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We are continuing to invest in our
strategic priorities

Customer led offer
Introduction of new wanted brands including: Forever
New, Quicksilver, Roxy, Darren Palmer Home, Jack & Jones
Premium, Only, Christie Nicolaides, 2XU

- 72 MEB master brand installations: Basque, Piper, BLAQ
Wonderful experiences
Experiential and destination retailing: Katy Perry Tour,
‘Australia lives here’ campaign, Sydney ice skating rink
Food and services: 2 new cafes and 7 food pop up shops
- New personal shopping suites at 7 stores
Fitting room upgrades at 8 stores
Rebalancing labour hours in favour of customer facing roles
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We are continuing to invest in our
strategic priorities

Omni channel

- 41% growth in online sales in FY2017, improved range, user
experience, fulfilment

- Represented 11% total sales (ex concessions) or 8.2% total
sales (including concessions) in July 2017

- 8177 million in omni channel sales, including iPads in store

- Click & Collect reached 15% of orders in July 2017
Productivity and Lfficiency

- Store upgrades, space hand backs in 4 stores

- Closed three stores

- Space hand back at Support office and QLD DC

- Announced closure of 8 further stores
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Footprint reduction continues across the Myer network

2016

* Decision to not proceed with 3 planned stores

2017

MYER

Announced Logan to close in FY18

Closed 3 stores at Orange, Brookside and
Wollongong

Space hand backs at 4 stores - 2 in FY17,
2 underway

>30% space handed back at Support Office
50% space handed back at Richlands DC

Announced 3 additional store closures:
Belconnen, Hornsby, Colonnades

See Appendix Slide 28 for further details

Total Footprint m? (as at year end)
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* Reflects both executed and committed space reduction, includes sass & bide, Mares and David Lawrence




FY2017 result demonstrates a leaner,
more productive and efficient retailer

Sales down 1.4%, flat on comparable basis

Opcrating gross profit down 2.8% to $1,220.4 million

Improved CODB margin by 54 basis points

Productivity and efficiency initiatives delivering results

* NPAT down 2.2% to $67.9 million pre implementation
costs and individually significant items

« Continued strong balance sheet, operating cash flows

¢ I'inal dividend 2.0 cents per share, fully franked

MYE R FY2016 resulls are on a 52-week basis for comparison purposes




New Myer will evolve to maintain relevance to our customer

PRODUCTIVITY

CUSTOMER LED WONDERFUL OMNI-CHANNEL

3

OFFER

Cluster optimisation
Calegory oplimisalion
Brand optimisation
Channel optimisation
Localisation

Supplier collaboration

Strengthened category
destinations
Merchandise Planning
capabilily

EXPERIENCES

Elevated Visual
Merchandise

Dwell spaces

Improved filling rooms
Enhanced Myer Hub
Signature service
Trained and capable slall

Targeted customer
engagement

Cuslomer Service and
Experiential Retail

SHOPPING

Strengthen online
proposilion

Omni-channel
experience

Right infrastruclure and
operalions

MYER one use of
customer data

Omni Channel
Acceleration

+ Lifficienl operaling model

MYER

» [xecution focused culture

“Slide from New Myer stralegy, 1 Sepltember 2015

A

STEP CHANGE

Slore nelwork
optimisation

I'lagship slore emphasis
Right sizing support
office

Cost focus and efficiency
focus

* Myer Clearance

+ Technology, processes, systems * Strenglhened balance sheel




Retail sales growth has slowed

Australian Retail Sales and Footfall Growth YoY
(July ‘14 —June ‘17)
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* Australian retail sales growth has
dropped from ~5-6% in 2015 to ~1-
3% since mid-2016

* Full service and discount department
stores sales growth weakened sharply
in mid-2016 to decline for 11 of the
past 13 months

* Footfall in shopping centres in
consistent decline over the past 12
months




The market is changing rapidly

Generational shifts

Retail Spend by Generation®
g2014 —2020F)
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“78% millennials would choose to spend money on a

4%

desirable experience over buying something

desirable’ Harris Poll

Increased spend on experiences

Annual Spending Growth®
(2011-16)
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Rapid online migration

Apparel Spending Annual Growth
(2011-16)
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MYE R Note: (1) Retail spend based on US; (2) Leisure and entertainment spending includes going out, entertainment at home (takeaway, entertaining family and friends), and gambling
Source: Harris survey; Euromonitor, 2016; Roy Morgan 24 Nov 2016; Australian Bureau of Statistics
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Kings Domain ‘
Barber business
open in
Melbourne & to
open in Sydney
& Bondi -

NEW MEN’S
GROOMING

L
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Hair.Do by Joey
Scandizzo to
open in
Melbourne,
Southland &

|

NEW EXPRESS
BEAUTY SERVICES
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' Dry & Tea to
i open in
g Doncaster &

Highpoint
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We anticipate continued challenging
trading conditions in Q2 I'Y2018 % |
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QI sales (13 weeks to Saturday 28 October 2017) were
$699.0 million, down 2.8%

- Sales on a comparable store sales basis were down 2.1%
* Online continued to record strong sales growth +67.8%

- Click & Collect represented 22.1% of orders in Q1
* No improvement in trading so far in Q2 compared to QI

¢ Trading in Q2 is the most important contributor to full
yvear NPAT

* Whilst we are well prepared for Christmas and Stocktake
sale, we still need the support of our customers

* Impact of Amazon’s launch in Australia is unknown
MYER




The 2018 Agenda: Evolving New Myer

Continue to execute New Myer strategy with emphasis on:
* Customer service and experiential retail to drive traffic
* Omni-channel

- Grow sales, improve efficiencies, increase traffic

Productivity and cfficiency
- Optimise footprint, reduce occupancy costs

- Cost optimisation, process improvements

Merchandise optimisation - improve range and planning

Improve MYER onc engagement and visits, and better
analysis and deployment of customer data

MYER




The tinancial information includes non-1FRS information which has not been specifically audited in accordance with Australian
Accounting Standards but has been extracted from the Financial Statements in the Annual Report 2017. Q1 FY2018 numbers are
unaudited. The information provided is general information only and does not purport to be complete. It should be read in conjunction
with Myer's other periodic and continuous disclosure announcements. Myer does not make any representation or warranty, express or
implied, as to the fairness, accuracy, correctness or completeness of the information, opinions and conclusions contained in this
presentation. This information is subject to change without notice. Subject to applicable law, Myer does not undertake to update
any information. To the maximum extent permitted by law, Myer and its related bodies corporate and affiliates and each of their
respective directors, officers, employees or agents, disclaim any liability (including, without limitation, any liability arising out of fault or
negligence) for any loss or damage arising from any use of this information, including any error or omission, or otherwise arising in
connection with it.  This material may include “forward-looking statements”. Forward-looking statements can generally be identified by
the use of words such as “may”, “will”, “expect”, “intend”, “plan”, “estimate”, “anticipate”, “believe”, “continue”, “objectives”, “outlook”,
“euidance” and similar expressions. Indications of plans, strategies and objectives, sales and financial performance are also forward-
looking statements. These statements are based on present economic and operating conditions, and on a number of assumptions
regarding future events that, at today’s date, are expected to take place. Forward-looking statements are not guarantees of future
performance, and involve known and unknown risks, uncertainties and other factors, many of which are outside Myer’s control. As such,
Myer's actual results may differ materially from the results or forward-looking statements expressed or anticipated in this material.

Readers are cautioned not o place undue reliance on forward-looking statements, which are current only as at today’s date
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