








































Strengthened Vertically  
Integrated Structure 
from Design through Delivery

Manufacturing and Logistics Footprint

North American Manufacturing = A Competitive Advantage 
Custom made-to-order products are shipped from our plants in  
about 4-6 weeks.

• Own and operate 9 manufacturing facilities: 
U.S. (7); Mexico (1); and Honduras (1) 

• Manufacture and/or assemble 
approximately 70% of our furniture products 
in our North American plants  

• Focused on Environmental and Social 
Responsibility and uniform manufacturing 
standards 

• Full control of product from manufacturing 
facilities to the customer via:  
• 2 national Distribution Centers 
• 30 retail division Service Centers

Manufacturing locations
Retail warehouse service center
Distribution center



Quality Craftsmanship:  
A Cornerstone of the Brand

• Much of our furniture is built by hand, 
one piece at a time, in our North 
American workshops 

• Most frames are hand-assembled and 
stitching is guided by hand 

• We select international partners as 
committed to quality as we are 

• All case goods frames are made with 
premium lumber and veneers 

• Best-in-class construction techniques, 
including mortise and tenon joinery and  
four-corner glued dovetail joinery on 
drawers

Commitment to high construction standards



New Technology



Distribution / Logistics  – Dublin, VA  
631,000 sq. ft. Warehouse  
and Cross-dock Operation



Distribution / Logistics – Atoka, OK 
499,700 sq. ft. Distribution Center



Newtown Service Center

• Newtown, Connecticut 
• 240,000 square feet 
• Services 23 Design Centers 
• Delivery Area – Northeast  

(Boston to NYC, Long Island  
to Scranton, PA)



Chester Springs Service Center

• Chester Springs, Pennsylvania 
58,000 square feet 

• Services 15 Design Centers 
• Delivery Area – Virginia, 

Delaware, Maryland, New Jersey, 
Pennsylvania, New York



Detroit Service Center

• Detroit, Michigan  
• 82,000 square feet 
• Services 17 Design Centers 
• Delivery Area - Michigan, 

Northern Ohio, Indiana,  
Illinois, Wisconsin



Pomona Service Center

• Pomona, California 
• 110,000 square feet 
• Services 10 Design Centers 
• Delivery Area – Southern California 

(Santa Barbara to San Diego, LA 
to Palm Desert)



Margate Service Center

• Margate, Florida 
• 50,000 square feet 
• Services 7 Design Centers 
• Delivery Area – South Florida



Retail Network - Logistics



Environmental  
Stewardship &  
Sustainability



Environment, Health, and Safety (E.H.& S.)

Received EPA Award and Governor's Award for 
Environmental Excellence in Vermont



Environment, Health, and Safety / Honduras

Awarded Best Health Clinic



In-House Medical Clinic





Leading Interior Design  
Company

• Leading interior design enterprise with 
1,500 interior designers in North America 

• Added interior designers – 60% with 
entrepreneurial backgrounds 

• Interior designers develop long-term 
relationships and drive sales with 
professional design service 

• Expanded Interior Design Affiliate 
Program (IDA) to over 6,000 members  

• Network of interior designers provides 
opportunity to increase business with 
existing retail network

INTERIOR DESIGN NETWORK









Investing in Technology

• Adding technology to create a dynamic  
omni-channel environment  

• Investing in technology infrastructure including 
digital, retail, manufacturing, finance, 
operations, warehousing, and logistics 
platforms to seamlessly link information



Updated and Mobile - Responsive Website

• Positive increases in KPI’s 
over prior year - FY17 Q1 
online sales grew 55% 
and traffic increased 26% 

• Provides a rich branding 
experience - introduces 
our interior design 
services and offerings 

• Drives traffic to our 
expansive brick-and-
mortar network



Combining Technology with Personal Service 

• NEED HELP? 

• Customer 
initiates the 
chat and 
speaks with 
a designer 
in real time



3-D Product Visualization & 
ethanallen.com/disney

http://ethanallen.com/disney




Strengthening Interior Design Network

• Matching superior high-quality 
craftsmanship with 
approximately 1,500 interior 
designers and 296 Design 
Centers worldwide 

• Past 5 years, opened 34 
company-operated Design 
Centers, including 18 relocations 

• Past 5 years, opened 69 
independent-operated Design 
Centers, including 12 relocations

US (company-operated) 139

International (company-operated) 6

US (independent) 50

International  
(independent) 101



Recent relocation to Design Centers with 
smaller footprints 

•Average Design Center opened in last  
3 years  
~10,000 sq. ft. vs. ~16,000 sq. ft. 

•4 markets currently under construction 

122 Locations – Classic Design

Average 15,000 sq. ft.

Neoclassical Desin

Average 18,000 sq. ft.

Average 8,000 sq. ft.

40 Locations – Neoclassical Design

33 Locations – Lifestyle Design

Expanding and Repositioning  
Retail Network  
North American Design Centers



Wichita, KS – July 2015



Pittsburgh (McCandless), PA  
- September 2015

Toledo, OH  
- September 2015



King of Prussia, PA  
- September 2015

Columbia, MD  
- March 2016



Hesse Hanover, Germany  
– September 2015

Inhofer Senden, Germany 
– July 2016



San Francisco (Dublin), CA 
– January 2016



Cranston, RI  
- April 2016

Rockville, MD  
- April 2016



Hyannis, MA  
- May 2016

Savannah, GA  
- June 2016



New York (Flatiron District), NY  
- August 2016

Virginia Beach, VA  
– August 2016



Mainz, Germany – July 2016 Potsdam, Germany – August 2016

Frechen, Germany – September 2016



Daegu, Korea  
– September 2016

Seoul, Korea – 2016



Chengdu  
– August 2015

Shaoxing 
– August 2015

Nantong  
– August 2015

Fuzhou  
– October 2015

China



Suzhou  
– October 2015

Yantai  
– October 2015

Wenzhou  
– November 2015

Changzhou  
– November 2015

China



Shanghai Huai Hai  
– December 2015

Kunming  
– January 2016

Qingdao  
– January 2016

Xi’an  
– May 2016

China



Beijing 4th Ring  
– January 2016

China





Accelerating Marketing Efforts

• Sent out 35 Million Direct Mail Marketing 
Magazines (15-month time frame) 

• Significantly Expanded Digital and  
Social Campaigns 

• Grassroots Marketing 
• Select Partnerships 
• Design Center Projection

In 2016 and continuing into 2017, 
with new merchandise now in place,  
we are accelerating our marketing 

efforts.



MUSES

MUSES 2015



Our Martha Washington chair  i s  usual ly  reserved and 
demure .  To show off  her  dramatic  s ide ,  we began with 
sca le .  An overs ize  pattern invites  a  modern nai lhead 
trim. Complementary f inishes t ie  together the table  
and our  Martha and Arie l  chairs  without  a  hint  of 
matchiness  whi le  our  dramatic ,  bronze-f inished Arcadia 
chandel ier  i l luminates  the  ec lect ic  look. 
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June



July



August



September



October



November





Print Ads



Home Page



Emails



The Muse blog, Facebook, Pinterest, Houzz, Twitter, Instagram, Google+, and YouTube

Social Media Focus 



Real Estate Partnership 

• Century 21, Coldwell Banker, ERA, 
Sotheby’s, and BH&G  

• New homeowners program 
– Direct mail to selected new homeowners 

after they close on a home 
– EA access to uncapped transactional 

listings and closing data 
• Access to brand conferences & events 
• Broker offer 

– Offer agents unique gift options for their 
clients that set them apart from their 
competition 



Wedding & Gift Registry

•  Registry FAQ, Registry benefits, 
    registry checklist & POS 

•  15% completion offer 
    (in-store only) 
•  Design Center event guide  

•  New email signups get a  
    customized experience  
•  Registry promoted on  
    all social platforms and in  
    digital advertising































Army & Air Force Exchange Service  
– Specialty Online Store





Good Corporate Governance

We Continuously Implement Best Practices in Governance 
•  Implemented Annual Non-Binding Vote on Executive Compensation – 2011 
•  Eliminated Shareholder Rights Plan (Poison Pill) – 2012 
•  At the 2013 Annual Stockholder Meeting, implemented a number of 
  significant changes including: 

•  Appointed Lead Director 
•  Eliminated classified board terms 
•  Approved the recoupment/clawback of executive compensation in  
  certain circumstances 

•  Imposed requirements for Board and management stock ownership  
  and implemented no hedging/pledging policy 

•  At the 2015 Annual Stockholder Meeting, eliminated requirement that  
  business combinations be approved by a majority of the continuing directors 



2016 Annual Stockholder Meeting Governance Proposals 

A.  Implement “Proxy Access” 
B.  Implement majority voting in uncontested elections 
C.  Allow for stockholder removal of directors with or without cause 
D.  Make changes to our governance documents to implement the  

  2016 proposals and conform them to customary standards

Good Corporate Governance



Independent and Engaged Board

Snapshot of 2016  
Independent Director Nominees

Average	
Tenure 

2.8	years

Gender	
Diversity 

33%	
women

• Fiscal year 2016: 100% attendance by each 
director at four Board of Directors meetings, five 
Audit Committee meetings, two Compensation 
Committee meetings, and two Nominations 
Committee meetings 

• Independent Board. All members of Board are 
independent directors, except Chairman of the 
Board, who is also Chief Executive Officer. 

• Independent Board Committees. All Committee 
members are independent directors. 

• Independent executive sessions chaired by 
Independent Lead Director. Required at each  
Board meeting, 

• Committee authority to retain independent 
advisors. All fees and expenses are paid by the 
Company. 

• All members of Audit Committee are financial 
experts.





($,	millions	except	per	share)

"Peak"								
F2006

"Valley"						
F2010 A B

Previous	Peak								

C D FY	2016
Net	sales 1,066$								 590$										 800$											 900$											 1,066$							 1,200$							 794$											
Gross	margin 50.7% 50.1% 55.0% 55.5% 56.0% 56.5% 55.7%
Operating	expenses 394$												 294$										 354$											 385$											 437$											 478$											 355$											
			%	of	NS 37.0% 49.8% 44.3% 42.8% 41.0% 39.9% 44.7%
Operating	income 147$												 1$															 86$													 114$											 160$											 200$											 87$													
			%	of	NS 13.8% 0.2% 10.7% 12.7% 15.0% 16.6% 10.9%

Net	interest	&	other 5$																 8$															 2$															 2$															 2$															 2$															 1$															
Pretax	income 142$												 (7)$														 84$													 112$											 158$											 198$											 86$													
Net	income 88$														 (4)$														 53$													 71$													 100$											 126$											 54$													
Diluted	EPS 2.59$											 (0.15)$								 1.87$									 2.49$									 3.51$									 4.40$									 1.92$										
Wtd	avg	shares 34.1													 29.0												 28.6												 28.6												 28.6												 28.6												 28.3												

Opportunity Scenarios
Ethan Allen Interiors Inc.

Assumptions:	Results	exclude	certain	recurring	and	non-recurring	charges	and	gains	and	the	tax	effect	of	these	adjustments,	and	are	normalized	annual	opportunities;	quarterly	results	are	
affected	by	many	factors	including	seasonality.	The	Opportunity	Scenarios	are	not	intended	to	be	projections	but	rather	hypothetical	outcomes	that	show	the	sensivity	of	results	to	certain	
variables.	Actual	results	will	depend	on	external	macroeconomic	conditions	and	other	factors	including	future	decisions	by	the	Company	and	the	risk	factors	disclosed	in	the	Company's	
SEC	filings.



Focus on Stockholder Returns

Long and consistent history of returning 
value to stockholders, including  
frequent Share Repurchases 
Total Share Repurchases $568.5 million



Focus on Stockholder Returns
Long and consistent history of returning 
value to stockholders, including payment  
of Regular and Special Dividends.

Total Dividends of $365.0 million 
paid through FY 2016



Focus on Stockholder Returns

Total Capital Expenditures of  
$763.3 million through FY 2016

Total Capital Expenditures of  
$763.3 million through FY 2016



FY 2016 Financial Results



FY 2016 Financial Metrics





Non-GAAP Reconciliation
($ in millions except per share amounts)

YTD
YTD Actual YTD YTD Actual

Actual Special Pro-forma Actual Special Pro-forma Actual Special Pro-forma Actual Special Pro-forma
F16 Items F16 F15 Items F15 Q1F17 Items Q1F17 Q1 F16 Items Q1 F16

Operating expenses 353.1$   2.2$   355.3$   345.2$   (4.6)$     340.7$   90.1$      (0.6)$  89.5$     83.8$     (0.0)$   83.8$     
Operating income (loss) 89.2$     (2.2)$  87.0$     65.9$     4.6$      70.5$     18.3$      0.6$    19.0$     20.9$     0.0$    20.9$     
Net Int & Other Exp (1.2)$     -$       (1.2)$     (9.3)$      3.7$      (5.6)$      (0.2)$      -$       (0.2)$      (0.3)$      -$        (0.3)$      
Pretax income (loss) 88.0$     (2.2)$  85.7$     56.7$     8.2$      64.9$     18.2$      0.6$    18.8$     20.6$     0.0$    20.6$     
Net income (loss) 56.6$     (2.2)$  54.4$     37.1$     4.1$      41.2$     11.5$      0.4$    11.9$     13.1$     (0.1)$   13.1$     
Diluted EPS $2.00 ($0.08) $1.92 $1.27 $0.14 $1.41 $0.41 $0.01 $0.43 $0.46 $0.00 $0.46

Notes:
Operating Expenses: net loss (gain) on sale of assets 
Net Inc & Other Exp: loss on early extinguishment of senior notes
Income Taxes: valuation reserves and similar relative to normalized tax rate of 36.5%

Ethan Allen Interiors



Non-GAAP Financial Information 

This presentation is intended to supplement, rather than to supersede, the Company's condensed consolidated financial statements, which are prepared and presented in 
accordance with U.S. Generally Accepted Accounting Principles (“GAAP”). In this presentation we have included financial measures that are not prepared in accordance with 
GAAP. The Company uses the following non-GAAP financial measures: “adjusted operating expenses”, “adjusted operating income”, “adjusted operating margin”, ”adjusted 
net income”, ”adjusted earnings per share”, and earnings before interest, taxes, depreciation and amortization ("EBITDA") (collectively “non-GAAP financial measures”). We 
compute these non-GAAP financial measures by adjusting the GAAP measures to remove the impact of certain recurring and non-recurring charges and gains and the tax 
effect of these adjustments.  The presentation of this financial information is not intended to be considered in isolation or as a substitute for, or superior to, the financial information 
prepared and presented in accordance with GAAP. The Company uses these non-GAAP financial measures for financial and operational decision making and as a means to 
evaluate period-to-period comparisons. The Company believes that they provide useful information about operating results, enhance the overall understanding of past financial 
performance and future prospects, and allow for greater transparency with respect to key metrics used by management in its financial and operational decision making. The 
non-GAAP financial measures used by the Company in this presentation may be different from the non-GAAP financial measures, including similarly titled measures, used by 
other companies. A reconciliation of these financial measures to the most directly comparable financial measure reported in accordance with GAAP is also provided at the end 
of this presentation. 

Forward-Looking Information 

This presentation and any related webcasts, conference calls and other related discussions should also be read in conjunction with the Company’s Annual Report on Form 10-K 
for the year ended June 30, 2016 (the “2016 Form 10-K”) and other reports filed with the Securities and Exchange Commission.  

This presentation contains forward-looking statements within the meaning of Section 27A of the Securities Act of 1933, as amended, and Section 21E of the Securities Exchange 
Act of 1934, as amended (the “Exchange Act”), which represent our management’s beliefs and assumptions concerning future events based on information currently available 
to us relating to our future results. Such forward-looking statements are identified in this presentation and in documents incorporated herein by reference by use of forward-
looking words such as "anticipate", "believe", "plan", "estimate", "expect", "intend", “will”, “may”, “continue”, “project”, ”target”, “outlook”, “forecast”, “guidance”, and similar 
expressions and the negatives of such forward-looking words. These forward-looking statements are subject to management decisions and various assumptions about future 
events, and are not guarantees of future performance. A number of risks and uncertainties could cause actual results to differ materially from those anticipated in the forward-
looking statements, including, but not limited to: changes in global or regional political or economic conditions, including changes in governmental and central bank policies; 
our ability to secure debt or other forms of financing; the effect of operating losses on our ability to pay cash dividends; changes in business conditions in the furniture industry, 
including changes in consumer spending patterns, tastes and demand for home furnishings; competition from overseas manufacturers and domestic retailers and competitive 
factors such as changes in products or marketing efforts of others; effects of our brand awareness and marketing programs, including changes in demand for our existing and 
new products; our ability to locate new design center sites and/or negotiate favorable lease terms for additional design centers or for the expansion of existing design centers; 
fluctuations in interest rates and the cost, availability and quality of raw materials; pricing pressures; the effects of labor strikes; weather conditions that may affect sales; volatility 
in fuel, utility, transportation and security costs; the potential effects of natural disasters affecting our suppliers or trading partners; the effects of terrorist attacks or conflicts or wars 
involving the United States or its allies or trading partners; and those matters discussed in “Item 1A – Risk Factors” of our Annual Report on Form 10-K for the year ended June 30, 
2016, and elsewhere in this presentation and our SEC filings. Accordingly, actual circumstances and results could differ materially from those contemplated by the forward-
looking statements. 

Given the risks and uncertainties surrounding forward-looking statements, you should not place undue reliance on these statements. Many of these factors are beyond our ability 
to control or predict. Our forward-looking statements speak only as of the date of this presentation. Other than as required by law, we undertake no obligation to update or 
revise forward-looking statements, whether as a result of new information, future events, or otherwise.




