








6. GROWTH OUTLOOK

We have a solid outlook for EBITDA growth, and the opportunity to grow market share in our

European territories which will position us strongly for accelerated growth on the improvement

of global economic conditions.

Pursuing Market Share Gains in Europe

B Pursuing Market Gains in Europe

B Move to multi-channel environments
in both Spain and France

B Running trial with Media-Saturn in
France, Europe’s largest electrical retailer

B Growth in recurring income lines for all markets

During 2009, ThinkSmart has a significant opportunity to grow
its distribution channels in Europe to set the business up well
for strong market share gains through 2010 and beyond.

France

In France we have recently commenced a four store trial
with the German group Media-Saturn, the largest electrical
retailer in Europe with 750 stores across 16 countries.
Success in the trial would see ThinkSmart extend its offering
into all 29 stores across France. Importantly, the French
market from the outset will adopt a multi-channel approach
seeing ThinkSmart able to distribute its products through
multiple retail channel outlets.

Spain & Italy

Despite the economic challenges being experienced in
the Spanish market, our core business in Spain remains
profitable, and will derive increasing income from its
Insurance and inertia streams. DSG International has
signalled its commitment to Spain, and has structured
its business to ride out current market conditions, whilst
introducing a number of new format stores to emulate

those of the PC World operation in the UK. In addition to
its relationship with PC City in Spain, ThinkSmart is now

in active dialogue with a number of key providers in the
Spanish computer retailing market seeking to extend its
distribution channels in this profitable market.

In Italy, PC City has also undergone a significant
restructuring programme which will complete through early
2009. This has seen the business move to implant its
stores as the computer zone within the larger UniEuro mixed
electrical stores. There are 96 UniEuro stores across ltaly,
14 of which now have PC City implant stores. It is forecast
that as many as 40 new implants may be created over

the next 18 months which provides significant scope for
increasing ThinkSmart’s footprint in that market.

Stabilisation in the UK

The UK business has been structured appropriately to
weather the full impact of the recessionary environment
and is expected to deliver a sustained EBITDA performance
through 2009. Customer demand remained strong
through 2008 with ThinkSmart achieving a 10% growth



Operational Excellence Drives Australian Growth

B Strong partner performance

B Increasing contribution from
separate Warranty Services Product

B New QuickSmart in store processing
system improves customer experience
and operational efficiency
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in applications from PC World stores, despite a drop of
approximately 10% in sales on a like for like period. The UK
business is expected to trade stably through 2009, with a
continued growth from Inertia and Insurance income lines.

Australasia

Within the Australasian region, the ThinkSmart business

has achieved sustained growth with its partners during
2008 with JB Hi-Fi and Dick Smith both notably proving very
resilient in the marketplace.

Through 2009, the Australasian business expects to build
on this base and has a significant focus with its partners on
driving operational efficiencies and an improved customer
experience through the launch of its new QuickSmart online
application system.

The QuickSmart system will remove the need for manual
identity checks and improve the accuracy and banding
of approval limits that are set through the use of strong
predictive scorecards. These scorecards are in turn,
expected to see an increase in customer approval rates
whilst also seeing a reduction in future arrears.
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Across the Tasman, growth in the New Zealand business will
come through the extended store network with ThinkSmart
having recently rolled out across all 65 Dick Smith stores in
New Zealand.
Guiding Principles for Growth
In order to position its business for strong, accelerated
growth on improvement of global economic conditions,
ThinkSmart has aligned its business to three governing
principles during this period.
1) Growth through cash flow not debt — The business
has no net debt and organic growth will be funded by
cash flow from operations.

Pace of expansion to be governed by performance

Alignment with marketing leading partners — In
every market in which it operates, ThinkSmart partners

with market leading retailers and funders. During 2009,

the business is focused on extending these partnerships
in the European market place specifically with a view to
gearing the business for market share growth.




7. CORPORATE AND SOCIAL
RESPONSIBILITY

People

ThinkSmart’s goal as an employer is to create and maintain
an open and energetic culture, where staff can grow and
develop. By providing the right training, tools, leadership and
professional support, we aspire to enable our employees

to develop into highly productive, knowledgeable, and loyal
individuals.

These goals are primarily fostered through our
“PeopleSmart” programme which aims to build a great place
to work and cultivate the values of “people, performance,
and culture”. PeopleSmart is made up of a committee

of employees from various departments to organise
activities that align employees to the PeopleSmart values.
PeopleSmart also acts as a forum for the discussion of
workplace issues, in order to improve the work environment
for ThinkSmart’s employees.

Community

At a corporate level, and through its PeopleSmart initiative,
ThinkSmart looks to give back to the community both
financially and by donating time. At a corporate level
ThinkSmart is a contributor to the St John of God Cancer
Centre for the treatment of cancer patients, as well as the
provision of hospitality to their families.

At a team level, employees in the business have given
generously and participated actively in a range of community
based initiatives including: Quarterly blood donation to

the Red Cross; Australia’s Biggest Morning Tea (the Cancer
Council); Daffodil Day (the Cancer Council); National Ride

to Work Day; Make a Wish Foundation; Sids and Kids; and
Movember (Prostate Cancer Foundation of Australia).
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Environment

ThinkSmart is pleased to be working with Officeworks, part
of the Wesfarmers group, to launch a new green trade-in
programme for technology products.

Under the programme, ThinkSmart will incentivise new
customers to trade in their old equipment through a
recycling programme, in receipt for a $100 voucher when
taking out a new RentSmart contract.





