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ITEM 2.02. Results of Operations and Financial Condition

The information in this Item 2.02 of Form 8-K, including the accompanying exhibits, shall not be deemed to be “filed” for the purposes of
Section 18 of the Securities and Exchange Act of 1934 (the “Exchange Act”), or otherwise subject to the liability of such section, nor shall such
information be deemed incorporated by reference in any filing under the Securities Act of 1933 or the Exchange Act, regardless of the general
incorporation language of such filing, except as shall be expressly set forth by specific reference in such filing.

On May 18, 2016, American Eagle Outfitters, Inc. (the “Company”) issued a press release announcing, among other things, the Company’s
financial results for the first quarter ended April 30, 2016. A copy of this press release is attached hereto as Exhibit 99.1. The Company’s
Management team held a conference call on May 18, 2016 at 4:15 p.m. Eastern Time to review the aforementioned financial results. A replay of
the conference call will be available beginning May 18, 2016 at 7:15 p.m. Eastern Time through May 25, 2016. To listen to the replay, dial 1-
877-870-5176, or internationally dial 1-858-384-5517, and reference confirmation code 13632663. An audio replay of the conference call will
also be available at http://investors.ae.com. A copy of the conference call transcript is attached hereto as Exhibit 99.2.

ITEM 9.01. Financial Statements and Exhibits
(d)  Exhibits

Exhibit No. Description
99.1* Press Release dated May 18, 2016 announcing first quarter 2016 financial results
99.2%* Conference Call Transcript dated May 18, 2016

* Such Exhibit is being “furnished” (not filed) pursuant to Item 2.02 of the Current Report on Form 8-K.
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E XHIBIT 99.1

A MERICAN E AGLE O UTFITTERS
R EPORTS S TRONG F IRST Q UARTER S ALES AND EPS G ROWTH
C OMPARABLE SALES I NCREASE 6% AND EPS RISES 47% TO $0.22

PITTSBURGH-May 18, 2016 - American Eagle Outfitters, Inc. (NYSE:AEO) today reported EPS of $0.22 for the first quarter ended April 30, 2016, a 47%
increase from EPS of $0.15 for the comparable quarter last year. The EPS figures refer to diluted earnings per share.

Jay Schottenstein, Chief Executive Officer commented, “In a tough retail environment, AEO delivered a strong first quarter, driven by compelling merchandise,
strategic investments and solid execution across the organization. We achieved higher sales and profitability following strong growth last year. I’'m proud of how
the team delivered, and I’'m optimistic about our future. We’ve built a strong model for success based on our leading brands, and will remain focused on
maximizing our business and delivering profitable growth.”

First Quarter 2016 Results
+  Total net revenue increased 7% to $749 million from $700 million last year.
*  Consolidated comparable sales increased 6%, following a 7% increase last year.

*  Gross profit increased 12% to $293 million and rose 170 basis points to a rate of 39.2% of revenue. Buying, occupancy and warehousing leveraged
110 basis points, due primarily to occupancy cost leverage. The remaining 60 basis points of gross margin improvement was the result of favorable
product costs, offset by an increase in markdowns.

*  Selling, general and administrative expense of $196 million increased 6% from $185 million last year. Dollars increased due to investments in
advertising, variable selling expense and strategic initiatives. As a rate to revenue, SG&A declined 30 basis points to 26.2%.

*  Operating income increased 40% to $59 million from $42 million last year, and the operating margin expanded by 180 basis points to 7.8% as a rate to
revenue.

*  Other income was comprised of $5 million related to currency gains on cash held in Canadian dollars. This compares to other income of $6 million last
year.

»  EPS of $0.22 increased 47% from EPS of $0.15 last year.

Inventory

Total merchandise inventories at the end of the first quarter increased slightly to $334 million. Second quarter 2016 ending inventory at cost is expected to be
approximately flat.

Capital Expenditures

For the quarter, capital expenditures totaled $24 million. The company continues to expect capital expenditures to be in the range of $160 to $170 million for Fiscal
2016.



Cash and Investments

The company ended the quarter with total cash of $239 million compared to $327 million last year. Over the past year, the company has spent $227 million in share
buybacks, returned $95 million in dividends and invested $136 million in capex, resulting in a lower cash balance.

Store Information

In the quarter, the company opened 3 stores and closed 4 stores. Internationally, the company opened 6 licensed stores. For additional first quarter actual and fiscal
2016 projected store information, see the accompanying table.

Second Quarter Outlook

Based on an anticipated low single digit increase in comparable sales, management expects second quarter 2016 EPS to be approximately $0.20 to $0.21. This
guidance excludes potential asset impairment and restructuring charges, and compares to EPS of $0.17 last year.

Conference Call and Supplemental Financial Information

Today, management will host a conference call and real time webcast at 4:15 p.m. Eastern Time. To listen to the call, dial 1-877-407-0789 or internationally dial 1-
201-689-8562 or go to http://investors.ae.com to access the webcast and audio replay. Also, a financial results presentation is posted on the company’s website.

& sk ok ok

About American Eagle Outfitters, Inc.

American Eagle Outfitters, Inc. (NYSE: AEO) is a leading global specialty retailer offering high-quality, on-trend clothing, accessories and personal care products
at affordable prices under its American Eagle Outfitters ® and Aerie ® brands. The company operates more than 1,000 stores in the United States, Canada, Mexico,
China, Hong Kong and the United Kingdom, and ships to 81 countries worldwide through its websites. American Eagle Outfitters and Aerie merchandise also is
available at 149 international stores operated by licensees in 22 countries. For more information, please visit www.ae.com.

“Safe Harbor” Statement under the Private Securities Litigation Reform Act of 1995: This release contains forward-looking statements, which represent our
expectations or beliefs concerning future events, including second quarter 2016 results. All forward-looking statements made by the company involve material risks
and uncertainties and are subject to change based on factors beyond the company’s control. Such factors include, but are not limited to the risk that the company’s
operating, financial and capital plans may not be achieved and the risks described in the Risk Factor Section of the company’s Form 10-K and Form 10-Q filed with
the Securities and Exchange Commission. Accordingly, the company’s future performance and financial results may differ materially from those expressed or
implied in any such forward-looking statements. The company does not undertake to publicly update or revise its forward-looking statements even if future changes
make it clear that projected results expressed or implied will not be realized.

CONTACT: American Eagle Outfitters, Inc.
Kristen Zaccagnini, 412-432-3300



AMERICAN EAGLE OUTFITTERS, INC.
CONSOLIDATED BALANCE SHEETS
(Dollars in thousands)

April 30, January 30, May 2,
2016 2016 2015
(unaudited) (unaudited)
ASSETS
Cash and cash equivalents $ 238,976 $ 260,067 $ 326,907
Merchandise inventory 334,301 305,178 332,645
Accounts receivable 73,283 80,912 64,010
Prepaid expenses and other 82,767 77,218 74,132
Total current assets 729,327 723,375 797,694
Property and equipment, net 706,221 703,586 710,256
Intangible assets, net 51,432 51,832 47,419
Goodwill 17,520 17,186 13,243
Non-current deferred income taxes 38,903 64,927 67,703
Other assets 52,893 51,340 36,445
Total Assets $ 1,596,296 $ 1,612,246 $1,672,760
LIABILITIES AND STOCKHOLDERS’ EQUITY
Accounts payable $ 202,692 $ 182,789 $ 203,239
Accrued compensation and payroll taxes 34,838 79,302 40,379
Accrued rent 77,477 77,482 78,741
Accrued income and other taxes 6,915 22,223 6,504
Unredeemed gift cards and gift certificates 38,508 48,274 37,385
Current portion of deferred lease credits 12,850 12,711 13,125
Other current liabilities and accrued expenses 45,206 40,901 49,415
Total current liabilities 418,486 463,682 428,788
Deferred lease credits 54,738 50,104 57,162
Non-current accrued income taxes 4,675 4,566 10,884
Other non-current liabilities 41,089 42,518 30,521
Total non-current liabilities 100,502 97,188 98,567
Commitments and contingencies — — —
Preferred stock — — —
Common stock 2,496 2,496 2,496
Contributed capital 583,689 590,820 563,709
Accumulated other comprehensive income (24,484) (29,868) (11,044)
Retained earnings 1,675,031 1,659,267 1,545,674
Treasury stock (1,159,424) (1,171,339) (955,430)
Total stockholders’ equity 1,077,308 1,051,376 1,145,405
Total Liabilities and Stockholders’ Equity $ 1,596,296 $ 1,612,246 $1,672,760

Current Ratio 1.74 1.56 1.86



AMERICAN EAGLE OUTFITTERS, INC.

CONSOLIDATED STATEMENTS OF OPERATIONS

(Dollars and shares in thousands, except per share amounts)

(unaudited)

Total net revenue

Cost of sales, including certain buying, occupancy and warehousing expenses
Gross profit

Selling, general and administrative expenses

Depreciation and amortization

Operating income

Other income, net

Income before income taxes

Provision for income taxes

Net income

Net income per basic share
Net income per diluted share

Weighted average common shares outstanding—basic
Weighted average common shares outstanding—diluted

AMERICAN EAGLE OUTFITTERS, INC.
COMPARABLE SALES RESULTS BY BRAND
(unaudited)

American Eagle Outfitters, Inc. (1)
AE Total Brand (1)
aerie Total Brand (1)

(1)  AEO Direct is included in consolidated and total brand comparable sales.

13 Weeks Ended
April 30, % of May 2, % of
2016 Revenue 2015 Revenue
$749,416 100.0%  $699,520 100.0%
455,964 60.8% 437,308 62.5%
293,452 39.2% 262,212 37.5%
195,993 26.2% 185,091 26.5%
38,783 5.2% 35,127 5.0%
58,676 7.8% 41,994 6.0%
4,935 0.7% 5,970 0.9%
63,611 8.5% 47,964 6.9%
23,135 3.1% 18,909 2.7%
40,476 5.4% 29,055 4.2%
$ 022 $ 0.15
$ 022 $ 0.15
180,697 194,975
182,927 195,880

First Quarter
Comparable Sales

2016

6%
4%
32%

2015
7%
7%
12%




AMERICAN EAGLE OUTFITTERS, INC.

STORE INFORMATION
(unaudited)

Consolidated stores at beginning of period

Consolidated stores opened during the period
AE Brand
aerie
Tailgate Clothing Co.

Consolidated stores closed during the period
AE Brand
aerie

Total consolidated stores at end of period

Stores remodeled and refurbished during the period
Total gross square footage at end of period

International license locations at end of period (1)

(1) International license locations are not included in the consolidated store data or the total gross square footage calculation.

First Quarter Fiscal 2016
2016 Guidance
1,047 1,047

2 15-20
1 10
— 1-2
(1) (30) - (35)
3) (15)
1,046 1,028-1,029
12 55-65
6,601,780 Not Provided
145 174



E XHIBIT 99.2

American Eagle Outfitters, Inc.
First Quarter 2016 Earnings
Conference Call Transcript May 18, 2016

Operator : Greetings, and welcome to the American Eagle Outfitters’ First Quarter 2016 Earnings Conference Call. At this time, all participants are in a listen-only
mode. A question-and-answer session will follow the formal presentation. [Operator Instructions]

I will now turn the conference over to Ms. Judy Meehan, Vice President of Investor Relations. Thank you, Ms. Meehan. You may now begin.

Judy Meehan — American Eagle Outfitters Inc. — VP, IR: Good afternoon, everyone. Joining me today for our prepared remarks are; Jay Schottenstein, Chief
Executive Officer; Chad Kessler, Global Brand President of the AE Brand; Jen Foyle, Global Brand President of Aerie; and Scott Hurd, Interim Chief Financial
Officer. Also joining us for Q&A today is Michael Rempell, Chief Operations Officer.

Before we begin today’s call, I need to remind you that we will make certain forward-looking statements. These statements are based upon information that
represents the company’s current expectations or beliefs. The results actually realized may differ materially based on risk factors included in our SEC filings. We
also have posted a financial supplement with additional financial details on our website.

And now, I’d like to turn the call over to Jay.

Jay Schottenstein — American Eagle Outfitters, Inc. — CEO: Okay. Good afternoon. The first quarter was strong for AEO. Within the context of a very tough
retail environment, I am especially pleased with our results. We demonstrated momentum across our business, gaining market share with leading performance. In
the quarter, comparable sales increased 6%, and operating income rose 40%. EPS grew 47% to $0.22, above our expectations of $0.17 to $0.19.

The quarter also represented a solid two-year performance after a significantly improved operating profit and a 7% comp sales increase last year. We ended the
quarter in solid financial condition with $239 million in cash and no debt.

Our first quarter results would not be possible without great merchandise, strategic investments, and strong execution across the organization. Our teams can be
extremely proud of their accomplishments. We saw good performance across brands with sales and profit growth, for both AE and Aerie. Aerie had another
breakout quarter, with comps rising over 30%. E-commerce was exceptionally strong as increased digital marketing efforts and site investments are delivering
returns. We also posted positive store comps for both brands, and outpaced mall traffic.

Our progress over the past two years has made AEO a much stronger operator in a tough macro environment. While weak mall traffic continues, and other brands
have struggled, we are taking share. We remain highly focused on leveraging our competitive advantages and positioning AEO for future success.

Product leadership and customer acquisition remain top priorities in 2016. We have a world-class creative team who continues to raise the bar. They know how to
consistently deliver compelling and differentiated fashion, built around our leading product lines, such as denim.

This fall, American Eagle is unveiling a new marketing campaign, that’ll elevate and re-energize the brand. We will build on Aerie’s strength and momentum,
selectively expanding and developing a strong customer following.

Technology and omni investments have made us better, faster and more efficient. These investments have been key to our recent success. In the first quarter, we
drove nearly $30 million of revenue through Ship from Store and expect flexible fulfillment to generate ongoing benefits to our business.



We recently delivered our new mobile responsive website, with very good results. Mobile sales have grown rapidly, contributing to e-commerce growth.

We continue to build our bench strength. Peter Horvath, recently joined as Chief Global Commercial and Administrative Officer, bringing an extensive track record
of success in the retail industry. I had the pleasure of working with Peter when he served as President of DSW. He is an effective and strategic retail executive. I'm
confident that he will have a meaningful impact at AEO.

Today, we announced that Kyle Andrew was appointed Chief Marketing Officer. She brings a wealth of creative and brand building experience to the team. Kyle
has been highly engaged in creating our fall marketing campaign. We are thrilled to welcome her to AEO.

I believe our brightest moments are still ahead, and we are just beginning to unlock the potential of our business. We know the AE brand can be broader, and can
successfully compete on a global stage. Aerie has a long runway ahead, and I believe is one of the most exciting emerging brands in retail today. We are also
enthusiastic about the future prospects for Tailgate and Todd Snyder. I’'m optimistic about our future, yet fully aware of the many challenges that continue around
us.

We’ve built a strong model for success, and we will continue to plan our business to maximize our investments and stay focused on delivering profitable growth.
Now, I’ll turn the call over to Chad.

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: Thanks, Jay. American Eagle delivered another solid quarter. In fact,
we gained momentum from the fourth quarter of last year in the midst of macro challenges, including unseasonable weather and weak mall traffic. American Eagle
brand comps increased 4%. Digital commerce drove meaningful sales gains. And although mall traffic was soft, stores held up well and delivered a positive comp.

Higher IMUs and lower product costs, partially offset by a modest rise in markdowns, drove a strong merchandise margin. We benefited from reduced costs and
great work by our sourcing team to leverage our scale, and achieve better pricing and improving efficiency. We expect cost benefits throughout the year.

We saw higher realized prices across the collection as we delivered compelling assortments and improved quality and contained price-driven promotional events.
We continue to evolve our customer base. Multi-channel shoppers are our fastest-growing customer segment, and spend two times to three times as much as those
who shop a single channel. AE’s product leadership has resulted in a higher annual spend across all customer segments, with new customer spend up 17%, and core
customer spend up 6% from last year’s averages.

Throughout the quarter, inventories were well-managed, and we will maintain strong discipline going forward. Our move to an omni-channel organization has
facilitated tighter inventories and a more cohesive brand experience across selling channels.

Our women’s business continued to be strong with first quarter comps up in the high-single-digits. We saw strength in most apparel categories. Highlights include
denim, pants, shorts, dresses, and knits and woven tops.

While demand for men’s was not as strong and comps declined in the low-single-digits, we did see positive comps in men’s bottoms. We also saw strength in
men’s tees, woven shirts, and underwear. We continue to see opportunity to drive product improvements in our men’s collections.

Now, as I look forward, I’'m excited about our upcoming product lines. This back-to-school, we will introduce the next-generation of fabric technologies across AE
jeans. The collection has been tested with a positive customer response. We will launch a holistic marketing campaign, providing a fresh look to our AE denim
collection, and I look forward to unveiling our new brand marketing campaign in September.



Last week, we opened our first new Tailgate store in Madison, Wisconsin. A few pictures can be found in the presentation on our website. The store celebrates the
school spirit of the University of Wisconsin with a feel of a reinvented college bookstore. In addition to branded college gear, the store features AE jeans, a coftee
shop, and a side-by-side boutique of our Don’t Ask Why fashion line. We look forward to growing our college presence with a few more campus stores this year.

I’d like to say congratulations to the teams across the company. We’ve made great progress and look forward to building on our success. In this tough environment,
success will be built around our strong brand position, exclusive compelling merchandise, engaging customers in interesting ways, and offering the very best
shopping experience across all channels seamlessly. This is what we are focused upon every day.

Thanks. And now, I will turn it over to Jen.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: Thanks Chad and good afternoon everyone. I’m pleased to report that
Aerie’s strong momentum has continued, and we delivered another fantastic quarter. Sales and profitability reached record highs. Comparable sales increased 32%,
with strength across all channels. The online business was particularly strong, with digital representing over 30% of Aerie’s business. Strong collections and well
received marketing campaigns are driving more traffic and new customers to Aerie.

By category, we posted positive double-digit comp growth across major businesses, including bras, undies, apparel, and swim. Our expanded swim shop has been
extremely well received, and we look forward to building on the success and capturing new market share. We were also especially pleased to see stronger
performance across apparel. Margins expanded as a result of favorable product costs, and more targeted promotional events.

We remain focused on fueling our digital business, maximizing store productivity, and we will seek additional opportunities for Aerie within AE’s existing store
fleet. Additionally, we are opening up new stores, where we see market opportunity based on our digital sales and using AE’s women’s selling data as a gauge.
Pictures of our newest standalone store in the Mall of Georgia can be found in this presentation.

Lastly, we are really proud of how well the AerieREAL campaign has resonated with our customers. The feedback and interest remains high. Everything and
everything we do at Aerie is customer-centric, including our merchandise assortments, new product lines, strong social media, and regular fun events, such as our
recent Love the Swim You’re In campaign and our Customer Appreciation event just last weekend.

Thanks to the team for a strong performance. I’'m so thrilled with our execution, and I look forward to the many opportunities ahead of us. And thank you.

And now, I’ll turn it over to Scott.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Thanks, Jen. Good afternoon everyone. In the first quarter, compelling
product and improved customer experience drove sales and margin growth across brands. Favorable product costs resulted in merchandise market expansion, and
expense discipline enabled us to leverage operating expense and occupancy.

Now, looking more closely at the details of the quarter. Total revenue increased 7% to $749 million from $700 million last year. Consolidated comparable sales

increased 6%, driving the incremental $40 million of revenue with positive comps both in stores and online. This follows a 7% comparable sales increase in the
first quarter last year. Additional sales information can be found on page five of the presentation.



This quarter by brand AE comps were up 4%, and Aerie comps increased 32%. Consolidated comps were driven by a mid-single-digit increase in the average
transaction value, due to a mid-single-digit increase in the average unit retail price, and higher units per transaction.

Total gross profit increased 12% to $293 million, from $262 million last year. The gross margin rose 170 basis points to a rate of 39.2% of revenue. Buying,
occupancy and warehousing leveraged 110 basis points, due primarily to occupancy cost leverage. The remaining 60 basis points of gross margin improvement was
the result of favorable product costs, offset by a modest increase in markdowns. Our promotional activity was controlled, with first quarter markdown rates within
our targeted range, delivering healthy merchandise margins.

SG&A dollars increased 6% to $196 million, due to investments in advertising, variable selling expense, and strategic initiatives. As a rate to revenue, SG&A
declined 30 basis points to 26.2% from 26.5% last year. Depreciation and amortization increased to $39 million and deleveraged 20 basis points to 5.2% as a rate of
revenue.

Operating income rose 40% to $59 million from $42 million last year. And operating margin expanded by 180 basis points to 7.8% as a rate to revenue. Similar to
last year, within other income, we had $5 million of income related to currency gains on cash held in Canadian dollars. This compares to other income of $6 million
last year.

As discussed last quarter, tax planning strategies are bringing our expected effective tax rate down to the range of 36% to 37% for the year. In the first quarter, the
tax rate was 36.4%. Share buybacks led to a lower share count compared to last year. The benefits of the tax and buybacks were approximately $0.02 to EPS. EPS
of $0.22 increased 47% from $0.15 last year.

Turning to the balance sheet, starting with inventory, which can be found on page six of the presentation. We ended the quarter with inventory at cost of $334
million, up slightly from last year. Ending units were down in the mid-single-digits offset by a mid-single-digit increase in the average unit cost due to product mix.
Like-for-like, average unit costs were down to last year. The change from our guidance of down low-single-digits was due to the timing of new receipts. Looking
ahead, we expect second quarter ending inventory at cost to be approximately flat.

We ended the quarter with $239 million in cash, compared to $327 million last year. Over the past year, we spent $227 million in share buybacks, returned $95
million in dividends, and invested $136 million in CapEx. Capital expenditures totaled $24 million in the first quarter, and we continue to expect CapEx to be in the
range of $160 million to $170 million for the year.

During the quarter, we opened three stores and closed four. Additionally, there were six international license store openings, and we ended the quarter with 145
licensed stores across 22 countries. Additional store information can be found on pages nine through 11 in the presentation.

As discussed on the last call, we are utilizing market data analytics to a much greater degree to identify geographies ripe for consolidation, and we have a stronger
digital consumer. Data is also helping us identify the best potential new markets and store locations as we selectively expand Aerie openings.

Now, looking ahead to the second quarter, based on a low-single-digit increase in comparable sales, we expect second quarter EPS of $0.20 to $0.21. This
compares to $0.17 last year, and excludes potential impairment restructuring charges. We expect continued gross margin expansion due primarily to favorable

product costs, and sourcing efficiencies. We will maintain tight inventory and strive to offer more strategic and targeted promotions.

SG&A dollars are expected to be up in the low-single-digits, and we are targeting SG&A leverage. Across the company, we remain intensely focused on building
on our momentum, further improving our operations and delivering stronger profitability as we strengthen our leadership position in the marketplace.

Thanks. Now, we’ll take your questions.



Question & Answer Section

Operator : Thank you. [Operator Instructions] And with that, the first question is from Brian Tunick of The Royal Bank of Canada. Please go ahead.
Brian J. Tunick — RBC Capital Markets Analyst: Thanks, and congratulations. Obviously, a very tough environment. Curious a lot of conversations about what
was going on in the mall during the quarter, and I know you don’t probably give monthly trends, but just curious if you can maybe talk about performance by either

mall type, outdoor center, outlets? Sort of what happened as the quarter progressed?

And then the second question really is on your AURs, here. It sounds like there was more discounting this year versus last year, but can you maybe talk about
what’s happening, whether it’s higher ticket or mix of product? What’s the most opportunity in AUR as we move through the rest of the year? Thanks very much.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Hi, Brian, it’s Scott. I’ll take your question. Looking at the mall types, our A
stores were up 8%, Bs were up 6%, Cs were up 5%. Our outlets, which are primarily, outdoor were up 3%; so certainly some weather impact there.

But honestly, for the quarter itself, we comped positively on strong results in every month of the quarter. So very pleased with those results. As it relates to AUR, |
mean, we continue to have opportunity in AUR, compelling product, our omni tools, and our inventory principle is really helping us get the inventory in front of the
customer where they want to shop.

And as it relates to the markdowns, our Q1 markdowns were up, but what I would say, overall, our margin is up. So when we look at the markdowns in Q1, what I
point to is, Q1 was our highest hurdle rate up against last year. So we had our best performance. And the Q1 markdowns were actually near a company record. So
we have opportunity as we continue to have targeted promotions that have been proven to drive our top line, will also drive bottom line as well.

Brian J. Tunick — RBC Capital Markets Analyst: So, that’s very helpful.

Judy Meehan — American Eagle Outfitters Inc. — VP, IR: Okay. Manny, we’ll take the next question.

Operator : Yes, the next question is from Lorraine Hutchinson of Bank of America Merrill Lynch. Please go ahead.

Lorraine Hutchinson — Bank of America Merrill Lynch Analyst: Thank you, good afternoon. Just wanted to follow-up on inventory exiting the quarter, it looks
like your average cost is actually, if units are flat it looks like your average cost is actually up, and I just wanted to understand if that was a mix shift or what you’re

seeing there?

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Hi, Lorraine, it’s Scott. I’1l take that one. It is mix. On a like-for-like basis,
our average unit costs are actually down due to certainly a favorable sourcing environment. So it really is driven solely by mix.

Lorraine Hutchinson — Bank of America Merrill Lynch Analyst: And what types of products are you mixing into?

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Not sure I fully understand your question in terms of what we’re mixing into,
but what’s driving the mix up are the investment in the product. We talked about the, how compelling and how well received the new product has been. So there’s
been investments in the product, but the mix that’s driving the average unit cost up is really investments in denim and other categories.

Lorraine Hutchinson — Bank of America Merrill Lynch Analyst: Thank you.

Operator : Thank you. The next question is from John Morris of BMO capital. Please go ahead.



John Morris — BMO Capital Markets Analyst: Thanks, my congratulations to everybody on really great performance. Obviously, pretty tough and you really
stood out. Nice work. A quick question for Chad, maybe talk a little bit more, you pointed to it, in the prepared remarks, little bit more about the opportunity for
men’s, and where you see that unfolding? And then Jen, within Aerie, really impressive swim performance, you mentioned more opportunity there. I’'m wondering,
if you started to see some of the opportunity from some of your — or one of your key competitors looking to get out of that business. And then just finally, the
marketing spend with the new campaign in the back half, would we expect that to be up or just shuffled around a little bit? Thanks.

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: Hi, John, thanks. It’s Chad. I think we definitely believe we have
opportunity in men’s as I mentioned. In total, I think first and foremost, for both men’s and women’s, we believe we still have a lot of runway in our bottoms
business. We continue to distance ourselves from the competition, both in terms of quality and innovation, as well as just market share. So we’re excited about that
and believe we definitely have opportunity there in both genders.

In terms of the rest of men’s apparel, we really focused on driving innovation, and fashion in men’s tees and wovens; and I’m actually pretty pleased with the
performance through Q1 in those areas. Unfortunately, it wasn’t enough to get the total men’s apparel area positive. But with what we’ve learned, in terms of what
the customer is responding to, and with the innovation, with the product changes we’ve made in those two categories, we believe we’ve made adjustments starting
as soon as June, but carrying into the rest of Q2 and fall in the men’s assortments, and believe we definitely have opportunity, and we’re all fighting to get back to
positive comps in men’s apparel.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: And for Aerie, we were just thrilled with the performance. We saw
strength across all our businesses, quite frankly. I think we were really strategic in the swim business, looking at the spring break shifts, and really delivering on
those shifts. For instance, we had a new delivery prior to Easter. It was a strategic delivery and we felt really good about it. And we saw big wins pre and post-
Easter with the swim category. This team is doing great. I mean, we continue to stay in our lane, stay focused, look at product opportunities, swim being one of
them, but certainly in our core competency businesses as well.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Hey, John, just to your question on the back half investment, it really is a
shuffle. So, our target to leverage SG&A remains in place. So we’ll fund it with shuffling of the deck chairs a bit.

John Morris — BMO Capital Markets Analyst: Great. Thanks very much.

Operator : Thank you. The next question is from Adrienne Yih of Wolfe Research. Please go ahead.

Adrienne Yih — Wolfe Research Analyst: Good afternoon. Let me add my congratulations. Stellar. That’s all I can say, stellar. My first question is actually on the
AUC. So if 60 bps of it was from AUC reduction, also obviously by a little bit more promo, should we expect at least that in Q2? And then should it not get larger,

the opportunity get larger as we go into the second half, because of the yuan devaluation in August of last year.

And then, really quickly, Jen, on Aerie, congrats. I want to talk about bralette trends. How sustainable is it? Is it additive? Does it take away from bras? And do you
think it’s a sustainable trend? Thanks.

Michael Rempell — American Eagle Outfitters, Inc. — Chief Operating Officer: Sure. Hey, Adrienne. It’s Michael Rempell. I’ll take the first part of your
question on AUC. Yeah, so we actually saw a little bit more than 60 basis points of markup improvement in Q1. And we’re expecting to see at least that in the
balance of the year. So it grows a little bit in Q2. It’s a little too early to talk about the fall, yet. We haven’t finalized that assortment, but I’'m expecting to see at
least that in the back half of the year as well.

Adrienne Yih — Wolfe Research Analyst: Okay. Great.



Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: And regarding bralettes, certainly it’s accretive to the bralette business.
It’s definitely been a big portion of the business, and we went after it. I’d like to say, we were first and furious in that business, and we really attacked it and we’re
really proud of what we delivered there. That said, the customers are evolving, and we are in front of it. We platform fabrics, and we are nimble, and we can remain
nimble. We have some great ideas coming up the curve on what we’re going to relaunch. And I think they’re exciting. So we will continue to evolve the bra
business. It’s important. And there’s some exciting things to come.

Adrienne Yih — Wolfe Research Analyst: Great. Well, best of luck.
Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: Thank you.
Operator : Thank you. [Operator Instructions] And our next question is from Simeon Siegel of Nomura Securities. Please go ahead.

Simeon Siegel — Nomura Securities International Analyst: Great. Thanks, guys. And congrats. So just want to back up now. Obviously fantastic results at Aerie.
Have you just kind of stepped back? Have you plotted out how large you think that business could become? And then what are the margin implications there as this
business continues to grow? Thanks.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: So we’re not going to stop. I mean, we finally have found a platform that
we believe in. The #AerieREAL campaign has resonated really with this customer base. We’ve seen nice increases in our new to file. Actually, really solid
increases on the 12-month trailing file there, and we are just — the customer is really spearheading this for us, which is what we love. And that I think has a big part
in the Aerie play, and for the American Eagle portfolio.

Like I said, we’re growing this business. We’re opening up new stores. We’re going to take advantage of the AE profile in the women’s business, and leveraging
that every day. The direct business continues to be a big win in the Aerie, delivering almost 30% of the revs or 30% of the revs in Q1. So that was huge. And like I
said, we’re just going to continue to look at opportunities, and see how high is high.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Yeah. And, Simeon, just to your question on margins, as Aerie continues to
improve their margins, we’ll see improvement in our overall margin rate as well, as it scales.

Simeon Siegel — Nomura Securities International Analyst: Okay, great. All right, thanks a lot, guys. Best of luck for the rest of the year.
Operator : Thank you. The next question is from Rick Patel of Stephens. Please go ahead.

Rick Patel — Stephens, Inc. — Analyst: Good afternoon, everyone. Congrats as well. Can you update us on your ability to test and react? Where exactly are you in
terms of the percentage of products or categories that this can be used for? And second, as you introduce new fabrics for back-to-school, do you expect to see like-
for-like increases in average selling price or is this more about gaining market share?

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: Sure. So in the AE brand, we really — it’s our goal to try to test almost
everything that we do. And we do it in different ways. We have online focus groups. We have pre-season tests of most of the collection. And we also do style tests.

So it’s really our goal to try to get customer feedback, real customer feedback in advance of each collection. And we definitely use that information to influence the
buyers. We also have our Don’t Ask Why collection, which for us has been a great testing vehicle in women’s apparel. And I think we continue to learn from that
and move forward.

In terms of reactability and reaction, my team is partnering very closely with Michael’s team, in terms of speed sourcing and supply chain in trying to get goods
every season faster than we’re able to get them the season before, and even to the point now of reacting within season from selling to making new commitments
and getting new goods within a season. So it’s really been beneficial to us to course correcting the assortments and trying to maximize profitable sell-throughs.



As for the denim innovation for fall, I think you can look at denim like we look at the whole assortment. We continue to see improved AURs in the business. We’re
driving that AUR really in three ways. We’re driving it through innovation, and innovation that provides value for the customer.

I do believe that the new fabrics for back-to-school, we are going to see an increase. We’re planning an increase in AUR in jeans across back-to-school, but I think
that the customer — we’re confident based on both tests and also experiencing the product ourselves, the customers will pay us for the innovation.

The other ways we’re seeing the AUR grow, it’s about innovation. It’s sell-through. As we’re reacting faster, as we have better information about the product, as
we’re getting more right in the business, we’re getting better sell-throughs. And then the third thing, just being the mix. And denim will definitely play into that mix
driving up AUR in the fall.

Michael Rempell — American Eagle Outfitters, Inc. — Chief Operating Officer: Right, and it’s Michael. I would just add on to that, that we were talking about
AUC before, and the mark-up improvements that we’re expecting through the year. We are delivering, and the sourcing team and our vendor partners are doing a
terrific job delivering those markup improvements, while still improving the value we’re offering the customers. So while simultaneously putting more innovation
into fabrics, washes, et cetera. So we’re very excited about what we’re going to deliver this year.

Rick Patel — Stephens, Inc. — Analyst: Thanks very much.
Operator : Thank you. The next question is from Michael Binetti of UBS. Please go ahead.

Michael Binetti — UBS Securities LLC — Analyst: Hey, guys, congrats on a nice quarter. Good afternoon. As you guys — as we think about your men’s business, a
couple of housekeeping questions. Could you give us the size of the men’s versus women’s business, essentially the dimensions of those two within the Aerie
stores — I’m sorry, within the American Eagle stores. And how should we think about the cadence of how quickly you think you can touch the product there, and
when you think we’ll see whatever, I guess, you would consider a significant change to the product in the men’s category?

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: Sure. So men’s represents about 40% of the business. And that
fluctuates throughout the year depending on the season, but in total, it’s around that number. As I said, the team has been focused on men’s, and we did see good
improvements, pretty significant improvements in the tee and the woven shirt business. And it was offset by the other categories. So fleece, polos, some of the other
apparel categories. Also, even though we had a positive comp in bottoms, with some of the weather headwinds, shorts weren’t as strong as we would have liked in

Ql.

But I think, we’ve really, as I said, I think, I said earlier, we’re starting to believe that there’s some increased improvements in men’s that we should start seeing in
the back half of Q2, and into Q3. And then we’re in the process right now of finalizing the assortment for holiday. And the whole team is focused on trying to make
sure men’s can be as strong as it can be. And we really believe it’s going to be through driving innovation and pushing for more trend, and some more fashion in
the men’s business. That’s where we’re seeing the opportunity.

Michael Binetti — UBS Securities LL.C — Analyst: Okay. And then if we look at the numbers, obviously impressive, and I can tell you’re happy. But how would
you speak to concerns out there that we’ve heard on impactful categories for you lately, like bralettes, which have become very popular very quickly, whether those
— you think those are more of a fashion trend that you’re keeping your eye on in the near-term versus true long-term change in customer preference? Thanks.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: I think overall, there’s just, I think there is an evolution happening, it’s
happening in bras for sure. And certainly bralettes are a part of it. But like I alluded to earlier, there’s other categories within bras that we haven’t maximized yet.
And we are going to do that.



Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: I think, I’d just like to jump in, not to talk about bralettes, but just to
talk about a little bit about how we operate. There’s conversation, for example, is it lightly lined bras or bralettes or in the AE brand, are there flare jeans or
jeggings are we looking at shorter tops/longer tops.

There’s a lot to be said, I think in terms of the product leadership that the teams are bringing today, but we also have a very rigorous process to learn what’s
working, what’s coming, to test, to react, to understand where the customer is moving, and to respond and get the inventories in that position.

So hopefully, we’ll continue to see positive momentum in the denim business for me, and positive momentum in bras and bralettes for, Jen. But the way we operate
this business is to find every day to be searching for what’s next, and to try to get ahead of the customer.

Operator : Thank you. The next question is from Oliver Chen of Cowen & Company. Please go ahead.

Courtney Wilson — Cowen & Co. Analyst: Hi, this is Courtney Wilson on for Oliver today. Thanks for taking our question. Congrats on the results. We were
hoping you could just talk a little bit about your online business, how you feel about your current platform, and sort of what’s next from a catalyst perspective
online, and how you are using mobile as a strategy. Thanks.

Michael Rempell — American Eagle Outfitters, Inc. — Chief Operating Officer: Sure. Yeah. So as I think we said in the prepared remarks, we’ve seen a lot of
strength in our online business. In fact, we’re very pleased with the team, with performance for the quarter. We’ve seen an acceleration in that business from third
quarter to fourth quarter in the comp for that business, from third quarter into fourth quarter, and now fourth quarter into first quarter.

And when you look at it, it is the investments that we’ve made, in addition to the great product and brand strength for AE and Aerie. That has set us apart. So a few
of those things would be flexible fulfillment. We touched on it earlier, making our inventory more available, we drove $30 million of sales in the quarter. We
continue to expand our capabilities there. And continue to learn from those capabilities to make sure that we capture any lost sales, and we’re getting our inventory
in the right place at the right time, letting customers shop however they want.

International has been a big focus for us in e-commerce. We’re continuing to look for ways to expand the e-commerce business internationally. In Q1, we had some
new shipping options that made it both cheaper and easier for customers to shop with us internationally. Those results were very promising.

We launched our UK platform last year. We’re expanding that to Europe in the back half of the year. So we’ll be servicing Europe from our distribution center in
the Netherlands. And we’re live on T-mall, and we’re going to extend that, extend our e-commerce business in China to additional market places in the back half of
the year. I should say also with international, Canada, is actually our largest international market, and throughout the year, we’re going to be expanding our omni
capabilities to the Canadian customer, and we’re excited to see those results. Oh, sorry. You asked about mobile too. I’d be remiss without talking about mobile.
We feel like we saw the moves to mobile, and over the last two years, considerably distorted our investments there. And when you think about mobile, it’s really —
those investments are in two places, one is the app where we’ve seen tremendous results. In fact our iPhone app had over 100 comp in the quarter. So you know, a
really impressive result there. It’s used by our most loyal customers; it has our largest average order size, et cetera.

And the second area, we launched our mobile-first website, a responsive site that, Jay mentioned earlier in Q1. We saw a 20% lift in conversion after launching that
site, so tremendous results. We still think we have tons of opportunity to improve it, and we’re going to be doing that throughout the course of the year.

Courtney Wilson — Cowen & Co. Analyst: Great. Thanks.
Operator : Thank you. And the next question is from Matthew Boss of JPMorgan.
Christina Brathwaite — JPMorgan Securities LLC — Analyst: Hi, it’s Christina Brathwaite on for Matt. Thanks for taking our question. Just larger picture, a lot

is being made of apparel capacity, online competition, and Amazon. Can you just talk about the secret sauce, and how you maintain brand perception and market
share, and are there any changes that have been made or need to be made to better compete going forward?



Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: Well, I think the big thing for us is — it really is about having a strong
brand and exclusive, compelling merchandise, and it’s really built around our leading denim. I think a lot of the brands, if you are a retailer — my belief is, if you’re
aretailer who’s selling product that you can get in multiple channels, then good luck, Amazon’s going to eat you alive. But if you have a strong brand and you have
exclusive product, then you have an opportunity to sell to your vertical channels, you can engage with your customer in compelling ways and get paid for the value
you’re delivering her. And that’s really, I said in the prepared remarks. That’s really what we’re focused on.

And I think the key going forward with such a huge competitor out there, is to make sure that we have exclusive product and that we have a compelling brand, and
that we continue to engage the customer.

Christina Brathwaite — JPMorgan Securities LLC — Analyst: Great. Thanks.
Operator : Thank you. The next question is from Lindsay Drucker Mann of Goldman Sachs. Please go ahead.

Lindsay Drucker Mann — Goldman Sachs & Co. Analyst: Thanks. Good evening, guys. I wanted to follow-up on, just a question about the promo strategy and
the markdowns. I think, this was the first quarter in a while where you actually had markdowns higher year-over-year, and I think, Scott, you talked about how
we’re able to balance it and actually drive healthy bottom line expansion. And so I just wanted to clarify your remark about whether you saw it, as we think about
balance of year, the promo cadence would be up or the markdown activity would be up year-over-year, or if as we look forward 1Q was kind of an anomaly. I
guess, I’'m just trying to understand, if there’s a shift in strategy because of what we’ve heard pretty consistently was that the focus was to be less promotional and
drive lower markdowns. I know it’s really tough out there. So I wanted to understand if you were sort shifting focus, and how we should be expecting this for
balance of year. Thanks.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: It’s too early really to talk a lot about the fall season for sure, but focusing in
on the second quarter, so we did have a bit more targeted promotion, and again driving top line margin is up. [ mean, I think, that’s the strongest message that I’d
have you walk away with, but there is no meaningful shift in how we are thinking about our markdowns, and how are we thinking about our promotions. Again, we

were up against the most difficult compare in the first quarter, and I see as those compares get easier, you’ll see the results in line with that.

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: We are not — at this time, we are not changing our strategy to be more
promotional.

Lindsay Drucker Mann — Goldman Sachs & Co. Analyst: Great.

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: So, Scott talked to the numbers, but it is not a shift in strategy.
Lindsay Drucker Mann — Goldman Sachs & Co. Analyst: Okay. Thanks.

Operator : Thank you. The next question is from Susan Anderson of FBR. Please go ahead.

Susan Anderson — FBR Capital Markets & Co. — Analyst: Good evening. Congrats on a great quarter. | was wondering if you could give a little bit more color
on the international business and the performance in the first quarter, also if you’re seeing kind of that inflection in profitability as expected, and then the

expectations for the rest of the year.

And then just really quick on the traffic front too, obviously, you guys are outperforming your peers. How do you expect to continue to drive that as we kind of go
throughout the rest of the year? Thanks.



Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Hi, it’s Scott. I’ll take the international question, and our international
business is nicely profitable. We’ve built a strong foundation in what has become a fantastic franchise business. We have a very strong and profitable Mexico
business that we continue to invest behind.

And when I look at our developing markets, we’re — in the U.K. and in China, we’re proceeding with caution there, making great progress, not satisfied, but
continuing to push, learn, and scale. And Michael spoke to the digital initiatives that we have that really have driven that international business. So we have a lot of
opportunity left in international. But we have great profitability expectations, both in the second quarter as well as for the balance of the year.

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: I think, just to tag on there, another nice thing about the international
business is, they love our jeans. So as we grow, the denim leadership we have in the United States, we fully anticipate having that kind of leadership worldwide.
Mall traffic is tough out there. We were able to — based on our counters, we were able to have better traffic than what the total mall saw in the AE brand, and Aerie
even outperformed that. We believe we’re taking share in the mall. We believe we’re doing that through product leadership, and engaging our customers with better
product, and with more compelling marketing.

But knowing this is an ongoing — most likely an ongoing headwind is part of the reason we keep talking about, and are so focused on the brand marketing campaign
we’re going to launch for fall. We really are looking to engage our customers in a more emotional way, with broader appeal for the brand, to continue to take share
and to continue to get at least our share of mall traffic, if not grow our traffic within a tough mall environment.

I think the other thing we need to remember is that the real goal for us as an omni organization is to grow the total traffic and the total transactions for the brand. As
we’re able to shift our traditional store customer to be a multi-channel customer, as we talked about earlier in the call, that’s actually a huge win for us.

The customers who are engaged in both channels spend significantly more money than the customers in mall- store-only customers. So we’ll do everything we can
to get the customers in the mall, but if we can get them engaged in both channels, that’s even a better thing.

Susan Anderson — FBR Capital Markets & Co. — Analyst: Great. Well, good job and good luck next quarter.

Chad Kessler — American Eagle Outfitters, Inc. — Global Brand President — AE Brand: Thanks.

Operator : Thank you. The next question is from Richard Jaffe of Stifel.

Richard Jaffe — Stifel, Nicolaus & Co., Inc. — Analyst: Thanks very much guys, and really an exciting quarter. Wondering just about the SG&A, the investment
we saw, | guess, in marketing and advertising and brand building. Could you address the increase in operating expenses, and how we see that carrying forward in
the year, and how you anticipate spending it or how you spent it and why it worked so well? Thank you.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: This is Scott. I’ll take that one. So again, our target in SG&A is leverage, and
making the strategic investments that will get paid for not just in the quarter itself, but over the long term. What you’re seeing in the strategic investments that
we’re making, we talked a little bit about the marketing campaign that we’ll talk more about, and you’ll see in September. So it’s about driving the business over
the long-term, not about the current quarter. But, again, our target is to consistently look into our operating infrastructure to find ways to reduce costs. But we’re
going to continue to invest in those things that will drive the business year-in, year-out.

Richard Jaffe — Stifel, Nicolaus & Co., Inc. — Analyst: Broadly speaking, could you give us a sense of what those things might be?

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Yeah, certainly. Like, digital traffic was up over 20%, direct result of our
increased investments in digital marketing would be an example.



Richard Jaffe — Stifel, Nicolaus & Co., Inc. — Analyst: Any others?
Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: More strategic. Nothing that we’d want to share too much on the call.
Richard Jaffe — Stifel, Nicolaus & Co., Inc. — Analyst: Okay, thank you very much.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Marketing, I think is the other biggest piece. Outside of the strategic, just to
give you some examples of some of the things that we’re coming up against. Obviously, a fair amount of discussion around wage rate and so forth. So we’re seeing
the same thing that the rest of the retailers are seeing, impacting us to the tune about $1 million to $2 million each quarter on minimum wage and just cost of living
adjustments, some of that type of stuff.

Richard Jaffe — Stifel, Nicolaus & Co., Inc. — Analyst: Okay, thank you very much.
Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Welcome.
Operator : Thank you. The next question’s from Dorothy Lakner of Topeka Capital Markets. Please go ahead.

Dorothy Lakner — Topeka Capital Markets Analyst: Thanks, and good afternoon, everyone. Congrats. Just a great quarter. I wanted to go back to Aerie for a
second. And just I think, Jen mentioned getting more into — more Aerie into some American Eagle stores. And I just wondered kind of where you are on that, how
much opportunity there is, and then just if you could provide a little bit more color on the store’s performance. You started opening more stores. Any thought
behind where that expansion might go?

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: Sure. In fact, first and foremost, we’re looking to make every format
within Aerie as most productive as possible. You still have to remember, we’re a fairly small brand here. So we’re seeing opportunity in our current existing state,
but as we look forward, we are opening up new side-by-sides this year. It’s reflective, I believe, in the release. And there are still some AE stores that we are not
within right now. There are not a lot left. Quite frankly, we’re in most formats within the AE store format. But again, we’re looking to maximize that and ensure
that we’re the most productive as possible.

And then, regarding the standalones, those stores are between 40% and 60% more productive. So we love what our productivity results are there. They’re smaller.
And again, we’re going to ensure that we’re evaluating that.

The Mall of Georgia, which just opened, I mentioned in my script is a little bit larger. It’s about 3,000 square feet, and it has some expansion businesses in that. So
again, we’re still learning and scaling. But we are opening up new stores and we will continue to evaluate the markets that we go into. Scott, and team have done an
amazing job looking at the brand from sort of a market scope versus just opening up new stores. And I think that’s what’s really important when you look at our
relationship in the direct business to the store business.

Dorothy Lakner — Topeka Capital Markets Analyst: Great, thanks.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Hi, it’s Scott. And the Aerie stores performed at — they had an 8% comp here
in the quarter. And to Jen’s point on the future roll-out, we’re really being very selective in using the data analytics to identify not only where we can service the
customer through the cash and wrap, but where we can continue to fuel what has been an absolutely amazing digital business for the Aerie brand.

Dorothy Lakner — Topeka Capital Markets Analyst: Great. Thanks. That’s very helpful.

Operator : Thank you. The next question is from Tiffany Kanaga of Deutsche Bank. Please go ahead.

Tiffany Kanaga — Deutsche Bank Securities, Inc. — Analyst: Hi. Congratulations on a great quarter, and thanks for taking my question. Can you talk about the

game plan for Beauty at Aerie. How did the category do in the first quarter, and how are you thinking about competing and differentiating yourselves in a pretty
crowded field?



Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: Yeah. Right now we’re really highly focused on our core competency
business as I said. We have a lot of opportunity within bras, undies, swim and apparel for sure. And we did assimilate a team to venture into the beauty business,
but we are going to walk before we run. We’re going to approach it very strategically, and do it with some thought and integrity to be honest.

Tiffany Kanaga — Deutsche Bank Securities, Inc. — Analyst: Thanks so much.

Operator : Thank you. The next question is from Anna Andreeva of Oppenheimer. Please go ahead.

Anna Andreeva — Oppenheimer & Co Analyst: Great. Thanks so much, and congrats, guys.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Thanks, Anna.

Anna Andreeva — Oppenheimer & Co Analyst: I was hoping you could address what kind of trends are you seeing quarter-to-date here in May? Are you running
in line with that guidance for low-single-digit comp on top of a difficult 11% from last year? Obviously, lots of concerns about the consumer that we’re hearing
nowadays. And then secondly, on the margin expectations for the year, should we still expect the markdowns to be down versus last year? Thanks so much.

Scott Hurd — American Eagle Outfitters, Inc. — Interim Chief Financial Officer: Hey, Anna, it’s Scott. I’ll take that one. In terms of trend of the business, we
don’t really talk about that within the quarters that we’re in. But obviously, the first two and a half weeks here are in the bank. And we’ve set our low-single-digit
guidance that we’re confident that we’ll be able to achieve that.

As it relates to margin and markdowns, our margin will be up, and a lot of it coming on the back of favorable sourcing and great IMU expansion. And as it relates
to markdowns certainly in the back half, we’re still baking our plans and assessing the competitive environment, but again, I think the cinch point for you is we
expect margins to be up.

Judy Meehan — American Eagle Outfitters Inc. — VP, IR: Okay, Manny, we have time for one more question.

Operator : Thank you. Our final question is from Jeff Van Sinderen of B. Riley & Company. Please go ahead.

Jeff Van Sinderen — B. Riley & Co. Analyst: Let me add my congratulations, amazing quarter. Let me ask you, as far as the e-commerce business, at this point,
I’m not sure how much you’ve shared about where that stands as far as penetration. Any color you could give us there would be helpful. And then on, Aerie, did
you say that it was 30% of the overall women’s business in Q1? And then maybe you could also just touch on apparel at Aerie.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: Yeah, for Aerie, I’ll just clarify, it was 30% of the total Aerie business.
Jeff Van Sinderen — B. Riley & Co. Analyst: Okay.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: And then what did you ask regarding women’s?

Jeff Van Sinderen — B. Riley & Co. Analyst: Was trying to get a better sense of the Aerie apparel business, kind of what you are seeing there. I know you talked a
lot about bralettes, but just wondering more about the apparel part of that.

Jennifer Foyle — American Eagle Outfitters, Inc. — Global Brand President — Aerie: The apparel had some record highs in some of the businesses. It’s really —
we look at the apparel business as a complement to our core competency businesses, and that’s how we’re really approaching it. So for instance in swim, cover-ups
and we’ll continue to approach it that way.



Jeff Van Sinderen — B. Riley & Co. Analyst: Great.

Michael Rempell — American Eagle Outfitters, Inc. — Chief Operating Officer: And e-commerce business is roughly 20% penetration to total, obviously
growing nicely. But like Chad said earlier, you really can’t look at what we’re doing, it’s just one channel versus the other. Our investment is there. We’re investing
in digital, not only to drive e-commerce sales, but ultimately to drive customer loyalty and sales across our brands.

Jeff Van Sinderen — B. Riley & Co. Analyst: Thanks.

Judy Meehan — American Eagle Outfitters Inc. — VP, IR: Great. So thanks everyone, that concludes our call today. We appreciate your participation and
continued interest in American Eagle Outfitters.

Operator : Thank you. Ladies and gentlemen, this does conclude today’s teleconference. You may disconnect your lines at this time and thank you for your
participation.



