


Founded in 1978 in Atlanta, Georgia, The Home Depot is America’s
largest home center retailer and ranks among the nation’s 30 largest
retailers, according to Fortune magazine. At the close of fiscal 1991,
the Company had 174 full-service, warchouse-style stores in 34
markets in 15 states.

The average Home Depot store is approximately 95,000 square
feet; with an additional 10,000 to 20,000 square feet of outside
selling area. New stores average approximately 102,000 square feet
in size with an additional 10,000 to 20,000 square feet of outside

selling area. The stores stock approximately 30,000 different kinds of
building materials, home improvement supplies and lawn
and garden products.

The Home Depot has been widely credited with being a leading
innovator in retailing by combining the economies of scale inherent
in a warchouse format with a high level of customer service. The
Company is also noted for its progressive corporate culture and
workplace practices. The Home Depot has a three-part marketing
philosophy consisting of low day-in, day-out pricing, large
merchandise assortment and excellent customer service. Service, by
far, is the most important of the three — as well as the most
difficult to execute and for competitors to copy — since do-it-
yourselfers require a high level of guidance while undertaking home
improvement projects.

The Home Depot’s primary customers are do-it-yourselfers,
however, home remodeling contractors, building maintenance
professionals and other professional customers are also important
market segments.

The Home Depot has been a publicly held company since 1981.
Its stock is traded on the New York Stock Exchange under the

symbol, “HD,” and is included in the Standard & Poor's 500 Index.
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COMING HOME TO THE AMERIGCAN DREAM

Despite a war, a recession and historic changes in consumer confidence levels and
spending habits during 1981, The Home Depot enjoyed another necorg-setting year.
While consumers may not be buying expensive new cars or designer clothing, or
stepping up to bigger and better homes, they have continued Lo repair, remodel and
improve their existing homes, which are often their largest personal asset. They have

also been refinancing their homes in record numbers to take advantage of the lowest

mortgage rates in nearly two decades

Dream of living in and enjoying a home that we can call our own. Surveys

indicate that almost all Americans want to own a home, and nearly

two-thirds of us already do

Why are our homes so dear? We Americans seem to

be returning to simpler and more sensible values. We are

reaffirming “hearth, home and family” as the center

of our lives. Sobered and wiser, we

furned to the things that really matter.



YEAR SELECTED FINANCIAL R

THE HOME DEPOT, INC. AND SUBSIDIARIES
Amounts in thowsamds, exoeps where noted

STATEMENT OF EARNINGS DATA

Net sales

Earnings before taxes

Net carnings

Net earnings per share (8)©

Weighted average number of shares®
Gross margin — % to sales

Store selling and operating = % to sales
Pre-opening — % to sales

General and administrative — % to sales
Net interest income (expense) = % to sales
Earnings before taxes — % to sales

Net earnings — % to sales ——
BALANCE SHEET DATA AND FINANCIAL RATIOS
Total assets

Working capital

Merchandise inventories

Net property and equipment
Long-term debt

Stockholders’ equity

Book value per share ($)
Long-term debt to equity = %
Current ratio

Inventory turnover

Return on average equity - %
STATEMENT OF CASH FLOWS DATA
Depreciation and amortization
Capital expenditures

Cash dividends per share ($)®

ND

OPERATING

HIGHLIGHTS

199041}

$3,815,356
259,828
163,428
90
181,253
219

18.2

A
24
(.1)
6.8
49

$1.639.503
300,867
509,022
878,730
530,774
683,402
3.86
777
1.73:1
6.0x%
27.6

CUSTOMER AND STORE DATA

Number of states

Number of stores

Square footage at year-end

Change in square footage - %

Average square footage per store

Number of customer transactions

Average sale per transaction ($)

Number of employees

OTHER DATA

Net sales increase - %

Average total company weekly sales

Weighted average weekly sales per
operating store

Comparable store sales increase - %

Weighted average sales per square foot ()

Advertising expense — % to sales

146,221
35.13
28,000

584% §
13.0

8.6

346
98,782

633
11
348
7

$ 34,358
400,205
07

12

145
13,278
274
92

112,464
33.92
21,500

38.3
$§ 71988

10
322

1 Frscal years 1990 and 1984 conssted of 53 weeks, all other years reported consisted of 52 weeks,
2 AN per share and share data have been adjusted for a three-for-two stock split-up effected in the form of a dividend in June 1991,
4 Adjusted to reflect the first 32 weeks of the 53-week fiscal year in 1990



1984 1988 1987 1986 1985 19841 1) 1983 1982
$2,758,535 $1,999,514 $1.453,657 $1,011,462 $700,729 $432,779 $256,184 $117,645
182,015 125,833 95,586 47,073 11,619 26,252 18,986 9,870
111,954 76,753 54,086 23,873 8,219 14,122 10,261 5,315
.63 44 33 A8 L6 11 08 05
177,705 172,988 161,981 134,562 127,817 128,093 125,724 112,557
27.8 27.0 27.8 27.5 25.9 26.4 27.3 28.4
18.3 17.8 18.1 18.7 19.2 17.2 17.0 16.5

3 4 ol 3 1.1 4 9 .4

2.5 2.4 2.6 2.7 2.9 3.0 2.9 3.3

(.1} (.1} (.2) (1.1} (1.2) 3 5 7

6.6 6.3 6.6 4.7 1.7 6.1 7.4 8.4

4.1 3.8 3.7 2.4 1.2 3.3 4.0 4.5
51,117,534 $ 699,179 $ 528,270 $ 394,741 $380,193 $249,364 $105,230 $ 33,014
273,851 142,806 110,621 91,076 106,451 100,110 49,318 12,901
381,452 294,274 211,421 167,115 152,700 84,046 58,712 17,575
514,440 332,416 244,503 168,981 160,816 73,577 21,129 5,954
302,901 107,508 52,298 116,907 199,943 117,942 4,384 236
512,129 382,938 320,559 163,042 89,092 80,214 65,278 18,354
2.97 2.26 1.93 1.13 70 .63 .52 32
39.1 28.1 16.3 71.7 224.0 147.0 6.7 1.3
1.94:1 1.74:1 1.75:1 1.85:1 2.27:1 3.22:1 2.43:1 1.92:1
5.9x 5.8x S5.4x 4.6x 4.1x 4.2x 4.9x 5.8x
25.2 1.6 21.1 20.3 9.7 19.3 24.5 45.1

5 21,107 5 14,673 5 10,646 b1 8,697 $ 5,193 $ 2,368 903 5 389
204,972 105,123 89,235 52,363 99,767 50,769 16,081 2,883
05 03 02 - - - - =

12 10 &8 7 7 6 4 2

118 96 73 Gl 50 31 19 10
10,424 8,216 6,161 4,828 4,001 2,381 1,449 696
26.9 334 27.6 20.6 68.0 64.3 108.2 37.3

a8 86 82 80 80 77 76 70
84,494 64,227 48,073 34,020 23,324 14,256 8,479 4,164
32.65 31.13 30.24 29.73 30.04 30.36 30.21 28.25
17,500 13,000 9,100 6,600 5,400 4,000 2,400 1,100
38.0 37.6 43.7 44.3 61.9 68.9 117.8 128.3

$ 53,049 § 38,452 § 27,955 § 19,451 5 13,476 5 8,166 b 4,927 $ 2,262
515 464 418 355 343 366 360 281

13 13 18 7 2 14 31 47

303 282 265 230 223 247 245 210

1.1 1.5 2.0 2.4 3 2.5 2.9 2.6




MESSAGE TOD OUR STOCHNHOLDERS

We are extremely pleased to report that by virtually
all significant measures, The Home Depot posted

another year of record results during fiscal 1991.

THANKS TO OUR EMPLOYEES

A the outset of this report, we
wiould like to thank owr 28,004
employees who are the ones
most responsible for our con-
tinuing success. They have con-
tinued to work hard to build

and sustain strong relation-
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ships with our customers, The
human resources factor cannot be underestimated

in home center retailing since our primary customers
are homeowners who often require expert and caring

guidance to complete their do-it-yourself projects.

Our progressive corporate culture, which encourages
entrepreneurship. teamwork, innovation and open

communications and which provides for broad-based
employee stock ownership, has been a strategic factor

in our growth.

RECORD SALES AND EARNINGS

The 1991 fiscal year contained
52 weeks, compared to the 33-
week 1990 fiscal vear. In fiscal
1991, net carnings rose 52%,
sales increased 35%, weighted

average weekly store sales rose

12%, and comparable store-
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for-store sales rose 119% after

adjusting fiscal 1990 to 52 weeks.
Inventory turnover, already high,

improved from 6.0 to 6.1,

In addition, customer transac-

tions increased 3056, the average

customer sale rose 4%, sales per
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square foot increased 8%, and -
the overall amount of store selling space increased
by 24%. For a more detailed review of all key statis-
tics, please refer to the Ten Year Selected Financial
and Operating Highlights section on page two of

this report.

During fiscal 1991, we opened 30 new stores, closed
one store, and relocated four other stores. At the end
of the fiscal year we had a total of 174 stores in 34
markets in 15 states, compared to 145 stores in 30

markets in 12 states at the end of fiscal 1990,

STROMG BALANCE SHEET, SUFFICIENT CAPITAL

Our financial position has never been stronger.,

At the end of fiscal 1991, stockholders’ equity

was &1,691,212,000, an increase of 147% from
£683,402,000 a year age. Our ratio of long-term debt
to equity was 16% at fiscal year-end. Our 3459 million
in cash and investments, coupled with the proceeds
from the sale of 3805 million in convertible subordi-
nated notes subsequent o the end of fiscal 1991,
should give us sufficient capital to continue our

expansion for a number of years.



EXPANDING MARKET SHARE,

IMPROVING STORE PRODUCTIVITY

Our strategy of adding new stores near the edge of
market areas served by existing stores has continued
to be successful. This “cannibalization” strategy has
a short-term negative impact on the rate of growth
of individual store sales, but it enables us to maintain
our competitive lead in providing high levels of cus-

tomer service as we increase our market share.

During fiscal 1991, 20 of the 30 new stores we

opened were deliberately located to cannibalize exist-
ing stores. Similarly, of the 40 stores we plan to open
during fiscal 1992, we expect that 31 will cannibalize

older stores.

Over the longer term, how-
ever, we expect to be able to
reduce the extent of our can-
nibalization efforts through
the successful companywide
implementation of our Store

Productivity Improvement

(SPI) program. The SPI pro-
gram is now being implemented in substantially all
new stores and in selected existing stores. The goal

of SPI is to increase merchandise throughput by inno-
vations in store layout, material handling techniques

and operations.

By making our new and existing stores more effi-
cient, the SPI program enables us to maintain or
increase customer service while increasing sales per

square foot to levels we previously thought were not

possible. Because of the
Company’s self-imposed limit
of opening new stores at a
rate no greater than 25% per
year, our need to cannibalize
older stores in existing mar-

ket areas has kept us from

moving more rapidly into

new markets.

By the close of fiscal 1991, 49 stores were using
elements of the SPI program. During fiscal 1992,
approximately 32 more stores will undergo some
degree of SPI conversion and all new stores are taking
part in the program. Our customers have responded
favorably to the innovations, indicating through sur-
veys that they enjoy our cleaner, less cluttered aisles,
better store layouts and improvements in our sales-

person-to-customer ratio.

A LONG WAY TO GROW

At fiscal 1991 year-end, with sales in excess of $5.1
billion and the total market for home improvements
estimated to be $105 billion, The Home Depot’s mar-
ket share is approximately 5%. The six largest home
center retailers — of which
The Home Depot is the
largest — account for only
about 14% of the total
market. Clearly, the home
improvement/home center

retailing industry remains

extremely fragmented with

many regional competitors.



The emergence of a strong

Total Assets

DOLLARS IN MILLIONS

national competitor like The
Home Depot as well as the weak
economy have spurred further
consolidation within our indus-

try, with The Home Depot gain-

ing additional market share.
87 ‘88 'B9 90 91

The general discount retailing niche has exhibited
a similar trend which began more than a decade
ago when the largest discount retailers had single-
digit market shares. Today, a few nationwide retail-
ers account for most of that market. Some industry
analysts predict a similar evolution in home

center retailing.

By the end of the 1991 fiscal year, despite being the
largest home center retailer in America, The Home
Depot was operating stores in just 15 states with
approximately 75% of its stores in only four states:
California, Texas, Florida and Georgia. There seems
to be much more room to grow. By the end of fiscal

1996, The Home Depot hopes to be operating over

500 stores.
CONTINUED
SUCCESSFUL EXPANSION Capital Expenlitures

As we did during the previous
fiscal year, The Home Depot
again almost doubled, to 22,

the number of stores in the

northeastern United States.
Several of those stores marked

the Company’s initial entry into

MESSAGE TO0O OUR STOCKHOLDERS

New Hampshire, Maryland and Massachusetts.
Despite the continuing weak economy in the North-
east, our stores there continue to rank among the
highest sales volume stores throughout the Company.
Accordingly, we plan to open approximately 18 more
stores in the Northeast during fiscal 1992, including
our first stores in the Boston, southern New Jersey
and Washington, D.C. markets. Our long-term goal is

to operate approximately 150 stores in the Northeast.

In terms of expansion in other regions of the country,
The Home Depot, in fiscal 1992, plans to open its first
stores in the states of Wash-

Sgsklders By
ington, Nevada and North ok
Carolina. Of the 40 stores the
Company plans to open during
fiscal 1992, it is anticipated that

12 will be in the Western

Division, 10 in the Southeast
Division, as well as 18 in the Br. e e w0 oo

Northeast Division as noted above.

THE ECONOMY AND THE HOME DEPOT

In 1991, the retail industry suffered through its worst
year in 30 years, with sales up a mere 0.7% over 1990.
Despite that, The Home Depot’s comparable store sales

rose 11%, after adjusting fiscal 1990 to 52 weeks.

To a certain degree The Home Depot is recession-
resistant. In a recession, budget-stretched homeown-
ers tend to do more projects around the home by
themselves as a way to save labor costs. And, with

turnover of existing housing down, homeowners



who had planned to trade up
to bigger and better homes are
making decisions to keep their
existing homes and undertake
long-desired improvements
and additions. The level of

repair projects, as would be

W 8| W m

expected, remains steady
despite economic conditions.
Given that one’s home is generally one’s primary
financial asset, homeowners tend to protect that asset

above all others.

There have been several other positive impacts on
The Home Depot related to the recession. The Com-
pany has been able to attract many unemployed con-
struction contractors to come to work in our stores.
These highly experienced tradepersons provide our
customers with a high level of expert guidance on

a variety of do-it-yourself projects. They have found
employment at The Home Depot to their liking in
terms of job stability and our generous benefits
package and we do not expect them to return to the
cyclical construction business when the economy
regains strength. Also, many under-employed trade-
persons typically engaged in new construction have

entered the small-scale remodeling market on at least

Bernard Marcus
Chairman and Chief Executive Officer

a part-time basis and this provides The Home Depot’s
buy-it-yourself customers with an opportunity to hire
professional labor at reduced cost. Also, our continu-
ing strength as a distribution channel through the
recession has enabled us to initiate relationships

with vendors and develop new sources of merchan-
dise, particularly high-quality products often favored

by professionals.

A GOOD BUSINESS FOR THE 1990s

According to the Home Improvement Research
Institute, our industry can expect a 6.2% average
annual growth rate for the period 1991-1996. That
is a growth rate 19.2% greater than is anticipated for
retailing overall and 5.1% greater than projected for
the Gross National Product. This strong market out-
look is attributable to several factors. Chief among
them are the movement of the Baby Boom genera-
tion into middle age — which has positive implica-
tions for income growth and demand for additions
and upgrades to homes — and the continued aging of
the nation’s housing stock, which will further boost

spending on repairs and maintenance.

In summary, The Home Depot has enjoyed another
year of record performance. We believe the Company

is positioned for continued success in the years ahead.

Arthur M. Blank
President and Chief Operating Officer



PERTINENT QUESTIONS.

CANDID ANSWERS.

NEAR THE END OF FISCAL 1991, THE HOME DEPOT INVITED

RETAIL INDUSTRY INVESTMENT ANALYSTS WHO PUBLISH

RESEARCH ON OUR COMPANY AND INDUSTRY TO IDENTIFY

KEY ISSUES AND QUESTIONS THEY DEEM WORTHY OF EXPANDED

DISCUSSION. THEIR INPUT IS REFLECTED IN THE PRECEDING

STOCKHOLDERS' LETTER AND MORE SPECIFICALLY, IN THE

QUESTIONS POSED TO THE HOME DEPOT MANAGEMENT IN THIS

SECTION. WE THANK THE FOLLOWING
FOR THEIR PARTICIPATION.

David Bolotsky
Goldman, Sachs & Co.

Edie Braun
Gilder, Gagnon, Howe & Co.

Joseph Buckley
Bear, Stearns & Co.

Bo Cheadle
Montgomery Securities

Gary Dennis
J.C. Bradford & Co.

Frank Foellmer

Quincy Cass Associates, Inc.

Margaret Gilliam
The First Boston Corp.

Skip Helm
William Blair & Co.

Wayne Hood
Prudential Securities, Inc.

Tammi Kuntz
Morgan Keegan & Co., Inc.

Walter Loeb
Loeb Associates Inc.

INVESTMENT ANALYSTS

Terry McEvoy
Janney Montgomery Scott

Mike Mead
Legg Mason

Bruce Missett
Morgan Stanley & Co., Inc.

Joseph Ronning
Brown Brothers Harriman & Co.

Robert Roth
Merrill Lynch, Pierce, Fenner &
Smith Inc.

Ben Sharav
Value Line, Inc.

Ken Smith
Interstate/Johnson Lane

Donald Trott
Dean Witter Reynolds Inc.

Chris Vroom
Alex. Brown & Sons Inc.

Kim Walin
Shearson Lehman Brothers Inc.

Dan Wewer, Jr.
The Robinson Humphrey Co., Inc.



QUESTIONS ANSWERS

WHAT PLAN HAS THE W have developed qualified individuals to back up all of our key people, from
HIME GEPTIT MAKINE FIOR
MANAGEMENT SUCCESSIONT senior officers (o store managers. We continue 1o train our people as decision

makers and entrepreneurs in their own right. This effort will help perpetuate

The Home Depot and its operating philosophies.

HOW 15 THE HOME DEPOT Much of our suceess is due to the entreprencurial spirit that we've always encour
HANCHUINLE THE GH&LLCMCEL

LOMTINUED GROWTH aged among our employees, We've always believed in decentralizing our decision-
AND THE INCREASING GEO
IMAPHIC DISPERSION THAT making so that we remain responsive to regional conditions and don't develop a

CEMES WITH THAT GROWTH)
chain-store mentality. In late 1990, we formalized this decentralization philosophy,

creating the Western Division and appointing a separate president and merchan-
dising and operating officers for the new entity. With our western operations over
2,000 miles and three time zones away from our Atlanta headquarters, they were
a natural candidate for more AUTOIOMY. We turther decentralized 1n ."H.'Pll.‘l11|‘--'.'T
1991 when we formed the Northeast and Southeast
Divisions, each with their own president and merchan-
dising and operating officers. This formal decentraliza-
tion enables us to maintain a se¢nse of smallness and
corporate intimacy even as the overall enterprize

Continues o EIOwW.

Arthur M, Bank
-

L 4
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QUESTIONS ANSWERS

WHAT NEW COMPUTER-
BASED INFORMATION
SYSTEMS ARE BEING
IMPLEMENTED BY THE
COMPANY AND WHAT
BENEFITS DO YOU EXPECT?

IN TERMS OF FUTURE
GROWTH, WHAT IS THE
POTENTIAL NUMBER OF
STORES THAT THE HOME
DEPOT CAN OPERATE IN
THE UNITED STATES?

10

We've made a significant commitment to information systems and are continuing to
apply technology to support our planned growth rates, assist us in reducing and con-
trolling costs and provide key information about our business. Our planning process
has identified growth needs and we are expanding the capabilities of our data commu-
nications network and data centers. In
addition, we are replacing our in-store
computers with faster, more efficient
and flexible hardware. Our commit-

ment to an open systems environment

will provide flexibility and the ability

W. Andrew McKenna

to cost-effectively handle future needs.  senior vice President
Information Services

During 1992, we will be implementing

major improvements to our invoice processing system and credit card network to sup-
port low cost transaction processing. Implementation of Electronic Data Interchange
(EDI), starting with major vendors in 1992, will further streamline inventory replen-
ishment and purchase order and invoice processing. A new human resources system,
improved inventory management systems and enhanced information availability will

provide additional management tools to support decision making.

With sales exceeding $5 billion, our share of the $105 billion and growing market
for home improvements, repairs and renovations is approximately 5%. It’s obvious
that we still have a long way to grow. Based on the growth of our business and
growth within our individual markets, we estimate that our potential for stores in
the United States is well in excess of 1,000. In addition,
we feel there are also many opportunities elsewhere in

the world.

William E. Harris
Senior Vice President
Corporate Development



QUESTIONS ANSWERS

HOW HAS MERCHANDISING In keeping with our philosophy that
IN THE STORES CHANGED IN
THE LAST FIVE YEARS AND “if you don’t make dust, you eat

WHAT’S AHEAD?
dust,” we have made thousands of

changes to our merchandise and ser-

vice offerings over the last five years.

Our continuing direction, however, is

Lora Castellanos

. S i Relati
to develop merchandise categories in  yecel Jeeron Menaeer

which we can be dominant in terms

of depth of assortment. Our greatly expanded kitchen, bathroom, millwork and
decor programs are good examples of how we’ve been evolving in this way. We
have also increased our sensitivity to the needs of professional customers, expand-
ing our product line with brands and quality to meet their expectations. In addi-
tion, we are experimenting with a 30,000 square-foot garden center/greenhouse
prototype and are commited to growing our garden business. Our Expo laboratory
store in San Diego is another experiment that is giving us some new merchandise
ideas. We are committed to serving the do-it-yourself and professional markets

equally well.

WHY DOES THE HOME Cannibalization of existing stores has provided two important benefits to The
DEPOT CANNIBALIZE _ _
ITS OWN STORES? Home Depot. First, by opening up new stores not far from old ones, we are able

to keep our existing stores from becoming choked with customers. This enables
us to maintain our competitive lead in providing excellent customer service,
which is so critical to our retail niche. Second, if you properly locate that new
store on the periphery of two trade areas — one served by the older store and the
other not served conveniently by any store — you not only relieve customer traffic

at the older location, you also develop a new base of customers who are attracted

Tony C. Brown to the more convenient location.
Regional Manager
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QUESTIONS ANSWERS

INSTALLED SALES IS A When we embarked on our installed sales program, we were aware of the challenges
COMPLICATED BUSINESS

WITH MANY POTENTIAL involved. Chief among them is the issue of extending to installed sales the high levels
PROBLEMS. HOW IS THE

HOME DEPOT'S INSTALLED of service and value our customers have come to depend on when they shop at our
SALES PROGRAM PRO-

GRESSING AND WHAT stores. We use outside contractors for the program who must meet stringent quali-

ARE THE PROSPECTS?
fication criteria and are trained extensively. Ensuring quality control is the respon-

sibility of store-based Home Depot regional installation
managers and employee specialists. We have spent nearly
two years testing our installed sales program in three mar-
kets before deciding to begin a gradual companywide roll-

out in the spring of 1992. The program should be in every

Company market within the next two to three years.

Tom Kesling

Marketing Manager

Installed Sales
DESCRIBE THE HOME Homeowners have been and will remain our primary customers. However, profes-
DEPOT’S PROFESSIONAL
BUSINESS CUSTOMER MAR- sional customers — a mixture of home remodeling and repair professionals as well
KET AND HOW THAT SEG-
MENT HAS BEEN TRENDING. as commercial and multi-family residential building maintenance professionals —
WHAT IMPACT DOES THIS
SEGMENT HAVE ON SALES represent an important secondary market that has been increasing in size. We
AND EARNINGS? IS IT
A CYCLICAL BUSINESS? believe that our professional customers represent over 20% of our total customer

base. Over the last few years, we have become more sensitive to the special needs of
these customers. We have expanded our assortment to carry more professional-grade
supplies and tools, provided separate contractor checkouts during morning hours,
added special professional service employees called “Homers” and provided easier
access to credit. Our stores open early so that professionals can pick up supplies

on their way to job sites. In terms of
serving contractors engaged in new
construction, we have little exposure
to this cyclical market segment
although we do serve as a kind of

convenience store for spot supplies.

By design, we do not focus on new

Jim Inglis
Executive Vice President

building construction. Merchandising
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QUESTIONS ANSWERS

WHAT IS THE FUNDAMENTAL
DIFFERENCE BETWEEN THE
HOME DEPOT AND OTHER
HOME CENTER RETAILERS?

WHAT ARE THE HOME
DEPOT'S CAPITAL SPENDING
PLANS AND DOES IT HAVE
ADEQUATE SOURCES

OF CAPITAL?

We believe that our people are the most important difference between ourselves
and our competitors. Our store employees are able to develop strong, long-term
relationships with our customers. They make sure customers receive not just the
right products at the right prices, but advice and guidance to successfully under-
take a succession of do-it-yourself projects. Much effort goes into developing our
people. Beyond providing excellent wages and benefits including stock ownership
opportunities, we provide a psychologically enlightened
workplace environment which is conducive to a satisfy-
ing and stimulating career. We can’t expect our employ-
ees to bond with their customers if we don’t have good

relationships with our own people.

Don McKenna
‘ice President
Human Resources

Ronald M. Brill
Senior Vice President,
Chief Financial Officer
and Treasurer

The Home Depot will spend approx-
imately $500 million during fiscal
1992, primarily to open new stores,
remodel existing ones and expand its

internal information systems. Due to

the Company’s expansion plans, capi-
tal requirements are expected to increase annually. In addition to the $459 million
in cash and investments currently on the balance sheet, The Home Depot, in
February 1992, raised $805 million from the sale of convertible subordinated
notes. Combining these sources of funds with retained earnings growth, the

Company projects sufficient sources of capital for at least the next several years.
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