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Forward Looking Statements & Other
Disclosure Matters

Forward-Looking Statements - This presentation contains statements which are forward-looking statements within the meaning
of the Private Securities Litigation Reform Act of 1995. T
as well as on assumptions made by and data currently available to management, appear in a number of places throughout this
presentation and include statements regarding, among other things, our results of operation, financial condition, liquidity,
prospects, priorities, growth, strategies and the industaoy
Afanticipates, 0 fAestimates, 0 fipredicts, 0 Abelieves, 0 niestheo ul d
similar expressions are intended to identify forward-looking statements. These forward-looking statements are not guarantees of
future performance and are subject to a number of risks and uncertainties, including but not limited to general economic

conditions, the merchandising, pricing and inventory policies followed by the Signet, the reputation of Signet and its brands, the

level of competition in the jewelry sector, the cost and availability of diamonds, gold and other precious metals, regulations
relating to consumer credit, seasonal i tdyetoer iSaorganteitodrs ibru sci onne
condition, exchange rate fluctuations, changes in consumer attitudes regarding jewelry, management of social, ethical and
environmental risks, inadequacy in and disruptions to internal controls and systems, changes in assumptions used in making
accounting estimates relating to such items as extended service plans and pension, and risks relating to our being a Bermuda
corporation.

For a discussion of these and other risks and uncertaiiskti es
Factorso section of the Signet 6KfiledwihcthelU.S.2SeclritiesAnd Exclahge Re por t
Commission on March 30, 2011. Actual results may differ materially from those anticipated in such forward-looking statements.
Signet undertakes no obligation to update or revise any forward-looking statements to reflect subsequent events or

circumstances, except as required by law.

Non-GAAP Measures - Certain financial measures used during this presentation are considered to be 'non-GAAP financial
measur es' For a reconciliation of these to the most dressec
release dated January 10, 2 Oviwi.signetewelerador @ totha apfendxofehis presentagon.s i t
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http://www.signetjewelers.com/

Signet Jewelers

¥

KAY

JEWELERS

E Sector leader in mid to upper middle markets
E Superior operating model & strong balance sheet

E Growth opportunities & major initiatives
¢ branded merchandise
¢ sales enhancing technology
¢ long term space growth in US SIGNET
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Significant Earnings Growth Expected

Holiday Sales Performance
E 9 weeks same store sales: Signet +7.8%, US +9.2%, UK +1.8%
E 48 weeks same store sales: Signet +9.4%, US +11.6%, UK +0.8%

Expectations for Fiscal 2012
E Income before income taxes $494 - $501 million
e Up 64% - 67%
e up 42% - 44% excluding non-recurring item?
E Diluted earnings per share $3.67 - $3.72
e up 58% - 60%
e up 38% - 40% excluding non-recurring item?

Free Cash Flow?
E $230 71 $240 million versus original target of $150 - $200 million

1. $47.5 million Make Wholebpayment arising from prepayment of private placement
notes on November 26, 2010, $0.34 per share, see slide 19.

2. Cash flows provided by operating activities less cash flows used in investing activities.
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Largest US & UK Specialty Jeweler
Sales over $3,700 million T about 80% US / 20% UK
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Kay Jewelers - #1 US mid market brand
Sales: about $1,800m Stores: 922 in 50 states

Jared - #1 US Off-Mall™ Category Killer* Ernest Jones - #1 UK upper middle market
Sales: about $950m Stores: 183 in 35 states Sales: about £200m Stores: 198

J EWELERS

Sales for Fiscal 2012, store number at December 31, 2011



Contrast Between US & UK

i 7% Merchandise Mix 7%
8% In Fiscal 2011 28%
10%
30%
US
75% 1907 23%

O Diamonds O Gold & silver
[0 Other jewelry O Watches
O Gifts & other

O Diamonds O Gold & Silver
0 Other jewelry O Watches




Brands Driving Sales

charmed KN oves,
Memories Sgh? embprace

E Creates a unique store destination
E Powerful selling proposition for sales associates
E Supported by national television advertising
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Strength of Comprehensive Marketing
Program




Brands Driving Bridal Sales

HEARTSDESIRE®

4 TOLKOWSKY"™ TIFIED IDEAL-CUT C

E Leo Diamond®: recognized as the most successful branded
diamond program

E Neil Lane Bridal®: rolled out to all stores over last
18 months

E Bridal contributing to growth in ASP
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Superior Customer Experience

E Best-in-class customer service
E Focus on training & development of sales associates
E Development of Customer Assisted Selling Systems
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Credit +Key Facilitator of US Sales

E Specialized lending
¢ particularly important in bridal sector
¢ bridal purchaser characteristics are distinct

E Focus on selling jewelry not credit

e 50% 1T 55% of US business transacted using in-house
credit

¢ rapid repayment period, typically under a year
¢ average outstanding balance of ~$1,000
ctcredit customer o0s |1 feti me
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