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Good afternoon. I appreciate the opportunity to be here presenting today. Before I open it 

up to questions, I’d like to just briefly give you some background on Buckle and our 

recent financial results. 

 

Buckle is primarily a mall-based retailer that offers a unique mix of high-quality, on-

trend apparel, accessories, and footwear to fashion-conscious young men and women. We 

pride ourselves on being a denim destination, and each store carries a wide selection of 

fits, styles, and finishes from leading denim brands, including our own BKE. We define 

our target customer as 15 to 30, but our wide selection of brands, styles, fits, and price 

points has enabled us to stretch those numbers and attract a growing base of guests above 

the target age range; which I believe has been a key component of our recent growth and 

has enabled many of our stores to attract more guests over the age of 25 than under. 

 

Our home office, distribution center, and online fulfillment center are all based in 

Kearney, Nebraska, where we currently employ over 500 people. We recently completed 

construction of a new $25.0 million distribution center in Kearney to support our future 

store growth. When the new facility went live in September 2010, it replaced our then 

current distribution center, providing capacity for both additional office space and future 

expansion of our online fulfillment center in the space vacated by our old distribution 

center. 

 

With the opening of 21 new stores during fiscal 2010, and the closure of one store in late 

December, we currently operate 421 stores in 41 states and, as you can see, have a 

presence in most of the continental United States except for the Northeast. With one 

additional store closure planned during the month of January, we expect to end the fiscal 

year with 420 stores in 41 states. 

 

We also operate an online store at buckle.com, which was first launched in April 1999 

and has grown into a key component of our business and a valuable complement to our 

marketing and merchandising efforts in our brick and mortar stores. Through the first 

three quarters of fiscal 2010, sales from our online store accounted for approximately 

6.4% of our year-to-date net sales. In addition to offering a broad selection of our new 

merchandise online, we also use our online store as an additional channel for clearing 

certain marked-down inventory. 

 

All aspects of our online store, from development to order fulfillment, are currently based 

in Kearney, Nebraska and we recently invested $5.5 million in an expansion of our online 

fulfillment infrastructure within our current warehouse. The expanded online fulfillment 

center went live in June 2009 and the expansion approximately doubled the size of our 

previous infrastructure, providing the necessary capacity to support the continued growth 

of our online business. 

 

http://www.buckle.com/marketing/pr/buckle_jan11.exe


Our website also plays a key role in our marketing and promotional efforts - which are 

based on the notion that a positive shopping experience for our guests is our best 

marketing. Our marketing spending is focused primarily on in-store signage and print 

materials; online, search, and email marketing; and special events and promotions 

designed to increase brand awareness and encourage interaction between our guests and 

teammates. We have also worked during the last year to increase our exposure and 

enhance relationships with our guests through social marketing efforts via our Facebook 

presence, YouTube videos, and other tools.  

 

Over the past year, we continued to partner with many of our key brands on special 

promotions that included exclusive gift with purchase offers, merchandise incentives, and 

exciting exclusive sweepstakes prizes. As an example, during holiday we ran a successful 

promotion with Affliction where guests received a free or discounted t-shirt with a 

qualifying purchase from Affliction, Archaic, Sinful, or Remetee and a similar promotion 

with Rock Revival where guests received a free or discounted watch with a qualifying 

purchase of Rock Revival denim. We also co-sponsored online sweepstakes with 

exclusive prizes from brand partners such as a 2010 Camaro customized by Roar. In 

March, we will kick off our annual Spring Brand Event (sponsored by 12 brands), which 

includes a free drawstring bag offer, an in-store game card incentive, and an online 

sweepstakes. We also have plans this spring for another Affliction and Sinful t-shirt 

promotion and an online sweepstakes with more exclusive opportunities for our guests. 

 

I’m sure many of you follow our financial results, so I’d like to briefly highlight some of 

our historical data and trends before touching on current year results. Fiscal 2009 net 

sales were $898.3 million, which represented a 13.4% increase over net sales of $792.0 

million for fiscal 2008. Our fiscal 2009 comparable store sales increased 7.8% and our 

average sales per square foot was $428 compared with $401 in the previous year. Our 

average sales per store also increased in fiscal 2009, going from $2.0 million per store in 

fiscal 2008 to $2.1 million per store in fiscal 2009. 

 

With positive comparable store sales and strong openings with many of our newer stores, 

we have taken advantage of leveraged buying, distribution, and occupancy costs and 

improved merchandise margins to increase our gross margin for the seventh consecutive 

year, growing from 32.8% in fiscal 2002 to 43.4% in fiscal 2008 and 44.6% in fiscal 

2009. Our operating margin for the same time frame increased from 11.4% in fiscal 2002 

to 22.2% in fiscal 2009 and our net income to sales ratio increased from 8.0% to 14.2%. 

 

Our earnings per share have grown consistently over that period. Earnings per share on a 

diluted basis were $2.73 for fiscal 2009 compared to $2.24 for fiscal 2008 and $0.65 for 

fiscal 2002 – or an annualized growth rate of approximately 23% over the past seven 

years.  

 

Now I’d like to touch on our current year results beginning with the months of November 

and December. Total net sales for the 4-week fiscal month ended November 27, 2010 

increased 12.5% to $86.9 million, which compares to $77.2 million for the same period a 

year ago, and November comparable store sales increased 7.9%. As announced last week, 



total net sales for the 5-week fiscal month ended January 1, 2011 increased 10.0% to 

$161.8 million, which compares to $147.1 million for the same period a year ago, and our 

comparable store sales increased 6.1%. Our promotional activity during the holiday 

season was consistent with a year ago, and we ended December with inventory dollars 

down compared to the same time a year ago. For the 48-week year-to-date period ended 

January 1, 2011, our total net sales increased 5.6% to $895.5 million, which compares to 

$848.1 million for the same period a year ago, and our comparable store sales increased 

1.0%.  

 

Through the end of the third quarter, year-to-date net sales for the 39-week period ended 

October 30, 2010 were $646.8 million, up 3.7% from net sales of $623.8 million for the 

39-week period ended October 31, 2009. Comparable store sales for the first three 

quarters of the fiscal year were down 1.0% and online sales (which are not included in 

comparable store sales) increased 20.4% to $41.2 million. Year-to-date net income, for 

the 39-week period ended October 30, 2010, was $85.2 million (or $1.81 per diluted 

share) compared to $85.2 million (or $1.83 per diluted share) for the 39-week period 

ended October 31, 2009. Through the first three quarters, gross margin declined 

approximately 90 basis points to 42.5% driven by increased buying, distribution, and 

occupancy costs, partially offset by an improvement in merchandise margins. Our 

operating margin for the 39-week period declined 50 basis points to 20.6% and our net 

income to sales ratio for the period decreased from 13.7% to 13.2%.  

 

Our consistent performance has left us with a strong balance sheet. We have no debt and 

had $235.7 million in cash and investments as of the end of the third quarter, which 

compares to $230.8 million at the end of fiscal 2009 and $167.2 million at the end of the 

third quarter of the prior year. Please note that the current year cash and investment 

balance is higher than the same time a year ago, partially due to the October 2009 

payment of a $1.80 per share special cash dividend totaling $83.3 million. 

 

The Buckle went public in May 1992 at a split-adjusted price of $2.00 per share and, 

throughout our history, we have remained committed to providing value to our 

shareholders. In the five year period ended January 30, 2010, we returned more than 

$502.6 million to shareholders through buybacks and dividends. During the five year 

period, we repurchased approximately 10.0 million split-adjusted shares at a total cost of 

approximately $141.9 million or $14.19 per share (including 6.75 million shares 

repurchased from the Company’s founder and Chairman at a total cost of $84.0 million). 

During the same period we also paid out $234.8 million in the form of three special cash 

dividends and $125.9 million in regular quarterly dividends. 

 

So far in the current year, we have returned an additional $150.8 million to shareholders, 

including $28.0 million in regular quarterly dividends through the first three quarters of 

the year, $116.8 million paid in the form of a $2.50 per share special cash dividend in 

December 2010, and $6.0 million in share repurchases.  

 

Also important to our shareholders is our consistent return on equity, which has averaged 

over 25% during the past 5 fiscal years.  



 

As you can see, we have experienced a lot of success over the last several years and I 

truly believe the two keys to our continued success have been our people and our product. 

At Buckle, we believe our people are our greatest asset and we’ve developed a culture 

that we believe has allowed us to attract, develop, and retain a team of incredibly talented 

individuals. 

 

Our sales management team has worked hard to earn a reputation as an industry leader in 

terms of personal service. Our leaders and teammates are focused on providing 

individualized customer service that helps each guest find the perfect fit and product for 

their individual style and creates an enjoyable shopping experience for our guests. The 

longevity of our sales management team and our commitment to promote from within 

have helped to preserve these ideals. As a testament to the strength of our culture, Kari 

Smith (our Vice President of Sales) has been with the Company for over 32 years, our 21 

regional and district managers share an average of 22 years of Buckle experience with 

their teams, and approximately one-half of our store managers have been managing with 

us for at least 3 years. 

 

Additionally, we invest heavily in the education and development of our managers and 

teammates by hosting 3 company-wide manager meetings and 5 to 6 smaller career 

meetings throughout the year and by continuously creating videos and other educational 

tools to enhance our teams and develop our future leaders. We give our managers and 

leaders the tools and the freedom to be successful and then reward them for their 

achievements. A significant portion of our average managers’ annual compensation takes 

the form of a year-end bonus based on the profitability of their respective stores. They 

also have the opportunity to receive additional bonuses based on monthly and annual 

sales goals, shrinkage goals, and the development of a new store manager. 

 

Our merchandising team and buyers have also been promoted from within and, therefore, 

have a tremendous understanding of our guests. Our women’s merchandising team is led 

by Pat Whisler, who has been with Buckle for over 34 years and has served as Vice 

President of Women’s Merchandising since 2001. Our women’s team is based in 

Kearney, NE. Our men’s merchandising team is led by Bob Carlberg, who has been with 

Buckle for over 27 years and has served as Vice President of Men’s Merchandising since 

December 2006. Our men’s team is based in Overland Park, KS. 

 

Our merchandise strategy is focused on being a destination for denim and tops, offering a 

wide selection of brands, styles, fits, and price points that are complemented by a 

selection of footwear, accessories, and outerwear that complete the look for our guests. 

New merchandise is shipped daily to most stores to provide continued newness and give 

our guests a reason to shop often. Branded apparel represents slightly more than 70% of 

our business and private label apparel represents slightly less than 30% (up from 20% in 

2003). 

 



On a combined basis, our year-to-date merchandise mix through the end of December 

was broken down as follows:  approximately 45% denim, 34% tops, 8% accessories, 5% 

sportswear/fashion, 5% footwear, 2% outerwear, and 1% casual bottoms. 

 

We pride ourselves on being a place where our guests find their favorite pair of jeans, and 

we have continued to build on the strength of our denim business over the past several 

years. As you can see, we have consistently grown our denim business over each of the 

past 11 years. In addition to our own BKE denim (which is approximately 38% of fiscal 

2010 year-to-date denim sales), key denim brands for fiscal 2010 included Big Star, Miss 

Me, MEK, Rock Revival, and Silver Jeans; in addition to several others that add to our 

overall selection. We are also constantly searching for and testing new denim brands in 

an effort to provide the continued newness that our guests are seeking. I strongly believe 

it is the quality of our denim, our attention to the details, and the fit of our jeans that have 

made us a denim destination for our guests. Average retail price points for our BKE 

denim typically range from $59 - $78, while our branded denim typically sells for 

between $75 and $150. We also have a small percentage of branded denim that sells for 

more than $150 and a Reclaim brand on the men’s side that sells for around $40. We 

work continuously with our vendors to develop exclusive merchandise that sets us apart 

from the competition. The uniqueness of our merchandise mix, coupled with our 

outstanding guest service, has enabled us to establish trusted relationships with many of 

our guests.  

 

Our men’s business (approximately 38% denim sales in fiscal 2010) represents 

approximately 40% of total sales. Through the end of December, our men’s sales were up 

approximately 6.5%, with strong brands including several of the west coast brands such 

as Hurley, Billabong, Affliction, Obey, and Roar. Average men’s retail price points for 

fiscal 2009 were up approximately 6.5% to $50.70 and, through the first 11 months of 

this year, average men’s price points were up approximately 1.0%.  

 

Our women’s business (approximately 50% denim sales in fiscal 2010) represents 

approximately 60% of total sales. Through the end of December, our women’s sales were 

up approximately 4.5%, with strong brands including west coast lifestyle brands such as 

Hurley, Billabong, Sinful, and Crash and Burn. Our women’s team also does a significant 

amount of private label top development, with the majority of the category being private 

label as opposed to branded. Average women’s retail price points for fiscal 2009 were up 

approximately 4.0% to $42.85 and, through the first 11 months of this year, average 

women’s price points were up approximately 3.5%. 

 

Our stores also offer accessories and footwear to complete the look for our guests. 

Merchandise in the accessory category can vary with current fashion trends and typically 

includes items such as belts, watches, jewelry, fragrance, hats, purses, and bags. We also 

offer footwear in a wide variety of styles and brands. 

 

As a complement to our outstanding service and unique product, we also offer free 

hemming, free gift wrapping, layaways, a frequent shopper program, and a Buckle 

private label credit card to reward loyal guests. 



 

Expansion through carefully selected new store locations is also an important component 

of our overall growth – as we look for prime locations in regional malls and lifestyle 

shopping centers in trade areas with a population of approximately 300,000. Led by Brett 

Milkie, our Vice President of Leasing who has been with the Company for 19 years, we 

take a practical approach to site selection and our growth strategy over the past several 

years has been of one of controlled and consistent expansion. 

 

Although our roots are in the Midwest, we currently have 421 locations in 41 states. Even 

though our newer stores are in larger and more productive markets, we still successfully 

operate many of our original stores in smaller markets. Slightly less than 20% of our store 

base is in cities with a population of under 50,000. The average sales per square foot for 

these stores for fiscal 2009 was approximately $300 and the average sales per store for 

this group was approximately $1.4 million. This compares to our all store averages of 

approximately $428 and approximately $2.1 million, respectively. 

 

Our average store size is approximately 5,000 square feet, with the flexibility to adapt to 

smaller or larger spaces based on mall opportunities. With our current store design, the 

average new store requires approximately $700,000 of capital expenditures (before 

construction allowances) and approximately $200,000 of inventory, net of payables. The 

cost of a full remodel is comparable to that of a new store. Currently, 266 of our 421 

stores are in our newest format. 

 

In fiscal 2009 we opened 20 new stores and completed 22 full remodels. In fiscal 2010, 

we opened 21 new stores and completed 25 full remodels. For fiscal 2011, we anticipate 

opening approximately 11 new stores (including 4 for spring, 6 for back-to-school, and 1 

for holiday) and completing 19 full remodels.  

 

We expect current year fiscal 2010 capital expenditures to be in the range of $56 to $60 

million, which includes payments made as work progressed on our new distribution 

center in Kearney, Nebraska. As previously mentioned, we transitioned to the new $25.0 

million facility in the later part of September and the new facility is our only operating 

store distribution center. Additionally, based on currently planned store construction and 

other capital projects for next year, we currently expect fiscal 2011 capital expenditures 

to be down and in the range of $30 – $35 million. 

 

Looking ahead, we remain confident that both our people and our product have us well-

positioned for continued success and we are excited about the long-term opportunities for 

Buckle’s continued growth. We are committed to building on our positive momentum 

and further solidifying our position as a leading specialty retailer. 



SAFE HARBOR STATEMENT UNDER THE PRIVATE SECURITIES LITIGATION 

REFORM ACT OF 1995;  All forward-looking statements made by the Company involve 

material risks and uncertainties and are subject to change based on factors which may be 

beyond the Company's control. Accordingly, the Company's future performance and 

financial results may differ materially from those expressed or implied in any such 

forward-looking statements. Such factors include, but are not limited to, those described 

in the Company's filings with the Securities and Exchange Commission. The Company 

does not undertake to publicly update or revise any forward-looking statements even if 

experience or future changes make it clear that any projected results expressed or implied 

therein will not be realized. 


