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RETAILER FACT SHEET

Tenant Name: Wolfgang Puck Worldwide, Inc.

Formats: Wolfgang Puck Bistro; Wolfgang Puck Pizza Bar; Wolfgang Puck Express

General Retail Category, Per Format: Casual and Fast Casual Restaurants

Total Number of Stores, Per Format, Currently Operating: Bistro — 6; Express — 40

Price Points (per format): Bistro — per person check avg. $12-$15 lunch; $18-$20 dinner; Express - $10-$12 avg.
check; Pizza Bar - $12-$15 lunch; $18-$22 dinner

Top Selling Categories (per format): Salads; sandwiches; pizzas; pastas; rotisserie chicken

Approximate Sales (per format): $1.5 - $2.0 + million

Approximate Total Net Worth: N/A

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)): Joseph C. Essa,
joe.essa@wolfgangpuck.com (310) 432-1526

Geographical Area(s) Preferred (per format): High density urban & suburban centers/ High-end, high-frequency
specialty retail and entertainment centers / Tourist Destinations

Typical Size and Preferred Frontage (per format): Express — 1,500-2,500 sf; Bistro & Pizza Bar 3,500-4,500 sf
Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):

High profile end-caps in vibrant urban & suburban retail areas

Population Density Preferred (per format): within 5-10 min. drive/walk — 20,000+ daytime pop.; 20,000 households
Income Range Preferred (per format): Avg. HH income $75K+

# of Stores to Open per area in 2010 (per format): 2-4/yr of each (Bistro; Express; Pizza Bar)

# of Stores to Open per area in 2011 and 2012 (per format): 4-6/yr of each

Securities Information Publicly Available: YES; X NO;

If YES, ticker symbol, and exchange on which primarily traded: N/A

If NO, website: www.wolfgangpuck.com
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RETAILER FACT SHEET

Tenant Name: California Pizza Kitchen

Formats: Full Service Casual Dining

General Retail Category, Per Format: Restaurant

Total Number of Stores, Per Format, Currently Operating: 195 Full Service Corporate Owned as of May

23, 2010

Price Points (per format): Typically $3.99 to $10.49 for Small Cravings, Appetizers & Desserts and

$9.99 to $18.99 for Pizzas, Salads & Entrées

Top Selling Categories (per format): Pizza, Salads, Pastas, Appetizers Beverages & Desserts

Approximate Sales (per format): Please refer to the company’s latest public filings

Approximate Total Net Worth: Please refer to the company’s latest public filings

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)): Steven Rich

Sr. Vice President of Real Estate, SiteSubmit @cpk.com, (310) 342-5000

Geographical Area(s) Preferred (per format): United States and International

Typical Size and Preferred Frontage (per format): 4,500 — 6,000 Square Feet / Minimum 50 Feet Frontage

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format): Retail/Office hubs,

Suburban/Urban, Enclosed Mall & Open Air Centers

Population Density Preferred (per format): 200,000 within 5 — 7 miles

Income Range Preferred (per format): $75,000 average per household

# of Stores to Open per area in 2010 (per format): At least 8 in the U.S.

# of Stores to Open per area in 2011 and 2012 (per format): TBD
Securities Information Publicly Available: YES

If YES, ticker symbol, and exchange on which primarily traded: CPKI/NASDAQ

Website: www.cpk.com



On March 27, 1985, attorneys Rick Rosenfield and Larry Flax traded in the courtroom for the
dining room. Having always wanted to get into the restaurant business, they pitched their legal
pads to serve hearth-baked pizzas. They introduced flavors and tastes from around the world,
from Thai to Jamaican Jerk ... all on a pizza.

Now, California Pizza Kitchen (CPK) is a leader in authentic California-style cuisine with a
recognized consumer brand and an established, loyal customer base.

Our restaurants, which feature an exhibition style kitchen centered around an open flame oven,
provide a distinctive, casual dining experience that is family friendly and has broad consumer
appeal. All of our innovative pizzas are creatively designed on a delicious crust, and hearth-
baked to perfection.

Our entire menu is trans-fat free. It focuses on imaginative toppings and showcases recipes
that capture tastes and flavors that customers readily identify, but do not typically associate with
pizza, pasta or salads. While we do offer traditional menu items, the success of our concept is
due to our ability to interpret food trends on that platform and to offer items that appeal to a
variety of tastes.

The menu showcases such favorite dishes as The Original BBQ Chicken Pizza, Thai Chicken
Pizza, Kung Pao Spaghetti, Chicken and Shrimp Jambalaya, The Original BBQ Chicken
Chopped Salad and the Waldorf Chicken Salad and Key Lime Pie, as well as more recently
introduced items such as the Pesto Chicken Pizza, Buffalo Chicken Pizza, Asparagus &
Spinach Spaghettini, Singapore Shrimp Rolls, Four Cheese Ravioli and Ginger Salmon.

There are currently more than 250 CPK restaurants in 32 states and nine foreign countries.

Thank you to all of those in attendance who are loyal CPK customers and for those of you who
have yet to try our brand, please do so! We wish all of you in attendance a successful 2010
ICSC Las Vegas Convention and safe travels home, wherever that may be.
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RETAILER FACT SHEET

Tenant Name: Jos. A. Bank Clothiers, Inc.

Formats: Full-Line Retail, Factory/Outlet

General Retail Category, Per Format: Menswear

Total Number of Stores, Per Format, Currently Operating Total Stores: 476, Full-Line: 469

Factory/Outlet: 7

Price Points (per format):

Top Selling Categories (per format):_Suits, Sport Coats/Blazers, Casual Apparel, Accessories

Approximate Sales (per format): Total Company Sales in Fiscal 2009: $770.3 million

Approximate Total Net Worth:

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)): Joe Foley, Director of Real

Estate, jfoley@jos-a-bank.com, 443-742-8320

Geographical Area(s) Preferred (per format): Major Metropolitan Areas, Select Smaller Markets

Typical Size and Preferred Frontage (per format):_Full Line: 4,000-4,500 with 40’ of frontage,

Factory/Outlet: 3,500 — 4,500 with 35’ of frontage

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):_Specialty Strip

Centers, “Main Street” Shopping Districts, Lifestyle Centers, “A” Malls, Downtown-Financial Districts,

QOutlet Centers

Population Density Preferred (per format): 100,000 in a five mile radius

Income Range Preferred (per format): $100,000 average household income in a five mile radius

# of Stores to Open per area in 2010 (per format):_Full-Line: 30-35, Factory/Outlet: 5

# of Stores to Open per area in 2011 and 2012 (per format): Full-Line: 30, Factory/Outlet: TBD

Securities Information Publicly Available: X YES; NO;

If YES, ticker symbol, and exchange on which primarily traded: JOSB, Nasdaq




Jos. A. Bank Clothiers, Inc. engages in designing, manufacturing, retailing, and direct marketing men’s
tailored and casual clothing and accessories in the United States. Its product offerings include tuxedos,
suits, shirts, vests, ties, sport coats, pants, sportswear, overcoats, sweaters, belts and braces, socks,
underwear, and shoes. The company sells its products primarily under the Jos. A. Bank label through its
stores, and catalogs, as well as the Internet at josbank.com. As of May 04, 2010, it operated 476 retail
stores, including 7 outlet stores and 13 franchise stores in 42 states and the District of Columbia. The

company was founded in 1905 and is headquartered in Hampstead, Maryland.
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RETAILER FACT SHEET

Tenant Name:_Burlington Coat Factory Warehouse Corporation

Formats: Burlington Coat Factory, MJM Designer Shoes, Cohoes, Super Baby

General Retail Category, Per Format: Off-Price Department Store

Total Number of Stores, Per Format, as of 1/30/2010: BCF/424, MJM/15, Cohoes/2, Super Baby/1

Price Points (per format): Up to 70% less than Department Stores

Top Selling Categories (per format): Clothing for the Family, Baby Products, Home, Shoes and Coats

Approximate Sales (per format): Not available
Approximate Total Net Worth: Not available

Real Estate Contact Name, E-mail and Telephone (per geographic area(s): Michael Shanahan —

Michael.Shanahan@coat.com 609-387-7800 x 1170

Geographical Area(s) Preferred (per format): Entire Country and Puerto Rico

Typical Size and Preferred Frontage (per format): 60,000" — 80,000, rectangle works best

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):

Power Center, Strip Center, Mall, Freestanding, will do 2 level

Population Density preferred (per format): 150,000 in the trade area

Income Range Preferred (per format): Median household income between $35,000-$60,000

# Of Stores to open per area in 2010 (per format): BCF format only between 15-23

# Of Stores to open per area in 2011 and 2012 (per format): BCF format only 15-20, more if good deals

Securities Information Publicly Available: Public debt, therefore we file with the SEC

If YES, ticker symbol, and exchange on which primarily traded: N/A

If NO, website; www.coat.com




AX

RECON RETAIL RUNWAY
Las Vegas Convention Center, S2 Hall
Las Vegas, Nevada
May 24, 2010
3:00-4:15 p.m.

RETAILER FACT SHEET

Tenant Name:  99¢ Only Stores

Formats: Single Format

General Retail Category, Per Format:___Deep discount retail

Total Number of Stores, Per Format, Currently Operating:___ 275

Price Points (per format):_$0.9999

Top Selling Categories (per format):

Approximate Sales (per format): >$1.0 billion

Approximate Total Net Worth: >$550 million

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)):___Jesse D. Allen,

jessea@99only.com, (323) 881-1258; and William N. Judy, wjudy@99only.com, (510) 764-1047

Geographical Area(s) Preferred (per format):_California, Nevada, Arizona

Typical Size and Preferred Frontage (per format):_15,000 to 20,000 SF, 100 ft frontage minimum

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):_Shopping Center

(in-line or end-cap), freestanding, land, purchase or lease

Population Density Preferred (per format):__30,000 in 3 mile radius

Income Range Preferred (per format):__Less than <80,000

# of Stores to Open per area in 2010 (per format):__ 20 total in all areas

# of Stores to Open per area in 2011 and 2012 (per format):

Securities Information Publicly Available: X YES; NO;

If YES, ticker symbol, and exchange on which primarily traded:_ NYSE:NDN

If NO, website:




AX

' RECON RETAIL RUNWAY
BeVMO Las Vegas Convention Center, S2 Hall
° Las Vegas, Nevada
May 24, 2010

3:00-4:15 p.m.

RETAILER FACT SHEET

Tenant Name: Beverages & More! (“BevMo!)

General Retail Category, Per Format: Specialty Beverage

Total Number of Stores, Per Format, Currently Operating: 101

Top Selling Categories (per format): Wine, Spirits, Beer, Wine Accessories, &More!
Approximate Sales (per format): $600 Million

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)):

Northern California
Jeff Sealy, Vice President - Real Estate & Construction
925.609.6031 = sealyj@bevmo.com
Southern California and Arizona
Heather Myers, Director of Real Estate

951.719.1514 « myersh@bevmo.com
Geographical Area(s) Preferred (per format): Arizona, California
Typical Size and Preferred Frontage: 10,000 SF with 100 Feet of Frontage
Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format): Prominent,
Convenient, Dense & Wealthy Trade Areas; Freestanding or End-Cap
Population Density Preferred (per format): 125,000 in 10 minute trade area
Income Range Preferred (per format): 25,000 HH’s >$75,000 Med Income in 10 minute trade area
# of Stores to Open per area in 2010 (per format): 11
# of Stores to Open per area in 2011 and 2012 (per format):_15
Securities Information Publicly Available: NO

If YES, ticker symbol, and exchange on which primarily traded:

If NO, website: www.bevmo.com



Beverages & more (BevMo!) is a beverage specialty store offering a superior selection of
wines, beers, spirits, sodas and specialty foods from around the world. We also offer in-
store tastings of wine and beer. Visit us online at www.bevmo.com.
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RETAILER FACT SHEET

Tenant Name: Food 4 Less & Foods Co

Formats: warehouse grocery stores

General Retail Category, Per Format: Grocery

Total Number of Stores, Per Format, Currently Operating; One (1)

Price Points (per format): price impact grocery

Top Selling Categories (per format): full line of fresh & dry retail grocery products.

Approximate Sales (per format):_annual sales for Kroger is 7.6 billion

Approximate Total Net Worth: annual net work for Kroger is 4.9 billion

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)): Mark Salma, Director of Real

Estate, mark.salma@ralphs.com, phone (310) 900-3597.

Geographical Area(s) Preferred (per format): So. California, No. California, Las Vegas, NV, & Chicago,

IL.

Typical Size and Preferred Frontage (per format): 72,000 SF (315 SF frontage).

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):flexible.

Population Density Preferred (per format): 20,000 people.

Income Range Preferred (per format): under $55,000 median household.

# of Stores to Open per area in 2010 (per format):_two (2)

# of Stores to Open per area in 2011 and 2012 (per format): 2 (two) in 2011 and 2 (two) in 2012.

Securities Information Publicly Available: Food 4 Less & Foods Co are part of the Kroger Family YES;

If YES, ticker symbol, and exchange on which primarily traded : KR (symbol) traded on the NYSE. If

NO, website:
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RETAILER FACT SHEET

Tenant Name: Yogurtland Franchising, Inc.

Formats: Self-serve yogurt operator

General Retail Category, Per Format: Dessert

Total Number of Stores, Per Format, Currently Operating: 89 Stores

Price Points (per format):___ $.30 an ounce

Top Selling Categories (per format):

Approximate Sales (per format):__$ 914,170

Approximate Total Net Worth: Private

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)):

___Cesar Shih, Director of Real Estate, cesar.shih@yogurt-land.com,

Geographical Area(s) Preferred (per format):

Typical Size and Preferred Frontage (per format): 1,200 Sq Ft. 18 Ft. Frontage

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):

neighborhood, lifestyle, power, malls

Population Density Preferred (per format): 50,000 +

Income Range Preferred (per format):___middle to upper

# of Stores to Open per area in 2010 (per format): 140 total opened stores, nationwide

# of Stores to Open per area in 2011 and 2012 (per format):

Securities Information Publicly Available: YES; X NO;

If YES, ticker symbol, and exchange on which primarily traded:

If NO, website: www.Yogurt-Land.com
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RETAILER FACT SHEET

Tenant Name: Henry’s Farmers Markets

Formats: Henry’s Farmers Markets and Sun Harvest Stores in Texas
General Retail Category, Per Format: Speciality Grocer

Total Number of Stores, Per Format, Currently Operating: 44 Stores

Price Points (per format):

Top Selling Categories (per format):

Approximate Sales (per format):

Approximate Total Net Worth:

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)): David Vine, Director of Real
Estate 323.533.9203 email:david.vine@smartandfinal.com

Geographical Area(s) Preferred (per format): California, Texas

Typical Size and Preferred Frontage (per format): 26,000 sg. ft. with 140 feet minimum

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format): Neighborhood Centers
Population Density Preferred (per format):_80,000

Income Range Preferred (per format):_More important is College Education with 35% or more having a
bachelors Degree

# of Stores to Open per area in 2010 (per format): 10 -12

# of Stores to Open per area in 2011 and 2012 (per format):10 -12

Website: www.henrysmarkets.com




Company Profile: Henry’s and Sun Harvest have strong heritage and customer loyalty
60 years in San Diego and almost 30 years in Texas
Voted “Best Health Food Store,” 12 consecutive years, San Diego Union-Tribune Reader’s Poll

Voted “Best Place to Buy Produce,” 4 consecutive years, Orange County Register Reader’s Poll

Henry's and Sun Harvest are market leaders in their

signature departments:
Produce — selection, price and quality
Holistic Health — selection, price, customer service
Bulk — uniqueness, selection, quality

David Vine is Director of Real Estate. He joined Smart & Final Stores in 2006 after a 16-year career
in corporate real estate and tenant representation. He is responsible for the acquisition of new store
sites for four grocery brands: Smart & Final Stores, Smart Co, Henry’s Farmers Markets/Sun
Harvest and Cash & Carry. His territory includes the Western United States. He has also served as
the Director of Real Estate for Fluor Corporation a global holding company traded on the NYSE.
While with Fluor, he managed the company’s real estate portfolio, which includes over 250

international locations consisting of office, industrial and retail properties.
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RETAILER FACT SHEET

Tenant Name: Smart & Final Stores

Formats: Smart & Final Extra! and Smart Co Stores in Colorado
General Retail Category, Per Format: Value Grocery

Total Number of Stores, Per Format, Currently Operating: 195 Stores

Top Selling Categories (per format):

Approximate Sales (per format):

Approximate Total Net Worth:

Real Estate Contact Name, E-mail and Telephone (per geographic area(s)):David Vine, Director of Real
Estate 323.533.9203 email: david.vine@smartandfinal.com

Geographical Area(s) Preferred (per format): California, Arizona, Nevada and Colorado

Typical Size and Preferred Frontage (per format): 28,000 sg. ft. with 150 feet minimum

Type of Locations Preferred (open, enclosed, vertical, mixed use, etc. — per format):Neighborhood Centers
Population Density Preferred (per format): 80,000

Income Range Preferred (per format): Can operate in any demographic

# of Stores to Open per area in 2010 (per format): 12

# of Stores to Open per area in 2011 and 2012 (per format):15 020

Securities Information Publicly Available: NO

website: www.smartandfinal.com




Smart & Final is the smaller faster warehouse store where busy households find great savings on
restaurant-quality food and supplies and culinary equipment. We have everything you need for
cooking, entertaining and cleaning-up afterwards.

Restaurant chefs and other culinary professionals shop at Smart & Final for our distinct,
restaurant-quality product assortment and low warehouse prices. You can shop with us too and
get those same great deals and products.

Our stores save you time and money. With our convenient locations and smaller warehouse
design, you get in and out quickly. Our exceptional combination of low warehouse prices and
restaurant —quality products provide you outstanding value, and we never charge a membership
fee.

A key feature of our “Extra” format is the addition of individual or smaller portion sizes. While
bulk party-size items will remain, the chain is now offering smaller versions of basic groceries.
These smaller sizes are common throughout the store from the frozen foods aisle to the deli
department. New items, by the way, are tagged with a red “Extra” label, so customers can easily
spot them.

David Vine is Director of Real Estate. He joined Smart & Final Stores in 2006 after a 16-year
career in corporate real estate and tenant representation. He is responsible for the acquisition of
new store sites for four grocery brands: Smart & Final Stores, Smart Co, Henry’s Farmers
Markets/Sun Harvest and Cash & Carry. His territory includes the Western United States. He
has also served as the Director of Real Estate for Fluor Corporation a global holding company
traded on the NYSE. While with Fluor, he managed the company’s real estate portfolio, which
includes over 250 international locations consisting of office, industrial and retail properties.



