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mANN Inc. (ANN) - Quarterly Financial Summary: Q3 FY 2011 ended Oct 29, 2011

Highlights:

= Total sales increased 11.6% to $564.0 million vs. $565.65 consensus estimate

= Comparable store sales rose 5.5% on top of 11.5% gain last year

= Gross margins up 34 bps on profitable growth in the e-commerce & factory/outlet channels, improvement at LOFT stores
= Merchandise inventories increased 19.9%, or 11% on a sq ft basis (excluding e-commerce)

= Net income increased 33.4% to $32.3 million, Diluted EPS jumped 48.8% to $0.61 vs. $0.57 consensus estimate

Quarter Ended Oct 29, 2011

vs Consensus Estimates mm Beat / (Miss)
Sales (1,000's) $564,003 $565,650 -0.3%
Diluted EPS $0.61 $0.57 7.0%

= Ann Taylor comped up 2.5% on top of 21.9% gain last year: anntaylor.com +45.8%, +1.8% Ann Factory, -5.8% Ann Stores
= The softness at Ann Taylor stores was primarily due to a lack of depth and breadth in color and fashion. In addition,
due to the macro-economic uncertainty, the customer was far more selective in her purchasing and wanted more
fashion, rather than core investment pieces. Although traffic remained strong, Ann was more promotional than
planned, which enabled clear through of inventory and affected gross margin rate performance for the quarter,
as well as a a decrease in AURs and DPTs.

* LOFT comped up 11.0%: LOFT.com +33.5%, +23.7% LOFT Outlet, +8.6% LOFT Stores
= All channels delivered on brand’s promise to offer feminine, casual, high-quality fashion at great value. In addition,
year-over-year strategy to increase the penetration of styles below $50 at LOFT stores resonated positively with
customers during the quarter. The combination of these strategies enabled increase of full-price sales performance
and decrease of overall level of promotional activity as compared to the third quarter of Fiscal 2010, resulting in
substantially higher gross margin rate and increases in AURs, UPTs and DPTs.

Kay Krill, President and CEO commented, "ANN INC. delivered another outstanding quarter, generating our
fourth consecutive quarter of double-digit sales growth and our ninth consecutive quarter of double-digit growth
in earnings and diluted earnings per share. Looking ahead to the balance of the fiscal year, we are on track to
achieve another year of significant growth in sales and earnings. By brand, LOFT generated exceptional results,
as compelling product and effective marketing drove significantly higher sales and profitability across all LOFT
channels. The Ann Taylor brand delivered solid performance, reflecting outstanding results in the e-commerce
channel, solid performance in the factory channel and softer-than-expected sales in the stores channel."

Fiscal 4th quarter outlook:
= Ann expects total sales to be $580 million (+12.6%) on mid-single digit comp increase vs +11.0% comp in Q4 '10
= Gross margin rate is expected to be 52.0% vs
= SG&A expenses estimated to approach $275 million (+8.3% over last year, 47.4% of sales vs 49.3%) with increase
primarily reflecting support for the Company's strategic growth initiative to accelerate factory outlet expansion, an
increased investment in marketing compared to the fourth quarter of 2010 and higher variable store operating costs to
support planned top-line growth.

Fiscal 2011 full-year outlook:
= Total sales to be approximately $2.225 billion (+12.4%) on mid-single digit comp increase vs +10.7% comp in 2010
= Gross margin rate is expected to approach 55.5% vs. 55.8% in 2010
* SG&A expenses expected to be approximately 48% of net sales, reflecting leverage of more than 150 basis points, as a
result of continued disciplined expense management and expected sales growth versus fiscal 2010. Total SG&A expenses
expected to approach $1.065 billion, compared with $979 million in fiscal 2010. The overall increase primarily reflects
support for the Company's 2011 strategic growth initiatives, including opening of new stores and outlets, incremental
marketing investment to drive traffic growth to all channels, continued investment in high growth e-commerce business.
= Total weighted avg square footage is expected to increase approximately 4% by year-end, reflecting the
opening of approximately 80 new stores, partially offset by approximately 30 store closures and the impact of
downsizes. The Company expects to have approximately 945 stores at fiscal year-end.
= Anticipates ending the fiscal year with an increase in total inventory per square foot, excluding e-commerce, in the
mid-single digits, in line with comparable sales expectations.
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Quarter Ended Oct 29, 2011 Nine Months Ended Oct 29, 2011
Sales & Comps
Ann Taylor Stores $121,280 -5.6% -5.8% $363,956 0.5% 7.0%
Ann Taylor E-Commerce $34,617 43.5% 45.8% $86,675 38.8% 38.1%
Ann Taylor Factory $73,816 4.6% 1.8% $219,854 7.6% 7.8%
LOFT Stores $248,532 6.5% 5.9% $748,106 4.0% 3.8%
LOFT E-Commerce $32,758 22.8% 23.0% $84,918 27.5% 33.1%
LOFT Outlet $53,000 140.3% 10.9% $142,323 183.6% 20.0%

Total LOFT Brand $334,290 18.5% $975,347 16.7%
Total Company $564,003 11.6% $1,645,832 12.3%
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Quarter Ended Oct 29, 2011 Nine Months Ended Oct 29, 2011
Margins Dollars (1,000's) m YoY Chg (bps) Dollars (1,000's) m YoY Chg (bps)
$324,240 57.5% 34 $930,993 56.6% -62
Operating Margin $54,742 9.7% 162 $142,337 8.6% 118
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Quarter Ended Nine Months Ended
Earnings Data Oct 29, 2011 YoY Chg Oct 29, 2011 YoY Chg

Diluted EPS $0.61 48.8% $1.58 43.6%



Ann Taylor Stores

Ann Taylor Factory

LOFT Stores
LOFT Outlet
Total LOFT Brand
Total Company

Store Operating Metrics

Dollars per Transaction

Ann Taylor Brand

LOFT Brand

Avg Units per Transaction
Ann Taylor Brand
LOFT Brand

Average Unit Retail Sold
Ann Taylor Brand
LOFT Brand

Sales per Avg Gross Sq Ft

Ann Taylor Stores
Ann Taylor Factory
Total Ann Taylor Brand
LOFT Stores
LOFT Outlet
Total LOFT Brand
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Sales per Avg Store (1,000s)
Ann Taylor Stores
Ann Taylor Factory
Total Ann Taylor Brand
LOFT Stores
LOFT Outlet
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Oct 29, 2011 YoY Chg
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Quarter Ended Oct 29, 2011

Stores & Square Footage m YoY Chg | Sq Feet (1,000's)| YoY Chg
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Analyst Certification:

The research analyst who is primarily responsible for the research reports in this publication has certified that
the views expressed therein accurately reflect the analyst’s personal views about the subject companies and
their securities. No part of the analyst’s compensation was, is, or will be directly related to any specific
recommendations or views contained in the research report.

Neither the Research Analyst nor a member of his household has any financial interest in the equity
securities of the companies discussed in this report except for long positions in any subject company
(company whose equity securities are the subject of a research report).

Neither the Research Analyst nor a member of his household has any financial interest in the equity

of the second most recent month if the publication date is less than 10 calendar days after the end of the
most recent month), RetailSails (RS) and its affiliates beneficially did not own 1% or more of any class of
common equity securities of the companies mentioned in this report.

The research analyst did not know or have reason to know at the time of publication of the research report
of any other actual, material conflict of interest.

The research analyst or an employee of RS with the ability to influence the substance of the research report
did not receive any compensation for products or services from the subject companies in the past 12
months.

Other Disclosures:

The analyses and data presented in this report are based on information obtained from third parties and although
we believe the information to be current and accurate, we make no representation about the accuracy or
completeness of this information. This report should not be the only source of information used to make
investment decisions. RS has no reason to believe any of the information obtained from third parties is material
non-public or that the source of information has any duty to maintain the information in confidence. RS accepts no
responsibility for any loss or damage suffered by any person or entity as a result of any such person or entity’s
reliance on the information presented in this report or email. Opinions and estimates expressed herein constitute
judgments as of the date appearing on the report and are subject to change without notice. This report is solely
for informational purposes and should not to be construed as an offer to buy or sell securities and is not intended
to provide investment advice or to recommend the purchase or sale of any security by a particular investor.
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