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& STAGE
Safe Harbor

ForwardLooking Statements

This presentationcontains forwardlooking statements Such statementsare intended to qualify for the protection of the safe harbor provided by the Private
SecuritiesLitigationReformAct of 1995. Thewords™ ant i ciepati et e b j @cag o ajer, 6] ent efldaPe Pi &V s|lhfouimdy ;?
“t ar gfeotr, e’cgausi td, a’°n a & andl sinkildrexpressionsgenerallyidentifyforwardlookingstatements Similarly descriptionsof the C 0 mp a abje®iges,
strategies, plans, goals or targets are also forwardlooking statements Forwardlooking statements relate to the expectations of managementas to future
occurrences and trends, includingstatementsexpressingoptimismor pessimismabout future operatingresultsor events and projected sales, earnings, capital
expendituresand businessstrategy

Forwardlooking statements are based upon a number of assumptionsand factors concerning future conditions that may ultimatelyprove to be inaccurate
Forwardlookingstatementsare not guaranteesof future performance,and actual resultsmay differ materiallyfrom those discussedin forwardlookingstatements
as a resultof variousfactors Such factorsinclude, but are not limitedto, the abilityof the Companyto maintainnormaltrade termswith vendors, the abilityof the
Companyto comply with the covenantrequirementscontainedin its revolvingcredit facilityagreement,the demand for the C o mp a mgréhandiseand other
factors The demand for merchandiseand sales volume may be affected by significantchanges in economic conditions, including an economic downturn,
unemploymentrates, consumer confidence, energy and gasolineprices and other factors influencingdiscretionaryconsumer spending Other factors affecting
the demand for merchandiseand sales volumeinclude unusualweatherpatterns, an increasein the levelof competition,changesin fashiontrends, changesin
the average cost of merchandise, availabilityof merchandise on normal payment terms and the failureto achieve the expected results of the Co mp a n y ¢
merchandising,marketingand store operatingplans Additionalassumptions,factors and risks concerningfuture conditions are discussed in the Risk Factors
section of the C o mp a mgs®acent AnnualReporton Form 10-K as filed with the SEC ( ~ F @0rKn? gnd other factors discussed from time to time in the
C o mp a atheECilings

Forwardlooking statementsare based upon ma n a g e niteendur&stviews and assumptionsregardingfuture events and operating performance Although
managementbelievesthe expectationsexpressedin forwardlooking statements are based on reasonableassumptionswithin the bounds of its knowledge,
forwardlooking statements involve risks, uncertaintiesand other factors which may materiallyaffect the C o mp a iysiess, financialcondition, results of
operationsor liquidity Most of thesefactorsare difficultto predictand are generallypeyondthe C 0 mp a oont®ls

This presentationshould be consideredin conjunctionwith the Form10-K andthe C o mp a otlye@&Cfilings Youshould considerall such risks, uncertainties
and other factors carefullyin evaluatingforwardlooking statements You should not place undue relianceon forwardlookingstatements,which speak only as of

the date they are made. This presentationwas prepared as of May 18, 2017, and the Company undertakesno obligationto publicly update forwardlooking
statementswhetheras a resultof new informationfutureeventsor otherwise



Stores by Region € STAGE

A Operate in 42 states through ~80Bealls G o oRklgisReyal, Peebles and Stage
specialty department stores and ~5Gordmansoff-price stores
A Expect to close 15 to 20 department store locations in 2017

* Distribution Centers

‘ Headquarters

* Based on Q1 2017 store count 3
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Department Stores




A Differentiated Business Mocfe AGE

A Our customers love to shop for style and value in a hometown store environment

A A regional department store offering an edited assortment of apparel, cosmetics,
accessories, footwear and home merchandise for the whole family

V m ESTEE LAUDER | carter’s I1Z OD

A Small format stores primarily in small and rsided towns and communities

% of Stores by Market Area
Population*

< 50,000

= 50,000 -
150,000

0,
66% m > 150,000

A A growing ecommerce business

* Based on Q1 2017 store count 5



Macroeconomic Headwinds® STAGE

A 26 of our stores are located near the Mexican border and approximately 40% of our
department stores are located in TX, OK, LA, and NM

A The Mexican Peso hit an all time high in January 2017 and Crude Oil hit a near term
low of $26.19 in February 2016.

WTI Crude Oil Price Mexican Peso per US Dollar Exchange Rate
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Key Initiatives $STAGE

A Our 2017 initiatives focus on bringing our customers the style and value they love,
in their hometown

J\.  CONNECT STORES & ONLINE RECOVER MERCHANDISE

Continue to build our online ‘ ’ MARGIN
business and connect to the store Increase AUR by reducing

experience discount levels and streamlining
promotions

INVIGORATE MERCHANDISE IMPROVE MARKETING

Focus on female categories with EFFICIENCY
outfitting, drive newness, and add
more gift/impulse

Showcase newness, shift media
mix, and grow loyalty and PLCC

BUILD ON BEAUTY ENHANCE STORE
Add smaller format Clinique and EXPERIENCE
Estee Lauder counters to 32

Focus on service & execution,
doors and expand beauty offerings

reduce inventory levels on the
sales floor




. ®STAGE
@ Connect Stores & Online

A Ongoing improvements to site design,

UP TO 2 ITEMS

navigation, and functionality G with code 40247
A Improve mobile capabilities, more digital 0
marketing, and expanded assortments (]l

A Connect our 100K sqguare foot®° online

with registers to allow associates to order for
the customer

A Leverage Buy Online, Ship to Store options to “ s TA G E

drive store traffic and sales
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@© |nvigorate Merchandise

A Flow more newness
A Build more liquidity into merchandise plans
A Commit to newness across the stores

A Emphasize style and value

A Bias growth toward key femaleentric categories
A Elevate style & trend with outfit solutions

=

A Build out gifts and impulse
A Create a yearround gift center

A Feature instore impulse programs the@1{UBAR

gifts under $20
"l!ﬁﬁ, B

\




@ Build on Beauty

A Add smaller Clinique and Estee Lauder counters
to 32 doors

A Expand assortment to include more bath and
body and beauty gifts

A Pilot new, emerging brands and trends in the self
service beauty area

A Launch a new beauty concept in 150 doors
featuring moderate price, seffervice product

10



& STAGE
@ Recover Merchandise Margin

A Focus the value offer by reducing overlapping discounts and
streamlining promotions

A Emphasize promotions in peak shopping periods

A Reduce seasonal carryover and improve transitions

e @it
)
D

NEW LOOKS AND AMAZING GIFTS
YOU'LL WANT FOR VALENTINE'S DAY
& BEYOND. PLUS, FOUR FAB OFFERS!

sale starts february 8
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@ Improve Marketing Efficiency”

g‘et the look | styled by us. inspired by vou.

-

A "Find something new
our key marketing message | Y 3

A Invite the customer to find newness
every month

A Shift media mix with continued growth in
digital and email marketing

A Enhance loyalty programs

A Target increased new accounts and
ensure PLCC remains the preferred
method of payment

2011 2012 2013 2014 2015 2016 2017(E)

Private Label Credit Card Penetration
12



. @ STAGE
@ Enhance Store Experience

A Reduce overall average inventory levels

A Increase flow & speed turns
A Deliver more fashion & newness

A Create more customer facing time by
reducing tasks

A Reduce capital spend on remodels and
focus on driving improved hstore
service and execution

A Over 200 Remodels completed since
2015

A Ongoing strategic closures of
underperforming locations
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Off-Price Stores
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