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Item 2.02    Results of Operations and Financial Condition.

On December 3, 2021, Big Lots, Inc. (“we,” “us,” “our” or “Company”) issued a press release (the “Earnings Press Release”) and conducted a conference call, both of which: (i) reported our unaudited results for the third quarter of
fiscal 2021; (ii) provided guidance for the fourth quarter of fiscal 2021; (iii) provided guidance for fiscal 2021; (iv) directed listeners to an investor presentation published on our website; (v) provided an update on the status of our
quarterly cash dividend program; and (vi) announced a new share repurchase authorization.

The conference call included “non-GAAP financial measures,” as that term is defined by Rule 101 of Regulation G (17 CFR Part 244) and Item 10 of Regulation S-K (17 CFR Part 229). Specifically, the following non-GAAP financial
measures were included: (i) adjusted selling and administrative expenses; (ii) adjusted selling and administrative expense rate; (iii) adjusted gain on sale of distribution centers; (iv) adjusted gain on sale of distribution centers rate; (v)
adjusted operating profit; (vi) adjusted operating profit rate; (vii) adjusted income tax expense; (viii) adjusted effective income tax rate; (ix) adjusted net income; and (x) adjusted diluted earnings per share.

The non-GAAP financial measures exclude from the most directly comparable financial measures calculated and presented in accordance with accounting principles generally accepted in the United States of America (“GAAP”)) the
following items for the periods noted:

Item
Fiscal 2020 Third Quarter

Year-to-Date Fiscal 2020 Full Year
After-tax adjustment for gain on sale of distribution centers of $341.9 million, or $8.66 per diluted share X
After-tax adjustment for gain on sale of distribution centers of $341.9 million, or $8.75 per diluted share X

The Earnings Press Release posted in the Investor Relations section of our website contains a presentation of the most directly comparable financial measure calculated and presented in accordance with GAAP and a reconciliation of
the difference between the non-GAAP financial measures and the most directly comparable financial measures calculated and presented in accordance with GAAP.

Our management believes that disclosure of the non-GAAP financial measures provides useful information to investors because the non-GAAP financial measures present an alternative and more relevant method for measuring our
operating performance, excluding special items included in the most directly comparable GAAP financial measures, which our management believes are more indicative of our ongoing operating results and financial condition. These
non-GAAP financial measures, along with the most directly comparable GAAP financial measures, are used by our management to evaluate our operating performance.

Non-GAAP financial measures should not be considered in isolation from, or as a substitute for, financial information presented in accordance with GAAP. Non-GAAP financial measures as reported by us may not be comparable to
similarly titled items reported by other companies.

Attached as exhibits to this Form 8-K are copies of the Earnings Press Release (Exhibit 99.1), the transcript of our December 3, 2021 conference call (Exhibit 99.2), and an investor presentation on our results for the third quarter of
fiscal 2021 (Exhibit 99.3), including information concerning forward-looking statements and factors that may affect our future results. The information in Exhibits 99.1, 99.2 and 99.3 is being furnished, not filed, pursuant to Item 2.02
of this Form 8-K. By furnishing the information in this Form 8-K and the attached exhibits, we are making no admission as to the materiality of any information in this Form 8-K or the exhibits.

Item 8.01    Other Events.

On December 3, 2021, the Company announced that our Board of Directors authorized the repurchase of up to $250 million of our common shares. The repurchase authorization commences on December 8, 2021 and has no scheduled
termination date. We expect the purchases to be made from time to time in the open market and/or in privately negotiated transactions at our discretion, subject to market conditions and other factors. On December 3, 2021, the
Company issued a press release announcing that our Board of Directors declared a quarterly cash dividend on December 1, 2021 for the fourth quarter of fiscal 2021 of $0.30 per common share payable on December 29, 2021 to
shareholders of record as of the close of business on December 15, 2021. This press release is filed herewith as Exhibit 99.4 hereto and incorporated by reference herein.



Item 9.01    Financial Statements and Exhibits.

(d) Exhibits

Exhibit No. Description

99.1 Big Lots, Inc. press release on operating results, share repurchase authorization, and guidance dated December 3, 2021.

99.2 Big Lots, Inc. conference call transcript dated December 3, 2021.

99.3 Big Lots, Inc. investor presentation on our results for the third quarter of fiscal 2021 dated December 3, 2021.

99.4 Big Lots, Inc. press release on dividend declaration dated December 3, 2021.

104 Cover Page Interactive Data File (formatted as Inline XBRL).

Signature

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the undersigned hereunto duly authorized.

BIG LOTS, INC.

Date: December 6, 2021 By: /s/ Ronald A. Robins, Jr.
Ronald A. Robins, Jr.
Executive Vice President, Chief Legal and Governance Officer, General Counsel and Corporate Secretary



Exhibit 99.1

PRESS RELEASE
FOR IMMEDIATE RELEASE Contact: Tom Filandro - ICR, Inc.

Managing Director
tom.filandro@icrinc.com
(646) 277-1235

BIG LOTS REPORTS Q3 RESULTS

TWO-YEAR COMP OF 12.3% MARKS THIRD STRAIGHT QUARTER OF DOUBLE-DIGIT TWO-YEAR COMPS
STRONG START TO Q4 WITH RECORD THANKSGIVING & BLACK FRIDAY WEEK SALES

COMPANY ANNOUNCES NEW $250 MILLION SHARE REPURCHASE AUTHORIZATION

FOR Q3 RESULTS PRESENTATION, PLEASE VISIT: https://www.biglots.com/corporate/investors

Columbus, Ohio – December 3, 2021 – Big Lots, Inc. (NYSE: BIG) today reported a net loss of $4.3 million, or $0.14 per share, for the third quarter of fiscal 2021 ended October 30, 2021, which compares to the company’s guidance
for the third quarter, as provided on August 27, 2021, of a $0.10 to $0.20 loss per share. Net income for the third quarter of fiscal 2020 was $29.9 million, or $0.76 per diluted share.

Net sales for the third quarter of fiscal 2021 totaled $1,336 million, a 3.1% decrease compared to $1,378 million for the same period last year, and an increase of 14.4% compared to the third quarter of fiscal 2019. The decline to last
year was driven by a comparable sales decrease of 4.7%, as the company lapped a 17.8% comparable sales increase last year. Net new stores and relocations contributed approximately 160 basis points of sales growth. On a two-year
basis, comparable sales increased 12.3%.

Commenting on today’s results announcement, Bruce Thorn, President and CEO of Big Lots stated, “We are pleased to have delivered the quarter in line with our guidance, and to have sustained double-digit two-year comps despite
supply chain challenges and the expiration of stimulus benefits. Our absolute focus coming into Q4 has been to position ourselves appropriately with inventory and deliver an excellent Holiday for our customers, and our fourth quarter
is off to a strong start with November comps up 10% on a two-year basis, including record Thanksgiving and Black Friday week sales. Supply chain challenges will continue in the near-term, but we are aggressively managing through
them by partnering closely with our manufacturing and transportation partners, strategically prioritizing receipts, creating new capacity with our forward distribution centers and DC by-pass program, and ensuring we are competitive in
recruiting and retaining DC associates. In addition, we have taken pricing actions and will continue to do so in response to volatile supply chain costs, while continuing to deliver great value for our customers.

Looking forward, we expect to post a new record sales year in 2022, and we have ever-increasing confidence that our key growth drivers under Operation North Star – materially growing merchandise productivity, accelerating new
store growth, and continuing to ramp up our ecommerce capabilities – represent a huge white space opportunity for us. In addition, we expect to see gross margin expansion in 2022 driven by promotional and pricing optimization, the
deployment of new planning capabilities, and favorable mix effects. As we look towards closing out 2021 and

Investor Contact
ICR, Inc.

Tom Filandro, 646-277-1235
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beginning a new year, we are primed, pumped and laser focused on being the best destination home discount store.”

Commenting on today’s share repurchase authorization announcement, Bruce Thorn added, “Returning capital to shareholders is a key component of our long-term value creation model. We are pleased to have this new repurchase
authorization in place, alongside our continuing quarterly dividend, and that we can deliver capital return while continuing to invest in our high-return internal growth strategies.”

Inventory and Cash Management
Inventory ended the third quarter of fiscal 2021 at $1,277 million compared to $1,089 million for the same period last year. The 17% increase resulted from the lapping of atypically low inventory levels at the end of the third quarter of
fiscal 2020, planned inventory builds to support key growth categories, and elevated inventory costs.

The company ended the third quarter of fiscal 2021 with $71 million of Cash and Cash Equivalents and no Long-term Debt, compared to $548 million of Cash and Cash Equivalents and $39 million of Long-term Debt as of the end of
the third quarter of fiscal 2020.

Share Repurchase Authorization
On December 1, 2021, the company’s Board of Directors authorized a new repurchase of up to $250 million of the company’s outstanding common shares. The authorization may be utilized to repurchase shares in the open market
and/or in privately negotiated transactions at the company’s discretion, subject to market conditions and other factors. Pursuant to the authorization, shares may be repurchased commencing December 8, 2021, and the authorization is
open-ended.

During the third quarter, the company completed the $500 million share repurchase authorized by its Board of Directors on August 27, 2020, investing the remaining $97 million under the authorization to repurchase 2.0 million shares
at an average cost of $47.43. In total, the company repurchased approximately 9.3 million shares at an average cost of $53.49 under the August 2020 authorization.

Dividend
As also announced in a separate press release, on December 1, 2021, the Board of Directors declared a quarterly cash dividend of $0.30 per common share. This dividend payment of approximately $9 million will be payable on
December 29, 2021, to shareholders of record as of the close of business on December 15, 2021.

Company Outlook
For the fourth quarter of fiscal 2021 the company expects to report diluted earnings per share in the range of $2.05 to $2.20, based on a slightly positive comparable sales increase, which equates to a high single digit two-year
comparable sales increase. The company expects fourth quarter gross margin to be down approximately 150 basis points to last year, driven by freight headwinds. For the full year, the company expects a negative low single digit
decrease in comparable sales, equating to a double-digit positive comparable sales increase on a two year basis. The company expects a sales benefit of approximately 180 basis points for the fourth quarter as a result of net new store
openings. The impact of freight headwinds for the full year is expected to result in a 120 basis point decline in full year gross margin compared to last year. Reflecting the above, the company expects full year diluted earnings per share
in the range of $5.70 to $5.85. The foregoing guidance does not incorporate further potential share repurchases in the fiscal year.

Investor Contact
ICR, Inc.

Tom Filandro, 646-277-1235
Tom.Filandro@icrinc.com



Conference Call/Webcast
The company will host a conference call today at 8:00 a.m. to discuss the financial results for the third quarter of fiscal 2021. A webcast of the conference call is available through the Investor Relations section of the company’s website
http://www.biglots.com. An archive of the call will be available through the Investor Relations section of the company’s website after 12:00 p.m. today and will remain available through midnight on Friday, December 17, 2021. A
replay of this call will also be available beginning today at 12:00 p.m. through December 17 by dialing 877.660.6853 (Toll Free) or 201.612.7415 (Toll) and entering Replay Conference ID 13725023. All times are Eastern Time.

About Big Lots, Inc.
Headquartered in Columbus, Ohio, Big Lots, Inc. (NYSE: BIG) is a neighborhood discount retailer and a Fortune 500 company, operating 1,428 stores in 47 states, as well as a best-in-class ecommerce platform with expanded
capabilities via BOPIS, curbside pickup, Instacart and same day delivery. The company's product assortment is focused on home essentials: Furniture, Seasonal, Soft Home, Food, Consumables and Hard Home. Ranked #1 on Total
Retail’s 2020 Top 100 Omnichannel Retailers list and the recipient of Home Textiles Today’s 2021 Retail Titan Award, Big Lots’ mission is to help people Live BIG and Save Lots. The company strives to be the BIG difference for a
better life by delivering exceptional value to customers through the ultimate treasure hunt shopping experience, building a “best places to grow” culture, rewarding shareholders with consistent growth and top-tier returns, and doing
good in local communities. For more information about the company, visit biglots.com.

Cautionary Statement Concerning Forward-Looking Statements
Certain statements in this release are forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995, and such statements are intended to qualify for the protection of the safe harbor provided by
the Act. The words “anticipate,” “estimate,” “approximate,” “expect,” “objective,” “goal,” “project,” “intend,” “plan,” “believe,” “will,” “should,” “may,” “target,” “forecast,” “guidance,” “outlook” and similar expressions generally
identify forward-looking statements. Similarly, descriptions of objectives, strategies, plans, goals or targets are also forward-looking statements. Forward-looking statements relate to the expectations of management as to future
occurrences and trends, including statements expressing optimism or pessimism about future operating results or events and projected sales, earnings, capital expenditures and business strategy. Forward-looking statements are based
upon a number of assumptions concerning future conditions that may ultimately prove to be inaccurate. Forward-looking statements are and will be based upon management’s then-current views and assumptions regarding future events
and operating performance and are applicable only as of the dates of such statements. Although the company believes the expectations expressed in forward-looking statements are based on reasonable assumptions within the bounds of
knowledge, forward-looking statements, by their nature, involve risks, uncertainties and other factors, any one or a combination of which could materially affect business, financial condition, results of operations or liquidity.

Forward-looking statements that the company makes herein and in other reports and releases are not guarantees of future performance and actual results may differ materially from those discussed in such forward-looking statements as
a result of various factors, including, but not limited to, developments related to the COVID-19 coronavirus pandemic, current economic and credit conditions, the cost of goods, the inability to successfully execute strategic initiatives,
competitive pressures, economic pressures on customers and the company, the
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availability of brand name closeout merchandise, trade restrictions, freight costs, the risks discussed in the Risk Factors section of the company’s most recent Annual Report on Form 10-K, and other factors discussed from time to time
in other filings with the SEC, including Quarterly Reports on Form 10-Q and Current Reports on Form 8-K. This release should be read in conjunction with such filings, and you should consider all of these risks, uncertainties and other
factors carefully in evaluating forward-looking statements.

You are cautioned not to place undue reliance on forward-looking statements, which speak only as of the date thereof. The company undertakes no obligation to publicly update forward-looking statements, whether as a result of new
information, future events or otherwise. You are advised, however, to consult any further disclosures the company makes on related subjects in public announcements and SEC filings.
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BIG LOTS, INC. AND SUBSIDIARIES
CONDENSED CONSOLIDATED BALANCE SHEETS

(In thousands)

OCTOBER 30 OCTOBER 31
2021 2020

(Unaudited) (Unaudited)

ASSETS

Current assets:
Cash and cash equivalents $70,596 $547,831 
Inventories 1,277,225 1,089,068 
Other current assets 148,959 84,814 

   Total current assets 1,496,780 1,721,713 

Operating lease right-of-use assets 1,745,291 1,679,054 

Property and equipment - net 738,673 721,668 

Deferred income taxes 16,055 15,428 
Other assets 35,524 66,533 

$4,032,323 $4,204,396 

LIABILITIES AND SHAREHOLDERS' EQUITY

Current liabilities:
Accounts payable $605,336 $569,434 
Current operating lease liabilities 235,473 215,027 
Property, payroll and other taxes 104,806 99,399 
Accrued operating expenses 123,304 142,162 
Insurance reserves 35,616 34,094 
Accrued salaries and wages 74,648 40,049 
Income taxes payable 508 52,813 

   Total current liabilities 1,179,691 1,152,978 

Long-term debt 0 39,434 

Noncurrent operating lease liabilities 1,579,209 1,491,571 
Deferred income taxes 8,504 9,303 
Insurance reserves 58,330 55,089 
Unrecognized tax benefits 10,415 10,073 
Other liabilities 146,334 189,646 

Shareholders' equity 1,049,840 1,256,302 
$4,032,323 $4,204,396 



BIG LOTS, INC. AND SUBSIDIARIES

CONDENSED CONSOLIDATED STATEMENTS OF OPERATIONS

(In thousands, except per share data)

13 WEEKS ENDED 13 WEEKS ENDED

OCTOBER 30, 2021 OCTOBER 31, 2020
% %

(Unaudited) (Unaudited)

Net sales $1,335,646 100.0 $1,377,925 100.0 

Gross margin 519,181 38.9 557,893 40.5 

Selling and administrative expenses 487,378 36.5 482,307 35.0 

Depreciation expense 35,930 2.7 33,086 2.4 

Operating (loss) profit (4,127) (0.3) 42,500 3.1 

Interest expense (2,284) (0.2) (2,586) (0.2)

Other income (expense) 285 0.0 (484) (0.0)

(Loss) income before income taxes (6,126) (0.5) 39,430 2.9 

Income tax (benefit) expense (1,796) (0.1) 9,520 0.7 

Net (loss) income ($4,330) (0.3) $29,910 2.2 

Earnings (loss) per common share

Basic ($0.14) $0.79 

Diluted ($0.14) $0.76 

Weighted average common shares outstanding

Basic 31,679 38,054 

Dilutive effect of share-based awards — 1,137 

Diluted 31,679 39,191 

Cash dividends declared per common share $0.30 $0.30 



BIG LOTS, INC. AND SUBSIDIARIES

CONDENSED CONSOLIDATED STATEMENTS OF OPERATIONS

(In thousands, except per share data)

39 WEEKS ENDED 39 WEEKS ENDED

OCTOBER 30, 2021 OCTOBER 31, 2020
% %

(Unaudited) (Unaudited)

Net sales $4,418,582 100.0 $4,461,271 100.0 

Gross margin 1,750,925 39.6 1,812,213 40.6 

Selling and administrative expenses 1,473,454 33.3 1,444,938 32.4 

Depreciation expense 105,196 2.4 104,750 2.3 

Gain on sale of distribution centers 0 0.0 (463,053) (10.4)

Operating profit 172,275 3.9 725,578 16.3 

Interest expense (7,148) (0.2) (8,456) (0.2)

Other income (expense) 1,112 0.0 (2,444) (0.1)

Income before income taxes 166,239 3.8 714,678 16.0 

Income tax expense 38,299 0.9 183,473 4.1 

Net income $127,940 2.9 $531,205 11.9 

Earnings per common share

Basic $3.80 $13.69 

Diluted $3.73 $13.46 

Weighted average common shares outstanding

Basic 33,677 38,807 

Dilutive effect of share-based awards 617 659 

Diluted 34,294 39,466 

Cash dividends declared per common share $0.90 $0.90 



BIG LOTS, INC. AND SUBSIDIARIES

CONDENSED CONSOLIDATED STATEMENTS OF CASH FLOWS

(In thousands)

13 WEEKS ENDED 13 WEEKS ENDED

OCTOBER 30, 2021 OCTOBER 31, 2020

 (Unaudited)  (Unaudited)

  Net cash used in operating activities ($66,452) ($200,974)

  Net cash used in investing activities (45,459) (32,377)

  Net cash used in financing activities (110,815) (117,378)

Decrease in cash and cash equivalents (222,726) (350,729)

Cash and cash equivalents:

  Beginning of period 293,322 898,560 

  End of period $70,596 $547,831 



BIG LOTS, INC. AND SUBSIDIARIES

CONDENSED CONSOLIDATED STATEMENTS OF CASH FLOWS

(In thousands)

39 WEEKS ENDED 39 WEEKS ENDED

OCTOBER 30, 2021 OCTOBER 31, 2020

 (Unaudited)  (Unaudited)

  Net cash provided by operating activities $75,706 $267,410 

  Net cash (used in) provided by investing activities (122,545) 485,209 

  Net cash used in financing activities (442,121) (257,509)

(Decrease) increase in cash and cash equivalents (488,960) 495,110 

Cash and cash equivalents:

  Beginning of period 559,556 52,721 

  End of period $70,596 $547,831 



BIG LOTS, INC. AND SUBSIDIARIES
RECONCILIATION OF NON-GAAP FINANCIAL MEASURES

(In thousands, except per share data)
(Unaudited)

The following tables reconcile: selling and administrative expenses, selling and administrative expense rate, gain on sale of distribution centers, gain on sale of distribution centers rate, operating profit, operating profit rate, income tax expense, effective income
tax rate, net income, and diluted earnings per share for the year-to-date 2020 and the full year 2020 (GAAP financial measures) to adjusted selling and administrative expenses, adjusted selling and administrative expense rate, adjusted gain on sale of distribution
centers, adjusted gain on sale of distribution centers rate, adjusted operating profit, adjusted operating profit rate, adjusted income tax expense, adjusted effective income tax rate, adjusted net income, and adjusted diluted earnings per share (non-GAAP financial
measures).

Year-to-date 2020 - Thirty-nine weeks ended October 31, 2020

As Reported
Adjustment to exclude gain on sale of

distribution centers and related expenses  As Adjusted (non-GAAP)
 Selling and administrative expenses $ 1,444,938 $ (3,956) $ 1,440,982 
 Selling and administrative expense rate 32.4 % (0.1 %) 32.3 %
 Gain on sale of distribution centers (463,053) 463,053 — 
 Gain on sale of distribution centers rate (10.4 %) 10.4 % — 
 Operating profit 725,578 (459,097) 266,481 
 Operating profit rate 16.3 % (10.3 %) 6.0 %
 Income tax expense 183,473 (117,194) 66,279 
 Effective income tax rate 25.7 % 0.3 % 25.9 %
 Net income 531,205 (341,903) 189,302 
 Diluted earnings per share $ 13.46 $ (8.66) $ 4.80 

The above adjusted selling and administrative expenses, adjusted selling and administrative expense rate, adjusted gain on sale of distribution centers, adjusted gain on sale of distribution centers rate, adjusted operating profit, adjusted operating profit rate,
adjusted income tax expense, adjusted effective income tax rate, adjusted net income, and adjusted diluted earnings per share are “non-GAAP financial measures” as that term is defined by Rule 101 of Regulation G (17 CFR Part 244) and Item 10 of Regulation
S-K (17 CFR Part 229). These non-GAAP financial measures exclude from the most directly comparable financial measures calculated and presented in accordance with accounting principles generally accepted in the United States of America (“GAAP”) a gain
resulting from the sale of our Columbus, OH; Durant, OK; Montgomery, AL; and Tremont, PA distribution centers and the related expenses of $459,097 ($341,903, net of tax).



Full Year 2020 - Fifty-two weeks ended January 30, 2021

As Reported
Adjustment to exclude gain on sale of

distribution centers and related expenses  As Adjusted (non-GAAP)
 Selling and administrative expenses $ 2,497,386 $ (3,956) $ 2,493,430 
 Selling and administrative expense rate 40.3 % (0.1 %) 40.2 %
 Gain on sale of distribution centers (463,053) 463,053 — 
 Gain on sale of distribution centers rate (7.5 %) 7.5 % — 
 Operating profit 856,548 (459,097) 397,451 
 Operating profit rate 13.8 % (7.4 %) 6.4 %
 Income tax expense 215,415 (117,194) 98,221 
 Effective income tax rate 25.5 % (0.0 %) 25.5 %
 Net income 629,191 (341,903) 287,288 
 Diluted earnings per share $ 16.11 $ (8.75) $ 7.35 

The above adjusted selling and administrative expenses, adjusted selling and administrative expense rate, adjusted gain on sale of distribution centers, adjusted gain on sale of distribution centers rate, adjusted operating profit, adjusted operating profit rate,
adjusted income tax expense, adjusted effective income tax rate, adjusted net income, and adjusted diluted earnings per share are “non-GAAP financial measures” as that term is defined by Rule 101 of Regulation G (17 CFR Part 244) and Item 10 of Regulation
S-K (17 CFR Part 229). These non-GAAP financial measures exclude from the most directly comparable financial measures calculated and presented in accordance with GAAP a gain resulting from the sale of our Columbus, OH; Durant, OK; Montgomery, AL;
and Tremont, PA distribution centers and the related expenses of $459,097 ($341,903, net of tax).

Our management believes that the disclosure of these non-GAAP financial measures provides useful information to investors because the non-GAAP financial measures present an alternative and more relevant method for measuring our operating performance,
excluding special items included in the most directly comparable GAAP financial measures, that management believes is more indicative of our on-going operating results and financial condition. Our management uses these non-GAAP financial measures,
along with the most directly comparable GAAP financial measures, in evaluating our operating performance.



Exhibit 99.2
Big Lots

Third Quarter 2021 Edited Earnings Call Transcript
December 3, 2021

Presenters
Bruce Thorn - CEO
Jonathan Ramsden - EVP, CFO, CAO

Q&A Participants
Spencer Hanus - Wolfe Research
Joe Feldman – Telsey Advisory Group
Jason Haas – Bank of America
Brad Thomas – KeyBanc
Zeyn Burak – Barclays
Robert Friedner – Piper Sandler

Operator
Ladies and gentlemen, good morning and welcome to the Big Lots Third Quarter Conference Call. Currently, all lines are in a listen-only mode. A question and answer session will follow the prepared remarks. If you require operator assistance, please press star-
zero on your telephone keypad. As a reminder, this conference is being recorded.

On the call today are Bruce Thorn, President and CEO, and Jonathan Ramsden, Executive Vice President, Chief Financial and Administrative Officer.

Before starting today's call, the company would like to remind you that any forward-looking statements made on the call involve risk and uncertainties that are subject to the company's safe harbor provisions as stated in company's press release and SEC filings,
and that actual results can differ materially from those described in the forward-looking statements. The company would like to also point out that, where applicable, commentary today is focused on adjusted non-GAAP results. Reconciliations of GAAP to non-
GAAP adjusted results are available in today's press release.

The company's third quarter earnings release and related financial information are available at Biglots.com/corporate/investor relations [Biglots.com/corporate/investors]. Also available on the website is an investor presentation highlighting key themes from this
call.

I will now turn the call over to Bruce Thorn, President and CEO of Big Lots. Mr. Thorn, please go ahead.
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Bruce Thorn
Good morning everyone and thank you for joining us. Jonathan and I will briefly cover our Q3 performance and Q4 outlook this morning, but I want to spend most of our time talking about the huge opportunities we see ahead for the Big Lots business in ‘22
and beyond. Simply put, we have growing confidence that our strategies across merchandising productivity, real estate growth, and ecommerce put us at a transformational moment for the company. We see a clear path to growing our business by several billion
dollars over the coming years. Our Board of Directors echoes this confidence and yesterday authorized an incremental $250 million share repurchase program, underscoring our collective belief in Big Lots’ positive growth story and our continued commitment
to returning value to our shareholders.

Turning now to our third quarter, we were pleased to deliver results in line with guidance, despite incremental supply chain disruptions compared to our beginning of quarter view. As ever, this was only made possible by the unstinting efforts of our 35,000 plus
associates and I want to start by thanking them all for giving their Big every day!

In discussing our results and outlook, we will continue to reference comparisons to 2019 as generally being the most relevant, given the abnormal impacts of Covid 19 on our business in 2020.

On a two-year basis, Q3 comparable sales increased 12%, while declining 5% to 2020. Total sales increased over 14% versus 2019, with 210 basis points of favorability from our net new and relocated stores. The two-year growth in sales reflects the strength
and resonance of our Operation North Star strategies, as stimulus has faded as a factor in our results.

Our loss per share of $0.14 was within our guidance range, and while we were subject to the continuing macro pressures of which I am certain you are all aware, including supply chain disruption, inflation, and labor constraints, we were able to contain these for
the quarter.

Sales for the quarter benefited from growth in basket, driven by AUR expansion across each category and positive mix effects as we penetrated deeper into Furniture and Seasonal. We saw strong positive two-year comps in Furniture, Seasonal, Soft Home, Hard
Home, and Apparel, Electronics and Other. As expected, Consumables experienced single digit two-year growth and Food was down mid-single digits, due largely to a strategic reduction in square footage in conjunction with our pantry optimization reset last
Fall.
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Furniture delivered another very strong quarter with two-year comps up low double digits. Seasonal, though, was the quarter highlight with comps over 30% on a two-year basis, with Lawn and Garden, and Halloween and Harvest all doing very well. We feel
very good about the 4th quarter and, even with some delayed receipts, we anticipate high sell through of our Holiday merchandise that will translate to a strong Seasonal comp for the Quarter.

Turning to marketing, we are thrilled with the continued rollout of our “Be a BIGionaire” brand campaign that started in Spring. As a reminder, this campaign is grounded in extensive consumer insights around why customers love to shop us. She sees us as the
‘home of the hunt’ – for exceptional bargains and surprising treasures.

As we turn to the fourth quarter for our Holiday BIGionaire campaign featuring Eric Stonestreet and Molly Shannon, we are receiving excellent feedback that the ads are attention-grabbing, likeable, and driving intention to shop. You can look forward to great
things from this campaign, featuring not only super-stars but more importantly unique gifts and décor and always incredible value. The campaign, coupled with our Rewards program, is resonating.

Rewards active members were up over 9 percent versus Q3 last year, now with 22.1 million members, still boasting a 5-year CAGR of 10 percent. In Q3, Rewards members accounted for 64% of transactions and 76% of sales, both up 400bps to same quarter
last year.

Before turning to our discussion of our strategic opportunities, I would like to provide a few brief comments on Q4.

First and foremost, our absolute focus for Q4 has been to position ourselves appropriately with inventory to drive sales and deliver an excellent Holiday for our customers, and the quarter has started off strongly, with positive 10% two-year comps for fiscal
November. Last week, we had the best Thanksgiving and Black Friday week in the company’s history.

While manufacturing and supply chain pressures will impact both our top and bottom lines in Q4, we are aggressively managing through them as we continue to grow the business. This includes partnering closely with our manufacturing and transportation
partners, strategically prioritizing receipts, creating new capacity with our forward distribution centers and our DC by-pass program, and ensuring we are competitive in recruiting and retaining DC associates. In addition, we have taken pricing actions and will
continue to do so in response to volatile supply chain costs, while continuing to deliver great value for our customers.
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And we have line of sight to ending the fourth quarter with a strong inventory position to meet spring demand and deliver strong Q1 sales – and we know that we left sales on the table in each of the past two years.

Looking a bit further out, it is too soon to give specific guidance for 2022 as a whole. But while we will face a big hurdle with the lapping of stimulus in Q1 and Q2 of this year – which we estimate was worth about 5 points of comp on a full-year basis - and will
result in negative comps in Q1 of ‘22 - we expect to deliver overall sales growth in ‘22, on top of two years that greatly exceeded any prior sales level we achieved as a company.

That growth, in ‘22 and beyond, will be achieved through the three key Operation North Star drivers we have referenced on prior calls; specifically:

• Growth in same-store sales driven by our many successful merchandising initiatives
• Accelerated Growth in our store footprint
• And growth driven by our rapidly scaling ecommerce and omnichannel operations

I would like to take a moment on each of these to talk about the opportunity we see ahead of us.

Strategically building our merchandise assortment to maximize productivity will be a key driver of our growth in the coming year and beyond. This will be driven by discrete in-store programs, new tools, and by leveraging our rapidly growing owned brands.

Starting with our next generation furniture sales team, this initiative is rolling out presently and is making a strong, positive sales and margin impact, driving close to a 15% lift to the furniture business in stores where it has rolled out. This program is currently in
100 stores and will initially scale to around 500 stores in ‘22 driving at least a point of comp on an annualized basis for the entire company.

Turning to Seasonal, Big Lots has been known for winning at Holiday, and in Lawn & Garden in the Spring and Summer with our outdoor seasonal patio sets, gazebos and pools. However, we have a major white space opportunity for elevating our Seasonal
assortment, increasing our newness and transitioning between seasonal moments with greater efficiency and effectiveness. We will show up BIG for not just Holiday, but for Valentine’s Day, St. Patricks’ Day, Fourth of July, and other seasonally relevant
moments, winning the seasons throughout the year.
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Additionally, as I will discuss in more detail shortly, Furniture and Seasonal volume will both be supported by the expanded DC network capacity that we are developing to more efficiently flow bulky merchandise to our stores.

Moving to our owned brands, in particular Broyhill and Real Living, we see major upside both within furniture and beyond. Most importantly, we have proven that they resonate well with our customer. Broyhill and Real Living each have potential to achieve $1
billion in annual sales across all home categories, and are well on their way towards that, both north of half a billion in sales on a year to date basis through Q3.

Broyhill accounted for over $160 million in Q3 sales, up close to 50% over the same quarter in 2020. Approximately 40% of sales came through home décor, Seasonal and hardlines. Similarly, Real Living continues on its strong trajectory almost doubling
versus Q3 of last year and delivering over $60 million of growth during the quarter across multiple product categories.

As we referenced last quarter, our increased investment in Apparel has helped us bring in new customers and is well on its way to making apparel a significant category for us. As the first graduate category from The Lot, we have built Apparel in a scrappy way
to be over a $200 million program this year with a clear opportunity for more than doubling sales in the years to come. Customers are giving us credit for our expanded offering as we better organize our offering in store around casual loungewear. Additionally,
while we will not become an apparel store, we have recruited seasoned leadership to bring focus to this productivity-enhancing opportunity.

Additional space productivity enhancements have been made through our Lot and Queue line strategies. These two strategies, now in over 1,300 stores, have maintained their accretive sales impact and we plan to complete our rollout in ‘22. In addition to these
strategies, new initiatives, such as Lots Under $5 offering represent a further opportunity to drive higher productivity. The Lots under $5, which will roll out in the middle of 2022, will create a value destination for our customers anchored on surprise and delight
treasure hunt products priced at $1, $3 and $5. The assortment will be seasonally relevant and have impulse items to create excitement for newness as she increases visit frequency. This is just an example of the ongoing category innovation that will be an
integral part of our business going forward.

Supported by new tools and processes, and an outstanding team, we are confident that our merchandise-related strategies will deliver tremendous growth in productivity.
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On our last few calls, we have discussed our whitespace opportunity for net new stores. In 2021, we are reversing the historical trend of relatively stagnant store count and will increase our net store count by over 20 stores. In 2022, we expect that figure to be
over 50.

While sales volumes will range depending on square footage and market demographics, we expect at least $120 million of annualized impact from next year’s net new stores, and that they will deliver four-wall EBITDA margins of 10% or greater.

Turning to ecommerce, our year-to-date sales growth is around 300% versus 2019 and we have a clear line of sight to ecommerce becoming a billion dollar business over the next few years. Our approach to date has been to replicate the friendliness of our in-
store interactions online by removing friction points and allowing our customer to purchase where she wants, how she wants, with what tender she wishes, and to have that product fulfilled through the channel that she prefers. Since the initial rollout of BOPIS
in 2019, we now provide curbside pickup, ship from store capabilities, and same day delivery via Instacart and PickUp. To support Holiday, we increased the number of stores providing ship-from-store fulfillment to 65. We continue to see over 60% of our
demand fulfilled through these new capabilities.

Additionally, joining our lineup of Apple and Google Pay, we expanded our mobile wallet capabilities this past quarter with both Paypal and Paypal Pay-in-4, our first Buy Now Pay Later solution. In the coming year, we expect to unveil further capabilities and
additional buy-now-pay-later choices. Mobile Payment now represents 35% of our total online transactions.

As I mentioned, even though our ecommerce channel has grown from close to nothing in 2017 to well-over $350 million expected in 2021, huge opportunity remains to further upgrade user experience and drive conversion, where we have already made great
strides. Enhanced user search and checkout experience, enhanced inventory visibility and access, further extending our aisle, and accelerating supplier direct fulfillment will all fuel this growth.

Perhaps more importantly, over the past few years we have worked to expand our online choices to better reflect our in-store assortment selections. What was less than 20% of our assortment a few years ago is now approximately two thirds of our over 30,000
choices!

I would now like to pivot to some of the key enablers of our future success.
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Earlier this year and specifically during last quarter’s call, we discussed our need to invest in our supply chain through the rollout of our forward bulk product and furniture distribution centers, or FDCs, and our transportation management system.

Our legacy distribution center network was designed for a $5 billion pick & pack, brick & mortar business model. As we have grown substantially over the past two years, leaned further into bulk furniture and seasonal businesses and significantly grown our
ecommerce business, we have outgrown our capacity. We are addressing this by distorting processing and logistics for bulk goods out of our 5 legacy distribution centers into our new FDC network, enabling us to better leverage the capacity of our original
regional DCs that were designed for carton flow. In addition, our Transportation Management System that launched last year and completed rollout this year will optimize how our more complex and higher capacity network functions.

In 2022 we plan to launch two additional FDCs, further relieving pressure on regional DCs and enhancing our ability to process bulk product. Additionally, through our strong relationships we have the ability to open “pop-up” bypass DCs to further assist
regional DCs in handling seasonal receipt peaks. Finally, in 2022, we will begin work on our centralized repack facility at our Columbus distribution center to handle individual unit pick products, further enhancing our regional distribution center throughput.

As we optimize our store footprint and enhance inventory availability, we need to ensure consistent customer experience across our stores. Another key enabler, as we referenced on the prior quarter’s call, is our Project Refresh program to upgrade
approximately 800 stores, which were not included in the 2017 to 2020 Store of the Future program. Completing this project will create a more consistent consumer experience, while better representing the Big Lots brand, and will harmonize internal processes
as we are currently catering to too many differently formatted or conditioned stores. At an average cost of a little over $100,000 per store, far below our Store of the Future conversions, these stores are getting new exterior signage, interior repainting and floor
repair, a new vestibule experience, remodeled bathrooms and interior wall graphics. Project Refresh is under way, with around 50 stores being completed in the fourth quarter, and we are in the process of finalizing our plans for a more extensive rollout in 2022.

To summarize, I am greatly enthused about not just where we can be in a few years, but in what we are achieving every day to make that reality occur. Our growth drivers, led by an ambitious, driven and highly talented team, will continue to materially scale our
business in the coming years. Our mission at Big Lots is to help her Live Big and Save Lots and we’ll do that by
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being her best destination home discount store, chock-full of exceptional value, and surprising and fun products, all wrapped in a delightful and easy shopping experience.

As I turn the discussion over to Jonathan, I do wish all of you a wonderful and meaningful holiday season. Be safe, stay healthy, and stop into your local Big Lots for your gifts, decorations, special treats and supplies!

Jonathan?

Jonathan Ramsden

Thank you, Bruce and good morning everyone.

As Bruce referenced, our third quarter performance was in line with our guidance. To have sustained double-digit two-year comps despite supply chain challenges and the expiration of stimulus benefits, reflects a tremendous effort across our entire team, and I
would like to thank every single one of them for what they bring to Big Lots every day.

A summary of our financial results for the third quarter can be found on page 8 of our investor presentation.

Net sales for the quarter were $1.336 billion, a 3.1% decrease compared to $1.378 billion a year ago, but up 14.4% to the third quarter of 2019. The decline vs 2020 was driven by a comparable sales decrease of 4.7%, in line with our negative mid-single digit
comp guidance. Two-year comps were 12.3%, and were strongest in August, but remained healthy throughout the quarter, driven by basket size.

Our third quarter net loss was $4.3 million, compared to $29.9 million of net income in Q3 of 2020, and a loss of $7.0 million in 2019. EPS for the quarter was a loss of 14 cents, in the middle of our guidance range. As a reminder, we reported diluted EPS of
$0.76 last year. Supply chain impacts across gross margin and SG&A accounted for around 60 cents of the year-over-year reduction in EPS.

The gross margin rate for Q3 was 38.9%, down 160 basis points from last year’s third quarter rate and 80 basis points below 2019, slightly outperforming our guidance. The 38.9% rate reflects the freight headwinds that we have discussed, partially offset by
pricing increases.
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Total expenses for the quarter, including depreciation, were $523 million, up from $515 million last year. This was also in line with our expectations coming into the quarter, and driven by incremental expense investments in labor and in our forward distribution
centers. While expenses deleveraged versus last year, they leveraged 90 basis points to Q3 2019, driven primarily by efficiencies in store expenses, partially offset by supply chain expense, including the costs of our new Forward Distribution Centers, and
expense from the June 2020 sale and leaseback of our Regional DCs.

Operating margin for the quarter was a loss of 0.3%, compared to a profit of 3.1% in 2020 and a loss of 0.4% in 2019.

Interest expense for the quarter was $2.3 million, down from $2.5 million in the third quarter last year and down from $5.4 million in Q3 2019. In September, we announced the successful amendment and extension of our unsecured revolving credit facility. The
amendment provides more favorable pricing and covenants. With this new facility, we anticipate saving a minimum of $850,000 in interest and fees on an annualized basis, and substantially more if we draw on the revolver.

The income tax rate in the third quarter was a benefit of 29.3% compared to last year’s expense rate of 24.1%, with the rate change primarily driven by the impact of the disallowed deduction for executive compensation, and the favorable impact of a discrete
item in the prior year. On a full year basis, we expect our tax rate to be slightly favorable to 2020.

Total ending inventory was up 17% to last year at $1.277 billion and up 14% to 2019, somewhat ahead of our beginning of quarter guidance. The increase versus prior years was a purposeful heavy-up of inventory to support Holiday, to right-set furniture depth,
and to support incremental inventory for The Lot and Apparel. The increase versus guidance reflects our successful efforts to get more inventory receipts into the supply chain ahead of Holiday, as well as increased unit costs due to inbound freight.

During the third quarter, we opened 9 new stores and closed 3 stores. We ended Q3 with 1,424 stores and total selling square footage of 32.5 million.

Capital expenditures for the quarter were $46 million, compared to $34 million last year. Depreciation expense in the third quarter was $35.9 million, up $3 million to the same period last year.
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We ended the third quarter with $70.6 million of Cash and Cash Equivalents, and no long-term debt. As a reminder, at the end of Q3 2020, we had $548 million of Cash and Cash Equivalents, and $39 million of long-term debt. The year over year reduction in
cash levels reflects our deployment of proceeds from the sale and leaseback of our distribution centers towards share repurchases, and the payment of taxes on the gain on the sale and leaseback.

We repurchased 2 million shares during the quarter for $97 million at an average cost per share of $47.43, completing our August 2020 $500 million authorization. Under that authorization, we have repurchased 9.35 million shares in total, at an average cost of
$53.49 per share, including commission.

We announced today that our Board of Directors has approved a new share repurchase authorization, providing for the repurchase of up to $250 million of our common shares. The authorization is effective December 8  and is open-ended. Also, our Board of
Directors declared a quarterly cash dividend for the third quarter of fiscal 2021, of $0.30 per common share. This dividend is payable on December 29, 2021 to shareholders of record as of the close of business on December 15, 2021. As Bruce commented
earlier, we see ongoing capital return as a key component of long-term shareholder value creation.

Turning to guidance, key highlights can be found on pages 18 and 19 of our investor presentation. For the fourth quarter, we expect diluted earnings per share in the range of $2.05 to $2.20, compared to $2.59 of earnings per diluted share for the fourth quarter of
2020 and $2.39 in Q4 2019. For the full year, we now expect diluted earnings per share in the range of $5.70 to $5.85. The 20-cent reduction from our prior guidance range is entirely accounted for by additional supply chain SG&A expense, which I will come
back to in a moment. The guidance does not incorporate any share repurchases we may complete in the quarter.

The fourth quarter guidance is based on slightly positive comparable sales, better than what we previously expected due to stronger underlying trends and improved inventory availability. In addition, Q4 sales will see a benefit of approximately 180 bps from net
new and relocated stores. On a two-year basis, we expect comps to be up high single digits.

For the full year, we expect a negative, low single digit comp versus 2020 which will, again, equate to double-digit comps on a two-year basis.

We expect the fourth quarter gross margin rate to be down around 150 basis points to last year and also Q4 2019. This is somewhat more erosion than estimated in our prior guidance, impacted by higher freight as we have successfully worked to move inventory
through the

th
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supply chain to drive sales. For the full year, we expect gross margin rate to be down approximately 70 basis points versus 2019, and approximately 120 basis points versus 2020. At this point, we are not counting on an early abatement of freight pressures, but
we do expect this over time. In the meantime, without factoring in any freight-driven tailwind, we expect to see 2022 margin improvement, driven by taking additional price increases where appropriate, and reflecting a benefit from new pricing and promotion
capabilities, as well as from the deployment of new planning tools.

We expect Q4 expense dollars to be up by a mid-single digit percentage to last year, driven by incremental expense investments in store and DC labor, our forward distribution centers, and depreciation expense. Relative to our prior full year guidance, fourth
quarter distribution and transportation expenses have increased by around $14 million. This includes $4 million related to additional receipt volume during the quarter, in addition to the $6 million we called out on our last earnings call. It further includes $4
million of higher initial costs related to our new FDCs, $2 million related to fuel and domestic carrier rates, and $2 million related to additional actions we have taken on DC labor rates. We expect most of these expenses to be transitory or timing-related.

For the full year, SG&A expense dollars will be up around 3% to 2020, driven by the full year impact of the sale and leaseback of our distribution centers, additional supply chain expenses including investments in our new FDCs, other strategic investments, and
higher equity compensation expense.

We now expect inventory to end Q4 up approximately 20% to 2019. This reflects strong progress in rebuilding our inventories to support Spring sales and, as noted above, will result in some additional receipt processing expense in Q4. As a reminder, we began
both 2020 and 2021 with depleted inventories. In addition, we have intentionally pulled forward Seasonal inventory receipts.

We now expect 2021 capital expenditures to be between $170 and $180 million, including around 55 store openings, of which around 20 will be relocations. The reduction from prior quarter’s guidance is driven by timing shifts, including the move of our new
centralized repack spend out of 2021. Our capital projection includes approximately 50 Project Refresh stores in 2021.

On a net basis, we expect total store count to grow by about 20 stores in 2021. We expect to further accelerate store count in 2022 and beyond.
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As Bruce described, we are increasingly confident in our long-term topline opportunity, and we expect to achieve a record new sales year in 2022, driven by our net new store openings. In addition, as a noted a moment ago, we expect to turn the corner on gross
margin rate in 2022. We will have some additional growth-related expenses in 2022 related to new stores, our FDC rollout, and other strategic investments, and we will also face inflationary wage and other pressures. To help fund these investments, we will
maintain our focus on achieving structural reductions in our expenses, building on the excellent progress we have already made under Operation North Star. We are excited by the opportunities ahead of us in 2022 and beyond, and we look forward to providing
more color on this as we enter 2022.

I’ll now turn the call back over to our Moderator so that we can begin to address your questions. Thank you.

Operator
Thank you. We’ll now be conducting your question and answer session. If you'd like to be placed into the question queue, please press “*” “1” on your telephone keypad. A confirmation tone will indicate your lines in the question queue. You may press “*” “2”
if you'd like to remove your question from the queue. For participants using speaker equipment, it might be necessary to pick up your handset before pressing “*” “1.” Once again, to be placed into the question queue, press “*” “1” at this time. One moment
please while we poll for questions. Our first question today is coming from Greg Badishkanian with Wolf Research. Your line is now live.

Spencer Hanus
Good morning. This is Spencer Hanus on for Greg. Can you guys talk a little bit more about the supply chain challenges you're seeing and if there was any improvement in the fourth quarter? Because it looks like your inventory per store ticked up at least in 3Q.
And then, how are you thinking about the cadence of sales and 4Q? Are we seeing a repeat of last year where consumers shopped a lot earlier to try to get ahead of any supply chain issues?

Bruce Thorn
Hi, Spencer. This is Bruce. I'll start off and Jonathan can add a little bit more. Asia's sourcing has been difficult for us and I think almost everyone trying to do business. In Q3, the factory lockouts were difficult and — and still through November, factories are
around 60% staffed, and so it's continuing to fourth quarter. We don't expect that factory capacity to get back to normal conditions until Q1, Q2 of 2022. And that's resulted obviously in heavy congestion at our domestic ports and higher freight costs as we fight
with everyone else for containers and ships.

But despite this congestion, and everything else, I think the team — the Big Lots team has done a very good job ensuring most of our holiday if not all, has gotten on ships in through the domestic ports and into our DCs and into stores. We've worked very hard
on mitigating the
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issues up front by prioritizing holiday, working on alternate ports and routing systems, buying available domestic product, great buyouts or close outs, if you will, examples and toys and furniture, we've stood up at a DC bypass network to quickly expedite
product from our domestic ports to our stores. And our two FDCs that we opened up in Pennsylvania and Georgia are also doing a great job helping us get the product through.

So we expect these delays to continue into Q1 and Q2. I think it's going to get — we believe it's going to get a little bit better in terms of the delays from four to six or eight weeks, two to three weeks. And we're planning accordingly. As you can tell with our
inventory buy up in fourth quarter, it puts us in a very strong position to start the new year in a big way.

In terms of customer trends, I'll tell you what she's out there revenge shopping. As we mentioned in their opening remarks, our fourth quarter is off to a very good start. The largest Thanksgiving and Black Friday week in our company history and 10%, to your
comps through November. The customer is healthy. We're seeing her shopping earlier. In fact, we — our research told us about 50% of Americans plan to shop earlier than Thanksgiving this year for the holiday season. And we're seeing all of that come true.

We also see the customer spending more online year over year and it's up about 10% from what our research tells us and we're seeing that as well. But definitely, this revenge shopping trend, you know, getting out there and making this the best holiday in the last
couple years is top of mind. We expect her spend to be up - in the research we've seen, up 25% in holiday season.

So we have done a nice job preparing our stores getting them in stock. Our store associates are just doing an incredible job, unloading the trucks, getting the dock to the shelf, and then engaging our customers better than ever before. Our net promoter score is at
an all-time high. We expect that it'll be elongated season as we have more product than we did last year, which will help us meet her needs all the way up to Christmas Day, whether it's online or in store pickup, and then beyond if she has some clearance product
that she’d like to buy up. So we're feeling good about how we're positioned.

Spencer Hanus
Got it. That's really helpful. And then as you guys shift towards — towards growing the store base again with 50 new stores, more than 50 new stores next year, could you just walk through some of the return metrics you're targeting? Maybe payback period,
sales volume and — and I think in the in the presentation deck, you talked about a 10% four wall EBITDA margin. How does that compare to the overall store base?

Jonathan Ramsden
Yeah, so Spencer, I'll jump in on that. So yeah, we're talking about 50 plus net new stores. So the gross openings will be a little bit higher than that. But that's the figure by which we expect to grow our net store count. Yeah, I mean, as we referenced in the script
and in the — in the
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presentation, we expect 10% or greater four-wall EBITDAs. That’s pretty close to where we are for the fleet as a whole. And then, the IRRs, as we approve new stores, we want them to be north of 20 Ideally, mid 20s for those stores. And then the payback
period varies a little bit depending on who's funding the buildout and so on.

But you know, we plan to give more color and all of that going forward because we recognize that as new stores become an ever more important part of the mix, we, you know, we want to make sure people really understand those economics. So we'll be sharing
more on that as we go forward.

Spencer Hanus
Great, thank you so much.

Bruce Thorn
Thanks, Spencer.

Operator
Our next question comes from Joe Feldman with Telsey Advisory Group. Your line is live.

Joe Feldman
Hey, guys. Thanks for taking the question. I wanted to ask, you — thank you for giving so much color on 2022. And of course, going to ask for more — more detail on it. But you made a quick comment, I think, in the presentation that first quarter, you probably
still going to see a slightly negative comp because of the stimulus comparison. So I guess my question is more around, do you think it's the story should, like, we'll see sales build through the year, or is it more — more like a tougher first half strong second half
recovery? Or how should we maybe think about the flow of the year?

Jonathan Ramsden
Yeah. Hey, Joe. I'll be happy to tell you that. So what we're saying is that for the full year of ‘21, stimulus gave us about a five comp point boost that we don't expect to repeat in 2022. So that's a full year metric. Most of that impact will be in Q1 and some in Q2.
So the hurdle we have to get over is, and you can see that in our two year comps from this year Q1 was plus 23, and then we went to plus 14, plus 12. So as we lap that plus 23 two year comp in Q1, that's going to be the most challenging comp for the year. And
then, you know, we expect the compares to get more favorable as we move through the year.

Joe Feldman
Got it. Thank you. And then, you know, I was kind of curious, you mentioned the strong Thanksgiving week. What — what was selling? What — presumably seasonal product, or is it just the fact that, you know, you guys, actually — when you buy furniture at
your store, you get the item on the floor. So you — you know, and I know furniture is so tight, so you actually have
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inventory to satisfy demand. So maybe you could just share a little more color about what was selling in the — in the latest week.

Bruce Thorn
Yeah, I’ll take that, Joe. Like I mentioned, the best Thanksgiving Week and Black Friday week that we've ever had. And as you mentioned, having the product made all the difference. And I think we just planned very well upfront to ensure we prioritize those
shipments all the way back from summertime to ensure that we have that product in stores. And it took a task force to do that, and we're really pleased with the result.

The other thing that you mentioned was seasonal. Our seasonal business was very strong. We leaned and bought up into the seasonal business. We ran short last year, and this year, we — we beefed that up. Jack and his team beef that up. And it's great product,
the product we have out there is probably the best product I've seen Big Lots carry, and I would put it up against anyone — anybody else's product. It's very, very good product. And she's eating it up.

I think the other thing is that, across the store, we had much better, you know, doorbuster deals if you will. For example, you know, we had a 50% closeout in toys that we — 50% off on closeout toys that we ran during Black Friday, which our customers just
loved. And we also had traffic driving 42 inch TVs for sale at $150. I was in the stores watching them just fly out the door along with baskets that were just full with all seasonal shopping carts — all seasonal products. So I think we just hit it right, and we're
learning to win holiday. And I think we're very pleased with our results.

Joe Feldman
Got it. Thanks, guys. Good luck with the quarter. Thank you.

Jonathan Ramsden
Thanks, Joe.

Bruce Thorn
Thanks, Joe.

Operator
Our next question comes from line of Jason Haas with Bank of America. Your line is now live.

Jason Haas
Hey, good morning, and thanks for taking my questions. So my first is on just the supply chain investments that you're making. I appreciate the — the good color there. I'm curious where should we look for the benefits of those. Is this more an efficient — like
an efficiency-type thing where we should see some cost savings from those, or is it more about getting better product availability so that there should be some sort of comp benefit associated? Or is it a mix of both? Just curious how that should impact financials.
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Jonathan Ramsden
Hey, Jason. Good morning. I'll try to unpack that a little bit for you. It's a combination, to your point. So you know, part of it is just we've had some immense stress on the system in 2021, you know, from the huge volume of receipts we were trying to bring in
and the labor costs and so on. So we've incurred some incremental expense related to that.

As — as we look forward, the — the sort of structural investment is in the FDCs. And while they do bring new additional expense, what we fully expect them to do is to support faster flow through to our stores, which should drive sales over time. And to some
degree, we're also just catching up with the fact that we had a supply chain that was built for a $5 billion plus business. And we're now clearly well above that and planning to go, you know, much further above that. So we need to catch up a little bit with some
of that investment. But there should be a payoff, in terms of those sales we will get by having a more efficient supply chain.

And certainly, as we lap 2021 we expect to be in a much better place. And one of the benefits we will have from what we're doing in Q4, bringing in receipts early will be to alleviate some of that pressure on the supply chain and distribution and logistics in
2022.

Jason Haas
Got it. That’s helpful. And then, as a follow up, I'm curious maybe for Jonathan, if you could talk about have you thinking about SG&A growth for next year.

Jonathan Ramsden
Yeah, it’s a little early for us to give specific guidance on that, Jason. You know, we do have some investments, including the FDCs that we just talked about. We're also going to be lapping, as we just referenced, some expenses that won't reoccur in 2022. We're
also continuing to go after structural expense opportunities. We think there's still significant opportunity there on top of what's already a very significant number we've taken out since 2019.

But we do have some incremental investments. We'd like to spend more on marketing. We're really thrilled by what we're seeing with the Be A BIGionaire campaign. And we'd like to invest more in that. So there's, as usual at this point in the cycle, there's
various things we're kind of, trading off and figuring out what we need to prioritize to both invest in the things that are going to be most critical to driving the business, but also making sure we're delivering a solid bottom line.

Jason Haas
Got it. Thank you for taking those questions.

Operator
Thank you. Our next question is from the line of Brad Thomas with KeyBanc. Your line is live.
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Brad Thomas
Hi, good morning. Thanks for taking my question. Bruce, I was hoping you could just touch a little bit more on the food and consumable strategy and how you're thinking about continuing to refine that — those categories as we move into 2022.

Bruce Thorn
Yeah. Good morning, Brad. Thank you. Food and consumables, as you know, last year we rolled out our pantry optimization program, which reduced the food section down to more snacks, treats, salty, sugary product, entertainment food, which fits more into
our home discount, casual leisure lifestyle type of offering. And so while we didn't see a positive two year comp and food this last quarter, what I'll tell you the reduced square footage is what caused that.

But we were very pleased with the productivity we saw on sales per square footage and that's up, you know, over the last two years so we're pleased with how that's performing. We're going to continue to refine that. We see opportunity to tighten up the
assortment. Jack is working with a team there to tighten up the assortment to go — to have more narrow focus on products and solutions for her food pantry entertaining and not have as much redundancy. A good penetration of big buyouts as well as in the
consumables area continue to improve the productivity there, reduce the redundancy, have a nice assortment that causes her to be able to fill her basket in terms of household needs.

We see the food and consumables business as an opportunity to improve both in pricing and assortment. And we see that as maybe not necessarily a destination trip for our customers. Our customers are more about having fun and losing themselves in our store
on a treasure hunt and bargain hunt, but more of a basket builder when they're in the store on those destination trips. And so making that easier with eclectic fun food and — and those basic needed consumables is where we see it.

We did see a positive two year comp in consumables we expect that through our pricing promotion, continued improvement in the assortment, and continued penetration and better deals and eclectic food that we’ll continue to see our progress in these categories.

Brad Thomas
That’s very helpful, Bruce. And Jonathan, if I could ask a quick housekeeping item. You know, you've obviously been buying back shares and — and I think this quarter, we don't see a fully diluted share count because the earnings came in negative. How are
you thinking about what the share count may be for the fourth quarter, just so we're all fine tuning our models properly?

Jonathan Ramsden
I will get a number. I don't have a right immediately to hand, Brad.

Brad Thomas
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Okay. Thanks so much, and good luck this holiday.

Bruce Thorn
Thanks, Brad.

Operator
Thank you. The next question comes from the line of Karen Short with Barclays. Your line is live.

Zeyn Burak
Hi. Good morning. This is Zeyn Burak on for Karen Short from Barclays. One on gross margin. Your gross margin outlook was previously expected to be down about 100 bps, and now that seems to have gotten a little worse. I think you said down 120 for the
full year, even though you now expect freight to be a full year headwind of 120 basis points versus 150 that you called out last quarter. Can you explain what's driving the incremental gross margin pressure as well as the improved freight outlook?

Jonathan Ramsden
Yeah. Hey, Zeyn. I'll be happy to, you know, jump in on that. So we very consciously, as you can see from what we reported earlier, made an effort to get more receipts into the supply chain and into our DCs and out to our stores for not just for Q4, but also to be
prepared for Q1. And you see that showing up in that ending inventory number at the end of Q4 going up significantly from what we thought. And we are thrilled about that. We're very happy with where we are and where we're positioned for Q4, but also
equally importantly, coming into the spring of 2022.

So that that's been a big focus. In order to do that, we had to take some incremental freight charges just to work that through. But we think that was a tradeoff well worth making. Then, further down the P&L as we talked about, we were incurring some
additional processing costs, which is natural when we're flowing more receipts in the quarter than we anticipated as some fairly, you know, significant incremental expense for that, which is essentially a pull forward of expense that we would otherwise incurred
— would otherwise have incurred in 2022. So we're kind of getting that behind us.

So that's on the SG&A piece. On the gross margin pieces primarily as just, you know, really working hard to get those receipts in and incurring additional freight to do that. Was there a second part of your question, Zeyn?

Zeyn Burak
Yeah, I was just wondering what was, I think, on the last call, you expected freight to be a full year headwind of 150 basis points, and on release, I think you call that 120. That — that was the second part of that question. But beyond that question, the EBIT
margin, when we compare your business to 2019 levels in the first three quarters, even with the pressure you're seeing
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today, it was up in every quarter in the first three quarters versus 2019 and it wasn't even actually up in 3Q versus 3Q — in 3Q ‘21 versus 3Q ‘19.

But it seems like you're expecting a meaningful reversal of that in 4Q based on the implied outlook, I guess about 280 bps of the leverage versus 4Q ‘19. Just wanted to ask if you can help us understand what's driving that reversal versus two years ago from 3Q
into 4Q.

Jonathan Ramsden
Yeah. Zeyn, so there’s a couple of things flowing into it. You know, first of all, our comp is a little lower on a two year basis in Q4 than Q3, and that's partly because of even with everything we've done to improve the supply chain and flow inventory through, we
still were missing some sales in Q4 because of some of the manufacturing issues we previously talked about.

Again, we've taken some incremental gross margin rate hits in Q4. We've also taken those incremental expenses. We talked about our $14 million of incremental SG&A in Q4, most of which was proactive to get us properly positioned with our FDCs and also to
process more receipts through in the quarter. So they would probably be the biggest call outs. And then just, beyond that, I guess we're obviously looking out towards ‘22 and managing the business appropriately and being well positioned coming into the year.

Zeyn Burak
Thank you very much, and good luck this quarter.

Jonathan Ramsden
Thanks, Zeyn.

Operator
Our next questions coming from line of Peter Keith, Piper Sandler. Your line is live.

Robert Friedner
Hey. Good morning. It’s Bobby Friedner on for Peter. Thanks for taking my questions. First, just wondering with the acceleration of store openings next year, could you give any early color on the cadence of openings through the year? Should it be fairly even
by quarter or more front half or back end?

Jonathan Ramsden
Yeah. Hey, Bob. It skews to the back half. I think of the net 50, it would probably be 15 or so in the first half and 35 or so in the back half.

Robert Friedner
Okay. Thanks, Jonathan. Just one other separately, one of your competitors noted they think broader price inflation dynamics in the economy are leading the budget conscious consumer to
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pull back on some of their discretionary spend. Wondering if you're seeing any signs that this might be the case in your business or have any expectation that it might in the near future?

Bruce Thorn
Yeah, I'll take that one. We're not seeing a pullback in consumer spending or customer spending as a result to the inflation. Right now, we are actually seeing that the price increases that we've put through as a result of covering costs that we're getting from input
product and freight is being absorbed by the customer. She wants the product, especially going into fourth quarter, she knows that she needs to shop early. We're not seeing that resistance.

Most of our pricing has been — well it's been across all categories, and we've been doing it year to date. And we play a little bit of a catch up because we want to make sure we're anchoring entry price points along with the price leaders out there. And we don't
want to anticipate or lose that value position with our customers before we actually understand the true costs.

And as we implement these increases, we're realizing that she's taking them. I think the most elastic category would be food because of the competitive nature of that. But even that is not that high of a resistance. So we're expecting to be able to continue to pass
along these price increases. And I think that's some of the optics in Q4 as — as our pricing matches our input costs and freight that will play out going into Q1 and Q2 2022 and more stable and expanding margins with all the other initiatives we have going on.
But we think the customer is healthy and she's out there shopping.

Robert Friedner
Okay. Thanks for the color, Bruce. Appreciate it.

Bruce Thorn
You got it.

Operator
Thank you. We've reached the end of our question and answer session. Ladies and gentlemen, that does conclude today's teleconference and webcast. A replay of this call will be available to you by 12:00 noon Eastern time this afternoon, December 3rd. The
replay will end at 11:59 p.m. Eastern Time on Friday, December 17th.

You can access the replay by dialing toll free 877-660-6853 and enter replay confirmation 13725023 followed by the # sign. The toll number is 1-201-612-7415. Replay confirmation 13725023 followed by the # sign. You may now disconnect and have a great
day. We thank you for your participation.
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Q3 | 2021 | 1 THIRD QUARTER 2021 RESULTS Investor Presentation



 

Q3 | 2021 | 2 FORWARD LOOKING STATEMENTS Certain statements in this release are forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995, and such statements are intended to qualify for the protection of the safe harbor provided by the Act. The words “anticipate,” “estimate,” “expect,” “objective,” “goal,” “project,” “intend,” “plan,” “believe,” “will,” “should,” “may,” “target,” “forecast,” “guidance,” “outlook” and similar expressions generally identify forward-looking statements. Similarly, descriptions of our objectives, strategies, plans, goals or targets are also forward-looking statements. Forward-looking statements relate to the expectations of management as to future occurrences and trends, including statements expressing optimism or pessimism about future operating results or events and projected sales, earnings, capital expenditures and business strategy. Forward-looking statements are based upon a number of assumptions concerning future conditions that may ultimately prove to be inaccurate. Forward-looking statements are and will be based upon management’s then-current views and assumptions regarding future events and operating performance, and are applicable only as of the dates of such statements. Although we believe the expectations expressed in forward-looking statements are based on reasonable assumptions within the bounds of our knowledge, forward- looking statements, by their nature, involve risks, uncertainties and other factors, any one or a combination of which could materially affect our business, financial condition, results of operations or liquidity. Forward-looking statements that we make herein and in other reports and releases are not guarantees of future performance and actual results may differ materially from those discussed in such forward-looking statements as a result of various factors, including, but not limited to, the Covid-19 coronavirus pandemic, current economic and credit crisis, the cost of goods, our inability to successfully execute strategic initiatives, competitive pressures, economic pressures on our customers and us, the availability of brand name closeout merchandise, trade restrictions, freight costs, the risks discussed in the Risk Factors section of our most recent Annual Report on Form 10-K, and oth
should consider all of these risks, uncertainties and other factors carefully in evaluating forward-looking statements. You are cautioned not to place undue reliance on forward-looking statements, which speak only as of the date thereof. We undertake no obligation to publicly update forward-looking statements, whether as a result of new information, future events or otherwise. You are advised, however, to consult any further disclosures we make on related subjects in our public announcements and SEC filings.



 

Q3 | 2021 | 3 CEO COMMENT We are pleased to have delivered the quarter in line with our guidance, and to have sustained double-digit two-year comps despite supply chain challenges and the expiration of stimulus benefits. Our absolute focus coming into Q4 has been to position ourselves appropriately with inventory and deliver an excellent Holiday for our customers, and our fourth quarter is off to a strong start with November comps up 10% on a two-year basis, including record Thanksgiving and Black Friday week sales. Supply chain challenges will continue in the near-term, but we are aggressively managing through them. Looking forward, we expect to post new record sales in 2022 as well as expanding our gross margin. We have ever-increasing confidence that our key growth drivers under Operation North Star represent a huge white space opportunity for us. Additionally, we are pleased to have a new share repurchase authorization in place alongside our continuing quarterly dividend, and that we can deliver capital return while continuing to invest in our high-return internal growth strategies. Bruce Thorn, President & CEO



 

Q3 | 2021 | 4 AT A GLANCE $6.2 BILLION Trailing 12- month sales 1,428 Stores across 47 states 22.1 MILLION Rewards members Ranked 449th in the Fortune 500 in 2020 ~22,800 selling sq ft per store 10% CAGR over last 5 years >5% eComm penetration



 

Q3 | 2021 | 5 OUR MISSION We help people live BIG and save LOTS OUR VISION Be the BIG difference for a better life by… OUR VALUES �  We are customer obsessed! �  We play to win! �  We are courageous! �  We treat all with respect! �  We are one team! �  …delivering unmatched value and surprising products �  …building a “best places to grow” culture �  …engaging with partners to innovate & execute �  …rewarding shareholders with top tier returns �  …doing good as we do well



 

Q3 | 2021 | 6 12.3% 2-Year Comp 38.9% Gross Margin Rate ($0.14) Loss per share 17.3% Increase in ending inventory Down 4.7% to 2020 Middle of guidance range Well positioned to meet Q4 demand THIRD QUARTER 2021 HIGHLIGHTS Slightly favorable to guidance



 

Q3 | 2021 | 7 Q3 2021 SALES COMPOSITION 30% 15% 14% 12% 11% 9% 9% Furniture Soft Home Food Consumables Hard Home Other* Seasonal Well Balanced Category Mix 52% 31% 13% 12% 10% 4% -6% 12% Double Digit 2-Year Comp Sales Growth Across Most Categories 2021 vs 2019 Comp sales = (1 + TY Comp) * (1 + LY comp) - 1 *Other consists of, Apparel, Electronics, & Other



 

Q3 | 2021 | 8 Net Sales Gross Margin Gross Margin Rate Adjusted Operating Expenses(1)(2) Adjusted Operating Expense Rate(2) Adjusted Operating Profit (Loss)(2) Adjusted Operating Profit (Loss) Rate(2) Adjusted Diluted Earnings (Loss) Per Share(2) Diluted Weighted Average Shares SUMMARY INCOME STATEMENT – Q3 ($ in thousands, except for earnings per share) (1) Operating Expenses are comprised of adjusted Selling and Administrative Expenses, Depreciation Expense, and adjusted Gain on Sale of Distribution Center. (2) Adjusted 2019 results are non-GAAP financial measures. A reconciliation of reported GAAP results to the adjusted non-GAAP results is included in the appendix. Q3 2021 $1,335,656 519,181 38.9% 523,308 39.2% ($4,127) (0.3%) ($0.14) 31,679 Q3 2020 $1,377,925 557,893 40.5% 515,393 37.4% $42,500 3.1% $0.76 39,191 Q3 2019 $ 1,167,988 463,386 39.7% 467,913 40.1% ($4,527) (0.4%) ($0.18) 39,094 Change vs. 2019 14.4% (80) bps (90 bps) (8.8%) 10 bps (22.2%) Change vs. 2020 (3.1%) (160) bps 180 bps (109.7%) (340) bps (118.4%)



 

Q3 | 2021 | 9 Net Sales Adjusted Gross Margin(2) Adjusted Gross Margin Rate(2) Adjusted Operating Expenses(1)(2) Adjusted Operating Expense Rate(2) Adjusted Operating Profit(2) Adjusted Operating Profit Rate(2) Adjusted Diluted Earnings Per Share(2) Diluted Weighted Average Shares SUMMARY INCOME STATEMENT – YEAR-TO-DATE (1) Operating Expenses are comprised of adjusted Selling and Administrative Expenses, Depreciation Expense, and adjusted Gain on Sales of Distribution Centers. (2) Adjusted 2020 and 2019 results are non-GAAP financial measures. A reconciliation of reported GAAP results to the adjusted non-GAAP results is included in the appendix. ($ in thousands, except for earnings per share) YTD 2021 $4,418,582 1,750,925 39.6% 1,578,650 35.7% $172,275 3.9% $3.73 34,924 YTD 2020 $4,461,271 1,812,213 40.6% 1,545,732 34.6% $266,481 6.0% $4.80 39,466 YTD 2019 $3,716,198 1,486,713 40.0% 1,404,329 37.8% $82,384 2.2% $1.29 39,398 Change vs. 2019 18.9% (40) bps (210) bps 109.1% 170 bps 189.1% Change vs. 2020 (1.0%) (100) bps 110 bps (35.4%) (210) bps (22.3%)



 

Q3 | 2021 | 10 CAPITAL ALLOCATION 2021 projected capital expenditures $170-$180 MILLION $0.30 QUARTERLY DIVIDEND* 9.3 MILLION $71 MILLION ONGOING FOCUS ON CAPITAL RETURN WHILE INVESTING IN HIGH GROWTH STRATEGIES * The payment of future dividends will be at the discretion of our Board of Directors and will depend on our financial condition, results of operations, capital requirements, compliance with applicable laws and agreements and any other factors deemed relevant by our Board of Directors. Shares repurchased since August 2020 at an average cost of $53.49 per share Approximate 2.7% yield (as of Oct. 29, 2021) Cash on hand, with approximately $650 million in total liquidity



 

Q3 | 2021 | 11 OPERATION NORTH STAR FUND ENABLE GROW �  Merchandise productivity �  Store count growth �  eCommerce acceleration �  Brand activation and customer growth �  Pricing and COGS program �  Promos and markdowns �  Shrink and loss reduction �  Structural expense reduction and leverage �  Supply chain investment �  Customer experience (stores & online) �  Talent and capabilities �  Data and technology



 

Q3 | 2021 | 12 MERCHANDISE PRODUCTIVITY �  Rolling out Next Generation Furniture Sales team to 500+ stores �  Growing Furniture with Broyhill, more modern assortments, and expanding DC network to support bulk product �  Winning Seasonal throughout the year with increased newness and inventory investment �  Expanding our rapidly growing Apparel offerings around loungewear �  Growing our Owned Brands, Broyhill and Real Living, across all home categories �  Expanding “Big Buys” and improving presentation �  Driving innovation with the Lot & Queue, Lots Under $5, and other programs �  Optimizing assortments, through category discipline and space planning



 

Q3 | 2021 | 13 GROWING STORE COUNT �  Adding 50+ net new stores in 2022 with the rate of openings accelerating after 2022. �New stores driving at least $120 million of sales in 2022 �  Delivering four-wall EBITDA margins of 10% or greater �  Store intervention program successfully reducing closures



 

Q3 | 2021 | 14 �  Increasing conversion through an enhanced user experience (enhanced search, easy checkout) �  Enhancing inventory visibility and access �  Accelerating Supplier Direct Fulfillment & extending our aisle �  Growing site traffic through targeted marketing and increased national presence �  Expanding our online assortment �  Providing nationwide same-day and 2- day delivery options INCREASING eCOMM CONVERSION Art work to be added



 

Q3 | 2021 | 15 INVESTING IN OUR SUPPLY CHAIN �  Launching two incremental FDCs, in addition to the two added in 2021 – relieving pressure on Regional DCs and enhancing our ability to process bulk product �Opening “pop-up” bypass DCs to assist Regional DCs in handling seasonal receipts �  Launching Centralized Repack in 2022, increasing ability to handle low cubic velocity product



 

Q3 | 2021 | 16 INVESTING IN OUR CUSTOMER EXPERIENCE �  Updating 800 stores through Project Refresh to deliver a consistent and upgraded brand experience across our chain �  Upgrading signage, vestibules, flooring, wall graphics, painting, remodeling bathrooms �  Costing slightly more than $100,000 per store on average, materially lower than prior Store of the Future program �  50 stores refreshed to date



 

Q3 | 2021 | 17 �  Continuing the breakthrough “Be A BIGionaire” ad campaign featuring new celebrity BIGionaires, starting with Retta (Parks & Recreation) and adding Eric Stonestreet (Modern Family) and Molly Shannon (Saturday Night Live) this holiday �  Creating a community of bargain hunters and treasure seekers �Driving incremental visits from existing customers while seeing 60% transaction lifts from new customers �  Increasing brand awareness, consideration, and purchasers ACTIVATING OUR BRAND



 

Q3 | 2021 | 18 Q4 2021 OUTLOOK EARNINGS PER DILUTED SHARE $2.05-$2.20(1) COMP SALES GROSS MARGIN NEW STORE SALES SG&A Slightly positive comparable sales increase to 2020, and up high single digits to 2019 150 basis point decline compared to 2020 driven by freight headwinds Expense dollars up by mid-single digit percentage vs 2020 Net new store openings to deliver 180 basis point sales benefit (1) EPS Guidance does not include the impact of future potential share repurchases in Q4 2021



 

Q3 | 2021 | 19 FULL YEAR FISCAL 2021 OUTLOOK EARNINGS PER DILUTED SHARE $5.70-$5.85(1) GROSS MARGIN COMP SALES SG&A Inventory Low-single-digit comparable sales decline vs. 2020, but up double-digits on a two-year basis Up approximately 20% to 2019, well positioned to support Spring sales 120 basis point decline compared to 2020 driven by freight headwinds Expense dollars up ~3% to 2020, which includes the full year impact of the sale and leaseback of our DCs (1) EPS Guidance does not include the impact of future potential share repurchases



 

Q3 | 2021 | 20 APPENDIX



 

Q3 | 2021 | 21 Q3 2019 GAAP TO NON-GAAP RECONCILIATION The above adjusted selling and administrative expenses, adjusted operating profit, adjusted operating profit rate, adjusted income tax expense, adjusted effective income tax rate, adjusted net income, and adjusted diluted earnings per share are “non-GAAP financial measures” as that term is defined by Rule 101 of Regulation G (17 CFR Part 244) and Item 10 of Regulation S-K (17 CFR Part 229). These non-GAAP financial measures exclude from the most directly comparable financial measures calculated and presented in accordance with accounting principles generally accepted in the United States of America (“GAAP”) (1) the costs associated with a transformational restructuring initiative of $3,553 ($2,645, net of tax); and (2) a gain resulting from the sale of our Rancho Cucamonga, California distribution center of $178,534 ($136,604, net of tax). Our management believes that the disclosure of these non-GAAP financial measures provides useful information to investors because the non-GAAP financial measures present an alternative and more relevant method for measuring our operating performance, excluding special items included in the most directly comparable GAAP financial measures, that management believes is more indicative of our on-going operating results and financial condition. Our management uses these non-GAAP financial measures, along with the most directly comparable GAAP financial measures, in evaluating our operating performance. ($ in thousands, except for earnings per share) As reported As adjusted (non-GAAP) Impact to exclude transformational restructuring costs Selling and administrative expenses Gain on sale of distribution center Operating profit (loss) Operating profit (loss) rate Income tax expense (benefit) Effective income tax rate Net income (loss) Diluted earnings (loss) per share $ 436,714 (178,534) 170,454 14.6% 37,791 22.9% 126,982 $ 3.25 $ (3,553) – 3,553 0.3% 908 0.1% 2,645 $ 0.07 $ 433,161 – (4,527) (0.4%) (3,231) 31.7% (6,977) $ (0.18) APPENDIX Adjustment to exclude gain on sale of distribution center $ – 178,53



 

Q3 | 2021 | 22 YTD 2020 GAAP TO NON-GAAP RECONCILIATION The above adjusted selling and administrative expenses, adjusted gain on sale of distribution centers, adjusted operating profit rate, adjusted income tax expense, adjusted effective income tax rate, adjusted net income, and adjusted diluted earnings per share are “non-GAAP financial measures” as that term is defined by Rule 101 of Regulation G (17 CFR Part 244) and Item 10 of Regulation S-K (17 CFR Part 229). These non-GAAP financial measures exclude from the most directly comparable financial measures calculated and presented in accordance with accounting principles generally accepted in the United States of America (”GAAP”) a gain resulting from the sale of our Columbus, OH; Durant, OK; Montgomery, AL; and Tremont, PA distribution centers and the related expenses of $459,097 ($341,903, net of tax). ($ in thousands, except for earnings per share) As reported As adjusted (non-GAAP) Selling and administrative expenses Gain on sale of distribution centers Operating profit Operating profit rate Income tax expense Effective income tax rate Net income Diluted earnings per share $ 1,444,938 (463,053) 725,578 16.3% 183,473 25.7% 531,205 $ 13.46 $ (3,956) 463,053 (459,097) (10.3%) (117,194) 0.3% (341,903) $ (8.66) $ 1,440,982 – 266,481 6.0% 66,279 25.9% 189,302 $ 4.80 Adjustment to exclude gain on sale of distribution centers and related expenses APPENDIX



 

Q3 | 2021 | 23 The above adjusted gross margin, adjusted gross margin rate, adjusted selling and administrative expenses, adjusted gain on sale of distribution center, adjusted operating profit, adjusted operating profit rate, adjusted income tax expense, adjusted effective income tax rate, adjusted net income, and adjusted diluted earnings per share are “non-GAAP financial measures” as that term is defined by Rule 101 of Regulation G (17 CFR Part 244) and Item 10 of Regulation S-K (17 CFR Part 229). These non-GAAP financial measures exclude from the most directly comparable financial measures calculated and presented in accordance with accounting principles generally accepted in the United States of America (“GAAP”) (1) an inventory impairment amount of $6,050 ($4,497, net of tax) as a result of a merchandise department exit; (2) the costs associated with a transformational restructuring initiative of $38,338 ($28,502, net of tax); (3) a pretax charge related to estimated legal settlement of employee class actions of $7,250 ($5,554, net of tax); and (4) a gain resulting from the sale of our Rancho Cucamonga, California distribution center of $178,534 ($136,604, net of tax). YTD 2019 GAAP TO NON-GAAP RECONCILIATION ($ in thousands, except for earnings per share) As reported Adjustment to exclude legal settlement loss contingencies As adjusted (non-GAAP) Impact to exclude transformational restructuring costs Impact to exclude department exit inventory impairment Gross margin Gross margin rate Selling and administrative expenses Gain on sale of distribution center Operating profit Operating profit rate Income tax expense Effective income tax rate Net income Diluted earnings per share $ 1,480,663 39.8% 1,352,345 (178,534) 209,280 5.6% 46,722 23.9% 148,700 $ 3.77 $ 6,050 0.2% – – 6,050 0.2% 1,553 0.0% 4,497 $ 0.11 $ – – (38,338) – 38,338 1.0% 9,836 0.1% 28,502 $ 0.72 $ – – (7,250) – 7,250 0.2% 1,696 (0.0%) 5,554 $ 0.14 $ 1,486,713 40.0% 1,306,757 – 82,384 2.2% 17,877 26.1% 50,649 $ 1.29 APPENDIX $ – – – 178,534 (178,534) (4.8%) (41,930) 2.0% (136,604) $ (3.47) Adjustment to excl
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PRESS RELEASE
FOR IMMEDIATE RELEASE Contact: Tom Filandro - ICR. Inc.

Managing Director
tom.filandro@icrinc.com
(646) 277-1235

BIG LOTS ANNOUNCES QUARTERLY DIVIDEND ON COMMON SHARES

Columbus, Ohio – December 3, 2021 – Big Lots, Inc. (NYSE: BIG) today announced that on December 1, 2021 the Board of Directors declared a quarterly cash dividend of $0.30 per common share for the fourth quarter of fiscal 2021.

The dividend will be paid on December 29, 2021, to shareholders of record as of the close of business on December 15, 2021.

About Big Lots, Inc.
Headquartered in Columbus, Ohio, Big Lots, Inc. (NYSE: BIG) is a neighborhood discount retailer and a Fortune 500 company, operating 1,428 stores in 47 states, as well as a best-in-class ecommerce platform with expanded
capabilities via BOPIS, curbside pickup, Instacart and same day delivery. The company's product assortment is focused on home essentials: Furniture, Seasonal, Soft Home, Food, Consumables and Hard Home. Ranked #1 on Total
Retail’s 2020 Top 100 Omnichannel Retailers list and the recipient of Home Textiles Today’s 2021 Retail Titan Award, Big Lots’ mission is to help people Live BIG and Save Lots. The company strives to be the BIG difference for a
better life by delivering exceptional value to customers through the ultimate treasure hunt shopping experience, building a “best places to grow” culture, rewarding shareholders with consistent growth and top-tier returns, and doing
good in local communities. For more information about the company, visit biglots.com.

Cautionary Statement Concerning Forward-Looking Statements
Certain statements in this release are forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995, and such statements are intended to qualify for the protection of the safe harbor provided by
the Act. The words “anticipate,” “estimate,” “approximate,” “expect,” “objective,” “goal,” “project,” “intend,” “plan,” “believe,” “will,” “should,” “may,” “target,” “forecast,” “guidance,” “outlook” and similar expressions generally
identify forward-looking statements. Similarly, descriptions of objectives, strategies, plans, goals or targets are also forward-looking statements. Forward-looking statements relate to the expectations of management as to future
occurrences and trends, including statements expressing optimism or pessimism about future operating results or events and projected sales, earnings, capital expenditures and business strategy. Forward-looking statements are based
upon a number of assumptions concerning future conditions that may ultimately prove to be inaccurate. Forward-looking statements are and will be based upon management’s then-current views and assumptions regarding future events
and operating performance and are applicable only as of the dates of such statements. Although the company believes the expectations expressed in forward-looking statements are based on reasonable assumptions within the bounds of
knowledge, forward-looking statements, by their nature, involve risks, uncertainties and other factors, any one or a combination of which could materially affect business, financial condition, results of operations or liquidity.

Forward-looking statements that the company makes herein and in other reports and releases are not guarantees of future performance and actual results may differ materially from those discussed in such forward-looking statements as
a result of various factors, including, but not limited to, developments related to the COVID-19 coronavirus pandemic, current economic and credit conditions, the cost of goods, the inability to successfully execute strategic initiatives,
competitive pressures, economic pressures on customers and the company, the availability of brand name closeout merchandise, trade restrictions, freight costs, the risks discussed in the Risk Factors section of the company’s most
recent Annual Report on Form 10-K, and other factors discussed from time to time in other filings with the SEC, including Quarterly Reports on Form 10-Q and Current Reports on Form 8-K. This release should be read in conjunction
with such filings, and you should consider all of these risks, uncertainties and other factors carefully in evaluating forward-looking statements.
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You are cautioned not to place undue reliance on forward-looking statements, which speak only as of the date thereof. The company undertakes no obligation to publicly update forward-looking statements, whether as a result of new
information, future events or otherwise. You are advised, however, to consult any further disclosures the company makes on related subjects in public announcements and SEC filings.
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