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Safe Harbor Statement

All statements in this presentation that are not statements of historical fact are forward-looking statements within the meaning of the Private
Securities Litigation Reform Act of 1995. Such statement semantaadabea s e
subject to significant risks and uncertainties. Actual results could differ materially from those expressed in or implied by the forward-looking
statements contained in this presentation because of a variety of factors, including the effects of the novel coronavirus (COVID-19) on Macy's
customer demand and supply chain, as well as i ts consol iabliytoed r esu
successfully implement its Polaris strategy, including the ability to realize the anticipated benefits within the expected time frame or at all,

conditions to, or changes in the timing of proposed real estate and other transactions, prevailing interest rates and non-recurring charges, the

effect of potential changes to trade policies, store closings, competitive pressures from specialty stores, general merchandise stores, off-price

and discount stores, manufacturersd outlets, the I nter neactohthed cat a
availability and level of consumer debt, possible systems failures and/or security breaches, the potential for the incurrence of charges in
connection with the I mpairment of intangible assets, i rmledingirdks relgtedg oo

to the disruption of imports by labor disputes, regional or global health pandemics, and regional political and economic conditions, the effect of
weather, the amount and timing of future dividends and share repurchases and other factors identified in documents filed by the company with

the Securities and Exchange Commi ssi-bnpkingl Bdahgmentdend ahd athgm@psko
Annual Reporton Form 10-K forthey ear ended January 30, 2021 and t he-Q@othemaarieyaénded Qu ar
October 30, 2021. Macyos disclai ms any i n t-leokingistatemerdst whethed as agrestltiofmew t o
information, future events or otherwise, except as required by law.

This presentation includes non-GAAP financial measures that exclude the impact of certain financial statement items. Additional important
information regarding these non-GAAP financial measures as well as others used in the earnings release can be found on the Investors section
of our website and in the appendix of this presentation.
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Fourth Quarter and Full-Year Results



Fourth Quarter Snapshot

millions, except per share figures and percentages 4Q20 4Q19
Net Sales $8,665 $6,780 $8,337
Comp sales - owned 28.3% (17.0)% (0.6)%
Comp sales - owned + licensed 27.8% (17.1)% (0.5)%
Credit card revenues, net $264 $258 $239
Gross margin $3,159 $2,282 $3,071
Gross margin rate 36.5% 33.7% 36.8%
Selling, general & administrative expense (SG&A) $2,429 $2,045 $2,509
SG&A rate 28.0% 30.2% 30.1%
Asset sale gains $30 $40 $95

Earnings before interest, taxes, depreciation and

amortization (EBITDA) $1,232 $636 $rrv
Adjusted EBITDA $1,247 $789 $1,160
Diluted earnings per share (EPS) $2.44 $0.50 $1.09
Adjusted Diluted EPS $2.45 $0.80 $2.12




Fiscal Year Snapshot

millions, except per share figures and percentages FY21 FY20 FY19
Net Sales $24,460 $17,346 $24,560
Comp sales - owned 43.0% (27.9)% (0.8%)
Comp sales - owned + licensed 42.9% (27.9)% (0.7%)
Credit card revenues, net $832 $751 $771
Gross margin $9,504 $5,060 $9,389
Gross margin rate 38.9% 29.2% 38.2%
SG&A $8,047 $6,767 $8,998
SG&A rate 32.9% 39.0% 36.6%
Asset sale gains $91 $60 $162
EBITDA $3,194 $(3,546) $1,924
Adjusted EBITDA $3,320 $117 $2,336
Diluted EPS $4.55 $(12.68) $1.81
Adjusted Diluted EPS $5.31 $(2.21) $2.91
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Fourth Quarter Highlights

A Adjusted diluted earnings per share of $2.45 exceeded expectations; diluted earnings per share of $2.44

A Comparable sales up 28.3% on an owned basis and up 27.8% on an owned plus licensed basis versus 4Q20
A Comparable sales up 6.6% on an owned basis and up 6.1% on an owned plus licensed basis versus 4Q19

A Digital sales grew 12% versus 4Q20 and 36% versus 4Q19
A Digital penetration was 39% of net sales, a 5-ppt decline from 4Q20, but a 9-ppt improvement over 4Q19

A Gross margin for the quarter was 36.5% up from 33.7% in 4Q20 and down 30 bps from 4Q19
A Merchandise margin improved 160 basis points from 4Q19, largely due to benefits from leaner, more productive inventories, lower
markdowns and pricing initiatives, which helped drive higher full price sell throughs and AURSs
A Delivery expense as a percent of net sales increased 190 basis points from 4Q19, due to increased digital penetration and addition of
holiday delivery expense surcharges

A Inventory turnover for the trailing 12 months improved 21% over FY20 and 22% over FY19
A Inventory was up 16% from 2020 and down 16% versus FY19
A Inventory productivity driven by further evolving and scaling our data science while maintaining disciplined buying behavior

A SG&A expense of $2.4 billion, a $384 million increase from 4Q20 and a $80 million decline from 4Q19
A SG&A as a percent of sales was 28.0%, an improvement of 220 basis points from 4Q20 and 210 bps from 4Q19



Fourth Quarter Financial Highlights

(Comparison to 4Q19 included below to more appropriately benchmark our performance)

millions, except per share figures and
percentages 4Q21 Notes

Credit Revenue $264
A Better than expected bad debt levels continued to benefit credit card revenues during the quarter
Change to 4Q19 +$25
Gross Margin $3 159 A Merchandise margin improved 160 bps driven by leaner inventory levels, more efficient inventory
’ productivity and lower markdowns compared to 2019. Pricing initiatives continued to contribute to
Change to 4Q19 +$88 higher full price sell throughs and higher full price AURs and included a benefit of approximately $240
_ million due to POS pricing work and | ocation |
Gross Margin Rate 36.5% sell through improved 660 basis points and full price AURS increased 10%.
Change to 4Q19 -30 bps A Delivery expense was 5.9% of net sales, 190 bps higher than 2019. This increase was largely driven
by increased digital penetration and an 85 bps impact from the holiday surcharge.
SG&A Expense $2,429
Change to 4Q19 -$80 A Reflects strong expense leverage in conjunction with growing sales, the impact of the permanent
Polaris cost savings, and the revenue generated
SG&A Rate 28.0% increased labor costs
Change to 4Q19 -210 bps
Adjusted EBITDA margin 14.4%
Change to 4Q19 +50 bps A Driven by strong performance in key value creation metrics: sales, gross margin, inventory
Adjusted Diluted EPS $2.45 productivity, and expense management
Change to 4Q19 +$0.33 6




Macyos, | nc. | S a

More agile, more profitable and more relevant to customers

FY2019

Digital team worked as a siloed organization

Store strategy was largely focused on the highest quality A and B
malls while accelerating the closure of stores in C and D malls

behavior and approach to promotions was overly complicated, which

ﬁm Over-indexed on occasion-based apparel, had less disciplined buying
all drove high levels of markdowns and low inventory productivity

Spread between customer acquisition levels and customer attrition
levels was narrow

Created a new, integrated team to reimagine the supply chain that
previously separated out store and digital inventories and relied on a
distribution network that lacked efficiency

Invested in advanced technology and data science throughout
operations, enabling increased productivity and profitability of the
entire business

L

Transfor med

Organi zat

FY2021

e

Scaled platform and fully integrat
website in our categories with 39% digital penetration, an increase of 9
ppt versus 4Q19

Delayed closures to maintain physical presence in markets while
scaling off-mall format stores. Stores act as fulfillment hubs and support
digital through BOPS, curbside pickup, and same-day delivery

Balanced, curated merchandise assortment reflects disciplined
purchasing behavior, with new categories, products and brands that
inspire customersod6 style with si mg

Accelerated rate of customer acquisition that far outweighs attrition.
Full year 2021 new customers increased 26% over 2019 to 19.4 million.
44 million active customers in full-year 2021, exceeding 2019 by 1%.

Modern supply chain network is more agile, data driven and
increasingly automated. Increased speed of delivery as well as
efficiencies in both operations and inventory utilization

Successfully built a new Enterprise Data and Analytics Organization
that embeds data and analytics into all operations




Fiscal Year Family of Business Sales Penetration

41% 41%

38%
23%
22% 2% o, ° 22%
18% ° 19%
I 17% I 7%

Womends Accessories, Womenmat Appar el Mends an Ki dbés Home/Other
Apparel, Shoes, Cosmetics and
Fragrances
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Fourth Quarter Credit Card Revenue

Performance Metrics 40Q21

Net Credit Card Revenue $264M, *+ $25M from 4Q19
Net Credit Card Revenue Penetration 3.0% of sales, t 10bps vs 4Q19
Digital new accounts 1 35% vs 4Q19

New accounts 777K, +16% to 4Q19
Proprietary card penetration rate 40.5%, v 590 bps to 4Q19

A Digital new account growth driven by stronger approval rates, consistent with
healthier online credit customer

A Citibank has been a strong partner to Ma
forward to continuing to work together based on the shared commitment to
innovation and customer service excellence




Enhancing Shareholder Value

A Fiscal year 2021 free cash flow of $2.3 billion
A Includes receipt in January of the majority of the CARES act tax refund of $582 million *
A Cash flow from operating activities of $2.7 billion, driven by EBITDA growth as well as improved working capital

0 Working capital inflow of $195 million in 2021 driven by the CARES Act tax refund, partially offset by inventory levels net of
merchandise payables consistent with a more robust holiday season in 2021

0 Capital expenditures of $597 million focused largely on technology-based initiatives, including those that support the digital
business, data science initiatives and the simplification of the technology architecture

A Repaid $1.6 billion of debt early in FY2021

A Resulted in year-end Adjusted Debt-to-Adjusted EBITDAR leverage ratio of 1.8x, well below initial target of 2.5x and materially better
than pre-pandemic levels

A Returned $90 million to shareholders in dividend payments in FY21
A Announced a quarterly dividend of 15.75 cents per share on Macy

A Share repurchase program
A Repurchased a total of 20.5 million shares, or more than 6.5% of total shares outstanding, exhausting our $500 million share buyback
authorization
A Authorized new $2 billion share repurchase program

* As further disclosed i n -K ddarch@mpoadntheiCoronavirua Aid, Ralief, mnd Eddbnomic Security Act ( ACARES Act 0) was signed into | a
benefits, the carryback of certain net operating losses. Previously and as a result, the company had estimated an income tax receivable of $590 million and expected receipt in the first half of 2022. This 1
$582 million received during the fourth quarter of 2021 represents the bulk of the expected receipts. The company estimates a remaining $12 million will be received during the first half of 2022.



Remaining Long-term Debt Maturities, as of January 29, 2022

($ Millions) 3.24%
6.08%
- 13 5.28%
4.38%
b .
387 385
579 5.13% 4.30%
6.85%
’ 6.38% 250 250
193
6.79% .
133 7 agop 6:90%
7.60% - 5 12

Fiscal Year 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2036 2037 2038 2039 2040 2041 2042 2043

OUnsecured ®2nd Lien Secured Notes
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Capital Allocation Strategy

Best-positioned for access to bank and capital market funding under all economic scenarios
Capital Structure Maintain investment grade credit metrics with well-laddered debt maturities
Target Adjusted Debt-to-Adjusted EBITDAR ratio of 2.0x or below

Value-enhancing Further strengthen digitally-led capabilities across enterprise
Investments Capital expenditures of approximately $3.0 billion over the next three years

Strategic As needed, value creating investments to further accelerate Polaris strategy and drive returns
Investments

Dividends
A Targeted increase of 2021 quarterly dividend of 15¢ per share by approximately 5% annually

Capital Returned

ORI 1[o][s[SEM Stock Repurchase
A Absent more attractive investment alternatives, take advantage of share valuation

A $2 billion authorization available

12




Cash Available for Enhancing Shareholder Value 2022 through 2024

Between $3.2 billion and $3.6 billion of Free Cash Flow
+

Incremental debt capacity of up to $900 million

Dividends Return on Share
Invested Capital Repurchases

Target 5% Drive ROIC with Authorization of
increase annually value-enhancing $2 billion starting
projects and in 2022
strategic
investments

Note: 13
Incremental debt capacityt ak es i nt o ac c o evetagetarid &BITDA mmetsayddepredents debt that could be added to existing maturities to simply maintain leverage targets in 2024.




Brand and Channel Performance



Digitally Led Omnichannel Model

Committed to delivering a dynamic integration of physical stores and
digital shopping which is the most effective way to meet the needs of

an omnichannel customer D
Q O
D 9@
AThe Macyods, l nc. omni c hann edn-class @®mngetce m iq?cl

platform integrated with a nationwide footprint of stores and fulfillment centers to o
deliver the most convenient and seamless shopping experience ©
Yo
]
A Well-integrated strategy built on a strong brand leveraging every advantage of 0
brick & mortar and every opportunity of digital

Alntegrated, omnichannel Macy®6ds, -priceto. , wilt es fr
| uxury, continues to be the most appealin di ver
generational customer base Ol‘der

AThe Macyods, Inc. omnichannel customer Fulfilment

A Shops frequently: 3 to 3.5 times more than single channel customers
A Omni shopped at the same frequency now versus 2019
A Spends more: 2.5 to 3.5x times than single channel customers D :
A Omni average spend increased 10% versus 2019 Ala & Ana\\]\\os
A Increasingly Loyal: 1 to 2x times than single channel customers
A Omni customer loyalty penetration increased 12 percentage
points versus 2019
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Most Omnichannel Markets are Growing

Increasing importance of interplay between digital and physical assets

Philadelphia, PA

A Omni sales growth: +6% vs 4Q19

@ A Stores (13 locations): -6% vs 4Q19
A Digital sales growth: +31% vs 4Q19

San Francisco, CA

A Omni sales growth: -11% vs 4Q19
A Stores (14 locations): -16% vs 4Q19
A Digital sales growth: +5% vs 4Q19

Houston, TX

A Omni sales growth: +13% vs 4Q19
A Stores (10 locations): +5% vs 4Q19
A Digital sales growth: +36% vs 4Q19

Riverside-San Bernardino, CA
A Omni sales growth: +20% vs 4Q19
A Stores (9 locations): +14% vs 4Q19
A Digital sales growth: +41% vs 4Q19

Miami- Fort Lauderdale, FL

A Omni sales growth: +8% vs 4Q19
A Stores (20 locations): +1% vs 4Q19
A Digital sales growth: +42% vs 4Q19

Phoenix, AZ

A Omni sales growth: +12% vs 4Q19
A Stores (6 locations): +3% vs 4Q19
A Digital sales growth: +31% vs 4Q19

AAcross the Macyds namepl ate ecosystem, digital sales per capaphysicapresen8eX hi gher i n mar ke

A More than 58% of the markets with stores saw omnichannel sales growth over 4Q19, representing ~80% of comp owned plus licensed sales, with over half growing 10% or more

A FY2021, 52% of markets had omnichannel sales growth above 2019 levels

*Markets are defined as a core-based statistical area (CBSA) is a U.S. geographic area defined by the Office of Management and Budget (OMB) that consists of one or more counties (or equivalents)
anchored by an urban center of at least 10,000 people plus adjacent counties that are socioeconomically tied to the urban center by commuting. Color coding for illustration, not market definition.




Digital Channel Performance Metrics

Sales

Penetration

Sales from Mobile Devices *
Number of Visits *

Conversion Rate *

Vendor Direct % of Digital Sales *

Digital Sales Fulfilled by Stores *

Up 36% to 4Q19

39% of net sales vs. 30% in 4Q19

63% of digital demand sales
813 million, up 11% to 4Q19
4.47%, up 9% to 4Q19
19%

28%

Sales

Penetration

Sales from Mobile Devices *
Number of Visits *

Conversion Rate *

Vendor Direct % of Digital Sales *

Digital Sales Fulfilled by Stores *

* Figures reflect macys.com only.

Up 39% to FY19
35% of net sales vs. 25% in FY19
62% of digital demand sales
2.3 billion, up 15% to FY19
4.24%, up 13% to FY19
18%
25%




Omnichannel Ecosystem Investment Highlights

Digital
A Mobile App: redesigned to make it even easier for customers to shop their personal style, price check in- X MACYS MEDIA NETWORK
store, build favorites lists, manage their star rewards, and track orders
A Macyods app downloads up 81% vs. 3Q21, |l argest i n downl oads
A Live Shopping:enabl es customers to explore the | atest t 0

discover new products complemented by a social component
A Since launch, the company has recorded ~40 episodes with a nearly 6% conversion rate

.{.

%ﬁ.‘%

Welcome back,
Mariana!

A Payment Options: now include Apple Pay, Klarna Express Checkout, PayPal and Venmo

A Sitelets: launched several successful sitelets including Contemporary for U-40 customers as well as the
Sustainability and Clean Beauty for socially-minded customers

Herald Square

A Digital Marketplace: launching in 2H22, the curated, digital marketplace will dramatically expand its

Purchases & Returns

Schage, start & return & more

online SKU assortment '
A Partnering with Mirakl, an enterprise marketplace technology company to power the platform Paypa’ ofsCed
A Carefully selected 3d-party merchants will sell products on macys.com and bloomingdales.com ‘ - ‘ venmo —
“;r". Star Rewards

A Macyods Medi dn-hbusemediaragency that enables B2B monetization of advertising

partnerships
A Generated more than $105 million in net revenue that flows through SG&A in FY21
A Advertiser count increased 2.8 times versus 4Q20
A Total campaign count quadrupled versus 4Q20
A - Expanded to include Bloomingdal efs MIRAKL
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Omnichannel Ecosystem Investment Highlights

Store

A Off-Mall Small Format:pot enti al to expand mar ket share is enhanced b
A Opened 8 off-mall formats across Dallas, Atlanta and Washington D.C. markets in 2021
Alncludes Market by Macyos, Freestanding Backstage,
A Targetingaround 10 offmal | | ocations in 2022, a mix of Mopnkiesand
Bl oomingdal ebs the Outl et
A Encouraged by initial results and will continue to add similar store formats in additional markets
A Full-line Stores: Building new capabilities to ensure the shopping experience is as convenient and compelling as possible
A lterating on store fleet to create a connected, tech-enabled omni ecosystem
A Reimagining full in-store experience for customers while maximizing productivity and functionality of every location

Distribution Centers

A Expanding and relocating distribution centers to support business growth and serve the growing customer base
A Regularly reviewing supply chain locations for opportunities to leverage network and improve cost efficiencies

Colleagues

A Providing a Debt-free Education Benefit Program: US-based, regular, salaried and hourly colleagues are able to pursue a o
range of education programs with 100% of tuition, books and fees covered
A Investing ~$35M over the next 4 years
A Partnering with Guild Education to build the program
A Raising the Minimum Rate to $15/Hour:r ai si ng t he mi ni mum r dotationsafar new arsl cuadni  Ma ¢
colleagues
A Will achieve this target nationally by May 2022
A Will increase average total pay for hourly colleagues to ~$20 an hour

_ A '
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Nameplate Fourth Quarter Highlights

K MACYS

Comparable sales - owned + licensed Up 5.2% compared to 4Q19; 3.2pt decrease to 3Q21
Digital Penetration 38%
1
olapmingadalers
4Q21
Comparable sales - owned + licensed Up 13.0% compared to 4Q19; 1.8pt improvement to 3Q21
Digital Penetration 42%

bluemercury:

Comparable sales - owned + licensed Up 3.1% compared to 4Q19; 5.3pt improvement to 3Q21

Digital Penetration 24%
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Macyos Mer cbmateli si n

Best positioned, based on the health of inventory coupled with multi-category and multi-channel
capabilities, to pivot with great agility to the best customer trends

Top Performing Categories

A Fragrances, fine jewelry, home d®cor, mends o
A Successfully navigated supply chain challenges, had strong assortment for holiday T 39 s

Attracting Under-40 Customer
A Added a curated selection of brands, products, and categories to 160 stores
A Market Brands: Cotton On, Steve Madden, Michael KorsandL e vi 6 s
A Private Brands: And Now This and Oake
A Pleased with customer response and early results

Building Best-in-Class Experiences through Brand Partnerships
A Toys O6R6 Us
A Expect to open SWS in all locations during 2H2022
A Customers that shopped Toys fARO Us, 25% wer
A 93% of toys customers cross-shopped categories
A Increased toy sales 3x over 4Q19

A Fanatics

- .
A Increases fan apparel offering by 20x v Fq nCItICS

A Driving higher AURs in each of its categories

A Pandora PANDORA *mGCYS

A New, in-store brand partner addition, seeing a strong customer response
A Opened 5 stores in November with plans to add 28 stores in 2022




MacyoOSs
Fourth Quarter
and Full-year
2021 Customer
Profile

Fourth Quarter Star Rewards Loyalty Members

N T T T

Sales* $2.2B $959M $539M $1.2B
Active Customers 3.5M 3.5M 3.7M 6.5M
Average Spend per Customer $642 $275 $147 $187
Average Visits 5.3 2.8 1.7 1.9

Average Spend per Visit $120 $97 $85 $100

Full-Year 2021 Star Rewards Loyalty Members

T i | oo | s | orome

Sales* $7.1B $2.6B $1.4B $3.2B
Active Customers 4.1M 4./M 6.8M 12.2M
Average Spend per Customer $1,718 $556 $204 $262
Average Visits 14.5 6.1 2.6 2.6

Average Spend per Visit $119 $91 $79 $102
Under 40** 12% 14% 26% 48%
Diverse** 51% 47% 38% 53%

*Comparable owned-plus-licensed sales on proprietary credit card

K MACYs ..



R Fourth Quarter 2021
Ma C Y OS Fou A Approximately 7.2 million new customers shopped the Macy's brand during the quarter, an

op
Qu arter and FU”- 11% mcrgase versus the fourth quarter of 2019 N

A During the fourth quarter of 2021, 58% of new customers came through the digital channel
year 2021

CU StO mer A During the quarter, Star Rewards program members made up approximately 66% of the
ng h | | g htS total Macy's brand comparable owned plus licensed sales, up approximately 8 percentage
points versus fourth quarter 2019

A Platinum, Gold and Silver customers in the Star Rewards Loyalty program continued to
engage, with the average customer spend up 9% versus the fourth quarter of 2019

A The Bronze segment of the Star Rewards Loyalty program, its youngest and most diverse
loyalty tier, continued to grow with the addition of 3.5 million new members during the
quarter

Full-year 2021

A Macyés brand active customer count increased 1
million
A For the full year, after eliminating repeat

increased 40% over 2020 and 26% over 2019 to 19.4 million
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