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Retailers Move from Defense to Offense with Technology

Recession

e During the recession, retailers invested in

technology to protect margins and lower costs.
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Recovery

* As the recovery unfolds, we expect retailers to
utilize technology to drive sales, improve
buying and allocation decisions, enhance
margins, and leverage stronger topline trends.
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$ (Billions)

Consumer Spending and Retail Sales Have Recovered Nicely

e CIRA’s Economics team expects GDP to increase +2.1% and PCE to increase +2.0% YOY

in 2012.
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Retail Sales rose 5.7%
in March 2012.

End of the recession | /\

Retail Sales (ex. auto) were 6%

above pre-recession peak as of 4Q11.

5 Source: Bureau of Economic Analysis, Census Bureau, CIRA

above pre-recession peak as of 4Q11.
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Unemployment Continues to Creep Lower

e The unemployment rate is down (-180) bps from peak; underemployment is down (-270) bps from peak.

e CIRA's Economics team expects the unemployment rate to fall to 7.8% by 4Q12.
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Advertising as a Percent of Sales in 2011 at the Broadlines Retailers

e |n 2011, the Broadlines and Food and Drug Retailers spent 1.6% of total sales (vs. 1.7% in 2010) on average on
advertising expenses.

¢ Citi Investment Research’s Media Analyst, Jason Bazinet, believes retail media ad spend is about 7% of total ad spend.
Across all industries he estimates 19% of total ad spend is on digital media.
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E-Commerce Grows in Importance at the Broadlines Retailers

Gross $ of Sales Online (2011)
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Fashion Trends for Spring 2012

e We believe that consumers continue to respond to fashion newness. From a category perspective,
accessories and footwear have been driving comps recently, while apparel has experienced

lackluster sales, particularly in the women’s category.

e Additionally, unseasonably warm weather has led to soft sales in outerwear and other cold weather
merchandise. However, early reads on new Spring receipts have been encouraging.

® The top five looks of the season are:
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Retail IT Spending on the Rise for the Broadlines Retailers

e Technology capex is expected to comprise 10.9% of the total capex budget in 2012, down from
11.1% in 2011.

e OQverall, capital spending on technology is expected to increase +3.5% in 2012 for the Broadlines
retailers, vs. a +4.9% increase in total capex, as retailers embrace pay-as-you-go software
(software as a service), which is expensed and not capitalized. This allows retailers to test the
technology, and avoid the upfront costs associated with capitalized projects

IT Capex as a Percentage of Total by Retailer
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Showrooming and How Retailers Are Fighting Back

e Showrooming is when consumers preview/view products in-store, but buy the product on their mobile
device.

e A ‘showrooming’ study by ClicklQ showed that 46% of respondents who shopped online within the past six
months first checked out the product at their local retail stores and then made the purchase online, often
from a different source. 48% made their final purchase at Amazon, regardless of retail store they used to
comparison shop.

e Targetis actively trying to ensure that its stores are not used as showrooms by proactively reaching out to
the vendor community. Other retailers have taken a much more defensive approach (i.e. Best Buy).

e Target recently wrote a letter to challenge its vendor partners to work with them to develop an assortment
and pricing strategy that will allow Target to be competitive and profitable across all channels.

e One strategy outlined in the letter suggested developing membership or subscription-based pricing online
to compete with online pricing models in the market. We believe that the online pricing models referred to
programs like AMZN's Subscribe and Save, which launched in 2007 and offers regular shipments of
frequently-purchased items at a discount.
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Technology Themes
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Key Technology Themes to Watch in 2012

1) Retailers Engage Customers through Mobile Devices

2) Mobile & Social Analytics Shape Retailers’ Views of the Customer
3) Maximize Returns with Optimization Technologies

4) Moving to One View of the Customer: Customer Analytics

5) Marketing & IT Converge

/
What We're Watching in 2012! ———

LN
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What are Bricks and Mortar Retailers Doing to
Survive and Thrive?




Where Do Retailers Stand on the Technology Continuum?

e We consider CVS and Walgreens to be the most advanced from a technology perspective, as the drug

retail business model requires these companies to have advanced inventory management and pharmacy
workflow optimization systems.

e (Costco has fewer technology and inventory management needs as a result of its unique business model.

e Family Dollar was one of the most improved retailers in 2011, as the company invested in a number of
innovative technologies to drive change and boost sales/margins.

Broadlines 2011 Technology Continuum
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What are Retailers Doing to Thrive in the Era of the Titans?

5 companies that exemplify 5 tech themes in today’s retail environment.

16

Walgreens

- Theme #1 : Retailers Engage Customers through Mobile Devices
= The Epitome of SOLOMO

Nordstrom

-~ Theme #2 : Mobile and Social Analytics Shape Retailers’ Views of the
Customer
= Paving the Way for Omnichannel in Department Store Retailing

Family Dollar

— Theme #3 : Maximize Returns with Optimization Technologies
= |nvesting in the Right Place

Kroger

— Theme #4 : Moving to One View of the Customer: Customer Analytics
= (Catering to the Customer

Costco

— Theme #5 : Marketing and IT Converge
= Exploring E and M-Commerce

\’shop.org ) rama

207



Theme #1: Retailers Engage Customers through Mobile Devices
Walgreens — The Epitome of SOLOMO Walyreena

e Tapping into the power of SOLOMO

= S0: Walgreens is taking advantage of all of the major social media websites to drive traffic and generate buzz
about its brand, their latest services, and events such as online healthcare seminars. Walgreens believes
social media is especially effective in educating and connecting with patients about medical questions.

e People love to share photos and the photo center enables customers to share via social media outlets and print
physical copies.

e “When someone is pinning, you're probably winning in retail” — Pinterest
e Walgreens Social Care is the service that responds to customer concerns expressed on Twitter and other outlets.

e Walgreens Share Care is a social media partner that serves as a forum to provide answers to medical questions
featuring Dr. Oz.

>shop.t:n'g rama 7~
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Theme #1: Retailers Engage Customers through Mobile Devices

Walgreens — The Epitome of
SOLOMO

will Verizon &

e Tapping into the power of SOLOMO

) ll il Verizon =

— LO: The couponing partnership with the social location-based check Q
in startup FourSquare is the first of its kind.

= Customers that check in at any Walgreens through FourSquare will
instantly receive a unique scannable coupon via smartphone that can
be redeemed in store (March 2012).

=  Walgreens’ Duane Reade NYC chain of drugstores was one of the first
retailers to pilot the Google Wallet, which utilizes near field
communication (NFC) technology to transmit payments, store loyalty
card information, and alert customers of offers from participating
merchants.
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Theme #1: Retailers Engage Customers through Mobile Devices
Walgreens — The Epitome of SOLOMO Walyreena

e Tapping into the power of SOLOMO
= MO: The main idea behind Walgreens’ mobile strategy is making the store available in your pocket.
e Walgreens was the first retailer on Black Friday to issue coupons that could be scanned from a mobile phone at the
register and has since deployed several other mobile features for its customers.
e The company has also been working on digital engagement in stores with QR codes to make stores more
accessible.
e Walgreens has created several pharmacy and healthy living applications for mobile phones.

— Pill Reminder was recently released and allows patients to refill their prescriptions by scanning the barcode with a phone.
Refills by scan accounts for over 40% of online prescription refills. Pill Reminder also reminds patients that opt-in of when
they need to take their pills and has been proven to help patients adhere to prescribed regimens.

— Transfer by Scan is also a feature within the new Walgreens mobile app.

— Walgreens Text Alerts are sent to customers via SMS with in-store promotion information and links to coupons. There are
over 3 million subscribers thus far.
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Theme #1: Retailers Engage Customers through Mobile Devices
Walgreens — The Epitome of SOLOMO Walyreena

¢ Recognizing the value of the multichannel customer
— According to research conducted by Walgreens, the multichannel customer is 3x more valuable than the mono-channel
consumer.
— Though online sales penetration is relatively low, Walgreens.com has experienced significant double digit growth for the
past few years. Web pick-up (a feature that allows customers to order online and pick-up in stores) has driven traffic and
enhanced the customer experience through incremental convenience.

¢ Reassuring customers that their privacy is a top priority

— Two of the biggest concerns about SOLOMO in the retail pharmacy sector are privacy and security. Walgreens has
placed several safeguards to protect consumers from sharing details about their medications on social media.

¢ Preserving the community pharmacy through personalization features

— A new tool released in late April 2012 called “Find Your Pharmacist” allows customers to search more than 20,000
pharmacist profiles, ask pharmacists questions 24/7 via one-on-one live online chats, and match their health care needs
with the areas of expertise, specialties, languages, and clinical backgrounds of Walgreens pharmacists.

— Though location is usually the leading factor in pharmacy selection, recent studies showed nearly 70% of consumers
would consider a different location if the pharmacist was trained in a specific area.

— The tool is expected to advance community pharmacies and help customers connect more meaningfully with their

pharmacists, ultimately driving loyalty.

Q 2.
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Theme #2: Mobile & Social Analytics Shape Retailers’ View of the Customer

Nordstrom — Paving the way for
Omnichannel in Department Store Retailing

¢ The definition of service is evolving and continually enhancing the
customer experience is an imperative

Nordstrom values its customer service reputation and is experimenting
with technology to translate superior service online. Specifically, the
company has invested in personalization technology that recognizes a
customer’s unique preferences and style to foster improved relationships
with online customers.

= The consumer’s path to purchase has evolved... and Nordstrom is
evolving with them.

= The company listens to customers and responds by expanding the
merchandise assortment and creating innovative purchasing platforms.
For example, Nordstrom is bringing Bonobos, a pure-play online
menswear company, into its stores. The partnership is expected to be
“symbiotic” and allow Nordstrom to learn from Bonobos’ e-commerce
successes and digital marketing strategy.

¢ Bring Checkout to the Customer with Mobile POS Devices

21

To make more space in the stores (on average 300 to 400 sq feet),
Nordstrom has removed some cash wraps in full-line stores and deployed
mobile POS (point-of-sale) devices that allow customers to speedily
checkout anywhere in the store through a modified handheld.

These mobile checkouts have been more impactful at the Nordstrom Rack
division because it reduces wait time and the number of registers.

A total of 6,000 mobile POS units were adopted at the full line department
stores by the end of the third quarter in 2011.

Nordstrom rolled out the technology very quickly. It only took 9 months to
go from idea to engineering and coding to implementation.

Mobile POS has some limitations but Nordstrom is innovating to get the
functionality on par with traditional POS by the end of 2012.

Source: Seattle Times, Company Reports, CIRA

NORDSTROM
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Theme #2: Mobile & Social Analytics Shape Retailers’ View of the Customer

Nordstrom — Paving the way for NORDSTROM
Omnichannel in Department Store Retailing

¢ Hiring top talent to secure an innovative future

— Nordstrom has hired approximately 400 new employees to help grow its
digital business.

— Expertise in mobile and social commerce is limited because it is an
emerging channel. Nordstrom is tapping external talent to implement its
omnichannel initiatives and invest in personnel that can utilize cutting edge
analytics to better predict customer behavior and sales trends.

— The company has also invested in a larger IT team to create, develop, and
test new platforms and ideas.

¢ In the early innings of utilizing social media to drive sales

— The majority of marketing spend at Nordstrom has shifted to online media
(email and search) and many companies are still trying to figure out how to
use social media as a sales driver.

— Social media is presently used as a traffic driver to communicate events,
company initiatives, and service enhancements.

e Offer Free Shipping and Returns

— The company began offering everyday free shipping and free returns with
no minimum purchase threshold in August 2011. As a result, conversion is
up and average order size has held up surprisingly well.

— Free shipping is now one of the drivers of the online business.
— Nordstrom is also piloting same-day delivery services. These delivery
services have the potential to drive incremental sales and improve sales

productivity.
\)shop.org ) rama ‘ 7~
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Theme #2: Mobile & Social Analytics Shape Retailers’ View of the Customer

Nordstrom — Paving the way for Omnichannel in NORDSTROM
Department Store Retailing

¢ Thinking Outside of the Box

— Nordstrom recognized that speed is key for e-commerce and m-commerce. HAUTELOOK

jomen  Kids  Besuy Al Evers  Getaways

Y TR

= “lt's about how fast you can move in that space.”
— Nordstrom acquired HauteLook in 2011 to enter the fast-growing flash sales business.

= |ttook 100+ years to get 10 million customers at Nordstrom and within a few years and little
advertising HauteLook had 4 million customers.

= By the end of 2011, HauteLook had over 7 million customers and the company expects it will
break even early 2013. e—

— Nordstrom is experimenting with new ways to acquire and engage customers. m
= Nordstrom now uses Pandora (internet radio and subscription service) to collect email addresses.

= According to Nordstrom, the younger consumer is saying to retailers: “I know you have tons of
data about me and you need to use it!”

— Nordstrom updates their website often.
= Inthe past, Nordstrom’s site upgrade cadence was once or twice a year.
= For the past six months, they have been updating monthly.
— The key to personalization is to marry the technology and the sales person.

= Nordstrom started to give commissions to sales people that referred customers to purchase
merchandise online.

— One Strategy.
= The company does not separate its e-commerce and store strategy.
= Nordstrom has one merchandising strategy and one customer strategy.

\)shop.org ) rama
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Theme #3: Maximize Returns with Optimization Technologies
Family Dollar — Investing in the Right Place FAMILY™

e Driving Traffic through an Improved Customer Offering
— Family Dollar is starting to attract new customers through expanding their assortment and investing in new categories.

— In F3Q12, approximately 1,000 new SKUs will be rolled out to food and health and beauty aids. The company added
Pepsi products this quarter.

— Family Dollar will be adding tobacco products to reach a totally different customer. The next frontier is beer. These
additions will result in incremental items in the basket and it should capture an additional trip from its most loyal
customers.

— These assortment changes will help Family Dollar capture a greater share of its customer’s grocery budget and drive
improved sales productivity.

e Truly Localizing the Assortment with Advanced Optimization Technologies
— Local is the cornerstone of the merchandising and inventory strategy.

— Leverages granular statistical and economic modeling to constantly analyze inventory and replenishment levels to
maximize promotional effectiveness and gross margins. The technology has reduced markdown risk and configures store
clusters using efficient frontier modeling.

— Family Dollar has combined the power of Big Data analytics and the cost efficiency of the cloud to deliver the right
inventory in the right stores to optimize sales performance. In addition, the company does zone pricing that Dollar General

does not.
U ——
irozen food® | & milkand, .
-
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Theme #3: Maximize Returns with Optimization Technologies

Family Dollar — Investing in the Right Place FAMILY™ [

* Redesigning Store Interiors to Make Spaces More Inviting

— Real Estate in retail has been fundamentally changed by the digital revolution, but dollar stores continue to grow at
breakneck speed.

— Family Dollar is building new stores and renovating older locations with more intuitive merchandising adjacencies,
improved signage, high capabity fixtures, and expanded consumable sections, and additional refrigeration and coolers.

— These stores have experienced a 10% sales lift between the redesign and expanded assortment.

e E-Commerce is Still an Opportunity
— Family Dollar does not have an e-commerce presence now.
— There is an opportunity for incremental growth and upside should the company establish an e-commerce storefront.

FDQ’s Standard Store (Before)
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Theme #4: Moving to One View of the Customer: Customer Analytics
Kroger — Catering to the Customer

e Helping Resourceful Customers Save Money In-Store

— Electronic Couponing: To drive traffic to their website, Kroger has made
Kroger.com the portal that aggregates 5 different coupon sites seamlessly
integrated on one.

— Customers can download the coupons from Kroger.com or to the loyalty card.

— Kroger’s Fuel Rewards is a “cents-off” card that offers pharmacy, grocery, and gift
card customers $0.10 cents off per gallon of fuel with qualifying purchases.

:
The Outside of the
e Honor the Customer’s Busy Schedule Kroger Scan Tunnel

— To improve the customer experience and wait times in-stores, Kroger has invested
in front-end and “line busting” technologies to lower the average time spent in line
to 40 seconds vs. 6 minutes five years ago.

— Scan Tunnel removes barcode scanning from the grocery checkout equation by
utilizing auditing technology that detects the shape, weight, and other
characteristics of each item.

Items Move Thrﬁ'-'l.'i"'gh the
Tunnel at High Speed;._

Digital Coupons
sssss : o
® ot “Inty g, - Print-at-Home Coupons
ety allnew digital coupons

S SaveWith

. e

When the\ggparatﬂi Bari
Read, the System Totals th
Order for Payment

Source: SCDIgest
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Theme #4: Moving to One View of the Customer: Customer Analytics

Kroger — Catering to the Customer
* Respond to the Customer’s Desire for Customization and Convenience
— Kroger also released a cloud based shopping list that can be updated on a mobile device and modified on the website.

— The big focus is on customization, localization, and personalization.
— The company has a joint venture with dunnhumby USA that performs data mining services for the loyalty program and
targets promotions for specific customers and segments.

¢ Investing in the Future
— Kroger Labs is the hub of the company’s intellectual property portfolio.
— Constantly researching and developing patented technologies to implement or license to other companies.

|l ATET = 8:48 PM O 3§ 30%

Kroger - +

b3

Trident Splash Sugar Free... ©
— Strawberry Lime, 9 ct. b —4

Personal Care & Pharmacy. .. 1)

Kiss My Face Obsessively... ©
h—4

— Ollve & Aloe, 16 oz.

Y= 2 items
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Theme #5: Marketing and IT Converge

Costco — Exploring E and M-Commerce COSTCO

e Knowing your strengths

— Costco admits it prefers to stick with what it does best, Warehouse retailing and member satisfaction. As a result, the
company has been slower to implement cutting-edge SOLOMO technologies.

— Instead, they have focused on other priorities such as getting their Asian and Australian businesses up and running.

¢ Investing in e-commerce optimization tools

— Costco does very little marketing of its online business and Costco.com items do not currently appear in Google
searches.

— Costco has solved this problem by investing in search engine optimization tools and re-platforming the website, which
will be operational by summer 2012 (F2Q12). This initiative inspired marketing and IT to collaborate.

— Costco has recently begun testing QR (quick response) codes to gauge customer interest in using mobile technology
to research Costco products and offers.

— To advertise online promotions, Costco has collected 12 million email addresses and experiments with email marketing
3x per week.

— Translating the e-commerce website, logistics, and customer experience across geographies is a challenge in retail.
Costco will be introducing its e-commerce business to the UK market in September. In the future, the company plans
to open in Japan and South Korea.

QR Code
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Theme #5: Marketing and IT Converge

Costco — Exploring E and M-Commerce CosTco

e The Warehouse in your pocket i ATET 3G 8:23 AM =
— Within the next few months, Costco will launch an iPhone and Android app. Costco

— The app will feature a full suite of features such as: -

= Speak or type to search

= Coupon storage and shopping lists Cosrco Sign Up for Offers
= Refill prescriptions oo by Email.or. M5
= Small business supply replenishment and pick-up orders

Search Submit

= Warehouse Locator and Membership Renewal

. . WELCOME TO COSTCO MOBILE
¢ Low tech can still enhance the customer experience

— Costco has improved the customer experience by investing in front-end O N L LN E bl
technologies that speed up the checkout process.

=  Amex cardmembers do not have to sign receipts for transactions less
than $100. *

= All of the receipt printers were upgraded to produce customer receipts
more efficiently.

BUYERS' PICK

While supplies last | CLICK HERE

What's New Online >
Browse Categories >

Locations >
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Theme #5: Marketing and IT Converge

Costco — Exploring E and M-Commerce

¢ The benefits Costco experienced when marketing and IT collaborated
— Positive SSS YTD.
— Average ticket online is $350 vs. $140 in clubs.
— SKU overlap is only 20% (to complement in-club jewelry offering and other select categories).
— Costco.com maintains a relatively low SKU count online (3,700 to 3,800).
— Big ticket items compose the majority of sales (furniture, appliances, pool tables, hot tubs, exercise equipment).

e What’s next for Costco in e and m-commerce?
— Plans to double or triple the e-commerce business in 7 to 8 years.

- Opport_unity to continuously improve both web and mobile storefronts and experiment with social media advertising
campaigns.

— There is a substantial plan in place to roll out e-commerce to all countries where Costco has a presence.

Costco Historic Sales and Growth

2,400 + T 50% y g
s Costco’s fiscal year runs through
2,061 , .
36,49, 38.8% $2.06 August 2009. Also, Costco’s online
520007 — 1,840 1% business is mostly big ticket, which
.ﬁm > o usiness is mostly big ticket, whic
$1.600 1 $1,600 1 s00 got hit during the recession.
$1,200
$1,200 + 5.0 T 20%
$880 [
—~
$800 1 / = Low
$400 + » T+ 0%
$0 1 1 1 r4-0% 1 1 -10%
2006 2007 2008 2009 2010 2011
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Takeaways and Conclusions
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The Challenge for Marketing

e SOLOMO as a business imperative

— As Social and Mobile become more important in terms of marketing dollars spent, we are beginning to see marketing and IT converge. Mobile ad
spend worldwide was predicted at $3.3 billion in 2011 and projected to grow to $20.6 billion in 2015 (source:mobiThinking).

e Need for Collaboration

— Marketing and IT have come together to integrate web intelligence, allowing retailers to view consumer browsing behavior. Historically, the biggest
barrier to effective collaboration has been the lack of process integration and defined success criteria........ that is beginning to change!

e Big Data
—  With such aggressive growth expected for the volume of data in 2012, the IT world scrambled during 2010 and 2011 to advance Big Data to be able
to extract useful insights from increasingly large sets of information and, specifically, the unstructured data that social media and censors provide.

e Better Insights

— The possession of better insights on customers from data sets will enable retailers to further experiment with digital marketing initiatives and
develop more relevant campaigns.

e Social Data

—  With respect to social data, marketing and IT will unite when social CRM becomes a critical component in “operationalizing” the large amounts of
social data to enhance business operations.

e The Titans are Coming to Store Near You
— Online retailers are beginning to open physical stores and the need for differentiation beyond price will increase.

ST N BTN
1AL N \g},\
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Driving Loyalty through Analytics and Technology

e Customer analytics allows retailers to build predictive capabilities, improve customer retention, and better
plan for the future. Using customer analytics, retailers can create a sense of brand loyalty and help drive
sales.

e According to dunnhumby, sales from one loyal customer equals 12 non-loyal customers. Retailers
continue to try to unlock this value by targeting loyal customers and offering deals and discounts that fit
their spending habits.

e Many of our retailers have increased their focus on loyal customers. KR and M continue to use loyalty
programs to analyze their customers’ spending behavior, SVU and SWY have improved their websites to
offer targeted promotions, and TGT has instituted a 5% rewards program for customers that use its credit
cards.

TGT’s 5% Rewards program
KRandMusedunnhumbyto | offers a 5% discount to all

develop a better SAFEWAY () i moms e
; . Ingrecont for customers who use the
understanding of their e

company’s store credit cards.
customer and offer targeted - : =
. . maximize your SQVINGS with | justforu).
promotions to drive SSS —_—

/ Lo
coupon personalized your club

dunnhumby UsA

essential customer BENIUS

D7

TODAY®
EVERY DAY

SVU and SWY have updated
their websites to offer loyal
customers promotions that fit
their shopping habits. SWY
is rolling out a program
called “Just for U” that
personalizes offers based on
history and loyalty card data.

y on each and every Target
card? Open a REDcard today.
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What will level the playing field?

e To compete with the titans retailers need to bring “online inside”:
— Same Day Shipping
= Nordstrom is piloting same-day delivery service.
— In-Store Pick-Up
=  Walmart already has a strong Home Free program to pick up items for free in stores or at FedEx Kinkos locations.
= Consumers can check the e-commerce site to see which store has inventory.

— Exclusive and Private Label Product
= Food retailers like Kroger have mastered this idea.
= JCP’s new merchandising strategy will be anchored by exclusives like L’'amour Nanette Lepore.

— In-Store Events and Trunk Shows
= Saks and Macy’s host events with designers in stores.

— Out of the Box Thinking

= Saks and Macy’s have also partnered with the reality TV show “Fashion Star.”

\)shop.org ) rama ‘ 7~
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What will level the playing field?

e To compete with the titans retailers need to bring “online inside”:

— Loyalty Programs and Incentives

= Target started its 5% rewards program in which Target credit and debit card customers can save 5% on all purchases
and get free shipping for all online orders.

= Costco experiences an 89.4% renewal rate with its members in the U.S. and Canada.

= Nordstrom is constantly learning from its trials and adjusted its Fashion Rewards program in 2012 to attract more
customers by adding additional benefits, such as triple point days and free alterations.

=  Walgreens is using technology and access to its pharmacists to make the customer experience more convenient.
= Family Dollar is driving additional trips by adding different merchandise categories consumables, tobacco.
= Kroger has a best-in-class loyalty program through data mining.
— Online and In-Store Pricing Parity and Price Guarantees
= Currently, Target and Walmart prices are slightly cheaper (~1% to 2% less) online than in store.
=  Walmart had the Christmas Price Guarantee during Holiday 2011.

— More Ways to Pay
= Walmart started offering cash payment options for "underbanked” customers on its e-commerce store in April 2012.

— Unilateral Pricing Policy, also known as UPP
= This is especially relevant for electronics. (i.e. Apple iPads start at $499 at most retailers).
= Target also reached out in a letter to vendors to partner on pricing to combat the impact of showrooming.

\’shop.org ) rama 7~
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How to Thrive in the Era of the Titans

e Now that we know WHAT retailers need to do, HOW are they doing it?
— Inventory Visibility
= Enabled by RFID (radio frequency identification) tags.
= Visibility improves shipping and logistics to fulfill orders as quickly as possible.
— Smaller Store Footprints
= Walmart and Kohl’s are building smaller stores that stock higher value products.
— Reconfigure and constantly refresh the interiors of stores

= Family Dollar is one example of stores that have been redesigned to arrange
merchandise more intuitively and efficiently to maximize profitability.

— Customer Service
= Retailers can provide a level of customer service that cannot be duplicated online.

= Equip associates with a deep knowledge of products, mobile devices and tablets that
facilitate ordering online in store, and offer additional services

\’shop.org ) rama 7~
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What's Next?

e The 3 pain points that retailers need to address:
— Big Data needs to address the lack of data and the quality of data.
— Lack of integration of marketing, IT, and merchandising.
— Updating outdated systems and infrastructure (pent up demand for software).

e Utilizing social media as a CRM tool (client relationship management)

— These are the largest self-maintaining database of individual consumer demographic, pyschographic, and preference
information that retailers can harness to engage customers and remain relevant.

— Social media supports microsegmentation that retailers can use refine and identify the most valuable customers. It also
facilitates customization and personalization of targeted promotions.

¢ Rise of the Chief Mobility Officer?

— According to Forrester, there will be over a billion smartphones and tablets in circulation by 2016 and companies need a
centralized department and executives to improve the coordination of mobile initiatives.

— Spending on mobile apps will grow by 100% by 2015 and spending to develop apps is projected to be $55 billion in 2016.

- Invrc]est?jl_ent in tablets will increase substantially YOY and enterprise mobility management will become a larger department
within IT.

— “If you’re not doing mobile, you’re not doing anything.”

¢ Innovation is rampant in retail right now. Where are you on the innovation curve?
— The Apple-ization of retalil
— In-store Wi-Fi Networks which will allow customers to use mobile phones as a shopping tool (and not a curse).
— QR codes are the simplest way to take a customer to an application and support promotions in a meaningful way.

¢ Cloud and the pay-as-you-go software model could free up budgets to invest in other projects.
— The cloud minimizes investment in hardware and retailers can use funds to develop a better customer experience.

¢ Real-time data and insights have high potential.
— One of the fundamental problems in retail is operating off old information.
— Real-time insights have been proven to raise overall profitability and marketing effectiveness.
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Valuation

DEPARTMENT STORES
Price 2012 2012 Tgt. Price Return Sales Shares  Mkt. Cap. 52 Wk Range EPS CAGR PIE Relative P/E PE/G  Div EV/EBITDA FCF Yield Performance
Rating  Company TKR _ Target P/EMult. EV/EBITDA 4/25/2012 to Target 2011 (MM) Out (MM) MM High Low 2010 2011 2012E 0811 2010 2011  2012E 2011 2012E 5-Yr _Yid% PIS 2012 2012 1-Week 1-Year YTD
NR Dillard's DDS N/A N/A NA $63.88 N/A $6,569 462  $2952.4 $64.84 $38.99 $2.55  $4.34 $5.13 NM NM NM NM NM NM NM 03 04 5.8x NR -0.6% 39.1% 42.3%
Buy JC Penney JCcP $50 NA 8.0x 35.66 40.2% 17,260 2135 7,615.2 43.18 2344 1.59 1.25 175 -211% 224x  285x  204x 201% 148% -17.5x 24 04 6.4x 3.5% 3.3% -4.6% 1.5%
Buy Nordstrom JWN $63 17.0x NA 55.18 14.2% 10,497 2076 11,4554 56.75 37.28 275 3.14 363 19.7% 20.1x 17.6x  152x 124% 110% 0.9x 20 11 7.5% 7.0% -1.4% 16.6% 11.0%
Buy Kohl's KSS $57 12.0x N/A 49.76 14.5% 18,804 2534 12,6107 57.39 42.14 3.66 4.30 478 155% 13.6x  11.6x  10.4x 81% 76% -0.4x 19 07 5.2x 11.3% 2.7% -4.4% 0.8%
Buy Macy's M $49 14.0x NA 39.94 22.7% 26,405 4142 16,543.1 4127 22.66 211 2.88 350 30.6% 189x 139x  11.4x 98% 83% -0.4x 21 06 5.7x 1.7% -0.6% 65.3% 24.1%
NR Sears Holdings SHLD N/A N/A N/A 52.25 N/A 39,658 106.3 5,554.2 87.12 28.89 134 -469 -4.65 NM 39.0x NM NM NM NM NM 00 0.1 21.0x NR -8.9% -36.5% 64.4%
Buy Saks SKS $14 N/A 8.0x 10.78 29.9% 3014 159.9 1,723.5 12.14 7.67 0.19 0.44 053 NM 56.7x  24.5x  20.3x 172% 143% -0.7x 00 0.6 5.7x 5.4% -3.3% -6.3% 10.6%
DISCOUNT STORES
Price 2012 2012 Tgt. Price Return Sales Shares  Mkt. Cap. 52 Wk Range EPS CAGR P/E Relative P/E PE/G  Div EV/EBITDA FCF Yield Performance
Rating  Company TKR  Target P/EMult. EV/EBITDA 4/25/2012 to Target 2011 (MM) Out (MM) MM High Low 2010 2011 2012E  08-11 2010 2011  2012E 2011 2012E 5Yr Yld% P/S 2012 2012 1-Week 1-Year YTD
Buy Target TGT $67 14.0x NA $56.83 17.9% $68,466 669.3  $38,036.3 $58.95 $45.28 $386 $4.26 $430 138% 147x  133x 132« 94% 96% -0.5x 21 06 6.6x 23.1% -1.3% 13.9% 11.0%
Buy Wal-Mart WMT $71 14.0x NA 57.36 23.8% 443,854 34247 196,440.6 62.63 48.31 4.07 4.49 492 95% 14.1x  128x  11.7x 90% 85% -0.5x 28 04 6.4x 8.2% -7.3% 71% -4.0%
WHOLESALE CLUBS
Price 2012 2012 Tgt. Price Return Sales Shares  Mkt. Cap. 52 Wk Range EPS CAGR PIE Relative P/E PE/G  Div EV/EBITDA FCF Yield Performance
Rating  Company TKR _ Target P/EMult. EV/EBITDA 4/25/2012 to Target 2011 (MM) Out (MM) MM High Low 2010 2011 2012E 0811 2010 2011  2012E 2011 2012E 5-Yr _Yid% PIS 2012 2012 1-Week 1-Year YTD
Neutral ~ Costco (1) COST  $85 20.0x NA 87.28 -2.6% 87,048 4349  37,960.6 92.10 70.22 313 3.50 412 43% 279x 249x 212 175% 154% 2.2x 11 04 9.4x 4.2% -0.4% 10.7% 4.8%
DOLLAR STORES
Price 2012 2012 Tgt. Price Return Sales Shares  Mkt. Cap. 52 Wk Range EPS CAGR PIE Relative P/E PE/G__ Div EV/EBITDA FCF Yield Performance
Rating  Company TKR _ Target P/EMult. EV/EBITDA 4/25/2012 to Target 2011 (MM) Out (MM) MM High Low 2010 2011 2012E 0811 2010 2011  2012E 2011 2012E 5-Yr _Yid% PIS 2012 2012 1-Week 1-Year YTD
NR Big Lots BIG N/A N/A N/A 87.28 N/A $5,093 65.6 $5,725.8 $92.10 $70.22 $2.93  $3.30 $3.86 13.0% NA N/A N/A N/A N/A N/A 1111 4.7x NR -4.5% 4.8% -1.8%
Buy Dollar General DG $54 19.0x NA 46.30 16.6% 14,807 337.3  15619.2 4759 29.84 1.86 237 280 734% 249x 195x  16.5x 137% 120% -0.8x 00 141 8.9x 4.1% -0.5% 48.5% 12.5%
NR Dollar Tree DLTR N/A N/A N/A 98.84 N/A 7,398 1190 11,7644 99.68 56.83 324 4.03 492 17.7% 30.5x  245x  20.1x 172% 146% 1.3x 00 1.6 8.7x NR 0.6% 72.9% 18.9%
Buy Family Dollar (1) FDO $69 18.0x NA 66.90 3.1% 8,548 17.8 7.878.5 68.46 44.42 2.68 324 382 234% 25.0x 206x  17.5x 145% 127% 1.4x 13 09 8.7x -0.5% 3.4% 28.2% 16.0%
NR Fred's FRED N/A N/A NA 14.32 NA 1879 37.0 530.3 15.27 10.27 0.75 0.86 099 147% NA NA N/A N/A N/A N/A 17 03 4.9x NR -4.5% 4.8% -1.8%
DRUG RETAILERS
Price 2012 2012 Tgt. Price Return Sales Shares  Mkt. Cap. 52 Wk Range EPS CAGR PIE Relative P/E PE/G  Div EV/EBITDA FCF Yield Performance
Rating  Company TKR  Target P/EMult. EV/EBITDA 4/25/2012 to Target 2011 (MM) Out (MM) MM High Low 2010 2011 2012E 0811 2010 2011  2012E 2011 2012E 5-Yr _Yid% PIS 2012 2012 1-Week 1-Year YTD
Buy Cvs Cvs $51 15.0x N/A $43.80 16.4%  $107,100 13024  $57,044.2 $45.88 $31.30 $267  $2.80 $340 4.7% 164x  156x  129x 110% 94% 1.1x 15 05 4.9x 6.1% -0.3% 21.0% 7.4%
NR Rite Aid (2) RAD NA NA NA 143 N/A 25973 898.5 1,284.8 212 0.85 064 -043 022 NM NM NM NM NM NM NM 00 00 7.1x NR 1.7% 38.8% 13.5%
Sell Walgreen (1) WAG $29 11.0x NA 35.30 -17.8% 72,184 8735 308346 45.34 30.34 2.42 2.63 264 76% 14.6x  134x  13.4x 94% 97% -0.7x 26 04 10.9x 6.5% 0.7% -17.3% 6.8%
FOOD RETAILERS
Price 2012 2012 Tgt. Price Return Sales Shares  Mkt. Cap. 52 Wk Range EPS CAGR PIE Relative P/E PE/G  Div EV/EBITDA FCF Yield Performance
Rating  Company TKR  Target P/EMult. EV/EBITDA 4/25/2012 to Target 2011 (MM) Out (MM) MM High Low 2010 2011 2012E 0811 2010 2011  2012E 2011 2012E 5-Yr _Yid% PIS 2012 2012 1-Week 1-Year YTD
Buy Kroger KR $28 12.0x N/A $23.19 20.7% $90,374 5748  $13,3289 $25.85 $21.14 $1.76  $2.00 $232 13% 132x 116x  10.0x 82% 73% -0.4x 20 041 4.6x 13.9% 2.1% -5.4% -4.3%
Neutral ~ Safeway Swy $22 11.0x NA 21.60 1.9% 43,630 268.0 5,788.8 2543 15.93 1.55 1.73 195 -78% 13.9x  125x  11.1x 88% 80% 1.1x 27 04 5.0x 16.8% -1.5% -12.3% 2.7%
Neutral (H) Supervalu svU $7 NA 4.5x 6.15 13.8% 36,100 2123 1,305.4 1.77 5.07 1.39 1.25 136 -244%  4.4x 4.9x 4.5x 35% 33% 1.0x 57 0.0 3.5x 17.6% -4.5% -43.9% -24.3%
* Whole Foods WEM * N/A N/A 83.04 N/A 11,612 1824 151438 86.35 53.32 1.44 1.93 230 285% 57.7x_ 43.0x__ 36.1x 303% 262% 2.2x 07 13 11.8x NR 3.1% 25.2% 19.3%
TOTAL GROUP
markel Cap Weighted Avg.
Department Stores 2575  §$11,367.1 $52.72 $30.80 $2.39  $2.31 $2.79 159% 20.5x  165x  13.5x 116% 98% 17 7.5x -1.6% 18.5% 17.9%
Discount Stores 2,977.7 170,744.6 62.03 47.82 4.04 445 482 102% 142x 129x 119 90% 87% 26 6.5x -6.3% 8.2% -1.6%
Wholesale Clubs 4349  37,960.6 92.10 70.22 313 3.50 412 43% 279x  249x 212 175% 154% 1.1 9.4x -0.4% 10.7% 4.8%
Dollar Stores 2128  11500.9 72.04 45.57 2.54 311 372 39.0% 26.8x 214x  17.9x 151% 130% 04 8.3x 0.7% 51.4% 15.2%
Drug Retailers (2) 1,151.9 47,8479 45.69 30.96 258 274 313 57% 158 149x  13.1x 105% 95% 19 7.0x 0.0% 7.5% 72%
Food Retailers 3445 124332 51.02 33.40 1.58 1.90 222 104% 31.9x 249x 21.1x 175% 153% 17 1.70x 2.5% 51% 6.2%
Total 896.6 $23400.7 $59.87 $42.89 $321  $352 $394 9.9% 185x  16.1x  14.1x 113% 103% 20 7.2 -3.4% 14.1% 3.4%
Coverage Universe $30.279.0 $57.80 $42.54 $3.31  $3.68 $409 11.2% 16.6x  15.0x  13.3x 105% 96% 22 6.8x -3.4% 10.9% 2.8%
RELATIVE INDICES
S&P 500 SPX $1,390.69 $1422.38 $1,074.77  $85.49 $97.80 $101.00 16.5% 16.3x 142x  13.8x 6.7 0.0% 4.0% 10.6%
S&P RETAIL SP421 622.23 628.35 465.36 0.1% 16.3% 18.9%
S&P FOOD & STAPLES ~ SP481 214.61 22343 179.57 -3.4% 4.9% 1.6%
pow DJIl 13,090.72 13,331.77  10,362.26 -0.2% 4.7% 71%
NASDAQ COMP 3,029.63 3,134.17  2,298.89 -0.4% 74% 16.3%
RUSSELL 2000 RUT 812.12 868.57 601.71 0.2% -4.0% 9.6%
Source: Citi Investment Research & Analysis (CIRA), Company Reports.
(1) Calendar year estimates.
(2) RAD not included in average due to data that is not meaningful. >
NR: Not Rated by a CIRA Analyst and all estimates are First Call. shop.org )rama A

*WFMI covered and rated 2 (Target Price: $85) by CIRA Analyst Greg Badishkanian

Source: Citi Investment Research and Analysis, Factset

012




Legal Disclosures

40

Citigroup Global Markets Inc. or its affiliates beneficially owns 1% or more of any class of common equity securities of JC
Penney Co Inc, Saks Inc, SUPERVALU INC.

Citigroup Global Markets Inc. or its affiliates has received compensation for investment banking services provided within
the past 12 months from Dollar General Corp., Home Depot Inc, Kroger Co, Target Corp, Wal-Mart Stores Inc.

Citigroup Global Markets Inc. or an affiliate received compensation for products and services other than investment
banking services from CVS Caremark Corp, Dollar General Corp., Home Depot Inc, JC Penney Co Inc, Kohl's Corp,
Kroger Co, Macys Inc, Safeway Inc, SUPERVALU INC, Target Corp, Walgreen Co, Wal-Mart Stores Inc, Costco
Wholesale Corp in the past 12 months.

Citigroup Global Markets Inc. currently has, or had within the past 12 months, the following as investment banking client(s):
Dollar General Corp., Home Depot Inc, Kroger Co, Target Corp, Wal-Mart Stores Inc.

Citigroup Global Markets Inc. currently has, or had within the past 12 months, the following as clients, and the services
provided were non-investment-banking, securities-related: CVS Caremark Corp, Dollar General Corp., Home Depot Inc, JC
Penney Co Inc, Kohl's Corp, Kroger Co, Macys Inc, Safeway Inc, Saks Inc, SUPERVALU INC, Target Corp, Walgreen Co,
Wal-Mart Stores Inc, Costco Wholesale Corp.

Citigroup Global Markets Inc. currently has, or had within the past 12 months, the following as clients, and the services
provided were non-investment-banking, non-securities-related: CVS Caremark Corp, Dollar General Corp., Home Depot
Inc, JC Penney Co Inc, Kohl's Corp, Kroger Co, Macys Inc, Safeway Inc, SUPERVALU INC, Target Corp, Walgreen Co,
Wal-Mart Stores Inc, Costco Wholesale Corp.

Citigroup Global Markets Inc. or an affiliate received compensation in the past 12 months from Dollar General Corp..
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Analyst Certification

The research analyst(s) primarily responsible for the preparation and content of this research report are named in bold text in the author block at the front of the product except for
those sections where an analyst's name appears in bold alongside content which is attributable to that analyst. Each of these analyst(s) certify, with respect to the section(s) of the
report for which they are responsible, that the views expressed therein accurately reflect their personal views about each issuer and security referenced and were prepared in an
independent manner, including with respect to Citigroup Global Markets Inc and its affiliates. No part of the research analyst's compensation was, is, or will be, directly or indirectly,
related to the specific recommendation(s) or view(s) expressed by that research analyst in this report.

IMPORTANT DISCLOSURES

An employee of Citigroup Global Markets or its affiliates is a trustee of Target Corp.

Citigroup Global Markets Inc. or its affiliates beneficially owns 1% or more of any class of common equity securities of JC Penney Co Inc, Saks Inc, SUPERVALU INC. This position reflects
information available as of the prior business day.

Within the past 12 months, Citigroup Global Markets Inc. or its affiliates has acted as manager or co-manager of an offering of securities of Dollar General Corp., Target Corp, Wal-Mart Stores Inc.

Citigroup Global Markets Inc. or its affiliates has received compensation for investment banking services provided within the past 12 months from Dollar General Corp., Kroger Co, Target Corp, Wal-
Mart Stores Inc.

Citigroup Global Markets Inc. or its affiliates expects to receive or intends to seek, within the next three months, compensation for investment banking services from Kroger Co.

Citigroup Global Markets Inc. or an affiliate received compensation for products and services other than investment banking services from Costco Wholesale Corp, CVS Caremark Corp, Dollar
General Corp., JC Penney Co Inc, Kroger Co, Kohl's Corp, Macys Inc, SUPERVALU INC, Safeway Inc, Target Corp, Walgreen Co, Wal-Mart Stores Inc in the past 12 months.

Citigroup Global Markets Inc. currently has, or had within the past 12 months, the following as investment banking client(s): Dollar General Corp., Kroger Co, Target Corp, Wal-Mart Stores Inc.

Citigroup Global Markets Inc. currently has, or had within the past 12 months, the following as clients, and the services provided were non-investment-banking, securities-related: Costco Wholesale
Corp, CVS Caremark Corp, Dollar General Corp., JC Penney Co Inc, Kroger Co, Kohl's Corp, Macys Inc, Saks Inc, SUPERVALU INC, Safeway Inc, Target Corp, Walgreen Co, Wal-Mart Stores Inc.

Citigroup Global Markets Inc. currently has, or had within the past 12 months, the following as clients, and the services provided were non-investment-banking, non-securities-related: Costco
Wholesale Corp, CVS Caremark Corp, Dollar General Corp., JC Penney Co Inc, Kroger Co, Kohl's Corp, Macys Inc, SUPERVALU INC, Safeway Inc, Target Corp, Walgreen Co, Wal-Mart Stores Inc.

Citigroup Global Markets Inc. or an affiliate received compensation in the past 12 months from Dollar General Corp..

Analysts' compensation is determined based upon activities and services intended to benefit the investor clients of Citigroup Global Markets Inc. and its affiliates ("the Firm"). Like all Firm employees,
analysts receive compensation that is impacted by overall firm profitability which includes investment banking revenues.

The Firm is a market maker in the publicly traded equity securities of Costco Wholesale Corp, CVS Caremark Corp, Macys Inc.

For important disclosures (including copies of historical disclosures) regarding the companies that are the subject of this Citi Investment Research & Analysis product ("the Product"), please contact
Citi Investment Research & Analysis, 388 Greenwich Street, 28th Floor, New York, NY, 10013, Attention: Legal/Compliance [E6WYB6412478]. In addition, the same important disclosures, with the
exception of the Valuation and Risk assessments and historical disclosures, are contained on the Firm's disclosure website at www.citigroupgeo.com. Valuation and Risk assessments can be found
in the text of the most recent research note/report regarding the subject company. Historical disclosures (for up to the past three years) will be provided upon request.

7N



42

Citi Investment Research & Analysis Ratings Distribution

12 Month Rating Relative Rating
Data current as of 9 Oct 2011 Buy Hold Sell Buy Hold Sell
Citi Investment Research & Analysis Global Fundamental Coverage 59% 34% 7% 10% 79% 10%
% of companies in each rating category that are investment banking clients 0 0 0 0 0 o
% of jes i h rati f that are investment banking client 45% 42% 37% 50% 43% 46%

Guide to Citi Investment Research & Analysis (CIRA) Fundamental Research Investment Ratings:

CIRA's stock recommendations include an investment rating and an optional risk rating to highlight high risk stocks.

Risk rating takes into account both price volatility and fundamental criteria. Stocks will either have no risk rating or a High risk rating assigned.

Investment Ratings: CIRA's investment ratings are Buy, Neutral and Sell. Our ratings are a function of analyst expectations of expected total return ("ETR") and risk. ETR is the sum of the forecast
price appreciation (or depreciation) plus the dividend yield for a stock within the next 12 months. The Investment rating definitions are: Buy (1) ETR of 15% or more or 25% or more for High risk
stocks; and Sell (3) for negative ETR. Any covered stock not assigned a Buy or a Sell is a Neutral (2). For stocks rated Neutral (2), if an analyst believes that there are insufficient valuation drivers
and/or investment catalysts to derive a positive or negative investment view, they may elect with the approval of CIRA management not to assign a target price and, thus, not derive an ETR. Analysts
may place covered stocks "Under Review" in response to exceptional circumstances (e.g. lack of information critical to the analyst's thesis) affecting the company and / or trading in the company's
securities (e.g. trading suspension). As soon as practically possible, the analyst will publish a note re-establishing a rating and investment thesis. To satisfy regulatory requirements, we correspond
Under Review and Neutral to Hold in our ratings distribution table for our 12-month fundamental rating system. However, we reiterate that we do not consider Under Review to be a recommendation.
Relative three-month ratings: CIRA may also assign a three-month relative call (or rating) to a stock to highlight expected out-performance (most preferred) or under-performance (least preferred)
versus the geographic and industry sector over a 3 month period. The relative call may highlight a specific near-term catalyst or event impacting the company or the market that is anticipated to have
a short-term price impact on the equity securities of the company. Absent any specific catalyst the analyst(s) will indicate the most and least preferred stocks in the universe of stocks under
consideration, explaining the basis for this short-term view. This three-month view may be different from and does not affect a stock's fundamental equity rating, which reflects a longer-term total
absolute return expectation. For purposes of NASD/NY SE ratings-distribution-disclosure rules, most preferred calls correspond to a buy recommendation and least preferred calls correspond to a sell
recommendation. Any stock not assigned to a most preferred or least preferred call is considered non-relative-rated (NRR). For purposes of NASD/NYSE ratings-distribution-disclosure rules we
correspond NRR to Hold in our ratings distribution table for our 3-month relative rating system. However, we reiterate that we do not consider NRR to be a recommendation.

Prior to October 8, 2011, the firm's stock recommendation system included a risk rating and an investment rating. Risk ratings, which took into account both price volatility and fundamental criteria,
were: Low (L), Medium (M), High (H), and Speculative (S). Investment Ratings of Buy, Hold and Sell were a function of CIRA's expectation of total return (forecast price appreciation and dividend
yield within the next 12 months) and risk rating. Additionally, analysts could have placed covered stocks "Under Review" in response to exceptional circumstances (e.g. lack of information critical to
the analyst's thesis) affecting the company and/or trading in the company's securities (e.g. trading suspension). Stocks placed "Under Review" were monitored daily by management and as practically
possible, the analyst published a note re-establishing a rating and investment thesis. For securities in developed markets (US, UK, Europe, Japan, and Australia/New Zealand), investment ratings
were:Buy (1) (expected total return of 10% or more for Low-Risk stocks, 15% or more for Medium-Risk stocks, 20% or more for High-Risk stocks, and 35% or more for Speculative stocks); Hold (2)
(0%-10% for Low-Risk stocks, 0%-15% for Medium-Risk stocks, 0%-20% for High-Risk stocks, and 0%-35% for Speculative stocks); and Sell (3) (negative total return). For securities in emerging
markets (Asia Pacific, Emerging Europe/Middle East/Africa, and Latin America), investment ratings were:Buy (1) (expected total return of 15% or more for Low-Risk stocks, 20% or more for Medium-
Risk stocks, 30% or more for High-Risk stocks, and 40% or more for Speculative stocks); Hold (2) (5%-15% for Low-Risk stocks, 10%-20% for Medium-Risk stocks, 15%-30% for High-Risk stocks,
and 20%-40% for Speculative stocks); and Sell (3) (5% or less for Low-Risk stocks, 10% or less for Medium-Risk stocks, 15% or less for High-Risk stocks, and 20% or less for Speculative stocks).

Investment ratings are determined by the ranges described above at the time of initiation of coverage, a change in investment and/or risk rating, or a change in target price (subject to limited
management discretion). At other times, the expected total returns may fall outside of these ranges because of market price movements and/or other short-term volatility or trading patterns. Such
interim deviations from specified ranges will be permitted but will become subject to review by Research Management. Your decision to buy or sell a security should be based upon your personal
investment objectives and should be made only after evaluating the stock's expected performance and risk.

NON-US RESEARCH ANALYST DISCLOSURES
Non-US research analysts who have prepared this report (i.e., all research analysts listed below other than those identified as employed by Citigroup Global Markets Inc.) are not registered/qualified
as research analysts with FINRA. Such research analysts may not be associated persons of the member organization and therefore may not be subject to the NYSE Rule 472 and NASD Rule 2711
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restrictions on communications with a subject company, public appearances and trading securities held by a research analyst account. The legal entities employing the authors of this report are listed
below:

Citigroup Global Markets Inc Deborah L Weinswig; Nathan Rich

OTHER DISCLOSURES

Citigroup Global Markets Inc. and/or its affiliates has a significant financial interest in relation to Costco Wholesale Corp, CVS Caremark Corp, Dollar General Corp., JC Penney Co Inc, Nordstrom
Inc, Kroger Co, Kohl's Corp, Safeway Inc, Target Corp, Wal-Mart Stores Inc. (For an explanation of the determination of significant financial interest, please refer to the policy for managing conflicts of
interest which can be found at www.citigroupgeo.com.)

For securities recommended in the Product in which the Firm is not a market maker, the Firm is a liquidity provider in the issuers' financial instruments and may act as principal in connection with such
transactions. The Firmis a regular issuer of traded financial instruments linked to securities that may have been recommended in the Product. The Firm regularly trades in the securities of

the issuer(s) discussed in the Product. The Firm may engage in securities transactions in a manner inconsistent with the Product and, with respect to securities covered by the Product, will buy or sell
from customers on a principal basis.

Securities recommended, offered, or sold by the Firm: (i) are not insured by the Federal Deposit Insurance Corporation; (ii) are not deposits or other obligations of any insured depository institution
(including Citibank); and (iii) are subject to investment risks, including the possible loss of the principal amount invested. Although information has been obtained from and is based upon sources that
the Firm believes to be reliable, we do not guarantee its accuracy and it may be incomplete and condensed. Note, however, that the Firm has taken all reasonable steps to determine the accuracy
and completeness of the disclosures made in the Important Disclosures section of the Product. The Firm's research department has received assistance from the subject company(ies) referred to in
this Product including, but not limited to, discussions with management of the subject company(ies). Firm policy prohibits research analysts from sending draft research to subject companies.
However, it should be presumed that the author of the Product has had discussions with the subject company to ensure factual accuracy prior to publication. All opinions, projections and estimates
constitute the judgment of the author as of the date of the Product and these, plus any other information contained in the Product, are subject to change without notice. Prices and availability of
financial instruments also are subject to change without notice. Notwithstanding other departments within the Firm advising the companies discussed in this Product, information obtained in such role
is not used in the preparation of the Product. Although Citi Investment Research & Analysis (CIRA) does not set a predetermined frequency for publication, if the Product is a fundamental research
report, it is the intention of CIRA to provide research coverage of the/those issuer(s) mentioned therein, including in response to news affecting this issuer, subject to applicable quiet periods and
capacity constraints. The Product is for informational purposes only and is not intended as an offer or solicitation for the purchase or sale of a security. Any decision to purchase securities mentioned
in the Product must take into account existing public information on such security or any registered prospectus.

Investing in non-U.S. securities, including ADRs, may entail certain risks. The securities of non-U.S. issuers may not be registered with, nor be subject to the reporting requirements of the U.S.
Securities and Exchange Commission. There may be limited information available on foreign securities. Foreign companies are generally not subject to uniform audit and reporting standards,
practices and requirements comparable to those in the U.S. Securities of some foreign companies may be less liquid and their prices more volatile than securities of comparable U.S. companies. In
addition, exchange rate movements may have an adverse effect on the value of an investment in a foreign stock and its corresponding dividend payment for U.S. investors. Net dividends to ADR
investors are estimated, using withholding tax rates conventions, deemed accurate, but investors are urged to consult their tax advisor for exact dividend computations. Investors who have received
the Product from the Firm may be prohibited in certain states or other jurisdictions from purchasing securities mentioned in the Product from the Firm. Please ask your Financial Consultant for
additional details. Citigroup Global Markets Inc. takes responsibility for the Product in the United States. Any orders by US investors resulting from the information contained in the Product may be
placed only through Citigroup Global Markets Inc.

Important Disclosures for Morgan Stanley Smith Barney LLC Customers: Morgan Stanley & Co. LLC (Morgan Stanley) research reports may be available about the companies that are the
subject of this Citi Investment Research & Analysis (CIRA) research report. Ask your Financial Advisor or use smithbarney.com to view any available Morgan Stanley research reports in addition to
CIRA research reports.

Important disclosure regarding the relationship between the companies that are the subject of this CIRA research report and Morgan Stanley Smith Barney LLC and its affiliates are available at the
Morgan Stanley Smith Barney disclosure website at www.morganstanleysmithbarney.com/researchdisclosures.

For Morgan Stanley and Citigroup Global Markets, Inc. specific disclosures, you may refer to www.morganstanley.com/researchdisclosures and
https://www.citigroupgeo.com/geopublic/Disclosures/index_a.html.
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The Citigroup legal entity that takes responsibility for the production of the Product is the legal entity which the first named author is employed by. The Product is made available in
Australia through Citigroup Global Markets Australia Pty Ltd. (ABN 64 003 114 832 and AFSL No. 240992), participant of the ASX Group and regulated by the Australian Securities & Investments
Commission. Citigroup Centre, 2 Park Street, Sydney, NSW 2000. The Product is made available in Australia to Private Banking wholesale clients through Citigroup Pty Limited (ABN 88 004 325
080 and AFSL 238098). Citigroup Pty Limited provides all financial product advice to Australian Private Banking wholesale clients through bankers and relationship managers. If there is any doubt
about the suitability of investments held in Citigroup Private Bank accounts, investors should contact the Citigroup Private Bank in Australia. Citigroup companies may compensate affiliates and their
representatives for providing products and services to clients. The Product is made available in Brazil by Citigroup Global Markets Brasil - CCTVM SA, which is regulated by CVM - Comisséo de
Valores Mobiliarios, BACEN - Brazilian Central Bank, APIMEC - Associag¢éo dos Analistas e Profissionais de Investimento do Mercado de Capitais and ANBID - Associag&o Nacional dos Bancos de
Investimento. Av. Paulista, 1111 - 112 andar - CEP. 01311920 - S&o Paulo - SP. If the Product is being made available in certain provinces of Canada by Citigroup Global Markets (Canada) Inc.
("CGM Canada"), CGM Canada has approved the Product. Citigroup Place, 123 Front Street West, Suite 1100, Toronto, Ontario M5J 2M3. This product is available in Chile through Banchile
Corredores de Bolsa S.A., an indirect subsidiary of Citigroup Inc., which is regulated by the Superintendencia de Valores y Seguros. Agustinas 975, piso 2, Santiago, Chile. The Product is made
available in France by Citigroup Global Markets Limited, which is authorised and regulated by Financial Services Authority. 1-5 Rue Paul Cézanne, 8eme, Paris, France. The Product is distributed in
Germany by Citigroup Global Markets Deutschland AG ("CGMD"), which is regulated by Bundesanstalt fuer Finanzdienstleistungsaufsicht (BaFin). CGMD, Reuterweg 16, 60323 Frankfurt am Main.
Research which relates to "securities” (as defined in the Securities and Futures Ordinance (Cap. 571 of the Laws of Hong Kong)) is issued in Hong Kong by, or on behalf of, Citigroup Global Markets
Asia Limited which takes full responsibility for its content. Citigroup Global Markets Asia Ltd. is regulated by Hong Kong Securities and Futures Commission. If the Research is made available through
Citibank, N.A., Hong Kong Branch, for its clients in Citi Private Bank, it is made available by Citibank N.A., Citibank Tower, Citibank Plaza, 3 Garden Road, Hong Kong. Citibank N.A. is regulated by
the Hong Kong Monetary Authority. Please contact your Private Banker in Citibank N.A., Hong Kong, Branch if you have any queries on or any matters arising from or in connection with this
document. The Product is made available in India by Citigroup Global Markets India Private Limited, which is regulated by Securities and Exchange Board of India. Bakhtawar, Nariman Point,
Mumbai 400-021. The Product is made available in Indonesia through PT Citigroup Securities Indonesia. 5/F, Citibank Tower, Bapindo Plaza, JI. Jend. Sudirman Kav. 54-55, Jakarta 12190. Neither
this Product nor any copy hereof may be distributed in Indonesia or to any Indonesian citizens wherever they are domiciled or to Indonesian residents except in compliance with applicable capital
market laws and regulations. This Product is not an offer of securities in Indonesia. The securities referred to in this Product have not been registered with the Capital Market and Financial Institutions
Supervisory Agency (BAPEPAM-LK) pursuant to relevant capital market laws and regulations, and may not be offered or sold within the territory of the Republic of Indonesia or to Indonesian citizens
through a public offering or in circumstances which constitute an offer within the meaning of the Indonesian capital market laws and regulations. The Product is made available in Israel through
Citibank NA, regulated by the Bank of Israel and the Israeli Securities Authority. Citibank, N.A, Platinum Building, 21 Ha'arba'ah St, Tel Aviy, Israel. The Product is made available in Italy by Citigroup
Global Markets Limited, which is authorised and regulated by Financial Services Authority. Foro Buonaparte 16, Milan, 20121, Italy. The Product is made available in Japan by Citigroup Global
Markets Japan Inc. ("CGMJ"), which is regulated by Financial Services Agency, Securities and Exchange Surveillance Commission, Japan Securities Dealers Association, Tokyo Stock Exchange and
Osaka Securities Exchange. Shin-Marunouchi Building, 1-5-1 Marunouchi, Chiyoda-ku, Tokyo 100-6520 Japan. If the Product was distributed by SMBC Nikko Securities Inc. it is being so distributed
under license. In the event that an error is found in an CGMJ research report, a revised version will be posted on the Firm's Global Equities Online (GEO) website. If you have questions regarding
GEO, please call (81 3) 6270-3019 for help. The Product is made available in Korea by Citigroup Global Markets Korea Securities Ltd., which is regulated by the Financial Services Commission, the
Financial Supervisory Service and the Korea Financial Investment Association (KOFIA). Citibank Building, 39 Da-dong, Jung-gu, Seoul 110-180, Korea. KOFIA makes available registration
information of research analysts on its website. Please visit the following website if you wish to find KOFIA registration information on research analysts of Citigroup Global Markets Korea Securities
Ltd. http:/dis.kofia.or.kr/fs/dis2/fundMgr/DISFundMgrAnalystPop.jsp? companyCd2=A03030&pageDiv=02. The Product is made available in Malaysia by Citigroup Global Markets Malaysia Sdn Bhd
(Company No. 460819-D) (“CGMM”) to its clients and CGMM takes responsibility for its contents. CGMM is regulated by the Securities Commission of Malaysia. Please contact CGMM at Level 43
Menara Citibank, 165 Jalan Ampang, 50450 Kuala Lumpur, Malaysia in respect of any matters arising from, or in connection with, the Product. The Product is made available in Mexico by Acciones
y Valores Banamex, S.A. De C. V., Casa de Bolsa, Integrante del Grupo Financiero Banamex ("Accival’) which is a wholly owned subsidiary of Citigroup Inc. and is regulated by Comision Nacional
Bancaria y de Valores. Reforma 398, Col. Juarez, 06600 Mexico, D.F. In New Zealand the Product is made available to ‘wholesale clients’ only as defined by s5C(1) of the Financial Advisers Act
2008 (‘FAA) through Citigroup Global Markets Australia Pty Ltd (ABN 64 003 114 832 and AFSL No. 240992), an overseas financial adviser as defined by the FAA, participant of the ASX Group and
regulated by the Australian Securities & Investments Commission. Citigroup Centre, 2 Park Street, Sydney, NSW 2000. The Product is made available in Pakistan by Citibank N.A. Pakistan branch,
which is regulated by the State Bank of Pakistan and Securities Exchange Commission, Pakistan. ANT Plaza, 1.1. Chundrigar Road, P.O. Box 4889, Karachi-74200. The Product is made available
in the Philippines through Citicorp Financial Services and Insurance Brokerage Philippines, Inc., which is regulated by the Philippines Securities and Exchange Commission. 20th Floor Citibank
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Square Bldg. The Product is made available in the Philippines through Citibank NA Philippines branch, Citibank Tower, 8741 Paseo De Roxas, Makati City, Manila. Citibank NA Philippines NA is
regulated by The Bangko Sentral ng Pilipinas. The Product is made available in Poland by Dom Maklerski Banku Handlowego SA an indirect subsidiary of Citigroup Inc., which is regulated by
Komisja Nadzoru Finansowego. Dom Maklerski Banku Handlowego S.A. ul.Senatorska 16, 00-923 Warszawa. The Product is made available in the Russian Federation through ZAO Citibank,
which is licensed to carry out banking activities in the Russian Federation in accordance with the general banking license issued by the Central Bank of the Russian Federation and brokerage
activities in accordance with the license issued by the Federal Service for Financial Markets. Neither the Product nor any information contained in the Product shall be considered as advertising the
securities mentioned in this report within the territory of the Russian Federation or outside the Russian Federation. The Product does not constitute an appraisal within the meaning of the Federal
Law of the Russian Federation of 29 July 1998 No. 135-FZ (as amended) On Appraisal Activities in the Russian Federation. 8-10 Gasheka Street, 125047 Moscow. The Product is made available in
Singapore through Citigroup Global Markets Singapore Pte. Ltd. (‘CGMSPL”), a capital markets services license holder, and regulated by Monetary Authority of Singapore. Please contact CGMSPL
at 1 Temasek Avenue, #39-02 Millenia Tower, Singapore 039192, in respect of any matters arising from, or in connection with, the analysis of this document. This report is intended for recipients who
are accredited, expert and institutional investors as defined under the Securities and Futures Act (Cap. 289). The Product is made available by The Citigroup Private Bank in Singapore through
Citibank, N.A., Singapore Branch, a licensed bank in Singapore that is regulated by Monetary Authority of Singapore. Please contact your Private Banker in Citibank N.A., Singapore Branch if you
have any queries on or any matters arising from or in connection with this document. This report is intended for recipients who are accredited, expert and institutional investors as defined under the
Securities and Futures Act (Cap. 289). This report is distributed in Singapore by Citibank Singapore Ltd ("CSL") to selected Citigold/Citigold Private Clients. CSL provides no independent research or
analysis of the substance or in preparation of this report. Please contact your Citigold//Citigold Private Client Relationship Manager in CSL if you have any queries on or any matters arising from or in
connection with this report. This report is intended for recipients who are accredited investors as defined under the Securities and Futures Act (Cap. 289). Citigroup Global Markets (Pty) Ltd. is
incorporated in the Republic of South Africa (company registration number 2000/025866/07) and its registered office is at 145 West Street, Sandton, 2196, Saxonwold. Citigroup Global Markets
(Pty) Ltd. is regulated by JSE Securities Exchange South Africa, South African Reserve Bank and the Financial Services Board. The investments and services contained herein are not available to
private customers in South Africa. The Product is made available in Spain by Citigroup Global Markets Limited, which is authorised and regulated by Financial Services Authority. 29 Jose Ortega Y
Gassef, 4th Floor, Madrid, 28006, Spain. The Product is made available in the Republic of China through Citigroup Global Markets Taiwan Securities Company Ltd. ("CGMTS"), 14 and 15F, No. 1,
Songzhi Road, Taipei 110, Taiwan and/or through Citibank Securities (Taiwan) Company Limited ("CSTL"), 14 and 15F, No. 1, Songzhi Road, Taipei 110, Taiwan, subject to the respective license
scope of each entity and the applicable laws and regulations in the Republic of China. CGMTS and CSTL are both regulated by the Securities and Futures Bureau of the Financial Supervisory
Commission of Taiwan, the Republic of China. No portion of the Product may be reproduced or quoted in the Republic of China by the press or any third parties [without the written authorization of
CGMTS and CSTL]. If the Product covers securities which are not allowed to be offered or traded in the Republic of China, neither the Product nor any information contained in the Product shall be
considered as advertising the securities or making recommendation of the securities in the Republic of China. The Product is for informational purposes only and is not intended as an offer or
solicitation for the purchase or sale of a security or financial products. Any decision to purchase securities or financial products mentioned in the Product must take into account existing public
information on such security or the financial products or any registered prospectus. The Product is made available in Thailand through Citicorp Securities (Thailand) Ltd., which is regulated by the
Securities and Exchange Commission of Thailand. 18/F, 22/F and 29/F, 82 North Sathorn Road, Silom, Bangrak, Bangkok 10500, Thailand. The Product is made available in Turkey through
Citibank AS which is regulated by Capital Markets Board. Tekfen Tower, Eski Buyukdere Caddesi # 209 Kat 2B, 23294 Levent, Istanbul, Turkey. In the U.A.E, these materials (the "Materials") are
communicated by Citigroup Global Markets Limited, DIFC branch ("CGML"), an entity registered in the Dubai International Financial Center ("DIFC") and licensed and regulated by the Dubai
Financial Services Authority ("DFSA") to Professional Clients and Market Counterparties only and should not be relied upon or distributed to Retail Clients. A distribution of the different CIRA

ratings distribution, in percentage terms for Investments in each sector covered is made available on request. Financial products and/or services to which the Materials relate will only be made
available to Professional Clients and Market Counterparties. The Product is made available in United Kingdom by Citigroup Global Markets Limited, which is authorised and regulated by Financial
Services Authority. This material may relate to investments or services of a person outside of the UK or to other matters which are not regulated by the FSA and further details as to where this may
be the case are available upon request in respect of this material. Citigroup Centre, Canada Square, Canary Wharf, London, E14 5LB. The Product is made available in United States by Citigroup
Global Markets Inc, which is a member of FINRA and registered with the US Securities and Exchange Commission. 388 Greenwich Street, New York, NY 10013. Unless specified to the contrary,
within EU Member States, the Product is made available by Citigroup Global Markets Limited, which is regulated by Financial Services Authority.

Pursuant to Comisséo de Valores Mobilidrios Rule 483, Citi is required to disclose whether a Citi related company or business has a commercial relationship with the subject company. Considering
that Citi operates multiple businesses in more than 100 countries around the world, it is likely that Citi has a commercial relationship with the subject company.

Many European regulators require that a firm must establish, implement and make available a policy for managing conflicts of interest arising as a result of publication or distribution of investment
research. The policy applicable to CIRA's Products can be found at www.citigroupgeo.com.

Compensation of equity research analysts is determined by equity research management and Citigroup's senior management and is not linked to specific transactions or recommendations.
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The Product may have been distributed simultaneously, in multiple formats, to the Firm's worldwide institutional and retail customers. The Product is not to be construed as providing investment
services in any jurisdiction where the provision of such services would not be permitted.

Subject to the nature and contents of the Product, the investments described therein are subject to fluctuations in price and/or value and investors may get back less than originally invested. Certain
high-volatility investments can be subject to sudden and large falls in value that could equal or exceed the amount invested. Certain investments contained in the Product may have tax implications
for private customers whereby levels and basis of taxation may be subject to change. If in doubt, investors should seek advice from a tax adviser. The Product does not purport to identify the nature
of the specific market or other risks associated with a particular transaction. Advice in the Product is general and should not be construed as personal advice given it has been prepared without
taking account of the objectives, financial situation or needs of any particular investor. Accordingly, investors should, before acting on the advice, consider the appropriateness of the advice, having
regard to their objectives, financial situation and needs. Prior to acquiring any financial product, it is the client's responsibility to obtain the relevant offer document for the product and consider it
before making a decision as to whether to purchase the product.

With the exception of our product that is made available only to Qualified Institutional Buyers (QIBs), CIRA concurrently disseminates its research via proprietary and non-proprietary electronic
distribution platforms. Periodically, individual CIRA analysts may also opt to circulate research posted on such platforms to one or more clients by email. Such email distribution is discretionary and is
done only after the research has been disseminated via the aforementioned distribution channels. CIRA simultaneously distributes product that is limited to QIBs only through email distribution.

The level and types of services provided by CIRA analysts to clients may vary depending on various factors such as the client’s individual preferences as to the frequency and manner of receiving
communications from analysts, the client’s risk profile and investment focus and perspective (e.g. market-wide, sector specific, long term, short-term etc.), the size and scope of the overall client
relationship with Citi and legal and regulatory constraints.

© 2011 Citigroup Global Markets Inc. Citi Investment Research & Analysis is a division of Citigroup Global Markets Inc. Citi and Citi with Arc Design are trademarks and service marks of Citigroup Inc.
and its affiliates and are used and registered throughout the world. All rights reserved. Any unauthorized use, duplication, redistribution or disclosure of this report (the “Product”), including, but not
limited to, redistribution of the Product by electronic mail, posting of the Product on a website or page, and/or providing to a third party a link to the Product, is prohibited by law and will result in
prosecution. The information contained in the Product is intended solely for the recipient and may not be further distributed by the recipient to any third party. Where included in this report, MSCI
sourced information is the exclusive property of Morgan Stanley Capital International Inc. (MSCI). Without prior written permission of MSCI, this information and any other MSCI intellectual property
may not be reproduced, redisseminated or used to create any financial products, including any indices. This information is provided on an "as is" basis. The user assumes the entire risk of any use
made of this information. MSCI, its affiliates and any third party involved in, or related to, computing or compiling the information hereby expressly disclaim all warranties of originality, accuracy,
completeness, merchantability or fitness for a particular purpose with respect to any of this information. Without limiting any of the foregoing, in no event shall MSCI, any of its affiliates or any third
party involved in, or related to, computing or compiling the information have any liability for any damages of any kind. MSCI, Morgan Stanley Capital International and the MSCI indexes are services
marks of MSCI and its affiliates. The Firm accepts no liability whatsoever for the actions of third parties. The Product may provide the addresses of, or contain hyperlinks to, websites. Except to the
extent to which the Product refers to website material of the Firm, the Firm has not reviewed the linked site. Equally, except to the extent to which the Product refers to website material of the Firm,
the Firm takes no responsibility for, and makes no representations or warranties whatsoever as to, the data and information contained therein. Such address or hyperlink (including addresses or
hyperlinks to website material of the Firm) is provided solely for your convenience and information and the content of the linked site does not in anyway form part of this document. Accessing such
website or following such link through the Product or the website of the Firm shall be at your own risk and the Firm shall have no liability arising out of, or in connection with, any such referenced
website.

ADDITIONAL INFORMATION IS AVAILABLE UPON REQUEST




