


Safe Harbor
Statement
The following discussions may include forward 
looking statements within the meaning of  
the Private Securities Litigation Reform Act  
of 1995. Please note that actual financial results 
of the Company for the periods being discussed 
may differ materially from the financial results 
projected or implied in the forward-looking 
statements. Additional information concerning 
factors that could cause actual financial results 
to differ materially from projected results  
is contained in the Company’s Annual Report  
of Form 10K and in other documents filed  
by the Company with the Securities and  
Exchange Commission. The Company disclaims 
any intent or obligation to update forward  
looking statements.



OVERVIEW

THE BRANDS

HIStorICaL  
PerformanCe

COMPANY GOALS

CURRENT AND FUTURE  
INITIATIVES



tHe
branDS
URBAN OUTFITTERS
ANTHROPOLOGIE
FREE PEOPLE
TERRAIN
LEIFSDOTTIR





THREE bRANDs
ALL CHANNELs

1... BRICK & MORTAR

2... DIRECT TO CONSUMER

3... WHOLESALE



1.

2.

3.

4.

HOME AND APARTMENT
PRODUCTS WITH APPAREL

 BROAD & SHALLOW
 RATHER THAN
 NARROW & DEEP

sTORE
DIFFERENTIATION

BOUTIqUE-LIKE 
ENvIRONMENT
•	 Each storE is designed 
 indEpEndEntly.

•	 Each storE has a visual tEam 
 to keep the store diffErEnt.

 THIRD PARTY BRANDS
 WITH OUR OWN BRANDS



sTORE COUNT

SCarCIty = vaLue      
         fuLL   

ye January 31,  02 09 ProJeCteD 10 PenetratIon* 
----------------------------------------------------------------------------------------

urban outfItterS  49 125 141   200
urban euroPe  3 17 21   50   
antHroPoLoGIe  31 121 137   250      
antHroPoLoGIe euroPe 0 0 1   50
free PeoPLe   0 30 38   200    
terraIn   0 1 1   50    

----------------------------------------------------------------------------------------

TOTAL   80 294 338   800   

----------------------------------------------------------------------------------------

            CAGR +21%
*estimate includes north american 
 and european markets only.



FY 2009
FULL YEAR
PERFORmANCE



TOTAL COmPANY sALEs

CAGR +28%

fy 2003 fy 2004  fy 2005  fy 2006  fy 2007  fy 2008  fy 2009

$422.7M

$548.4M

$827.8M

$1092.2M

$1224.7M

$1507.7M

$1834.6M



DIRECT-TO-CONsUmER
sALEs

fy 2003  fy 2004  fy 2005  fy 2006  fy 2007  fy 2008 fy 2009

CAGR +43%

$31.7M

$51.1M

$93.9M

$130.6M
$153.7M

$205.7M

$272.5M



WHOLEsALE
sALEs

fy 2003  fy 2004  fy 2005  fy 2006  fy 2007  fy 2008  fy 2009

CAGR +35%

$18.3M $17.6M

$27.4M

$53.3M

$74.2M

$94.5 M

$110.1 M



OPERATING
mARGINs

% OF NET SALES

fy 2003  fy 2004  fy 2005  fy 2006  fy 2007  fy 2008  fy 2009

10.7%

14.7%

17.9% 19.0%

13.4%
14.9%

16.4%



NET EARNINGs

39% CAGR

fy 2003 fy 2004  fy 2005  fy 2006  fy 2007  fy 2008  fy 2009

$27.4M

$48.4M

$90.5M

$130.8M

$116.2M

$160.2M

$199.9M



q1
FY 2010
PERFORmANCE



Q1 FY 2010
PERFORmANCE

totaL 
SaLeS... -2%
ComP
SaLeS... -9.6%
earn
InGS... -27%



Q1 FY 2010
NEW sTOREs

urban outfItterS...

antHroPoLoGIe......

free PeoPLe........

terraIn............

        totaL......

....... 1

....... 2

....... 2

.......  0

....... 5 NEW STORES

OPENED



Q1 FY 2010
sTORE COUNT

urban outfItterS-na

                -eu

antHroPoLoGIe-na...

             -eu...

free PeoPLe........

terraIn............

        totaL......

....... 126 ... 200

....... 17 .... 50

....... 123 ... 300

....... 0.. ... 50

....... 32 .... 200

.......  1 ..... 50

....... 299 ... 800

JULY 31
2009

FULL 
PENETRATION*

ESTIMATE INCLUDES NORTH AMERICAN AND EUROPEAN MARKETS ONLY*



tErrain

lEifsdottir

TOTAL COmPANY
sALEs Q1 FY 2010

$159.9

$394.3m

$145.5

$58.2
$30.1

$.6
$—

fy 2009

------

$153.0

$384.8m

$138.2

$60.8
$29.7
$1.3
$1.8

fy 2010

------

urban outfittErs

anthropologiE

dirEct

frEE pEoplE

tErrain

lEifsdottir

urban outfittErs

anthropologiE

dirEct

frEE pEoplE



Q1 FY 2010
OPERATING
mARGINs

fy 2009

% OF NET SALES

16.0%

fy 2010

12.0%



Q1 FY 2010
sELLING, GENERAL +
ADmINIsTRATIVE
EXPENsE

fy 2009

95.7eXPenSe $

24.3%% to SaLeS

fy 2010

InCreaSe/
DeCreaSe
to Ly

97.2
25.3%

1.5%



Q1 FY 2010
NET EARNINGs

fy 2009

$42.6m

fy 2010

$30.8m



GOALs



GoaLS

• GROW SALES, 20+%/YR

• DELIVER 20+%
  OPERATING mARGINs

• BUILD SHARED SERVICE 
 CAPACITY TO sUPPORT 
 bRANDs

• REDUCE EFFECTIVE  
 TAX RATE



InItIatIve: 

GroW SaLeS tHrouGH
eXIStInG buSIneSSeS

OPEN NEW 
sTOREs
•	 35—38 in fy 10

DELIVER 
POsITIVE 
COmPs

GROW DIRECT 
TO CONsUmER 
bUsINEss

GROW 
WHOLEsALE 
bUsINEss



InItIatIve: 

GroW SaLeS tHrouGH
neW ConCePtS

TERRAIN
•	 gardEn cEntEr
•	 first storE opEnEd in pa 
   april 2008

LEIFsDOTTIR
•	Wholesale	brand
•	100	doors
•	dept.	stores,	boutiques,	
  anthropologiE
•	potentially	a	retail	concept

sPACE
15TWENTY
•	 lifEstylE cEntEr in los angElEs
•	targeted	at	urban	customer
•	urbn	is	the	landlord

OTHER
•	 probably	Will	have	2-3	other	
   rEtail concEpts
•		Will	be	self	funded
•		could	jump	start	one	With	a	
			small	acquisition



InItIatIve: 

oPeratInG marGInS

GROW INITIAL 
mARGINs
• COnCEpT TO mARkET
• InVEST In DESIGn AnD mERCHAnT 
  TALENT FOR OWN bRANDs

REDUCE 
mARkDOWnS
•	concept	to	market
•	solid	inventory	management

LEVERAGE 
OCCUPANCY
• COnTInUE TO COnTROL 
   sTORE FIT-OUT COsTs

LEVERAGE sG&A 
FOR FY10
•	reaction	started	last	summer
•	budget	loWer	sales	comps
•	reduce	leverage	point	from	4%



future InItIatIveS: 

buILD SHareD ServICe CaPaCIty

CONCEPT 
TO mARkET
•	 calendar compression
•	 logistics	changes	for	speed	and	cost
•	 evaluation	of	tax	impact

CRm
•	 gather	and	utilize	the	new	
	 customer	database
•	 launch	anthropologie	loyalty	program

DC
•	expand	capacity	in	pa	dc
•	authobagger	in	direct	dc
•	manual	pick	for	single	item	orders
•	multiple	orders	per	chute	on	tilt	tray

REAL EsTATE
•	 Extend	deal	pipeline
•	 optimize	selection	of	retail	
	 format	and	retail	sites
•	 leverage	in-house	architectural	
	 design	and	development	resources

IT
•	 assortment	planning



future InItIatIveS: 

aDvantaGeouS ComPany 
CHaraCterIStICS DurInG reCeSSIonS

GOOD OPERATING mODEL
•	can	realize	earnings	and	generate					
   cash	in	spite	of	sales	challenges

sTRONG bALANCE sHEET
•	year	end	cash	of	$521	million	
  with	no	debt

DIFFERENTIATED
CONCEPTs
•	each	brand	is	distinctive	in	its	space

AGGREssIVE
mANAGEmENT
•	takes	advantage	of	opportunities	
  created	by	a	soft	economy



future InItIatIveS: 

aDvantaGeouS ComPany 
CHaraCterIStICS DurInG reCeSSIonS

OPPERTUNITY FOR 
sTORE GROWTH
•	only	299	of	the	potential	800	are	open
•	real	estate	is	available	due	to	small	 
 numbEr of storEs and dEsirability  
 as a tEnant
•	 concepts	Work	in	all	venues:	 
	 regional	malls,	lifestyle	malls,	life 
	 style	centers,	metro,	free	standing	 
 and collEgE campus locations

NImbLE AND  
REsPONsIVE  
COmPANY
•	recession	planning	began	last	 
 summEr
•	 potential	inventory	plan	reductions	 
	 Were	discussed	With	vendors	some	 
 timE ago

sTRONG VENDOR  
PARTNERsHIPs




