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This presentation contains forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995,  
which reflect management’s current views and estimates regarding our industry, business strategy, goals and expectations concerning 
our market position, future operations, margins, profitability, capital expenditures, liquidity and capital resources and other financial and 
operating information. Investors can identify these statements by the fact that they use words such as “anticipate,” “assume,” “believe,” 
“continue,” “could,” “estimate,” “expect,” “intend,” “may,” “plan,” “potential,” “predict,” “project,” “future” and similar terms and phrases. 
We cannot assure investors that future developments affecting the Company will be those that we have anticipated. Actual results 
may differ materially from these expectations due to risks relating to our strategy and expansion plans, the availability of suitable new 
store locations, risks that consumer spending may decline and that U.S. and global macroeconomic conditions may worsen, increased 
competition from other retailers and the presence of online retailers, risks relating to changes in currency exchange rates, and other 
factors that are set forth in our SEC filings, including risk factors contained in our Annual Report on Form 10-K, Quarterly Reports on Form 
10-Q and current reports on Form 8-K, filed with or furnished to the Securities and Exchange Commission and available at www.sec.gov.  
If one or more of these risks or uncertainties materialize, or if any of our assumptions prove incorrect, our actual results may vary in 
material respects from those projected in these forward-looking statements. Any forward-looking statement we make in this presentation 
speaks only as of the date of this presentation.  Factors or events that could cause our actual results to differ may emerge from time to 
time, and it is not possible for the Company to predict all of them. We undertake no obligation to publicly update or revise our forward-
looking statements, whether as a result of new information, future developments or otherwise, except as may be required by applicable 
securities laws. 

Non-GAAP Financial Measures  -  Certain financial measures included in these presentation materials, and which may be referred 
to in management’s discussion of the Company’s results and outlook, have not been calculated in accordance with generally accepted 
accounting principles (“GAAP”), and therefore are referred to as non-GAAP financial measures. Non-GAAP financial measures should not 
be considered in isolation or as an alternative to such measures determined in accordance with GAAP.  Please refer to the “Non-GAAP 
Reconciliation” at the end of these materials for a reconciliation and more information regarding limitations. 

forward looking
statements

©2019 five below, inc.  |  confidential - not for distribution
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about fiv˚ bE¬W
®

our differentiated experience

our powerful store model

our vision for growth

the numbers

our story... read on!



44

about
five 
below.

check it 
out!
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fiv˚ bE¬W is a unique 
investment opportunity

leading high growth value retailer

benefits from scale 

compelling new store model

long runway for unit growth

consistent performance
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five distinctive growth drivers

tween & teen  
focus

handpicked,  
trend-right, 
wow products

exceptional value
$5 & below

disciplined 
high growth

fun, differentiated 
shopping experience

led by a highly experienced management team
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tween & teen-focused 
with broad customer appeal

Gen Z 
8–14 yr olds
Girls & Boys

Millennial / Gen X 
24–44 yr olds

Parents

target customers
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room.

trend-right “wow” products at great  
value across 8 awesome worlds

now.
candy. style.

party.
tech.

sports.
create.
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by 2019YE, ~900 stores in 36 states
*

2018 revenue
     distribution centers in Pedricktown, NJ,  Olive Branch, MS and Forsyth, GA
(1) 5-year store count CAGR (compound annual growth rate)
*Arizona coming in the second quarter of 2019 

(1)

*

*

*

new state
entry

net new 
stores

year end
count

2012 +52 244

2013 +60 304

2014 +62 366

2015 +71 437

2016 +85 522

2017 +103 625

2018

2019e

+125

~145-150

750

~900

*

1st state

36th state
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growth led by  
experienced leadership

executive role year joined experience

Chairman & Co-Founder Co-founded 2002 Zany Brainy,  
Caldor/May Company

President  
& Chief Executive Officer 2014 Walmart, Lenox,  

Toys ‘R Us

Chief Administrative 
Officer

Ascena Retail Group, 
Charming Shoppes

Chief Merchandising
Officer

Patriarch Partners,  
Toys ‘R Us, Lenox,  
Linens N Things, Macy’s

EVP, Retail Operations Dicks, Office Depot,  
Home Depot

EVP, Marketing

EVP, Chief Experience 
Officer

Eddie Bauer,  
Ann Taylor

Domino’s Pizza, Target, 
Marshall Fields

2014

2015

2017

2011

2019

Chief Financial Officer  
& Treasurer

Urban Outfitters, 
Eagle’s Eye 2005

tom vellios

joel anderson

eric specter

michael Romanko

george hill

david makuen

judy werthauser

ken bull
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our 
differentiated

experience.

amazing!
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knows life is way better when you’re free to

in an amazing experience

unlimited possibilities
filled with

     priced so low,  
you can always say

to 
the newest, coolest stuff!    

yes!

THE
purpose-driven value retailer

FOR TWEENS & BEYOND
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unlimited possiblities driven by  
the newest, coolest stuff

“craze” 
trends

licensed 
trends & 

brands

our own 
on-trend

stuff
(relevancy)
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an amazing, 
fun experience

iconic fixtures that 
encourage interaction 

with products

unique and engaging  
in-store atmosphere

fun and dynamic  
with friendly “wow crews” 

and upbeat music

easy-to-navigate  
with vibrant signs and 
low sightlines across 

the store

no one else does  
    what we do in an 
  8,500 sq. ft. store!



15

we deliver our purpose with people!
Hi! 

Welcome to 
Five Below!



16

“                       you bring 
so much happiness 
and joy to people!  
@fivebelow best  
optimistic people I 
know! So silly and  
positive and such  
a great store!  
Definitely a #fan4ever”

“Count on @fivebelow 
to stock new stuff 

so I’ll have to come 
back. This is the  

only store who has  
control over me.”

our customers      us and say yes!

“Looking  around your website  
I have one thing to say where in the 
heck have you been all these years? 
You open in San Dimas May 19th. 
I’ll be there” Frank

“I went to #fivebelow for the first 
time to look for a phone case and 
came out with a rug and a disco 
ball hahaha that store” Ashley

Went into Five Below for the 
first time today and I’m in 

love. Definitely my new spot! 
Krystal

“My earbuds from 
@fivebelow survived 
the washing machine. 
Your move, Dr. Dre.” 
@DCinthecity

“@fivebelow is the #LouisVuitton  
of dollar-stores... the best.”  

@Dibble_Dabbles

“You can put a million things in your 
basket @fivebelow & you’ll still be 
shocked when the cashier tells you 
how much you owe.”   
@JennlovesSteven
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our 
powerful 

store 
model.

WHERE 
THE ACTION 

IS!
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located in high traffic centers

source: may 2016 3rd party consumer study

45%

55%

Five Below visit 
came after another 

stop in the center

Five Below visit was  
the first stop in the 
shopping center

•	currently lease all store locations. • average 8,500 sq. ft. per store.
•	majority 10-year initial terms with options to extend.
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proven success
across diverse markets

semiruralsuburbanurban a a a

• Philadelphia, PA
• Washington D.C.
• New York, NY
• Chicago, IL

• Redlands, CA
• Canton, OH
• Pasadena, TX
• Greensboro, NC

• Dover, DE
• Tupelo, MS
• Lake City, FL
• Abilene, TX

• Chestnut St, PA
  (Philadelphia DMA)

•Pasadena, TX 
  (Houston DMA)

• Lake City, FL 
   (Jacksonville DMA)
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$1,976

2014

24%

$1,950

2015

24%

$1,986 $2,136 ~$2,200

2016 2017 2018

24% 24% 24%

best in class new store metrics(1)

dollars in  
thousands

year 
one
sales

4-wall 
store 
EBITDA

~150% Average  

R.O.I.

(1) average year-one economics include results for first full 12 months, for stores opened during the fiscal year
(2) excludes distribution, buying and pre-opening costs
(3) includes store build out (net of tenant allowances), inventory (net of payables) and cash pre-opening expenses (marketing, labor, utilities)

~$300KLow 
Average Net  
Investment (3)

~$450Kstrong 
average store 
4-wall EBITDA(2)

payback
period of  
less than  

1 year!
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consistent store performance  
across fLeet in FY 2018

(1) Represents sales for 52 weeks of 2018; AUV for stores open entire year

by region(1)

2002-2006 
(44)

2,435

2007-2009 
(50)

2,143

2010 
(40)

2,091

2011 
(51)

2,195

2012 
(52)

2,236

2013 
(62)

2,223

2014 
(62)

2,210

2015 
(74)

2,219

2017
(104)

grand total 
(625)

2,099
2,187

2016 
(86)

2,133

New England
(34)

Florida
(40)

California
(15)

Upstate  
NY/PA 

(33)

NY Metro 
(48)

Philly Metro 
(56)

Balt/DC 
(51)

Rust Belt
(95)

Midwest 
(92)

Eastern  
Seaboard 

(38)

Southeast 
(42)

Texas 
(81)

2,145

2,405
2,162

2,058
1,954

2,082
2,2062,196

2,474

1,956

2,790

2,187

Grand Total
(625)

2,214

by class(1)
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the 
numbers.

we’re all 
about  

results!
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disciplined and profitable growth

dollars in millions. 
(1) compound annual growth rate
*adjusted operating/net income for 2013-2014 (see reconciliations in appendix) 
†adjusted diluted earnings per share for 2013-2014 (see reconciliations in appendix)

2013

$535

$60.8

$36.9

$0.68

2014

$680

$77.9

$48.6

$0.89

2015

$832

$92.9

$57.7

$1.05

2016 2017 2018

$1,000 $1,278 $1,560

$114.0

$71.8 $102.5
$149.7

$1.30 $1.84
$2.66

5YR 
 CAGR(1)

24%

25%

32%

31%

net sales 

operating 
income*

net 
income*

eps†

$157.4 $187.2
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over a decade of positive annual comps

comp	
avg. transaction	 +6.9%	 +4.8%	 +1.4%	 +1.8%	 -0.4%	 +5.8%	 +0.8%
avg. ticket	 +0.2%	 -0.8%	 +2.0%	 +1.6%	 +2.4%	 +0.7%	 +3.1% 
store count (ye)	 244	 304	 366	 437	 522	 625	 750	

year store
count (ye) comp

2007 67 +5.4%

2008 82 +5.8%

2009 102 +12.1%

2010 142 +15.6%

2011 192 +7.9%

2017 201820162015201420132012
+7.1%

+4.0%
+3.4% +3.4%

+2.0%

+6.5%

+3.9%

8 worlds drive
flexibility & relevancy!
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2018 (3)2014 2015 2016 2017

strong business model drives  
self-funded growth

free cash flow(2)capex(1)

• modest capital expenditures for stores 
•	debt free

$29
$35

$62 $70

2014 2015 2016 2018

• strong free cash flow generation
•	ample liquidity

dollars in millions. 
(1) gross capital expenditures, excluding tenant allowances
(2) operating cash flow less capital expenditures (gross), excluding tenant allowances
(3) 2018 includes portion of Southeast Distribution Center under distribution, and POS rollout under stores

$21

$32

$27

$53
$45

$34

$50 $64
$8

$20
$3

$6
$5

$13

$18

$6

$5

$32

stores corporate/IT systems 
& infrastructuredistribution

includes  
new D.C.

includes new
home office

$68

$114

$100

2017

includes  
new D.C.
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our 
vision for 

growth.
future’s 

so 
bright...
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750+ 
 stores & growing!

20/20 vision for continued 
disciplined growth thru 2020

20%
 sales growth 

20%+
 net income growth 

note: assumes a 52-week basis
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strategic growth priorities

reinvest in  
“wow” merchandise

grow our store base –  
our largest growth driver

scale 
systems &  
infrastructure

increase 
brand  
awareness

build our team  
& culture

1
2

3
5

4



29

1 - grow our store base

215

750
~900

2,500

2012
at IPO

2018
YE

2019e
YE

potential (1)

(1) management store count potential estimates in the U.S. based on third party studies; previous estimate was 2,000+

•	 over a decade of growth
•	 cover continental U.S.

•	 continued focus on densifying existing markets
•	 largest states planned to be CA, TX, FL, NY and PA

about 1/ 3
of the way 

there!

33rd state
2018

2019 
states

1st state
2002

~23% CAGR (1)

~150
new 

stores!
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low-cost operating philosophy

2 - reinvest in “wow” merchandise

balls ship deflatedwithout packaging
(we don’t ship air, so you save!)

global sourcing with over 800 vendors

trend-driven merchandising team

ongoing reinvestment in products
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2 - reinvest in “wow” merchandise

r/c car just $5

infrared helicopter 
still just $5

exclusive marvel® 
flying figure 
yep, just $5

micro  
r/c quadcopter! 
whoa $5

benefits
  of scale!

2012

2017

R /C 
pro

duc
t c

ycl
e
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print
2002

mobile/social

2016
e-comm
2017

tv
2014

3 - increase brand awareness
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3 - increase brand awareness

55%

66%

75%

47%

47%

46%

42%

38%

33%

14%

Philadelphia

Detroit

Boston

Houston

Orlando

New York

Dallas

Tampa

Miami

Los Angeles

58% 61%

*Measured by a third party panel at that point in time 
   in markets open at least 2 years as of March 2015

45%

spring 2015 spring 2017 spring 2018

aided brand awareness*

56 markets (open 2+ years)
top dma’s 

aided brand awareness

big 
awareness 

opportunity!
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source: may 2016 3rd party consumer study

$50,000 - $74,999

29%

$0 - $49,999

$100,000+

35%

n/a 11%

$75,000 - $99,999

25%

10x / year

shop

~$150 / year

spend

~60 items/ year

purchase

high dwell times in a fun, 
differentiated experience

broad appeal 
across incomes

average HHI $80,000

< :10 
mins> :20 

mins
:10-:15 
mins

:16-:20 
mins

28%
27%

22%17%
6%

3 - increase brand awareness
 customers  
shop frequently!
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4 - scale systems & infrastructure

pedricktown, nj 
DC open since 

2015

olive branch, ms
DC open since 

2013

new DC’s  
coming in 

2020
&2021!

southwest DC

west coast DC
Forsyth, GA

DC open since 
2019

midwest DC
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5 - build our team & culture

scale.culture. talent.

create an awesome 
experience to deliver 
long-term growth!

• bring our purpose  
    “let go & have fun” to life

•  foster best-in-class 
    environment and values

• attain and retain  
    top-tier leaders 
    throughout the company

• build field organization 
    for sustained growth

• evolve oranizational 
    structure to drive 
    continued growth

• invest in systems and 
    infrastructure
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fiv˚ bE¬W is a unique 
investment opportunity

leading high growth value retailer

benefits from scale

compelling new store model

long runway for unit growth

consistent performance



3838 fivebelow.com
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appendix:

non-GAAP reconciliation

dollars in millions. components may not add up to total due to rounding. 
(1) includes loss or gain on debt extinguishment
(2) reflects expenses related to stock option grant to founders (as part of Advent transaction) and the conversion of the options into restricted stock in Q1 2012 ahead of IPO
(3) reflects fees related to secondary offering in 2013

net income	 $	 32.1	 $	 48.0
interest/other expense (income)(1)	 $	 1.8	 $	 0.4
income tax expense	 $	 19.8	 $	 28.6
operating income	 $	 53.7	 $	 77.0
expenses related to advent transaction:
	 founders’ transaction(2)	 $	 6.1	 $	 0.9
	 secondary public offereing fees(3)	 $	 1.0	 $	 0.0
total adjustments	 $	 7.1	 $	 0.9
adjusted operating income	 $	 60.8	 $	 77.9

net income	 $	 32.1	 $	 48.0
founders’ transaction(2)	 $	 6.1	 $	 0.9
secondary public offereing fees(3)	 $	 1.0	 $	 –
less tax benefit 	 $	 (2.3)	 $	 (0.3)
adjusted net income	 $	 36.9	 $	 48.6

diluted income (loss) per common share	 $	 0.59	 $	 0.88
adjustments to numerator:
	 dividends paid to preferred and unvested restricted shareholders per share	 $	 –	 $	 –
	 founders’ transaction and secondary public offer(2) (3)	 $	 0.13	 $	 0.02
	      income tax benefit per share	 $	(0.04)	 $	(0.01)
adjustments to weighted average shares outstanding per share	 $	 –	 $	 –
adjusted diluted income per common share	 $	 0.68	 $	 0.89

				    2013	 2014	


