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2011 Annual Shareholders’ Meeting
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Order of Business thewarehouse z#

where everyone 54{1 A 65:7.«1}1

1. Welcome and Chairman’s Graham Evans, Chairman
Address
2. Strategy Overview Mark Powell,

Chief Executive Officer

3. Business of the meeting Graham Evans, Chairman
- Election and re-election
of Directors
- Auditors
- Directors’ Remuneration
- General Business

4. Refreshments
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Board of Directors thewarehouse z#

where everyone 54{3' A 6&:—5.«1}1

Graham Evans

Sir Stephen Tindall
Keith Smith

Rob Challinor
Janine Smith
James Ogden

Ted van Arkel

Mark Powell — Chief Executive Officer
Luke Bunt — Chief Financial Officer

THE WAREHOUSE GROUP LIMITED ANNUAL MEETING 2011 3



2011 Annual Meeting thewarehouse z#

where everyone 54{3' A 6&:—551}1

Apologies

Proxies

2010 Annual Meeting Minutes

2011 Annual Report
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Chairman’s Address

Graham Evans




2011 Result Overview and Dividend thewarehouse/l

where veiywzjﬁ 65:7.«1

Sales $1,667.8 million compared to $1,672.7 million in
F10

Net profit after tax, excluding unusual items, $76.0 million
compared to $83.2 million in F10

Operating cash flow $96.9 million

Final dividend of 6.5 cents per share to bring total
ordinary dividends for the year to 22.0 cents per share
compared to 24.0 cents per share in F10

Final dividend paid to shareholders on 16 November
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Dividend Policy thewarehouse z#

where everyone 54{1 A 65:7.«1}1

The board expects the Group to continue its strong cash
flow performance enabling the company to fund its future
capital requirements from existing facilities and to retain

the current dividend payout ratio of 90% of adjusted net
profit after tax.
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Capital Management thewarehouse/l

where vuym_gﬁaﬁaymn

The Warehouse Group’s approach to capital management
IS set out in our 2011 annual report and remains
unchanged.

With particular reference to gearing, although a significant
Increase in capital expenditure is planned, the board’s
objective Is to continue managing capital structure with the
Intention of maintaining conservative gearing ratios.

Going forward, cash generated from any possible sale of
property assets would be applied to debt reduction in the
first instance.
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Board of Directors thewarehouse/l

where verymiﬁaﬁwmn

Your board is comprised of directors with a mix of
gualifications, skills and experience appropriate to
the company’s existing operations and strategic
direction

During the year Ted van Arkel was appointed to the
board

Mark Callaghan resigned in July 2011 to take up a full
time Chief Executive role

Rob Challinor to retire after 15 years service
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Retail Environment thewarehouse/l

where vuym_gﬁaﬁaymn

Over the past 12 months underlying non-food retall sales
continued to show signs of gradual improvement.

Although New Zealand’s general economic outlook
supports strengthening consumer confidence a number of
factors, both domestic and international, point to ongoing
uncertainty and volatility.

We expect consumer spending in the non-food sector to
continue improving over the next 12 months but the extent
of any underlying growth remains uncertain.
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Full Year Earnings Guidance thewarehouse/’

where everyone ge efy A &qam

Earnings are significantly influenced by trading performance over the
critical January quarter with guidance only provided post Christmas
trading.

However, having assessed a number of factors including the shorter
term impact of the company’s strategic plan and reinvestment
program, the board is of the view that earnings for F12 are likely to fall
below that achieved in F11.

F12 adjusted NPAT is projected to be in the order of $70 million.
F12 reported NPAT is projected to be in the order of $80 million.

Subject to any event or material change in trading conditions that may
trigger a continuous disclosure obligation, earnings guidance will be
updated at the time of the half year result announcement in March
2012.
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Strategy Overview

Mark Powell
Chief Executive Officer




Strategic Intent thewarehouse z#

where everyone 54{1 A 65:7.«..%

Customer focus.

Shop floor execution.
Investing for the future.
Workforce engagement.

Commitment to our Community.

Our challenge is to strengthen The Warehouse value proposition and
to build long-term sustainable sales and profit growth in an increasingly
sophisticated market place.
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Strategic Direction and Focus

Red Sheds




Customer Insight and Perception thewarehouse/l

where everyone 5@}; A A.ryﬂ.lh

TWL a mass-market retailer well represented in all customer segments
other than extremes

Families are the core TWL market segment, with some other mass-
market segment under-representation

Important the core is not alienated in pursuit of growth in under-
represented segments

Overall “value for money” a key driver of consumer preference
In-store execution and related abandonment have been a critical issue
Quality perception also an issue, influenced by store environment

Online is part of being ‘in the game’, not an optional extra
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Unique Competitive Positioning thewarehouse /z#

where everyone 54{1 A 65:7.«1}1

Rejuvenate )
and where everyone j&h’ A 64;7414»»
Maintain
Build & Drive “Where everyone gets their essentials”
Focused
Brand

Communication

Bridging Variety and Discount Department Stores
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Strategy Framework thewarehouse z#

where everyone 54{3' A 6&:—3&1}1

1. Clear Brand Positioning and Approach to
g Product, Price and Promotion )

2. Clear ‘Way of Working’

[ 3. Targeted Category Growth

[ 4. Improved Store Experience: Execution

S e

[ 5. Improved Store Experience: Rejuvenation

Focus on Basics: Product, Price, Promotion and Store Experience.
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1. Clear Brand Positioning and Approach to thewarehouse V/ 4

Product, Price, Promotion where everyone gets & bargain

‘House of Bargains’ and ‘Home of Essentials’

Clear “Product, Price, Promotional Framework” guiding

advertising, price positioning and store execution

Appropriate “EDLP” and “HI-LO” pricing philosophies.

Appropriate use of price positioning tools: Price Perceptors, Key

Volume Drivers, Break Through Pricing (WOW)

Recognising and managing distinct value streams
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2. Clear ‘Way of Working’ thewarehouse z#

where everyone 54{1 A 65:7.«..%

Core Purpose, Guiding Principles and Customer Promise

Thinking Smarter, Common Language, Team Model and
Leadership Model

Comprehensive Plan/Act/Review cycles to drive change and
continuous improvement

Redefining Store, Merchandise and Business Support
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3. Targeted Category Growth thewarehouse /z#

where everyone 54{1 A 65:7.«..%

Category Strategy — clarity of role and growth potential
Range Hierarchy - Basic, Better, Best

Brands vs Private Label

Parallel Import Program

Fit for purpose product quality

Price Optimisation and ‘Burn’ Management

Origin Strategy — China vs Rest of World
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Category Framework

)& $*
HIGH GROWTH OPPORTUNITY /
LOW TWL SHARE

Examples:
Books
Health & Beauty
Sporting
Jewellery

$ %#

I $ %# &

N

SHOW
LOW GROWTH OPPORTUNITY /
LOW TWL SHARE
DRIVE EFFICIENCY

Examples:
Hardware
Automotive
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WIN / LEAD

HIGH GROWTH OPPORTUNITY /
HIGH TWL SHARE GAIN

-

PLAY/ SUSTAIN
LOW GROWTH OPPORTUNITY /
HIGH TWL SHARE
BALANCE PROFIT AND GROWTH

Examples:
CDs and DVDs
Gaming
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1. Fit for purpose quality a major customer perception Issue

2. Overall review of quality team and approach

- Bring together QA/QC and Corporate Social Responsibility into origin
services team

- Extend QA/QC processes across all suppliers over time

3. Critical improvement in QA/QC for General Merchandi  se
- Small appliances and self-assembly are critical priorities
- Expand ‘fit for purpose’ quality guidelines
- Review and improve product specifications
- QA/QC checking processes to be implemented at origin

4. QA/QC for apparel
- “Basic” merchandise to be distinguished from “Better” and “Best”
- Further develop QC centre in Shanghai
- Develop plans for other origins
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4. Store Experience: Execution thewarehouse /z#

where everyone 54{1 A 65:7.«..%

Working Smarter  Selling Smarter

Promotions execution

Pricing execution

Service & Availability

Productivity Improvement
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Store Execution Priorities

thewarehouse/l

where everyone 5&{1 A émymn

1. Improving customer service
- Better shopping experience
- Better service in key departments
- More red-shirts on the shop floor

2. Delivering retalil basics
- Avalilability, pricing and store standards

3. Improving productivity
- Better workload management

4. Driving team engagement to drive store performance

Plus:
5. Development of store based fulfilment centres
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5. Store Experience: Rejuvenation thewarehouse /z#

where everyone 54{1 A 65:7.«1}1

External Modernisation program - 50+ stores

Internal Refit program - 60+ stores

Significant capital investment over 3 to 5 years
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External Modernisation thewarehouse z#
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Internal Refit Principles thewarehouse z#

where everyone 54{3' A &u—ymn

Contemporary
Aesthetics

Prioritised

Investment

Discount Look

Cost/ Time and Feel

All stores

within five

years

Pragmatics
Around
Positioning
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Refresh Before & After thewarehouse z#
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Modular Investment — Bookzone Before & After thewarehouse z#
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warehouse BN
stationery

Strategic Direction and Focus

Blue Sheds




- warehouse

“Huge Range, Low Prices”. “One stop shop for all you r office needs”

TECHNOLOGY FURNITURE

Low prices + FOCUSED RANGE, FOCUSED Huge range, lowest prices + VALUE
& CREDIBLE SUPPORT, FINANCE OFFERS

How it
works
STATIONERY ART & CRAFT
Lowest prices + EVERYTHING THE
Huge range, lowest prices MASS MARKET NEEDS,

ALWAYS AVAILABLE

THE WAREHOUSE GROUP LIMITED ANNUAL MEETING 2011 32



. warehouse |

Products and Services
Heart of the Office - Technology and Furniture
Art and Craft
Print and Copy
Cross Category Development

Store Experience
Visuals
Right sizing

Footprint Expansion
9 new stores over 3 to 5 years

Channel Development
Business Accounts
Online
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. warehouse
Store Experience Stationery
1. “Heart of the Office” and “Art & Craft” Hubs
2. Specific Category developments

Fixtures and visual merchandising

3. Specific Store developments:
Right sizing oversized stores
Space layouts and proportionality
Range class optimisation
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Strategy Direction and Focus

Online




Align operating model to take advantage of core business strengths

Drive excellent execution
Extend Ranges and Categories

Simplify fulfilment:
- Store based fulfilment 3 locations —
Auckland, Wellington and Christchurch
- DC based fulfilment for selected
categories, high volume and high
cube products

Obijective to triple sales over five years

Key is being positioned to follow the customer.
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Strategic Direction and Focus

Red / Blue Synergy




Background
There are clear merchandise strengths in each channel:
- Red: Direct sourcing, logistics, market scale, historical price positioning
- Blue: Brand engagement in technology and communications,
store execution

Opportunity
Align the Red and Blue merchandise teams:
- Leverage channel strengths to reduce COGS and take market share
- Build merchandise team capability
Support the ranging of branded technology product into Red Sheds

Key is to achieve alignment while maintaining differentiation for the customer.
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Strategic Direction and Focus

Property Development

Capital Investment




2008 2011 2016
Retail Stores
The Warehouse 85 88 93
Warehouse Stationery 43 51 60
Retail Trading Area m 2
The Warehouse 400,770 407,120 440,000
Warehouse Stationery 46,800 47,680 55,000

Footprint expansion recommenced in 2009. National coverage by F15/F16
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Red Shed
5900m? adding 2300m?

New Blue Shed
700m?
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Total development 7500m? cra. The Warehouse 6300m?GFa.
Planned opening end 2012 calendar year.
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Land purchased in 1994. Three year development commenced in
early 2010. Opening end 2012 calendar year.
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Total gross floor area 22700m? across 35 tenancies with
980 car parks on two levels.
Anchored by The Warehouse and Countdown
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$millions

2012 to 2016

Property Development and New Stores 178
Store Refits and Modernisation 130
Infrastructure and Business Maintenance 95
Blue Sheds 27
Total Projected Capex 430

Non strategic assets to be divested - $75 to $100 million over the 5 year period
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Distributed over $2.4 million to New Zealand community

groups and charities. Includes:
$774k - Canterbury Earthquakes/NZ Red Cross
$111k - Pike River Mine Disaster

Campaigns committed to in F12 with key charity partners

CHARITABLE TRUST
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Election and Re-election of Directors




To elect Ted van Arkel as a director of the company

Independent Non-Executive
Director

First appointed 1 July 2011

Member of the Audit Committee
and Remuneration, Talent and
Nomination Committee

Unanimously endorsed by the

Board
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To re-elect Keith Smith as a director of the company

Independent Non-Executive
Director, Deputy Chairman

First appointed 10 June 1994
Chairman of the Disclosure
Committee

Member of the Audit Committee
and Remuneration, Talent and
Nomination Committee
Unanimously endorsed by the
Board
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To authorise the Directors to fix the remuneration of
PricewaterhouseCoopers as auditor for the

ensuing year
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That the total Directors’ remuneration be increased
by $100,000, from $650,000 per annum to $750,000
per annum, such amount to be divided amongst

Directors as they consider appropriate.
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General Business




Thank you for attending the

2011 Annual Meeting




