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This presentation includes “forward-looking statements” within the 
meaning of Section 27A of the Securities Act and Section 21E of the 
Exchange Act. All statements contained herein other than statements of 
historical fact are “forward-looking statements” for purposes of these 
provisions, including any statements of the plans and objectives for 
future operations and any statement of assumptions underlying an
future operations and any statement of assumptions underlying any of 
the foregoing. In some cases, forward-looking statements can be 
identified by the use of terminology such as “may”, “will”, “expects”, 
“plans”, “anticipates”, “estimates”, “potential” or “continue”, or the 
negative thereof or other comparable terminology. We have based 
these forward-looking statements on our current expectations and 
projections about future events. Although we believe that our 
assumptions made in connection with the forward-looking statements 
are reasonable, we cannot assure investors that our assumptions and 
expectations will prove to have been correct. Actual results could differ 
materially from our forward-looking statements. We undertake no 
obligation to publicly update or revise any forward-looking statements, 
whether as a result of new information, future events or otherwise.

Safe Harbor Statement
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The Pep Boys – Manny, Moe & Jack

Founders of the Automotive Aftermarket

• Trusted since 1921

• Philadelphia - based

592 Locations

• 554 Supercenters (19-20k sf)
– 2 New Prototypes (13-14k sf)

• 9 Retail Stores

• 29 Service & Tire Centers
– 28 New Prototypes (5-6k sf)

• 35 States and Puerto Rico

$1.9 Billion Revenues

• 47% Service

• 42% Retail
– 59% Do-It-Yourself

– 41% Accessories &     
Complementary

• 11% Commercial
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Full service provider

More than 6000 service bays

National scale

Parts sourced directly from 
manufacturers

Savings passed onto customers

Tires Alignments

Oil changes Brakes

Ride control HVAC

Starting and charging Tune-ups

Engine performance Fuel systems

Maintenance products and services  

Engine and transmission R&R

Computer module flashing

Pep Boys Has A Unique Business Model -
Service
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Differentiation means more than just a 
parts store

Starts with parts (knowledgeable 
people, parts availability, competitive 
pricing)

We are the market leader in 
appearance products and automotive 
accessories

Category management

Superhubs

Speed Shops

Sales & Installation Technicians

Rewards program

Pep Boys Has A Unique Business Model -
Retail
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Complete Offering

• Parts

• Fluids
• Tires

• Equipment

Serving
• Repair Shops

• Dealers

• Fleets

In 453 Locations Today

• Adding 15 in 2010
• Performance based pay for 

commercial sales managers
• Reinvigorating selling programs

Pep Boys Has A Unique Business Model -
Commercial
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Consolidated Statement of Operations
($ in thousands)

% % % %

Amount Sales Amount Sales Amount Sales Amount Sales

Total revenues 1,910,938  100.0  1,927,788   100.0  510,033     100.0  496,488      100.0  

Total costs of revenues 1,424,831  74.6    1,462,356   75.9    372,438     73.0    366,887      73.9    

Total gross profit 486,107     25.4    465,432      24.1    137,595     27.0    129,601      26.1    

Selling, general and administrative expenses 430,261     22.5    485,044 25.2    111,632     21.9    108,053 21.8    

Net (loss) gain from dispositions of assets 1,213         0.1      9,716 0.5      45              -      3 -     

Operating profit (loss) 57,059       3.0      (9,896)         (0.5)    26,008       5.1      21,551        4.3      

Non-operating income 2,261         0.1      1,967 0.1      584            0.1      403 0.1      

Interest expense 21,704       1.1      27,048 1.4      6,608         1.3      1,936 0.4      

Earnings (loss) from continuing operations before income taxes 37,616       2.0      (34,977)       (1.8)    19,984       3.9      20,018        4.0      

Income tax (benefit) expense 13,503       35.9    
(1)

(6,139) 17.6    
(1)

7,824         39.2    
(1)

8,955 44.7    
(1)

Earnings (loss) from continuing operations 24,113       1.3      (28,838) (1.5)    12,160       2.4      11,063 2.2      

Discontinued operations, net of tax (1,077)        (0.1)     (1,591)         (0.1)    (210)           -      (154)            -     

Net earnings (loss)  23,036       1.2      (30,429) (1.6)    11,950       2.3      10,909 2.2      
Diluted earnings (loss) per share $ 0.44           $ (0.58)           $ 0.23           $ 0.21            

As a percentage of earnings from continuing operations before income taxes and cumulative effect of
change in accounting principle.

May 1, 2010 May 2, 2009January 30, 2010

Fifty-Two Weeks Ended

January 31, 2009

Thirteen Weeks Ended
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Operating Margin (% Sales)
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Pre-Tax Return on Invested Capital
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Financial Benchmarks and Objectives

Strategic Plan Objectives :

� Mid-to-high single digit operating 
margin

� Mid-teen pre-tax ROIC

Notes:
-Comparison based on trailing 4 quarters reported for each competitor as of Q4 2009
-Excludes one-time non-recurring charges and gains for Pep Boys and competitors
-Pre-Tax Return on Invested Capital = EBIT % (Average Debt + Average Equity)

Opportunities for Improvement :

� Selling excellence

� Gross margin leaks

� Safety and claims

� Leverage underutilized     
infrastructure through growth

� Continuous cost reductions
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Consolidated Balance Sheets
($ in thousands)

May 1, 2010 January 30, 2010 May 2, 2009

Assets
Current assets:

Cash and cash equivalents 87,806$                    39,326$                  21,313$                   
Merchandise inventories 561,351                    559,118                  556,564                   

Property and equipment - net 699,439                    706,450                  724,698                   

All Other 181,045                    194,192                  209,185                   
Total assets 1,529,641$               1,499,086$             1,511,760$              

Liabilities and stockholders' equity
Current liabilities:

Accounts / Trade Payables 252,745$                  237,073$                222,358$                 
Accrued expenses 245,242                    242,416                  244,764                   
Current maturities of long-term debt 1,079                        1,079                      1,150                       
Other Current Liabilities 33,082                      29,984                    38,540                     

Total current liabilities 532,148                    510,552                  506,812                   

Long-term debt less current maturities 305,931                    306,201                  332,848                   
Deferred gain from asset sales 162,328                    165,105                  167,984                   
Other long-term liabilities 74,250                      73,933                    70,745                     
Total stockholders' equity 454,984                    443,295                  433,371                   

Total liabilities and stockholders' equity 1,529,641$               1,499,086$             1,511,760$              
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Consolidated Cash Flows
($ in thousands)

January 30, 2010 January 31, 2009 May 1, 2010 May 2, 2009

Cash flows from operating activities:
Net earnings (loss) 23,036$                 (30,429)$                  11,950$                 10,909$                   

Depreciation and amortization 70,529                   73,207                     18,214                   17,373                     
Amortization of deferred gain from asset sales (12,325)                  (10,285)                    (3,148)                    (3,049)                      
Other adjustments to reconcile net earnings to net cash
provided by continuing operations 12,866                   (11,136)                    4,382                     (2,702)                      
Changes in Operating Assets and Liabilities (6,280)                    (59,943)                    - 27,680                   (4,236)                      

Net cash provided by (used in) continuing operations 87,826                   -   (38,586)                    59,078                   18,295                     
Net cash used in discontinued operations (603)                       (921)                         (324)                       (318)                         

Net cash provided by (used in) operating activities 87,223                   (39,507)                    58,754                   17,977                     

Cash flows from investing activities:
   Cash paid for master lease properties -                             (117,121)                  
   Cash paid for property and equipment (43,214)                  (34,762)                    (12,511)                  (5,718)                      
   Proceeds from dispositions of assets 14,776                   210,635                   3,143                     10                            
   Acquisition of Florida Tire, Inc. (2,695)                    -                               -                             -                               
   Other (500)                       15,588                     (144)                       -                               

Net cash (used in) provided by continuing operations (31,633)                  74,340                     (9,512)                    (5,708)                      
Net cash provided by discontinued operations 1,762                     4,386                       569                        1,758                       

Net cash (used in) provided by investing activities (29,871)                  78,726                     (8,943)                    (3,950)                      

Cash flows from financing activities:
Borrowings and Payments under line of credit agreement (23,862)                  (18,183)                    -                             1,976                       
Borrowings and Payments under trade payable program liability 2,169                     17,676                     174                        (3,466)                      

   All Other Financing Activity (17,665)                  (38,306)                    (1,505)                    (12,556)                    
Net cash used in financing activities (39,358)                  (38,813)                    (1,331)                    (14,046)                    
Net increase in cash and cash equivalents 17,994                   406                          48,480                   (19)                           
Cash and cash equivalents at beginning of period 21,332                   20,926                     39,326                   21,332                     
Cash and cash equivalents at end of period 39,326$                 21,332$                   87,806$                 21,313$                   

Fifty-Two Weeks Ended Thirteen Weeks Ended
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New  Executive Team

Michael R. Odell
Chief Executive  Officer

• Joined in 2007
• Sears
• Sears Automotive, National Tire & Battery

Raymond L. Arthur
Executive  Vice President –

Chief Financial Officer
• Joined in 2008
• Toys R Us
• Toysrus.com
• Other senior executive financial positions

Scott  A. Webb
Senior Vice President –

Merchandising & Marketing

William E. Shull
Senior Vice President - Stores

• Joined in 2007
• Autozone
• Autozone de Mexico

• Joined in 2008
• Autozone
• Other senior executive operational positions

Troy E. Fee
Senior Vice President –

Human Resources

Brian D. Zuckerman
Senior Vice President - Legal

Joseph A. Cirelli
Senior Vice President –
Corporate Development

• Joined in 2007
• TBC Corporation
• Sears
• Sears Automotive, National Tire & Battery

• Joined in 1999
• Pep Boys 
• Law firm

• Joined in 1977
• Pep Boys 

Ronald J. Stoupa
Vice President - Marketing

• Joined in 2009
• Bass Pro Shops
• Conagra Foods
• Black & Decker
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Macro-environment is Stabilizing

� Primary external drivers for Pep Boys are:
� Miles driven for tires, maintenance and repairs
� GDP for discretionary purchases

� Other factors include:
� Gas prices
� Age of vehicles
� Car sales (new and used)
� Shift to smaller / lighter vehicles
� New technologies

� Our plans assume that the macro-environment continu es 
to stabilize

� But we do not foresee a rapid recovery
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Pep Boys Vision: Automotive Solutions Provider of Ch oice for the Value Oriented Customer

Pep Boys Strategy:  Earn the TRUST of our Customers  every day through:
� Speed
� Expertise
� Respect
� Value

Lead with our Service business and grow through Ser vice & Tire Centers
� Does Everything.  For Less.
� Market share leader in a fragmented market

Establish a differentiated Retail experience by lev eraging our Automotive 
Superstore 

� Highest level of replacement parts coverage
� Broadest range of maintenance, performance and appe arance products 

and accessories
� Leading installer of automotive after-market produc ts

Leverage our Automotive Superstore to provide the m ost complete offering 
for our Commercial customers 
� Expand Commercial operations to most Supercenters

Vision and Strategy
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PEOPLEPEOPLE
� Management changes
� Field structure changes
� Store structure changes
� Staffing and scheduling modeling
� Core curriculum
� Technical training
� Service advisor performance based pay

PROMOTIONPROMOTION
� Initial brand positioning
� Media tests
� Rewards program test

PLACEPLACE
� Store assessments
� Drive Up Service

PRODUCTPRODUCT
� Clearance
� Category management
� Store re-merchandising
� Tire/parts coverage

PRICEPRICE
� Cost reductions
� Price strategies
� Price shops
� Extensive price tests
� Service work order system
� Product costs/margins/terms

Always Say “Yes”!

Never Say “No”!

FAST, EXPERT FAST, EXPERT 
SERVICESERVICE

Pep Boys Operational Turnaround 
2008 – Year of Disruptive Change

GREET customers with a smile

LISTEN to customers to understand their needs

EXPLAIN vehicle conditions & options to customers

THANK customers with a smile

RESPECT customers, their vehicles & their time

DO IT RIGHT!

UPDATE customers
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PEOPLEPEOPLE
� Customer First scheduling
� Pro certifications
� Sales training
� Manager bonus structure
� Installer performance based pay
� Commercial sales manager performance based pay
� Drive Pep Boys culture of trust
� Technician development program

PROMOTIONPROMOTION
� Tire events
� Media changes
� Rewards program
� CRM infrastructure
� Appointment scheduling
� Internet development
� Customer analytics

PLACEPLACE
� Store standards capital
� Store décor
� Service & Tire Centers
� Added commercial operations
� New Supercenter prototype

PRODUCTPRODUCT
� Category management
� Tire/parts coverage
� Unproductive inventory
� Shop equipment upgrades
� Inspection services
� Scheduled maintenance services
� Hybrid vehicle services

PRICEPRICE
� Cost reductions
� Does Everything.  For Less.
� Price shops
� Price tests
� Effective labor rate
� Product costs/margins/terms
� Profitability benchmarking
� Seal gross margin leaks

Pep Boys Operational Turnaround 
2009 – Year of Positive Change

GREET customers with a smile

LISTEN to customers to understand their needs

EXPLAIN vehicle conditions & options to customers

THANK customers with a smile

RESPECT customers, their vehicles & their time

DO IT RIGHT!

UPDATE customers

� Express services
� Goodyear / Dunlop test
� Retail installation test
� Superhubs 
� Speed Shop test
� Sourcing in ShopEx

Always Say “Yes”!

Never Say “No”!

FAST, EXPERT FAST, EXPERT 
SERVICESERVICE
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PEOPLEPEOPLE
� Service technicians to support “Does Everything”
� Parts Pros and Service Pros to support sales cultur e
� Performance based pay in retail 
� Leadership development program
� Culture of trust
� Roadmap to preferred employer status

PROMOTIONPROMOTION
� Brand positioning 

• Trust
• Does Everything.  For Less.
• Automotive Superstore

� Internet development
� National customer/vehicle history
� Local marketing
� Reinvigorated commercial selling programs

PLACEPLACE
� Store standards lifecycle
� Store systems bandwidth
� New Service & Tire Centers
� New commercial operations
� New Supercenter prototype

PRODUCTPRODUCT
� Category management
� Vendor portal
� Single source inventory
� Special order redesign
� Shop equipment upgrades
� Additional tire choices
� Additional services

PRICEPRICE
� Seal gross margin leaks (point-of-sale;  post-sale)
� Reduce cost of risk
� Price optimization
� Product costs/margins/terms/compliance
� SG&A cost reductions
� Store process simplification

Pep Boys Operational Turnaround
2010 – Year of Optimization and Execution

GREET customers with a smile

LISTEN to customers to understand their needs

EXPLAIN vehicle conditions & options to customers

THANK customers with a smile

RESPECT customers, their vehicles & their time

DO IT RIGHT!

UPDATE customers

� Retail installations
� Super Hubs
� Speed Shops 
� Small market assortments

Always Say “Yes”!

Never Say “No”!

FAST, EXPERT FAST, EXPERT 
SERVICESERVICE
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Earning the Trust of Our Customers

Defined standards and processes
Execution.  Execution.  Execution.

Net Promoter Score
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Service Market is 4X the DIY Market

Source: Public filings, AAIA, BB&T Capital Markets

Firestone
Jiffy Lube
TBC
Pep Boys
Midas
Goodyear
AAMCO
Monro
Meineke
Sears

Autozone
Advance
O'Reilly
Pep Boys
NAPA
Carquest

$217 Billion Light Automotive Aftermarket

DIFM & 
Tires, 80%

DIY, 20%

Independents, 
Regionals, 64%

Other,
59%

30%
dealerships

Service is also highly fragmented and structurally changing

Do-It-For-Me "DIFM" Service

DIFM is larger and more fragmented

DIFM Marlet Value = $174 billion

DIFM Growing Faster Than DIY

New Technologies

Increasing Vehicle Complexity

Changing Lifestyles

Aging Population

Less DIY Capability

Do-It-Yourself "DIY" Retail
DIY is smaller and more consolidated 
than DIFM

DIY Market Value = $43 billion
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What
� Existing facilities with 4 to 8 bays – preferably 6

� Full service (tires, maintenance, undercar, 
underhood)

� Stock high velocity assortment

� Served by existing supercenters (5 to 15 
minutes away)

� Retail that targets our service customer, when 
space permits

Where
� Individual sites in biggest Pep Boys markets

� Small chains in other Pep Boys markets
� Consider chains in new markets 

opportunistically

Pep Boys Service & Tire Centers
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Pep Boys Service & Tire Centers

When
� 25 in 2009
� 40+ in 2010
� 80+ in 2011

Projected Financials
� $1 million sales
� $150K EBITDA 
� $450K investment
� IRR of 15% or greater
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Pep Boys Service & Tire Centers

1401 Ventura Service Center

1402 Christiana Road Service Center

1406 Riverside Service Center

1408 South Broad Service Center

1425 Library Road 1411 Forest Park
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Orlando Area

• Blue Dots – Existing Pep Boys Supercenters • Yellow Dots – Florida Tire Locations
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Pep Boys New Supercenters

What
� 13,000 to 14,000 square feet
� 6 to 7 service bays 
� Customer friendly design
� In-store visibility to service center
� Customer solutions team at the point

Where
� Hubs for additional Service & Tire Centers
� Relocation opportunities
� Two new prototypes opened:

� Philadelphia, PA
� Carteret, NJ
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New Supercenter Floor Plan
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Pep Boys New Supercenters
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Pep Boys Superhubs
Remodel existing Supercenters to accommodate Superh ub inventory
� Currently supporting 229 stores with 17 Superhubs / WDs
� Adding 3 more Superhubs by end of 2Q10 to support an additional 33 stores
� An additional 4 Superhubs will open in early 3Q10 supporting 34 stores
Superhub objectives:
� Increase sales in host and satellite stores through improved inventory availability
� Increase margins by reducing the need for outside purchases
� Allow for consolidation of inventory from satellite stores
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Pep Boys Distribution Network

Indianapolis 
Distribution 

Center

Regional
Distribution 

Centers

Superhub
Locations

Supercenter & 
Retail

Locations

Service & Tire 
Centers

# Locations

1

4
•San Bernardino, CA
•McDonough, GA
•Mesquite, TX
•Chester, NY

•Plainfield, IN

17 Servicing 228 
store locations

17

563

29

# SKUs

~75,000

~40,000

~40,000

~23,000

~3,000
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Pep Boys Speed Shop

� Remodel existing Supercenters to accommodate Speed Shops

� Open near downtown LA, in Lancaster PA and in Exton PA

� Will open 6 more “full” and 3 “light” by end of year

� Attracts Automotive Enthusiasts

- Muscle car; import tuner; sport truck 

� Highlights our competitive point of differentiation  

- Staffed with dedicated enthusiasts

- Sales and installation of our products

� Creates destination store in key markets

- Expands 3-5 mile trading area

- Draws car shows and other enthusiast activities

- Serves surrounding stores
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Speed Shop = Enthusiasts
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Pep Boys Marketing Evolution

� Previously: Retail transaction focus                            
drove print media strategy

� Phase 1: Service and tire focus                                 
drove TV and radio strategy

� Phase 2: Continued service and                                  
tire message, but added DIY                                     
traffic driving offers

� Phase 3: Brand building creative that leverages our 89 year 
heritage, maintains a promotional message and tells the 
complete Pep Boys story:
- Trust
- Does Everything.  For Less.
- Automotive Superstore
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Pep Boys “Surround Sound” Marketing 

� Break through television and radio advertising

� CRM = Targeted communication to our best customers
� Leveraging our Rewards and service database to drive sales

� Improved pepboys.com to better support service and retail
� E-Serve = Online service appointment scheduling
� My Glove Box = Online vehicle maintenance management system

� Social media = Twitter, YouTube and Facebook
� Manny, Moe and Jack reaching new and younger customers online

Speak to our Customers in a Marketing Medium 
and Voice that they want to listen to.
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Pep Boys Rewards: 8 Million Members

How it works…
• Members earn a point for every dollar they 

spend in retail and service

• Rewards are equivalent to 5% of their total 
purchases ($200 spend = $10 reward)

• Reward vouchers are sent to members once 
they are earned

• Members also get FREE Services
• Tire rotation and air pressure check
• Flat repair
• Brake evaluation
• Check engine light evaluation
• Discounted towing to a Pep Boys location
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Pep Boys Plan

� Three year 
turnaround plan is   
on track

� Growth plan leading 
with service has 
started

� Creation of 
Automotive 
Superstore is 
progressing well


