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URBAN OUTFITTERS

Work in Progress

+ PRODUCT FOCUS TO TARGET CUSTOMER AGE 18-28 + ASSORTMENT PLANNING AND ARCHITECTURE

FOR STORE GROUPINGS
» UNIFIED MESSAGES FROM CONCEPT TO CUSTOMER

- INVENTORY LEVELS
+ IMAGERY, CONTENT AND WEB EXPERIENCE.

+ COMMUNICATION AND COLLABORATION

+ MERCHANDISING AND FLOORPLAN FOCUS IN

STORES, DEFINING SHOPS. + TALENT RECRUITING AND DEVELOPING
+ SOCIAL OPPORTUNITIES INVOLVING STORE TEAMS - SYEAR STRATEGY PLAN INVOLVING EXPANDING
AND UOonYOU MEMBERS CATEGORIES AND A NEW BLEND OF

4 WALL EXPERIENCES.







URBAN OUTFITTERS







TEITTERS

URBAN OU




URBAN OQUTFITTERS

Photography — Women'’s
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Photography — Beauty

{
|

|

ll'»

NNIJ

03




URBAN OUTFITTERS

Photography — Shoes

2013
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Photography — Intimates

2013
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Photography — Apartment
=31
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faphv — Men’s

~ Photog
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WE WILL CONTINUE TO CONNECT
WITH THE UO CORE CUSTOMER
THROUGH THE CREATION OF AN
IMMERSIVE BRAND EXPERIENCE
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Immersive Experience — Direct to Consumer




URBAN OUTFITTERS

Immersive Experience — URBAN ON

Gamer ¥ 43 PN Sseen Camney ¥ 4UPM 4 n 3 - 44U PN

Sign In - My UO = Exclusives
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Shop

Find A Store

Shallys London
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Immersive Experience — The Store
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Immersive Experience —

The Store
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THINKING OF OUR BRAND OUTSIDE OF A 10,000 SQUARE
FOOT BOX IN THE INTEREST OF EXPANDING OUR BRAND
THROUGH EXISTING/NEW CATEGORIES & SERVICES
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Product Expansion — Urban Renewal
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URBAN OUTFITTERS

|7 ALIMICHAEL + MARCEL CASTENMILLER
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Product Expansion — Music



-BROADEN OUR PRODUCT OFFER
-ELEVATE BRAND IMAGERY
-LEVERAGE SOCIAL MEDIA

» CAPITALIZE ON STORE SEGMENTATION STRATEGIES



URBAN OUTFITTERS

New Business — without walls

TRAILBLAZERS
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Services




TO BECOME THE PREEMINENT
GLOBAL LIFESTYLE COMMUNITY
FOR TWENTY SOMETHINGS.
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URBN | 2020

ANTHROPOLOGIE

GROUP

ANTHROPOLOGIE

-BHLDN

and now introducing...

terrain

DAVID MCCREIGHT
CEO: Anthropologi
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AGENDA

I HISTORY
Il RECENT RESULTS
11l ANTHROPOLOGIE GROUP VISION 20/20
CUSTOMER
PRODUCT EXPANSION
CHANNELS
SUMMARY
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Our HISTORY

1992 FOUNDED IN WAYNE, PA

1998 LAUNCHED CATALOG

2001 LAUNCHED WEBSITE

2005 DTC BUSINESS HIT $50 MILLION

2006 SALES REACH $500 MILLION

2009 INTERNATIONAL EXPANSION BEGINS (LONDON & TORONTO)
2010 LAUNCHED BHLDN WEDDING CONCEPT ONLINE

2011 SALES TOP $1 BILLION

2014 TERRAIN JOINS THE ANTHROPOLOGIE GROUP
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A Brand HIGHLIGHTS

NET SALES
$M

$1,400 5'YEAR CAGR 12%
$1.300 ;
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2010 2011 2012 2013
ROLLING 12-MONTHS ENDING JULY
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ACCOMPLISHMENTS

. 33 CONSECUTIVE MONTHS OF FULL PRICE POSITIVE COMP SALES

. INDUSTRY LEADING 4-WALL AND OVERALL PROFITABILITY

. 6 STRAIGHT QUARTERS OF FASTER INVENTORY TURNS

. DOUBLED ANTHRO LOYALTY DATABASE IN PAST 3 YEARS

¢ HOSTING 1,500 EVENTS ANNUALLY

. DOUBLED BHLDN SALES SINCE JOINING ANTHROPOLOGIE GROUP

. LAUNCHED PETITES WITH 21 SHOP-IN-SHOPS AND +700 STYLES ONLINE

. OVER 200 STORES WITH OVER 2 MILLION SOFT IN 4 COUNTRIES BY YEAR END
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CUSTOMERS share of WALLET
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CUSTOMERS share of WALLET
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A\_ CUSTOMER Profile

“There isn’t anything |
wouldn’t want them to do”



&ﬁ CUSTOMER Profile

“I want to see more items in décor, something
| can pick up spontaneously, because décor is
the easiest way to freshen up a room and you
can always have fun with it”



&ﬁ CUSTOMER Profile

“l actually think | could live here. It’s
amazing. [Terrain brings] the outdoors
inside in a beautiful & creative way”



CUSTOMER Profile

“l wish you (BHLDN) were stocked
at Anthropologie in London too!
Any chance that will ever happen?
#fingerscrossed”



A\_ CUSTOMER Profile

“There should be
Anthropologie home stores,
that would be amazing”



A\_ CUSTOMER Profile

“You never know what they
will have, you go in and
find things you love”
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CUSTOMER Profile

“Stop it. That dress is to die for. It just gets better and better..

“Outdoor would be great, including lighting”

“l wish Anthropologie offered more
linens and towels, they are so unique
and you can’t find them anywhere else”

“I think more decorative storage, the
storage options out there are so boring”

“I love that Anthropologie does one-off, unique
pieces, | want them to offer more”

”
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“l love that Anthropologie does one-off, unique
pieces, | want them to offer more”
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pretending it’s my own private living room.”
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“l love that Anthropologie does one-off, unique
pieces, | want them to offer more”

“I want them to make more serving pieces”

“It’s no secret that I’'m a total Terrain fanatic.
It’s my favorite day-trip from the city, and |
love sitting in their greenhouse cafe and
pretending it’s my own private living room.”

“Terrain has so many beautiful and creative
items to bring nature into your home.”

“Please make more petites!”
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A CUSTOMER Profile
“I’d love to see more robes and slips to bring lingerie into my wardrobe”

“I"'m always hoping to find that unique piece.
It’s like finding buried treasure”.

“Really feels like someone can find something
that seems totally unique to them?”

“It feels so cozy and so sexy,
| can’t find that anywhere else”

“It’s not as much about an individual
item. It’s about a feeling.”
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A product expansion: H O M E

“There isn’t anything in home | wouldn’t want them to do”



A product expansion: BEAUTY
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A product expansion: BEAUTY

clia ahe

“l wish there was a beauty experience that felt curated and personal
like an Anthropologie store”



product expansion: ACCESSORIES




A product expansion: ACCESSORIES

a abs

“l love the mix of dainty and decadent in the accessories section.”



product expansion: SHOES & BAGS




product expansion: SHOES & BAGS

“The unique details and materials allow me to express
my style from day to night.”



/\ product expansion: | NTIMATES
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‘ product expansion: | N T | M AT E S

“Their intimates have been amazing lately --
really wonderful designs in the sleep sets especially.”
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product expansion: BHLDN

“Hello | am a bride to be from London, UK and have fallen in love with some
of your gowns!! Is there anywhere in UK where they can be tried on?”
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A REGISTRY

THE
regiftry

ANTHROPOLOGIE




REGISTRY

“I’'m so excited about the new Registry! My wedding dress is from
BHLDN too, so I’'m just all Anthro everything!”
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product expansion: TERRAIN

“[l was just] visiting Terrain and couldn’t stay long enough. It’s amazing, |
actually think | could live here. It’s eye candy for gardeners and party people,
bringing the outdoors inside in a beautiful and creative way.”
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A estimated ook FORWARD CATEGORY PENETRATION
2020

INTIMATES
CATEGORY PENETRATION 5%  BHLDN

6%

CURRENT

ACCESSORIES BEAUTY =

§ BEAUTY 3%
12% SHOES 6 BAGS |
1% —

JEWELRY & OTHER =
ACCESSORIES il
7%



moving FORWARD
Channel & Geographic Growth
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ANTHROPOLOGIE

clothing »

shoes ¥
accessories y
house & home }
online exclusives ¥

sale »

FUTURE OF DTC

Allow her to shop anyway she wants from anywhere
she wants, through a variety of delivery options, always

with a seamless Anthropologie experience
. Product: Web is Alpha
. Creative / Social: Uber creative
. Marketing: LTV targeting
. Multichannel Technology: Seamless omnichannel

. International: Globalized web experience



A LARGE FORMAT

OUR VISION

WHY BIGGER IS BETTER

WHAT TO EXPECT




store tour 1n progress...

WILL RECONVENE SHORTLY




