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

MANAGEMENT DISCUSSION SECTION 
 

Randal J. Konik 
Analyst, Jefferies LLC 

Hi, everybody. Thanks for joining us today for the YETI presentation. We have three individuals from YETI here 

today: Matt Reintjes, CEO; Paul Carbone, CFO; and Tom Shaw from Investor Relations. 

 

I'll turn it over to Matt who's going to walk through the slide, and then we'll do a little bit of a fireside chat. Thank 

you. 
 ......................................................................................................................................................................................................................................................  

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

Thanks, Randy. We'll do this relatively quickly. We thought being in slot right before lunch that maybe we'd show, 

in true YETI fashion, a little bit of a video. So, it's a 60-second montage of 2018 and the things the business went 

through in 2018. 

 

And I'm going to quickly point out some products you see on the front. This is now being launched, literally right 

now at the Outdoor Retailer. And we thought since Randy and Jefferies were nice enough to invite us, we'd be 

remiss to not bring some products here, and show what it is. 

 

So, with that, I'm going to run this. I'll talk later about product, and we'll sit down, and we'll have a pretty good 

chat. 

 

[Video Presentation] (00:00:58-00:03:27) 

 

All right. So, a couple of things. Up in the front, you could see them, it's slight dark and then, we'll sit down with 

Randy. One of the things at YETI is we continue to drive both innovation in our brand, as you saw in our sizzle 

reel, but also innovation in our product portfolio is – in our existing categories, and also continue to drive future 

expansion. So, what we have on the table here, today, we're going to be launching our third generation of soft 
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cooler up here. We call it our [ph] M30 (00:03:52). It has a unique magnetic closure that is both waterproof, but 

also has the ability to open almost 50% wider than our existing coolers, and has greater thermal properties than 

our market-leading soft coolers. 

 

The next, to the left of that, is our LoadOut GoBox. It was a first of a kind YETI brought to market. It's a dust-proof, 

waterproof organizing box. It has the performance of high-end protective boxes, but also the organizational 

capabilities of ActionPackers and boxes. 

 

If you go to the left side of the table, you'll see a representation – we continue to introduce seasonal colors and 

new in-line colors. We're going to be bringing three seasonal colors into the spring of this year. We're going to 

bringing our river green, which you'll see it'll come across a number of our products. But you see it on the right in 

our hard cooler. We're going to have what we call peak purple. Interestingly, purple is one of the most requested 

products that we get. But all of our colors have a story in something that exists in the natural world. This is the 

way we tell the story and tell the brand. And then our clay colored drinkware over there. 

 

We're also going to be introducing Rambler Jr., which is those 12-ounce bottles you see over there. They'll come 

with a matching cap for the brand fans. We'll do a stackable 10-ounce coffee mug, which you don't see here 

today. We're launching a four-cup dog bowl to follow on with our eight-cup dog bowl and the success we had in 

that category. We're also going to be launching a dog bed today, which we don't have. It's a two-in-one dog bed, 

$300 dog bed, has an insert that pulls out that you can take on the road with you, has a waterproof underside, we 

think, a unique and novel solution to the companion pet category. 

 

And then right in the middle that table is our first lunch box. We call it the [ph] Day Trip (00:05:43). It takes some 

of the performance criteria in materials of our soft coolers. It takes it down to an $80 price point and creates the 

everyday, on-the-go [ph] Day Trip (00:05:56) lunch. So, please at the end, just feel free to come up and touch and 

feel. 

 

And, with that, I'm going to turn it over to chat with Randy. 
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QUESTION AND ANSWER SECTION 
 

Randal J. Konik 
Analyst, Jefferies LLC Q 
All right. That was very helpful. A lot of exciting product on the way. So, thanks, Matt; thanks, Paul; thanks, Tom. 

Tom Shaw is in the front up there, for those who can't see him up here. 

 

I want to start and talk about the expansion of the total addressable market and thinking about the addition of 

some stores in terms of helping to expand the brand awareness. But also, kind of how do you think about the 

store in Texas, the store that's going into Charleston, in terms of trying to help amplify the brand? And what are 

you trying to do with the store strategy? Give some perspective there. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah, absolutely. We opened our first store in Austin, Texas in 2017. It's been open for about two years. We've 

learned a lot about running retail. We weren't, and I would say, today, aren't retailers, and that was our first store. 

Over those two years, we learned a lot about the way consumers want to engage with our brand, the way we 

show the breadth of the assortment, and the way we create an engaging environment. 

 

As you saw in the sizzle reel, we also use it as a place for activation. So, after that experience, we set about a 

retail strategy, expand four to six stores per year. We just opened our second store, our first outside of Austin 

store in Charleston, South Carolina last Friday. We had a wonderful event throughout the weekend: Music; food; 

we also had people lining up Friday morning when the store opened up. And what it really creates is an 

environment for amplifying the brand. It also creates an environment for opening up the – and introducing the 

brand to new consumers. It connects very well with our online and our D2C business in creating brand 

awareness. And it's not only a retail store, but it's an event space, it's a brand gathering space, and we've had a 

lot of fun doing it. And look forward to later this summer, opening up Chicago; and then further on the year, 

opening up Denver, Colorado. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
And just to kind of piggyback on that, do you think about just what kind of cities are you targeting? Are they the 

city-type strategy? Give us some perspective. 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. It's a couple of things. We're opportunistic, and we're thoughtful about how we where we put stores. We 

pick Charleston, South Carolina because it sits in the middle of what we would call, the YETI's heritage markets. 

It's also a gateway to the low country, it's a gateway to outdoors. But we put a store on King Street. High traffic, 

people come there to shop, they also come there to experience the Charleston lifestyle. So, we really like that. 

 

The store opening in Chicago is in – we didn't go to Michigan Avenue; we went to Wicker Park. And we're, in 

Wicker Park, right in the middle of a very vibrant neighborhood. So the Damen stop on the Blue Line stares right 

into our store. It's a highly trafficked zone, so it's a chance to really kind of integrate into the fabric of the 

community. 
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And in Denver, we targeted just outside of the Cherry Creek mall and the Cherry Creek District of Denver, another 

referential point, Gateway to the Rockies, but also in a high-traffic area. So, we were specifically looking for those. 

And we have a large list of places around the country that we're pinpointing and waiting for the right location to 

open up. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
It's great. So, I want to go outside the country. I was in Tokyo a couple of months ago, and I was shocked when, 

in an investor meeting, a gentleman shows up with a YETI cup. I was floored. And when we look at the latest 

financials, the international penetration is about 4% of sales, up from 2% only a short while ago. So, it seems to 

be ramping pretty rapidly. I believe you're going into Canada with a website, just focus there from a commerce 

perspective. Just give us some perspective on the marker points for places like Canada, Japan, Australia, and 

just how we should be thinking about just overall global prospect of international, from your point of view? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. There's a couple of things. Up until 2017 we weren't focused at all internationally. In 2017, we set up a 

subsidiary in Canada. We have a YETI team operating there. They're doing very well. We'd like what that market 

is offering, but still, overall, international is 4% of our business. So, we see a lot of runway in Canada alone. 

 

In 2017, we also set up a subsidiary in Australia. We run a team there. Run a balanced wholesale and direct-to-

consumer model, both in Canada and in Australia. In Canada, we are updating our website, and we'll be re-

launching our website here just in Q3. Excited about what that's going to bring for us just from kind of an 

enhancement of sophistication of what we can do in Canada. 

 

In Japan, as you said, interestingly, our brand has been in Japan longer than we have. We have a wholesale 

partner in Japan that we signed up in 2018 as a kind of a test into the market. Our product has been in Japan for 

years. It's been showing up in outdoor magazines in Japan as part of the kind of Japanese get-outside, Japanese 

high-end camping culture. So, we're excited about the opportunity, but also thoughtful about how we enter Japan 

and enter it the right way. 

 

In Europe, we've set up our subsidiaries in Europe. As we've mentioned on our last earnings call, we had a team 

over there, starting to build partnership and brand ambassador relationships akin to what you saw in the sizzle 

reel. We're also actively recruiting in Europe right now. And so, I think we'll be active in the UK and in Europe in 

2019. 

 

So, we're excited about the near-end international opportunity. We're more excited about the long-term 

opportunity as we think about the brand resonating globally from a premium, durable, performance, high-design – 

the global trend towards being more active and being more outside. So, we're excited about what's in front of us. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
And just on choosing Canada, Japan, Australia, were those the markets that had the greatest awareness... 
 ......................................................................................................................................................................................................................................................  

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

Randal J. Konik 
Analyst, Jefferies LLC Q 
...or are there areas of the world where we should be thinking about – that you're like shocked it has – there's 

awareness of the brand, the response for the brand that you're not currently in, that we should be kind of thinking 

about? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. I would say Canada was the nearest, and it was the most natural because of the kind of similarities to how 

the U.S. consumer behaves and the awareness of U.S. brands. How we ended up in Canada, Australia, and 

Japan as the first three markets, was really is where we saw the most inbound demand coming in. It was also – 

we picked markets that we thought could be brand-referential globally. It's what's leading us to the UK. And it's 

what's leading us to sort of the bigger markets in Europe. 

 

So, I think the one that is surprising to most people is when you mention Japan. People don't think – they don't 

think about Japan in the active get-outside. But when you meld that trend that's happening plus the trend towards 

premium, and the passion for Western brands, we think Japan is a really nice opportunity for YETI. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
Got it. So, you gave us some good perspective on product evolution and innovation. There's some bags up here 

on the desk or tables. How are you thinking about the bag category, leveraging existing cooler technology? What 

should we be thinking about on the softer side of things, coming out from the brand? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. I think we like a lot of what's in front of us on the soft goods side. Really, the reasons you said, Randy, the 

ability to leverage our know-how. So, if you look at that soft cooler on the far right, the first generation that we 

launched in 2014 from a materials, a manufacturing process, what we learned in that, we were able to port into a 

number of our soft goods in our bags. Our Camino Carryall is a cousin to that. It's not a cooler, it's a bag, but it 

took the same design cues, material usage. 

 

These [ph] Day Trip (00:14:01) lunch bags, similarly, they have thermal properties akin to our larger $300 soft 

coolers. They have similar material package, but with different features. And so, that ability to draw that red thread 

of that DNA string, we think, give us a lot of supply chain and operational leverage combined with what we like 

most about the bags category, broadly defined, large, global, highly fragmented price points all over the place. 

There are luxury players, and there are serious business person, business traveler brands. There are fast-

fashion, low-price players. And then there are the highly technical outdoor players. 

 

In the midst of all that, we think there's a really attractive opportunity for YETI and what we stand for, the types of 

products we design, the craftsmanship, the know-how we have. So, we're excited about what the bag category 

offers. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
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I'm excited at sort of the portability standpoint [indiscernible] (00:14:57-00:15:03). How's that products – again one 

thing I could think about that's evolved on the bag or cooler side is portability. I never thought of that before. Just 

more of that in the products that – which I think continues to open up the addressable market from the 

hunter/gatherer back in the day, towing a pick- truck, which I don't have to the mini-van, which I don't have. Do 

you just come more along that? The more normal, regular people that are not active outdoor [indiscernible] 

(00:15:33). 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. When we think about it, and we tend to think in some of those terms, which is stationary versus portability. 

And we think there's a place for both. The Tundra Haul was our first hard cooler with wheels. I'm sure about six 

months after the first Tundra was launched in 2006, Roy, the founder of YETI was asked, when are you going to 

put wheels on it? We held out for about 12 years before we finally said yes, and we put it on one cooler. 

 

And the idea was the hard cooler is really the portability solution. The kind of set in place solution. The soft 

cooler's the portability solution. But the Tundra Haul has done very well. We like where it's positioned in the 

product portfolio. We still only have one size that has wheels, in part, because we believe that the soft cooler has 

continued opportunity from a use case, a relevance to a larger and larger consumer a global opportunity. And so 

we're excited about what's that the soft coolers combined with our hard coolers offer. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
Very helpful. So, back to the products that we're seeing on stage here. Can you just give us perspective on the 

public that hasn't seen these products. So, when are these products going to be available more specifically, just 

so we know for tracking purposes? 

 

And then, the other thing that seems really compelling and interesting is the idea of customization. So, why don't 

you give us an update on – since you've taken that partner in-house, what are the capabilities that are going to be 

added there? What kind of differences you're seeing in the business? What are people requesting, et cetera, that 

kind of a talk? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. Yes. So, these products are all being announced simultaneous right now, as I've said, at Outdoor Retailer. 

Publicly, the products will all be available around the first of September, so late in third quarter. And they'll feather 

in at different times. Some of these products are direct-to-consumer or yeti.com exclusives; some of the products 

are broader channel. 

 

Our approach to product launches and our approach to kind of introduction into the market is we like to ease 

products into our omni-channel approach, so we don't create big kind of bubbles. And so, the idea here is launch 

the products, get them into the market and start to build towards Q4 into holiday. 

 

From a customization perspective, customization is an important part of business. As you mentioned, we acquired 

our exclusive customization partner of drinkware, in 2017. The last step in integrating that business was 

integrating our two web properties, which we did in early April. So, we brought what was previously known as 

YETI Custom Shop and yeti.com together into one site. That project went – obviously, very complex IT project, 

went very well. We're excited about the results, and probably more excited about the opportunity we see in front 
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of us to really amplify the customization which is the chance for a consumer or a business to make the product 

their own. 

 

And both on the consumer side, we like the opportunity in front of us. And on the corporate side, we think the 

opportunity is really attractive. And the trend and dynamic in the market around elimination of single-use and the 

awareness in the corporate setting around elimination of single-use I think plays really well to the durability 

performance, the brand ethos what we're building at YETI. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
That's great. So, one thing I've always appreciated about the brand and identified with is the – I may not climb 

mountains or what have you but identified with the constructive marketing the YETI films et cetera. So, you've 

done a great job of – you're really kind of bringing a different perspective from a marketing case. But you've also 

hired recently a Chief Marketing Executive. So, I want to get some perspective on how that person is taking things 

to a different level in terms of growing awareness, building more closeness and connection with the existing 

customer base? Just your perspective there, and what that person is going to be doing for your films? 
 ......................................................................................................................................................................................................................................................  

Matthew J. Reintjes 
President, Chief Executive Officer & Director, YETI Holdings, Inc. A 
Yeah. So, we hired Melisa Goldie at the beginning of January. She's been with us about six months. She came 

most recently as the CMO of Calvin Klein. What we really like about Melisa was global scale and global 

perspective, products across multiple categories, products across multiple price points, but also that she brought 

a fresh perspective to the business. 

 

And one of the first things Melisa did was take our entire marketing spend and strip it down, and understand 

where all of our dollars today were going, and then marry that to where we are taking the business in that 

broadening group. Because we want to still continue to drive depth, the support for the hunting, and fishing, and 

surfing, and climbing, and rodeo, and on and on communities. But we also want to address broader and broader 

audiences because the product it really comes down to the products and the passion for the brand and making 

sure that we maintain that deep endemic relevance, but also continue to add new audiences. 

 

And so, Melisa, in stripping all that down we've then rebuilt a strategy to focus on, not only driving top of the 

funnel brand awareness, but all the way down through consideration and conversion. And that's online, offline 

through films and content, digitally through experiential events. And so, what you saw in that sizzle reel, if I wound 

forward to 2019, you'll see a lot of those same elements. It just may be at a kind of different investment levels and 

different breadth. And part of the reason we showed that was just to show, coming into it, we reach a lot of 

audiences in a pretty broad way, but always in a very YETI, authentic way. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
Thanks. Is there any questions in the audience before we continue? Anybody have a question? All right. 

 

Paul, I don't want to leave you out here, so. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
Senior Vice President & Chief Financial Officer, YETI Holdings, Inc. A 
Thank you. 
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Randal J. Konik 
Analyst, Jefferies LLC Q 
Yeah, no problem. And my coffee is cold already. And I'm not – for those on the line, I'm not using a YETI cup; it's 

a shame. So, if I can have one that would be great. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
Senior Vice President & Chief Financial Officer, YETI Holdings, Inc. A 
I think we can help you out. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
So, Paul, look, let's get the update out of the way on tariffs. People are going to want to put their pencils on their 

paper and write this stuff down, and get out of the way. So, why not just give us a – for those who may not been 

following the conference calls et cetera just what's the tariff exposure, what's the latest and greatest? Just give us 

the rundown, so we can kind of put that in our brains. Thanks. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
Senior Vice President & Chief Financial Officer, YETI Holdings, Inc. A 
Yes. So, as we think about this List 3, which is currently enacted at 25% impacts our bags and soft coolers. We 

have offset that completely this year, and it's all baked into our home book. 

 

And we've offset that by a few different levers: First is product cost negotiations with our suppliers; the second is 

we're actually moving the supply chain out of China, and we'll be substantially out of China by the end of the year. 

And then, an umbrella of FX tailwinds, so while we pay in dollars, the pricing is pegged to the RMB. So, those 

three have offset the List 3 tariffs. The two that we didn't use and actually looking at the bill of materials in the soft 

cooler bags or consumer pricing. And we touch neither of those, mainly because we didn't have to. 

 

As we think about the next potential List 4. And that impacts our drinkware, about 55% of our sales. We have 

been working on List 4 since September. So, when they enacted the List 3, we charge – our operations guys are 

not only offsetting List 3 tariffs, but start looking at List 4. 

 

We're going to use the same playbook, right. And it's going to be product cost negotiations, supplier, location, 

grouping of the – the third will be the bill of materials, and probably less about taking cost out of the product, but is 

there efficiencies in automation, even in current locations that we can drive to lower the cost. And then, the fourth 

is consumer pricing. And the overarching again would be FX. We would go to consumer pricing last, but we are 

working on certainly the first three levers and feel like the team is making progress. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC Q 
Really helpful. One last quick question, just because I think it's important. The brand, it's very strong, yields 

pricing power, lots of growth. Obviously, we talked about product innovation as well. Just you're forecasting 

[indiscernible] (00:24:19) still gross margin expansion. I think it's an important dynamic in the model. Just give us 

some perspective on what drives that gross margin. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
Senior Vice President & Chief Financial Officer, YETI Holdings, Inc. A 
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Yeah. There are two big levers that drive gross margin. So, our long-term outlook is 50% to 52% gross margins. 

And we ended 2018 at 49.8%. The two main drivers of the gross margin expansion and you saw this in Q1 as 

well. First is continuous product cost negotiation. So, based on our operations team having ship cost models for 

all our products and just the sheer volume increases that we're doing. We're getting pricing, better pricing. 

 

And then secondly, the shift to direct-to-consumer. So, direct-to-consumer carries about 1,000 to 1,500 basis 

point improvement or better than the wholesale business at gross margin. So, those two factors are driving the 

gross margin expansion into the future. 
 ......................................................................................................................................................................................................................................................  

Randal J. Konik 
Analyst, Jefferies LLC 

Really helpful. Really helpful. Thanks, Matt. Thanks, Paul. Thanks, Tom. Thanks, YETI. And thank you, 

everybody, for attending. Appreciate it. 
 ......................................................................................................................................................................................................................................................  

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

Thanks, Randy. 
 ......................................................................................................................................................................................................................................................  

Paul C. Carbone 
Senior Vice President & Chief Financial Officer, YETI Holdings, Inc. 

Thanks. 
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