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Our goal at U.S.Merchants / Diversified Repackaging is to be
recognized as the leading service provider in the packaging
and distribution industry, through dedication to our customers
and commitment to superior service. Our fundamental
approach to business is summarized into our core

principles known as the Jeff Green Standards.

The Jeff Green Standard of the Month

Develop unique and exciting packaging
features, such as colorful artwork,

United States Market Share

The chart on the right shows United States market share data for BJ's, Costco and Sam’s Club in four key categories:
product sales, membership fees, operating profit and square footage. The US Warehouse Club Market Share
most recently completed fiscal year data is provided as well as the [ R oy
previous five fiscal years. The data for this chart is from club operations in Product

the United States, only. saes  IENEAEAEA EA EAES D
Sam's | 41% | 42% | 43% | 43% | 44% | 44% -1%

Costco | 47% | 46% | 45% | 44% | 41% | 41% 2%

CAGR

Costco

Product Sales — The data in this section includes both product and [ESEE—_G.
ancillary sales. Costco has grown its share of U.S. club merchandise [EESRul 57° | &% | %6 | 9% | 9% | 8% | % | %
sales from 47% in fiscal 2002 to 50% in fiscal 2007 while Sam’s share —
decreased from 44% in fiscal 2002 to 41% in fiscal 2007. BJ's share of et M— -1~ T 50r 70 | 5% | 10% | 5%

U.S. club product sales remained at 9% during the past six fiscal years. Profit

Sam's | 51% | 50% | 48% | 46% | 48% | 47% 2%

. . . . Costco | 36% | 35% | 35% | 35% | 34% | 34% 1%
Membership Fees — Despite having 200 fewer U.S. locations compared [EREECaN 30 T13% | 1% | 13% | 3% | 3% | 0%

to Sam’s Club, Costco’s share of U.S. membership revenues surpassed [l
Sam’s for the first time in fiscal 2006 and fiscal 2007. Costco’s
membership revenue growth nationally is due to a more aggressive club expansion program and the highest
membership fees in the club industry.

Sam's
WCF Research and Estimates, Company Annual and 10K Reports.

Operating Profit — BJ's share of U.S. operating income declined from 10% in fiscal 2002 to 7% in fiscal 2007. Sam’s
operating profit share has grown from 47% in fiscal 2002 to 51% in fiscal 2007 while Costco’s share decreased from
43% in fiscal 2002 to 42% in fiscal 2007.

Square Footage — In fiscal 2007, Sam’s share of U.S. square footage was the highest in the club industry at 51% with
Costco at 36% and BJ’s at 13%.

Projections through 2013

This section provides worldwide warehouse club merchandise sales projections for the next five calendar years from
2009 to 2013 (see charts on the next page). The projections are based on announced expansion plans, past sales
performance, average sales per existing and new location and projected comparable sales.
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BJ's Wholesale Costco Sam's Club Club Industry
Calendar United States United States Worldwide United States Worldwide United States Worldwide
Sales | Clubs | Comps Sales Sales Sales

2009 10,545 | 186 55% | $61,261 | 415 79,691 | 574 5.5% 49,048 | 610 60,390 | 748 45% | $120,854 | 1,211 | $150,626 | 1,508 | 5.1%
2010 11,410 | 195 5.8% 64,816 | 429 84,449 | 597 4.3% 51,296 | 619 63,293 | 764 3.9% 127,521 | 1,243 | $159,151 | 1556 | 4.3%
2011 12,342 | 203 6.2% 69,886 | 445 91,131 | 622 6.2% 53,720 | 629 66,476 | 783 4.0% 135949 | 1,277 | $169,949 | 1,608 | 53%
2012 $13,283 | 211 5.8% 75,757 | 462 98,948 | 650 6.8% 56,064 | 640 69,554 | 803 3.6% 145,103 | 1,313 [ $181,785 | 1,664 | 5.5%
2013 14,293 | 220 5.7% 81,147 | 476 | $106,291 | 676 5.9% | $58,828 | 651 73,229 | 825 4.2% 154,268 | 1,347 | $193,813 | 1,721 | 5.2%

09-13 CAGR | 7.9% | 4.3% n/a 7.3% | 35% | 7.5% | 4.2% n/a 4.7% | 1.6% | 4.9% [ 2.5% n/a 6.3% | 2.7% | 6.5% | 3.4% n/a

Sales figures in millions. 2009-2013 projections by WCF.

BJ’s — Under Herbert Zarkin, BJ's chairman of the board of directors and chief executive officer, BJ's expansion strategy
has been conservative focusing on existing markets. From 2004 to 2008, BJ's opened an average of six locations with a
net of only two clubs in 2008. BJ's actually opened three clubs in 2008 but closed its only location in South Carolina.

In 2009 and 2010, BJ's will continue to focus on existing markets but will increase the number of openings to a projected
seven clubs in 2009 and nine locations in 2010. According to previous quarterly conference calls, BJ's has identified up
to 50 potential locations in existing markets. BJ’'s 10.4% comparable sales increase in 2008 was the strongest in the
industry. Despite that impressive performance, projected comparable sales from 2009 to 2013 will range from 5.5% to
6.2%. By 2013, BJ's will operate 220 clubs with annual sales of $14.3 billion.

Costco — Costco’s expansion strategy is based on two concepts: First, in markets where it currently operates, properly
located new clubs only marginally cannibalize existing locations. New location incremental sales and membership
revenue more than offset the initial sales loss at existing locations. Additionally, by adding more locations in existing
markets, Costco increases member shopping frequency and market share, making it more difficult for a competitor to
enter.

Second, Costco’s reputation, operating strategy and company size enable it to not only open clubs in new markets, but
be patient for those locations to grow. In terms of net new club openings, Costco led the warehouse club industry from
2004 to 2008 and will continue to lead the industry from 2009 to 2013. From 2004 to 2008, Costco opened an average
of 25 net clubs globally (5.2% annual growth) and from 2009 to 2013, Costco is projected to open an average of 25 net
clubs worldwide (4.2% annual growth).

By 2013, Costco will operate 476 locations in the United States with annual sales of $81.1 billion, 200 locations
internationally with annual sales of $25.2 billion and 676 worldwide locations with annual sales of $106.3 billion. From
2009 to 2013, comparable sales growth will range from 4.3% to 6.8%.

In terms of long term potential, according to a previous PowerPoint presentation in Costco’s investor relations section of
its web site (www.costco.com), the company, which currently operates 550 worldwide locations (399 nationally and 151
internationally), could potentially operate 1,025 worldwide clubs (712 nationally and 313 internationally).

Sam’s Club — From 2004 to 2008, Sam’s Club opened an average of 22 net locations worldwide including 12 locations
in the United States and ten locations internationally. From 2009 to 2013, Sam’s Club is projected to open an average of
19 net locations globally including ten locations nationally and nine locations internationally.

In the United States, in particular, Sam’s Club sees long term potential in smaller markets. In the March, 2008 issue of
Connecting NWA, Doug McMillon, president and chief executive officer of Sam’s Club, said, “If we can go into a smaller
community and have a nice return on investment and grow same-store sales over time, I'm perfectly happy with that
situation. We've got opportunities to grow, not only in new units ... in other markets that we’'ve not been in before.”

PriceSmart oS URNII N By 2013, Sam’s Club will operate 651 clubs in the United States with
Calendar Worldwide Worldwide annual sales of $58.8 billion, 174 locations internationally with annual
— Sales 1 Clubs | Comps | Sales | Clubs ] Comps| sales of $14.4 billion and 825 worldwide locations with annual sales of
2010 1641 | 30 | 120w | sers | 13 | eow | $73.2 billion. From 2009 to 2013, comparable sales growth will range
2011 1,872 32 10.5% 292 13 6.2% 0 0
2012 2,084 | 33 9.8% 324 | 14 7o% | from 3.6% to 4.5%.
2013 2,305 34 9.2% 359 15 7.5%
09-13 CAGR | 13.0% | 5.0% n/a 9.6% | 5.7% n/a ; : H :
PriceSmart — From 2004 to 2008, PriceSmart opened just two locations.

However, PriceSmart’s expansion plan going forward is much more
aggressive. The company announced a new location in Trinidad (tentative opening in fall, 2009), a new location in
Costa Rica (no opening date announced), a relocation of an existing club in Panama to a new building (no opening date
announced), a potential new location in the Dominican Republic and, potentially, opening multiple locations in Colombia.

Despite opening only two new clubs from 2004 to 2008, PriceSmart’s sales increased an average of 17.6% annually
from $610 million in 2004 to $1.2 billion in 2008. From 2009 to 2013, PriceSmart will open a total of nine new locations.
Comparable sales will not be as strong as the previous four years but will still lead the industry with increases ranging
from 9.2% to 13.5%. By 2013, PriceSmart will operate 34 clubs in the Caribbean and Central America with annual sales
of $2.3 hillion.
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Cost-U-Less — In December, 2007, The North West Company acquired Cost-U-Less. The North West Company, which
generates approximately $1.3 billion annually, operates 220 food and general merchandise retail stores in Canada,
Alaska, the South Pacific, Hawaii and the Caribbean. The company primarily services rural communities and urban
neighborhoods using a number of different banners including Northern, NorthMart, Giant Tiger and AC Value Center.
The North West Company does not report monthly sales results for Cost-U-Less.

From 2004 to 2008, Cost-U-Less’ annual sales increased 3.4% annually from $210 million in 2004 to $240 million in
2008. During that same time period, the company opened one location. In a July 16, 2008 report from The Nation
Newspaper, Edward Kennedy, president and chief executive officer of The North West Company, said, “Since acquiring
the business, we have been studying the prospects for further growth in ... Barbados, Aruba, Dominica, Saipan and
Guam.”

From 2009 to 2013, it is estimated that Cost-U-Less will open 3 new locations and by 2013, the company will generate
annual sales of $359 million from 15 locations. This represents annual location growth of 5.7% and annual sales growth
of 9.6%. During that same time period, it is projected that comparable sales will gradually increase each year from 4.0%

in 2009 to 7.5% in 2013,
CLUB NEWS

Sam’s Club

Doug McMillon Promoted
Company Press Release — January 7, 2009

Wal-Mart announced that effective February 1, 2009, Doug McMillon, president and chief executive officer of Sam’s
Club, will be promoted to president and chief executive officer of Wal-Mart International, the company’s second largest
operating unit. McMillon will report to Mike Duke who is succeeding Lee Scott as president and chief executive officer of
Wal-Mart. McMillon has been in charge of Sam’s Club since 2005 when he replaced Kevin Turner.

Commenting on the announcement, Duke said, “It is exciting to promote a long-term associate to lead our second
largest business. Doug began his Wal-Mart career as an hourly associate, unloading trucks at a distribution center, while
he worked his way through college. In his 18 years with the company, Doug has learned the business from the bottom
up, with leadership roles in all three operating divisions. One of the best things about this company is that, as we grow,
we are able to offer broad career opportunities to our associates around the world.”

Commenting on the promotion, McMillon said, “It is both exciting and humbling to join the team that is taking the Wal-
Mart mission of saving people money so they can live better to customers around the world. The potential is huge and
the need is great. Our strategy of focused execution, leveraging our global scale, our global commitment to low prices
and the dedication of our associates positions us well for further success.”

Costco Wholesale

Burley Regrets Selling Costco
Bicycle Retailer — January 11, 2009

Burley Design, based in Eugene, Oregon, designs and manufactures child and pet bicycle trailers. The company is well
known for producing high quality products. In November, 2008, Burley was faced with an overstock of approximately
1,000 trailers. The trailers were produced in 2008 and Burley intended to sell them in 2009 but customers, instead, were
ordering the 2009 models. Burley did not want to clog the market with 2008 trailers preferring instead to concentrate on
selling its 2009 trailers.

Michael Coughlin, chief executive officer of Burley, said, “So we’re sitting here at the end of November saying, ‘OK, we
have all this product that we don’t have a home for, how are we going to get rid of these?’ We wanted to keep them out
of the bike channel and we wanted to get them out of the market fast.” The company decided to sell the overstock to
Costco at a discount. Approximately 100 trailers were to be sold on Costco.com and the rest would be sold in the club
locations.

However, the Costco deal did not sit well with Burley distributors. Coughlin said, “It may have been a good financial
decision, but from the standpoint of our bike shops, it's a sign that we're not committed to the channel and that’'s not the
case ... In hindsight, we will never do it again.”

Costco is selling three SKUs on its web site: a pet trailer for $179.99, a one child trailer with a waterproof cover for
$279.99 and a one or two child trailer with a waterproof cover for $329.99.
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Costco Wholesale

Costco Stands Behind Rebate Program
Las Vegas Now (www.lasvegasnow.com) — December 2, 2008

Costco’s third party rebate check processing company, Continental Promotion Group (CPG), recently filed for Chapter
11 bankruptcy. Costco members who received rebate checks prior to November 13, 2008 were advised by Costco to
not deposit them in their bank. Those checks, which were processed and sent by CPG, would bounce and the member
would be charged a processing fee by their bank.

In a letter to members, Costco said it would promptly replace (either in-club or via mail) any un-deposited check and
would reimburse the member for any check and/or associated bank fee if a rebate check
was returned for insufficient funds.

nutrisystem
ﬁ Start the New Year with Real Resulfs! NutriSystem Sells Costco
] Save on the Marketwire — January 5, 2009

NutriSystem’
.' 'g Ith 250/0' mznmlir‘li'ls:dplans! . . . y , .
L’. . ~— Nutr|$ystem is s_elllng a men's and a women’s We|ght—los_s program at 384 Costco
B 'k $2 per meal locations nationwide. Members who purchase either plan will receive 35 days worth of
food from NutriSystem. Once the member purchases the gift card, they place their food
order on NutriSystem’s web site or call the company directly. The advertisement on the
left is from the January, 2009 issue of The Costco Connection.

Fonbal legend

* FREE SHIPPING ™
* Perfect portions.
= Full of "good carbe™ . . . . . . . .
e ot b Will Auchincloss, senior vice president of business development at NutriSystem, said,
Saing basod on arage s “We are thrilled to be working with Costco. We see Costco as a great partner during

bl bttty these tough economic times and are excited to leverage our direct to consumer model in

cosrco | the retail channel with Costco. Through their gift card program, Costco will allow us to

- g ©xpand our existing customer base in the retail channel and capitalize on our strong

BJ’'s Wholesale

BJ’s Reports December, 2008 Sales
Business Wire — January 8, 2009

BJ's reported that sales for the month of December, 2008 increased 3.2% from $1.03 billion last year to $1.06 billion this
year. Overall comparable sales increased 1.6% including a 5.9% increase in merchandise sales and a 4.3% decrease in
gasoline sales. Excluding gasoline sales, member traffic increased 6% and the average transaction was the same as
last year.

Herbert Zarkin, chairman and chief executive officer, said, “We are very pleased with our 5.9% increase in merchandise
comparable sales given that we experienced two major snow storms in the Northeast and an unprecedented level of
seasonal price reductions across all retail channels during the month. Our 6% increase in customer traffic was
consistent with our positive trend over the past few months.”

Food comparable sales increased 9% and general merchandise comparable sales increased 2%. The non-food
comparable sales increase was primarily due to strong sales of low-margin televisions and other consumer electronics
and a higher level of promotions and price reductions compared to last year primarily in seasonal and toys. Regionally,
strong sales were reported in metropolitan New York, New England and the Mid-Atlantic while negative sales were
reported in the Southeast and upstate New York.

Categories generating strong comparable sales increases included baking, breakfast foods, candy, seasonal, computer
equipment, dairy, deli, frozen, health and beauty aids, meat, oils and shortenings, paper products, pet foods, prepared
foods, produce, small appliances, televisions and video games. Weaker comparable sales were reported in cigarettes,
domestics, jewelry, prerecorded video and sporting goods. BJ’s ended the month with 179 club locations.
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Sam’s Club

Sam’s Club Reports December, 2008 Sales
PR Newswire — January 8, 2009

Sam’s Club reported that December, 2008 sales at its United States locations decreased 2.1% from $4.94 bhillion last
year to $4.83 billion this year. Including monthly sales estimates for Sam'’s international locations, December, 2008
worldwide sales decreased 0.5% from $5.79 billion last year to $5.77 billion this year. Comparable sales decreased
3.2% including a 3.3% decrease in comparable gasoline sales.

Overall holiday sales were below plan. However, stronger sales were reported in fresh food, dry grocery and
consumables. Jewelry and home related products produced weaker sales. Sam’s average transaction decreased for
both its business and consumer members while average member traffic increased for both member groups.

Doug McMillon, president and chief executive officer of Sam’s Club, said, “Relative to our plan, sales came very late in
the reporting period. Our members were clearly cautious with their discretionary spending. Our small business
members in particular continue to face more pressure from today’'s economy and also are more selective in their
purchases.”

Sam'’s ended the year with 729 worldwide location including 599 in the United States, 90 in Mexico, 22 in Brazil, nine in
Puerto Rico, six in Canada and three in China.

Costco Wholesale

Costco Reports December, 2008 Sales
Market Wire — January 8, 2009

Costco reported that sales for the month of December, 2008 (excluding Mexican locations) decreased 2% from $7.55
billion last year to $7.40 billion this year. Including a monthly sales estimate for Costco’s locations in Mexico, December,
2008 worldwide sales decreased 1.8% from $7.79 billion last year to $7.65 billion this year.

Overall comparable sales decreased 4% including a 2% decrease in the United States and an 11% decrease
internationally. Excluding gasoline sales and foreign currency exchange, overall comparable sales increased 4%
including a 2% increase in the United States and a 9% increase internationally. Costco’s average transaction decreased
7% while average member traffic increased 3.5%.

Regionally, strong comparable sales were reported in the Midwest, Texas and the Northeast. California comparable
sales continue to be weaker than the overall company. However, excluding gasoline sales, California comparable sales
are positive. Asian comparable sales, in the local currency, were in the double digits and Canadian and United Kingdom
comparable sales, in the local currency, were positive.

Categories that produced strong comparable sales included optical, hearing aids, the food court, frozen, cooler, dry
grocery, fresh foods and deli while tobacco and non-foods continue to produce negative comparable sales results.
However, television is the lone bright spot in general merchandise. The category produced a slightly positive
comparable sales increase due to a 50% increase in unit sales.

Costco ended the month with 550 worldwide locations including 399 in the United States, 76 in Canada, 31 in joint
venture in Mexico, 21 in the United Kingdom, eight in Japan, six in Korea, five in Taiwan and four in Puerto Rico.

PriceSmart

PriceSmart Reports First Quarter Results
Market Wire — January 8, 2009

PriceSmart reported that first quarter revenues, ending November 30, 2008, increased 21.9% from $250.4 million last
year to $305.2 million this year. Merchandise sales increased 21.8% to $298.5 million and membership revenues
increased 15.6% to $4.3 million. Merchandise gross margins decreased 19 basis points from 14.96% last year to
14.77% this year. Operating income increased 45.9% to $14.9 million and net income increased 59.8% to $10.7 million.
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PriceSmart

PriceSmart Reports December, 2008 Sales
Market Wire — January 8, 2009

PriceSmart reported that sales for the month of December, 2008 increased 14.8% from $122.6 million last year to
$140.8 million this year. Comparable sales increased 13.8%. PriceSmart ended the month with 25 locations in the
Caribbean and Central America including four each in Costa Rica and Panama, three each in Guatemala and Trinidad,
two each in the Dominican Republic, El Salvador and Honduras and one each in Aruba, Barbados, Jamaica, Nicaragua
and the U.S. Virgin Islands.

OBSERVATIONS

WCF’s business is the warehouse club industry. To that end, WCF is constantly accumulating
information about the industry via phone conversations, warehouse visits, industry publications and
manufacturer meetings. This section is WCF’s attempt to disseminate that information to the club
industry in an ethical and protective manner.

. According to a December 25, 2008 report from Alabama’s Anniston Star, Sam’s will open its 14" location in Alabama
in Oxford. The location is expected to open in 2010. Oxford is approximately 70 miles east of Birmingham. Costco
operates three locations in Alabama.

+  Costco.com is selling a 15-pound (average) Japanese Wagyu beef ribeye roast for $2,299.99 (including shipping) or,
approximately, $153 per pound. According to Costco.com, the Japanese cattle that produce this beef are “raised on
a diet of soybeans, wheat barley and beer with no antibiotics, growth hormones or animal by-products every used.
A strictly followed diet rotation and traditional Sake massage are key factors in the development” of the beef.

« According to a January 8, 2009 press release, PriceSmart acquired land in the city of San Fernando, Trinidad. The
company plans to build its fourth location in Trinidad which is scheduled to open in the fall, 2009. In addition,
PriceSmart will develop a portion of the site as a commercial retail center.

+  Costco offers Kirkland Signature private label digital hearing aids. In addition to the hearing aid, Costco offers an
accessory kit that includes 30 batteries, a hearing aid dryer, cleansing spray and cloth, travel case, jewel case,
carrying case and battery caddy.

+ Costco’s January, 2009 coupon book (see sample page below) includes 105 coupons that offer a total estimated
savings of $5,345 or $51 per item. The coupon items include: a $100 online discount on a Garmin Nuvi 750 GPS

that retails for $299.99, a $3 coupon on a 55-count variety box = T e R
35"0FF."51.:M 5150FF5“5L:W 10 OFF Eon

of Quaker instant oatmeal, a $3.50 discount on a 15-pound box
of OxiClean stain remover, a $4 coupon on a three-pound |=
package of Curly’s baby back pork ribs, a 10% online discount
on EasyClosets custom closet system, a $300 online discount | = ;s =% =7 -
on a Providence home office collection (desk, hutch and rolling [s5 o w2, 300 OFF I, s‘"] FFEm, |
file cabinet) that retails for $1,799.99, a buy-one-get-one free |& - WEET T s ' z
coupon on a container of 100 Sony recordable DVDs, a $200
discount on a Sony 52-inch Bravia LCD high definition
television and a $225 online coupon on a Xerox network-ready
laser color printer that retails for $449.99. Costco—January, 2009 Coupon Book

Warehouse Club Focus (ISSN: 1533-6816) is published twice a month by HHC Publishing, Inc. The annual subscription
rate for twenty-four issues is $479 (payable in U.S. currency) and delivery can be by mail or email. HHC Publishing, Inc.
accepts Visa, MasterCard and American Express credit card payments. Subscription requests should be sent to HHC
Publishing, PO Box 9138, Foxboro, MA, 02035-9138. You may also email (info@hhcpublishing.com), call (617-770-
0102) or fax (617-479-4961) your subscription request.

The information in Warehouse Club Focus is based on sources believed to be reliable and, while extensive efforts are
made to assure its accuracy, no guarantee can be made. The opinions expressed are merely the opinions of Warehouse
Club Focus and those opinions do not necessarily reflect the opinions of the companies covered by the publication.
Warehouse Club Focus is not endorsed or supported by the companies covered in the publication nor is any product
endorsement implied. Copyright 1997 — 2009, HHC Publishing, Inc.





