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Safe HarborSafe Harbor

This presentation contains This presentation contains ““forwardforward--looking statementslooking statements””.  .  
These forwardThese forward--looking statements are subject to a number of looking statements are subject to a number of 
risks and uncertainties which could cause actual results to risks and uncertainties which could cause actual results to 
differ materially from those anticipated by these forwarddiffer materially from those anticipated by these forward--
looking statements.  These risks and uncertainties include, but looking statements.  These risks and uncertainties include, but 
are not limited to, those described in the Companyare not limited to, those described in the Company’’s Annual s Annual 
Report on Form 10Report on Form 10--K as filed with the SEC on April 1, 2008 K as filed with the SEC on April 1, 2008 
and other factors as may periodically be described in other and other factors as may periodically be described in other 
Company filings with the SEC.Company filings with the SEC.

This presentation was prepared as of April 23, 2008, and the This presentation was prepared as of April 23, 2008, and the 
Company assumes no obligation to update the information or Company assumes no obligation to update the information or 
the forwardthe forward--looking statements contained herein. looking statements contained herein. 



3

Who We Are

Stage Stores is America’s leading small town 
department store offering brand name and private label 
apparel, accessories, cosmetics and footwear for the 
entire family

We currently operate 707 stores in 35 states under the 
Bealls, Palais Royal, Peebles and Stage names

2007 sales of $1.55 billion

Our average store size is 18,590 selling square feet

We are predominately strip shopping center based
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Four Great Names/One Vibrant Concept
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Our Mission/Our Focus 

Our corporate mission is to provide our customers with 
exceptional service, merchandise selections and value in 
conveniently located, easy-to shop locations

Our principal focus is on consumers in under-served and 
less competitive small to mid-size markets
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Small Market Niche – Filling The Void
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Brands and Location Create Points of Differentiatio n

We differentiate ourselves from the competition in our 
smaller markets by offering a larger selection of brand 
name, fashion-right merchandise. 

Consumers in our smaller markets typically need to 
travel more than 30 miles to shop for similar brand 
name merchandise.  Our stores are close to home, 
offering quick drive times, easy access and exceptional 
customer service.

In our more competitive large markets, our convenient 
locations, combined with our exceptional customer 
service, allow us to effectively compete against other 
department store chains.
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We Bring Big Brands To Small Markets
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Effective Merchandising Strategy

Our merchandising strategy focuses on matching 
merchandise assortments with customer’s aspirations 
for fashionable, moderately priced, quality brand name 
goods

National brands account for approximately 85% of our 
sales

We also offer our own high quality private label 
merchandise at appealing price points

Styles, colors and sizes are varied from store-to-store to 
accommodate differing demographic and regional 
factors
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Providing Branded Apparel For the Entire Family 

2007 Sales Distribution by Category
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Meeting Our Customers’ Needs For Fashionable Apparel
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Focused Marketing Strategy

Our marketing strategy is designed to position our stores as 
the preferred destination for fashionable, moderately priced, 
branded merchandise for the entire family

Our target customers are women 25-54 with families and 
median household income of $45,000+

A growing targeted demographic are Hispanic households in 
the U.S. and those living adjacent to the U.S. border

We communicate frequently with our customers through a 
multi-media marketing approach primarily utilizing 
newspaper inserts and direct mail, targeting her shopping 
preferences with up to 35 mailings annually

We create greater customer retention and increased 
purchase activity through our private label credit card 
program, featuring our VIP rewards that enhance the 
shopping experience



13

Exceptional Customer Service is a Top Priority

We maintain high store standards and staff our stores 
with attentive, well trained and knowledgeable sales 
associates

Our associate turnover is significantly lower than that of 
our metropolitan counterparts which results in a higher 
level of execution and customer service in our stores

We cater to our cardholders
– Approximately 1.6 million active accounts
– Approximately 1/3 of sales on private label credit card
– Loyalty program with an increasing array of benefits 
– Special promotional discounts and “VIP Only” sales events 

We keep our merchandise assortments fresh
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Keeping Our Assortments Fresh

Our highly automated, state-of-the-art distribution 
centers enable us to replenish our stores on a daily 
basis
– 90% of our stores receive merchandise shipments daily
– 80% of our stores receive their merchandise within one day of 

shipment from our distribution centers

Our distribution centers in Jacksonville, TX and South 
Hill, VA have a combined capacity of over 800 stores

To support our planned unit and geographic expansion, 
we will be opening a third distribution center in 
Jeffersonville, OH in July 2008

Our third distribution center will bring our total 
distribution capacity to over 1,100 stores
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Our Management Team - Focused On Performance and Gro wth

Small market expertise

Familiarity with regional differences
– Southern tier markets
– Northern tier markets

Broad industry knowledge and experience
– Significant combined number of years in retailing

Focused on growth
– Top and bottom line growth
– Expect to grow store base to over 1,000 stores within 6 years

Committed to enhancing shareholder value
– Share repurchase programs --- $277 mm spent with 16.9 mm 

shares repurchased since 2002
– Quarterly cash dividends instituted August 2005
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Double-Digit Sales Growth ($ Millions)
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Low Debt & Strong Liquidity ($ Millions)
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Taking Stage to the Next Level – Priorities and Grow th Initiatives

Unit and square footage growth

Merchandising initiatives

Marketing initiatives

Increase EBIT margins
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Our New Store Growth and Expansion Initiatives

We have identified over 400 potential under-served 
small markets that meet our demographic and 
competitive criteria 

We plan to capitalize on these market opportunities as 
space becomes available over the next 6 - 7 years
– 60 - 70 new store openings planned for 2008

We will also add additional square footage through 
relocations and expansions of existing stores
– 15 store relocations and 6 store expansions planned for 2008 

We have the infrastructure and track record to support 
this level of store-based growth
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Growing Store Base - Untapped Market Potential
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Expanding National Presence
Over 400 potential new small market store locations in new and 
existing states that meet our demographic and competitive criteria

Distribution Centers

Represents current number
of stores in existing states
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A New Store Open for Business
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Compelling New Small Market Store Economics
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Compelling New Small Market Store Economics (continued)
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Compelling New Small Market Store Economics (continued)
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Our Merchandising Initiatives - Grow Plus Sizes Busi ness

Our plus sizes business has 
grown an average of 14% 
(comparable store growth) 
over the last four years and is 
now equal to 20% of our 
misses sportswear business

Our goal is to grow our plus 
sizes business to 30-35% of 
our misses sportswear 
business through further 
expansion and enhancement 
of merchandise mix and 
product selection, supported 
by expanded selling floor 
space
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Our Merchandising Initiatives – Estee Lauder and Cli nique

Cosmetics represented 6% of total FY 2007 sales

Comparable store sales growth:

FY 2005      6.7%
FY 2006      7.3%
FY 2007      8.5%

Our goal is to drive additional growth in this category 
through continued roll-out of Estee Lauder and Clinique 
counters
– Ended 2007 with 125 Estee Lauder and 118 Clinique counters
– Expect to open 23 new Estee Lauder and 16 new Clinique 

counters during the first half of 2008

Additional benefit of new cosmetics counters is potential 
for sales lift in other categories such as misses 
sportswear, shoes and accessories
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Our Merchandising Initiatives - Other

Strengthen national brands in family footwear assortments

Capitalize on growing dress business
through expanded assortments by door

Enhance overall product offerings through expansion and 
intensification of “better” brands in apparel, handbags and 
shoes

Implement new and sophisticated inventory planning 
system and space allocation tool
– SAS/MarketMax Merchandise Planning System was installed in Q3 

2007 and is designed to help plan merchandise receipts at the store 
level for maximum sales potential  

– Have developed floor space optimization tool for Q2 roll-out
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Our Marketing Initiatives

Strengthen customer loyalty and retention
– Expand transactional data capture at point of sale – currently at 

55% of sales
– Communicate with more customers more frequently with 

personalized and relevant offers 

Increase private label credit card penetration to 
increase share of wallet

Increase gift card sales
– Extending our brand to non-competing third party retailers
– Expanding our corporate gift card incentive selling program
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What Sets Us Apart

Unique small market niche

Effective merchandising strategy

Focused marketing strategy

Excellent customer service

Daily store replenishment 

Highly experienced senior 
management team

Consistent financial performance 
with strong potential for growth in 
sales and earnings

Committed to enhanced 
shareholder value
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