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FORWARD-LOOKING

STATEMENTS

This presentation contains statements that are forward looking. These
statements are based upon current expectations and assumptions that
are subject to risks and uncertainties. We may not achieve the results
projected in these forward-looking statements, and our actual results
could materially differ because of factors discussed in this event, in the
comments made during this presentation, and in the risk factors
section of our Form 10-K, Form 10-Q and other reports and filings
with the Securities and Exchange Commission. The Company
undertakes no obligation to update or revise any forward-looking
statement to reflect subsequent events, new information or future

circumstances.
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SOLID EXECUTION TOWARDS OUR GROWTH PRIORITIES

2

WIN IN OUR MOST
IMPORTANT MARKETS

rack

BROADEN THE REACH
OF NORDSTROM RACK

INCREASE DIGITAL

VELOCITY

NORDSTROM



EXPANDED MARKET STRATEGY TO TOP 20 MARKETS

@ PORTLAND i
MINNEAPOLIS | TO P 2 o
® errom O i
o
~75% of sales
DENVER @
—p /6 Nordstrom stores
@ SANDIEGO O 167 Rack stores
ATLANTA '
AUSTIN @ 7 Nordstrom Locals
@ HOUSTON |
WEST PALM BEACH @
MIAMI @

Location count as of May 2021

NORDSTROM

5 2018 - 2020 Rollout @ 2021 Rollout



ENCOURAGING PROGRESS IN NORDSTROM RACK

o
37% ¢
sequential improvement in Rack increase in sales for Kids, Home
sales from Q4 20 and Active vs '19
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STRONG GROWTH ACROSS DIGITAL PLATFORMS

CONTINUED SALES GROWTH
28%1 46%
digital sales vs digital penetration
Q119
DRIVING ENGAGEMENT
S50%+ ~75%
Increase in app of total digital traffic came
downloads vs 19 from mobile customers,

including app users

7 NORDSTROM


https://www.nordstrom.com/styling-chat-on-web?campaign=0405vstylinglpask&jid=j011961-15128&cm_sp=merch-_-services_15128_j011961-_-freelayout_corp_p04_guide&

INCREASE IN CHOICES SUPPORTED STRONG SALES GROWTH

%% %+ 1

20% 15%+

Increase In customer Increase In conversion
choices vs 19 vs '19

: NORDSTROM
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SALES CONTINUE TO RECOVER

Q120 Q220 Q320 Q420 Q121

Increase / (Decrease) vs 2019

(13%)

(20%)

(16%)*

~+10% Anniversary shift

(40%)

(53%)*

~(10%) Anniversary shift

11 “Includes the impact of Anniversary Sale Shift from Q2 '20 to Q3 '20 N O R DST RO M
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Q12021 RESULTS

:
Better / (Worse) vs Q120 vs Q119
TOTAL SALES 447 (13%)
GROSS PROFIT % ~2,000bps [NELLTD
SGRA % SR (280bps)
EBIT %

~3,700bps (520bps)

NORDSTROM



2021 OUTLOOK REMAINS UNCHANGED

FY2021 H1 CONSIDERATIONS
REVENUE GROWTH 25%+ Reflects 457% of total year sales
YoY Growth
EBfITI ~3% EBIT expected to be approximately breakeven
INCOME TAX ~27%
CAPEX o
% of sales ~3-4%
LEVERAGE RATIO ~3x
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