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Cautionary statement DOLLARAMA (1)

Forward-Looking Information

This presentation contains forward-looking information about Do | | a rresuita, degels of activity, performance, goals or
achievements which is based on estimates and assumptions that management believes are appropriate and reasonable in
the circumstances. However, there can be no assurance that such estimates and assumptions will prove to be correct.
Many factors could cause actual results to differ materially from those expressed or implied by the forward-looking
information, including the risk factors described in Do | | a r Annual dnformation Form dated April 11, 2019 filed with
Canadian securities regulators and available on SEDAR at www.sedar.com. The forward-looking information contained in
this presentation represents ma n a g e mexpettattiens as at June 14, 2019, and, accordingly, is subject to change after
such date. Except as may be required by law, management has no intention and undertakes no obligation to update or
revise any forward-looking information.

Market and Industry Data

This presentation contains market and industry data sourced from a combination of internal company surveys and third
party websites. While management believes those sources are reliable, we have not verified them, nor have they been
verified by any independent sources, and we have no assurance that the information contained in third party websites is
current and up-to-date. Unless otherwise indicated, the data contained in this presentation is stated as at June 14, 2019.

Non-GAAP Measures

This presentation refers to certain non-GAAP measures. These measures do not have a standardized meaning prescribed
by GAAP and are therefore unlikely to be comparable to similar measures presented by other issuers. Consequently, they
should not be considered in isolation or as a substitute for financial performance measures calculated in accordance with
GAAP. Refer to the section entitled i S e | eQ@omselidated Financial | nf or ma Do b h a r MD&A dated June 13,
2019 for a reconciliation of those non-GAAP measures to the most directly comparable GAAP measures.
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Dollarama through the years

Foundation of single
price point dollar chain
by third generation
retailer and general
merchandiser

Larry Rossy

Introduction of
$2.50 and $3.00

Initial public offering  price points Introduction
(TSX: DOL) i _ of $3.50
585 stores in ten Launch of Opening of  and $4.00
provinces first NCIB 1000™ store price points

New long-term
store target of
1,700 stores

DoLLARAMA ()

Launch of online store
Delivery by the case
full across Canada

)0

Investment by
Bain Capital
344 stores in
Six provinces

Introduction  Sale by Bain Conclusion of Neil Rossy

of select Capital of licensing and appointed CEO,

price points  remaining services Larry Rossy

>$1.00 equity stake agreement with becomes Executive
s Dollar City in Chairman

Declaration of Latin America

first dividend

Stephen Gunn
appointed Chairman,
Larry Rossy
becomes Chairman
Emeritus



Dollarama today DOLLARAMA (1)

@ Largest and only national dollar store chain in Canada
A 1,236 corporate-owned and operated stores
AAvg. of 10,247 sq. ft. per store
A Avg. store annual sales of $3.0 million

€» Strong value proposition at select fixed
price points up to $4
ABroad assortment of everyday goods
A~50% of merchandise sourced directly
A~70% of sales from products priced above $1.25

€ Robust financial performance
ALTM® sales: $3.62B
ALTM2 EBITDA: $1,087M (30.0% of sales)

(1) For the last twelve months ended May 5™, 2019
(2) Reflects the adoption of IFRS 16 - Leases



A simple, growth-oriented
business model

We build We focus

on our growing on delivering

store network compelling

and our value to our

low-cost direct customers
sourcing platform

DoLLARAMA ()

We solidify

our brand

reputation and

deliver superior
financial
results

Backed by seasoned team
and disciplined execution
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Direct sourcing expertise DOLLARAMA (L)

) Longstanding relationships with low-cost
supplier network:
A Overseas direct sourcing program initiated in 1992
A Well-diversified base of established suppliers

A~50% merchandise sourced directly from
over 25 countries (primarily China)

@ Benefits of direct sourcing:

A Creates different, more
compelling product selection

A Reduces costs associated
with intermediaries

AIncreases bargaining power with suppliers

A Provides cost flexibility to help control inflation
and currency fluctuations
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Large network with
over 1,200 stores

Only dollar store chain
with a significant presence in

all ten provinces

2.9X more stores 1236
than 4 largest pure
play competitors
combined

3-yr Store Count
Dollarama vs.
Next 4 Pure Play Competitors

5.5x larger than
next largest pure play
competitor

228 226 225
119 118 109 g9 108 117

43 49 50
[ ]

Dollarama Dollar Tree Dollar Store Great Buck or
Canada with More Canadian Two

10

Source: company reports and websites
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Compelling product
offering

g Broad assortment of products
across 20+ departments at
compelling value

T

Resaenn . L) {
3 3

. s
@ Mix of l;s.tored brands and  General _ sadhd
name brands 0y
o | | . |
€ Multiple fixed price points iaég/”oa
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Strong brand awareness and
broad customer appeal

@ Our value proposition is the key differentiator

g Brand awareness
across Canada
IS at 98%

@ We appeal to all

demographics and 98%
Income ranges

@ Typical consumer profile:
AFemale
A 25-54 years of age
A Annual income of $20k-$80k

Source: Leger survey of 2,000 Canadians 18 yrs+ conducted June 29 to July 9, 2018 12



Offering convenience
and value

€ Strong brand recognition and reputation
for delivering value

€ Unrivaled presence across Canada in .

convenient locations

@) Destination store appealing
to broad customer base

) Consistent in-store shopping experience

DoLLaRAMA (L)
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Operational
Strategies



