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Safe Harbor

This presentation contains “forward-looking statements”.
These forward-looking statements are subject to a number of
risks and uncertainties which could cause actual results to
differ materially from those anticipated by these forward-
looking statements. These risks and uncertainties include, but
are not limited to, those described in the Company’s Annual
Report on Form 10-K as filed with the SEC on March 30, 2009
and other factors as may periodically be described in other
Company filings with the SEC.

This presentation was prepared as of January 8, 2010, and
the Company assumes no obligation to update the information
or the forward-looking statements contained herein.
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Who We Are

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

¢ /59 stores in 39 states
¢ Average store size 18,600 selling square feet
¢ Predominately strip center based

¢ FY 2009 sales of $1.4 hillion
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Five Names /One Concept
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What Makes Us Unigque
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Small Market Niche -- We focus on consumers in unde  r-
served and less competitive small to mid-size marke  ts
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Favorable Characteristics of Small Markets

¢ Large and growing customer base
— 50 million people live in small markets
— 12% population growth between 1990 — 2005

— Covering 80% of US land area, small markets provide
significant new store growth opportunities

¢ Under-served and limited competition
— A Wal-Mart, a gas station and us
— Similar name brands typically can’t be found within 30+ miles

+ Better performance and economics
— Better comparable store sales results
— Lower operating costs result in higher contribution margins



What Sets Us Apart

+ 85% name brand merchandise

+ Branded merchandise for the entire family (% of 2008 sales)

— Women’s/Junior’s (39%)
— Men’s/Young Men’s (18%)
— Children’s (12%)

— Footwear (12%)

— Accessories (8%)

— Cosmetics (7%)

— Gifts and Other (4%)

+ Estee Lauder and Clinique treatment products

¢ Satisfying customers for over 80 years
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We Bring Name Brands To Small Markets >bi




Our 2010 Objective Is Growth

Operating
New
Stores ) Mab

C bI
S%rpepgﬁe: G ROWT

gs ( Cash

EBITDA $
& Rate

Margin Flow
Rate




New Store Growth — Past and Future

1200
1000- 1,000(e)
800- 780-784(e)
600
400-
B YE Store
200- Count
O_
FY '02 FY '09" FY'10 " FY '14

MWStore count at January 8, 2010.
@Assumes 25-30 new store openings and 4-5 store clos  ings.
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Under-Served Market Opportunities Across the Countr vy

There are sufficient numbers of small markets in new and existing states to
continue new store growth into the foreseeable future.

Hashed states represent majority of former Goody’s markets.

A Distribution Centers

(O Represents current number
of stores in existing states
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Continue to Capitalize on Goody ’'s Opportunity

+ Real Estate - New Stores

— Opened 15 Goody’s branded stores in 2009
— EXpect to open a similar number in 2010

— Continue to experience favorable rents and reduced capital
Investment

>
¢ Existing Stores in Former Goody’s
Markets >|

— 104 stores>|

— Growing market share >
>|
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Driving Sales and Margins

¢ Markdown optimization

— Pilotin 2010 Q1
— Roll-out in 2010 Q2
— Increase sales/reduce markdowns

¢ Assortment planning
— 2010 initiative
— Currently merchandise characteristic based
— Enhance to include customer characteristics

+ Merchandise investment

— Continue to control inventory; however,
comparable store receipts will grow
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EBITDA (s wmillions)
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(@) Excludes non-cash
goodwill impairment
charge of $95.4 million.

@ At high end of
guidance range as
provided on November
19, 2009.



Free Cash Flow @) (s milions)
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Strong Balance Sheet and Cash Flows (s wmiliions)

Projected
Net Debt 01/30/10 Projected
$250mm credit facility  $ - Free Cash FHow? FY 2009
Other debt obligations 47 Net income $ 26
Cash (75) | Depreciation 61
Net Debt (Cash) $ (28) | Netcapex (41)
Capitalization WC & other 4
Total debt obligations $ 47 Free Cash How? $ 50
Stockholders' equity 473
Total Capitalization ~ $ 520 | escveepeive
(2) At igh endl o guidence range as provided on N overrber
Net Delot to Equity -
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Operating Margin Growth

Stabilized economy
+

Top line growth through new stores and comparable store
sales gains

+

Gross margin rate expansion
+

Strong expense management

Operating Margin Growth
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Q4 2009 Outlook

Q4 2009 Q4 2008

Sales ($mm) $429 - $442 $456
Comp store sales (7.0)% - (4.0)% (7.2)%
Diluted EPS $0.56 - $0.66 $0.67
Diluted Shares (mm) 38.5 38.0

(1) This guidance was provided by the Company on November 19, 2009.
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FY 2009 Outlook

FY 2009(%) FY 2008

Sales ($mm) $1,429 - $1,442 $1,516
Comp store sales (8.0)% - (7.0)% (6.1)%
Diluted EPS $0.59 - $0.69 $0.773)
Diluted Shares (mm) 38.5 38.7

(1) This guidance was provided by the Company on November 19, 2009.
(2) On a non-GAAP basis excluding goodwill impairment charge of $95.4mm.
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