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UK value clothing market share (%)

New Look consistently outgrowing the market

22.2
2 18.0 185 19.6 20.2 20.6

151 158 17
11g 134

(<)} o ~ [N} ™ < 0 © ~ o] o)}
N o o o o o o o o o o
<} o o o o o
— N N 39 39 39 « 3% 3% ~ ~
Note: Value is defined as Primark, Asda, Tesco, TK Maxx, Matalan, Peacocks,
Bon Marche, Sainsbury®, New Look and other value retailers
Source: Kantar WorldPanel Fashion; data is calendar years

No 2 in UK womenswear market by value
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Note: 24 weeks to 23 May 2010; womenswear in UK (including women’s clothing and
accessories)
Source: Kantar Worldpanel

(5 year CAGR)

9.7%

5.0%

0.7%

UK UK New Look
Clothing Value UK
Market (£31.1bn) Clothing (£6.9bn)

Note: New Look UK CAGR is based on FY 05 — FY 10 and excludes E-tail; UK value clothing
and UK clothing market is based on calendar years 2004 — 2009; market value in
brackets as at year-end 2009

Source: Kantar Worldpanel
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Three pillars for irresistible offering Distinct market positioning versus competition

80% Value
TR ' fashion
. 1
Best wearable Genuinely 70% | :
interpretation surprising prices primalrk
of latest trends relative to the
competition 60% |
George at Asda
50% _
Fashion Matalan
excitement
40% L oo o oo mmmmmoo— -
Peacocks :
|
30% | !
|
1
20% Dorothy | Next
Newness M&S Perkins !
1
10% - ! Topshop
Debenhams ! River Island
Always the first; 0% ! Fashion
always a new ! ! ! ! ! !
experience 0% 10% 20% 30% 40% 50% 60% 70% 80%

Source: Millward Brown Brand and Ad Tracker, all respondents, for 12 weeks ended 28 March 2010
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- Wardrobe essentials targeted at e\

all customers look

- Specialised sub-brands targeted
Specialty at specific customers
Sub-Brands . Expand the product range
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- Increase New Look brand profile

- Generate publicity
- Stretch price architecture AX Paris, Rise, Pussycat, Mela,
. Test new products You, 6ixty 8ight, No Romeo

- Stretch price architecture
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3 core female 2 core male
ustomer segment customer segments

Bags of Fashion . ' 5 W Fashion Retreaters

“I love to bag a bargain, and ; 1 dorit have the time or money
get a real thrill from fashion” L 3 to focus on fashion anymore”

New Look customers are fashion-conscious, frequent buyers, with an average age
of 32 years; they demand accessible interpretations of the latest trends e/
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Higher risk — hits and
misses
Low volume

68% of New Look’s range

designed in-house

Ability to switch high demand
products to shorter lead times
intra-season

30% of seasonal committed at season
launch

c. 30% of seasonal trend products
delivered within 60 days

Typically, ¢.10% of products in stores
are new each week

Lower risk — trend taking hold

Quickly react to momentum with
significant volume

Requires fast and flexible supply chain

%

Low excitement

Risk that momentum has
passed

Weak volume demand
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5 month turnaround from catwalk to stores in line with fashion cycle (Spring/Summer
shows in September, product in store in January)

20,500 units purchased
90% sell through in 2 weeks
£328k in sales

68% margin N,
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Turnaround from celebrity trend to store in 5 weeks
8,000 units purchased

50% sell through in first week

£105k in sales in first week

65% margin

Additional 10,000 units purchased following week one’s result
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Since 2003 have built a design team of over 30
experienced designers

— 20 Womenswear, 4 Menswear, 2 Childrenswear, 4
Footwear & Accessories and 4 Trend

— 68% of products now designed in-house giving a unique
and exclusive handwriting to New Look

— supplemented by New Look dedicated designers working
for key suppliers

Brand and product consistency delivered through central
London co-ordination of design, buying, merchandising,
marketing and supply chain management

— successful move to London has facilitated collaboration
across teams and improved attraction and retention of
talent

— a state of the art building that connects teams in London
with suppliers worldwide in real time

— Central London location has bought suppliers and
customers closer to product teams and reduced travel

time =,
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Purchasing and stock commitment * Order placement is held back to maximise
levels: Autumn/Winter 2010/11 flexibility

70% -

% of Intake for Season Committed « Balance between fast fashion and planned

production in Buying
60%

» Flexible sourcing options and long term

50% partnerships allow later phasing of commitment

40% low upfront commitment has been a long

term strength
30%

» 8 weekly range planning periods are supported by

20% weekly order raising

10%

0% -

5 months At Launch In Season
ahead of of Season
Season
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Sourcing spend by region

s 0%  12%
12%
11% 16% 16% 15%
13%
17%

FYO5 FYO06 FYO7 FYO08 FYO09

Source:

m China
South East Asia
India, Pakistan & Bangladesh
m Eastern Europe
m UK & Ireland
m Turkey
Other countries

Company information

8%

14%

14%

FY 10

Country sourcing planned 3 years ahead to assess
future opportunities

Strategic sourcing partnerships allow New Look and
supplier to move in tandem to new, lower cost
countries, e.g. North Africa and Bangladesh

Ability to switch high demand products to shorter
lead times intra-season
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* We joined the Ethical Trading Initiative (ETI) in 2003 and are now a leading member

* We have run progressive labour relations projects in collaboration with Non-Governmental Organisations (NGOs)
and the United Nations / International Labour Organisation (ILO)

* Our Ethical credentials are ingrained into the business, e.g. continuous training for buyers, merchandisers,
designers and technologists, we have 27 ‘Ethical Champions’ and Senior Directors take personal responsibility

 We carry out advanced work to increase productivity and redistribute gains to workers in source countries - see
below

Project results:
*Benefits for Business: Efficiency +67%, Defects -34%
*Benefits for Workers: Worker turnover -71%. Absenteeism -54%, Pay +33%

“among the best-performers in your \ “You have developed a high level of

, _ New Look’s approach is _ , ,
sector, and performance is particularly P understanding of the interaction between
: : endorsed as good practice in _ _
good compared with some long-standing : commercial drivers and labour
: poverty reduction .
members standards.

Oxfam - 2010
The ETI Report of 2009 The ETI Report of 2009

“New Look are carrying out very advanced work which is increasing wages for workers on a large scale. It is starting to integrate
purchasing practices improvements into all levels of the design and production process and their projects are designed so that the
improved package meets workers expressed needs. New Look are the only brand who have managed this.”
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Distribution centre in Lymedale, completed in 2006

— split between two buildings, separate computer systems and
fire containment systems

— Lymedale 1: highly automated. Lymedale 2: manual for
lower volume and more complex items and, in time, E-
Commerce fulfilment

Significant operational efficiencies

— €. 85% increase in productivity

— significant reduction in distribution costs as a percentage of
sales

— saves 1.5 million miles of heavy goods vehicle travel per
year, equating to over £2m
Current through-put of 150m units per year, scaling up to
230m by 2014

— cost of £25.7m to increase through-put to 230m units,
phased over the next 4 years
Products delivered to all stores 3-6 times per week
Benefits of consolidation hubs in Istanbul and Singapore
since 2008:
— 22 days lead time saving to Middle East
— 34p per unit saving on Middle East products
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