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OUR GOAL

At Poundland we deliver amazing value to our
customers every day. We will be famous for our
wide range of great products and top brands,
offering many exciting new lines every week.
Poundland will always be fun and friendly with
something for everyone.

OUR VALUES

WE PUT
CUSTOMERS
FIRST

KEEP IT
SIMPLE

INDIVIDUAL
RESPONSIBILITY RESPECT

team peLivery | EACH OTHER

TREAT EVERY RECOGNISE
£ & CELEBRATE

AS YOUR OWN SUCCESS




Who we are

Poundland Group plc joined the premium segment of the London Stock Market in March 2014. From the opening of its first
store in Burton-on-Trent in 1990, Poundland is now Europe’s largest single price value general merchandise retailer —
everything for a £1!

Poundland operates nearly 900 stores in the UK and the Republic of Ireland, with a further 10 stores opened in Spain as p
of a trial. From this network of carefully selected sites in convenient locations, typically with high footfall, we are able to §
top brands and great quality own brand products, providing customers with amazing value every day since 1990.

Serving 7 million customers every week, Poundland offers an irresistible shopping experience where shoppers are guaranteed to
find thousands of quality products in each store, including over 1,000 well-known brands, across 17 shopping categories

including household, health and beauty, food and drink, gardening, DIY, pet, stationery, books, DVDs and toys.

In the financial year end ending March 2016, Poundland opened 60 net new stores creating approximately 1,600 additional
jobs and converted 190 stores acquired from 99p Stores Limited by the end of the financial year.

Poundland is winner of the 2015 Retail Industry Awards for Discount Retailer of the Year, and winner of Own Label Range
of the Year at the 2015 Grocer Gold Awards for its Make Up Gallery cosmetics line.

What we do

Poundland is a price driven, volume-led business offering an extensive and varied range of products across 17 categories. A
typical Poundland store carries approximately 3,500 core range SKU's containing over 1,000 branded products. These brands
include Cadbury, Mars, Heinz, Nestle, Colgate, Coca Cola, Walkers, McVities, Proctor & Gamble and Unilever and include well
known High Street products such as Fairy washing liquid, Duracell, Pantene, Dettol, Oral B, Domestos, Lynx, Dove and Surf.

In 2014 our own branded products were boosted by our first, extremely successful celebrity endorsed products range, ‘Jang
Asher’s Kitchen'. We followed this in 2015 with the launch in April of celebrity builder and renowned DIY expect Tommy
Wilash’s ‘DIY Time' range. In February 2016 we launched our ‘In the Garden’ range, a new and exclusive selection of
gardening products with celebrity gardener, Charlie Dimmock. These recent celebrity launches have proved extremely
popular and have helped expand our range of own brand products.

How we do it

Poundland operates from headquarters in Willenhall in the West Midiands and, at the end of the financial year employed
over 18,000 colleagues. To ensure products are available in our stores to meet customer demands an extensive
distribution system has been developed. This capacity will be further extended in the summer of 2016 with the opening of
a new purpose built warehouse in Wigan in the North West of England.

Major events in 2016 financial year

2015
June Grocer Award — Own Label range of the Year winner for Make Up Gallery
Opened 600th store in Bilston, West Midlands.
September Retail Industry Awards - Discount Retailer of the Year
Completed acquisition of 99p Stores Limited
Launched our own E-commerce transactional website
October Commenced conversion of 99p Stores
November Interim trading for 6 months ended 27 September 2015 see sales of £561.1 million up 6.2% on the previous year.
Opening of our tenth store in Islazul, Madrid, Spain.
2016 ' \
February 100th 99p store conversion completed .
1990 First store opened in Burton-upon-Trent
Financial year ending;
2000 Sales £116 million, number of stores 62
2005 Sales £239 million, number of stores 121
2010 Sales £510 million, number of stores 263
2015 Sales £1,111 million, number of stores 588
2016 Sales £1,326 million, number of stores 896 [




MARKET OVERVIEW

Poundland operates in a dynamic and intensely competitive sector of the UK economy, value general merchandise retailing. We trade
from a wide variety of retail locations across high streets, shopping centres and retail parks. Our sales of £1.3 billion are generated
across 17 different food and non-food product categories. This breadth of product offer means that we compete with a broad range of
large and sophisticated competitors in a wide range of retailing sectors. Firstly we compete directly with the national grocery multiples
(Asda, Morrisons, Sainsbury's and Tesco) and other large national retailers (e.g. Aldi, the Co-op, Costcutter, Iceland, Lidl and Spar).
Secondly we compete with specialist retailers that focus on certain segments (e.g. Boots, Superdrug and WH Smith). Lastly we
compete with the newer and faster growing retailers in the value general merchandise sector (e.g. B&M, Home Bargains, Wilkinsons).
Last September, we completed the acquisition of 39p Stores Ltd (“99p Stores”) for £55 million and we have now converted all of its stores to
the winning Poundland format. This transaction adds 40% to our store base and takes our annual tumover to over £1.5 billion.

Our recent brand launches include ‘DIY time with Tommy Walsh' last year and, most recently Charlie Dimmock’s ‘In the Garden' range.
These, together with our amazing value every day offer across many household necessities, help to create an exciting shopping
environment which drives on average 7 million shoppers through our doors every week.

We are pleased that our share of the total retail market is growing, but at just 0.3% of £375 billion, we believe that we have

plenty of opportunity to grow our business as we move towards our 1,300 store target for the UK.

The key trends and features of the UK value general merchandise market are listed below:

one of the fastest growing sectors within UK retail, having grown at a CAGR of approximately 15% since 2007, predominantly
driven by rapid store roll out

an established sector that continues to benefit from a structural shift in consumer behaviour towards value retailing

significant long-term growth potential with the market forecast by PwC to grow at a CAGR of approximately 9.3% per year

between 2012 and 2017, driven by a combination of supply and demand factors, and also supported by evidence in the more
mature US value general merchandise market

while the value general merchandise market has primarily appealed to less affluent customers, there is now an increasing
penetration by a broad social economic group.

While many new consumers entered the discount retail market during difficult economic times, we have seen the majority of these
customers continue to use value retailers, even as the economy has improved. We think this will continue to benefit us and the
discount market as a whole, as its addressable market increases.

KPI PERFORMANCE

Key Performance Indicator performance

2016 2015 Change
Number of stores: UK & Republic of Ireland 896 - 588 +52.4%
Number of new stores: UK & Republic of Ireland (net) 60 60
Total Sales in UK & Republic of Ireland (£m) 1,310.5 1,115 +17.9%
Underlying gross margin excluding converted 99p Stores (%) 37.3 371 up 14 bp
Underlying EBITDA (E£m) 56.9 59.4 -4.1%
Underlying comparable EBITDA* (£m) 53.8 59.4 -9.4%
Underlying comparable EBITDA margin* (%) 4.6 5.3 Down 72 bp
Underlying profit for the period (Em) 30.3 32.8 -7.5%
Net (debt)/cash (Em) (12.0) 13.9 -£25.9m

*Before converted 99p Stores
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WORKING TOGETHER

Poundland has been in partnership with Macmillan Cancer Support for over seven years and thanks to the incredible enthusiasm
and commitment of colleagues and customers, to date over £1.5 million has been raised for people affected by cancer.

in addition to the amount raised, over £670,000 has been donated to Macmillan from the sale of the single use carrier bag, following
the legislation which was introduced in the UK requiring retailers to charge 5p per plastic bag. This incredible amount of money brings
the total amount raised to over £2 million.

The year has been busy celebrating the seven year partnership and lots of great fundraising events. To mark the seven year of our
partnership a ‘7 Year, 7 Day’ social media campaign was launched and was led by a celebration video. The video was featured in the
Third Sector charity magazine online and won ‘Digital Campaign of the Week'.

We celebrated Poundiand’'s 25th year with a fundraiser, colleagues dressed up in retro 90's gear and at CSC, 25 balloons were released and a
time capsule of 1990 memorabilia, pictures and items from 2015 were buried at the front of CSC. A commemorative plaque marks where the
time capsule is buried along with a ‘Macmiflan Nurse’ Rose which was kindly presented to Poundland from Macmillan.

Fundraisers have taken place for key events, including Easter, Halloween and Christmas and a stocking pin badge campaign was
launched in November and December. Colleagues have also been busy with their own fundraising- too, including taking part in

Marathons, walks and cycle rides.

The amazing amount of money raised by Poundland colleagues and customers will help fund vital Macmillan services to help ensure
that no one has to face cancer alone.

Changing lives with every £1!



OUR BUSINESS MODEL
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We source from around 900 suppliers across the world and have an office in
Hong Kong which oversees our sourcing from areas such as China, India and
Turkey. We feel this dedicated resource gives us a competitive advantage over
our competition in terms of sourcing for general merchandise.

No one supplier generates more than 5% of our sales. We aim to buy and sell

our products responsibly — so our customers know that everything they buy is
produced under fair conditions. We regularly visit (through planned and
unannounced visits) suppliers to ensure the ethical and social standards
Poundland aspires to are maintained and upheld. We have a clear social
and ethical accountability policy, relating to employment, work conditions
and product sourcing that we ask all our suppliers to comply with.

Our customer proposition is enhanced by our strong track record of product
innovation and range development. We work closely with our suppliers in
developing exclusive products and pack sizes. We also have strong in-house
product development capabilities, offering over 50 own label brand families.
During this year we have further enhanced this range by the launch of Tommy
Walsh’s ‘DIY Time' followed by a new gardening range, championed by the
celebrity gardener Charlie Dimmock. Both Charlie Dimmock and Tommy Walsh
have worked closely with our buyers and design team to make sure we offer
quality that they both support. We want our customers to be amazed at the
price and the quality of our products.

We believe that Poundland’s own label offering in Fast Moving Consumer
Goods (‘FMCG') categories, as well as its strength in developing new
product ranges, typically non-consumable, general merchandise products,
are key differentiators versus other retailers in the UK.
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OUR BUSINESS MODEL
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We operate from four distribution centres, including three regional distribution
centres located in the Midlands and South East England (Springvale (Bilston),
Northampton and Harlow respectively), and one national distribution centre
located in the Midlands (Willenhall). Aimost 90% of products are delivered into
one of our distribution centres before onwards distribution to our stores. A
limited range of chilled food is delivered direct to stores by a third-party supplier.
The Springvale, Harlow, Northampton and Willenhall distribution centres have
capacities of approximately 300,000 square feet, 350,000 square feet, 380,000
square feet and 200,000 square feet, respectively. The regional distribution
centres cater mostly

for Fast Moving Consumer Goods (‘FMCG') and Seasonal products and
the national distribution centre caters predominantly for imported
products such as DIY and Stationery.

Our Northampton site was added to our distribution network
following the acquisition of 99p stores and has been successfully
integrated into the Poundland Network, including implementing the
Poundiand Warehouse Management System.

Harlow continues to provide initial support to the business as we trial
Dealz stores in Spain, although we have also set up a small Distribution
Centre just outside Madrid to handle some locally sourced product.

The combined distribution centres have increased our total
distribution capacity so we are now able to operate the existing
portfolio of over 900 stores in the UK, lreland and Europe.

Our distribution management team have concentrated on achieving
gains in efficiency, including enhanced route efficiency and
productivity through increased use of low ride double-decker trailers.
These trailers have the dimensions of a standard trailer, but have
50% more capacity and enable us to access stores that conventional
Double Decker Trailers cannot access.

We also have four cross-docking facilities, located in Scotland
(Coatbridge), the North East of England (Spennymoor), Ireland (Dublin)
and Northern reland (Larne). The cross-docking facilities in Scotland and
the North East of England are operated by our logistics partner, DHL.
Northern Ireland and Ireland are serviced by AM Nexday, a transportation
services company based in Belfast. We provide our own transportation
services for our Harlow, Springvale and Willenhall distribution centres.

We are also currently in the process of building a purpose built
350,000 square feet DC facility in Wigan to enable future store
growth, we will also implement a new Warehouse Management
System into this facility which will bring further efficiencies. The Wigan
DC is expected to open in the 2nd Quarter of FY2017.
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OUR BUSINESS MODEL
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We have established our market-leading position in the UK by focusing on
delivering amazing value to our customers every day. We believe that this is
achieved by selling a wide range of great products and top brands, offering
many new exciting lines each week, at a clear, consistent price point which
offers our customers amazing value for money. The same commitment to
delivering amazing value is met in Ireland and Spain under our Dealz brand.

We sell a wide range of products across 17 product categories including
general merchandise, household goods, grocery, impulse and health and
beauty, with all products in our stores in the UK selling for £1. Some of the
most recognised consumer brands in the world are sold in our stores, including
Coca Cola, Cadbury, Colgate, Heinz, Mars, McVities, Nestlé, Walkers, Proctor
& Gamble and Unilever. This branded product offering drives footfall to stores,
and of the approximately 3,500 core range SKUs in our average Poundland
store, over 1,000 SKUs are third-party branded. Our own label, typically higher
margin brands, provide our customers with even greater choice and value.

Over the course of the year, our product offer is refreshed continuously,
with around 10,000 new products introduced each year. This drives footfall
to the stores, as our customers in the UK, Ireland and mainland Spain.

We believe that the single price point in the UK provides us with a competitive
advantage to other retailers as it sets a clear and consistent base for price
comparison. Customers are able to compare prices on identical products across
retailers knowing that at Poundiand, product will always be on sale for £1.
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STRATEGIC REPORT

OUR GROUP
STRATEGCY

1. Continued focus on delivering amazing value to our
customers every day

Through our long track record of profitable growth, we have
demonstrated our ability to maintain and strengthen our position
as the market-leading, single price value general merchandise
retailer in the UK. To continue to drive improved business
performance, we will remain true to our goal of delivering
amazing value to our customers every day.

We believe that product innovation and exclusive product ranges,
including carefully selected celebrity endorsed offers, provide a
key competitive advantage and therefore we remain committed to
refreshing and developing our offer to meet consumer demands.
We will also, where appropriate, continue to focus on targeting
store marketing with tailored offers and third-party promotions,
vouchers and marketing activity.

2. Continued store roll out

Our track record of rapid store roll out in the UK and Ireland
continues, enhanced during the year by our growth in Spain,
where we now have 10 stores.

Our acquisition of the 99p Stores’ property portfolio is
complementary to our store roll out strategy and takes our
total store count in the UK & Ireland to nearly 900.

The value general merchandise market is forecast to continue
its exciting growth. We expect to remain one of the winners in
this sector. We generate strong cash pay backs from our new
stores in the UK and Ireland, so it makes sense to continue to
add to our store base, but only in sustainable shopping venues,
so that we create a strong platform for future cash generation.
We believe, supported by external research conducted by the
Javelin Group, that there is potential for more than 1,300
Poundland stores in the UK. In addition, we believe that there is
potential for more than 100 Dealz stores in Ireland.

However, because in the last financial year, we added over 300
stores to our portfolio, in the current financial year, we will open only a
net 20 to 30, in order to digest this significant level of growth. We plan
to revert to a more normal level of growth in future years. We believe
that there are opportunities to add stores throughout the UK and
Ireland, as the Poundland and Dealz business model is robust across
a wide variety of store sizes (between 1,700 and 20,000 square feet),
formats (high street, shopping centre, retail park) and market
demographics (22% of Poundiand’s UK customers are from the
affluent AB socio-demographic group, based on a survey
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conducted by Poundland in 2013). We are also increasingly focused
on retail park stores as part of the overall new store mix and also upon
opening stores in the South of England. The acquisition of 99p Stores
has helped us in furthering both of these goals.

3. Optimisation of existing store portfolio

We will continue to seek to drive growth in both average
transaction value and in number of transactions. We see
opportunities to drive this through

» continued innovation and development of our exclusive product
range both with branded suppliers as well as our own brands

» better category management and improved micro marketing
» selective use of multi-price products

We also expect, over the long term, as the consumer recovery
builds, to sell more general merchandise products and will
continue to improve our product range in these categories.

Around 165 of our stores are smaller than 4,000 square feet. While
some of these stores are appropriately sized for their location

and competitor set, we see opportunities to resite and/or
expand a number of these stores, which should enhance both
their performance and their long term sustainability.

4. Planned expansion into continental Europe

We looked at the expansion prospects in continental Europe in great
detail, considering our opportunities related to market size, price
differentials, brand overlap with the UK, supplier considerations,
logistics and site availability. We decided that Spain was the market
that gave us the most opportunity and we opened our first store

there in Torremolinos in July 2014. In addition to favourable
market conditions for Dealz in Spain, we identified high interest
in the concept through consumer surveys.

As planned, we opened 10 stores over a two-year period,
supported by our UK distribution centres and a small local facility
operated by DHL. The Spanish operations are staffed by a core
local team with extensive Spanish retail experience and are
supported by a UK-based senior management team. We have
fine-tuned and developed both our offer and our store model and
are pleased with the progress that we are making in developing a
long term economic model.

5. Format and channel development

We will continue to explore new growth opportunities and in
September last year, we launched our transactional website to
access new customers and fulfil different shopping missions. We
are also trialling a multi price format, using the Family Bargains
stores acquired in the 99p Stores’ acquisition as a platform.

As demonstrated by our acquisition of 99p Stores Limited, we will
continue to explore opportunities for consolidation as and when
they arise.
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STRATEGIC REPORT

CHAIRMAN'S
STATEMENT

Darren Shapland
Chairman

Trading and financial performance

Our trading and financial performance was undoubtedly disappointing
during the year, but ultimately it was a year which has laid the
foundations for future growth, given that we were successful in
acquiring and integrating the 99p Stores’ property portfolio.

Our results were impacted, as expected, by strong first half
comparables, but also by highly competitive market conditions,
the effect of the Black Friday shopping event upon consumers’
shopping behaviour in our important Q3 trading period and by
disruption caused by the accelerated 99p Stores’ conversion
programme. This meant that, while sales increased by 18.7%
during the financial year, due to our strong opening programme
and the impact of the acquisition of the 99p Stores’ property
portfolio, our underlying EBITDA fell by 4.1% to £56.9 million and
our underlying pretax profits fell by 7.0% to £39.3 million.

Further details of the Trading Performance are given in the
Chief Financial Officer's Report beginning on page 18.

Strategy

The acquisition of 99p Stores Ltd. ("99p Stores”) was the most
important strategic development of the year, taking us to nearly
900 stores across the UK & Ireland, as well as substantially
increasing our scale and giving us the opportunity to generate
significant incremental EBITDA.




Now that the 99p Stores’ property portfolio is fully converted to
Poundland, management is fully focussed upon generating
maximum benefits from our much larger scale and ensuring that
we get a good return upon the acquisition.

This financial year will see slightly fewer net new stores than usual
open in the UK & Republic of Ireland — at around 20 to 30 — as we
bed down the much larger group. There will however be a
continued focus on retail parks and the South of England, but also
a shift in emphasis towards Ireland, where we will look to open 20
stores, compared with 10 in FY 2016. We will also add a small
number of stores in Spain, as we extend our trial, carefully
selecting sustainable shopping venues, as we further develop the
Dealz concept and dilute our cost base further.

The Board and Corporate Governance

On 2 March 2016, we announced that our Chief Executive
Officer, Jim McCarthy was to retire from the Board in
September and was to be replaced by Kevin O'Byme, who
joined the Board on 4 April 2016 as Chief Executive Designate
and is to become Chief Executive Officer on 1 July 2016.

Jim will leave Poundland after a decade as CEO, having joined
the Company in August 2006. Under his leadership Poundland
has grown from 146 stores with sales of £310 million to a
business with over 900 stores in the UK, Ireland and Spain,
adding an additional £1 billion of sales in the process and serving
over 7 million customers every week.

| am delighted that Kevin O’'Byrne has agreed to join our team.
He is an experienced international retailer. During his career he
has been a Director of both Dixons Retail plc and Kingfisher
plc. His most recent role at Kingfisher was CEO of B&Q UK and
Ireland, the market leader in home improvement. Kevin is also
the senior independent director of Land Securities plc.

Full details of the Board, the Committees and their duties are
contained within pages 34 and 41 and the reports from the
Audit and Risk Committee, Remuneration Committee and
Governance and Nominations Committee beginning on pages
42, 43 and 46 respectively.

Our People

| know that, after a year in which we absorbed nearly six years’
of growth in one, | speak for the whole Board when | say that |
am immensely proud of our management teams and colleagues
across the business whether in our stores, distribution centres or
the Customer Support Centre, for the dedication that they have
shown and continue to show to the Group and the great service
that they give to our customers.

Dividend

| am pleased to announce that the Directors have
recommended a final dividend of 2.00p, giving a total for the
year of 3.65p, which represents dividend cover of 3.0 times, in
line with our promise in the prospectus to pay a dividend that
would be covered between 2.5 times and 3.5 times by earnings.

Looking Forward

The acquisition and full integration of the 99p Stores' portfolio
represents a step change for the business and leaves us well-
placed to continue to exploit the opportunity of being the largest
single price retailer in Europe. | look forward to our management
team extracting the scale benefits of trading from nearly 900
stores across the UK & Ireland.

Darren Shapland
Chairman
16 June 2016







