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(b) Performance of TJX’s Stock Price versus the S&P 500 Index
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TJX stock showed significant strength: a $10,000 investment in TJX at $16.15 on July 14, 2008, would have returned 573.71
percent and yielded an ending investment of $67,351.07, at $95.36 on July 11, 2018, 10 years later (assuming dividend
reinvestment).

Following a very strong fourth quarter, with 24 percent stock price growth, TJX announced a dividend increase of 25 percent
($.39) and announced plans to repurchase $2.5 to 3.0 billion of TJX stock. The stock reached its historic high of $96.82 on
June 20, 2018.
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TIX BUSINESSES

TJX operated four primary business segments, Marmaxx and HomeGoods (U.S.), TJX Canada, TJX International, and one
Internet retailer, Sierra Trading Post. The company believed that it had the opportunity to expand their retail chains around
the world by increasing their store base of 4,000 by more than 2,000 stores, or about 50 percent, to 6,100 stores long term.
This reflected the potential the company saw with its existing chains in the current countries alone. In 2018, TJX planned an
increase of approximately 240 new stores, about 6 percent store growth.

U.S. Segments

Marmaxx The T.J. Maxx and Marshalls chains (“Marmaxx”) were collectively the largest off-price retailers in
the United States, with a total of 2,285 stores. T.J. Maxx was founded in 1976 and Marmaxx acquired Marshalls
in 1995. Both chains sold family apparel, home fashions (e.g., home basics, accent furniture, lamps, rugs, etc.), and other
merchandise. The primary difference between T.J. Maxx and Marshalls was their product assortment: a larger assortment of
fine jewelry and accessories and a designer section called The Runway at T.J. Maxx, and a full line of footwear, a broader men’s
offering, and a juniors’ department named The Cube at Marshalls. The intent of the differentiated shopping experience at the
two stores was to encourage customers to shop both chains. T.J. Maxx’s e-commerce website, tjmaxx.com, was launched in
2013.
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Sierra Trading Post ~ Sierra Trading Post was an off-price Internet retailer of brand name, quality outdoor gear, family apparel
and footwear, sporting goods, and home fashions. Sierra Trading Post launched its e-commerce site, sierratradingpost.com, in
1998 and operated 27 retail stores in the United States.
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Marmaxx was the largest and most profitable of TJX’s divisions, and the company saw significant growth ahead for the
division. Marmaxx’s continued comparable store sales and traffic increases in many different retail and economic
environments gave TJX confidence in the division’s continued growth (see (& Exhibit 2). Also, new stores continued to reach
their targets and, overall, to generate attractive returns. Marmaxx had a 1 percent comparable store sales increase in 2017,
which met the low end of the company’s expectations, despite a significant negative impact of severe weather during the year.
Marmaxx was focused on driving customer traffic and comparable sales increases, and had a long-term target of 3,000 stores
that reflected TJX’s determination and perceived ability to further penetrate existing U.S. markets.
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EXHIBIT 2 Financial Summary for the Marmaxx Business Unit, Fiscal Years 2016-2018 ($ in
millions

Fiscal Year Ended

Dollars in millions February 3, 2018 January 28, 2017 January 30, 2016
Net sales $22,249.1 $21,246.0 $19,048.2
Segment profit 2,049.4 2,995.0 2,858.8
Segment profit as a percentage of net sales 13.3% 14.1% 14.3%
Increase in comp sales 1% 5% 4%

Stores in operation at end of period

T.J. Maxx 1,223 1,186 1,156
Marshalls 1,062 1,035 1,007
Sierra Trading Post 27 12 8

Total 2,312 2,233 2,171

Selling square footage at end of period (in thousands)

T.J. Maxx 27,077 26,614 26,158
Marshalls 24,916 24,750 24,308
Sierra Trading Post 470 227 159

Total 52,463 51,501 50,625
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Source: TIX Companies, Inc. Fiscal 2018 10-K.

HomeGoods The HomeGoods segment was introduced in 1992, and became the leading off-price home fashions retailer in
the United States. HomeGoods offered an extensive assortment of home fashions, including furniture, rugs, lighting,
decorative accessories, tabletop and cookware, as well as expanded pet, kids, and gourmet food departments through its 667
stores. In 2017, HomeSense was launched in the United States with four stores. HomeSense complemented “Page C-24¢
HomeGoods by offering a differentiated mix and expanded departments, including furniture, lighting and rugs, —
as well as new departments, such as a general store and an entertaining marketplace.

The Homegoods division celebrated its 25th anniversary in 2017, with 4 percent comparable store sales growth, primarily
driven by customer traffic (see (5’ Exhibit 3). Also, it launched HomeSense in 2017. The company expected significant future
growth for HomeGoods and HomeSense, because it believed that the U.S. market was underpenetrated. At HomeGoods, the
long-term plan was to expand to 1,000 stores, over 300 more than in 2017. The company was confident in their plan because
of HomeGoods’ long history of good performance, and there were 65 top markets with a T.J. Maxx or Marshalls that did not
have a HomeGoods. The first four HomeSense four stores were opened in 2017 to an overwhelmingly positive customer
response. TJX planned to continue opening HomeSense stores in their larger HomeGoods markets to encourage customers tc
shop both stores. Based on response to the first four stores, the company believed it could expand the HomeSense brand to
about 400 U.S. stores over the long term.
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EXHIBIT 3 Financial Summary for the HomeGoods Business Unit, Fiscal Years 2016-2018 ($ in
millions

Fiscal Year Ended

Dollars in millions February 3, 2018 January 28, 2017 January 30, 2016
Net sales $5,116.3 $4,404.6 $3,915.2
Segment profit $ 674.5 $ 613.8 $ 549.3
Segment profit as a percentage of net sales 13.2% 13.9% 14.0%
Increase in comp sales 4% 6% 8%

Stores in operation at end of period

HomeGoods 667 579 526
HomeSense 4 - -
Total 671 579 526

Selling square footage at end of period (in thousands)

HomeGoods 12,448 11,119 10,234
HomeSense 81 - -
Total 12,529 11,119 10,234

Source: TIX Companies, Inc. Fiscal 2018 10-K.
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Foreign Segments

TJX Canada Acquired in 1990, TJX Canada operated the HomeSense, Winners, and Marshalls chains in Canada. Winners
was the leading off-price apparel and home fashions retailer in Canada. The merchandise in Winners’ 264 Canadian stores was
comparable to T.J. Maxx, with select stores offering fine jewelry, and “The Runway,” which was a designer section. The
HomeSense chain was opened in 2001, and introduced the off-price home fashions concept to Canada. HomeSense had 117
stores with a merchandise mix of home fashions similar to HomeGoods in the United States. The Canadian Marshalls was
launched in 2011 and operated 73 stores in Canada in 2017. The Canadian Marshalls stores offered an expanded footwear
department and “The Cube” juniors’ department, similar to Marshalls in the United States, differentiating them from Winners
stores.

The three Canadian chains had a comparable store sales increase of 5 percent in 2017, with all three chains having strong
results and increases in customer traffic (see (5 Exhibit 4). The TJX Canada division had grown into the largest off-price
apparel and home fashions retailer in Canada. Due to the division’s strong results and growth forecast, TJX
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increased the long-term store potential of TJX Canada by 100 stores to 600 total stores.
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EXHIBIT 4 Financial Summary for TJX Canada, Fiscal Years 2016-2018 ($ in millions
Fiscal Year Ended

U.S. Dollars in millions February 3, 2018 January 28, 2017 January 30, 2016
Net sales $3,642.3 $3,171.1 $2,854.6
Segment profit $ 530.1 $ 4134 $ 3753
Segment profit as a percentage of net sales 14.6% 13.0% 13.1%
Increase in comp sales 5% 8% 12%

Stores in operation at end of period

Winners 264 255 245
HomeSense 117 106 101
Marshalls 73 57 41

Total 454 418 387

Selling square footage at end of period (in thousands)

Winners 5,780 5,629 5,470
HomeSense 2,179 1,984 1,900
Marshalls 1,621 1,307 975

Total 9,580 8,920 8,345
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TJX International TJX International segment operated the T.K. Maxx and HomeSense chains in Europe, and the T.K. Maxx
chain in Australia. T.K. Maxx was launched in 1994, and introduced off-price retail to Europe. T.K. Maxx was the only major
brick-and-mortar off-price retailer of apparel and home fashions in Europe. T.K. Maxx operated 540 stores in the UK, Ireland,
Germany, Poland, Austria, and the Netherlands, offering a merchandise mix similar to T.J. Maxx through its stores and e-
commerce website for the UK, tkmaxx.com. TJK International brought the off-price home fashions concept to Europe in
2008, opening HomeSense in the UK. In fiscal year 2018, two HomeSense stores were opened in Ireland. HomeSense’s 55
stores offered a home fashions merchandise mix similar to HomeGoods in the United States and HomeSense in Canada. Trade
Secret in Australia was acquired in fiscal year 2016 and rebranded T.K. Maxx during fiscal 2018. The merchandise offered at
Trade Secret’s 38 stores was comparable to T.J. Maxx.

TJX International’s (T.K. Maxx and HomeSense—Europe, and T.K. Maxx—Australia), comparable store sales increased by 2
percent in 2017, consistent with company plans and expectations (see (%’ Exhibit 5). TJX was satisfied with the gains in
customer traffic and believed that the division gained market share. The company was confident of significant long-term

opportunity and believed that the division had the potential to grow TJX International to 1,100 stores in just the countries in
which they were located.
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EXHIBIT 5 Financial Summary for TIX International, Fiscal Years 2016-2018 ($ in millions)
Fiscal Year Ended

U.S. Dollars in millions February 3, 2018 January 28, 2017 January 30, 2016
Net sales $4,856.9 $4,362.0 $4,226.9
Segment profit $ 249.2 $ 235.5 $ 316.9
Segment profit as a percentage of net sales 5.1% 5.4% 7.5%
Increase in comp sales 2% 2% 4%

Stores in operation at end of period

T.K. Maxx 540 503 456
HomeSense 55 44 39
T.K. Maxx Australia 38 35 35

Total 633 582 530

Selling square footage at end of period (in thousands)

T.K. Maxx 11,379 10,787 9,970
HomeSense 883 714 639
T.K. Maxx Australia 714 667 667

Total 12,976 12,168 11,276
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T.K. Maxx and HomeSense were the only major brick-and-mortar, off-price retailers of clothing and home fashions in Europe
and they planned to continue capitalizing on their first-mover advantages. They were also focusing on growing tkmaxx.com in

the UK. In 2017, T.K. Maxx introduced “Click and Collect” in the UK, which allowed online shoppers to pick up their purchases
in the stores.

TJX bought the Australian off-price retailer Trade Secret in 2015 and, in 2017, converted those stores to T.K. Maxx—Australia.
In its first year of operation (2017) the division surpassed sales projections.
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THE TJX COMPANIES, INC.'S FINANCIAL
PERFORMANCE IN FISCAL YEAR 2018

TJX had enjoyed impressive revenue growth from approximately $31 billion in fiscal year 2016 to nearly $35.9 Page C-246
billion in fiscal 2018. The company’s consolidated statements of income for fiscal 2016 through fiscal 2018 is
provided in ¥ Exhibit 6. Its consolidated balance sheets for fiscal years 2017 and 2018 are presented in 5’ Exhibit 7.
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EXHIBIT 6 TIJX Companies, Inc., Consolidated Statements of Income, 2016-2018 ($ in
thousands except per share amounts

Fiscal Year Ended

Amounts in thousands except per share amounts February 3, 2018 January 28, 2017 January 30, 2016
(53 weeks)

Net sales $35,864,664 $33,183,744 $30,944,938
Cost of sales, including buying and occupancy costs 25,502,167 23,565,754 22,034,523
Selling, general and administrative expenses 6,375,071 5,768,467 5,205,715
Impairment of goodwill and other long-lived assets, related to Sierra Trading Post (STP) 99,250 — —
Loss on early extinguishment of debt - 51,773 -
Pension settlement charge - 31,173 -
Interest expense, net 31,588 43,534 46,400
Income before provision for income taxes 3,856,588 3,723,043 3,658,300
Provision for income taxes 1,248,640 1,424,809 1,380,642
Net income $2,607,948 $2,208,234 $ 2,277,658
Basic earnings per share:

Net income $4.10 $3.51 $3.38

Weighted average common shares — basic 636,827 655,647 673,484
Diluted earnings per share:

Net income $4.04 $3.46 $3.33

‘Weighted average common shares — diluted 646,105 664,432 683,251

Cash dividends declared per share $1.25 $1.04 $0.84
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EXHIBIT 7 The TIJX Companies, Inc. Consolidated Balance Sheets , 2017-2018 ($ in thousands
except per share amounts

Fiscal Year Ended

Amounts in thousands except share amounts February 3, 2018 January 28, 2017

ASSETS

Current assets:

Cash and cash equivalents $2,758,477 $2,929,849
Short-term investments 506,165 543,242
Accounts receivable, net 327,166 258,831
Merchandise inventories 4,187,243 3,644,959
Prepaid expenses and other current assets 706,676 373.893
Total current assets 8,485,727 7,750,774
Net property at cost 5,006,053 4,532,804
Non-current deferred income taxes, net 6,558 6,193
Goodwill 100,069 195,871
Other assets 459,608 398,076

TOTAL ASSETS $14,058,015 $12,883,808
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LIABILITIES

Current liabilities:
Accounts payable
Accrued expenses and other current liabilities
Federal, state and foreign income taxes payable
Total current liabilities
Other long-term liabilities
Non-current deferred income taxes, net
Long-term debt

Commitments and contingencies

$2,488,373 $2,230,904
2,522,061 2,320,464
114,203 206,288
5,125,537 4,757,656
1,320,505 1,073,954
233,057 314,000
2,230,607 2,227,599

SHAREHOLDERS’ EQUITY

Preferred stock, authorized 5,000,000 shares, par value $1, no shares issued

Common stock, authorized 1,200,000,000 shares, par value $1, issued and outstanding 628,009,022 and 646,319,046, respectively
Additional paid-in capital

Accumulated other comprehensive income (loss)

Retained earnings

Total shareholders’ equity

TOTAL LIABILITIES AND SHAREHOLDERS’ EQUITY

628,009 646,319
(441,859) (694,226)
4,962,159 4,558,506
5,148,309 4,510,599

$14,058,015 $12,883,808

Source: TIX Companies Fiscal 2018 10-K.
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STORE GROWTH

A central part of TJX’s global growth strategy focus was the addition of new stores to expand its business, and the 'Frimary
growth strategies were increasing customer traffic and comparable store sales, and growing the global store base. The
company was confident that their value concept could work in any country in which consumers wanted great fashion and top
brands at great-value prices. In the United States, the company saw meaningful growth }l)otentlal for Marmaxx, which had
been the largest and most profitable division. Marmaxx had shown continued com{)arab e store sales and traffic increases in
many different retail and economic environments, and TJX management believed there was long-term potential to grow the
Marmaxx division to 3,000 stores, which was over Koo more stores than at the end of fiscal 2018. In 2018, the company
planned to open about 65 new T.J. Maxx and Marshalls stores.

TJX believed that there was a large opportunity for growth at HomeGoods and HomeSense in the United States, both of which
were underpenetrated in the U.S. home market. The company believed that its ability to leverage its global teams, and its
infrastructure and operational expertise were major reasons to be confident in continuing to open stores successtully around
the world. TJX’s management believed that the company had a huge opportunity to gain market share around the world.

The number of stores and store growth for the four major segments in the last two fiscal years, and growth, “Page C-247_
estimates for fiscal 2019 and long-term store growth potential of these segments in their current geographic

locations are presented in (5’ Exhibit 8. Page C-248
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EXHIBIT 8 TIJIX Companies Number of Store Locations, Fiscal Years 2017-2019 (Estimated

Number of Stores at Year End

Approximate Average Store Size (square feet) Fiscal 2017 Fiscal 2018 Fiscal 2019 (estimated) Estimated Store Growth Potential

Marmaxx
T.J. Maxx 28,000 1,186 1,223
Marshalls 29,000 1,035 1,062
2,221 2,285 2,350 3,000
HomeGoods
HomeGoods(®) 24,000 579 667
HomeSense 25,000 = 4
579 671 771 1,400
TJX Canada
‘Winners 28,000 255 264
HomeSense 23,000 106 117
Marshalls 28,000 ___ 57 __ 73
418 454 484 600
TJIX International
T.K. Maxx (Europe) 209,000 503 540
HomeSense (Europe) 20,000 44 55
T.K. Maxx (Australia) 22,000 __ 35 __ 38
582 633 668 1,100
TJX Total 3,812(2) 4,070 4,308)3) 6,100)3)
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TIX Total 3,812) A 4,308 6,1002)(3

(1) Refiects store growth potential for T.K. Maxx in current geographies and for HomeSense in the United Kingdom and Ireland.
(2) The TIX total includes 12 Sierra Trading Post stores in fiscal 2017, 27 Sierra Trading Post stores for fiscal 2018, and 35 Sierra Trading Post stores estimated for fiscal 2019. Sierra Trading Post stores are not included in estimated

(3) HomeGoods and TIX total includes 15 new HomeSense stores in the United States for fiscal 2019 and store growth potential includes 400 HomeSense stores.

Source: TIX Companies, Inc. Fiscal 2018 10-K.
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Exhibit 9 presents the relative contributions of the several TJX locations the TJX Companies’ gross corporate revenues.

EXHIBIT 9 TIJX Revenue Contribution by Geographic Region, Fiscal Years 2016-2018

Fiscal 2018 Fiscal 2017 Fiscal 2016

United States
Northeast 24% 24% 24%
Midwest 12 12 12
South (including Puerto Rico) 25 25 25
West 15 16 16
Subtotal 76 77 77
Canada 10 10 9
Europe 13 13 14
Australia 1 * *
Total 100% 100% 100%

* Revenue from Australia was less than one percent during fiscal 2017 and fiscal 2016.

Source: TIX Annual Report, 2018.
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WINDFALL FROM THE TAX CUTS AND JOBS ACT OF
2017

On December 22, 2017, President Trump signed the 7ax Cuts and Jobs Act of 2017, which amended the Internal Revenue Code
and, among other things, reduced corporate tax rates. This legislation benefited TJX in 2017, and the company believed that
their business would continue to benefit from the tax reform, {)rlmarlly due to lower U.S. corporate income tak rates. The
comi)any used part of the e?egtged cash benefit to make investments in its employees’ communities. Eligible, non-bonus plan
employees in each of TJX’s divisions worldwide were given a one-time discretionary bonus, and the company made
incremental contributions to its defined contribution plans around the world for eligible participants.

In the United States, TJX planned enhanced vacation benefits for certain employees and introduced paid (Parental leave. In
2017, the company made sizable contributions to its charitable foundations and planned tg uge the tax reduction windfall to
significantly increase its charitable giving. Also, the company planned to increase its shareholder distribution programs.

In addition to the expected cash benefit due to U.S. tax reform, TJX Blanned to repatriate over $1 billion from  “Page C-249_
Canada back to the United States. Consequentl}r, the company was able to increase its }l)er—share dividend and _ -
planned a substantial share buyback program. In addition, the tax reform benefit enabled TJX to move forward investments in
store growth, technology, and employee training.
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TIX’S PERFORMANCE IN FISCAL YEAR 2019

TJX’s first quarter fiscal 2019 net income was $716.4 million, or $1.13 per share, compared to $536.3 million and $0.82 per
share in the same period during 2017. The increase in net income per share exceeded expectations hel§>ed drive the company’s
per share price higher. Sales increased year-over-year by 12 percent in Q1 fiscal year 2019, reaching $8.7 billion. The increased
revenue was largely due to increased store traffic and increased comparable store sales in the four large divisions.

The stron% first quarter fiscal 2019 performance led to the company increasing its up]})ler—end fiscal 201 ad%'usted EPS
guidance Cy $.02. The comtpany’s'new expectation for adjusted diluted earnings per share (which excludes the benefit from the
2017 Tax Cuts and Jobs Act) was in the j$4£.04 to g4.10 range. This ﬁgmdance wasas plgrcent to 6 percent increase page Cooro
over the prior year’s adfusted 3.85, which excluded $.17 net benefit due to the 2017 Tax Cuts and Jobs Act, a . ragefmaso.
benefit o gpprommatp y %.11 rom the extra week in the'company’s fiscal year 2018 calendar, and a $.10 impairment charge
related to Sierra Trading Post from GAAP EPS of $4.04§. This guidance also assumed that wage increases would negatively
impact EPS growth by two percent. The outlook for EPS continued to be based upon estimated consolidated comparable store
sales growth of 1 to 2"percent. Continued focus on the effective execution of its strategy gave TJX management and investors
good reason to believe its competitive advantage could be sustained in the near term.
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ENDNOTE

L http:/, [www.tjx.com/businesses/.
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TJX Companies: Its Strategy in Off-Price
Home Accessories and Apparel Retailing

David L. Turnipseed
University of South Alabama

In February 2018, TJX Companies, Inc., the world’s largest off-price home accessories and apparel retailer, completed 42
years of operations with several enviable milestones: the company had edged up to number 85 on the Fortune 500, surpassed
$35 billion in sales, and opened its 4,000th store, guided by a highly effective global strategy. Sales had grown over eight
percent and comparable store sales increased 2 percent in fiscal year 2018. In the company’s 42-year history, it had
experienced an annual decline in comparable store sales in only one year. The strong earnings trend enabled TJX to increase
its per share dividends for fiscal 2019 by 20 percent, which made 21 consecutive years of dividend increases.

Ernie Herrman, the President and CEO of TJX, looked back at his first year in charge of the huge, international off-price
retailer with great satisfaction. As the TJX Companies moved into fiscal 2019, President Herrman pondered how to keep the
company on the same upward trajectory. Although the TJX Companies had one small chain that was primarily e-commerce,
and its brick-and-mortar chains had e-commerce capabilities, in a world ostensibly focused on e-commerce, TJX had been
very successful concentrating on its brick-and-mortar chains. Given TJX’s steadily increasing sales and profits in its present
structure, should the company divert part of its attention and resources, and attempt to boost its internet sales? Also, given the
outstanding sales growth driven by opening new stores worldwide, should the company stay the course, or would
concentration on certain geographical locations produce more sales and profits?
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TJX: AN OVERVIEW

TJX traced its origin to the Feldberg cousins who opened their Zayre (Yiddish for “very good”) discount store in Hyannis,
Massachusetts in 1956. Over the years, Zayre purchased a women’s clothing chain, opened Chadwick’s of Boston, launched a
membership warehouse club, and a home improvement chain. The first T.J. Maxx opened in Auburn, MA in 1977, offering off-
price upscale family apparel. In 1987, the Zayre’s off-price chains were organized as the TJX Companies, Inc., which were
operated as a subsidiary of Zayre. Also in 1987, TJX had an IPO, with Zayre retaining 83 percent ownership. In 1989, Zayre
divested its warehouse club division, and acquired minority ownership in TJX companies that had been publically traded.
Zayre merged with TJX and then adopted the name of its former subsidiary.

In 1990, TJX acquired Winners Apparel Ltd, a Canadian chain similar to T.J. Maxx, and this chain became Canada’s largest
off-price stores. Two years later, in 1992, HomeGoods, offering home fashions from around the world, was launched in the
United States. TJX ventured overseas in 1994 and opened T.K. Maxx in the United Kingdom (UK) and Ireland. Over time, T.K.
Maxx became the only major brick-and-mortar off-price retailer of home fashions and apparel in Europe. In 1995, TJX
acquired the 496 store Marshalls chain, which was the second largest off-price retailer of brand-name family apparel in the
United States.

TJX launched an off-price concept, named A.J. Wright, in 1998, which was similar to Marshalls and T.J. Maxx. m
A.J. Wright targeted moderate-income families. In 2001, TJX opened HomeSense in Canada, which was the first —
off-price home fashion chain in Canada. HomeSense was similar to HomeGoods in the United States and offered a wide
selection of off-price home fashions. TJX acquired Bob’s Stores in 2003, which was a value-oriented, casual family apparel and
footwear retailer, located in the Northeastern United States. In 2007, T.K. Maxx opened stores in Germany, introducing the
off-price concept to that country.

In 2008, TJX sold Bob’s Stores to private equity firms and opened the first HomeSense stores in the UK. The expansion into
Europe continued in 2009 when T.K. Maxx opened stores in Poland. Also in 2009, T.K. Maxx launched its e-commerce site,
tkmaxx.com in the UK. TJX consolidated its A.J. Wright division, converting 91 stores to Marshalls, HomeGoods, or T.J.
Maxx. Marshalls was launched in Canada in 2011 and in 2012 TJX acquired a U.S. off-price Internet retailer, Sierra Trading
Post. T.J. Maxx launched its e-commerce site, tjmaxx.com, in 2013. The following year, Sierra Trading Post opened two brick-
and-mortar stores to bring its off-price outdoor apparel to more consumers.




image3.png
TJX continued its international expansion in 2015, acquiring an Australian off-price retail chain, Trade Secret, and opening
stores in Austria and the Netherlands under the T.K. Maxx brand. The Australian Trade Secret stores were converted to T.K.
Maxx stores in 2017. HomeSense expanded into Europe and opened stores in Ireland. Moving into fiscal year 2019, TJX had

over 4,000 stores in nine countries— the United States, The Netherlands, United Kingdom, Germany, Republic of Ireland,
Austria, Poland, Australia, and Canada.
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TIX’S STRATEGIC VISION AND MANAGEMENT
FOCUS

TJX’s mission was:

Our mission is to deliver great value to our customers every day. We do this by offering a rapidly changing assortment of quality, fashionable,
brand name, and designer merchandise generally 20 percent to 60 percent below full-price retailers’ (including department, specialty, and

major online retailers) regular prices on comparable merchandise.!

TJX management believed that the company had one of the most flexible business models in the world, and that the great
flexibility had enabled the company to succeed through the many economic and retail situations over the years. There were no
walls between departments in TJX stores—stores could expand and contract merchandise areas for fast response to market
trends and changes in customer preferences. TJX had rapid inventory turnover, which enabled the company to buy close to
need, having visibility into current fashion and pricing trends. The company sourced its merchandise from around the world
from a group of over 20,000 vendors in over 100 countries. TJX was an industry leader in innovation: the company
relentlessly tested new ideas, trying to find the current fashions and top brands, and leveraging information from their global
worldwide purchasing network. Also, the company was financially strong, which gave it the ability to invest in the growth of its
business. These key success factors gave TJX management confidence in the company’s ability to achieve corporate goals for
global growth.

TJX’s management was focused on increasing market share, while simultaneously delivering profitable stock growth to its
shareholders. Management had several initiatives underway in 2018 to attract consumers to the TJX stores and grow its
customer base in the United States and internationally. TJX expected total sales and comparable store sales growth in fiscal
year 2019 similar to prior years.
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TJX’s management believed that their pursuit of their goals for global growth would be sustained by the company’s major
strengths:

« World-class buying organization

« Global supply chain and distribution network

« Leveraging the global presence

« One of the most flexible retail business models in the world

The company’s earnings per share estimates reflected the significant benefit from U.S. tax reform as well as continued
increases in wages and expected investments to support company growth. President Herrman and his management team were
passionate about surpassing corporate goals.
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TIM’S STOCK PERFORMANCE

TJX had its IPO on August 4, 1989, and the stock began a steady uptrend of growth that continued into mid- Page C-242
2018. Stock prices from July 2013 to July 2018 are shown in (5 Exhibit 1.

EXHIBIT 1 Monthly Performance of TJIX Companies’ Stock Price, July 2013-July 2018
(@) Trend in TJX’s Common Stock Price
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