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 ......................................................................................................................................................................................................................................................  
 

MANAGEMENT DISCUSSION SECTION 
 

Sharon Zackfia 
Analyst, William Blair & Co. LLC 

This is going to be a fireside chat format which is why we're all lounging nicely up here. So I'm Sharon Zackfia 

and I'm really happy to have with us from YETI today Matt Reintjes, President and CEO; Paul Carbone, CFO; and 

Tom Shaw who is VP of Investor Relations, I just wanted to make sure I got that title exactly right. 

 

So we're going to go ahead and get started. I do need to tell you that there is a full list of potential conflicts of 

interest and disclosures and all of that at williamblair.com. 
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QUESTION AND ANSWER SECTION 
 

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
So I guess to get started, I mean you're obviously recently public and I think most investors are still really getting 

up to speed on the YETI story. So it will be helpful if you provided some background on the history of the brand, 

kind of how the product portfolio has evolved and how your customer demographic has changed? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah, great. Thanks, Sharon. Let us know or a little hand wave if you can't hear us in the back. So, YETI started 

in 2006. It's about 13 years ago, it was founded by two brothers. In the classic kind of pure entrepreneurial story 

there were two brothers around Austin, Texas. They are passionate and avid outdoorsmen, pretty tough on their 

gear and one of the items that couldn't keep up based on durability and performance was a cooler and so they 

had all these great gear, they were active, avid outdoorers but they couldn't find a cooler that could keep up and 

so they did what any good entrepreneur does which is they designed the first product for themselves. 

 

So that was in 2006. What they found was that as they designed this product really to stand up to the durability 

and performance that they desired that there was a market for it, that what has happened in the category was an 

over commoditization that drove price, drove quality and they designed something that could stand up to that. The 

first communities that really adopted YETI were the hunting and fishing communities because they recognized the 

premium performance and value of the product and what it could do to extend their enjoyment of the time being 

outdoors. That quickly evolved into the beachgoer and the backyard barbecuer and the tailgater, and it really 

emanated from Austin, Texas in the Gulf Coast along the South and Southeast and those are really what we kind 

of emerge from. 

 

So through 2006 to 2014, the business was really about this hard cooler, in that expanding audience for it. One of 

the things that we saw during that time as Roy and Ryan built up this business was people's passion evolved from 

about the products to about the brand. T-shirts started to emerge, hats, stickers on the back of cars. It became a 

point of pride for the consumer. 

 

In 2014, we introduced two new product families. We introduced a soft cooler, which is a natural evolution of a 

hard cooler, more portability, more use cases, in some ways broader market opportunity and introduced 

Drinkware and Drinkware created an entry price point to the brand, it created a passion kind of base but an 

evolution of what was available in the market today. We weren't the first people in the market to create a drinking 

vessel, that's been around for a little while, but what we did was brought a point of view to it, brought technology, 

brought design and then brought the YETI brand to it. 

 

So in 2014 with the hard cooler, soft cooler and Drinkware, we started to see the explosion and expansion and 

hypergrowth of the business. That has continued to 2019. We continue to expand our product categories. As 

Sharon said, we continue to bring more and more consumers into the brand. We've also seen the demographic of 

our consumers shift along some what we think are really exciting and attractive parameters. One, from a product 

that was a brand, a passion-based brand that was born in the South and Southeast and really in Austin, Texas, to 

emerge to being a national brand and now an emerging international brand. The passion and willingness 

consumers are showing for the expansion of the product portfolio. A shift of over-indexing male consumers to kind 

of a really strong trend in female consumers, but all the while maintaining what we think is a really attractive 
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demographic, which is 70% of our consumers based on our study are under 45 years old. So we like the 

demographic, the consumer we have, we like the shift we're seeing, we like the geographic balancing we're 

seeing and excited about where the business is and where the business is going. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
I think one of the really pronounced opportunities of YETI is the brand awareness, which remains quite low and 

despite the fact the company will probably do close to $900 million in revenue this year, can you kind of frame the 

opportunity around increasing brand awareness kind of where you are now? I know you have a new Head of 

Marketing, so if you could provide some color on those initiatives to raise brand awareness? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah, absolutely. The brand awareness as a metric is one of the things that gets us most excited about the 

opportunity in front of YETI. We think about being 13 years into our journey being a business, as Sharon said, that 

is nearing $900 million in revenue. As of last summer, in our July brand study, we had about 10% unaided 

awareness in the U.S. So when we think about a brand that's created incredible passion around consumers, a 

10% unaided awareness in our most aware region of the U.S., it's mid-teens, and our least aware region, that was 

in the mid-single digits. 

 

Some of those least aware regions happen to be some of the most population-dense parts of the U.S. They fit the 

demographic of the evolution of our brand. So we're probably excited about that opportunity. With that, one of the 

things we have focused on historically is driving really deep and relevant and endemic marketing and media. So, 

be really relevant to the communities in which we operate. We did that in hunting and we did it in fishing and 

we've done it in outdoors and we've done it in climbing and we've done it in surfing and we're doing – we did it in 

beer barbecue and now we're doing it in more broadly based kind of food and beverage which allows us to keep 

kind of linking together these communities. 

 

But one of the halo pieces we really identified was the opportunity to build a more national and a more 

international brand underneath this broadening portfolio. And so at the beginning of this year, as Sharon 

mentioned we brought in our first Chief Marketing Officer. Melisa Goldie came to us after 15 years ultimately as 

the CMO of Calvin Klein. One of the things that really attracted us to Melisa was the breadth of the experience 

operating with products across a wide range of categories at multiple price points across a wide range of 

geographies and the fact that it was bringing a different mindset to the business in which we were operating. So, 

she joined us in January. We've got a heavy focus on building out that balanced portfolio driving what we call our 

depth and breadth marketing strategy. 

 

I believe that – or we believe that many brands reach a point in their growth where they decide where either 

they're going to get broad and big fast and then they start to decay over time, the brand loses something, or we're 

going to stay deep and relevant, but we're going to inherently restrict our growth. We're driving both, which means 

we're investing heavily in relevant marketing in these smaller communities and smaller kind of relevant 

opportunities to drive this brand is for me in the surfing community, is relevant in the climbing community, is 

relevant in the hunting, fishing, in the general outdoors, in the backyard barbecuing. And then drive breadth of 

awareness as we continue to add new pillars in new communities and new reasons for consumers to buy. 

 

The other element of our brand awareness and our marketing strategy is we design products that aren't single 

use case. So we don't design products today that are used for that thing. They can be used in that thing but 

they're really designed for the consumer as they move throughout, so we go all the way back to our beginning in 
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hunting and fishing. Communities that adopted the YETI cooler, that same cooler that worked on the fishing boat 

also worked in the backyard barbecue and worked at the tailgate party and became part of that person's 

ecosystem. If you think across our product portfolio and the things you'll continue to see come from us, we want to 

design more and more products that travel and live with the consumer at more points in their life and they aren't 

pick up and put down kind of products. So the cooler was one that got disproportionately used on the weekend. 

Drinkware is something that's a seven day a week product as we started this emerging bag category. Those are 

things that can live with the consumer, more and more touch points. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
So one of the pushback that we hear from investors is that YETI products are great, they last forever and there's 

essentially no replacement demand. And I'm paraphrasing some of the concerns we've heard. So how do you 

address that concern that investors often voice? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. It's natural. I mean, we talk about the durability and performance of our products and our coolers. One of 

our very early films – today we make films that I would say have high production value. One of our very early 

films, we had a lower production value. We had a guy, his name, I don't believe it's his birth name but his 

nickname [ph] was Big Ball Mike (00:09:10) and he smashed a cooler – kind of a commodity cooler on a video 

and then he tried to smash a YETI and it didn't smash and he threw it off a cliff and it didn't smash and all those – 

I think you'd expect – if you haven't seen his... 

 

[indiscernible] (00:09:23) 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
He could have smashed the cooler on his head. It would have been fun. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
We could have smashed the cooler today. Yeah. The thing that we learned over 13 years and we expect is, one, 

we make coolers of different sizes that are for different use cases and different purposes. So, depending on what 

size you need for what environment you're in, we do see now with 13 years of history, consumers buying 

multiples within categories. We also see the cross-category purchase and as we continue to expand our product 

portfolio, it gives the consumer more and more opportunities to engage in the business. 

 

So if you started with a hard cooler, your second purchase may be a different size hard cooler or a second hard 

cooler or it could be a soft cooler for portability and for a different reason or it could be our Camino Carryall tote 

bag, which can be a beach bag, it can hold wet waders or wet suits, it can hold groceries and then you think about 

Drinkware and what we've done to expand the Drinkware where we have Drinkware that's more suited for hot, we 

have Drinkware that's more suited for cold. We have Drinkware that's more suited for kind of in the home or 

around the home. We've got Drinkware that's more suited for kind of on the road. 

 

So as we think about the ecosystem, we've built out within our product portfolio our single products, it will not kind 

of go away from the durable performance nature of it, but we do believe and have seen from our owners the 

multiples purchase within a category and the multiples purchase across category. 
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Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
Sorry, I have a little bit of cold. I know that you all believe strongly that YETI is a lifestyle brand and therefore you 

get the premium price point. I guess it would be interesting to hear from you where you think consumers will allow 

the YETI brand to go and how you prioritize that new product pipeline and then how you're approaching new 

product launches. I'm sure you're learning new nuances with every new product you're launching and then how 

that affects the legacy portfolio as well particularly when you add breadth to a category? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. It's a great question. When we think about the lifestyle nature of YETI and the premium pricing, we look at 

price as a result of the product that we make. So we continue to make products that deliver a level of shocking 

performance, that introduce a point of differentiation to what's available in the market, that stand up to the brand 

and price is really a result of a – a premium is really a result of doing great products and the consumers 

recognizing that. 

 

When we think about where we can go, if you just went into our social media and you scroll up for a little bit, you'd 

see plenty of consumer ideas, they are not shy. In fact a lot of times in settings like this, after we wrap up as we're 

walking out, as some of you in this room may have in the past given us kind of, hey, you ever thought about doing 

this. We feel really good about where the [ph] fences (00:12:07) are on the permission or where the brand can go. 

We're very disciplined about where it goes when and we use two relatively simple criteria to decide that, which is 

how we identify the discernible difference we're going to bring to market in this product, the thing we can stand 

behind which is what allows us to maintain a premium and is now the right time. 

 

Our team is working on plenty of products that we believe there's a discernible difference. But now is not the right 

time because it's too many aisles over, figuratively speaking, to do it today. But it may make sense two years from 

now, or three years now. 

 

There are other things we're working on that we can bring to market right now but we haven't found enough of a 

difference or it's in a category that we think needs more differentiation for us, as it will say we're not going to go 

there. 

 

And then there are those things that we're bringing out that connect to our hard cooler, or to our soft cooler, very 

natural hard cooler, soft cooler, Drinkware, thermal, it's more entry level accessible price point, higher volume 

opportunity, [ph] leases in (00:13:09) the bags, the hard cooler, soft cooler, Drinkware, bags, we know the supply 

chain, we know the design of the product, we know the materials being used, [ph] we evolve into (00:13:16) a 

high performance bag, kind of links all these things together. So we take the consumer on that journey. 

 

So we can feel good about the opportunity, where that is. As we think about introducing new products and launch, 

we tend to introduce very simplistically in two ways. It's either to replace an existing product we have, which we 

don't do, a lot of our products tend to not cycle in and out in the year. They tend to stay in the market. Our hard 

cooler we're selling today is the same hard cooler we launched about 10.5 years ago, largely unchanged in our 

hard coolers. 

 

In our soft coolers, we've had some technology advancements and we've cycled a little bit faster. What we've 

learned is that we do one of two things, we either are replacing an existing product where we expect either a 

forward placement or we go into it knowing there's going to be cannibalization which allows us to maintain a 
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premium but we know [ph] where the products are going to sell out (00:14:08) or we're launching into a whole new 

category. 

 

So, our soft coolers are a big example of where we had our Gen 1, we replaced it with a Gen 2, we did a full 

replacement in the channel with that. At the same time we also launched some different form factors of soft 

coolers, so we augmented it in that way. Our bags would be kind of wholly new, in Drinkware we do colorways 

that tend to be our only fast cycle things. Sometimes we use colorways as a seasonal [ph] to bend the cycle – 

cycle in and out (00:14:36). But what we've been able to do over that time is maintain pricing and use it really as – 

one time we really used pricing as a lever for really exiting a product for another product [ph] event (00:14:48). 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
I think one of the most notable changes when you look at the way the businesses has evolved [ph] over the last 

few (00:14:54) years has been the real strong growth in DTC. So, if you could talk about relative to 2015 or 2016 

to today, what kind of spurred that more proactive aggressive building of your DTC channel? And then within that 

context if you could discuss the Amazon Marketplace dynamic, the margin dynamics there and also where 

custom fits into that? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. I'll take the first part of that and then Paul can talk about the Amazon Marketplace and the margin dynamic 

and how customization is also a piece of that. In 2015 roughly 92% of YETI business was we would consider 

wholesale. So we had less than 8% direct-to-consumer. In Q1 of this year 40% of our business was what we 

consider direct-to-consumer and 60% of our business was wholesale. So, a pretty pronounced shift in a relatively 

short period of time, very on purpose. And when we think about why, when building out a strong omni-channel 

business and that omni-channel includes strong wholesale partners, a good bit of it was being where consumers 

want to shop in the trend. And so when I think about the demographic of our owner where we want to be long-

term, that we're a passion-based brand consumers want to engage with. We have a growing assortment. We 

have incredible high quality content in film, in video, in imagery, and now we have podcasts, music. 

 

All of that, we needed a home for and we knew the consumer had a willingness and a desire to engage with us. 

We had just up until 2016 really been starving our own D2C to make sure we were supplying the wholesale 

channel fully. We've made that shift. The consumers reacted to it. 

 

When we think about whether it's any part of our wholesale or any part of our omni-channel we really want to look 

for either a consumer's unique buying occasion or a unique consumer and then intercept that flow. We think D2C 

was part of intercepting the flow of consumers that wanted to buy online, that wanted to gauge directly with the 

brand and so that create the opportunity. We also look at our wholesale channel the same way, which is as we 

rationalized some aspects of our wholesale channel it's because we didn't see the elements of that was a unique 

consumer, unique buying occasion and we've invested in certain parts of a wholesale channel that we think those 

are unique, consumer unique buying occasion. We kind of expect all our channels to own their consumer. 

Anything that's a [ph] jump all (00:17:31), we want to go after and get to directly engage with YETI. Do you want 

to talk about [indiscernible] (00:17:37)? 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
CFO, Principal Accounting Officer & Senior VP, YETI Holdings, Inc. A 
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Yes. Good morning. On margin, if you look at first, direct-to-consumer versus wholesale, so the direct-to-

consumer is about 1,000 to 1,500 basis points higher than the wholesale business. The margins, the gross 

margins at yeti.com and what we call YETI authorized, which is the Amazon Marketplace, are equivalent, right. 

Now, down OpEx, the fees on the Amazon piece are about 30% of sales. Now, that's everything from the listing 

fees, to [indiscernible] (00:18:10) Amazon FBA to outbound shipping, warehousing. So some of those fees if we 

did [ph] sell it for sales (00:18:19) would be our fee, so it's not 100% incremental, but that shift to direct-to-

consumer among some other items are also driving the expansion of gross margin, which is key to the P&L 

architecture in the earnings algorithm. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
And the thing to explain the Amazon Marketplace for us, we sell only to the marketplace. We own the inventory. 

We set the map pricing that's consistent with the map pricing to have across our channel. We don't recognize 

revenue until it sells through that marketplace. So that's we use the value of Amazon creating the eyeballs in the 

[ph] $119s (00:18:59) a year. 

 

On the customization side of the business, one of the things in 2017 we started – we have seen through 2016 and 

2017 a real interest in customizing our Drinkware, we had an exclusive customization partner, we acquired them 

in 2017 and rolled them into YETI. And then early in Q2, we consolidated the legacy website that was the YETI 

customization website into the yeti.com website to create one web property. So that customization as an option 

was in the natural flow versus bouncing consumers between sites. The customization business breaks down into 

two big buckets. One is consumer customization, somebody's going to our website and wanting to put their name 

or Happy Father's Day or Congratulations Grad-type things on it. And then the other side is corporate sales, so 

we have a lot of corporate customers who want to do them and use them as promotional items, corporate items 

and so we have a corporate sales team that focuses on both inbound and outbound management of the corporate 

sales [ph] and ordinary type (00:20:02) customization bucket. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
Maybe next year we can have William Blair and YETI mugs for you. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
You're the first person we just talked to. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
CFO, Principal Accounting Officer & Senior VP, YETI Holdings, Inc. A 
Yeah. Yeah. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
One of the biggest benefits of DTC as well is that you're just closer to the customer, and of course the data. So 

can you talk about what inning of the game you are and how that closer relationship is influencing either new 

product flow or your pricing thoughts or just your ways to increasingly personalize your marketing? 
 ......................................................................................................................................................................................................................................................  
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Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. I would say we're early innings on that. When the business shifted in 2016 to really turning on our own 

dot.com, we saw really good consumer flow to yeti.com and you'll see in our DTC business as that's grown. We 

were less mature in the data management and the data analysis. It's been a big area of focus in the business both 

in people and technology and insights. 

 

We understand and have a good handle on the transactional metrics around it. What we're trying to do is make up 

for lost time on painting the picture of what the fulsomeness of a YETI consumer looks like. Because for the first, 

call it, nine years, they were relatively anonymous purchases that happen through wholesale and the only data we 

got were from registration cards, all of our products including our Drinkware has a registration card where people 

can go to yeti.com, register the product and at least get a sticker pack. That gives us some data on who the 

consumer is, but we're building that picture today. We have a data tech and data science team. We've invested in 

some technology tools to help us with that. But I would say its early innings and we see significant opportunity in 

front of us there based on the passion consumers show for our product, what we know about multiple purchases, 

what we know about cross product family purchases, and what we know about consumer engagement with YETI. 

So, as we paint that picture it's going allow us to be more strategic as we go out and kind of target those markets 

or target those individuals. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
So, one of the other big opportunities is international. So I think in the first quarter about 4% of your sales are 

overseas, your brand awareness is low in the U.S. It must be fractional overseas. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Lower. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
So, if you could talk about what the playbook looks like internationally? Is it a set playbook? Is it country specific? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
I mean, how do you approach DTC overseas? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. It's a – I would say it's a relatively set playbook with exceptions. We just started internationally in 2017. We 

said in 2017 we set up a subsidiary with YETI employees in Canada and we set up one in Australia. Canada was 

a very natural and near end market. The reason we weren't in Canada up until 2017 was we didn't have enough 

product to ship there and so we just decided to focus on the U.S. 
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Australia we like because of the nature of that market and then it's a referential brand market. And so we had [ph] 

Team YETI (00:23:05) employees in subsidiaries in Canada and Australia operating since 2017, has performed 

very well in both of those markets and very well, meaning not just are they getting traction and not just are they 

building brand awareness, but they're building a balanced business across our product categories and also 

across direct-to-consumer and wholesale. 

 

So we went in with the mission that we're going to build balanced businesses that look like the U.S. market from a 

direct-to-consumer and a wholesale business. Australia and Canada have both been very receptive to that. We 

see opportunity with a business that's 4% in Q1. We're under-indexing where Canada alone should be [ph] lower 

than (00:23:45) the rest of the market. 

 

What led us – the other thing that led us to Canada and Australia and then in late 2018 led us to Japan and is 

leading us to the UK and certain markets in Europe is the inbound demand we're seeing from those markets. So 

we're seeing the indicators hitting our web properties, we're seeing the Google search from around the globe. It's 

indicating where there is growing brand awareness and where there is growing passion. 

 

I usually use an example in Japan. I was there about two years ago and bought a number of outdoor magazines. 

There's a magazine called GO OUT in Japan, bought a number of outdoor magazines. YETI was all over those 

magazines. We weren't available for sale in the market but our products had made it there and was being put into 

photo shoots with other products. And so the awareness there is attractive. 

 

I think what you'll see from us as we expand in Europe and in Japan is a continued balance between a direct-to-

consumer, that direct-to-consumer being our own dot website and selected marketplaces, and then a balanced 

referential or pinnacle wholesale approach to markets. And we're in the early stages of doing that in the UK and 

Europe right now. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
So it wouldn't be 2019 without a tariff question. So, I'm sure Paul will be excited to talk about... 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC Q 
...Chinese tariffs. So, a little bit has changed since your last earnings call. So if you could give us an update on 

the tariff situation as it relates to China. I don't think you have any exposure to Mexico or if you'd like to clarify 

that? And then the thoughts about diversifying the supply chain over time? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. Paul, cover the tariff – I think broadly speaking [ph] the updated on the List 3 of known tariffs (00:25:26) 

and what we've done to counter-measure those and the progress. We're, what I'll say, at a high level we're 

absolutely on track, that supply base. We've made a strategic decision before the tariffs were put into place, back 

in September, to move that supply base. Part of being a young, fast growing company, in days we picked 
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suppliers that were near and close, so we ended up with some suppliers in China that were not the optimal 

suppliers for those soft goods or bags and soft coolers. Those are in process of moving out of China, they are 

actually in production outside of China right now. So we feel very good about all the things that we communicated 

in the past around the List 3 tariff mitigation. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
CFO, Principal Accounting Officer & Senior VP, YETI Holdings, Inc. A 
Yeah. So with List 3, as we talked about back in May, we have that fully reflected in our outlook at 25%. So we've 

been planning for that. The playbook we used to match point and it started as a strategic playbook and then 

moved to a tariff mitigation was looking at supplier location, product cost negotiation and then looking at cost of 

goods and then the fourth which we decided not to do in the List 3 items is price, right, so we didn't take any 

pricing and List 3 impacts our bags and our soft coolers. We are moving the supply chain for those goods out of 

China. We'll be substantially out of China by the end of the year. If you look broader to a potential List 4, we would 

use that same playbook and touch each of those from product cost negotiations with our suppliers to COGS, is 

there COGS savings that we can put into the product at a different location. So, across we use that exact same 

playbook. With Mexico today we do a little bit of value-add, so we do a little bit of painting down there. If we have 

bare stainless here in the U.S. that we want to get painted, the tariff even at a 25% is de minimis because we do 

so little of it. But we would approach those the same way and the same playbook as we look at List 3. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. And I think the only thing I would say to kind of cite Paul's point is with all these things much like we did 

with the List 3 ones, we don't sit and wait for the determination to happen. We start moving and put our teams – 

kind of put our teams to work, so. If they come we want to have the team behind us. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC 

Okay. So that's all the time we have and we'll be happy to see you in the breakout. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. 

Thank you. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
CFO, Principal Accounting Officer & Senior VP, YETI Holdings, Inc. 

Thank you. 
 ......................................................................................................................................................................................................................................................  

Sharon Zackfia 
Analyst, William Blair & Co. LLC 

Thanks. 
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