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Item 7.01. Regulation FD Disclosure.

Build-A-Bear Workshop, Inc. (the "Company") has prepared a slide
presentation for use in connection with an investor meetings held on August 1
and August 2, 2005. The presentation includes, among other things, information
regarding Company background, growth strategies, store economic model,
historical financial performance, technology, logistics and marketing programs.
A copy of the investor presentation is furnished as Exhibit 99.1 hereto and is
incorporated by reference herein. The description of the investor presentation
contained herein is qualified in its entirety by the full text of such exhibit.

The investor presentation will also be posted on the Company's investor
relations website located at http://ir.buildabear.com in the Presentations
section, although the Company reserves the right to discontinue its availability
at any time.

The information in the investor presentation may only be accurate as of the
date hereof and is subject to change. The Company does not undertake any plan or

obligation to update the presentation, even though its situation may change in
the future.

Item 9.01 Financial Statements and Exhibits.

(c) Exhibits



Exhibit Number Description of Exhibit

99.1 Investor Presentation dated August 1, 2005



SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the
registrant has duly caused this report to be signed on its behalf by the
undersigned hereunto duly authorized.

BUILD-A-BEAR WORKSHOP, INC.

Date: August 1, 2005 By: /s/ Tina Klocke
Name: Tina Klocke
Title: Chief Financial Bear, Secretary
and Treasurer
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presentation.

NOTE: Earnings guldance was issued as of July 28,
2005 and Js not being updated or ra-affirmed in this

BUTLD-A-BEAR WOR K SHepoe

Investment Community Presentation

August 2005

Exhibit 99.1
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Beare my®, onr kiggabk m2ecot

Bear Facts

Statements inthis presentation mt%rasin ar indicating the beliefs and expedations of managament
regarding future perfomance are fonvard-locking staements including, without lmitaion, espected
diloted e_amingscl:gr share in the fiscal 20045 fullwear, 2= well as any ather plars, objecties,
E;Tf'mlms and intertions contaired nthis presertationtha am not histoncal factz. These staements
ot our cument views with respect to future events and are based on assumptions and subjectto fdis
and uncetairties . These sz ard uncetainties nolude, without Imitation, those detailed nodor 004
annual repott on Form 10-Kfiked with the SEC on hiarch 20, 2005, underthe caption "Hizk Factors™ and
the folkwing: (171 we may be unable to generate comparable store sales growth; (2] our matketing
intiahees may not be efféctive in generding sufficient levels of brand awareness and guest trafie (3
we mgy be unable open new stoes to effectieby manage our growth; (4#_:1& may be unableto
effectivahy manage ourintemational franchises or[aws relbtingto those franchizés rrﬂ;rchanﬂe; [Hwe
may be urable ta generate ntermst n and dermand for our interactive retail expenence, orto dertty and
resIJon:Ito consumer preferences in a tirrehrfashbna;éﬁjcustu'nertmfﬁc may decrease inthe shopping
malls wherz we are beaed, on which we dépendto Fract quests to or stores; (F1genedl economic
condtions may deteriorate, which could lead to reduced corsumer damand for our products; ?Bjour
market share could be adversehy affected by 3 significant number of compatitors; () we may oS ey
ersornel, be urahle to hire quelified additional personnel, or experance tumower of our managemeant
eam; [104the abiliby of our prncipal vendors to deliver memhandize may be dls_rupted;_rg 11the
arailabifty and costs of our grnduﬂs coukl be adversehy affected by ishs assocoted with inkemational
manufacturing and trade; (1 {Ehird parties tha marage our warehousing and distribution functions may
parform paorfy; (131 we may failte rrew, ragister or dthenuise protect surtrademarks or aher
intellectial prqpergg: [1dme may haue disputes with, or be sued b, thidd parties for infingement ar
mizappropration oftheir pmprisany n?“ﬂs; 15 me may be urabls to renew or replace our store leases,
or erterinto leases for new stores on favorable temms, or may vioBtathe tenme of our cument leases;
(187 we may experiznce failines in ourcommunicaions or nfomation me; (17 temorsm orthe
uncertainhy of flture termonst atacks orwar could reduce consumer corfidence and mall traffic; (187 we
may become subject to challenges relgting to cwertime pay or ather requiations relaingto our {
amplmvees; (19) we may suffer negative publicty or be aied dus towidlaions of [aborlaws orunthical
practices by manufacurers of our memhandisz, and (200we may i'nl:-rnperh.r obitain orbe urable to
protect information from our quests in vicl>ion of privacy or sesdnty [aws of expectations.
Theze rshis, uncer@inties and atherfactors may adverseby affect our business, grouth, finanaial
condtion ar proftability, orsubject Uz to potertial labilby, 3nd eauze oor acual reaits ?erfo_rrnan:e ar
achiewvements to be matenalby different from those exprisssed or rnﬁlled by our-fonuard-lacking
staements, Wi do not undetaoe amy cbligation or plan to update these forward-loking statements,
envren though ourstuation may change.

Build- A Bear Wiodcshop®, Bearemy™® Where Best Friends are Made® and athertrademakes, senices
marks, andtrade rames used in our business are owned by Buid- 2 Bear Wodcshop Inc. ardforis
atfilated companies.  Thiz document al=o refers to certain trademark= and trade names of ourlicersors
and thind paties, which athertrademarks andtrade names are the property of their respective owners.

See Corporate Disclosure Palicy for addiional guidelines on disclosure practices.
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» Build-A-Bear Workshop® Overview

* Growth Strategies
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* Technology
+ Logistics
* Marketing e
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{ o Build-A-Bear Workshop Beginnings

Build-A-Bear Workshop was founded on a simple idea that's as real today as

it was when Maxine Clark, Founder and Chief Executive Bear, first heard it
over 30 years ago...

“‘Retailing is entertainment and the store is a
stage, and when the customer has fun they
spend more money.”

-Stanley Goodman
Former CEC May Department Stores
Mlay 1972
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Company Overview
(©® ©
% Build-A-Bear Workshaop is a global leader in
interactive retail that allows children "from 3

( to 103" to build and customize their own
stuffed animals.

{ ‘% First store opened in 3t Louis, MO in 19597

% Animmediate success that has grown to over
$300 million in annual revenue

% Aninternational brand
= Ovyer 185 stores inthe US and Canada
* Projected 200 stares by end of 2004
= Stores opened ar scheduled in 12

International countries

‘% 18th largest toy retailer (includes all toy
categories) in the US in 200300

e, i, e, e, e, —— ———
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% Much mare than a toy retailer. Build-A-Bear sy
Warkshaop is a powerful entertainment brand ﬁ,‘t"p_ Q\
that appeals to a broad range of loyal Guests S "}

“x -
(] ',
:l 2003 Playthings higazine sunvey based on 2002 sales. '\.!&{"5% l:
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A Unique Retail-Entertainment Experience

+ Merchandise driven — sell
the brand, item, or price

« Traditional display
techniques

« Appeals to a particular
demographic

» Sales driven through
markdowns and promotion

i, P, e, e e, e @ e P ——

Conventional Retail Build-A-Bear Workshop

VS

+ Sells the brand experience

« Highly interactive thems
park techniques

+ Appeals to a broad
demographic

+ Marketing builds the brand
and drives sales
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( o Our Associates ARE the Experience

Approximately 90% of Guests

W S e g L e L e e e
' e et et — —

80% of returning | rated their overall
Guests plan their experience the
visit to our store in | highest or second
advance highest rating
L e — — — — S— E— JI

Page 7

_.__-__-_-_-__.-_-_*_ﬂ‘

( o Guests are Connected to the Brand

(@ ©

{"i- A GREAT EXFERIEMCE creates loyal
Guests

('i- Guests have a unique emational
attachment to the brand and stay
connected

= COver 11 Million unigue househalds in
our proprietary datahase

* Build-A-Bear Workshop receives over
7,500 letters and e-mails from

(
(
(
( custormers every maonth
(
(
(
(

= Cer half of Build-A-Bear Warkshaop
husiness is with a returning Guest

= TH% of Guests indicate that"nothing”
could be dane to improve their stare
BXpEriEnCe

C




{ A Our Products are the Other Half of the Formula )
(@ © )
eckatee 1:':::;:;' ;r::';"mmp it widffer a well-coordinated fashion j
merchandise selection of less than 450
Fashion SKUs per stare ]
? ﬂ . 'J.i L # ‘®Talented in-house product development )
" gt b
‘ e n L . - )
LMICDRTo  SRECHERS) « Tracks cultural and fashion trends
Entertainment « Disciplined test and rearder i

input on new products

_ @‘*‘gﬁh methodalogy
4 a « Cub Advisory Board regularly gives ,
'Lk

— g g g—

B35 O o )
Sports wRelationships with strategic brands )
L [ ]
e wlimited Edition animals encourage
e . i collectiilty )
Lﬂ RIS AR | ""“ - JI
—— — — — T — —
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( o Destination Location With Broad Appeal

@ ©
E{%-Primaw target is families with
children typically age 3 to 12

@Other Guest segments include:

( = Grandparents, aunts and
uncles shopping for kids

= Teen girls 13-17 who bring
along boyfriends

= Child-centric organizations
= | eisure travelers
= Special interest collectors

J
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( o For Kids “From 3 to 103
(@@

Customer Age at Time of Purchase™ % \We have a broad customer base and
universal appeal — attracting both
-z adults and children

Adults
P # BBEW appeals to Guests of all ages

= Children, Tweens, Teens &
Adults

@ BBEW families live a suburban
lifestyle revalving around the family

= Two parents, both likely to wark,
aged 25-45

= 2 or mare children in the
household

Teens

g-1z

— e, P e P e P e e
' e et et — —

1S aunce: Compary Proprigtany Daabase, A04 registations
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Favorable Demographic And Socio-Economic Trends

® ©

Large and Stable Target Market

BBW lets a kid
e e “just be a kid
|ntera|:t|\r_e creative again”
eXperiences
Kids can
Teddy Bear: Low experiment and
Tech, High Touch explore
Product with vicariously
Mostalgic Appeal through stuffed

animals

BBW is easily
accessible — a
"theme park”™ in
the mall

Brand & Product
relevant to Kids'
lives

P P, P e P P e (P e P e
' e et et " ———
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( o Qur Guests Come Back
(©® ©

% of All Transactions % of Transactions to
Repeat Guests

—

Transactions
with Stuffed
Animals

Animals

Registered
to Repeat
Guests

No Bear:
Clothing &
Accessories
Only

Mo Bear:
Clothing &
ACCessories
Only

i, P, e, e, e, S e ey —
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Repeat Guest Factor

Over 60% of
all
transactions
are with a
Returning
Guest

|
l
l
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Still Growing Strong
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Numerous Growth Opportunities

°Q)

Powerful Store

Financial Model

Comp Storesf
Mews
Mew Stores InitiaB s Expense
Leverage

P, P, ey, e P e @ (P (P P —
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} ° () A Highly Productive Store Model

Hew Shre
Groah
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BEqperce Lewermge

Build-A-Bear Workshop:

{ $602 Net sales per gross SF in 2004
g
$4m I I I l l l . - - hiean = FI66

]
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Hew e LLL

Croaih

| Comp Skt
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Q?/ Superior Store Economic Model Supports New
0 2 Store and Comp Store Growth

BEqperce Leuermge

@oubstantially all stores are profitable inthe first 12 months of operation

win 2004, average store revenues for stores opened for the entire yearwere 1.9
million; net retail sales per gross sguare oot of $602 in 2004

markdowns and product returns

wotore selling, general and administrative expense ncludes marketing and acdvertising
expense of approximatel 3% of total revenues and store payroll of 14% - 15% of
total revenues

@For stores opened in 2004, investment per store averaged $412,000 — including cost
of leasehold improvements (net of tenant allowances), fixtures and eguipment,
inventory (net of trade payables), and pre-opening expenses.

= Ivestment per store has decreased approximately 30% from the average

{ w5trong gross profit marging reflect both excellent merchandise marging and minimal
g investrnent in stores opened in 2002

= e - et et et -

1""Het retal sales per gross square foot represents net retail zaks fmm stoes open throughout the entire perod divided bythetotal gmss
! square footage of sush stores

Page 17
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Hew ke Hew
Crowh i lahes

Eqperce Lewerge

New Store Growth

3
©)

®
C

Powerful Store

Financial Model

)

)

)

)

| )
Comp Stores/ ,
)

)

)

)

)

)

Mew

News Stores Initiatives

Expense
Leverage

Open 25-30 New
Build-A-Bear Workshop
Stores Per Year

i, P, e, e, — e P, Py — — iy —
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{ o New Store Growth

Croabh | rilales Eqperce Leuerege

Number of Stores - U.S. and Canada ® Plan to open 30 stores in 2005; about half
in new markets, and half in existing markets
an

= MY flagship stare Grand Opening July th

170
150
= % Mew stores open with very strang sales,
Z T typically above the chain-wide average of
$B02 per square foot.
am jran i1 f] a2 s = ATSE

‘@ Expansion plans include both new and
existing markets

= Flexible store model warks in a variety of
locations and geographies

@ Mew site criteria based on farecasting
maodel and demographic variables

‘@ Estimated market potential of approx. 350
Build-A-Bear Warkshop stores

i, P, P, e, e, S e, Py — A @—
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If | Can Make it There. ..
(@ ©

Qur flagship store in Manhattan is now open and will
expand our geographic reach even more.

—
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LLLIE= =] Hew

Croaih rilales Eqerse Lewer=ge

New Interactive Experiences in NYC
Flagshlp Store

PESILEMN A
CATL S Lir e

{

(@

(

(

( ;

: .
)

)

(

(
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Hew ke
Crowh

Gomp Bbr!n'
Eqerce Leerge )

I1I |Il5

( o Developing New Initiatives

(©® ©

Powerful Store

Financial Model

Comp Storesf
Expense
Leverage

Mews

it L Initiatives

Licensed Products,
International Expansion,
Mon-Mall Locations, New

Experiential Retail

Concepts

i, P, P, e, P e Py — ——
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Comp Slom!'

!E_!.I‘Bbl! Hew
Crowh rilales

Grow International Franchises

ﬁqi:ns: Lewerge

wurrentty have 12 master franchise
agreements

w12 stores at year end 2004
= Flan to open 20-25 stores in 2005

)

)

)

)

, )
= Potential of approx. 350 stores i
)

)

)

)

)

)

wSirict control of franchisee format and
operations

wi50al is to hawve well-capitalized

O L7 _I_ franchisees with retail andfor real estate
rain™ expertise :

&
&5 P
e

—_— e e e S e e e
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Comp Bt .

E:qi:rrs: Leuermge

Hew Sk HEw
o rilales

Licensed Product Growth
@
wlLicensed pruducts il
= E}:pand hrand awareness
 |NCrease customer reach

)

)

@Agreements with leading ]
manufacturers to use our brand

to dewelop products for retailers ,

including:

» Srrapbooking products from ,

)

)

)

)

)

Creative Imaginations
= Books from HarperCollins
= Bedding and room décor
from Springs
» Greeting cards and

calendars from American
Greetings

= kids' shoes from Elan-FPolo

e, i, ey e e — e e e S @
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° & Develop New Experiential Retail Cc:-ncepts

W Leverage core competencies in entertainment and famiky-oriented retailing

2004 Chain Store Age
design campetition:
Retail store of the Year:
Exterior (Mall

P, i, ey, e, P  — A—— @ @ @ —
- e it -t -t e -

The Mall at Robinsan, Pittzburgh, P&

. — — — — ——d
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EqErce Lelersge

Grow Comp Store Sales/Expense Leverage

®

Powerful Store

Financial Model

)

)

)

)

| )
Comp Storestt}/ i
)

)

)

)

)

)

MNew

Mew Stores Initiatives Expense

Leverage

Grow comp store sales;
Leverage Corporate and
Operating Expenses Over
Larger Store Base

e, e, e ey ey — S Py e — ——

1"5tores are corsidered comparable beginning in theirthiteenth full morth of
opergtions. Compaable store sales peroentage changes ae based on nat raail
zales and comparable stores, which esclude the webstor and seasoral and
event-based locations.
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Comparable Store Growth

(© ©

$800 -

BEYY S5F and Opening Year S5F 2004 = §602
= BEW store

$600 apening

productivity
levels exceed
$400 - the mature

rates of most
specialty store
$200 4 companiest

$0

T T T T T T T T
1 2 3 1 i fi ¥ 8 0
Year Since Store Opening

P, P, e, e, P ey — A @ —
Sales Per Square Foot (F)
- et -t et -

! MComposie of Abemrombied Fitch, The Children's Place, Gadzooks, The Gap, Pacific Syepwear and The Sharper Image

C
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HEw ke
Croain

Comp Shoe

o lj/ Eqperce LeErge |
{ ,r) Flat Comp Store Growth Achieves Growth )
Targets for 2005 ,

)

= Morth American store growth ]

Revenue a i o Mew Initiatives
Growth Il 15%-20% &
= Comp Store Growth

I'IIHII-ES

= Powerful Store Economic
Model

Net Income « Operating Expense
Growth ||- 26%-32% Leverage

i, P, P, e, e S e, Py P £ @—
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o
0 Fiscal 2005 Qutlook

y
?Cuntinued strong new stare performance
= Typically perform at or above chain wide average for sales persguare foot
» 16 new stares so far this vear, including BYC flagship store ws. 8 lastyear
» 14 additional new stores to open in 2005

@ Continued growth in Intermational franchise fees and licensing revenues
» International licensing fee revenue targeted at approximately $2 million in 2005
* Licensing revenues targeted at approximately $1 million in 2005

@ Comp store sales growth expected to he flat

# Higher allocation of marketing and advedising spend in the second half of 2005
= Fullyear spending targeted at $28 to $29 million
» Approximately 0% allocated to second half in 2005 vs. 65% in 2004

@ Linusual charges recaognized in the 2004 secand half do not recur in 2005 secand half
= Stock Based Compensation, 'cheap stock!
* Bonus expense

' - et et e " —

I @ Bulk of second half earnings expected in the fourth quarter

C
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Impressive Financial Performance

y

(% in millions) %F in millions)

$300.5 $20.0

—

i i e et et " ——

2001 2002 2003 2004 2001 2002 2003 2004
T W Y
AN fh'*j.}i: ’?“ ..
‘J':_"\. _—— ,._Q_-':
E“’_.- .-'I

.I Fiszal 2003 includes 53 weeks,
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i} inmillions except EPS)
Total Revenue
Comp Store Sales
Grogs Margin?

%
Met Incorme

Eatnings Per Share (Diluted)

Mumber of Stores

First Half 2005 Results

First Half First Half
Fiscal 05 Fiscal 04 $ Change
F159.8 1367 F24.1
-0.6% +13.8%
FT7.4 FE5.4 $12.0
48.7% 48.3%
F11.5 102 F1.3
F0.a7 FO57
186 i

' Gross mamin epresents na etal sales kss cost of mechandise sold. Gross mangin pereentage mpresents gross margin divided by
net retil sales.

- - it et e " —
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%48 million in cash

Well Capitalized for Growth

i__-i_-_-*“_-_—__ﬂ:‘

@ho debt
ACTUAL
(% in millions) 7/2/05
Cash $48.0
Deht 0o
Stockholder's Equity $111.4
Total Capitalization $111.4
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( Strong Operating Cash Flow

f*e
{ ° ) ‘#5trong cash flow from operations
‘#lmpressive cash flow, despite growth in new stores

|
]
]
]
]
]
]

)

)

( )

‘ W Inmiflens) Fizzal Year Ended ]

‘ 2004 2003 2002 ,
MetIncame Fz200 576 354

{ Depreciation and Amaorization 144 1248 9.0 ,

( Changes in AssetsiLiahbilities 126 a4 8.2 )
Other 11 19 1.4

( Cash Flow from Operations 48.5 g 24.0 )

( Capital Expenditures GBS (249 (240 )
Purchazes of Other Assets & Minority Interest in Subs 1.2 (217 1.6)

( Cash Used in Investing Activities {17.7y (27.0 {25.6) )

( Cash Provided {Used) in Financing Activities 15.9 {0.1) ,

( Met (decrease) in Cash and Cash Equivalents 46.7 1.7 {1.7) j

JI
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In-Bear-Mation Technology
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( Infrastructure is in Place to Support Growth

(@ ©

Site Selection o Operational
; stabhlished [ o
Mode' Centralized S?Stems'
Infrastructure

- Employee Training ‘

ool RN e
Partnerships |
Store Support ’ Guest
Systems Back Office ‘ Database
Systems 5 p\
iy

’
e
— i - -t - — —— —
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Technology Supports Growth and Strategic Decisions,
° ) and it all starts with the Bear...or Bunny...or Frog
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Technology is Behind Everything We Do

POS

Mame Me
Databhase

Guest Service )
Data
Warehouse ]
Product ]
Labor Assortment
Planner )
. J Guest )
Back Office Communication
‘Systems ,
* Consumer
Consumer Behaviorf l
Research Demographics )
- ‘ Inventory
CRM Planning )
S Real Estate
Planning )
J
— S— E—
Page 27
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High Touch and High Tech
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{ o Understanding Our Guests

J;

)

MName Me j

{ Kiosk fGuest j
{ Datahase ]
(| | | | B )
: il s e Bl o :
( “ I’ 4 )
( )

Improved Marketing, Real Estate,

( )
{ and Strategy Decisions ,
( )
L T — — — — — —— — —— — J:
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6 Improving Guest Experience

@ O

Operational

Support

MNSE Sales
Labor Planner Audit &

Merchandising

Improved Operations and Guest

Yalue Link Gift Party
Card Program Scheduling

Integrated
PO%

Experience
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6 Improving Operations & Efficiencies
[
@ O

Technology

Infrastructure

T Communications Disaster Bearnet fWorld !:ak!é\!\'f]gilillk
Infrastructure Recovery Bearnet e

a

Predictable and Reliable Business
Model

— P, e e P P e e P P P —

L . . S
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Key Technology Initiatives

Enhance
Technology

Infrastructure

Lawson NSB Lawson
Human Resource Merchandise Financial
System Planning System
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Bear Logistics
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( é Merchandise Planning & Allocation

(© @

Merchandise
Strategy

Small # of
SkUs

Buy to "Sell

Essentially No
Markdowens

Essentially
Mo Returns

Continuous
Adjustment to
Market Trends
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Strong Profit Model
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( o Strategically Located Distribution Centers j
(® © )
( )
( )
f Currently )

operated
{ by third )
party
{ prowiders ,
{ )
{ )
{ )
( )
{ )
L T — — — T — — — — — J:
(=1 —
Efficient Transportation Network
Distribution
Center
Pool Point Pool Point Pool Point

Morth East Midwest South

44 83 S}
SO® DO DO®

% Majority of stores are delivered weekly via regional third party pool points

‘& Gaining efficiencies via every two week deliveries to select stores, full-truck
[oads and California DC
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( Continuous Improvement: Network Study
(@ ©

( @ Potential opportunity to bring overall Logistics process in-house
( @ Potential for enhanced:

+ Inventory Control and Management

« Systems Integration

» Leveraging entire supply chain to improve efficiencies and reduce
operating costs
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Marketing
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’ 2003: Was it a Fad?

()
‘@ Growing total sales but experiencing comp store declines

— Increasing market penetration and building critical mass
‘@Business averview showed positive findings:

- High Guest Satisfaction

— Transactions (Traffic) drive sales

— Strang, highly productive store maodel

— Financial stability FY 2004
— Low brand awareness

Comp Stores  -6.7%

FY 2002
Comp Stores -9.7%

FY 2003
Comp Stores -15.9%

e, P, e S P e P e P P e
- et et et " ——
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o

Q A Strong Business Model with Significant
@ ‘) Growth Potential

@ Opportunity to grow brand awareness
— Guests whao knew us... loved us. But not enough people knew about BAEWY
— ohited Marketing Strategy to /5% Acquisition Model
— Tested television advertising in 2003 after reaching critical store mass
‘@hlational roll-out led to tremendous top-line and bottom-line results
whalanced quarterly business allows us to benefit from year round advertising

FY 2004

Mational Roll Out
Comp Stores  +15%

How/Dec 2003
Multimedia Test
Test Comp Stores +7%

FY through 11103

Wiord-of-Mouth,
Direct Mail, PR
Comp HAores  -17%
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( 9{_) Marketing Builds the Brand and Drives Sales

Paries E5ke BEnks

.

( Television Advertising Cornerstone of Integrated Plan

(@ ©

wHighly sensory "product”

- Media must communicate sight,
sound, mation, FUM

wTelevision ads communicate:
- Relationship: Morm/child, Friends
- In-store experience
- Music as a back drop

‘sAcOuisition tactics effecthve for retention
as well
- Drowe store traffic. Both Mew and
Repeat customer levels grew
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‘ J To view our latest TV commercials, )
: please visit www.buildabear.com :
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( éf _ Marketing
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Marketing

Strategy

Direct
= Y Store
sl e Advertising E=t LA Events

E mail

PR Mo bile Tourism

4

Improved Sales, Brand Awareness,

and Profits
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( o Highly Profitable Retail-Entertainment Brand

(@ ©

Creative .. Powerful
Merchandise [ Marketing
Interactive - . ) Strategic
Experience } '1, Partnerships

Demographic

Loyal i \
Customers Great Appeal
Execution

Broad ‘
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www. buildabear.com
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