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FY20 RESULTS

Trading Result Strengthened Refinancing

(Stores Closed Apr/May) Balance sheet Agreed
- Record Group online sales' - EBITDA® §93.5 million; EBIT? - Net cash of $7.9 million, $46.6 - Extension with existing lenders
up 61.1% to $422.5 million; loss of $6.1 million million improvement on prior to August 2022 provides stable
up 98.8% in 2H20 year platform
- Net loss after tax® of $11.3
- Total sales down 15.8% to million - Inventory down 26% to $256.0 - Reflects the progress across
$2,519.4 million, severely . million the previous two years to
impacted in 2H20, ' !mp.I?mentat.lon. Costs .and o . deleverage the balance sheet
comparable sales down 3.3%? individually significant items - Dividend continues to be
(ISIs) of $159.0 million ($221.4 suspended
- Operating Gross Profit (OGP)? million pre-tax)
down 17.6% to $957.3 million,
down 85bps to 38.0% - Statutory loss after tax of

$172.4 million post-AASB 16
- Cost of Doing Business (CODB)?
down $138.6 million (-13.8%) to
$863.8 million

"' Group online sales includes sass & bide and Marcs and David Lawrence. Excludes sales via in-store iPads.
2 |n addition to the historical definition of comparable sales, stores closed during COVID-19 have been removed from both the current and previous year to obtain comparable sales. Where a store was closed mid-week, the week

in which the store closed has been removed. On reopening, the store has been included from the first full week of trade.
5 Pre-AASB 16, excluding implementation costs and individually significant items totalling $120.1 million (§165.8 million pre-tax).
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FY20 RESULTS

PRUDENT FISCAL
MANAGEMENT

Reduced Debt

- Reduced net debt and Myer was in a net cash position at end of FY20

Net (Debt)/Cash Sm - FY16 to FY20

- The FY20 improvement despite COVID-19 impacts reflects the prudent

approach to preserving cash, disciplined cost control, support from the
Australian Government and other payment deferrals

- Myer continues to pay merchandise suppliers per agreed terms or better

- Inventory down 26% in FY20 reflecting lower purchases, as well as
supplier/option rationalisation

Refinance completed
- Fully supportive lender Group

-102

- Extended $340m facility with existing lenders until 31 August 2022

-107
-113

- Provides ample liquidity through seasonal cycle

FY16 FY17 FY18 FY19 FY20
- Available facility reduces by S30m in FY21in line with requirements
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AN ONLINE BOOM,
THAT KEEPS GOING

- Group Online' sales now $422.5 million -
making us one of Australia’s largest online
retailers

» Online channel grew faster than market in
2H20 - Beauty up 218%, Homewares up
177%

- Black Friday and Cyber Monday to be bigger
than last year - the key pre-Christmas sale
event

- Online continues to grow profitably, despite
some cost headwinds i.e. click and collect
locations not available during shutdown
periods

- Site and infrastructure improvements
continue to meet peak volumes; resulting in
increased conversion

FY20 RESULTS

Key Metrics

2H20 change on 2H19

Group online'

Sales growth % up 98.8%
Myer Online?

Sales growth % up 105.7%
Customer Conversion up 54%
Net Promoter Score up 11%

Myer Online? sales growth by category for 2H20

B % sales (S) vs 2H19

218%

144%

107% 100%

61% 57%

Beauty Homewares Intimate Childrens- Mens- Footwear & Entertain- Womens
& Active wear wear Accessories ment Apparel

Annual growth in online was fuelled by an acceleration in 2H20 with the
on-set of COVID-19; driven by shifting consumer demand in several key
sub-categories from Mens Activewear to Skincare

"Group online sales includes sass & bide and Marcs and David Lawrence. Excludes sales via in-store iPads
2 Myer Department stores only; excludes sass & bide and Marcs and David Lawrence. Excludes sales via in-store iPads
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FY20 RESULTS

ONLINE IS CORE

TO OUR BUSINESS

G ROWT H 105.7% NAB Online Retail Sales Index? ; A
+28.6% 12mths to July 20 Kol
- Group Online' sales represented over

28% of our business in 2H20 and will

remain a growing and significant mix of

ABS Online Non-Food Retailing”
+58.1% émths to July 20
+36.0% 12mths to July 20

our business moving forward 2H20  FY20 s

- We have focused on growth which is Myer's online growth has been higher than published online indicators :
’ —

outperforming, especially at a category v

level 1

We have underpinned profitability with : 28%

an online experience uplift, enhancing *++"* % of Total Group Sales

. i ) I Sales Sm
online fulfilment, enhancing Click
10% .-
and Collect - a one stop, safe shop, 7%

improving the online experience for
MYER one members, and migrating the
Myer Marketplace to myer.com.au

2H17 2H18 2H19 2H20

"Group online sales includes sass & bide and Marcs and David Lawrence. Excludes sales via in-store iPads

2 Myer Department stores only; excludes sass & bide and Marcs and David Lawrence. Excludes sales via in-store iPads
* NAB Online Retail Series Index July 2020

* Australian Bureau of Statistics 8510.0 Retail Trade Australia July 2020, seasonally adjusted




CUSTOMER FIRST PLAN IS STILL THE RIGHT PLAN

i
MYER IS

A U S T RA L I A'S Customers come first Own our Future Do what’s right One inclusive team
FAVOURITE

JEPARTMENT
STORE

Providing friendly helpful service,

, . . g o Transform the customer ‘Only at Myer” brands and Continue enhancing
high quality and exclusive brands, O experience in store categories; value for money myer.com.au
and offering compelling value

> . Efficient from factory Accelerated

Q o, Simplified .

o 5 : to customer (F2C) cost reduction
S > business processes ‘ ‘ )
= @ . i Move product at Spend prudently
T Work smarter

lowest total cost”’
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CUSTOMER FIRST PLAN GAINED TRAC(

OUR CUSTOMER FIRST PLAN
HAS DELIVERED SO FAR

- Improved in-store experience and customer satisfaction metrics
- Reduced cost of doing business

- Reduced space

- Deleveraged balance sheet and increased cash

- Edit our merchandise Offer

- Drive Online




CUSTOMER FIRST PLAN

THE CUSTOMER —— CUSTOMER FIRST PLAN — ——  COVID-19 OVERLAY —
FIRST PLAN -

Our values

REMAINS THE s
R I G H T P LA N Customers come first Do what's right response is

an overlay to

- but with COVID-19 we have the Customer
accelerated, re-sequenced Own our future One inclusive team First Plan

and expanded key focus areas

Our priorities

'Only at Myer’ brands

Transform the customer : Accelerate Accelerate Adapt in-store
. . and categories; . .
experience in store online F2C experience

value for money
. : Accelerated : .
Continue enhancing . Refocus Rationalise Reduce
cost reduction .
myer.com.au merchandise property overheads
‘Spend prudently’
Simplified business Efficient from factory
processes to customer (F2C) Re-engage the consumer through peak
‘Work smarter’ ‘Move product at lowest total cost’
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CUSTOMER FIRST PLAN

Accelerate Accelerate Adapt in-store Refocus Rationalise
online F2C experience merchandise property
- Group Online' sales now - SPL - more efficient - Adapting our in-store - Our focus - making our - On track to reduce space
represent 17% of sales online fulfillment for our experience to ensure the bigger suppliers bigger, by more than 110,000sgm
and growing customers safest possible shopping offering high quality .
o _ . . environment - a one stop brands and products at * (21l G DTy
- Aspirations for online to - Enhancing click & collect safe shop areat value store (January 2020)
be even bigger, faster opportunities and and Emporium level at
_ partnerships - Customer service - Continue to buy better Melbourne store (May
' O.utpacmg the market - . . satisfaction the highest and smarter - inventory 2020), further space
bigger than many of our : Enh.ance last ml.le delivery in 3.5 years - handbacks in Cairns,
competitors options to provide Belconnen
. broader same day and - Cairns, Karrinyup and
+ Focus on experience ana next day delivery options Belconnen refurbishments - Ability to exit 21 stores
our MYER One. loyalty underway over the next eight years
program to drive traffic providing flexibility
and conversion
Reduce - Continue to deleverage and de-risk the - Rationalise Support Office costs, - Set clear re-growth principles
overheads business, with a focus of costs and cash operations and management costs to stay lean

"Group online sales includes sass & bide and Marcs and David Lawrence. Excludes sales via in-store iPads

MYER
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CHRISTMAS RETAIL FOCUS

DRIVING THE RETAIL PROGRAM
THIS CHRISTMAS

MYER one crucial to a successful

Ensuring a bigger, better
Christmas trading period

Black Friday and Cyber Monday

- Strong promotional program to underpin - During the Christmas trading period there
trade activity led by Black Friday will be a greater focus on MYER one

- Black Friday is a significant period delivering - Customer value proposition changes will
> 100% Myer Online orders growth and 35% result in more than double the number of
in-store sales growth in FY19, we expect to customers being rewarded over the course
build on this momentum this year of FY21

- Improved communications to MYER one
members over the peak trade period to
engage on key offers and promotions




CHRISTMAS 2020

DELIVERING A
STRONG CHRISTMAS

Focus on delivering

a safe and engaging Australia’s Christmas Ready
Chri Marketplace to Launch
ristmas
- Adapting our in-store - Australia’s home for - Well stocked, strong
experience to ensure the Christmas Gifting promotional plans and
safest possible shopping o . engaged customer base
S - Providing ease of choice (MYER One)
with enhanced online,
- Disney, Santaland and click and collect and safe - A strong and distinctive
Giftorium in-store environments for Christmas Brand
customers Campaign
- Myer will deliver the 65th
Myer Christmas Windows - Re-opened Melbourne
in Melbourne, working metro stores

with City of Melbourne to
deliver a safe experience

\ W Sl '{_-: HAPPY
T CONGRAT-
——= . ULATIONS
AND MERRY
CHRISTMAS e




IN SUMMARY

- Customer First Plan is still the right plan - but we need to accelerate,

re-sequence and expand it to ensure we capitalise on the opportunities
that exist in a COVID-normal retail world.

- Focused on the delivery of Christmas, we are well stocked, well placed

to provide a strong offer to customers

- OQur online business continues to be our focus as we continue to drive

growth in this channel with greater profitability with the introduction of
SPL fulfillment and other enhancements

- Whilst we expect the constrained environment surrounding our

CBD footprint to remain, we have planned accordingly to maximise
profitability and refocused activity across suburban/regional footprint
and online marketplace

- Health and wellbeing of customer and team members remain our

priority — particularly over the busy Christmas and summer trading
period




IMPORTANT INFORMATION

The information in this document is general only and does not purport to be complete. It should be read in conjunction with Myer’s other periodic and continuous disclosure
announcements. Investors or potential investors should not rely on the information provided as advice for investment purposes, and it does not take into account their objectives,

financial situation or needs. Investors and potential investors should make their own assessment and take independent professional advice in relation to the information and any
action taken on the basis of the information.

Myer, its related bodies corporate, officers and employees do not warrant the accuracy or reliability of the information in this document and do not accept responsibility or liability
arising in connection with the use of or reliance on this document.

This document may contain “forward-looking statements”. Forward-looking statements can generally be identified by the use of words such as "may”, “will”, “"expect”, “intend”,
“plan”, “estimate”, “project”, “should”, “could”, "would”, “target”, "aim”, “forecast”, "anticipate”, “believe”, “continue”, “objectives”, “outlook”, “guidance” or other similar
expressions, as well as indications of and guidance on future earnings and financial position and performance.

Forward-looking statements are not guarantees or predictions of future performance, and involve known and unknown risks, uncertainties and other factors, many of which are

outside Myer’s control, and which may cause actual results or performance to differ materially from those expressed or implied in this document. As such, undue reliance should not
be placed on any forward-looking statements.

Subject to law, Myer assumes no obligation to update, review or revise any information contained in this document, whether as a result of new information, future events or
otherwise. Past performance cannot be relied upon as a guide to future performance.

Myer uses certain measures to manage and report on its business that are not recognized under Australian Accounting Standards (non-IFRS information), including, without
limitation, total sales, OGP margin, CODB, EBITDA, total funds employed, net debt, working capital, operating cash flow and free cash flow. These measures are used internally
by management to assess the performance of Myer’s business segments, make decisions on the allocation of Myer’s resources and assess operational management. Non-IFRS

information has not been subject to audit or review, and should not be considered an indication of, or an alternative to, an IFRS measure of profitability, financial performance or
liquidity.

Due to rounding, numbers presented throughout this document may not add up precisely to the totals provided and percentages may not precisely reflect the absolute figures.
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