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SAFE HARBOR 

This document contains certain ñforward-looking statementsò within the meaning of the Private Securities Litigation Reform Act of 1995. Any statements contained herein that are not 

statements of historical fact may be deemed forward-looking statements. These statements are based on management's current expectations and accordingly are subject to uncertainty and 

changes in circumstances. Actual results may vary materially from the expectations contained herein due to various important factors, including (but not limited to): consumer preferences, 

spending and debt levels; the general economic and credit environment; interest rates; seasonal variations in consumer purchasing activities; the ability to achieve the most effective product 

category mixes to maximize sales and margin objectives; competitive pressures on sales; pricing and gross sales margins; the level of cable and satellite distribution for our programming and 

the associated fees; our ability to establish and maintain acceptable commercial terms with third-party vendors and other third parties with whom we have contractual relationships, and to 

successfully manage key vendor relationships; our ability to manage our operating expenses successfully and our working capital levels; our ability to remain compliant with our long-term 

credit facility covenants; our ability to successfully transition our brand name; the market demand for television station sales; our management and information systems infrastructure; 

challenges to our data and information security; changes in governmental or regulatory requirements; litigation or governmental proceedings affecting our operations; significant public events 

that are difficult to predict, or other significant television-covering events causing an interruption of television coverage or that directly compete with the viewership of our programming; and our 

ability to obtain and retain key executives and employees. More detailed information about those factors is set forth in the Company's filings with the Securities and Exchange Commission, 

including the Company's annual report on Form 10-K, quarterly reports on Form 10-Q, and current reports on Form 8-K. You are cautioned not to place undue reliance on forward-looking 

statements, which speak only as of the date of this announcement. The Company is under no obligation (and expressly disclaims any such obligation) to update or alter its forward-looking 

statements whether as a result of new information, future events or otherwise. 

The Company includes information on the Future State of the business in certain instances in the following presentation. This information is intended to identify aspirational goals of the 

Company with respect to certain metrics, and is not tied to a specific date or timeline. These aspirational objectives are forward-looking statements and should be read in conjunction with the 

company's risk factors identified in our most recent annual report on Form 10-K and periodic reports filed after such 10-K. 
 

 

ADJUSTED EBITDA 
EBITDA represents net loss for the respective periods excluding depreciation and amortization expense, interest income (expense) and income taxes. The Company defines Adjusted EBITDA 

as EBITDA excluding debt extinguishment; non-operating gains (losses); non-cash impairment charges and write-downs; and non-cash share-based compensation expense. The Company 

has included the term ñAdjusted EBITDAò in our EBITDA reconciliation in order to adequately assess the operating performance of our television and Internet businesses and in order to 

maintain comparability to our analyst's coverage and financial guidance, when given. Management believes that Adjusted EBITDA allows investors to make a more meaningful comparison 

between our business operating results over different periods of time with those of other similar companies. In addition, management uses Adjusted EBITDA as a metric to evaluate operating 

performance under its management and executive incentive compensation programs. Adjusted EBITDA should not be construed as an alternative to operating income (loss), net income (loss) 

or to cash flows from operating activities as determined in accordance with generally accepted accounting principles and should not be construed as a measure of liquidity. Adjusted EBITDA 

may not be comparable to similarly entitled measures reported by other companies. The company has included a reconciliation of Adjusted EBITDA to net loss, its most  

directly comparable GAAP financial measure, in this presentation.  

LTM 

LTM refers to the Last Twelve Months of reported company information on or about the date of this presentation. Data in this deck may be unaudited. 

DISCLOSURES 
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ÅScalable multichannel electronic retailer via TV, Web, mobile, tablets, and 

social media 

ÅMeeting the needs of todayôs ñwatch & shop anywhere, anytimeò consumer  

with live 24/7 shopping 

ÅBroadcast into over 85 million cable & satellite homes with one  

consistent message 

ÅEngage audience with compelling national brands and proprietary products,  

interactive content and entertainment across all channels 

ÅBase of 1.2 million active customers 

ÅExperienced multichannel retail leadership team 

ÅRestructuring largely complete; focused on long-term growth 

INTRODUCTION 

OVERVIEW 
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ÅOn May 22, 2013, ValueVision announced the rebranding of ShopNBC to ShopHQ 

ÅShopHQ brand leverages core identity of ñShopò and layers on simplicity, comfort and 

strength. ShopHQ states the aspiration of making ShopHQ a shopping destination: 

ñYour Headquarters for all things Shopò 

ÅRebranding to ShopHQ will be completed in a gradual transition over the balance of 

this fiscal year and will be supported by a targeted, customer marketing campaign 

ÅCompanyôs multichannel electronic retail model remains the same and focuses on its 

core product categories 

ÅVisit www.shophq.com to see the new look and feel of the brand 

INTRODUCTION 
ShopNBC Being Rebranded as óShopHQô:  
ñYour Headquarters For All Things Shopò 
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Compelling 

content that is 

relevant and  

meaningful  

to our 

customers 

INTRODUCTION 
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Revenue $589M $2,273M $5,642M 

Gross Profit Margin 36.4% 34.8% 35.9% 

Adjusted EBITDA Margin 2% 11% 23% 

EBITDA, as reported ($2.3M) $252M NA 

U.S. Households Reached 86M 95M 98M 

Revenue per Household $7 $24 $58 

Units Shipped 7M 46M 106M 

Average Selling Price $96 $60 $58 

Internet/Mobile Sales % 46% 35% 41% 

VVTV: Company Data 

(LTM ended 5/4/13) 

HSNi Earnings Release; 

Reflects  

HSN excluding Catalog 

Operations (LTM ended 

3/31/13) 

Liberty Interactive Corp. 

Release; Reflects QVC U.S. 

Operations Only (LTM ended 

3/31/13) 

ÅPlease see Appendix for a reconciliation of the Companyôs Adjusted vs. Reported EBITDA. Moreover, Adjusted EBITDA is expressed as a 

percentage of net sales. 

ÅHSNôs reconciliation between Adjusted and Reported EBITDA includes stock-based compensation expense and loss on disposition of fixed assets. 

ÅLiberty Interactive Corp. does not provide a break-out of EBITDA, as reported, for QVCôs U.S. Operations. 

ÅHouseholds Reached and Revenue per Household for HSN & QVC are estimated by the Company. 

ÅThe information provided above with respect to QVC and HSN has been taken from public filings from each entity, and should only be  read in 

conjunction with the risks and other disclosure included in such filings.  The Company undertakes no obligation to update or otherwise revise such 

information based on changes or additional disclosure from QVC or HSN with respect thereto. 

U.S. home 

shopping is a 

growing, 

$8.5 billion market 

U.S. HOME SHOPPING 
INDUSTRY 
Established Over 30 Years 
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2008 Keith Stewart CEO 23 Years QVC 

2010 Bob Ayd President 37 Years Macyôs, QVC 

2010 Bill McGrath EVP & CFO 33 Years Arthur Andersen, Subaru, QVC 

2009 Carol Steinberg COO 19 Years Davidôs Bridal, QVC 

2011 Annette Repasch SVP & Chief Merchandising Officer 26 Years Saks, QVC, Stages Stores 

2008 Jean Sabatier 
SVP Sales, Planning, Programming & 

Special Projects 
15 Years QVC 

2004 Mike Murray SVP Operations 28 Years Fingerhut 

2004 Teresa Dery SVP & General Counsel 19 Years Net Perceptions, 1 Potato 2 

2011 Nancy Kunkle 
SVP Customer Experience & Business 

Process Engineering 
27 Years QVC, Boeing 

2000 Ashish Akolkar VP IT Operations 15 Years NetBriefings, Sunflower IT 

2001 Beth McCartan VP Financial Planning & Analysis 19 Years Pillsbury 

1996 Nick Vassallo VP Corporate Controller 23 Years Arthur Andersen, Fourth Shift 

2009 Randy Ronning Chairman of Board 39 Years JC Penney, QVC 

JOINED     NAME                                TITLE                                                                  YEARS          PREVIOUS EXPERIENCE 

Leadership with 

over  300 years  

of combined 

experience 

FOUNDATION FOR GROWTH 
Seasoned Multichannel Retailing Management 
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 KEY METRICS 2008 LTM 

 Revenue $568M $589M 

 Adjusted EBITDA ($51M) $11M 

 U.S. Households 72M 86M 

 Average Selling Price $176 $96 

 Units Shipped 4M 7M 

 Return Rate 31% 22% 

 Active Customers 0.8M 1.2M 

 Customer Retention 32% 52% 

Please see Appendix for above data for years F09 through F12 

Business 

realigned  

to support  

long-term growth 

FOUNDATION FOR GROWTH 
Built Solid, Scalable Platform 
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 KEY METRICS 2008 LTM 

 Operating Expenses* $271M $223M 

 Transaction Costs per Unit $4.82 $2.55 

 Automated Ordering 42% 72% 

   - Internet/Mobile % 32% 46% 

   - Automated Phone % 10% 26% 

 Distribution Costs per Home $1.72 $1.28 

*LTM is before FCC License Impairment 

Operations 

substantially 

streamlined 

FOUNDATION FOR GROWTH 
Efficient Infrastructure 

Please see Appendix for above data for years F09 through F12 9 



ÅDistribution costs into over 85 million homes at approximately $1.15 

ÅReduced annual distribution costs $39 million since 2008 

Å$15 million of this cost reduction was effective 1/1/13 

ÅPilot HD-tier programming launched Q4ô12, may impact future costs 

LOWER AVERAGE DISTRIBUTION COSTS PER HOME 

Distribution 

costs 

significantly 

lowered 

FOUNDATION FOR GROWTH 
Optimizing Cable & Satellite Distribution Platform 

Please see Appendix for above data for years F09 through F12 10 



FOUNDATION FOR GROWTH 
Last Four Quarters Have Shown Continuous Improvement 

11 Results in F12 are for 13 weeks. EPS excludes Debt Extinguishment and FCC license impairment.  

Please see appendix for full income statement.  

Leverageable 

fixed cost 

structure supports 

improved EBITDA 

as sales grow. 



Company 

positioned for 

scalable growth, 

focused on  

4 key business 

drivers 

KEY GROWTH STRATEGIES 
Exciting, Dynamic Future 

1. Broaden and Diversify with Compelling Product 

2. Expand and Optimize TV Distribution Platform 

3. Grow Customer File, Purchase Frequency and Retention 

4. Be  A ñWatch & Shop Anytime, Anywhereò Experience 

An engaged customer base creates foundation  for long-term, sustainable growth 
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Our model 

begins with 

broadening and 

diversifying the 

mixé 

KEY GROWTH STRATEGIES 
Growth Through Product Expansion, Diversity 

Please see Appendix for above data for years F09 through F12 13 

% OF NET SALES BY CATEGORY 



Spin-Mop 

UPSCALE, LUXURY & NATIONAL BRANDS 

PROPRIETARY BRANDS 

KEY ITEMS 

While investing  

in new, 

emerging 

product 

categories 

KEY GROWTH STRATEGIES 
Compelling Product & Values 
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ÅHome growth continues to average 3% to 4% annually 

ÅImproved channel positioning and adjacencies in strategic markets through the addition of second 

channel and lower channel position 

ÅIncreased second channel presence from 17% to 70% of our national distribution platform 

In channel 

positions with 

increased visibility 

that our customers 

frequent 

KEY GROWTH STRATEGIES 
Grow Homes, Optimize Channel Positioning  
& Increase Second Channel Presence  
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