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2023 Investor Conference
TIMING TOPIC SPEAKER MINUTES

8:00 ï 8:05 Welcome & Agenda Randy Guiler 5

8:05 ï 8:40 Opening Remarks & The Vision Rick Dreiling 35

8:40 ï 9:10 Improving Sales Productivity & Enhancing Margins at Family Dollar Larry Gatta 30

9:10 ï 9:40 Dollar Tree: Extending the Multi-Price Journey Rick McNeely 30

9:40 ï10:10 Operate with Excellence and Accelerate Growth Mike Creedon 30

10:10 ï10:30 Break / Snacks / Merchandising Expo 20

10:30 ï10:55 Developing our Supply Chain Mike Kindy 25

10:55 ï 11:05 Transforming Work with Technology Bobby Aflatooni 10

11:05 ï 11:35 Adding it All Up: $10+ EPS in FY 2026 Jeff Davis 30

11:35 ï 11:45 The Right Team for the Right Time Rick Dreiling 10

12:00 ï 1:00 Lunch Break / Merchandising Expo 60

1:00 ï 2:00 Executive Question and Answer Session Executive Team 60

2:00 ï 2:10 Final Thoughts and Reflections for Attendees Rick Dreiling 10



Forward-looking Statements

This presentation contains ñforward-looking statements,òas that term is used in the Private Securities Litigation Reform Act of 1995, concerning our business and outlook.

These forward-looking statements can be identified by the fact that they address future events, plans, expectations, developments or results and do not relate strictly to

historical facts. Any statements contained in this presentation that are not statements of historical fact may be deemed to be forward-looking statements. Our forward-

looking statements include, without limitation, statements regarding our expected sales, comparable store sales, selling square footage growth, depreciation, net interest

expense, effective tax rate, diluted earnings per share, and capital expenditures for the second quarter and fiscal year 2023, as well as various underlying factors that

impact our outlook; our comparable store growth, net store expansion, sales per square foot, gross margin, operating margin, earnings per share, capital expenditures, free

cash flow, target leverage and business investments for fiscal years 2023 through 2026; other plans and expectations regarding our business, including the impact of

various initiatives and investments on the companyôssales, margins, shrink rates, inventory levels, productivity, operating efficiency and performance and prospects for

long-term growth; our merchandising plans and initiatives and related impacts, including those regarding product assortment, merchandisable space and store layout,

cooler and freezer expansions, private label products and category resets in the Family Dollar segment, and multi-price assortments in the Dollar Tree segment; our plans

to add, renovate, expand and remodel stores and the impact of those and other growth plans and initiatives, including expectations regarding store standards and

operations, efficiency initiatives, and selling square footage; our plans relating to new store concepts such as H2.5 and XSB formats for Family Dollar stores, and Dollar

Tree PLUS and Combo Store formats; our expectations regarding the implementation and impact of investments in supply chain, distribution facilities, store delivery and

equipment, and technology initiatives; wage investments and other workforce investments and goals; our cash needs, including our ability to fund our future capital

expenditures and working capital requirements; and our other plans, objectives, expectations (financial and otherwise) and intentions.

These forward-looking statements are subject to risks and uncertainties, and our actual results may differ materially from those indicated in these statements.

For information on the risks and uncertainties that could affect our actual results, please see theñRiskFactors,òñBusinessòand ñManagementôsDiscussion and Analysis of

Financial Condition and Results ofOperationsòsections in our Annual Report on Form 10-K filed March 10, 2023, our Form 10-Q for the most recently ended fiscal quarter,

and other filings we make from time to time with the Securities and Exchange Commission.

The forward-looking statements in this presentation are based on the companyôsplans, estimates and expectations as of June 21, 2023, and you should not rely on these

forward-looking statements as representing the companyôsviews after such date. Except as required by law, the company specifically disclaims any obligation to update

any forward-looking statements contained in this presentation as a result of developments occurring after June 21, 2023, and you should not expect us to do so.





CHAIRMAN AND CHIEF EXECUTIVE OFFICER

Rick Dreiling



Execution and Investments Driving Results

FORTIFY THE BASE 

ÅHistorical 

underinvestment

ÅTaking action and 

reinvesting

ÅDeliver exceptional 

value to the customer

ÅAccelerate sales and 

profit growth to expand 

shareholder returns

ÅSubstantial upside 

beyond 2026

ÅConfident in path 

forward

STRATEGY EXECUTION 

ÅBreak the Dollar

ÅAchieve price parity

ÅFormat development

ÅMerchandise expansion

Building 

Sustainable 

Foundation

Delivering 

Early 

Successes



Inconsistent 
Financial 
Performance

Deferred Store Maintenance

ÅTemporary Store Closures 
(Equipment Failures)

ÅErosion of Store Aesthetics and 
Standards

ÅShare Loss to Competitors

Non-Competitive Wage Structure

ÅConstricted Staff Hours

ÅAssociate Turnover

ÅEarly Close / Open Late

Inconsistent Performance and Below Potential
FY15 ïFY21

Family Dollar: 
Shortcomings Addressed 
with Short-Term Levers

ÅNot Price Competitive

ÅGross Margin Rate Focused

ÅUnderinvested

Dollar Tree: Resistance to Change

ÅHesitant to óBreak the Dollarô

ÅDiminished Assortment

ÅReduced Customer Traffic

ÅUnderinvested

Lack of Supply Chain Investment

Å Late / Inconsistent DC Service Levels

ÅDelayed Store Deliveries

Å Laborious Store Delivery Process

ÅReduced Store In-stock

IT Underinvestment

ÅCore Applications Out-of-Date

ÅConstrained Ability to Scale

Å Limited Innovation

ÅElevated Cost Structure



Large Opportunity to Improve and Realize Latent Potential

Repairs & Store Maintenance 

($ / Square Foot)

FY19 FY20 FY21 FY22 FY23 E

FY19 FY20 FY21 FY22 FY23 E

FY19 FY20 FY21 FY22 FY23 E

Ramping InvestmentRamping InvestmentAverage Hourly Wage

IT Spend (% Revenue)Supply Chain $ Spend
Ramping Investment Ramping Investment

HISTORY OF UNDERINVESTMENTS ACROSS THE CORE BUSINESS OPERATIONS 

FY19 FY20 FY21 FY22 FY23 E



FY19 FY20 FY21 FY22 FY23 Q1

Comp Traffic

FY19 FY20 FY21 FY22 FY23-26E FY19 FY20 FY21 FY22 FY23-26E

Broke $1

Store Days Closed Store In-Stock

Dollar Tree: Consumable Comp and Total Traffic 

Flat

FY19 FY20 FY21 FY22 FY23 Q1

Comp Traffic

Family Dollar: Consumable Comp and Total Traffic

Price 

Investment

+3x

Large Opportunity to Improve and Realize Latent Potential
UNDERINVESTMENTS AND RELUCTANCE TO CHANGE YIELDED SUBSTANTIAL UNFAVORABLE SALES IMPACT 



Early Investments Generating Results 
FY22 WAGE INVESTMENT CONTINUES TO DRIVE FAVORABLE RESULTS

51% 
Reduction 

Early Close / Late Open

+25% 
Weekly Applicants

+2.75% 
Comp Sales Lift

33% 
Reduction

Store Manager Vacancy



Early Investments Generating Results
COMPREHENSIVE MARKET REFRESH YIELDS QUICK PAYBACK AND SUSTAINED RESULTS

Metric Dollar Tree Family Dollar   .

# Stores 9 8

Investment* $69K / Store $134K / Store

Sales Lift 10% 19%

Unit Lift 10.4% 7.8%

Pay Back < 0.5 Year ~ 2 Years

Performance through Week 19 2023; Lift measured versus APT control stores

ÅInvestment made to refresh stores in test market

ÅLeverage new store setup teams to restock 

shelves, empty back rooms and clean up the stores

ÅExecuted targeted labor investments

*Includes CapEx and OpEx (labor, repairs and maintenance)



Attractive Retail Segment

VALUE

ÅNear price parity with 
mass / discount

ÅSignificant discount 
to grocery, drug, 
convenience

1

CONVENIENCE

2

ÅFill-in shop

ÅProximity to 
customer

ÅQuick shopping 
experience

COMPETITIVE 

ADVANTAGES

3

ÅLarge purchasing 
scale

ÅDesign-to-value / 
global sourcing 

ÅVast store network 
and reach

DURABLE IN VARIOUS 

ECONOMIC CYCLES

4

ÅTrade-in appeal

ÅóValue-basedô 
discretionary offering

GROWTH & STORE 

WHITE SPACE

5

ÅLow share of wallet

ÅSubstantial 
remaining white 
space

ÅAttractive ROIC 
on new store 
development 



Retail Fundamentals Drive Accelerated Growth Opportunities

Attractive
Growth 

Algorithm

Comp
Store 
Sales

Efficient
Operations

Capability
Building

New Store
Expansion

ÅWorkforce Management 

ÅStore / DC Standards

ÅUpgrades & Renovations

ÅIT Modernization

ÅSupply Chain

ÅCulture

ÅNew Formats

ÅExpanded Geographies

ÅMerchandising

ÅRenovations

ÅSales / Square Foot



ÁDollar Tree, Inc. is on an exciting path to accelerate sales and profit growth

ÅCompelling merchandising plans to deliver an expanded value assortment across multiple price points 

and competitive private brands

ÅOperational improvements through our work, our workers, and our workplace devoted to improve store 

standards and customer experience

ÅNew capabilities across Supply Chain, Information Technology and People that will deliver game-

changing efficiency improvements, greater agility and supportive culture

ÁExpansive broad-based initiatives give us confidence to deliveré

ÅMid-single digit comparable-store sales growth

ÅAdditional growth and market share through meaningful net new store expansion (4%+ per year)

ÅSubstantial operating profit expansion across both banners

Å$10+ EPS in FY26 with further opportunity to deliver above steady-state growth beyond 2026

ÅGenerous cash available for shareholder returns 

ÁThere is no stronger and more experienced executive team to lead this transformation 

and our path forward

1

2

3

3 Key Messages to Take Away from Today



Improving Sales 

Productivity & 

Enhancing 

Margins

Extending the 

Multi-Price 

Journey

Operate with 

Excellence & 

Accelerate 

Growth

Developing  

Technology 

and Supply 

Chain

Adding It

All Up:

$10+ EPS FY26

Dollar Tree, Inc.

Right Team  |   Right Time

Larry Gatta Mike Kindy

Bobby Aflatooni
Mike Creedon Jeff DavisRick McNeely



Larry Gatta

Bobby Aflatooni

CHIEF MERCHANDISING OFFICER, 
FAMILY DOLLAR

CHIEF INFORMATION 
OFFICER

Rick McNeely

Jenn Hulett

CHIEF MERCHANDISING OFFICER, 
DOLLAR TREE

CHIEF PEOPLE OFFICER

Mike Creedon

Jeff Davis

CHIEF OPERATING OFFICER

CHIEF FINANCIAL OFFICER

Rick Dreiling

Mike Kindy

CHAIRMAN AND 
CHIEF EXECUTIVE OFFICER

CHIEF SUPPLY CHAIN 
OFFICER

Proven Retail Leadership Team





CHIEF MERCHANDISING OFFICER, FAMILY DOLLAR

Larry Gatta



Improving Sales 

Productivity & 

Enhancing 

Margins

Extending the 

Multi-Price 

Journey

Operate with 

Excellence & 

Accelerate 

Growth

Developing  

Technology 

and Supply 

Chain

Adding It

All Up:

$10+ EPS FY26

Dollar Tree, Inc.

Right Team  |   Right Time

Larry Gatta Mike Kindy

Bobby Aflatooni
Mike Creedon Jeff DavisRick McNeely



The Most Diverse Customer Base in Retail
% OF SALES FROM NON-WHITE SHOPPERS

50%
49%

43%

42%

40%

40%

38%

38%

37%
37%

37%

36%

35%

33%

31%

30%

29%

29%

29%

29%

28%

24%

24%

22%

18%

15%

12%

Source: Numerator



The Most Diverse Customer Base in Retail

Ʒ66 million annual shoppers, with
50%+ of sales from non-white households

Ʒ+2 million net new shoppers
in last 4 quarters

FAMILY DOLLAR SHOPPER SEGMENTS

Patrice Peggy Faye Joe Emma

Description Urban/Suburban Multi-Cultural

Over-index on Smart Coupon

Rural White Females

Nearly 50% are Boomers

Millennial/Gen Z Females

33% Moved in last 2 years

Male Shoppers

Over-index on Grab and Go

New Shoppers 
66% Caucasian

% of sales 23% 7% 20% 14%

Avg income $61k $62k $64k $71k

Avg annual 
trips 

23%

$51k

49 21 5 14 -

All data is for the trailing 12-month period ending April 29, 2023

Source: Numerator



Geographically Balanced Footprint

Source: % based on 8,210 Store Count, Metrics based on 7,675 stores with Full Year results

Gross Margin Rate 

vs. Company Average

Urban Suburban Rural

+$44 ($9) ($24)

+39 bps +1 bps (46 bps)

24%

42%
34%

Sales per Selling

Square Foot vs. 

Company Average

Large geographic reach with 

8,000+ stores across variety 

of population densities

Most diverse retailer with 

opportunity for continued 

growth as half of low-income 

households do not have a 

Family Dollar in their 

ZIP code

% OF STORES



Improved Price Position
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99.9

101.8

104.5

100.5

105

104

103

102

101

100

99

98

97

96

FY

'20

FY

'21

FY

'22

FY

'23

Known Value Items Full Book

ÅPrice is

#1 Motivating

Factor

for customers

to shop

Family Dollar

ÅDelivering

on pricing

improvements

for our

customers

relative to

competition

PRICING INDEX

Price 

investments

Source: Engage3 (weighted on sales)



Price Actions Led to Positive Traffic and Average Ticket 
Comp Trends

-3.7% 
Q1

-1.2%
0.1%

0.5%

4.3%

Q2 Q3 Q4 Q1 

FY23FY22

1.0%

3.3%
4.1%

5.3%

Q1 Q2 Q3 Q4 Q1

FY22 FY23

2.2%

TRAFFIC %

AVERAGE TICKET %



Taking Dollar Market Share
HIGHEST DOLLAR SHARE GROWTH IN 15 QUARTERS

Market FD

8.8%

10.6%
11.1% 11.3%

8.9%

3.5%

6.3%
6.9%

9.7%
10.7%

Q1 Q2 Q3 Q4

FY22 FY23

Q1

Consumable Dollar % Change vs. Last Year

Source: Nielsen market data



Taking Unit Market Share
HIGHEST UNIT SHARE GROWTH IN 14 QUARTERS

Market FD

Q1 Q2 Q3 Q4

FY22 FY23

Q1

Consumable Unit % Change vs. Last Year

-1.2%
-1.7%

-2.2% -1.9% -2.1%

-6.3%
-5.8%

-4.3%

-8.1%

Source: Nielsen market data

+0.8%



Emerging Formats Enhanced MarketingPrivate Brands
Expanded & 

Improved Assortment

Improving Store Productivity
& Enhancing Gross Margins 

Designed to Drive Store Productivity and Enhance Margins



XSBRural

Emerging Formats to Support Diverse Customer Base

H2.5
Primary Format

6,700 to 8,700
selling square feet

Tailoring Space and Assortment to Local Demographics



ÅImproved adjacency flow

ÅRemoved drive aisle and added additional

gondola worth 60 additional stores 

based on FY23 renovations

ÅOptimized space toward highly

productive categories

ÅAdding up to 30 frozen / refrigerated doors

Å~500 stores completed as of Q1 FY23

Å~700 more renovations to be completed

in FY23

More sales8%

11%

14%

More sales 
per foot

More cash 
contribution

Note: Store performance versus 13-week period prior to the renovation

New H2.5 Format
PRIMARY STORE FORMAT AND DRIVER OF GROWTH



New H2.5 Format



XSBRural
Larger Format

> 8,700
selling square feet

Emerging Formats to Support Diverse Customer Base

H2.5
Primary Format

6,700 to 8,700
selling square feet

Tailoring Space and Assortment to Local Demographics



Increasing Relevance in Rural Stores

ÅOptimizing category space allocation

ÅMore Family Dollar seasonal

ÅStrategically integrating Dollar Tree assortment

ÅOptimized space toward highly

productive categories

ÅAdding up to 30 frozen / refrigerated doors

Å~188 stores completed as of Q1 FY23

ÅOver 200 more to be opened in FY23

More sales20%

20%

22%

More sales 
per foot

More cash 
contribution

Note: Store performance versus 13-week period prior to the renovation



XSB
Extra Small Box

< 6,700
selling square feet

Rural
Larger Format

> 8,700
selling square feet

Emerging Formats to Support Diverse Customer Base

H2.5
Primary Format

6,700 to 8,700
selling square feet

Tailoring Space and Assortment to Local Demographics



ÅXSB format adds elements of H2.5 to small stores

Å78ò merchandising area with cap-shelves for holding power

ÅAdding up to 30 frozen/refrigerated doors

ÅLayouts created based on store-by-store sales and space 

productivity evaluation

ÅCan now renovate hundreds of under-sized stores that 

havenôt been touched in years

ÅUnlocks additional real estate opportunities 

particularly in urban markets

INITIAL RENOVATION GENERATING
30%+ SALES LIFT

Extra Small Box Format

Note: Store performance versus 13-week period prior to the renovation



Increasing Renovations into New Formats

ANNUAL RENOVATED STORE COUNT

FY 2026EFY 2023EFY 2022

1,000

815



ÅTesting out market-based renovations

ÅTargeting 85% of stores in the market with our 
latest format

ÅCross-functional team to ensure high level execution

ÅLeveraging efficiencies

ÅTraining store employees and field teams

ÅCompetitive wages

ÅPlanning market-wide grand re-opening event

Market-Based Renovations



Emerging Formats Enhanced MarketingPrivate Brands
Expanded & 

Improved Assortment

Improving Store Productivity
& Enhancing Gross Margins 

Designed to Drive Store Productivity and Enhance Margins

ÅH2.5

ÅRural

ÅExtra Small Box



ÅAssortment is the #2 motivating factor for 

customers to shop Family Dollar

ÅMaximizing sales productivity through
increased merchandisable space

Å25% more resets planned in FY23 vs. FY22

ÅAdvancing localization by tailoring planograms

to specific customer demographics

ÅIncreasing the number of on-shelf promotions
to drive multiple purchases

ÅExpanding average cooler doors per store to 
30 from 23 by adding 16,000 additional doors in 
FY23

New SKUs1,900

-1,000

+900 

Deleted SKUs

Net SKUs

Optimizing Assortments to Meet Evolving 
Customer Needs

in the same footprint

Note: By end of FY23



Category # of Versions Localization Method

Assortment Localization
UTILIZING ETHNICITY, DEMAND INDEXING, STORE VOLUME AND SHRINK
RATES TO MODIFY STORE-LEVEL ASSORTMENTS

Demand: Dog vs. Cat

Demand: Brand / Flavors

Demand and Shrink: Pods vs. Liquid

Ethnicity: Low to High AA

Volume, Ethnicity, and Shrink

Demand, Ethnicity, and Shrink: Bar vs. Body Wash

350

323

86

76

65

47

Pet

Carbonated soft drinks

Laundry

Hair care

Cosmetics

Bath soap

Right Assortment, Right Store, Right Time



78ò Shelf Profile: Condiments

20% More SKUs in the same footprint  | 20% sales comp post reset

Before: Merchandised to72ò After: Merchandised to78ò

Note: Store performance versus 13-week period prior to the renovation



78ò Shelf Profile: Bleach
Before: Merchandised to72ò After: Merchandised to78ò

17% more holding power in the same footprint for the highest market share category

Note: Store performance versus 13-week period prior to the renovation



Enhanced Navigation and POP* Utilization

11% more SKUs in the same footprint  | 11% sales comp post reset

Regimen 

Education 

at Shelf

* POP: Point-of-Purchase



Category Resets Complete by November 2023
PLANOGRAM RESET COMPLETION

100%

70%

38%

May 2023 July 2023E November 2023E



Emerging Formats Enhanced MarketingPrivate Brands
Expanded & 

Improved Assortment

Improving Store Productivity
& Enhancing Gross Margins 

Designed to Drive Store Productivity and Enhance Margins

ÅH2.5

ÅRural

ÅExtra Small Box

ÅLocalization

Å78ò Shelf Profile

ÅPOP Utilization

ÅResets



Brand Refresh Operating EfficienciesQuality Assurance

Private Brands

ÅImproved and defined
brand architecture

ÅBuilding customer trust

ÅImproved presentation
and packaging

NEW TEST KITCHEN

ÅDedicated environment

ÅQA specialist to focus on 
providing customers with 
the best product

ÅAccelerate auction process

ÅImproved payment terms



New ñHybridò Brand Architecture
NEWñHYBRIDMODELòARCHITECTURE CONSOLIDATES OUR BRANDS WITH
A CONSISTENT BRAND MESSAGE OFñFAMILYòFOR OUR CUSTOMERS



ÅOpened our new Test Kitchen in February

ÅWill ensure the excellence of our 

private brand products

ÅEnhancing our quality control standards 

with increased testing and rigor

ÅIdentifying areas for improvement

within product composition and

consumer expectation

Test Kitchen



ÅTotal of 70+ new SKUs by FY23 Q4

ÅAlignment of brands under one consistent

ñFamilyòbrand message

ÅCustomers prefer simple and concise

branding

ÅConverting over 300 Control Brands to 

Private Brands

Family Wellness
Packaging Update

Current Control Brand New Private Brand



ÅLaunching in FY23 Q4

ÅTotal of 35+ new SKUs

ÅBranding exclusive to Family Dollar

New Vitamin Program



Importance of Private Brands
Private Brands provide VALUE across all highly consumable categories and represent:

Note: Q1 FY23 performance

23%
of comp growth

11%
of all SKUs

19%
of gross margin

13%
of all sales



Increasing Private Brand Penetration
PRIVATE BRAND PENETRATION

14%

20%

FY 2023E FY 2026E

New Items 250-275 550-650 New Items

Control Brand Conversions 350-400 700-900 Conversions

Each 100 bp increase in private brand penetration drives 14 bps in consumables gross margin



Emerging Formats Enhanced MarketingPrivate Brands
Expanded & 

Improved Assortment

Improving Store Productivity
& Enhancing Gross Margins 

Designed to Drive Store Productivity and Enhance Margins

ÅH2.5

ÅRural

ÅExtra Small Box

ÅLocalization

Å78ò Shelf Profile

ÅPOP Utilization

ÅResets

ÅBrand Refresh

ÅQuality Assurance

ÅImproved Efficiencies



Transform the Customer Experience

From

App Commerce
Shoppers can browse products, but 

cannot make a purchase

End-to-end shopping experience, from 

product discovery through checkout or

in-store pickup

Rewards & 

Engagement

Shoppers can redeem coupons, but are 

not rewarded for loyalty or engagement

Distinctive experience through an 

expanded suite of rewards that match

their engagement level

Personalization
Singular online experience for 

customers, regardless of behaviors 

or preferences

Tailored messaging, rewards, and 

product recommendations based on

their zero- and first-party data

Retail Media
Limited advertising options that

vendors can leverage

Expanded offering including sponsored 

products, dedicated app pages, and more

To



Improving Promotional Offers and PrintAds

OLD (5/1/22) NEW (4/30/23)

Updated look & feel to better align with our new brand purpose



Emerging Formats Enhanced MarketingPrivate Brands
Expanded & 

Improved Assortment

Improving Store Productivity
& Enhancing Gross Margins 

Designed to Drive Store Productivity and Enhance Margins

ÅH2.5

ÅRural

ÅExtra Small Box

ÅLocalization

Å78ò Shelf Profile

ÅPOP Utilization

ÅResets

ÅBrand Refresh

ÅQuality Assurance

ÅImproved Efficiencies

ÅRewards & Engagement

ÅRetail Media

ÅApp Commerce

ÅPersonalization



Key Takeaways

FAMILY DOLLAR

ÅRemain laser focused on Value and Convenience

ÅPrice

ÅAssortment optimization/cooler expansion

ÅPromotions

ÅContinue to retain and recruit new customer trips and 
transactions

ÅPrivate Brand acceleration that delivers on customer 
expectations for quality, value, and satisfaction

ÅDeliver on our operating imperatives

ÅConnect our partners to our customers





CHIEF MERCHANDISING OFFICER, DOLLAR TREE

Rick McNeely



Improving Sales 

Productivity & 

Enhancing 

Margins

Extending the 

Multi-Price 

Journey

Operate with 

Excellence & 

Accelerate 

Growth

Developing  

Technology 

and Supply 

Chain

Adding It

All Up:

$10+ EPS FY26

Dollar Tree, Inc.

Right Team  |   Right Time

Larry Gatta Mike Kindy

Bobby Aflatooni
Mike Creedon Jeff DavisRick McNeely



Nearly 100 Million U.S. Households Shop Dollar Tree

Ʒ94 Million Annual Shoppers, fourth 

highest retailer with 68% in household 

penetration

Ʒ+3.3 Million Net New shoppers in

Last 4 Quarters, 62% have repeated

DOLLAR TREE SHOPPER SEGMENTS

Sources: Nielsen, Numerator, IRI

Passionates Monthly Infrequent New

% of sales 25% 50% 20% 5%

# of Households 4 Million 21 Million 66 Million 3.3 Million

Avg annual trips 69 22 5 5



Successfully

Broke the Dollar

The Opportunity

Ahead
Multi-Price 

Dollar Tree

PLUS

Extending the 
Multi-Price Journey

Designed to Drive Store Productivity and Enhance Margins



Significant Positive Impact from BTD* in 2022

+9%
Comp Store 

Sales

Allowed for

Restoration of 

ATTRACTIVE

MARGINS

*BTD:  Breaking the Dollar; moving primary price-point from $1 to $1.25



Breaking the Dollar

ÅNOT about increasing prices on existing goods; extremely focused on 

delivering compelling value to the consumer at higher price points

ÅEnables a more compelling value proposition and assortment

ÅReintroduction of discontinued SKUs

ÅAddition of branded products

ÅIntroduction of complementary products at higher price points 

ÅAll with the goal of giving the customer a path to completing her shopping 

trip at Dollar Tree and gaining additional share of wallet

WHY IS BREAKING THE DOLLAR COMPELLING FOR THE CONSUMER?



$1.00 PRODUCT $1.25 PRODUCT

Breaking the Dollar: Enhanced Value Proposition

11.8 oz 16.0 oz1L 1.5L56 oz40 oz

Significant Value Enhancement Despite Underlying Goods Inflation Throughout Period



Breaking the Dollar: Enhanced Value Proposition

RE-INTRODUCED ITEMS EXPANDED BRANDS

1.25L



Restored Long-term Health of Comps

ÅSignificant sales comp recovery has 

driven attractive multi-year growth

ÅConsumables sales had stagnated 

before BTD, now have shown 

healthy multi-year growth

ÅDiscretionary remains robust

MULTI-YEAR COMPS, ELIMINATING VOLATILITY OF RECENT 
YEARS, SHOW CLEAR INFLECTION IN LONG-TERM TRENDS

(1.0%)

ï

 1.0%

 2.0%

 3.0%

 4.0%

 5.0%

 6.0%

 7.0%

Q1 '21 Q2 '21 Q3 '21 Q4 '21 Q1 '22 Q2 '22 Q3 '22 Q4 '22 Q1 '23

DT SSS - Total (4yr CAGR) DT SSS - Cons. (4yr CAGR)

DT SSS - Disc. (4yr CAGR)

4-Year Comp CAGR



Dollar Tree Growing Unit Market Share
UNIT SHARE GROWTH REBOUNDED IN Q4 2022

-2.1% -2.6%
-3.3%

-2.6% -2.8%

-9.5%

-11.3% -11.2%

-7.2%

3.6%

Q1 Q2 Q3 Q4 Q1

Consumable Unit % Change vs Last Year

Market Dollar Tree

FY22 FY23

Excluding: Alcohol, Bakery, Deli, Gen Merch, Produce and Tobacco. 

Source: NielsenIQ. Data through Q1 2023. All DT Stores included (not a comp figure).



Dollar Tree Growing Market Share in Consumables
Q1 UNIT MARKET SHARE IN CONSUMABLE CATEGORIES

Candy unit share, 
up from 12%13.6%

2.3%

1.6%

Dry grocery unit 
share, up from 2.1%

Frozen unit share, 
up from 1.4%

HBA unit share, 
up from 7.6%7.9%

12.6%

3.3%

Household care unit 
share, up from 10.9%

Pet unit share, 
up from 2.7%

Source: Nielsen, Q1 FY23 vs. Q1 FY22; share excludes Family Dollar



Successfully

Broke the Dollar

The Opportunity

Ahead
Multi-Price 

Dollar Tree

PLUS

Extending the 
Multi-Price Journey

Å2022 Results

ÅEnhanced Product 
Offering

ÅCustomer Acceptance

Designed to Drive Store Productivity and Enhance Margins



ÅCustomer insights highlighted opportunities to capture more 

share of wallet

ÅStudied customer shopping behaviors to find out where they 

shopped and what they were buying after shopping at 

Dollar Tree

ÅData from the millions of transactions tracked by our 

proprietary data provider revealed that Dollar Tree shoppers 

were spending over 90% of their wallet outside Dollar Tree, 

with an average unit retail of $3.93

ÅAfter they shopped at Dollar Tree, approximately 90% of 

purchases made at competitive retailers were priced over $3

RATIONALE BEHIND PRICE POINTS 
ABOVE $1.25

Dollar Tree PLUS Introduction



ÅTested initial assortment in 2019

ÅExpanded to 4 DCs and 2,500 stores by end of 2022

ÅAssortment mix highly discretionary

ÅStrongest incrementality in Seasonal

ÅExpanding to 7 DCs and 4,300 stores by end of 2023

Dollar Tree Multi-Price

LAUNCHED AS ñDOLLAR TREE PLUSò BUT 
MULTI-PRICE IS NOW BECOMING A CORE 
PART OF THE STRATEGY


