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FORWARD -LOOKING STATEMENT

Some information provided in this document will be forward-looking, and accordingly, is 

subject to the Safe Harbor provisions of the federal securities law. These statements 

include, but are not limited to, statements regarding future revenues, gross margin, selling, 

general and administrative expenses, operating income, depreciation and amortization, 

income tax expense, EBIT margin, Adjusted EBITDA, business prospects and product 

pipeline. We caution you that these statements are subject to a number of risks and 

uncertainties described in the Risk Factors section of the Company's Annual Report on 

Form 10-K, filed with the Securities and Exchange Commission (the ñSECò). Accordingly, 

all actual results could differ materially from those described in this presentation. Those 

viewing this presentation are advised to refer to Crocs' Annual Report on Form 10-K, as 

well as other documents filed with the SEC for the additional discussions of these risk 

factors. Crocs is not obligated to update these forward-looking statements to reflect the 

impact of future events. 
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BRAND INTRODUCTION
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Our very first product changed the way shoes feel forever. We created 

an unmistakable recognized icon loved around the world. 

Nothing else looks like it. Nothing else feels like it.

UNMISTAKABLE ICON



CROCS IS A POWERFUL GLOBAL BRAND

Å$1B+ annual sales; one of the 10 largest non-

athletic footwear brands in the world

ÅClogs represent ~50% of revenue and sandals 

~ 20% - both growing

ÅGlobal aided brand awareness: ~65% 

ÅBroad democratic consumer base across men, 

women and kids

ÅEstablished distribution across the globe
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POWERFUL GLOBAL PLATFORM 
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ÅAdults (35-54)

Å62% female 

Å85% Married, 66% Kids in 

household

ÅMiddle-class

ÅYoung adults (21-34)

ÅEven male/female

ÅSingle, newly married

ÅMiddle-class

Always mixing it up with tried-and-true classics, new 

popular styles, or maybe, a bit of both. Anything goes 

as these active and independent young adults create 

their casual personal looks.

Prefers brands providing personal casual style 

options to match each family memberôs unique 

personality, while providing comfort and versatility 

in support of everyday adventures.

Mainstream casual style with function Mix popular casual styles for personal look

FEEL GOODS EXPLORERS

TARGET CONSUMERS: A BROAD REACH
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Brand Strength Monitor:
ω Conducted in US, DE, CN, JP & KR
ω 7,500 participants fielded in June 2017
ω General market study aligned to census 

ÅStrong player in the casual footwear market

ÅLarge ñconsidererò group with sizeable short-term growth opportunity

ÅHuge neutral group that represents significant mid-to-long term growth 

potential

SIGNIFICANT GROWTH OPPORTUNITY

13% 18% 51% 18%

OWNERS / CONSIDERS

~1/3 of population in countries 

studied either owned or was 

considering purchasing Crocs

REJECTORS

Not interested in 

purchasing

NEUTRALS

Havenôt purchased in past 

two years, arenôt actively 

considering purchasing

SIGNIFICANT GROWTH OPPORTUNITY
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Å United States

Å Germany

Å China

Å Korea

Å Japan

3 Regions ïSales in 90+ Countries Strategic Country Focus

GEOGRAPHIC FOCUS

GLOBAL PRESENCE, INCLUDING TROPICAL COUNTRIES, SUPPORTS YEAR-ROUND DEMAND

Americas (47% FY ô17)

APAC       (36% FY ó17)

Europe     (17% FY ó17)



REPOSITIONED FOR
LONG -TERM SUCCESS
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REPOSITIONED FOR THE LONG -TERM: SUCCESSFUL 
TURNAROUND UNDERWAY
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1

Improve the Quality of 

Revenues

2

Simplify the Business to 

Reduce Costs

3
Generate Sustainable, 

Profitable Revenue 

Growth



1. IMPROVE THE QUALITY OF REVENUES
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ÅFocus on higher quality revenues

- Shift to molded product

- Significantly reduced discount channel distribution

ÅFewer and narrower promotions

ÅRationalized global product line

- Reduced the SKU base and achieved >60% global 

SKU alignment

ÅImproved planning and buying capability

- Less, and more productive, inventory; cleared 

excess and obsolete product

REVENUE BASE SUBSTANTIALLY MORE PROFITABLE 

Å ~ 400 bps gross margin 

improvement between 2015 and 

2017 

Å Positioned for sustainable gross 

margins > 50%



2. SIMPLIFY THE BUSINESS TO REDUCE COSTS
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ÅCompany-operated store base reduced to < 400
- Unproductive stores closed or transferred

ÅNon-core markets transitioned to distributors 
- South Africa, Taiwan, Middle East & Hong Kong

ÅManufacturing facilities in Mexico and Italy closed
- all production now outsourced

ÅOverhead eliminated as a result of smaller store 
base

ÅGlobal ERP and standardization improves process 
efficiency 

HEAVY LIFTING SUBSTANTIALLY COMPLETE 

Å ~160 Net Store Reduction 

(2017 - 2018)

Å Reduce SG&A run rate $75 -

$85M by 2019
~70% from store closures; ~30% from 

operating efficiencies



14

3. GENERATE SUSTAINABLE, PROFITABLE REVENUE GROWTH

ÅBring innovation to our core clog silhouette

ÅFocus on sandals, a significant growth opportunity

ÅIntroduce products incorporating new technologies 
that deliver enhanced comfort

ÅEmbrace digital commerce to accelerate growth

ÅEmploy social and digital marketing to enhance 
brand desirability, relevance and consideration

CONFIDENT IN PATHWAY TO GROWTH



GROW OUR CORE CLOG SILHOUETTE
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Å~$4B* global market; Crocs is the global market leader 

- Grew clog revenues 11% in 2Q18

ÅClogs are synonymous with Crocs

ÅDriving greater clog relevancy with new colors, graphics, licensed 

images and embellishments

- Classic & Crocband seeing growth in all markets and all channels

- Designer collaborations boost PR impressions and social media engagement, 

driving brand heat higher 

- Built For Outlet product revitalized

ÅHighest gross margin silhouette

FOCUS WHERE WE CAN WIN

* Internal estimate  



FOCUS ON SANDALS *, A SIGNIFICANT GROWTH 
OPPORTUNITY
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Å~$23B** global market

- Crocs currently has <1% global market share

- Highly fragmented market - no global market leader

- Appeals to our core consumer

ÅWith recent focus, grew sandals** to 20% of sales in 2017, from 

16% in 2016 

- 18% growth in sandal revenues in 2Q18 on top of 26% growth in sandal 

revenue in 2017

ÅBuilding sandals into every franchise to cover key wearing 

occasions 

A LARGE GLOBAL MARKET WITH GROWTH OPPORTUNITIES

* Sandals, flips and slides

** Internal estimate


