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Disclaimer

The Company reports its financial results in accordance with U.S. generally accepted accounting principles (“GAAP”).  The select preliminary, unaudited results described in this presentation  are estimates only and are 
subject to revision until the Company reports its full financial and business results for the quarter and year ended December 31, 2021. These estimates are not a comprehensive statement of the Company’s financial 
results for the fourth quarter and fiscal year ended December 31, 2021 and actual results may differ materially from these estimates as a result of the completion of year-end accounting procedures and adjustments, 
including the execution of the Company’s internal control over financial reporting, the completion of the preparation and audit of the Company’s financial statements and the subsequent occurrence or identification 
of events prior to the formal issuance of the audited financial statements for fiscal 2021. In addition, the preliminary, unaudited results described in this presentation, including net revenues, should not be relied upon as 
an indicator of overall quarterly and year-end financial results, which depend on a variety of factors, including the cost of goods sold and operating expenses, among others. 

This presentation contains forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995, as amended, that are based on current management expectations, and which involve 
substantial risks and uncertainties that cause actual results to differ materially from the results expressed in, or implied by, such forward looking statements.  All statements contained in this presentation that do not 
relate to matters of historical fact should be considered forward-looking. These forward-looking statements generally are identified by the words “anticipate”, “believe”, “contemplate”, “continue”, “could”, “estimate”, 
“expect”, “forecast”, “future”, “intend”, “may”, “might”, “opportunity”, “outlook”, “plan”, “possible”, “potential”, “predict”, “project,” “should”, “strategy”, “strive”, “target”, “will”, or “would”, the negative of these words or other 
similar terms or expressions. The absence of these words does not mean that a statement is not forward-looking. These forward-looking statements address various matters including the Company’s business plan, 
strategy, and beliefs and objectives for future operations; the Company’s market opportunity, including the market opportunity beyond healthcare apparel; the Company’s efficient customer acquisition and intelligent 
replenishment model; the Company’s international expansion opportunity and plans; the Company’s ability to promote the FIGS brand and strategies for growing brand awareness; the Company’s ability to attract new 
customers and to retain and drive retention and repeat purchases from its existing customers, including through the expansion of its complete layering system; the Company’s category expansion strategy; the 
Company’s ability to develop new products and bring them to market in a timely manner; the Company’s expectations concerning relationships with third-parties; economic and industry trends, projected growth, or 
trend analysis; the Company’s ability and plans to drive growth and profitability; the Company’s strategies for navigating the evolving impact of the COVID-19 pandemic and supply chain challenges; the Company’s 
preliminary and unaudited results for the quarter and year ended December 31, 2021, including net revenues, active customers, average order value and TTM net revenues per active customer; the Company’s outlook 
and expectations as to annual gross margin and annual adjusted EBITDA margin for the full year ended December 31, 2021; and the Company’s long term outlook as to annual net revenues, gross margin, adjusted 
EBITDA margin and CAGR, all of which reflect the Company’s expectations based upon currently available information and data. Because such statements are based on expectations as to future financial and operating 
results and are not statements of fact, actual results may differ materially from those projected and you are cautioned not to place undue reliance on these forward-looking statements. The following important factors 
and uncertainties, among others, could cause actual results to differ materially from those described in these forward-looking statements: the impact of COVID-19 on the Company’s operations; the Company’s ability to 
maintain its recent rapid growth; the Company’s ability to maintain profitability; the Company’s ability to maintain the value and reputation of its brand; the Company’s ability to attract new customers, retain existing 
customers, and to maintain or increase sales to those customers; the success of the Company’s marketing efforts; the Company’s ability to maintain a strong community of engaged customers and Ambassadors; 
negative publicity related to the Company’s marketing efforts or use of social media; the Company’s ability to successfully develop and introduce new, innovative, and updated products; the competitiveness of the 
market for healthcare apparel;; the Company’s ability to attract and retain highly skilled personnel and senior management; risks associated with expansion into, and conducting business in, international markets; 
changes in, or disruptions to, the Company’s shipping arrangements; the Company’s ability to accurately forecast customer demand, manage its inventory, and plan for future expenses; the Company’s reliance on a 
limited number of third-party suppliers; the fluctuating costs of raw materials; the Company’s failure to protect its intellectual property rights; the fact that the operations of many of the Company’s suppliers and 
vendors are subject to additional risks that are beyond its control; and other risks, uncertainties, and factors discussed in the “Risk Factors” section of the Company’s Quarterly Report on Form 10-Q filed with the 
Securities and Exchange Commission (“SEC”) on November 10, 2021 and in the Company’s other filings with the SEC. The forward-looking statements in this presentation speak only as of the time made and the 
Company does not undertake to update or revise them to reflect future events or circumstances.

Certain information contained in this presentation relate to or are based on studies, publications, surveys and other data obtained from third-party sources and the Company’s own internal estimates and research. 
While the Company believes these third-party sources to be reliable as of the date of this presentation, it has not independently verified, and makes no representation as to the adequacy, fairness, accuracy or 
completeness of, any information obtained from third-party sources, and you are urged not to give undue weight to such third-party information. While the Company believes its internal research is reliable, such 
research has not been verified by any independent source.

Included in this presentation are certain financial measures and key operating metrics that are important to understanding the Company’s performance, not calculated in accordance with GAAP, and which are 
designed to supplement, and not substitute, the Company’s financial information presented in accordance with GAAP. The non-GAAP measures as defined by the Company may not be comparable to similar 
non-GAAP measures presented by other companies. The presentation of such measures, which may include adjustments to exclude unusual or non-recurring items, should not be construed as an inference that the 
Company’s future results will be unaffected by other unusual or nonrecurring items. For reconciliations to the most directly comparable GAAP measures and more information regarding the Company’s use of 
non-GAAP financial measures, please refer to “Key Operating and Non-GAAP Financial Measures” in the appendix.
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FIGS is one of the fastest growing and most 
profitable digitally native direct to consumer 

companies in the world that sells exclusively through 
digital platforms

FIGS/ Overview
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To celebrate, empower & 
serve those who serve 

others
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OUR MISSION

FIGS/ Overview
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Heather Hasson
Co-Founder, Co-Chief Executive Officer

Our management team 

Trina Spear
Co-Founder, Co-Chief Executive Officer

Daniella Turenshine
Chief Financial Officer

FIGS/ Overview
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Net revenues (in millions)

$259(1)

$55

~$419(2)

(1) Net revenues growth YoY from 2019 to 2020 and estimated net revenues growth YoY from 2020 to 2021, respectively, and 2020 net revenues, have been adjusted to exclude the $4.2M non-recurring related party sale in 
Q3 2020.  For reconciliations to the most directly comparable GAAP measures and more information on our use of non-GAAP metrics, see “Key Operating and Non-GAAP Financial Measures” in the appendix.
(2) 2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its full financial and business results for the quarter and year ended December 31, 2021. 
For additional information, see “Disclaimer” on slide 2. 
(3)  Adjusted EBITDA margin is a non-GAAP metric.  We have not provided a quantitative reconciliation of our adjusted EBITDA margin outlook to a GAAP net income margin outlook because we are unable, without 
making unreasonable efforts, to project certain reconciling items. These items include, but are not limited to, future stock-based compensation expense, income taxes, expenses related to non-ordinary course disputes, 
and transaction costs. These items are inherently variable and uncertain and depend on various factors, some of which are outside of our control or ability to predict. For more information on our use of non-GAAP metrics, 
see “Key Operating and Non-GAAP Financial Measures” in the appendix.

$110

+62%(1)(2)

2021 vs 2020

+135%(1)

2020 vs 2019

Net revenues growth

Profitability (outlook for 2021-2024)

Long-term outlook CAGR

30%+
2020-2025

Annual adjusted EBITDA 
margin(3)

20%+
Annual gross margin

70%+

FIGS/ Overview

2018 2019 2020 2021

FIGS is a profitable growth company
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Market Opportunity
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… with compelling industry fundamentals

Healthcare apparel is a large, growing industry…
Healthcare job growth is outpacing all employment with some of the fastest growing job segments through 2029

~$419M
FIGS’ 2021 net 

revenues(3)

Massive market opportunity...(1)

8
(1) Source: Frost & Sullivan as of April 2021.
(2) Source: US Bureau of Labor Statistics.
(3)  2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its full financial and business results for the quarter and year ended 
December 31, 2021. For additional information, see “Disclaimer” on slide 2. 

$12bn
U.S. healthcare apparel

2020E - 2025P CAGR of 6.1%

$79bn
global healthcare apparel

2020E - 2025P CAGR of 5.1%

✔ Massive market today

✔ Accelerated growth

✔ Fastest growing job segment(2)

✔ Non-discretionary

✔ Recession resistant

✔ Replenishment driven

✔ Recurring demand

✔ Limited fashion / fad risk

FIGS/ Market Opportunity



PRODUCT

DISTRIBUTION

That has underserved the needs of healthcare professionals 
Despite the fact that 85% of healthcare professionals purchase their own uniforms!(1) 

Commoditized products Ill-fitting, uncomfortable, baggy, boxy products lacking design or 
functionality

Third party licenses No control over product and limited ability to promote brand loyalty

Antiquated distribution

Channel conflict

Customer separation

Challenged margins

Reliance on highly fragmented network of inconvenient discount 
brick-and-mortar supply stores and unappealing aggregated online 
sites

Limited options to sell DTC

Lack valuable feedback regarding customers’ needs and preferences

Impacts ability to invest in innovation, marketing and customer 
experience

CONSUMER
EXPERIENCE

✖

✖

✖

✖

✖

✖

(1) Source: Frost & Sullivan as of April 2021.

Industry dynamics prior to FIGS

FIGS/ Market Opportunity
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Branded a previously unbranded 
industry

De-commotized a previously 
commoditized product

Built a community around a profession

  

FIGS is 
revolutionizing 
the healthcare 
industry.

FIGS/ Market Opportunity
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We started by redefining scrubs 

ANTI WRINKLE 

ODOR RESISTANT

FOUR-WAY STRETCH

MOISTURE-WICKING

BREATHABLE

ANTIMICROBIAL FOR 
ANTI-ODOR

RIDICULOUSLY SOFT

FIGS reimagined the healthcare professional’s uniform, engineering it for function and taking cues from 
performance sports apparel, to create the most comfortable and technical products to help them perform at 
their best.

FIGS/ Product

Technical features and functionality
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And built a scrubs business 
with products that are 

functional, premium and 
better quality  

● Scrubs represented ~87% of our ~$419(1) million business in 
2021

● Our 13 core styles were over 80% of our total business in 2021

● Replenishment driven, seasonless business model reduces 
inventory risk

● A third of our repeat customers’ annual spend is in core styles 
and core colors

● Limited edition colors and styles drive traffic, demand and hype

● Additional growth opportunities as we build out franchises 
around core styles 

SIX CORE COLORS Black, Navy, Graphite, Ceil Blue, Royal Blue, Burgundy

THIRTEEN CORE STYLES Women’s: Catarina, Casma, Rafaela, Livingston, Zamora, Yola, Kade

Men’s: Leon, Chisec  Axim, Tansen, Pisco, Cairo 

FIGS/ Product

(1) 2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its 
full financial and business results for the quarter and year ended December 31, 2021.

12



13

Limited edition launches drive both core and limited edition sales

Intentionally shallow 
buys to create demand 

and scarcity

Core styles retain 
customers

Core styles drive sales
Core scrubs are 90% of sales on day 1 of new launches

Limited edition styles drive traffic, demand and 
hype 

With colors like Mauve selling out in 6 hours

Our product drop strategy enables our growth  

FIGS/ Product



It’s not just about a scrub top and bottom… it’s so much more
Healthcare professionals navigate a wide variety of environments and they deserve high-quality, comfortable and functional products 
specifically designed for each one. 

We created the FIGS LAYERING SYSTEM, intentionally designed from base layer to outer layer. 

Engineered for function, performance and Technical Comfort™ for the healthcare professional: to work, at work and from work, On 
Shift™ and Off Shift™.

FIGS/ Product
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FIGS is focused on outfitting the medical 
professional to work, at work and from work -  
on-shift™ and off-shift™ - head-to-toe.

We are creating lifestyle products specifically 
focused on the needs of medical professionals, 
enabling us to increase AOV and drive retention 
even higher. 

We are creating our own TAM and building an 
entirely new market.

Expanding our TAM 
beyond the $79B global 
healthcare apparel 
market(1)

Innovation & expansion in existing categories

Core Limited Edition 
Colors

Limited Edition 
Styles

Lab Coats

Underscrubs Outerwear
Performance 
Underscrubs

Creation of new markets

Socks Loungewear NecessitiesMasks Footwear

15
(1) Source: Frost & Sullivan as of April 2021.

FIGS/ Product
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We have built a fiercely loyal, 
passionate community

The FIGS community is made up of extraordinary 
healthcare workers – Awesome Humans.  

At FIGS, it’s our mission and honor to celebrate what 
makes this group of people so truly awesome – their 
commitment to spending their lives in the service of 
others. 

Our community of Awesome Humans is loyal, fanatical 
and 100% Awesome. 

FIGS/ Community
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Engaging with customers in authentic and meaningful ways 

Brand Marketing

Ambassador 
Program

Digital Experience

Direct feedback loop for product 
design and merchandising 

Tailor each customer’s experience 
based on interactions 

website 
design app design

marketing 
content & 

storytelling

post-purchase 
engagement

customer 
experience

PAMELA M., MD
● Brand campaigns 
● Billboards, subways, buses
● Short and long-form videos 

with each launch
● Holiday shopping catalogue

● Consists of hundreds of Awesome Humans around the 
world

● Representing a diverse array of specialties and levels of 
experience and geographies

FIGS/ Community
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(1) Calculated as Net Revenues / Marketing Spend.

While leveraging word of 
mouth and strong retention 
to drive efficiency

80% 

✔ Densely populated areas like hospitals enable greater, more 
authentic and more organic customer acquisition

✔ 63% organic traffic in 2021

✔ Retention of 50% creates compounding effect reducing 
additional spend needed to drive retention

✔ Maintained best-in-class customer acquisition cost even as we 
have rapidly scaled

… delivering increases in return on advertising spend 
(ROAS)(1) even as we have grown rapidly

FIGS/ Marketing
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Efficient acquisition of new customers

19

Rendering a truly differentiated model for growth

Data-driven replenishment business driving loyalty

Efficient customer acquisition and intelligent replenishment both drive business forward

Strong 
engagement 

(incl. social 
and product 

launches)

Increased 
loyalty

 and LTV

Repeat visits 
and strong 
conversion

Data-driven 
performance 

marketing

Highly 
efficient CAC

New 
customers

Growing 
brand 

awareness

Strong word 
of mouth

19

FIGS/ Marketing



We have hundreds of different customer attributes 
included in our segment analysis

Unlocking our data to create deeper, more personalized connections 

Precisely defined customer segments to cater to the 
unique preferences of the healthcare professional for more 

accurate targeting, personalization and engagement 
opportunities

20Our extensive and flexible segmentation allows us to understand the nuances of our customers
20

Enables greater ability to create replenishment 
opportunities tied to each customer’s personalized needs 

and shopping preferences than the traditional subscription 
model 

How do we drive customer retention?

✔ Customer segmentation

✔ Targeted marketing

✔ Customized digital experiences

✔ Tracking intervals between purchases 

Data driven replenishment

FIGS/ Data



Supply Chain & Operations
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As a digitally native workwear company, our supply chain is uniquely 
positioned to achieve annual 70%+ gross margin outlook 

Channel

Own the Product Calendar
● Control the timing and launch of all new products

High Visibility into Customer Demand & Sell-Through
● Our direct relationship with our customers enables us to 

more accurately predict future inventory needs

 

Product

Functional and Seasonless
● High volume = Core scrubwear fabrication (FIONx) > 90% 

of production
● Low SKU count = 13 core scrubwear styles > 80% of 

production
● Replenishment-driven uniform business

Reduced Inventory Risk 
● Greater flexibility and capability to produce, pack and 

hold core styles/colors if needed with limited inventory 
risk

● Intentional shallow buys on limited edition colors/styles 

FIGS/ Supply Chain

22

Manufacturing

Relationships
● Strong relationships with partners enabling mutual 

growth 

Cost Efficiencies due to Consistent Fabrication, rapid 
scale, Low SKU Count, High Volume, & Rapid Scale

Capacity Planning
● Consistent capacity and planning due to high visibility 

to demand & replenishment nature of core scrubwear



With a diversified global supply chain that spans over 60 facilities and 20 
countries

FIGS Global Warehouse
FIGS has a global warehouse in Los Angeles.

FIGS Production Partners
FIGS has 40 fabric, trim, and cut & sew partners across 
13 countries in Asia, South America and North America.

FIGS Customers
FIGS currently ships to locations in the U.S., 
Canada, UK (England, Wales, Scotland, Ireland) 
and Australia from our warehouse in Los 
Angeles.

FIGS/ Supply Chain
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Increasing lead times to accommodate longer ocean transit times

Holding more weeks of supply of our seasonless core product 

We continue to follow these strategies to further mitigate the evolving impact of COVID-19:

That continues to navigate the persistent challenges 
created by COVID-19 through operational excellence

Advanced Planning

Agile Execution Rerouting shipments to alternate origin and destination ports

Booking premium sailings with service level guarantees or priority arrival 

ports where possible

Premium Ocean Services

FIGS/ Supply Chain
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Key Growth Drivers
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Pursue International 
Expansion

Continue to Increase 
Customer Loyalty

We have multiple levers for long-term sustainable growth

26

Broaden & Deepen 
Our Lifestyle 

Offerings

Utilize data science to expand our community, 
elevate customer experience and drive intelligent replenishment

Grow Brand 
Awareness & Attract 

New Customers

FIGS/ Key Growth Drivers



… while simultaneously increasing our proportion of 
net revenues from repeat customers(3) to 

approximately 68%(2)

Starting with strong loyalty and retention 

We grew net revenues 62%(1) YoY in 2021...(2)

(1) Net revenues growth YoY from 2020 to 2021 and  2020 net revenues have been adjusted to exclude the $4.2M non-recurring related party sale in Q3 2020.  For reconciliations to the most directly 
comparable GAAP measures and more information on our use of non-GAAP metrics, see “Key Operating and Non-GAAP Financial Measures” in the appendix.
(2)  2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its full financial and business results for the quarter and year ended 
December 31, 2021.  For additional information, see “disclaimer” on slide 2.
(3) Repeat customer is defined as customers who have made a prior purchase with us in any period.

($ in millions)

27

FIGS/ Key Growth Driver - Increase Customer Loyalty

(1)

     (1)(2)

(2)



We plan to focus our efforts on continuing to increase spend 
from our most loyal customers through the expansion of our 
complete layering system 

28

That has a unique 
compounding effect 
that increases over time 

~65%

~40%

~15%

Our most loyal customers have an outsized 
contribution on our growth

~40%
2021 net revenues(1) 

contribution from our top 
decile of customers

~70%
2021 net revenues(1) 

contribution from our top three 
deciles of customers

(1)  2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to 
revision until the Company reports its full financial and business results for the quarter and year 
ended December 31, 2021.  For additional information, see “Disclaimer” on slide 2.

FIGS/ Key Growth Driver - Increase Customer Loyalty



STRATEGIES TO GROW BRAND AWARENESS

Brand marketing

63% 
organic website

traffic in 2021
Social media, events,

billboards, and commercials

Performance marketing

Retargeting, paid social media advertisements,
paid search advertisements

Men’s business opportunity 

25% 
Healthcare 

Professionals 
are Men(4)

22% 
UNAIDED AWARENESS(2)

55% 
AIDED AWARENESS(2)

1.9M 
ACTIVE CUSTOMERS(3)

~21M
HEALTHCARE 

PROFESSIONALS 
IN THE U.S.(4)

With ~3% market share in the U.S.(1) alone, 
there is significant long-term opportunity 

to attract new customers

(1) Calculated by dividing preliminary estimated 2021 net revenues by Frost & Sullivan's estimated $12B U.S. TAM as of April 2021.
(2) Source: Frost & Sullivan as of April 2021.
(3) Preliminary unaudited estimate as of December 31, 2021 (for additional information, see “Disclaimer” on slide 2).  We 
calculate “active customers” as unique customer accounts that have made at least one purchase in the preceding 12-month 
period. See “Key Operating and Non-GAAP Financial Measures” in the appendix for additional information on key operating 
metrics. 
(4) Source: US Bureau of Labor Statistics.

FIGS/ Key Growth Driver - Grow Brand Awareness 
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Our category expansion strategy 
is focused on 

outfitting the medical 
professional on and off shift

— to work, at work 
and from work — head to toe.Masks 

& Shields
Underscrubs

Lab CoatsOuterwear Footwear

Necessities

Socks

Performance
Underscrubs

30

 Deepening our lifestyle business and 
expanding into new categories  

FIGS/ Key Growth Driver - Broaden Lifestyle



International expansion opportunity

● Tremendous opportunity over the 
longer term to serve 118M healthcare 
professionals internationally(1)

● Direct-to-consumer model focused on 
building an authentic community

● Plan to launch products specific to 
local markets and digital experiences 
tied to local culture

31

With additional growth opportunities from international expansion

Current FIGS International Markets
Canada (2019)
U.K. (2020)
Australia (2020)

International 

<10% 
of net revenues in 2021(2)

$67B
International TAM(1)

(1) Source: Frost & Sullivan as of April 2021.
(2) 2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its full financial and business 
results for the quarter and year ended December 31, 2021.  For additional information, see “Disclaimer” on slide 2.

FIGS/ Key Growth Driver - International



TIGHT 
FEEDBACK 

LOOP

PRODUCT 
INNOVATION

Better 
Community

Engagement

Buying 
Patterns

Higher Efficiency &
Inventory Analytics 

More
Feedback

Perso
naliz

ed 

Mark
etin

g More 

Touchpoints

Increase
Sales

Increase  
Active 

Customers

INCREASING
BRAND

AFFINITY

Greater loyalty & 
retention

More Data 
Points

Through hundreds of data 
attributes associated with 
millions of customer 
accounts, we have a unique 
ability to welcome new 
healthcare professionals to 
our community and drive 
repeat business from them

Fueled by data science to unlock new opportunities for growth while enabling 
efficiencies across the business 

32

FIGS/ Key Growth Driver
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2021 preliminary results(1)

34

✔ Q4 2021 net revenues exceeded plan, up 42% to ~$128M(1)

✔ Record 2021 net revenues of ~$419M (+62% growth YoY(1),(2))

✔ Q4 Active customers(3) up 46% to 1.9M(1)

✔ Q4 Average order value(3) up 15% to $113(1)

✔ 2021 TTM net revenues per active customer of $224(1),(4), +$22 
from 2020

(1) The select preliminary, unaudited results described in this presentation are estimates and are subject to revision until the Company reports its 
full financial and business results for the quarter and year ended December 31, 2021. For additional information, see “Disclaimer” on slide 2.
(2) Estimated net revenues growth YoY from 2020 to 2021  has been adjusted to exclude the $4.2M non-recurring related party sale in Q3 2020.  For a reconciliation to the most directly comparable GAAP measure and more 
information on our use of non-GAAP metrics, see “Key Operating and Non-GAAP Financial Measures” in the appendix.
(3) Active customers as of December 31, 2021.  See “Key Operating and Non-GAAP Financial Measures” in the appendix for additional information on key operating metrics.
(4) TTM Revenue per customer is the trailing twelve months net revenues divided by current quarter ending active customers.

FIGS/ Financials



2021 preliminary results & outlook

35

(1)  2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its full financial and business results for the quarter and year ended December 31, 2021.  
For additional information, see “Disclaimer” on slide 2.
(2) Estimated net revenues growth YoY from 2020 to 2021 has been adjusted to exclude the $4.2M non-recurring related party sale in Q3 2020.  For a reconciliation to the most directly comparable GAAP measure and more 
information on our use of non-GAAP metrics, see “Key Operating and Non-GAAP Financial Measures” in the appendix.
(3) Adjusted EBITDA margin is a non-GAAP metric.  We have not provided a quantitative reconciliation of our adjusted EBITDA margin outlook to a GAAP net income margin outlook because we are unable, without 
making unreasonable efforts, to project certain reconciling items. These items include, but are not limited to, future stock-based compensation expense, income taxes, expenses related to non-ordinary course disputes, 
and transaction costs. These items are inherently variable and uncertain and depend on various factors, some of which are outside of our control or ability to predict. For more information on our use of non-GAAP metrics, 
see “Key Operating and Non-GAAP FInancial Measures” in the appendix.

Previous 
Outlook Preliminary Results vs 2020

Net Revenues(1)

$ in Millions

$410M ~$419M(1)

>70%

>20%

>70%

>20%

+62%(1),(2)

Additional commentary:
● Higher demand across entire business drove stronger top-line results as we continued to expand our product portfolio while strategically reducing our 

promotional activity compared to Q4’20.
● As we enter 2022, we are continuing to monitor and navigate the ongoing macro supply chain challenges experienced across all industries due to 

COVID-19. We expect that our use of air freight peaked in Q4 2021 and are currently planning on using less air freight in 2022. Additionally, we are 
monitoring ocean freight rates, which are expected to offset some of the benefit from lower air freight. Overall, we continue to expect our annual gross 
margin to be in-line with our long-term outlook of 70%+. 

FIGS/ Financials

Previous 
Outlook

Reiterated 
Outlook

Gross Margin (estimate)

Adjusted EBITDA Margin(3) (estimate)



Rapid growth in both active customers and net revenues

207% 84% 118% 46%(1)   210%           102%     135%(2)      62%(2)      

YoY Growth

Rapidly expanding active customer base and robust topline growth driven by strong customer retention and replenishment-driven demand

YoY Growth

(1)  2021 Net revenues and other 2021 figures are preliminary unaudited estimates and subject to revision until the Company reports its full financial and business results for the quarter and year ended December 31, 2021. 
For additional information, see “Disclaimer” on slide 2.
(2) Net revenues growth YoY from 2019 to 2020 and estimated net revenues growth YoY from 2020 to 2021, respectively, and 2020 net revenues, have been adjusted to exclude the $4.2M non-recurring related party sale in 
Q3 2020.  For reconciliations to the most directly comparable GAAP measures and more information on our use of non-GAAP metrics, see “Key Operating and Non-GAAP Financial Measures” in the appendix.

Net Revenues ($ in millions)(1)

(2)

FIGS/ Financials

Active Customers (in millions)(1)

(1)
(1)
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Robust long-term growth outlook

37

(1)  We have not provided a quantitative reconciliation of our adjusted EBITDA margin outlook to a GAAP net income margin outlook 
because we are unable, without making unreasonable efforts, to project certain reconciling items. These items include, but are not 
limited to, future stock-based compensation expense, income taxes, expenses related to non-ordinary course disputes, and transaction 
costs. These items are inherently variable and uncertain and depend on various factors, some of which are outside of our control or 
ability to predict. For more information on our use of non-GAAP metrics, see “Key Operating and Non-GAAP FInancial Measures” in the 
appendix.

ANNUAL NET REVENUES

$1B+ 
(by 2025)

ANNUAL GROSS MARGIN

70%+
(2021-2024)

ANNUAL ADJUSTED 
EBITDA MARGIN (1)

20%+
(2021-2024)

FIGS/ Financials



Our Impact
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Our Impact
THREADS FOR 

THREADS
OTHER WAYS WE GIVE SUSTAINABILITY

Product: Our FIONLITE™ product is our 
latest, most innovative scrub-wear fabrication; 
lightweight, anti-static (like fur), four way 
stretch, surface fiber and water repellency AND 
made from recycled fibers

Supply Chain: We carefully evaluate all 
suppliers and manufacturers to ensure they 
share our standards for quality of 
manufacturing, ethical working 
conditions and social and environmental 
sustainability practices in line with 
Worldwide Responsible Accredited 
Production (WRAP)
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$500,000 Future Icons Grant - provided ten 
$50,000 grants to selected Awesome Humans 
for tuition payments

$50,000 to Memorial Sloan Kettering Cancer 
Center in support of breast cancer awareness

$25,000 to American Medical Association 
Women Physicians Section to further support 
gender equity in the medical field through our 
partnership with Bumble

Ever since our founding, we’ve used our 
Threads for Threads initiative to donate 
scrubs to healthcare professionals in 
need. 

Today, it’s about far more than donating 
scrubs. It’s about making long-lasting 
impacts for the community we serve, and 
the communities they serve – around the 
world. 

In 2021, we donated over $3 million of 
scrubs, masks and other products.

FIGS/ Impact

™
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Key operating metrics and non-GAAP financial measures 

In addition to the GAAP financial measures set forth in this presentation, we have included “active customers,” “average order 
value” and “TTM net revenues per active customer,” which are key operational and business metrics that are important to 
understanding our performance, as well as certain non-GAAP financial measures.

We calculate “active customers” as unique customer accounts that have made at least one purchase in the preceding 
12-month period.  We calculate “average order value” as the sum of the total net revenues in a given period divided by the total 
orders placed in that period. Total orders are the summation of all completed individual purchase transactions in a given 
period.  We calculate “TTM net revenues per active customer” as the sum of the total net revenues in the preceding 12-month 
period divided by the current period “active customers.”  

Active customers as of December 31, 2021(1) and 2020, respectively and average order value for the three months and year 
ended December 31, 2021(1) and 2020, respectively, are presented in the following tables:

(1) 2021 figures are preliminary and unaudited estimates only and are subject to revision until the Company reports its full financial and business results for the quarter and year ended December 31, 
2021.  For additional information, see “Disclaimer” on slide 2.
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We use “net revenues, as adjusted” and “adjusted EBITDA margin” to provide useful supplemental measures that assist in 
evaluating our ability to generate earnings, provide consistency and comparability with our past financial performance and 
facilitate period-to-period comparisons of our core operating results as well as the results of our peer companies. We calculate 
“net revenues, as adjusted” as net revenues, adjusted to exclude non-recurring related party sales. We calculate “adjusted 
EBITDA” as net income adjusted to exclude: other income (loss), net; gain/loss on disposal of assets; provision for income taxes; 
depreciation and amortization expense; stock-based compensation and related expense; transaction costs; and expenses 
related to non-ordinary course disputes. We calculate “adjusted EBITDA margin” by dividing adjusted EBITDA by net revenues.

The following tables present reconciliations of net revenues, as adjusted, to net revenues, which is the most directly 
comparable financial measure calculated in accordance with GAAP:(1)

Key operating metrics and non-GAAP financial measures 

(1) 2021 figures are preliminary and unaudited estimates only and are subject to revision until the Company reports its full financial and business results for the quarter and year ended December 31, 
2021.  For additional information, see “Disclaimer” on slide 2.
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