 1962—the same year
that Kmart, Woolco, and Target were launched in other parts of the country.
Walton named his store Wal-Mart at the suggestion of a manager and hung
two additional phrases on the front of the building: “We Sell for Less” and

“Satisfaction Guaranteed.”

Walton was certainly satisfied by that store’s performance. Sales at the
Rogers Wal-Mart, where about 25 employees were paid between 50 and 60
cents an hour tostack' everything from automotive supplies to sporting goods
on tables, totaled almost $1 million in the store’s first year. That was far bet-
ter than the $200,000 that the strongest of his variety stores had brought in.
But Walton realized he could make even more money if he had more stores.
So in 1964, he opened a 12,000-square-foot (1,115 sq m) barn-like building in
nearby Harrison and a 35,000-square-foot (3,252 sq m) outlet in the larger town
of Springdale. Aimost immediately, the Springdale Wal-Mart sold better than
the other two, thanks to the town’s larger population. “l knew we were on to
something,” Walton said. “l knew in my bones it was going to work.”

Following his convictions, Walton opened another store in 1965, two more
in both 1966 and 1967, and five more in both 1968 and 1969, all in rural Arkansas,
Oklahoma, and Missouri. At the time, Walton was primarily leasing’ existing
buildings, including an abandoned Coca-Cola bottling plant. “Our stores didn’t

really look good,” he admitted. “They weren’t professional at all.” But customers

1 stack: (&) BEFihifEiE 2 lease: 15F3, 1HE
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weren’t coming because of the buildings. They were looking for deals. And
offering deals was what Walton did best.

Walton scouted out the best prices he could get from distributors, ordered
the products in bulk, and then set a standard markup* for 30 percent of the
price he paid for an item—which meant that he could sell products for much
less than his competitors, who had to pay more because they weren’t buying
insuch large quantities. Sometimes, he’d forgo* a markup of any kind just to
get customers into his stores, where he hoped they would find other items
to buy as well. When the Springdale store opened, he lured customers in by
advertising tubes of toothpaste for 27 cents apiece.

By the end of 1969, Walton had opened 18 WaI-Mart stores, and he visited
each location regularly. He always carried a yellow notepad with him so he
could jot down which items were selling well and which weren’t. He also
toured competing stores. In 1964, he went to a Kmart near Chicago and found
a clerk he could pepper with questions. Don Soderquist, a future Wal-Mart
executive who was working for a competitor at the time, was shopping at the
same Kmart and heard Walton asking the clerk about how often Kmart or-
dered, how much was ordered, and how inventory® was tracked*. Soderquist,
who recognized Walton, asked him what he was doing. “Oh, this is just part
of the educational process,” Walton replied.

In 1969, Walton’s Wal-Mart stores brought in combined sales of approxi-
mately $9 million. Although that didn’t come close to the $800 million that
the 250 Kmart stores were collectively bringing in, Walton was sure his strat-
egy for success was working. And he was determined to keep the momen-

tum® going.

1 markup: I2MEE ( CIEBEBEMSENEELNAVSIEE )
2 forgo: & 3 inventory: E7F
4 track: [RER (HERER) 5 momentum: #1/7, #3k
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