MANAGEMENT PRESENTATION
September 2019

DISCLAIMER
This Management Presentation (this “Presentation”) is the property of Vince Holding Corp. and its subsidiaries (collectively, “Vince” or the “Company”). By accepting this Presentation, the recipient
acknowledges that it has read, understood and accepted the terms of this disclaimer. This Presentation is not a formal offer to sell or solicitation of an offer to buy the Company’s securities. Information
contained in this Presentation should not be relied upon as advice to buy or sell or hold such securities or as an offer to sell such securities. No representation or warranty, express or implied, is or will be
given by the Company or its affiliates, directors, officers, partners, employees, agents or advisers or any other person as to the accuracy, completeness, reasonableness or fairness of any information
contained in this Presentation and no responsibility or liability whatsoever is accepted for the accuracy or sufficiency thereof or for any errors, omissions or misstatements relating thereto. By
acceptance of this Presentation, each recipient agrees not to copy, reproduce or distribute to others the Presentation, in whole or in part, without the prior written consent of the Company, and will
promptly return this Presentation to the Company upon request.
This Presentation contains the Company’s financial results in conformity with U.S. generally accepted accounting principles (“GAAP”) as well as adjusted results which are non-GAAP financial measures,
including adjusted operating income (loss), which eliminates the effect on operating results of various factors. The Company believes the presentation of these non-GAAP measures facilitates an
understanding of the Company’s continuing operations without the impact of such factors. The factors excluded to arrive at non-GAAP financial measures included in this Presentation and the
reconciliation of GAAP to non-GAAP results are further detailed on page 25 of this Presentation. Non-GAAP financial measures should not be considered in isolation from, or as a substitute for, financial
information of the Company prepared in accordance with GAAP.

This Presentation may contain forward-looking statements under the Private Securities Litigation Reform Act of 1995. All statements other than statements of historical fact or relating to present facts or
current conditions included in this presentation are forward-looking statements. Forward-looking statements give our current expectations and projections relating to our financial condition, results of
operations, plans, objectives, future performance and business. You can identify forward-looking statements by the fact that they do not relate strictly to historical or current facts. These statements
may include words such as “anticipate,” “estimate,” “expect,” “project,” “target,” “plan,” “intend,” “believe,” “may,” “should,” “can have,” “likely” and other words and terms of similar meaning in
connection with any discussion of the timing or nature of future operating or financial performance or other events. These forward-looking statements are not guarantees of actual results, and our
actual results may differ materially from those suggested in the forward-looking statements. These forward-looking statements involve a number of risks and uncertainties, some of which are beyond
our control, including those as set forth from time to time in our Securities and Exchange Commission (the “SEC”) filings, including those described in our Annual Report on Form 10-K under “Item 1A –
Risk Factors” filed with the SEC on April 12, 2019. Any forward-looking statement made by the Company in this Presentation speaks only as of the date on which it is made. Except as may be required by
law, the Company undertakes no obligation to publicly update or revise any forward-looking statement, whether as a result of new information, future developments or otherwise.
Market data and industry information used in this presentation are based on independent industry surveys and publications and other publicly available information prepared by third party sources.
Although the Company believes that these sources are reliable as of their respective dates, it has not verified the accuracy or completeness of this information from independent sources.
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KEY INVESTMENT HIGHLIGHTS

▪ Leading Premium Contemporary
Fashion Brand with Attractive
Demographics
▪ High Brand Awareness and Strong
Customer Loyalty

▪ Strategically Repositioned with Strong
Momentum
▪ Actionable Growth Opportunities
▪ Experienced Management Team
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COMPANY OVERVIEW
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ABOUT VINCE
▪ Well-positioned in the luxury market with a
sophisticated, effortless, California-inspired
fashion assortment.

▪ Vince distributes elevated yet understated
luxury pieces for everyday through:
▪ 61 retail locations in U.S.
▪ Vince.com
▪ Wholesale distribution including
department stores, specialty retailers, and
third party e-commerce
▪ Vince Unfold (subscription service)
▪ Luxury assortment consists of women’s and
men’s ready-to-wear, footwear, home, and
handbags designed for a global lifestyle.
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BRAND PRINCIPLES
▪ Effortlessness / Sophisticated Ease
Evoke effortlessness and maintain authenticity. Design comfortable yet refined
pieces; approach dressing with a sense of ease

▪ Subtlety / Understated
Find strength in the quiet and understated; find beauty in subtlety. Unexpected
details make each style feel distinct

▪ Uncomplicated / Seasonless
Establish a seasonless approach to dressing that fits into the customer’s global
lifestyle. True investment pieces, the designs are uncomplicated and can be styled
interchangeably between collections

▪ California Inspired / Warmth
Instill a relaxed West Coast vibe that recalls warmth, softness and optimism

▪ Quality / Inclusive Luxury
Focus on quality through luxurious fabrics and simple silhouettes. Offer a price point
that provides accessible value. The quality and approachable luxury are what
establish customer loyalty and trust
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STORY OF THE ICONIC VINCE BRAND

Vince first adds
menswear line

Launch of e-commerce,
creating an additional revenue
stream

Brendan Hoffman is
hired as new CEO

Vince launches
IPO in Q4

Unfold (subscription
service) launches

Vince begins strategic
repositioning plan

Have opened/opening 5-6 new
retail stores, including first
international store (London –
Sept. 2019)

Founders retire

Acquisition of
Vince by
Kellwood

Launch of shoe licenses
with Caleres

Vince is founded
Acquisition of Kellwood by
Sun Capital in 2008

Vince begins reset
of product
assortment

Caroline Belhumeur hired as
Creative Director and advances
evolution of brand and product
assortment

Company rationalizes
wholesale distribution

New store/format
roll out
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RETAIL SEGMENT OVERVIEW

TOTAL RETAIL STORE COUNT

▪ Provides critical customer touch point and ability
to showcase full product line as well as test new
products
▪ Disciplined retail expansion strategy
▪ Focus on short term leases
▪ Initially targeted locations to capture walk
away sales
▪ Focus on profitability with minimal investment
and favorable lease terms
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STORE LOCATIONS
2018 Store Openings
Short Hills (Short Hills Mall)
Palm Desert (El Paseo)
Naples (Waterside Shops)
Austin (The Domain)
Pacific Palisades (Palisades Village)
Palm Beach (Palm Beach Gardens)

2019 Store Openings To Date
Miami (Aventura)
Washington, DC (National Harbor Outlet)
San Jose (Santana Row)
FULL PRICE

2019 Upcoming Store
Openings

5th Avenue, NYC [September 2019]
South Kensington, London [September 2019]
One additional full price store [TBD]

OUTLET
SHORT-TERM FULL PRICE

SHORT-TERM OUTLET
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PACIFIC PALISADES VINCE STORE

▪ Flagship store opened in October 2018

▪ Offers full breadth of assortment and captures
essence of the California-inspired brand
positioning
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E-COMMERCE SEGMENT OVERVIEW

▪ Ecommerce channel has delivered
double digit annual sales growth and
momentum remains strong
▪ Content-rich e-commerce site with
robust capabilities to enhance the
customer experience
▪ Mobile application for iOS and Android
creates a rich and engaging shopping
experience
▪ Launched Vince Unfold subscription
service in the fourth quarter of 2018
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WHOLESALE SEGMENT OVERVIEW
Premier Wholesale Partners

▪ Includes sales to major department stores and
specialty stores globally
▪ Strong relationships with high-quality, blue-chip
customers such as Nordstrom and Neiman
Marcus, which include high-traffic online accounts
▪ Third party ecommerce represents another
important distribution avenue for the brand
▪ Focused on continued market share gains within
U.S. and international wholesale doors
▪ Selectively adding premier partnerships that are
complementary to the Vince DNA
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SELECT SENIOR MANAGEMENT TEAM
EXECUTIVE
Brendan Hoffman
CEO

David Stefko
EVP, CFO

Caroline Belhumeur
Creative Director

JOINED

Oct. 2015

Craig Samuelson
SVP, International
& Licensing

▪ Previous experience includes serving as CEO & President of Bon-Ton Stores, Inc. and Lord &
Taylor L.L.C., where he was credited with revamping the Company’s brand
▪ Prior to that, he served six years as President and CEO of Neiman Marcus Direct, a subsidiary of
The Neiman Marcus Group Inc.
▪ Previously Group CFO at Sun Capital Partners where he focused on companies in the
consumer products, manufacturing and retail sectors

Aug. 2015

May 2015

Marie Fogel
SVP, Merchandise Planning, Production &
Product Development

EXPERIENCE

Feb. 2017

Jul. 2015

▪ Previously served as SVP, CFO of Things Remembered and Divisional CFO of Cole National
and held senior positions at Sherwin Williams and Ernst & Young.
▪ Responsible for leading new product design, footwear, accessories, fabric research and
development, visual merchandising and store design
▪ Previously with Club Monaco, Theory, White + Warren, Fenn Wright Manson and Calvin Klein
▪ Previously served as SVP and CMO of Denim & Supply at Ralph Lauren, where she was
responsible for the launch of the Denim & Supply Ralph Lauren brand
▪ Has 20 years of experience and proven success developing and implementing strategic plans
focused on brand growth and increasing market share.

▪ Leads the International wholesale and strategic partner business; managing the launch of our
international retail stores
▪ Previously VP, International & Licensing at John Varvatos; held similar positions at Juicy Couture
and Club Monaco, managing their global expansion strategies
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STRATEGIC GROWTH
INITIATIVES
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STRATEGIC GROWTH INITIATIVES
▪ Selectively expand retail doors in U.S. markets
▪ Build international presence across retail,
e-commerce and wholesale channels
▪ Drive brand engagement fueled by e-commerce
strategy and the Customer Journey across channels

▪ Expand brand-relevant product categories and
develop new licensing partnerships
▪ Explore acquisitions to drive growth, synergies and
expand core competencies

15

REAL ESTATE EXPANSION STRATEGY
▪ Disciplined approach focused on short term leases
▪ Phase I: focus on locations near exited department stores
to capture walk-away business
▪ Phase II: Open locations in non-gateway cities and
additional stores in select existing gateway markets

▪ Short term lease strategy provides flexibility to extend
leases and profitability
▪ Extended four leases YTD
▪ Target 2-year payback period with minimal capital
investment and favorable lease terms
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SHORT HILLS, NJ STORE

▪ Store opened in a location next to
Bloomingdale’s on March 2018
▪ Exceeded payback period target of less
than two years
▪ Success in capturing former clients of
exited department stores
▪ Successfully extended lease for
another short-term period while
exploring a larger square foot location
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INTERNATIONAL EXPANSION STRATEGY
Vince products are sold across more than 40 countries through premier department stores and specialty retailers around the world

EUROPE:
▪ Company operates a showroom out of Paris to serve
international accounts

CHINA:
▪ Actively exploring expansion plans within the region
▪ In discussions with potential partners

▪ Opening first company-operated store outside the U.S. in
South Kensington area of London in September 2019
▪ Influencer program launched in London and Paris to further
build brand awareness
▪ Continue to gain market share at wholesale partners with
shop-in-shop launches in Harvey Nichols and Selfridges
over the last 18 months
▪ Harrod’s expected to launch in Spring 2020
▪ Exploring category expansion

▪ Developing roadmap for retail stores and e-commerce
launch
▪ Successful and growing wholesale business through Lane
Crawford

▪ Strong demand for fashion luxury and affinity for the Vince
brand
▪ Company currently operates a Hong Kong distribution
center through a 3PL

▪ Company currently operates a European distribution center
through a 3PL
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ECOMMERCE GROWTH STRATEGIES
▪ Expand omni-channel capabilities to wherever, whenever, and however
she shops to:
▪ Enhance customer experience
▪ Improve productivity of inventory
▪ Increase conversion

▪ Drive traffic with more impactful and efficient marketing spend
▪ Drive higher AOV by customizing on-site content and product
engagement to drive improved UPT

▪ Increase conversion through site enhancements:
▪ Improving site speed
▪ Product reviews
▪ Customizing on-site experience
▪ Ease of checkout and additional payment options
▪ Explore infrastructure and fulfillment capabilities to improve customer
satisfaction and support future growth
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DEFINE THE CUSTOMER JOURNEY
▪ Enhance brand loyalty by providing a personalized
experience that exudes the Vince DNA through
development of omni-channel capabilities and a 360
degree approach to customer engagement and
management
▪ Focus on acquisition and retention
▪ Communicate the brand story through retail and
wholesale distribution channels, vince.com, media
placement and influencers

▪ Invest in systems and technologies to enhance the
customer experience and support personalization
strategies
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EXPAND PRODUCT CATEGORIES /
LICENSING OPPORTUNITIES

Handbags

Extending Sizing

Cold Weather Accessories

Intimates

Home

Athleisure

Travel

Eyewear / Optical

Accessories

Fragrance
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EXPLORE ACQUISITION OPPORTUNITIES
Diversify portfolio with complementary brands and/or categories.

▪ Provide global growth opportunities across distribution
channels
▪ Offer strategic and operational synergies
▪ Expand product competencies
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FINANCIAL OVERVIEW
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SUMMARY OPERATING ANALYSIS

DTC COMPARABLE SALES

NET SALES BY SEGMENT
($ in millions)

$450.0

20.0%

16.7%

15.0%

15.1%

$400.0

15.4%

12.7%

$350.0

10.0%

7.1%
4.3%

5.0%
0.0%

FY 2016 1Q17

-0.2%

1.1%
3Q17

4Q17

1Q18

2Q18

3Q18

4Q18

1Q19

$200.0

2Q19

-4.7%

-10.0%

$272.6

$98.1

$106.5

$279.0

$300.0(1)

$119.3

$150.0

$300.0

$100.0

-5.0%

$268.2

$250.0

3.1%

2Q17

$300.0

$170.1

$166.1

$159.6

$50.0

$117.6

$126.5

$51.3

$55.8

$66.3

$70.8

H1 2018

H1 2019

$0.0
2016

-15.0%
-15.7%

2017

2018
Wholesale

-20.0%

1)

2019
Guidance
Direct-to-consumer

Midpoint of sales guidance.

24

SUMMARY OPERATING ANALYSIS

ADJ. OPERATING INCOME/LOSS(1)(2) &
ADJ. OPERATING INCOME/LOSS MARGIN

GROSS PROFIT AND GROSS PROFIT MARGIN
($ in millions)

($ in millions)
51.0%

49.0%

46.9%

45.8%

$5.8
$5.0

Adj. Operating Income / Loss

46.9%

47.0%
45.8%

45.3%45.3%

44.7%

45.0%
44.0%
43.0%

2.8%

5.0%

2.1%

2016

2017

2018
Gross Margin

H1 2018

H1 2019

0.03

0.01
$0.0
2016

2017

2018
2018

-$5.0

H1 2018

-5.8%

H1 2019
-3.0%

-$15.0

$(9.5)

-0.03

-0.05

$(13.2)
Adj. Operating Income / Loss

-0.01

$(3.8)

$(6.8)

-3.5%
-$10.0

2019
2019
Guidance
Guidance

-4.9%

42.0%

1)
2)

0.05

$8.5 (1)

44.7%

48.0%

46.0%

$10.0

49.8%

-0.07
Adj. Operating Income / Loss Margin

Midpoint of guidance. Operating income excludes $2 million of targeted tariff costs net of mitigation efforts.
Adjusted operating income/loss presented herein refers to the operating income/loss excluding the impact of retail store, goodwill, and intangible asset impairment charges. For a reconciliation of these adjusted results, which are non-GAAP
results, to the most comparable GAAP results can be found in Vince’s press releases relating to Fourth Quarter and Fiscal Year 2018 Results published on March 29, 2018 and Fourth Quarter and Fiscal Year 2017 Results published on April 28,
2017, which are available on investors.vince.com.
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Adj. Operating Income / Loss Margin

50.0%

WORKING CAPITAL
▪ Working capital is driven by seasonality of business
▪ We continue to make investments in working capital as
we grow the business and deliver on our strategic
initiatives

WORKING CAPITAL (1)
$80,000
$70,000
$60,000

▪ Our primary cash needs are funding working capital
requirements, meeting our debt service requirements,
paying amounts due under the Tax Receivable Agreement
and capital expenditures for new stores and related
leasehold improvements
▪ Improved operating cash flow at the end of the second
quarter of fiscal 2019 by almost $10 million in comparison
to the same prior year period

$50,000
$40,000
$30,000
$20,000
$10,000
$0
Q3

Q4

Q1

Q2

Q3

Q4

Q1

Q2

2017

2017

2018

2018

2018

2018

2019

2019

(1) Working

Capital represents accounts receivable, inventories, and accounts payable
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ENHANCED CAPITAL STRUCTURE
$70.0
$64.4
$60.0
$29.0
$50.2
$50.0

$49.9

$52.1

$46.5
$26.1

$40.0

$45.0

$33.0

$27.5

$30.0

$20.0

$35.4
$26.0

$10.0

$0.0

▪ Enhanced capital structure by refinancing term loan facility and
revolving credit facility in August 2018 which has provided even
greater financial flexibility to continue to execute on strategic
initiatives

$16.9

$19.0

FYE

FYE

FYE

Q2

Q2

2016

2017

2018

2018

2019

$5.2

ABL

Term Loan

▪ Maturity of facilities in August 2023
▪ Term Loan Facility
▪ $2.75 million of amortization payments due over the next
four quarters
▪ Interest rate of Libor + 700 bps
▪ Revolving Credit Facility
▪ Current $80 million revolving credit facility replaced the
Company's prior $70 million revolving credit facility, and
carries an improved interest rate
▪ $33.9 million of availability as of the end of Q2 2019
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