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Forward -Looking Statements

A

This presentation contains forward  -looking statements within the meaning of the Private Securities Litigation Reform Act of 1995 . All statements
contained in this presentation that do not relate to matters of historical fact should be considered forward -looking statements, including
statements about our expectations regarding our goals, strategies, priorities and initiatives, including our Optimization Pla n and key strategic
priorities; sales and profitability improvements; expectations regarding new store openings and relocations; anticipated fina nci al performance
and tax rate for fiscal 2017; anticipated benefits of tax reform; and anticipated charges and savings in connection with our Opt imization Plan.
Theseforward -l ooki ng statements are based on managementds current expechnteesbuns. T
involve known and unknown risks, uncertainties and other important factors that may cause our actual results, performance or ach ievements to
be materially different from any future results, performance or achievements expressed or implied by the forward -looking stateme nts, including,
but not limited to, the following: our Optimization Plan may not result in improved sales and profitability; our inability to op en or relocate new
stores, or remodel existing stores, in the timeframe and at the locations we anticipate; overall decline in the health of the ec onomy, consumer
spending, and the housing market; our operating and financial performance in a given period may not meet the guidance we prov ide d to the
public; our inability to manage costs and risks relating to new store openings; our inability to source and market new produc ts to meet consumer
preferences; our failure to achieve or maintain profitability; our dependence on a single distribution center for all of our stores; effects of a
security breach or cyber -attack of our website or information technology systems; our vulnerability to natural disasters and oth er unexpected
events; our reliance upon independent third party transportation providers; our inability to protect our brand; our failure t o successfully anticipate
consumer preferences and demand; our inability to manage our growth; inability to locate available retail store sites on term s acceptable to us;
our inability to maintain sufficient levels of cash flow to meet growth expectations; disruptions in the global financial mar kets leading to difficulty
in borrowing sufficient amounts of capital to finance the carrying costs of inventory to pay for capital expenditures and ope rating costs;
fluctuations in currency exchange rates; our inability to effectively manage our online sales; competition from other stores and internet based
competition; our inability to obtain merchandise on a timely basis at competitive prices as a result of changes in vendor rel ati onships; vendors
may sell similar or identical products to our competitors; our reliance on key executive management, and the transition in ou r executive
leadership; our inability to find, train and retain key personnel; labor relations difficulties; increases in health care cos ts and labor costs; our
dependence on foreign imports for our merchandise; violations of the U.S. Foreign Corrupt Practices Act and similar worldwide an ti-bribery and

anti -kickback laws; effects of tax reform; and our indebtedness may restrict our current and future operations.

These and other i mportant factors discussed under t h#-Kdiladwiththe e culRiesatd Fact or s
Exchange Commission, or SEC, on June 1, 2017, and our other reports filed with the SEC could cause actual results to differ m ate rially from those

indicated by the forward  -looking statements made in this presentation. Any such forward -l ooking statements r emEestimaest man
as of the date of this presentation. While we may elect to update such forward -looking statements at some point in the future, w e disclaim any

obligation to do so, even if subsequent events cause our views to change. These forward -looking statements should not be relied upon as

representing our views as of any date subsequent to the date of this presentation.

Non -GAAP Financial Measures - Certain financial measures included in these presentation materials, and which may be referred to in
managementds di scussion of the Companyds results and outl ook, havaecoonting been
principles (0GAAPOG), and t he-GAAP nareial measures. Bdn e 1GAA® dinancial maasurea shaould not be con sidered in

i solation or as an alternative to such measures det er mGAAR Becancdiliatianc 6 oatdanhbe &hnh
of these materials for a reconciliation.
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Company Snhapshot

Company Highlights Business Segments ($mm)

Aworldos largest retailer focused excduslyeibyrdSnud( 188017 " %eassmm:
organization products and solutions

A 90 stores across 32 states plus the District of Columbia, growing
website and call center

A One -of-a-kind retail concept offering a differentiated customer
experience

A Superior brand with affluent, loyal and passionate core customer

AEl fa, the Companydés wholly owned Swedish subsi and
manufactures component  -based shelving and drawer systems and
made -to-measure sliding doors 8 exclusive to The Container Store in
the United States

AAt or near the top of FORTUNEGs | ist of 0100 Best Companies to Work

Foré 19 years running

Financial Summary ($mm)

Net sales CAGR: 637 Adjusted EBITDA?
GR;6.6°7°
$900 - $794.6 $819.9 38455 $100 1 CA

$750 -
$75
$600 - $523.0
$450 - $50
$300 -
$25
$150 -
$0 - $0 s
FY 2009 FY 2015 FY 2016 LTM Dec 2017 FY 2009 FY 2015 FY 2016 LTM Dec 2017
1 Segmentation breakdown reflects total revenue net of intercompany eliminations; Elfa segment sales reflect only third party sales
2 Non -GAAP measure; For FY 2009 8 FY 2016 non-GAAP reconciliations, refer to public SEC filings. For the non  -GAAP reconciliation  for LTM Dec 2017, refer to slide 24.
3 FY 2016 includes a net benefit of $3.9 million related to the reversal of deferred compensation as a result of amended and re stated employment agreements entered into

with key executives during the first quarter of FY 2016.
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Broad Geographic Footprint
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Key Highlights

a Category leading specialty retailer
e Attractive and loyal customer demographics
a Unique merchandise mix driving differentiated customer offering and experience
Innovative leader in Custom Closets and organizational solutions
Acute focus on expense management and profitability improvement
a Prudent fleet management driving healthy store base
ﬂ Shifted Focus to Improvement of Existing Fleet Drives Decreased Capital Expenditures
e Strategic framework for efficiencies and to support profitable growth
a Employee -first culture, based on seven Foundation Principles

@ Proven leadership team committed to The Container St o rlen@-term success
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o Category Leading Specialty Retailer

Category Leading Competitive Position:

The Container Store's industry
leadership, unmatched
product assortment, excellent
customer service and national
footprint create significant
barriers to entry

<

Product Assortment

Exclusive Products

<

Price Point Range

<

Employee Training / Customer
Service

<

We continue to lead the
category we created 39 years
ago

Solutions Oriented Selling Approz.ch

Custom Solutions

Note: Based on management estimates and determinations when comparing against a peer set that includes storage aod,angssaimtiousewares, ritale
housewares, bifpox, office supply, home improvementpenmerce and specialty/Mom & Pop retailers

©2016 The Container Store, Inc. All rights reserved 7 me container store



® Attractive and Loyal Customer Demographics

Customer Profile

A ~69% of customers are between 34 & 64 years old

A ~79% of customers are female

A ~53% of customers have a household income over $100,000
A ~51% of customers have net worth over $500,000

A Loyal base of repeat customers

A High percentage of customer base researches online but shops in
store due to high customer service and the selling of both
customizable and personalized solutions

)

i
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o Unigue Merchandise Driving Differentiated
Customer Offering

Merchandise Strategy

A We are the premier storage and organizational solutions

£ - .
o~ |
” j
3 1

provider TCS Closets® g,{ewing Trash &
Recycling
e | W my
A Fresh offering of ~11,000 total SKUs with over 2,000 new SKUs E 'ILC “%-;S
introduced annually == N | I == B
Cleaning Closet Collections '\g;krggz &I?:ehsall(ifs
A Powerful, long -lasting vendor relationships drive competitive : 0 . {7 p—
pricing and selection : I rﬁ 4 H ¥ m
jay._Eri 3 | STIIT |
Travel Entryway Garage Storage
A Approach to merchandising that relies on disciplined focus, Vi e i P
curated selection, TCS branded products, design, quality A’:«%a" E ' =% 2 B
and competitive pricing B | M =0Es
Jewelry Kitchen Laundry Toy
Storage Storage

A Greater than 50% of net sales for FY 2016 were from

. . ) _ Merchandise Mix as a Percent of FY 2016 Total Net Sales
merchandise exclusive or proprietary to The Container Store

Storage, Box,

Shelving
14%
/_ Kitchen and
Trash
13%
-~~~

Bath, Travel,

A Custom Closets, including elfa ®, and TCS Closets®, are key
area of sales and profitability growth

i Exclusive and proprietary nature of Custom Closets

Custom
offering provides competitive advantage Closets! Office,
48% Collections,
i Custom Closets offering best sold in  -store or in -home Hgg/ks
0
Containers, Gift
L Packaging,
Other / Seasonal,
1% Impulse
LIncludes elfa ®, TCS Closets?, elfa ® Sliding Doors, closet completion products, installation services sold by the TCS segment, and Elfa 8%

segment sales to third parties
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9 Innovative Leader in Custom Closets and

Organizational Solutions

elfa® TCS Closets®
A elfa®is the foundation of our Custom Closets and space design A Exclusive TCS Closets collection complementing elfa  ® business
solutions and meeting customer demand for high -end closet offering

A Component -based nature is consistent with our solutions based
selling approach and drives higher average ticket

A Launched in Q1 FY 2015 and available now in all 90 stores

elfa ® is our highest volume and highest gross margin A Average ticket exceeds $10,000
department ($190.5mm in net sales and 25% of TCS net sales
for FY 2016)

Exclusivity of U.S. product line supports ongoing market
leadership i Sold both in -home and through Contained Home in -home
Continued opportunity to grow the elfa ® prand globally service

elfa ® Sliding Doors 8 exclusive, custom designed sliding door
solutions with high average ticket - testing in Manhattan and
Chicago markets

A Meaningful comp store sales and average ticket driver

Custom Closets Historical Sales 12 ($mm)

% of TCS 38.8% 39.8% 40.3% 41.1% 43.0% 43.6%
total net
sales CAGR: 7.6%

$323.7 $338.4

$281.2 $297.8

$238.0 $262.8

FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 LTM Dec 2017

1 Custom Closets includes elfa®, TCS Closets®, elfa® Sliding Doors, closet completion products and installation services;
2FY 20128 FY 2015 are based on old fiscal year and FY 2016 is under new fiscal calendar

The Container Store is devoting substantial strategic focus to Custom Closets
10 The Container Store”



Custom Closets Offering Customers
the Complete Solution for Her Needs

The Container Store®




Acute Focus on Expense Management
and Profitability Improvement

Gross Margin

A Disciplined approach to pricing and over 50% of net sales
are exclusive or proprietary products

i Strategic promotional campaigns

i Targeted use of traditional markdowns and strategic
discounting

A Demonstrated ability to hold margins amid challenging
traffic environment driven by proprietary offering and
superior customer service

SG&A

A SG&A Savings and Efficiency Program has generated

significant savings in FY 2016, with SG&A leveraging 220 bps:

i Payroll: 85 bps
i Benefits: 90 bps

A Adjusted EBITDA margin expanded from 8.6% t010.6% from
FY 2015 to FY 2016

A Beyond FY 2016 we expect to leverage fixed costs with
slightly positive to low single digit comps

Consistent Gross Margin Over Time

57.2% 58.6% 58.0% 58.8%

58.8%

58.6% 58.3% 58.1%

HI

FY 2009 FY 2010 FY 2011 FY 2012 FY 2013 FY 2014 FY 2015 FY 2016

SG&A Cost Savings Beginning to Materialize

48.2%  47.4% 46.3% 46.8%

47.3%

47.7% 496% 4739

1

FY 2009 FY 2010 FY 2011 FY 2012 FY 2013 FY 2014 FY 2015 FY 2016

Note: FY 2012 8 FY 2015 not recast for fiscal year change
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Real Estate Strategy

A

Disciplined approach to desirable real estate site selection in both
large and small markets

Quantitative focus, partnering with eSite to analyze customer
demographics

i Consumer profile and purchase behavior through extensive
customer database

i Analysis of range of store trade area and drive -time

Slower new store growth in near -term with four stores opened in FY
2017 and one relocation in FY 2017

Larger portion of capex is expected to be spent on existing fleet in

order to optimize floor space for Custom Closets, and elevate in -

store experience

In FY 2017, opened new, 25% smaller format in New Mexico. Store
has exceeded expectations since opening.

i Will explore other new store formats in future to continue to
optimize sales and profitability

Prudent Fleet Management Driving
Healthy Store Base

Total Store Count

FY 2009 FY 2010 FY 2011 FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017

Note: FY 2012 8 FY 2015 not recast for fiscal year change
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© Shifted Focus to Improvement of Existing Fleet
Drives Decreased Capital Expenditures

Store Count Growth The Container Store Capital Investment ($mm)
m Growth = Maintenance m Other = Elfa
_-— CAGR (9.3%)
$48.0 $48.6 $48.7 $46.4

n m
232
53 = 7.8 5

FY 2010 FY 2011 FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 FY 2012 FY 2013 FY 2014 FY 2015 FY 2016 FY 2017 E

g ’l’
a ©
© w

Note: FY 2012 & FY 2015 not recast for fiscal year change % net sales  6.9% 6.5% 6.2% 5.8% 3.5% 3.4%

Note: FY 2012 8 FY 2015 not recast for fiscal year change

Capital Expenditures
A Approximately $10.0mm investment in DC automation in FY 2015 0 FY 2016

A All new stores will feature updated layout expanding Custom Closets area of the store
A Committed to redesigning existing stores to enhance focus on Custom Closets offering, SKU rationalization and profitability

A Reallocation of capital toward existing fleet, instead of new stores, resulting in substantial FCF increase

Decreased growth of store base drives a 41% capex decline in FY 2016 from average historical capex

14

1 Represents FY 2012-FY 2015 average capex



0o Executing on Strategic Framework to Support
Profitable Growth

Key Strategic Initiatives

4 N/ N
TCSCLO S ETS” A Grow Custom Closets offering
A Collection complements elfa  ® business meeting high -end customer demand
elfa® A Custom Financing partnership with Synchrony launched July 2016 with positive early results
\_ J\_ J
4 a Y4 N
> - . . . . . .
Contalned L] Home A in-home organization service of ~190 independent, professional organizers
Our In-Home Organization Service AExpert advice for creating solutions personalized to fi
\_ J\_ J
( hY4 I
pop| A Personalized customer engagement program with over 5.8mm enrolled as of December 2017
E PERFECTLY A sales through the program now represent a majority of total sales and allow us to leverage
PERKS deep customer data in a more targeted fashion
\_ J\_ J

(" A Boosted mobile and multi  -channel experience leading to higher conversion rates and sales N
Click & Pickup and online content allow customers to research and shop solutions and
products however they prefer

Enhanced Omni -channel

Experience A Fully-integrated website and call center accounted for 15% of TCS net sales in FY 2016
\_ A My Organized Life 9 online user -generated shoppable tool launched in June 2016 Y,
4 N
A Disciplined approach to new store openings
Store Growth A Test and learn of a new, smaller format in New Mexico
Optimizing in -store space with SKU rationalization and refined assortment
o J
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© Employee -first Culture Provides
Distinct Competitive Advantage

Highly Trained and Passionate Employees

A Expert, well -trained salespeople

AUp to 260 hours of formal training
first year

A Fulktime turnover of approximately 13%

A Quality interactions between customers and passionate,
tenured employees

A Our solutions -based selling approach is designed to improve
customer conversion by providing a differentiated shopping
experience

$SWWUDFWLYH FXVWRPHU GHPRJUDSKLFVY DQG KLJKO\ PRWL
create a unique retail experience difficult to replicate online
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