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Safe Harbor Statement
Except for historical information contained herein, certain statements in this presentation constitute

forward-looking statements that are subject to the safe harbor provisions of the Private Securities

Litigation Reform Act of 1995 and are subject to the finalization of the Company’s quarterly financial

and accounting procedures. Forward-looking statements deal with potential future circumstances

and developments and are, accordingly forward looking in nature. You are cautioned that such

forward-looking statements, which may be identified by words such as “anticipate,” “believe,”

“expect,” “estimate,” “intend,” “plan,” “seek,” “may,” “could,” “strategy,” and similar expressions,

involve known and unknown risks and uncertainties, which may cause the Company’s actual results

to differ materially from forecasted results. Those risks and uncertainties include, among other

things, risks associated with the Company’s liquidity including cash flows from operations and the

amount of borrowings under the secured revolving credit facility, the Company’s actual and

anticipated progress towards its short-term and long-term objectives including its brand

transformation strategy, the timing of normalized macroeconomic conditions from the impacts of

global geopolitical unrest and the COVID-19 pandemic on the Company’s revenues, inventory and

supply chain, the continuing consumer impact of inflation and countermeasures, including raising

interest rates, the effectiveness of the Company’s marketing campaigns, risks related to changes in

U.S. policy related to imported merchandise, particularly with regard to the impact of tariffs on

goods imported from China and strategies undertaken to mitigate such impact, the Company’s

ability to retain its senior management team, continued volatility in the price of the Company’s

common stock, the competitive environment in the home décor industry in general and in the

Company’s specific market areas, inflation, fluctuations in cost and availability of inventory,

increased transportation costs and potential interruptions in supply chain, distribution systems and

delivery network, including the Company’s e-commerce systems and channels, the ability to control

employment and other operating costs, availability of suitable retail locations and other growth

opportunities, disruptions in information technology systems including the potential for security

breaches of the Company’s information or its customers’ information, seasonal fluctuations in

consumer spending, and economic conditions in general. Those and other risks are more fully

described in the Company’s filings with the Securities and Exchange Commission, including the

Company’s Annual Report on Form 10-K filed on March 25, 2022, and subsequent reports. Forward-

looking statements included in this presentation are as of the date of this presentation. Any changes

in assumptions or factors on which such statements are based could produce materially different

results. Except as required by law, the Company disclaims any obligation to update any such factors

or to publicly announce results of any revisions to any of the forward-looking statements contained

herein to reflect future events or developments.
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To transform Kirkland’s into a high-performance, specialty 

home furnishing retailer offering value, quality and design with 

a differentiated omnichannel experience for our customers.  
Our Mission
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Shifting Brand 
Proposition 
Into White Space

Modern Traditional

Quality

Value

2018

2021

Where We Are 

Aiming to Be
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Executing On Our Long-Term Strategy
Experienced management team driving fundamental change in the business

WHERE WE STARTED WHERE WE AIM TO BE

Brand failed to evolve with declining relevancy 

and performance

Similar merchandise to big box competitors with 

much broader product selections

Accessory-driven assortment meant customers 

didn't think of us for full decorating projects

Infrastructure not built to support ecommerce 

growth

Inconsistent financial performance

Declining customer base

Merchandise-driven brand transformation offering 

high-quality, highly-styled home furnishings at a value

Become a true home furnishings specialty retailer 

with a curated point of view, helping customers 

furnish entire rooms

Create an omnichannel customer experience on par 

with specialty retailer competitors

Right-size margins, store footprint and operating 

expenses to increase long-term profitability

Focus on acquiring high-value home furnishings 

customers
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Four Core Components to 
Repositioning Our Brand
Comprehensive collaborative approach to delivering the Kirkland’s of the future

Merchandise Customer Experience Infrastructure



Merchandise 
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Establish a Clear Point of View

Solidify Kirkland’s as a casual, lifestyle brand with highly 

curated merchandise

• Elevating design and quality to improve uniqueness of product

Evolve into home furnishings assortment comparable to 

Pottery Barn and Crate & Barrel, but at a value price point

• Increase product mix to allow entire room decoration

• Use our growing third-party drop ship business to build a curated, 

extended aisle online

Methodical evolution of merchandise with opening price 

points familiar to our existing customer base, while 

adding higher quality and designed options
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Category Mix

We have grown furniture to +20% 

of our mix; other potential growth 

categories include fragrance, 

textiles and outdoor

We expect furniture to remain a 

focal point in our selling strategy 

to expand visibility across all 

assortments

To be considered a home 

furnishings option, we needed to 

add categories and increase the 

mix of furniture in our assortment

We anticipate the category mix 

changes will:

• Result in multi-year growth of 

average ticket

• Strengthen our business in the 

first half of the year to balance 

the strong seasonal business in 

Q3/Q4

We added tabletop and dining 

furniture as sellable displays to 

expand assortment
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Improve Quality & Design, While 
Increasing Direct Sourcing

Quality & Design
o Setting quality standards across all merchandise categories

o Adding external design support for new collections

o Transitioning assortment to drive average ticket growth

o Improve packaging and testing

Direct Sourcing
o Plays an important role in improving quality and design

o Built an infrastructure that allows us to direct source 

when appropriate

o Expands our opportunity to procure a wider product 

assortment at a more attractive margin profile



Customer 
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Customer Data Platform

On average, our current customer shops 2.3 times per 

year and spends $131

12

Through the CDP, we can now track and forecast our 

segments with better accuracy, which enables better 

allocation of marketing investments

Created a Customer Data Platform (“CDP”) to better 

understand the nuances of shopping behaviors across 

the different categories of our business

Top tier customers spend on average $400 per year, 

shop both online and in-store, are more likely to buy 

furniture and spend more evenly throughout the year
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Legacy Customers

Expanded Customer Base

Target Customers

Look for purchases 

during deep discounts

Primary interest in lower-

priced merchandise

Browsing shoppers

Seasonal Shoppers

Intentional consumers

High average receipts 

Looking for affordable, 

high-style furnishing items

Discount and promotions 

independent

Our goal is to maintain our legacy customer base, while making a targeted approach to expand 

into a new consumer set



Experience
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Omnichannel Experience: Online

Our website platform is functional, but needs to be 

upgraded in order to allow an improved experience, 

which includes:

• Improved checkout with more payment options

• Improved search functionality

• AI tools which allow in room viewing of merchandise

• Quicker adoption of new technology

• Ability for customers to pre-order products

Our stores remain a critical piece of the fulfillment of 

ecommerce orders, which:

• Allows the customer to reserve product online and pick up at their 

convenience

• Improves our profitability with 30-40% of our ecommerce fulfilled in store

• Adds an opportunity for store add on sales which average 15% of in store 

fulfilled ecommerce sales
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Omnichannel Experience: In-Store

Stores need training and technology to 

execute a true omnichannel experience, 

which includes:

• Selling mindset, instead of transaction-based

• Design assistance

• Focus on extended aisle options available online (additional 

colors, sizes and categories not carried in store) and ability to 

assist customer with orders

Working on store refreshes in proven 

markets 

• Our physical stores have an average age of nine years, many 

with darker walls and carpets

• Refreshes include lighter walls, wood flooring and LED 

lighting, enabling a cleaner backdrop for upgraded 

merchandise
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Delivery Experience

Currently, our merchandise is available to be picked up in 

store or shipped via parcel to customer’s home

In-home delivery, our version of a white-glove delivery 

service, will be key to the customer experience. Initial 

rollout began in Summer 2022. 

Added incremental ecommerce hubs to improve 

efficiency of product delivery to customers’ homes

Consistency of timely, seamless deliveries of undamaged 

product is of the utmost importance
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Digital Transformation
Key system investments are needed to support our strategy

Immediate focus on foundational systems, as well as improved data and analytics

Launched Customer 

Data Platform
Deliver a 360-degree view 

of our customer

Omnichannel 

Capabilities
Create a seamless customer 

experience in-store and online

Ecommerce 

Platform
Deliver a best-in-our-class, 

online customer experience 

Distributed Order 

Management Solution
Optimize our inventory network-

wide

Supply Chain & 

Logistics Technology
Improve our customer & store on-

time delivery to industry 

standards
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Infrastructure
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Infrastructure Improvements

20

Closed 59 underperforming stores

Removed $45M of operating expenses, improving unit 

economics of remaining stores

Successful rent negotiations

Closed centralized ecommerce fulfillment center and 

opened three smaller hubs

In 2020, we made significant changes to our operating model 

which we believe will improve long-term profitability and allow 

future sales growth to flow through at a higher rate. Those 

changes included:
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Supply Chain

2019

Opened a retail 3PL 

in Dallas, TX

2020

Closed the e-commerce 

fulfilment center in 

Jackson, allocated a 

portion of the retail DC to 

ecommerce and opened 

two smaller regional 

ecommerce hubs in NV 

and VA

2021

Bolstered logistic 

network to allow for 

almost all stores to utilize 

direct, full truckload 

deliveries

2018

One retail distribution 

center and one 

ecommerce fulfillment 

center in Jackson, TN Launched nationwide delivery 

service in Summer 2022 and 

improved SLA, efficiency 

and reliability in all 

distribution centers

2022
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Amy Sullivan
Chief Merchandising & Stores Officer

Mike Madden
CFO

Strong Leadership Team 

• Over three decades of senior leadership and 

merchandising experience at notable 

retailers

• Former President and Chief Merchandising 

Officer of Crate and Barrel

• Previously served as EVP of Merchandising 

at The Bombay Company

• More than 20 years of experience in 

merchandise across the retail landscape

• Held various management roles within the 

merchandising department over the past 

ten years at Kirkland’s

• Previously held senior merchandise roles at 

Lane Bryant, Lands’ End, Kohls and 

JCPenney

• Over 15 years of executive-level 

experience in retail and real estate 

• Previously spent nearly two decades 

serving Kirkland’s in various senior 

leadership and executive roles

• Former CFO of Priam Properties

Steve “Woody” Woodward
PRESIDENT & CEO



Financials
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Macro-economic headwinds resulting in a decline in consumer 

demand has hampered sales growth over the past 12 months

Less operating leverage with a lower sales base coupled with 

increases in supply chain costs have affected profitability 

over the past 12 months. 

Historical Performance
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Strategic Priorities for FY2023
Sales: stabilizing store comps & growing e-commerce sales

• Promotional strategy that supports value for customers, increasing the discount rate in the first 

half of the year to improve sales metrics

• Investing in stores by increasing coverage during peak selling hours and implementing strong 

selling culture to drive improved conversion

• Marketing optimization with improved ROI on advertising spend from both an increase in 

effectiveness and reduced marketing cost

• Merchandise assortment re-balancing furniture growth with opening price point conversion 

items, ensuring inventory availability supports customer demand

• E-commerce operational enhancements to drive growth through improved customer journey

Profitability: invest in sales growth and increase shareholder 

value

• Merchandise margin improvement through inbound freight cost reductions and targeted initial 

markup increases

• Supply chain cost savings delivered through inventory reductions, improved DC productivity, 

outbound freight route optimization, and product flow management

• Negotiate favorable lease renewals, maintaining store and customer base

• Cost control across all departments, strictly staying within budgeted expenses

Liquidity: increase strength of balance sheet and reduce 

reliance on revolving line of credit

• Manage inventory to appropriate levels, decreasing working capital needs during Q2 and Q3

• Focus capital spend on high ROI projects that enable sales growth and/or improve profitability

25



26© 2022 Kirkland’s. 

Investment Highlights

Large and growing market 

opportunity

Differentiated merchandise filling 

white space in the market

Building brand awareness and 

market share growth

Driving digital growth and 

optimizing store footprint to create 

an omnichannel customer 

experience

Efficient operating model with 

potential to drive higher profitability

Strong management team to 

execute brand transformation and 

deliver improved shareholder 

returns
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Contact Us

Mike Madden
(615) 872-4800

Cody Slach and Cody Cree
KIRK@gatewayir.com

(949) 574-3860
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GAAP to Non-GAAP 
Reconciliation

This presentation includes non-GAAP financial measures.

The following slides provide reconciliations of these non-GAAP financial 

measures to the most comparable financial measures calculated and presented 

in accordance with generally accepted accounting principles ("GAAP") in the 

U.S.

These measures are not in accordance with, and are not intended as 

alternatives to, GAAP. The Company uses these non-GAAP financial measures 

internally in analyzing our financial results and believes that they provide useful 

information to analysts and investors, as a supplement to GAAP measures, in 

evaluating our operational performance. Our management uses these non-

GAAP financial measures in order to have comparable financial results to 

analyze changes in our underlying business. In addition, certain other items 

may be excluded from non-GAAP financial measures when the company 

believes this provides greater clarity to management and investors.

Non-GAAP measures are intended to provide additional information only and 

do not have any standard meanings prescribed by GAAP. Use of these terms 

may differ from similar measures reported by other companies. Each non-

GAAP measure has its limitations as an analytical tool, and you should not 

consider them in isolation or as a substitute for analysis of the Company’s 

results as reported under GAAP.

© 2021 Kirkland’s.
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GAAP to Non-GAAP Reconciliations

FY 2016 – LTM October 30, 2021

TTM

Period Ended

52-Week 

Period Ended

52-Week 

Period Ended

52-Week 

Period Ended

52-Week 

Period Ended

53-Week

Period Ended

(In 000s, expect per share data) October 29, 2022 January 29, 2022 January 30, 2021 February 1, 2020 February 2, 2019 February 3, 2018

Operating income (loss) $          (25,507) $            25,345 $              8,287 $          (53,041) $              4,881 $              9,352 

Depreciation and amortization 17,821 20,431 23,256 27,720 29,453 27,150 

EBITDA (7,686) 45,776 31,543 (25,321) 34,334 36,502 

Non-GAAP adjustments, net of 

tax:

Closed store and lease termination 

costs in cost of sales(1) 940 (738) (1,135) (278) - -

Asset impairment(2) 447 754 9,387 19,229 - -

Stock-based compensation 

expense(3) 1,806 1,667 1,171 3,254 2,015 -

CEO Transition Costs(4) - - - - 2,144 -

Severance charges(5) 844  361  1,161 2,624 100 -

Other costs included in operating 

expenses(6) - - 439 1,035 - -

Total adjustments in operating 

expenses
3,097  2,782  12,158 26,142 4,259 -

Total non-GAAP adjustments 4,037 2,044 11,023 25,864 4,259 -

Adjusted EBITDA (3,649) 47,820 42,566 543 38,593 36,502 

Depreciation and amortization 17,821 20,431 23,256 27,720 29,453 27,150 

Adjusted operating income 

(loss)
$          (21,470) $            27,389 $          19,310 $          (27,177) $              9,140 $              9,352 

1) Costs associated with closed stores and lease 
termination costs, including gains on lease 
terminations, amounts paid to third-parties for rent 
reduction negotiations and lease termination fees paid 
to landlords for store closings.

2) Impairment charges include both right-of-use asset 
and property and equipment impairment charges.

3) Stock-based compensation expense includes 
amounts expensed related to equity incentive plans.  
The company began excluding all equity incentive plan 
costs starting with the 52-week period ended February 
2, 2019.

4) CEO transition costs during the 52-week period 
ended February 2, 2019 include severance charges 
related to the departure of the former CEO, cash 
bonus, legal fees, search fees and other costs 
associated with the transition. 

5) Severance charges include expenses related to 
severance agreements. This also includes permanent 
store closure compensation costs.

6) Other costs include executive transition costs, 
corporate lease negotiation fees associated with rent 
reduction during the 52-week period ended January 
30, 2021 and write-offs of excess and obsolete 
supplies during the 52-week period ended 
February 1, 2020.


