


Forward looking and cautionary statements
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statements are based on current expectation and assumptions that are subject to risks and uncertainties which may ctatsediffeuimaterially

from the forwardlooking statements. We undertake no obligation to update or revise publicly any fofaakdhg statements, whier because of new
information, future events or otherwiseRisks and uncertainties to which our forwdobking statements are subject includé&) general global

economic conditions may decline, which could lead to disproportionately reduced consumer demand for our products, whigntnegadively
discretionary spending; (2) customer traffic may decrease in the shopping malls where we are located, on which we depect goests to our

stores; (3) we may be unable to generate interest in and demand for our interactive retail experience, or to identifypand r@sonsumer

preferences in a timely fashion; (4) our marketing andipa initiatives may not be effective in generating sufficient leeélsrand awareness and guest
traffic; (5) we may be unable to generate comparable store sales growth; (6) we may be subject to disruptions, failere#yobsEaches of our
information technology infrastructure; (7) we may be unable to effectively operate or manage the overall portfolio of @angeywned stores;(8) we

may be unable to renew, renegotiate or replace our store leases, or enter into leases for new stores on favorable tefamsrabie locations, or may
violate the terms of our current leases; (9) we may not be able to operate our conguamgd stores in the United Kingdom andl&nd profitably; (10)

the availability and costs of our products could be adversely affected by risks associated with international manufamturateaincluding foreign
currency fluctuation; (11) our products could become subject to recalls or product liability claims that could adverseipumfiaancial performance

and harm our reputation among consumers; (12) we may lose key personnel, be unable to hire qualified additional persaqegience turnover of

our management team; (13) we are susceptible to disruption in our inventory flow due to our reliance on a few vendors;n(@y)be unable to

effectively manage our international franchises or laws relating to those franchises may change; (15) we may fail teg&stemorotherwise protect

our trademarks or other intellectual property; (16) we are subject to risks associated with technology and digital opdfiatjoms may suffer negative
publicity or be sued due to violations of labor laws or unethical practices by manufacturers of our merchandise; (18beemable to operate our
companyowned distribution center efficiently or our thirgarty distribution center providers may perform poorly; (19) highrpletum products prices
could increase our inventory transportation costs and adversely affect our profitability; (20) our market share couldrbdyadffected by a significant,

or increased, number of competitors; (21) we may suffer negative publicity or negative sales if theopaetary toy productsve sell in our stores do

not meet our quality or sales expectations; (22) poor global economic conditions could have a material adverse effelauidiuand capital

resources; (23) fluctuations in our quarterly results of operations could cause the price of our common stock to supskecitiat and (24) we may be
unable to repurchase shares of our common stock at the times or in the amounts we currently anticipate or the resulshatthepurchase program

may not be as beneficial as we currently anticipafer additional information concerning factors that could cause actualteeumaterially differ from
those projected herein, please refer to our most recent reports on Fori#d,1orm 18Q and Form &
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BBW Business Overview

A Founded in 1997 as a specialty
retailer offering make-your-own

stuffed animals

A IPO 2004

A Approximately 400* stores
A Company-owned in US,
Canada, UK and Ireland
A Over 70 international
franchise stores

A 140 million furry friends sold

SNAPSHGF
2014 Total Revenues ‘ $392M

Market Cap | ~ $315M1

1 Market cap as 0fl/9/2014
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*Store counts are as of end of fiscal year 2014 (January 3, 2015), includes traditional araatitional stores



BBW Business Overview

BBW Total Revenues and Adjusted EBITDA

2003-2012
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1997-2007: Rapid Growth

A Pre-IPO revenue grew to $214M
A Post-IPO revenue grew to $474M
A Post-IPO CAGR of 22%

A Consistent double-digit EBITDA

A BBW was in high growth/low
efficiency mode at onset of
2008 recession

2008-2012: Economic Downturn

A Revenue and EBITDA experienced
a high impact decline

A Revenue stabilized at ~ $380M

A EBITDA did not recover

A BBW was slow to react and
adjust to the post-2008 1 n e w
economyo



BBW Business Overview

2012 Business Situation

Store Productivity was Declining:
22% of North American stores were unprofitable

Mar keting had become ACouponin
Discounts were increasing with a
shift away from brand-building marketing

Expenses were up, margins were down:
SG&A was up with flat to declining sales while
retail gross margins were contracting

2012 Results:
Net loss of $49M
Adjusted net loss $10M
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Brand Overview: HIGH awareness

BB itsacDBistactiy & Brandiwi tHifhgtwAwareness
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A 96% aided brand awareness
A 86% of those surveyed said Built. ST NJ gl & AGRA&UA\

Comparative retail brands include American Girl, Disney,L e g 0,

Source: C&R Research, Fall 2012, US Market Report



Brand Overview - BROAD appeal

TS 5‘9 Key Consumer Demographics
| y = 4

68% FEMALE 32% MALE

m Teen +

A,L Source: BBW Guest registration database



Brand Overview: for MANY occasions

Reasons Guests Shop at BBW

42%
ad¢ N RA
Visit

Guests choose BBW across all Seasons
(historical average % sales per quarter)

27% 22% 23% 28%
EQlEQ2mQ3mQ4

Source: BBW Guest registration database



Brand Overview: LOYAL ADVOCATES

Loyal Brand Advocates*

BBW Brand 1 Brand 2 Brand 3 Brand 4

Comparative retail brands include American Girl, Disney,Lego, Toys

Over 4 Million Active

Loyalty Club
Members**

* Loyalty is measured using a proprietary index developed by Burke, Inc., a premier
internationalresearch, incorporating ratings &arned Loyalty, Likelihood to

Recommend, Likelihood to Repurchase, Overall Satisfaction and Preferred Company
Source: Burke 2013

**Source: BBW Guest loyalty program




