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99¢ Only Stores is a unique extreme value retailer of consumable and general merchandise.
Merchandise encompasses a wide selection of quality namebrand closeout and regularly
available products, including food and groceries. 99¢ Only Stores are attractively 
merchandised, clean, full service “destination” locations that offer customers significant
value on their everyday household needs in an exciting shopping environment. From its 
first store opening in 1982, 99¢ Only Stores has expanded to 271 stores located in California,
Texas, Arizona and Nevada as of June 27, 2009.  For fiscal 2009, total sales were over $1.3 billion.
Average sales for 99¢ Only Stores open for all of fiscal 2009 were $4.6 million and sales 
per saleable square foot were $273, which we believe are among the highest in the deep 
discount industry.
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This year, on the cover and throughout the 2009 Annual Report, we have featured many 
of the wonderful sections and product displays at 99¢ Only Stores.  We want our 
shareholders, customers, vendors and others to fully comprehend the quality, breadth and
depth of our stores.  As a result, we have showcased various food and grocery areas,
including produce, dairy, deli and frozen foods, along with beverages, fresh baked 
goods, as well as gourmet and organic foods.  We also have highlighted health & beauty
care and household products, as well as stationery and party supplies.  All of these 
sections are filled with unbeatable values, and combined with our outstanding personnel
and beautiful and clean stores, ensure that our customers Save More and Shop Us First!

A b o u t  O u r  C o v e r

  

 



1

2009 ANNUAL REPORT

R

SAVE MORE, SHOP US FIRST!

Fiscal 2009 was a year of restoring increased profitability to
your Company.  During the fiscal year, we exceeded our 
original annual goal for our Profit Improvement Plan that

was introduced in February 2008.  Additionally, our value-priced 
business model achieved positive same-store-sales growth in fiscal
2009.  This growth was primarily driven by an increase in the
number of transactions, which we believe indicates that we 
are attracting new cus-
tomers in a difficult
economy.  Throughout
our history, we have
offered unique opportu-
nities to save on quality
food, household items
and other products.  We
have always delivered
great value to our cus-
tomers, but now more
than ever our customers
are relying on us to help
them make ends meet as
many struggle to buy
daily necessities.  This
year, many upscale cus-
tomers who visited our
stores for the first time
have told us that they
are pleasantly surprised to find so many known and preferred
brands at attractive prices in a clean and organized shopping 
environment.  We, along with everyone else, are hoping for a
speedy return to healthier economic times, and we believe that 
our existing customers and the new customers we have gained
during this period will remain with us in the future.     

RESULTS FOR FISCAL 2009

In fiscal 2009, your Company had total net sales of $1.3 billion,
operating income of $12.9 million and net income of $8.5 
million.  Fiscal 2009 net sales increased 8.6% over fiscal 2008 
primarily due to 14 net new store openings, a net store growth rate
of 5.3%.  For the fiscal year, your Company opened 19 stores 
and closed five Texas stores.  Same-store sales increased 3.7% 
during fiscal 2009.

Your Company ended
the fiscal year with 279
retail stores, 199 in
California (72%), 43 in
Texas (15%), 25 in
Arizona (9%) and 12 
in Nevada (4%).  The
stores that were operat-
ing for a full year 
averaged approximately
21,500 gross square
feet, and generated
average sales per esti-
mated saleable square
foot of $273, which we
believe is among the
highest sales per square
foot in the deep dis-
count retail industry.

These stores also achieved average net sales per store of $4.6 mil-
lion, which we believe is the highest in the dollar store industry by
a significant margin.  The new stores that we opened during fiscal
2009 averaged approximately 19,000 square feet, which is consis-
tent with our smaller store format, which is more efficient and
productive. 

In fiscal 2009, our gross margin increased to 39.3% from 38.4%
in fiscal 2008, which was primarily attributable to a decrease in
overall inventory shrinkage and new pricing strategies, including
variable pricing at multiple price points that was implemented in
the second half of fiscal 2008, and an increase in all price points
implemented in September 2008 by adding 99/100 of one cent 
to each price point.  The new pricing strategies increased gross 
margin, but were partially offset by a shift in the retail sales mix
towards lower margin product categories.

TO OUR VALUED SHAREHOLDERS:

Continued on page 2

Customer Testimonial: “My how times became so hard for
everyone. I’ve never seen so many people out of work … 
I just want to thank you for always giving us such great
deals on items especially during these hard times. A quart
of milk for a dollar, a dozen eggs for a dollar, … reasonably
priced vegetables and essentials that help our budget. You
have items that we all survive on.  You don’t only have a
store with lower prices, you have a business that helps
others in times of need.  Someday times will get better.
When that day comes and the month to month living is a
thing of the past, I will always patronize 99¢ Only Stores
because you guys were there when we needed you.”

Noted author Jane Hammerslough hosted an elegant party for 50 people in 
Los Angeles for under $99.99 by buying everything at 99¢ Only Stores.
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Our SG&A expenses decreased to 38.3% of sales from 39.0% of
sales in fiscal 2008.  The overall SG&A decrease was primarily due
to lower payroll-related costs as a result of labor productivity
improvements in store operations, distribution and transportation
and the corporate offices, despite the impact of minimum wage
increases.  In fiscal 2009, your Company also completed a 
major logistics and racking project, which made the main Los
Angeles based distribution center more efficient.  Corporate 
operating expenses also decreased primarily due to lower outside
services and reduced consulting and professional fees.  These
decreases were partially offset by slight increases in salaries, 
benefits, and legal costs as a percentage of sales.

Once again, the Company ended the fiscal year with a very 
strong balance sheet, including over $140 million in cash and
investments and no debt.

PROFIT IMPROVEMENT PLAN

In February 2008, we presented a long-term plan for improving
our profitability. The plan entailed new pricing and merchandis-
ing initiatives, reduced store labor costs, improved distribution
center and transportation efficiencies, more controlled new store
expansion, and increased profitability in our newer markets.

In fiscal 2009, we made a significant overall improvement in our
pre-tax income as a percentage of sales compared to the prior 
fiscal year. There were a number of key profit improvement plan
initiatives that contributed to our overall profit improvement,
including:

1. Our merchandise pricing and merchandising initiatives 
largely drove our 90 basis point improvement in gross margin.

2. Our overall SG&A expenses improved 70 basis points, which
was primarily comprised of reductions in store operating 
costs, distribution and transportation costs, and corporate
G&A costs.

3. We significantly reduced our ongoing operating losses in the
Texas market by closing 14 of our underperforming stores in
January through April 2009.

Going forward, we believe that we remain on track to achieve 
the long-term goals summarized in our long-term Profit
Improvement Plan.   

COMMITMENT TO OUR SHAREHOLDERS

In addition to implementing our long-term Profit Improvement
Plan, in June 2008, our management team and Board of Directors
determined that given our outlook, cash position, and the stock
price relative to its potential value, repurchasing our shares could
be a good use of capital and help improve long-term shareholder
value.  Consequently, during fiscal 2009, your Company 
repurchased 1.66 million shares of our common stock at an 
average price of $7.76 per share.

We remain committed to achieving strong operating and financial
performance improvement in fiscal 2010 and beyond. We 
recognize that our success begins with our growing customer base,
who loyally come to our stores searching for low prices and great
deals.  Since our inception, it has always been our goal to provide
our customers with quality products at exceptional value, and we
take great pleasure in being able to do so during a time when so
many people are challenged to make ends meet.  We believe 99¢
Only Stores is the Right Store, Now More Than Ever!  That is why
our customers Save More by Shopping Us First!

On behalf of our Board of Directors and senior leadership 
team, we would like to thank our shareholders, associates, and 
customers for their continuing confidence, loyalty, and support. 

DAVE GOLD ERIC SCHIFFER JEFF GOLD

Chairman CEO President & COO

TO OUR VALUED SHAREHOLDERS: (Continued)

FY 2009 Retail  Sales Mix

Food &
Grocery: 56%

Other: 10%

Stationery 
& Party: 5%

Hardware: 3%

Seasonal: 3%

Health &
Beauty Care: 9%

Household &
Housewares: 14%
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FINANCIAL SUMMARY

TOTAL SALES
( in mil l ions)

For 2009: Year Ended March 28; For 2008: Year Ended March 29; For 2006 - 2007: Years Ended March 31; For 2004: Year Ended December 31.
(Amounts in thousands, except per share and operating data)

2004 (a) 2006 (a) 2007 (a) 2008 (a) 2009 (a)

Net sales: 
99¢ Only Stores $929,896 $984,293 $1,064,518 $1,158,856 $1,262,119 
Bargain Wholesale 42,277 39,296 40,178 40,518 40,817

Total Sales $972,173 $1,023,589 $1,104,696 $1,199,374 $1,302,936

Operating income (loss) $39,089 $11,654 $6,569 ($6,386) $12,914 
Net income $27,831 $11,422 $9,762 $2,893 $8,481
Earnings per share - diluted: $0.39 $0.16 $0.14 $0.04 $0.12 
Weighted average number of common

shares outstanding - diluted: 71,016 69,737 70,017 70,117 70,037
Balance Sheet Data:

Cash and investments $144,293 $156,851 $141,869 $131,707 $141,330 
Working capital $184,788 $201,475 $209,890 $170,581 $192,365
Total assets $600,204 $628,708 $643,135 $649,410 $662,873
Total liabilities $111,920 $127,182 $123,908 $122,919 $139,016 
Total shareholders’ equity $488,284 $501,526 $519,227 $526,491 $523,857

Retail Operating Data (b):
99¢ Only Stores at end of period 219 232 251 265 279
Change in comparable stores net sales (c) (1.8)% 0.3% 2.4% 4.0% 3.7%
Average net sales per store open the full year $4,603 $4,347 $4,421 $4,547 $4,642 
Average net sales per estimated saleable square foot (d) $270(i) $250(h) $254(g) $263(f ) $273(e)

(a) The financial statements were audited by BDO Seidman, LLP, the Company’s external auditor for fiscal 2009, 2008, 2007 and 2006, and by Deloitte & Touche LLP for 2004. 
(b) Includes retail operating data solely for the Company’s 99¢ Only Stores.
(c) Change in comparable stores net sales compares net sales for all stores open at least 15 months.
(d) Computed based upon estimated total saleable square footage of stores open for the full year.
(e) Includes 39 Texas stores open for a full year. Texas stores open for the full year had average sales of $2.7 million per store for fiscal year ended March 28, 2009 and average sales

per estimated saleable square foot of $142. All non-Texas stores open for the full year had average sales of $5.0 million per store and $301 of average sales per estimated saleable
square foot. 

(f ) Includes 39 Texas stores open for a full year. Texas stores open for the full year had average sales of $2.6 million per store for fiscal year ended March 29, 2008 and average sales
per estimated saleable square foot of $128. All non-Texas stores open for the full year had average sales of $4.9 million per store and $291 of average sales per estimated saleable
square foot. 

(g) Includes 36 Texas stores open for a full year. Texas stores open for the full year had average sales of $2.4 million per store for fiscal 2007 and average sales per estimated saleable
square foot of $120. All non-Texas stores open for the full year had average sales of $4.8 million per store and $284 of average sales per estimated saleable square foot.

(h) Includes 36 Texas stores open for a full year. Texas stores open for the full year had average sales of $2.3 million per store for fiscal 2006 and average sales per estimated saleable
square foot of $111. All non-Texas stores open for the full year had average sales of $4.7 million per store and $283 of average sales per estimated saleable square foot.

(i) Includes 17 Texas stores open for a full year. Texas stores open for the full year had average sales of $2.2 million per store for 2004 and average sales per estimated saleable square
foot of $101. All non-Texas stores open for the full year had average sales of $4.8 million per store and $293 of average sales per estimated saleable square foot.
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Health & Beauty Care and Household Products Stationery and Party Supplies
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Fresh Baked Goods Beverages

Fresh Dairy, Deli and Frozen Foods, as well as Fresh Fruit and Produce
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Your Company's stores are primarily located in freestanding buildings,
neighborhood outdoor shopping centers (anchored by a 99¢ Only Store, 
a supermarket or a drug store) or downtown central business districts.
None of your Company's stores are located in an indoor shopping mall,
outlet mall or small strip center. The stores are all located in California,
Texas, Arizona and Nevada. The communities your stores are located in
are primarily densely populated, demographically diverse blue collar to
middle income neighborhoods.

Open Gross Sales
Location State Date Sq. Ft. Net Sq. Ft.

As of Fiscal Year End 2009 2008 2007 2006 2004

Sales Area
Square Footage 4,546,556 4,521,091 4,337,974 4,040,096 3,796,153

Gross Square
Footage 5,783,159 5,753,787 5,522,809 5,151,363 4,830,660

Note:  The New Store Openings list above does not include one Texas store
that was opened and closed during this period.

Store Locations

Distribution Centers

271 Store Locations as of June 27, 2009
CALIFORNIA NEVADA ARIZONA TEXAS Total

Northern 25 Las Vegas 12 Phoenix 21 Dallas 9
Central 24 Tucson 3 Houston 20
Southern 152 Other 1 San Antonio 4

Total 201 12 25 33 271

NEW STORE GROWTH

Open Gross Sales
Location State Date Sq. Ft. Net Sq. Ft.

3/30/08 – 6/27/09 New Store Openings

EL CENTRO CA 04/10/08 13,800 10,782  
BARSTOW CA 04/24/08 18,691 14,505  
SAN ANTONIO  TX 04/24/08 16,476 13,643  
APPLE VALLEY CA 05/15/08 21,902 17,103  
PHOENIX  AZ 06/19/08 22,812 18,305  
BERKELEY CA 06/19/08 16,786 13,299  
RIVERSIDE CA 06/26/08 14,044 11,235  
GREEN VALLEY AZ 07/10/08 19,029 15,223  
COACHELLA CA 07/10/08 21,240 17,240  
LAS VEGAS NV 08/21/08 19,275 12,535  
REDONDO BEACH CA 08/21/08 23,957 18,756  
HANFORD CA 09/11/08 23,154 18,352  

RICHMOND CA 09/25/08 23,618 18,894  
LOMITA  CA 10/09/08 18,703 14,315  
ATWATER  CA 10/23/08 18,853 15,249  
EL CAJON CA 11/06/08 16,100 12,880  
NORWALK CA 01/22/09 14,630 11,704  
GILBERT AZ 02/12/09 18,614 13,277  
LA VERNE CA 04/02/09 22,155 17,470  
HOUSTON TX 05/21/09 26,300 20,103  
SAN MARCOS CA 06/25/09 16,078 12,862  

TOTAL  406,217 317,732  

AVERAGE 19,344 15,130
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Know of any good locations?  Please tell us about them. 
If we use your location, you will receive a 99¢ commission!
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STRONG LONG-TERM VENDOR RELATIONSHIPS

Integrity, flexibility, dependability and
prompt payment are key to 99¢ Only
Stores successful vendor relationships.

Many of your Company’s strong supplier
relationships go back over 25 years. Your
Company believes that it has developed an
excellent reputation among the leading
consumer goods manufacturers as a lead-
ing purchaser of name-brand, re-orderable,
and closeout merchandise at discounted
prices.  Its willingness and consistent prac-
tice over many years to make very large
volume purchases and take possession of
merchandise immediately, its ability to pay
cash or accept abbreviated credit terms, its
willingness to purchase goods close to a
target season or out of season and its com-

“We have never cancelled a
purchase order in the
Company’s history.”

mitment to honor all issued purchase
orders have all contributed to building this
reputation. In fact, 99¢ Only Stores has
never cancelled a purchase order! Your
Company's experienced buying staff, with
the ability to make immediate buying deci-
sions, also enhances its strong supplier
relationships. 99¢ Only Stores' relation-
ships with its suppliers is further enhanced
by its ability to minimize channel conflict
for the manufacturer by quickly and dis-
creetly selling name-brand merchandise
directly through its stores. Additionally,
your Company believes its well-main-
tained and attractively merchandised stores
have contributed to its reputation among
suppliers for protecting their brand image. 

All logos are displayed with manufacturer's permission.

99¢ Only Stores’ buys directly from almost
every major namebrand consumer goods
manufacturer in the nation including 
3M, Cadbury Adams, Church & Dwight, 
Coca-Cola, Colgate-Palmolive, Con Agra,
Del Monte, Dial, Dole, Energizer, Frito Lay,
General Mills, Hasbro, Heinz, Hershey
Foods, Johnson & Johnson, Kellogg’s, Kraft,
Masterfoods, Nestle, Procter & Gamble,
Quaker, Revlon, Unilever, and Wrigley.

R
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RECENT PUBLICITY

CBS The Early Show – Groceries 
For Less Than a Third of the Price

Heidi and Spencer from MTV 
The Hills Shop at 99¢ Only Stores

Theatrical Play - 99¢ Only Stores
Calendar Girl Competition

NBC The Tonight Show with Conan O’Brien – Show Debuts with 
Conan’s Tram Road Trip and Stop at 99¢ Only Stores for Treats

R
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CBS Great Day Houston 
Features 99¢ Only Stores’ Cookbook

ABC Jimmy Kimmel Live – Cousin Sal Cashiers
and Greets Customers at 99¢ Only Stores

CNBC Street Signs – Consumers Flock 
to 99¢ Only Stores for Great Deals 

Los Angeles Contemporary Museum of Art – Artwork Exhibit
Made Entirely From Items Found at 99¢ Only Stores

CBS The Rachel Ray Show – 99¢ Only Stores’
Ingredients Beats Restaurant Entrée
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CORPORATE INFORMATION
BOARD OF DIRECTORS

Eric Flamholtz, Ph.D.
President,
Management Systems Consulting
Professor Emeritus, Anderson
Graduate School of Management, 
University of California, Los Angeles

Lawrence Glascott, CPA
Former Vice President Finance,
Waste Management International
Former Partner, Arthur Andersen LLP

Marvin Holen 
Attorney, Former Director, 
Socal Rapid Transit District and 
United California Savings Bank

Peter Woo 
Co-Founder and President, 
Megatoys, Inc.
Real Estate Developer
Advisor on International Trade to
The City of Los Angeles

Dave Gold
Chairman

Eric Schiffer
Chief Executive Officer

Jeff Gold
President and Chief Operating Officer

SENIOR EXECUTIVES

Eric Schiffer
Chief Executive Officer 

Jeff Gold
President and Chief Operating Officer 

Rob Kautz
Executive Vice President and 
Chief Financial Officer

Howard Gold
Executive Vice President
Special Projects

Robert Adams
Senior Vice President 
Information Technology

Michael Gerety
Senior Vice President Stores

James Parros
Senior Vice President Logistics

Russell Wolpert
Senior Vice President and 
Chief Legal Officer

OFFICERS

Michael Botterman
Vice President Buying

Bruce Cameron
Vice President Finance and Treasury

Jose Gomez
Vice President Store Operations

Rachel Jacobs
Vice President Purchasing

Grant Kim
Vice President Strategic Planning and 
Financial Analysis

Cynthia Leiser
Vice President and Controller

Helen Pipkin
Vice President Wholesale

TRANSFER AGENT

American Stock Transfer & Trust Co.
59 Maiden Lane
New York, New York 10038

LEGAL COUNSEL

Munger, Tolles & Olson LLP
355 South Grand Avenue
Los Angeles, California 90071

INDEPENDENT REGISTERED
PUBLIC ACCOUNTING FIRM

BDO Seidman, LLP
1900 Avenue of the Stars, 11th Floor
Los Angeles, California 90067

ANNUAL MEETING

Our 2009 Annual Shareholders’ Meeting 
will be held at 10:30 AM on Wednesday,
September 16, 2009 at the City of Commerce
Community Center in the Rosewood Park
Meeting Room, 5600 Harbor Street, 
City of Commerce, California 90040. 
You are cordially invited to attend.

INVESTOR INQUIRIES

Requests for our annual reports, Form 10-Ks, 
Form 10-Qs, or other information should be 
directed to:

Shareholder Services
99¢ Only Stores
4000 Union Pacific Avenue
City of Commerce, California 90023
(323) 980-8145
(323) 980-8160 Fax
Email: InvestorRelations@99Only.com

99¢ Only Stores’ annual reports, SEC filings,
news releases and other information are 
available on the Internet at the following
address: www.99only.com

QUARTERLY CLOSING STOCK PRICES 

The following table summarizes the high and
low closing prices of the Company’s common
stock for each quarter during fiscal 2009.

FY Ended 3/28/09 High Low

First Quarter $10.20 $6.77
Second Quarter $11.11 $5.85
Third Quarter $12.66 $9.34
Fourth Quarter $10.93 $7.11

CEO AND CFO CERTIFICATIONS 

The Company has filed the certifications of its 
Chief Executive Officer and Chief Financial 
Officer required under Section 302 of the 
Sarbanes-Oxley Act of 2002 as exhibits to its 
2009 Annual Report on Form 10-K. 
In addition, the Company has submitted the 
Chief Executive Officer’s 2008 certification to
the New York Stock Exchange.

NYSE LISTING

New York Stock Exchange
Symbol: NDN
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In fiscal 2009, your Company completed a major logistics and 
racking project, which made the main Los Angeles based distribution center more efficient.

SHAREHOLDER GIFT CERTIFICATE✃

Please let us know how you liked your shopping experience.

FREE ITEM!
GOOD ON YOUR
NEXT VISIT TO
YOUR STORE

Certificate Expires 12-31-2010
Tax Not Included

One per Shareholder
No Photocopies

Call 888-LUCKY-99 or go to www.99only.com for nearest location
PLEASE PRESENT TO CASHIER BEFORE TRANSACTION

Cashier Instructions: > Press Total Key  > Press 1 Gift Certificate  > Press Total Key  > Must be included with shift close out

FREE ITEM!
GOOD ON YOUR
NEXT VISIT TO
YOUR STORE

OPEN
8AM - 9PM

9 DAYS A WEEK!

R

VALUE:
99.99¢



12

RR

4000 Union Pacific Avenue
City of Commerce, California 90023

(323) 980-8145
www.99only.com

World’s highest priced photo is of the world’s
lowest priced store!

Sotheby’s London sold Andreas Gursky’s 99 Cent II photograph for

$3,346,456
and set the all-time sales price record for a photograph!
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