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Item 7.01. Regulation FD Disclosure.

Build-A-Bear Workshop, Inc. (the “Company”) prepared an investor presentation containing certain information and financial highlights. Representatives of
the Company intend to present this presentation during a webcast investor presentation on December 6, 2022 at 2:00 p.m. eastern time. During the
webcast, Sharon Price John, President and Chief Executive Officer, and Voin Todorovic, Chief Financial Officer, will conduct a presentation that will cover
key areas of the Company's business strategy, growth and diversification plans and recent financial results. After the formal presentation, investors will have
an opportunity to ask relevant questions through an interactive Q&A portal.

To listen to the webcast or to ask questions during the live event, please pre-register at the following link: https://event.webcasts.com/starthere.jsp?
ei=1573267&tp_key=c6e54eeb62

A copy of the investor presentation is attached hereto as Exhibit 99.1 to this Current Report on Form 8-K and is incorporated herein by reference. A copy of
the investor presentation is also available on the Investor Relations section of the Company’s web site at http://IR.buildabear.com.

To supplement its financial statements presented in accordance with GAAP, the Company used, in its investor presentation, certain non-GAAP measures of
financial performance. The Company believes that these non-GAAP measures will allow for a better evaluation of the operating performance of the business
and facilitate a meaningful comparison of the Company’s results in the current period to those in prior periods and future periods. Reference to these non-
GAAP measures should not be considered as a substitute for results that are presented in a manner consistent with GAAP. These non-GAAP measures are
provided to enhance investors’ overall understanding of the Company’s financial performance.
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The information furnished in, contained, or incorporated by reference into Item 7.01 above, including Exhibit 99.1 attached hereto, is being furnished and
shall not be deemed “filed” for purposes of Section 18 of the Securities and Exchange Act of 1934 (the “Exchange Act”) or otherwise subject to the liabilities
of that section, nor shall it be deemed incorporated by reference in any filing under the Securities Act of 1933 (the “Securities Act”), as amended, or the
Exchange Act, regardless of any general incorporation language in such filing. In addition, this report (including Exhibit 99.1) shall not be deemed an
admission as to the materiality of any information contained herein that is required to be disclosed solely as a requirement of Item 7.01.

This Current Report on Form 8-K and the investor presentation attached hereto as Exhibit 99.1, respectively, contain certain statements that may be deemed
to be “forward-looking statements” within the meaning of Section 27A of the Securities Act and Section 21E of the Exchange Act. All statements in this
report and in such exhibit not dealing with historical results are forward-looking and are based on various assumptions. The forward-looking statements in
this report and in such exhibit are subject to risks and uncertainties that could cause actual results to differ materially from those expressed in or implied by
the statements. Factors that may cause actual results to differ materially from those contemplated by such forward-looking statements include, among other
things: statements regarding the Company’s goals, intentions, and expectations; business plans and growth strategies; estimates of the Company’s risks and
future costs and benefits; forecasted demographic and economic trends relating to the Company’s industry; and other risk factors referred to from time to
time in filings made by the Company with the Securities and Exchange Commission. Forward-looking statements speak only as to the date they are made.
The Company does not undertake to update forward-looking statements to reflect circumstances or events that occur after the date the forward-looking
statements are made. The Company disclaims any intent or obligation to update these forward-looking statements.




Item 9.01 Financial Statements and Exhibits.

(d) Exhibits

Exhibit Number Description of Exhibit
99.1 Investor Presentation—December 2022
104 Cover Page Interactive Data File (embedded within the Inline XBRL document)

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: December 6, 2022 By:  /s/ Voin Todorovic

Name: Voin Todorovic

Title: Chief Financial Officer
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FORWARD LOOKING AND CAUTIONARY STATEMENTS

This presentation contains certain statements that are, or may be considered o be, “forward-looking statements” for the purpose of federal securities laws, incleding, but

not limited to, staterments that reflect our current wiews with respact to future events and financial performance. We genarally identify these statements by words or phrases
sich as “may.” “might,” "should,” "expect,” “plan.” "anticipate,” "bebeve,” “estimate,” "intend,” “predict,” “future,” “potential” or "continue,” the negative or any derivative of
these terms and other comparable termenalogy. Forward-looking statements are based on eurrent expectation and assumpthons that are subject to Fisks and uncertasmties which
may cause results to differ materially from the forwarnd-looking statements. We undertake no obligation to update or revise publicly ary forward-Seoking statements, whather
becausa of new information, future events or otherwise. Risks and uncertainties to which our forward-looking statements are subject include: (1) macroeconomic and industry
resks Guich A% (a) the COVID-19 pandemic kas had and is espected to continue ta have an adverse effect on our business and results of aperations; (b) continued of further
declines in retail consumer traffic could adwersely affect our financial performance and profitabdity; {c) dedines in general global economéc conditions could lead
tovdlisproportionately reduced discretionary conswmer spending and demand for our products; (d) consumer interests change rapidly and our success depends on the ongoing
elfectiveness of our marketing and online nitiatives to build consumer affinity for our brand and drive consumer demand for our products and senvices; {e) our profitabdliny
could be adversely impacted by fMuctuations in petroleum products pesces; and (f] our business may be adversely impacted by a vanety of significant competitive threats; (2]
operational risks such as: (a) we may be unabla to generate demand for our interactive retadl experience and products, including timely responses to consumer preferences; (b}
failure o execule ow omnichanmel strategy and the costs of investiments in e-commerce and digital technology could adversely affect our profitability; {c) we are subject Lo risks
associated with technology and digital operations; [d) we may be unable to renew, renagotiate our store leases of enter nto new stode leases on favorable terms; () our
compary-eaned distribution center and our third-party distnbution center providers may expanence dismptions or operate inefficiently; and [f) we may not be able to evolve
our store lacations to align with market trends, successfully diversify our store models and farmats, or otherwise effectively manage our overall portfolio of stores; (3)
international risks such as: {a) we may not be able to operate our intemational corparately-managed locations prafitably, (b) we rely an a few global supply chain vendors to
supply substantially all of our merchandise, and significant price increases or disruption Intheir ability to deliver merchandise could harm our ability to source products and
supply inventory to owr stoses; (c) our merchandise is manufactured by forelgn manufacturers and the availability and costs of our products, as wall as our product pricing, may
be negatvely affected by risks assosiated with international manufacturing and trade and foreign currency fluctuations; and [d) we may be unable to effectively manage aur
International franchises, attract new franchisess of the laws relating to owr international franchises change; (1) Legal, technology and intellectus] property risks such as: {a) we
are subject to a number of risks related to disruptions, fadures or security breaches of our information technology infrastructure; (b} we may fadl (o renew, register or otherwise
predect ouf trademarks of othes intellactual property snd may be sued by third parties for infringement or mitappeopriation of their proprietary rights; (c) we may suffer
negative publicity or be sued if the manufacturers of our merchandise of Build-A-Bear branded merchandise sold by our licensees ship products that do not meet current safety
standards or production regquirements of if such products are recalled or cause injuries; [d) we may sulfer negative publicity o be sued if the manufacturers of our mendhandise
violate labor Laws or engage in practices that consumers believe are unethical; and () we may suffer negative publicity or a decrease in sales or profitability if the products from
other companies that we sell in our stores do not meet our quakity standards or fail to achieve our sales expectations; (5] Risks related to owning our common stock such as: (&)
fluctuations in our operatmg results could reduce cash flow or result in restrictions under our credit agreemaent and we may be unable to repurchase shares; {b) fluctuations in
our gquarterly results of operations could cause the price of our comman stock to substantially decling; (¢ the market price of our common stock is subject 1o volatility, which
could in turn attract the interest of activist shareholders; and {d) provisions of our earparate governing documents and Delaware law may prevent of frustrate attempts to
replace or remove our management by our stockbolders, even |f such replacement or removal may be in our stockbolders” best interests; and (6] general risks such as: (3] we
may pot b able to oparate successfully If wa lose key personnal; and (b} wa may be unsuccessful in acquiring busingsses o engaging in other strategic transactions, which may
negatively affect our fmancid condition and prafitability. For additanal information concerming factors that could cause sctual results te materally differ from thase projected
herein, please refer to our most recent reports on Form 10-K, Form 10-Q and Form 8-6







KEY INVESTOR CONSIDERATIONS

BRAND POWER: Trusted and iconic brand captures consumer zeitgeist appealing to
today’s desire for personalized, shared and share-able experiences, comfort products,
unique gifting, enthusiast/collectibles, and nostalgia

DIRECT RELATIONSHIPS with LARGE ADDRESSABLE MARKET: Multi-generational aspect
of the 25-year-old company appeals to a valued and broad demographic spanning ages,
genders and socio-economic strata, that desire loyal brand relationships providing
relevant engagements that can drive lifetime value

DYNAMIC BUSINESS MODEL: Diverse multi-channel, vertical, experience locations in a
variety of viable formats and geographies combined with integrated robust e-
commerce business with extensive digital capabilities and key category expansions

BUSINESS STRENGTH: Strong financial results with profitable, growing revenue, high
margins, good free cash flow, clean debt-free balance sheet and seasoned executive team

K L B CONTINUED OPPORTUNITY FOR GROWTH ACROSS A NUMBER OF REVENUE STREAMS
"ﬁ‘-’e WITH SIGNIFICANT CONTROL OVER OUR FUTURE




BBW’s JOURNEY TO MORE!
Started as a mall-based vertical kid’s retailer that became a powerful brand...

YEARS

O HEAT MDY

2022 & moving forward as MORE!

1997 2008-2012 MORE than malls
Founded in 5t. Louls, Challenging business MORE than plush toys
MO as a groundbreaking period with 4 consecutive MORE than “worksh nps"

experiential mall-based years of pre-tax losses MORE than kids

specialty children's retailers

e ® ® ° @

2004 2013
Great success hed to IFO on NYSE (BBW); Current management joined to drive a successful turmaround that included a
DOperated 168 stores in North America comprehensive digital transfermation, diversification of retail locations and
and 9 mwernational franchise stores development of a range of new business models and formats to leverage brand strength

with untapped brand equity

Pivoted to a brand that monetizes e_qu&y via multiple channels, categories, consumers and content.




BBW IS NOW A DIVERSIFIED COMPANY with A HIGHLY VALUED BRAND

1997
Mall-based plush toy retailer
focused on children

2022
Multi-channel, multi-generational
experience-based brand company in
diverse product categories appealing
to a broad consumer demographic

Select data points:

MEANINFUL DIGITAL REVENUE; NEARLY 500 LASTING EMOTIONAL MULTI-GENERATIONAL
EXPANDED CAPABILITIES GLOBAL CONNECTION CONSUMERS

LOCATIONS
Ecommerce was 20% of net with "ZZSMM ~40%
retail sales in FY2021 MULTIPLE i

BUSINESS Futry frinds sold
MODELS in first 25 years

IMPRESSIVE POWERFUL BRAMD ECUITY BEYOND PLUSH SKILLED & PASSIONATE TEAM
LICENSING PORTFOLIO Gifting

Over 75 best-in-class ~ 8 D % E;m:]::“]:mq 3, 5 00+
Asspchates

entertainment, sports and
pop culture relationships

Cantent
NFTs
Awarenass Gaming

Aided Brand

Seasoned Management







BBW ENGAGES AT LIFE MOMENTS TO CREATE RELATIONSHIPS

FAMILY |
MEMORIES =

Graduations!

ANNIVERSARIES ' -, PARTlES

PERSONALIZED . B e '
GIFts I\ &7 (. HOLIDAYS

'; ., Congratulations!

Gender reveal! of

&
X
R
-

ﬂ

CELEBRATIONS BIRTHDAYS




BBW IS BELOVED

‘Well-Known  Multi-Generational ~ Emotional  Trusted  Extendable

DESTINATION-DRIVEN
100% 0 of store visits are
- > 60 /o plannred afm:l tl:ue top
occasion is a birthday
S0
Contributing to balanced
= business seasonality*

BEW Brand 1 Brand! Beand3 Brand4 Brand 5
mJan-Mar m Jul-Sep
m Apr-Jun ® Oct-Dec

U data, CRA Rumawrch with Woms of G ages 112 2021

~80% aided brand awareness (U5 Moms of Kids ages 2-12)

~B0% of those surveyed said Build-A-Bear was "distinctive”

Other retail brands include American Girl, Disney, 5 Below, Claire’s and LEGO

l « First party data email contacts in CRM database
» Vast majarity in Bonus Club loyalty program

" Rty aeeings il Ol S g




BBW HAS DIVERSE AND HIGHLY COVETED CONSUMERS

Build-A-Bear appeals to a broad demographic market with strong purchasing power and brand Idyalty

The profile of Build-A-Bear’s ~10 million active Bonus Club membership:

Wide interest across ages
e @ Household Profile

N oTHERS
L ER NI ~70% have ehildren giving us reach
within households to approximately
w ' . 20 million people
~40% ~4 Interests include:

Eating out, books/reading, visiting amusement parks

Educated with spending power: Diverse Demographics
Professional careers, Appx 708 attended college Over $0% of furry friends are for teens and adults

ssor.
p—— |

£100-5150K

ssson.

Over B0% are Approximately 70% = Sids B Infant,Toddler
homaowners are married m Boys W Kids

B Teans, Adults

Houtstunld intome

T BENY DN ety SR T et
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BBW GENERATES “FREE” MEDIA

Over 10 Billion annual media and PR impressions in 2020, 2021 and 2022

WS POPSUGAR. i o

YAHOO! @newy  ©.2 2 Boomberg  Seeking Ak H
Build-A-Bear Workshop: We See

Much Mome Upside

Warrp Irncin viuri o B4 duewg Bl & mary
nale lamadas
-

Dad brought to tears alter
recilving a teddy bear with
his late mather's velce

Car wash eompary deaates 100 Beild-A-Sears for
chilliren 54 East Texas Cricls Conter

it 4 Lpwalag P Hie Wain B P St b "Rty
e e (L]

A

Buiid-A-Besr Anraunces lreskup Beary
On Apeil Fools' Day

YAHOO!
ROMPER
Newsweek et ey

m‘""“'ﬁt‘" Wiken gad How 1n ,',?‘:5!
=
i




BBW IS POP CULTURE

Our brand is regularly mentioned on popular TV shows, movies and in celebrity news

sk Al s o 1 s m mat Gharss Tome
pmryys

B ryyiaty

FROM SOUTH PARK TO THE POPE, MEDIA DRIVES BUILD-A-BEAR’S TOP OF MIND AWARENESS
12




BBW CO-BRANDS WITH LEADING LICENSES

License relationships with over 75 world-class collaborators from film, TV, art, games,
‘sports and more support enthusiast, collectible, affinity and gifting businesses with appeal to
expanded consumer demographics...yet BBW is a brand unto itself providing balanced sales

wRE FE oo wobie ostey @ [N wloe. @y

TR, nos : Foxr
S Gl poctorwio ?:)fﬂzp ENEANTE  LIONKING ﬁ m
-2 . o ] ) 7 A

mice o Y ot QN vl 0 mm reoeos
i (WeWeer e

exf oW ooy Gmenso) (i QS (59 v T

ey e
=

j— yible
Lulls SEGA fGriscouts. (ST  Tesbs sun  allle EIUS

o NBA @ [ 3 0 @ @ @ s ancrs | m BLASTS

S@THQYQFGCE+ KU esO0 @ DAY A M8 THIsuW
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ﬁ DYNAMIC MULTI-CHANNEL BUSINESS MODEL




BBW HARNESSES BRAND EQUITY and TECHNOLOGY TO DRIVE GROWTH

BBW operates a dynamic “circle of engagement” model designed to efficiently create multiple
consumer touchpoints using our one-to-one experience locations, data capture and advanced digital
analytics & communications capabilities to increase lifetime value across a variety of brand

interfaces

Experience Locations Power of the Brand
and e-commerce

Build
BRAND CONMECTIONS THROUGH Leverage
OME-TO-ONE BRAND EQUITY
guest engagement to to drive additional guest
DRIVE BRAND EQUITY engagement across
NEW CATEGORIES, CHAMNELS
and CONTENT

Build relationships and expand the CONSUMER BASE & LIFETIME VALUE
15




EXPERIENCE LOCATIONS BUILD BRAND and SUPPORT E-COMMERCE

Award winning concept enjoys a >25% average BUILD-A-BEAR S WDRKSHOP

cantribution and virtually 100% of our
experience locations were EBITDA positive

Owver 50 million guests enter a Build-A-Bear Workshop
per year. The iconic hands-on experience builds
emotional brand connections, delivers significant
consumer data capture and |loyalty club sign-up,

and generates meaningful cash flow for the company

& broad range of formats, sizes, designs and
business models allows locations to operate with
less total square footage and higher productivity
per square foot than in the past

Build-A-Bear |ocations act as efficient mini
distribution centers for our increased digital demand
fulfillment leveraging fixed costs like labor and
overhead, while reducing last mile time and expense

16




EXPERIENCE LOCATIONS HAVE DIVERSE FORMATS AND MODELS

*  Build-A-Bear is NOT overstored, on track to open 20 new locations in 2022 including recently opened Six Flags Magie
Mountain and the Pro Football Hall of Fame

*  Recently added format called Build-A-Bear Adventure includes arcade and party rooms

* Can operate for days (events such as the NFL Experience), weeks (Gaylord seasonal shops) to months and years

Most common business model options:

Corporately-managed store mode| Third-party retail moadel International franchise model

Lang-term and seasanal lacations in the US, 65 locations with a variety of operators primarily  Currently 66 locations in & countries
Canada, the UK and Ireland in the US

G247 codarsate Kiiotty pml e ik Tf«-sma 'r:'ﬁ Buachs 80 - .E =
‘ﬁ M [&(ﬁmﬁm" Zueeles m%%iwﬂdﬂﬁ h E =
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BUSINESS IS ENHANCED BY PROFITABLE E-COMMERCE PLATFORM

Nearly 20% of net

retail sales in 2021,
up from 4% in 2012

* E-commerce strong in both US and UK
* Salesforce technology expanding loyalty and

i G i s . 2021 digital demand of $73MM representing a
digital bilit d effi ket

igita cape? ilities and efficiencies in marketing 34% CAGR since 2016
and analytics acrass platform

* Mobile-first e-commerce site updated in Q3-2022

* Continued momentum with growth in
consclidated digital demand for first nine-months
of 2022 +~150% vs first nine-months of 2019

AMERICA'S

OMNLINE SHOPS

* FASTEST GROWING
k3

18




E-COMMERCE GROWTH INCLUDES EXPANSION OF CONSUMER BASE

Hnnﬁ&ﬂnp Buildabear.com
pmMAnv’ AN IR I TH LT BRER COLLECTOR AND GIFT GIVERS
TARGET (TWEENS/TEENS/ADULTS)

SECONDARY

19




DIVERSE DIGITAL EXPERIENCES APPEAL TO VARIETY OF GUESTS

Guided process reflec
familiar Bulld-A-Bear sh [Jppll £

stations providing a highly

step-by-step cus 2

A amazoncom
pajama shap

Family pajama offering with facebook
ns focused on
Third-party marketplaces

seasonal ns featuring
7 allow consumers to shop
online at their preferred site




DIGITAL MARKETING CAPABILITIES DRIVING E-COMMERCE GROWTH

+97% increase in digital transactions from new guests
DIGITAL TRANSACTIONS
gy, Digital demand +9% 2021 vs 2020 +157% 2021 vs 2019

OPTED-IM
@ EMAIL LIST VALUABLE FIRST PARTY DATA: Traffic driven by messaging to over 14MM opted-
in email accounts including ~10MM Bonus Club members as well as on social
DIGITAL media platforms like Facebook, Instagram, Google Ads (YouTube, Search,
TRAFFIC Display), TikTok, and programmatic marketing

ECOMMERCE DRIVEN BY
DIGITAL ADVERTISING

IMCREASE IN IMPRESSIONS
DRIVEN BY DIGITAL ADVERTISING
INCREASE IN GOOGLE SEARCH
FOR "BUILD-A-BEAR" IN US

Comass sasd e fnr FI2N2 camaaeed 10 FYBIM) Jabes ormew o sbbid
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BRAND POWER SUPPORTS CONTENT & ENTERTAINMENT DEVELOPEMENT

Given 1:!11_! changing advertising market, the emotional connection with our brand allows story-telling and content
to be a central part of engagement. Build-A-Bear Entertainment creates original music, videos and movies in
_p.artn'ership with leaders in the entertainment industry, elevates the brand and drives interest and revenue

BUILD-A-BEAR

Endertatnment

MOVIES RADIO |
e AN Build-A-Bear \ 4 ARTS
MISSIOHN Documentary” BUILD-A-BEAR MUSIC
@ DIO .

Short Form

TikTok

(1 Tube!
e o

Launched 2022

offfi;

Coming 2023

iTunes Store
& Music

Spotify
22

Coming 2023




BRAND POWER DIVERSIFIES REVENUE STREAMS and CATEGORIES

® TARGET ®overstock.

Walmart =~ amazon
]

23
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&% STRONG FINANCIAL RESULTS




2021 FINANCIAL SNAPSHOT

THE MOST PROFITABLE YEAR IN BBW HISTORY

PRE-TAX INCOME

$50.7MM

+570.9MM OVER 2020
+549.1MM OVE

TOTAL REVENUES

5411 SMM

GROSS PROFIT MARGIN CASH AND EQUIVALENTS

53.0% $32.8MM*

+1,480 BPS VS 2020 +534.8MM 2020
+760 BPS VS 2019 +526.7MM 2019
= e ~520M special dividend paid in Dec ‘21

Delivered the highest revenue in over a decade
and highest profit in company’s history even with
ongoing impact of global pandemic

Positive momentum has continued throughout
2022 and while we are navigating an environment
with higher costs and a tight supply chain as well
as monitoring the evalving external environment,
we have raised our guidance reflecting further
growth for fiscal 2022 compared to fiscal 2021

25




CONTINUED MOMENTUM IN FISCAL 2022

TOTAL REVEMUES PRE-TAX INCOME

$322.8

EBITDA
$45.0MM
Highest in company history

V5 $39.7MM IN 2021*
V5 (S21.1MM) IN 2020%*

t incon

* Inn fiscal 2021, the Company™s Eurcpean stores were temporarily dosed for the majority of first quarter
*= i fiscal 2020, the Company’s Morth American and European siores werne iemporarily dosed as of March

2020; By the end of HT 2000, 90% of stores had reopened

TOTAL REVEMUES RANGE PRE-TAX INCOME RANGE EBITDA RANGE

$455MM- $56MM- $S69MM-
$465MM $76MM

VS 5411.5MM IN FY2021 Al IN FY202 VS S63.0MM IN FY2021
VS $255.3MM IN FY2020 ' 0 ) IN FY2020 VS ($6.9MM) IN FY2020
5 2 HIGHEST IN BEW'S 25-YEAR HISTORY

The annual guidance takes into account anticipated ongoing inflationary pressures as well as plans to mitigate the impact on margin and
assumes no additional material changes in either our supply chain, the macro environment of rélevant foreign curréncy exchange rates




CURRENT MANAGEMENT LED SUCCESSFUL BUSINESS TURNAROUND

TOTAL REVENUES
2021 highest level in over a decade

in milge

54115

.—"—'.r'
-

5384

2012 2021

PROFITABLE STORES
In North America

ol NA deres thag are gecdnabln

_—rIT%
g% —

2012 2021

Contritsution Contribaition

margin <10% margin >25%

EBITDA
Ower $B5MM swing in profitability

in milliona 553.ﬂ

o
_ B

525.4
2012 2021

LOCATION DIVERSIFICATION
More than doubled non-traditional locations

% of Ieestions i nes Eradgional mall 358
12% / I
2012 2021

O fiscal I021 ve BOY Mscal 012

DIGITAL DEMAND
Digital revenue has grown to 573MM

% of et Retnd Sales

18.3%
4%
2012 2021

AVERAGE DOLLARS PER TRANSACTION
Orver 0% appreciation in Avg DPT

553.33
/’

535,50

2012 2021
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SUSTAIN E D 'G ROWTH (Excluding 2020 due to negative COVID impact)

QUARTERLY REVENUES
34 2022* expected to be Bth consecutive quarter of revenue growth

WS S0 W2021 WMAIF?

rriliond 1177

4917
LRaA
I (7171
ai

[ Fier L R ]

3

I £4n4
L+F]

TOTAL REVENUES
~12% growth, following best yearin a decade

i Pl

+Ii B%

54115

2021

FIri Rl iLFFS

S ¥

£100.7

* 2022 annual and Q4 numbers reflect mid-point o.r.the.pumnﬁemnge.

L PLITE P S PR B2 S0 =] eIl

$104.5 $13n2
§130.0

| I I 5“‘ I

PRETAX INCOME
Double-digit profit margin

Im rallgas

559.5

£50.7

12.3% of 12.9% of
Tt Rey Ttl Rew

01 022 *
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CONTINUED FOCUS ON SHAREHOLDER RETURN

Repurchased ~10% of our outstanding shares
since Q319

Declared $1.25 Special Dividend in Q4 2021

The Board authorized a new $50.0MM buyback
program on August 31, 2022* and the company
has $46.5MM remaining as of 10/29/22

Multi-year high stock price achieved $25.67 as of
12/4/2022

29







EXECUTION OF 2022 STRATEGY DELIVERING ANOTHER RECORD YEAR

(‘D Leverage ongoing digital transformation to drive growth

¥ Increase repeat purchases leveraging the addition of loyalty program and new advanced digital capabilities

v Expand addressable consumer base beyond kids with new products and incremental purchase occasions

¥ Utilize digital media, content & entertainment as marketing and brand-building tools to engage consumers and
drive sales

¥ Strategically add lacations in North America thru corparate and third-party retail focused on taurist
locations

Capitalize on BAB's 25th celebration to drive incremental visits and sales

Re-introduce in-store parties (after COVID hibernation) with a fresh take and homage to our 25th “birthday
Develop new digital experiences such as the recently launched Bear Builder 3D Workshop to drive digital
demand

@ Leverage financial strength and drive sustained profitability |

¥ Maintain disciplined expense management in an environment with higher costs and a tight supply chain,
including SG&A, ongoing lease negotiations as we continue to evalve our real estate portfolio while also
maonitoring the changing external environment

v" Strategically manage capital to support strategic initiatives while returning value to shareholders

SNENEN




POSITIONED FOR GROWTH IN 2023 AND BEYOND

BRAND POWER: Benchmarking with other brands with similar awareness and affinity
metrics shows significant untapped potential to monetize existing equity for further growth
across channels

DIRECT RELATIONSHIPS with LARGE ADDRESSABLE MARKET: Ability to leverage one:one
relationships and first party data to communicate directly with diverse consumer segments
(families with kids, teens, adults) with expanded categories, channels and content to
improve lifetime value and drive incremental purchase occasions

DYNAMIC BUSINESS MODEL: Mot over-stored and not over-saturated, opportunity to expand
beyond current ~500 global vertical experience locations combined with robust, integrated e-
commerce (US and UK), thousands of additional touchpoints {(outbound licensing,
entertainment) and tens of millions of digital interfaces

BUSINESS STRENGTH: Ongoing momentum and proven resilience with double-digit
operating margins, strong free cash flow and no debt positions company to execute key
initiatives and sustain profitable growth performance and return value to shareholders

i, ™ B CONTINUED OPPORTUNITY FOR GROWTH ACROSS A NUMBER OF REVENUE STREAMS
’ﬁ‘-’e WITH SIGNIFICANT CONTROL OVER OUR FUTURE
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PROVEN MANAGEMENT TEAM

Sharon Price Jlohn

President and Chief Executive Officer

Former President of Siride Rihe Children's Group LLC,
a division of Wolverine World Wide, Imc. alsa: Hashro,
I, WTech Indiistries, Ine. and Mattel, [ne.

Voin Todorovic
Chief Financial Officer

Farmer Head af Finance and Doerations Lilestyle Group
Wobwerine World Wide, Inc.; Vioe Pr Finance and
Admindstration of the Stride Rit AL Al
Callective Br

wils, e #ndl Payleas ShosSaisce

Eric Fencl
Chief Administrative Officer,
General Counsel and Secretary

Former Exeoutive Vice President, General Caunsel and
Secretary: Dutsawncing Solutions Inc.; Legal positions x
Monsanto Company. McDonnell Douglas Corporation
ared Bryan Cave LLP. Alsa: Arthur Young & Company

Jennifer Kretchmar
Chief Digital & Merchandising Officer

Former Senior Vice President of Produeo and Brand
Management of Stride Rite Children's Group LLC,

& diviskan o Waleering Weskd Wide, Inc, Alse: The Timberland Company,

Goldbug. and the United States Depariment of Agriculbure Fonelgn
Service

J. Christopher Hurt
Chicf Operations Officer

lor Wite President, Morth Americs and Yice
eneral Manager - Factory, Cansds, Mexioo Retall
American Eagle Outfitters, Inc.; Alsoc Polo Ralph Lauren and
The Precter & Gambls Comgany
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ACCOMPLISHED BOARD OF DIRECTORS

Robert L. Dixon Ir.

Director

Craig Leavitt
Non-Executive Chairman
Fermer CEQ/Director: Kate Spade & Company;

President Gobal Retail: Link Theary Haldings.
Mgo: Diesel, 5.p.A, and Polo Ralph Lausren

Dwmer: The RD Facior, Inc.: Formes Giobal Chief information
Dffseer and Senior Vice Pressdent af Pepsilo, e, Also: Procter
& Gamble Comgany

George Carrara

Director

Farmer Prasident and Chiled Dperating OFfcer Kae Spade &
Company; Chief Operating Officer; Tommy HEfiger Morth America,
dlen: Mirage Apparel Groug and Price Waterhoue

Maxine Clark
Director and Founder

CED: Clark-Fam Family Foundation, Founder and
Former Chiel Executive Bear: Build-A-Bear Workshop
Alwn! Fayless ShoeSource and The May Department
$ores Cormpany Naravah Ivengar
Director

Former Senior Vice President, Digital and E-Commerce: Alberisons
Companies; Vice President, E-Commerce and Digial Analytics: The
‘Walt Disney Company, Ao MiKinuey & Company

Sharon Price John

Director, President and Chief Executive Officer
Farmer President of Stride Rite Children's Group LLC,

& divisen of Wolverine World Wide, Inc. Alio: Hasbre,
Ine., VTech Indusiries, Ine, ard Matiel, Inc

Lesli Rotenberg

Director

Formas Chief Frogramming Esscutive & General Managor,
Childron’s bedla & Education of the Public Broadcasting Service
(FES); Sendor mansgement at Discovery Communicationd, Inc
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Explanatory Note on Non-GAAP Financial Measures

Build-A-Bear Workshop (NYSE: BBW) reports it financial results in accordance with generally accepted
accounting principles (GAAP). We have supplemented the reporting of our financial information determined
in accordance with GAAP with certain non-GAAP financial measures. These results are included as a
complement to results provided in accordance with GAAP because management believes these non-GAAP
financial measures help identify underlying trends in the Company’s business and provide useful information
to both management and investors by excluding certain items that may not be indicative of the Company’s

core operating results. These measures should not be considered a substitute for or superior to GAAP results.

These non-GAAP financial measures are defined and reconciled to the most camparable GAAP measure
within this appendix.
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Reconciliation of Non-GAAP Measures:

$in millions ‘ 15 NINE MONTHS |
FY22 Fy22*
Income before income taxes (pre-tax) 535.7 559.5
Interest 50 S0
Depreciation & Amortization 59.3 $13.0
Earnings befare interest, taxes, depreciation and amortization (EBITDA) 545.0 572.5

"FY2022 at mid-year of annual guidance
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Reconciliation of Non-GAAP Measures:

First nine months and Fiscal 2021; First nine months and Fiscal 2020

% in millions 1 NINE MONTHS
FY21 FY21

Income before income taxes (pre-tax) 530.6 550.7
Interest 50 S0
Depreciation & Amortization 59.1 512.3

Earnings before interest, taxes, depreciation and $39.7 563.0

amortization (EBITDA)

% in millions 15T NINE MONTHS
FY20 FY20

Income before income taxes (pre-tax) ($31.0) ($20.2)
Interest S0 S0
Depreciation & Amortization $9.9 $13.3

Earnings before interest, taxes, depreciation and (521.1) (S6.9)

amortization (EBITDA)
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