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Welcome. So good morning, and welcome to the Designer Brands 2022 Investor Day. We are so excited for you to be here today, and we're going
to walk you through our strategic goals over the next few years. My name is Jesse Miller. I'm Head of Investor Relations at Designer Brands.

Before we get started, | have to read a few disclosures. During this presentation, we will make certain forward-looking statements. Please take the
time to read the disclaimer on the screen. Any statement that refers to expectations, projections, guidance or other characterizations of future
events, including financial projections or future market conditions is a forward-looking statement based on our assumptions today. The results
actually realized may differ materially based on risk factors included in our SEC filings or other factors not currently known to us.

We undertake no obligation to publicly update or revise any forward-looking statements, whether as a result of new information, future events or
otherwise, except as required by law. For more information about factors that may cause actual results to differ from forward-looking statements,
please refer to our filings with the SEC.

So over the next few hours, you're going to hear from our talented team, all about our customers, our growth in Owned Brands, our partnerships
with National top brands, our initiatives with supply chain and sourcing, our achievements with DE&I and then ultimately, how we're going to

return shareholder value. We know you'll leave today feeling super excited and energized about our future as we are.

So with that, I'd like to welcome Roger to the stage to get us started.

Roger L. Rawlins - Designer Brands Inc. - CEO & Director

Good morning, everybody. Yes, that is my walk-up song. Everybody always makes fun of me, but you got to realize, like doesn't that song gets you
pumped up, or feel like I've got to. Especially coming off to getting a ring the bell like how awesome our team got to experience that. So amazing.
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So thanks, everybody, for being here. So excited today for us to get to share with you the journey that we have been on and the success we've had,
but also where we're going. And | really want to highlight, as Jesse said, this team because if you flash back to 2019 when we talked to you all about
acquiring Camuto and how we were going to grow our company, it was really at that time, we were hoping that you guys would believe in our
ability to deliver that.

Well we're here today to tell you we have delivered it, and we have an amazing future ahead of us. And these folks have gone so much as | know
all of you know, through so much over the last 3 years to be where we are today just feels amazing. So I'm so proud to get to have our team tell
our story to us.

So | want to take you back and talk a little bit about why we are here. This is our mission. We inspire self-expression. | know Steve, in particular, has
heard me talk about this a bunch. Our team talks about it all the time but this is why we exist. Every single day, we do not sell shoes. We inspire
people and the way in which we do that is through the shoes we put on our feet.

As an example, today, | wanted to play CEO. And | had to wear some Vince Camuto cognac dress shoes, just so everybody knows, this is the #1 shoe
in the company. Thanks to Debbie and the whole team that has built out this Vince Camuto brand, and you're going to hear a ton about what
we've done to build that brand. That is why we exist. That's why our organization is going to continue to thrive because we are living our mission
every single day.

But | want to go back a little bit and sort of retrace some of our history. And | want you to think about 20-some years ago, when DSW came into
existence, and we were the first company to create this massive assortment of product that we put on a selling floor. We had this open sell
environment where you did not have to have an associate come up and help you put on the shoes. They were all there. We also had value. We had
fashion at value. That was sort of piece #1 of everything we did.

The second big thing we did was we said we've got to grow our footprint. So we are now at over 700 physical locations through DSW and Shoe
Company and thousands of locations that we support through our relationships with Nordstrom, Dillard's, Macy's and other retailers. So that's who
we were. It was all about growth, growth, growth through store openings.

And it evolved into, let's launch a website, which I'm really proud of this year, we reached a milestone. We did $1 billion of digital demand. That's
amazing and 15 years ago, | got the chance to go work in dot-com, we did $35 million that first year. So to see it go to that is just remarkable. That's
how our business has had to evolve.

And then finally, the big thing we leaned into is loyalty. And you're going to hear a lot about loyalty today from Julie and our team. But we started
our company with a punch program where when you came in and bought a shoe, like | have a pizza thing that does this still. You go ahead and
click that. And man, after so many times, you earn dollars or free shoes. That's embedded in how we operate. It's how we breathe every single day
as a retail operation. Loyalty, it's grounded in us.

All of those things over a 25-year period of time allowed us to become over $3 billion enterprise. But what we had talked to our Board about was
the fact that we needed to evolve. So in 2016 and I'm lucky enough to have 3 of my Board members here today, we went to our Board and said,
what we've spent 20-some years doing is not going to get us to next. We have to evolve our business model, primarily for 1 reason, the consumer
is changing. Because -- | don't have my -- it's probably the first time in forever | don't have my phone on me, but think about how all of us -- our
behaviors have changed, all because of technology.

And so as all of this was going on, we went to our Board and said, we've got to do something different and here's the reason why. From 2011
through 2017, 5 companies grew market share, let's just say, 5 groups of companies grew market share. DSW grew by 20 basis points. Why? Because
we opened a ton of stores, like | think it was close to 300 doors in that period of time, right? Think about that. We invested $1 billion of cash in that
window of time.

The other group, and | -- we don't sell to these folks, so | can say this, | think. This business was given. If you're an athletic player, think about like
how can they not be growing market share? Everyone in their brother is wearing a sneaker, right? So that's your Finish Lines, Foot Lockers, Dick's,
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all of those folks, the Shoe Carnival, Famous Footwear. They should be growing share because consumers had evolved toward the athleisure
product.

The other big one is our partner called Nordstrom. And the reason they grew the same -- very similar story to us. They opened stores, they leveraged
omnichannel. They grew this concept called Nordstrom Rack. And they grabbed 1.5 percentage points. So I'm talking 20 basis points of DSW, and
this is the amount of market share growth, okay? So that's how they did it.

The fourth one, this is the one that everybody -- every single -- not every call, most of our analysts are educated enough now at this point to know
that Amazon is a beast. But this is the one everybody usually talks to us about like, how are you competing with Amazon? What are you doing to
differentiate yourself from Amazon? That's the focus that everyone has. The reality is, there was this dirty little secret that no one wanted to talk
about and that is the brands that we presented to consumers day in and day out. They were selling direct to consumers. Their market share went
up in that time period, as you can see, by almost 12 full percentage points.

So these are our partners that are going to do that while we're investing $1 billion opening stores, they're going direct-to-consumer. Think about
what the Swish did. They opened stores, they opened a website, they told people, we love you, but then they turned around and sold direct to
consumer. Today, roughly 20% or 1 out of every 5 pairs of shoes are purchased direct from a brand.

So when we went to our Board and said, this thing DSW we have built is amazing, but it has to evolve or else -- we describe it as ice melting. You
might be in 35-degree weather. You might be a Sears that's a glacier that takes 50 to 75 years to melt away or you could be a small company that
in the middle of a pandemic evaporates immediately.

So we said we've got to do something different. So we scoured the market and we look at companies. Not a shame to say. We tried to buy Nine
West, and we ended up creating a relationship with authentic brands coming out of that attempted acquisition, but we let them have it. We drove
the price up, which was good for them. And if you ask Jamie, he'll tell you we cost them a lot of money.

But as we were looking at the market and where we could go buy something, Debbie Ferrée, who's just an amazing merchant has the best eye for
product in our industry. We asked Debbie, where should we go? Who should we buy? And it kept coming back to Vince Camuto.

Like if you're not familiar with Camuto, | want you to understand, Vince Camuto was the head merchant for a brand called Nine West years ago.
He built tons of brands. He built this brand and you might have heard of it called Tory Burch. Guess what, Tory did not design that flat with that
[label on it] | see the Camuto team like great. | mean that was our team that did that work, right?

We built a brand called Jessica Simpson. Jessica is an amazing person. Her and Tina have done an amazing job with their brand but the Camuto
Group designed and sourced their shoes. They also did a brand called Lucky. They've done every single shoe that was at Dillard's exclusive brands
for years and years. That's who we needed to go get. Why? Because we had this foundation that we had invested for 25 years, building this
infrastructure called DSW, that we could layer Camuto on top of to be able to go direct to consumer.

Why go direct to consumer? Because everyone is. And we had to change our model in a meaningful way. So that's why we acquired Camuto. So
when you think about who we are today as a company and our results in the back half of 2021 and the start of spring this year are demonstrating
this is who we are. We are brand builders, we own and control brands that we can take direct to consumers.

We also have the top 40 or 50 brands in the world that we are able to offer to consumers. And we have built differentiated experiences to ensure
they don't want to pick up their ball and go play with someone else. And you're going to hear more and more stories about that today.

We are customer first. Everything we're going to do is through the lens of a customer. Why? Because we have that loyalty program that is so strong
with so much data that can inform everything we do. And then finally, we're going to leverage that footprint that we have spent years of building
and going direct to consumer with our infrastructure. And if you think about how that all plays out, the message we've been giving to our associates
for the last year, 1.5 years is called CBS. It starts with the customer.

4
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We've got to know our customer. You're going to hear from Julie today to talk to you about our consumer, about our loyalty program, things we
can do with the Vince Camuto brand, which is woven through everything we talk about today. You're going to hear from Sarah and Jim about
what we have done to take Vince Camuto's brand and make it more than relevant and put it in front of over 28 million consumers that we have as
an enterprise called Designer Brands.

And then you're going to hear from Bill and we're going to talk about speed. And Steve Madden does an amazing job. He's probably the best in
our industry at the pace at which his organization moves. We should do as good if not better than Steve. Why? We have 28 million customers that
can inform decisions we make on product we design and source for consumers that we know. That is the strategy. That's what you're going to hear
about today. And what it results in are these 2 things. And for our folks on The Street, these are the 2 things today. We really, really want to make
certain you walk away with as you message to potential investors or if you're an investor, is this what we're leaning into.

Number one, we are going to double the size of the brands we own and control. Today, what you're going to see is 1 example with Vince Camuto.
We have 8 brands today in total that we are managing. What you're going to see with Vince is going to be applied to those 8 brands over the next
couple of years, not doing all of them at once. Jared won't let me do that. We got to manage it in a way that ensures that it drives profitability for
our organization.

The second thing is we are not looking to grow our national brands. We'd love to just maintain them. And so if we can grow them more aggressively,
that's fantastic. But we just want to ensure that we maintain those relationships. And we believe the infrastructure we have built layered onto those
big National Brands is a differentiator and you're going to hear again from Bill and the rest of the team about that today.

So if you think about how we have transformed this organization in 2019, we said, men, you got to believe in us. And it was clear based on what
happened that day with the stock, nobody believed in us. Well, | will tell you today, you better believe in us because we've delivered it. And you're
going to hear how that has all been integrated into what we're doing and how it impacts the next 4 to 5 years of our company.

And in that transformation, it's Owned Brands, it's what we do to support other brands. It's all the things we can leverage with data to be able to
inform our decisions. It's everything we can possibly do to support those National Brands that they want to give us product. And | think this is
something | want all of you to understand.

We're coming out of a pandemic, hopefully, knock on wood, who had inventory? We did. | think our inventory position was better than any other
retailer coming out of this. Why? Because we narrowed our assortment from hundreds, Jim hates when | say this, from hundreds thousands, tens
of thousands of labels that we were selling down to these top 50. And when you're doubling your business with people, they tend to give you
product ahead of other people. That is why we went after that strategy.

And ultimately, what you're going to hear from Jared is this, as we are delivering it, and again, we have felt it in the back half of last year and as
we're heading into 2022, the same experience, we drive top line. We drive margin expansion. We drive op income expansion and ultimately, we
deliver significant amounts of cash for our shareholders. That is what you're going to hear today. You're going to hear it consistently throughout
this team.

So next, | get the honor of introducing our, | would say, our first speaker. So actually, 15 years ago, | was the controller of DSW at the time, and | got
to hire this person to be a financial analyst to DSW. Flash forward like a year. She said, | don't want to work with you anymore. I'm going to go work
in marketing. And so Julie Roy left the finance team, went to marketing, took on loyalty and has just grown her career in a huge way and is now
the Chief Marketing Officer of our organization. So | would love to introduce Julie Roy. Julie, please.

Julie Roy

For the record, that was not the walk-up song | chose. But I'll take it, I've got the brawn and the brains, I'll take it. Good morning, everyone. I'm Julie
Roy, Chief Marketing Officer for DSW. And I'm thrilled to be here today to tell you more about our customer and how we're connecting with our
customers in new and different ways to inspire self-expression and how that will enable us to grow our Owned Brands at a tremendous scale and
pace.
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But first, | must obviously call out my beautiful orange Vince Camuto shoes that are inspiring not only my self-expression, but hopefully, inspiring
spring to Grace point because | think we're all ready for that, right?

So as Roger says, it all starts with our customer, whether that's DSW's customer, Vince Camuto's customer or the Shoe Company's customer up in
Canada, it is customer first all the time. We know who you are. We know what shoes customers buy, the brands, the silhouettes and the styles and
that enables us to perfect our assortment across National Brands as well as Owned Brands. We know what you want.

And we know what's important to customers in shoes, which enables us to design our owned Brand and the product to uniquely meet their needs
atindividual brand and target customer level. We design for you. And we know how shoes make customers feel what motivates them to buy, how
they shop, what mediums they engage in and enables us to efficiently and effectively market to them. We meet you where you are.

At DSW, we have a long-standing history of rich customer data. Roger touched on this, right, given the strength and tenure of our loyalty program
as well as our dominant position in the footwear category. And we have spent years perfecting the sciences and technique to harness this data, to
understand our customer, engage with them where they are and meet them in the right channels with the right content that motivates and inspires.

And we're taking this experience and expertise that we've built, and we're now applying that along with our scalable infrastructure to grow our
Owned Brands. We have the unique ability to intimately understand our customers at the individual brand and target their distinctive audiences.

So let me talk you through the power of what we've built at DSW, so you can understand how we're leveraging that to fuel our future growth. It
all starts with capturing the target customers right. And with that at the highest level, we know customers' demographics from first-party and
third-party data, right, gender, age, household income, presence of children. That's kind of the first level in understanding who they are.

Next, we understand their engagement in the footwear category, their footwear wallet size. When they're in the market for shoes, which enables
us to capture the right customer at the right time. Diving deeper into category engagement. We know the brand and the silhouettes that they
prefer, so we can meet the right customer with the right content. And we also understand their channel engagement so we can cater their journey
across digital and physical touch points based on where they are and where they engage.

We also understand their interest and preferences outside of the footwear category, which enables a deeper understanding of who they are and
what they want. And of course, we know where they're consuming their media, where they're spending their time, which enables us to efficiently
market to them, augmenting our marketing mix based on the corresponding target audience.

And we know that their purchase motivators, what gets them to buy, what the messaging and content is needed to inspire and engage and get
them to take action. And then lastly, we'll layer all of that with contextual considerations such as device type and time of day, which enables us to
spend our marketing dollars more efficiently and allow them to work harder for us.

So this customer profile and activation is what we've been using and gives us the speed and scalability to leverage across each of our Owned
Brands. But obviously, it looks different for each unique brand, right? So I'm going to walk you through an example of how this might manifest
itself different for 2 of our key Owned Brands, Vince Camuto and Mix No. 6.

So let's start at the highest level, demographics. The Vince Camuto customer, while we are tremendously growing our men's business has
predominantly been a female target customer, right? She's a working professional, mature in her career well above average household income.
Whereas the Mix No. 6 customer is an older Gen Z or a younger millennial, either still in college or just starting their career, no kids, single and a
little bit of a lower household income.

When we look at their category engagement, the Vince Camuto customers love shoes and they're shopping for them all the time. In fact she actually
buy the new pair almost every single month, right? She is motivated by trend and style, but what's really important to her is also comfort and quality
and fit. And because of that, she favors select brands that have earned her trust over time. Brands like Vince Camuto that give her that affordable
luxury that she's looking for.

REFINITIV STREETEVENTS | www.refinitiv.com | Contact Us

©2022 Refinitiv. All rights reserved. Republication or redistribution of Refinitiv content, including by framing or similar means, is prohibited without the prior written R I I I N I I I V
consent of Refinitiv. 'Refinitiv' and the Refinitiv logo are registered trademarks of Refinitiv and its affiliated companies.


https://www.refinitiv.com/
https://www.refinitiv.com/en/contact-us

APRIL 08, 2022 / 1:45PM, DBI.N - Designer Brands Inc Investor Day

Meanwhile, the Mix No. 6 customer, they're all about the outfit and they address to impress, right? Their shoe closet is huge and spans sneakers,
like Roger mentioned, to dress shoes, and they believe shoes make or break the outfit. But like | mentioned, they have a lower household income
and a huge shoe closet, so they are much more price-sensitive. So they're looking for that must-have trend or style at an affordable price.

In terms of interest and preferences, the Vince Camuto customer when she's not working or shopping for shoes, she's cooking or brunching with
her friends or planning her next vacation get away and the shoes she's going to take with her. Whereas the Mix No. 6 customer is more engaged
in things like beauty and music and gaming.

In terms of media consumption, the Vince Camuto customer seeks her fashion inspiration from online, blogs and social platforms, particularly
Instagram and Pinterest. Whereas the Mix No. 6 customer is primarily spending their time in TikTok and Snapchat and whatever dating app is
trending at that time.

And then lastly, in terms of purchase motivators, the Vince Camuto customer wants that trendy yet sophisticated style, and she gets her validation
from influencers, customer reviews, fit ratings that help get her over the hump to make that purchase. Whereas the Mix No. 6 customer is all about
social validation, right? What's trending out there, what's cool, what's going to help them stand out as well as FOMO. You don't know a fear of
missing out, it's a huge motivator for those younger consumer.

So as you can see, based on all we know about our customers, we're able to design and market to them in an effective way and meet them with
what they demand. So we're meeting customers where they are with what they want. And we're seeing tremendous results with this. Both of these
brands have -- are growing now at over 100% growth rates, over 100%. So it is working.

Speaking of engaging with customers and meeting them where they are, over the last few years, we have transformed how we show up to customers
to meet them where we are. That has resulted in a significant reduction in promos and direct mail and instead has made way for more targeted
effective marketing and digital touch points at the unique customer level like | just walked you through.

In addition, it has also led to us showing up in brand accretive ways that build buzz and make headlines. We have tremendous relationships with
celebrities, influencers, media partners, editors that will continue to leverage as we grow our Owned Brands into the future.

And all of this has made us experts at attracting new customers. Even as the pandemic hit and customers were shopping in new ways and buying
a new category, sneakers like Roger mentioned, we pivoted. We pivoted our assortments. We evolved our marketing. And with that, all of that has
paid off with significantly improved margins and record-breaking customer acquisition, including aggressively growing new loyalty programs at
Canada and Camuto.

Speaking of customer acquisition, we now enroll almost 7 million members annually across DBI. That's a 56% increase from where we were in 2017,
inclusive of Canada and Camuto growth. That's 7 million additional members that we can understand and engage with as we grow our Owned
Brands.

But in addition to customer acquisition and our strength there, we're experts at fostering loyalty and lifelong relationships with our customers. We
have award-winning loyalty programs that drive 87% of our demand across nearly 30 million members. And what's more?

Over 30% of those 30 million members have been with us for 10 or more years. That demonstrates our consistent ability to engage and retain
customers. So as we look to growing our Owned Brands, we have a unique advantage with this wealth of a customer base that provides tremendous
accessibility and scalability to grow our Owned Brands. A loyalty program that is unrivaled in the footwear space.

And we know that customers that buy an Owned Brand spend 43% more at DSW, right? So not only does Owned Brands represent a great opportunity
to grow and the accessibility of our existing customers. But when they buy it, it actually gets them to spend and engage more in DSW, so a win-win.
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We have tremendously high customer satisfaction across all of our brands. Again, speaks to our ability to attract a new customer, engage and retain
and keep them over the long term. And | have a few customer quotes that | want to share with you guys that demonstrate these lifelong relationships
that we build with our customers.

First, on the DSW front, a customer says, ever since my daughter-in-law introduced me to DSW, that is the only shoe store I go to, and it's been over
10 years. So she's one of those 30% of customers. That speaks to the passion and brand loyalty that we create.

Another quote customer says, there is legitimately no other shoes place on earth that cares for you and gives back to others like DSW does. You're
going to hear from Christina in a bit around our commitment to being difference makers and making a positive impact to the planet and its people.

And then lastly, Vince Camuto, a customer says, | bought Vince Camuto 10 years ago and the experience and quality then and now is the same.
Thank you for the consistency in your brand. Vince is walking me from my 20s to marriage. It's poetic. Thank you for all the great date shoes and
my | do shoes. This speaks to the heritage and the positioning around craftsmanship and quality for the Vince Camuto brand. And you'll hear more
from Sarah in just a bit around how we're leaning into that to growing Vince Camuto in spring and beyond.

While we have tremendous strength, we're obviously always striving to be better, right, to continue to grow and enhance our abilities to better
serve our customers and how that will support our future growth in brands. And with that, we have 3 key focus areas: the first is omni capabilities
and experiences. So we're leveraging customer feedback and insights to constantly continually improve the digital experience. Removing friction
and better enable us to meet our customer promise with scalable infrastructure across DSW, Camuto and Canada.

In addition, we're creating seamless experiences between digital and physical touch points to curate and bring brands to life. And you'll hear more
about how we're doing that in the physical store environment in just a minute.

Second is all around personalized experiences, providing our improving the experience for our customers by enhancing product, marketing and
fulfillment content to make it easier and cater the customer journey based on their unique needs and where they are.

And then lastly, of course, on the loyalty front, right? We're going to continue to build on the strength of our loyalty programs. We're going to
ensure seamless loyalty experiences across digital and physical as well as launch new features and enhancements that faster that sense of community
with our customers and build strong love across all of our brands. And these 3 key focuses will provide continued brand growth in the future.

So one of these customer-led omni experiences is our new physical store environment and how we better serve our customers, much like we're
able to do digitally today. And with that, we've heard really 4 key themes over the years from our customers that we kept top of mind as we designed
this new store experience that we call warehouse reimagined.

So the first, customers still want all the shoes, right? They come to DSW because of our breadth of assortment of must-have quality brands, must
have styles. They're not willing to concede on that, right? So we are optimizing capacity to protect that offering and optimize capacity in a smaller
physical footprint.

Second, customers are increasingly shopping by brand. They want to be told what's cool, what's trending. And so in this new store experience,
we'll be curating shop-in-shops that enable us to feature some of our key National Brand partners in an elevated and exciting way. But also allows
us to hero and amplify our Owned Brands like we've never been able to do before. Vince Camuto shop and shops across 500 DSW stores in North
America, amazing.

Third, what we've heard from our customers, they love the vast choices and the curated experiences that they can get digitally. But they come to
stores because they want that physical touch and that emotional escape. So in this new store experience we'll be integrating digital and physical,
things like QR codes that provide customers access to the endless assortment online or give them the ability to look up additional product information
to solidify their purchase. In addition, we'll be integrating the app, right? So customers can engage and shop and curate their experience by
leveraging digital technology in the stores.
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And then lastly, customers love the ease and convenience that the DSW shopping experience delivers. We've got to protect that, but we're going
to enhance that through new expanded services and order pickup areas that make it even more convenient for our customers, which will further
increase customer satisfaction and brand loyalty.

But -- so you're sick of hearing me talk about it. So it's time to watch a little video to bring it to life for each of you.

(presentation)

Julie Roy

Amazing, right? So you'll have the opportunity to learn more about that from Melissa Blandford and her amazing team in the showroom. So please
checkit out. This is just a little snippet, a cliff notes version. But this is how we meet customers where they are. Seamless integration between digital
and physical. And this is how we provide them a DTC experience, leveraging our really strong retail physical footprint. And this is how we can
partner with a few key National Brands to drive mutual growth for both of our businesses.

And with that, I'll turn it back over to Roger.

Roger L. Rawlins - Designer Brands Inc. - CEO & Director

Thank you, Julie. Great job, Julie. So you can see how we can leverage all of this customer data to create experiences that we really, really do believe
that no one can compete with. When you have nearly 30 million consumers that you can engage, you have a team that knows how to design and
the team that knows how to source products. And you can story-tell it digitally and in a physical plant. The combination of that for our Owned
Brands, but also you saw Adidas on there. We're working with those big national players to go build out those kind of shop-in-shops and digital
experiences across every single thing we do. So -- so excited that is the C pillar.

And now we're going to talk about the brand pillar. And at the end of the day, it's all about product, right? But we're going to leverage information
we have about our consumer to drive our brands. And I'm really excited to have Jim and Sarah come up and talk to you specifically about what
we're doing with Vince Camuto. And Sarah is going to walk you through an example of -- | told the team a little nervous sharing all of this, like it's
everything. We are taking you into our marketing room. And we're going to show you everything we are doing to support the Vince brand across
every single touch point with the consumer in every single way we can engage a consumer.

So with that, | want to bring up Jim and Sarah. Please give it up