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Item 7.01 Regulation FD Disclosure.

On January 17, 2013, Tile Shop Holdings, Inc. (the “Company”) will present at the ICR XChange Investor Conference. Attached as Exhibit 99.1 to this
Current Report are materials that will be made available in conjunction with that presentation.

The information contained in the attached presentation materials is summary information that is intended to be considered in the context of the Company’s
SEC filings and other public announcements. The Company undertakes no duty or obligation to publicly update or revise this information, although it may do
so from time to time.

Item 9.01 Financial Statements and Exhibits.

(a) Financial Statements of Businesses Acquired: None.

(b) Pro Forma Financial Information: None.

(c) Shell Company Transactions: None.

(d) Exhibits:

99.1 January 17, 2013 Investor Conference Materials.




SIGNATURES
Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this report to be signed on its behalf by the
undersigned hereunto duly authorized.
TILE SHOP HOLDINGS, INC.
By /s/ Timothy C. Clayton

Date: January 17, 2013 Name: Timothy C. Clayton
Title: Chief Financial Officer
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Forward Looking Statements and Non-GAAP Information

Thasa slides and accompanying aral presentation contain forward-locking statemants, These statements relate to fulure events or to future fingncal pedormance and involve
known and unknown risks, uncerainties, and other factors that may cause our actual results, levels of activity. perfermance, or achievements to be materially different from any
future results, levels of activity, pedformancea, or achievements expressed or implied by these foreard-locking statements. In some casaes, you can identify forward-looking
statemants by the use of words such as "'may,” "could,” "expect,” "intend,” "plan,” "saek,” “anlicipate,” "believe,” "estimats,” "pradict,” "potential,” or "continue” or the negative af
these terms or other comparable terminology. You should not place undue reliance on forward-looking statements because they involve known and unknown risks,
uncartainties and other factors that are. in soma cases, beyond our control and that could materially affect actual results, levels of activity, parformance, ar achigvements.

Factors that could matenally affect actual results, levels of activity, performance or achiavements include those listed under the caption “Risk Factars® in our Preliminarny
Prospectus dated December 10, 2012,

If any of these risks or uncertainties matenalize, or if our underdying assumpbans prove o be incoreet, actual results may vary significantly from what wea projected. Any
farward-loaking statement you see or hear during this presentation reflects our current views with respect to future svents and is subject to these and other risks, uncertainties
and assumptions relating to our cperations, results of operations, growth strategy, and liguidity. We assume no obligation to publicly update or revize these forward-looking
statements for any reasan, whather as a result of new information, fulure avents, or otherwisa.

Thase slides and accompanying oral presentation contain also contain non-GAAP measures of financial results that we beliave provide useful infarmation to management and
investors regarding certain fingncial and business trends relating te our financial condition and results of operations. We believe that the use of these non-GAAP financial
measures provides an additional toal for Investers to use In evalualing engoing operaling resulls and trends and in comparing our financial measures with other specialty
retailers, many of which present similar non-GAAP financial measures to investors.  Our management doaes not consider these non-GAAF measures in isolation or as an
alternative 1o financial measures determined in accordance with GAAP. The principal limitation of these non-GAAP financial measures is that they exclude significant expenses
and incams that are required by GAAP 1o be recarded in our consolidated financial statlemants. In addition, they are subject to inherent limitations as thay reflect the axarcise
of judgments by management about which expenses and income are excluded or included in determining thess non-GAAP financial measures. In arder o compensate for
these limitations. management presents non-GAAP financial measures in connection with GAAP results. \We urge inveslors lo review the reconciliation of our non-GAAP
financial measures ta the comparable GAAP financial measures and not fa raly on any single financial maasurs fo evaluste our business.
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LEADING SPECIALTY RETAILER OF TILE

® Founded in 1885 by CEO Bob Rucker
B Dedicated retailer to the home tile market

< Products include ceramic tile, stone tile, application material and
accessories

< Broad, diverse offering of ~4,000 products
¢ 68 stores in 22 states; three distribution centers [fourth purchased]
<> Geographically distributed in the midwest and mid-atlantic U.S.

B Average store is 23,000 square feet

= LTM Net Sales: $174 million”

= LTM Adj. EBITDA: $49 million (28% Adj. EBITDA margin)

e |

(1) Store count as of December 31, 2012,
(2] LT represents the ksl ek monll peniod ended September 30, 2012, See Adjusted EBITDA mesandliation in appendix for detal

CEC1
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TILE SHOP’S KEYS TO CONTINUED SUCCESS

(2]

Eye-Catching Product

Layout
1) 3

Incentivized and
Knowledgeable
Sales Team

Unique Sourcing
Model

Best-in-Class
EBITDA margins
28%"

1) Adjusted EBITDA as af LTI Seplember 30, 2012, see adjusted EBTDA recoenciliatian in appandis for detail.
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VERTICALLY INTEGRATED VALUE CHAIN

= File Shop Typical
alue Chain Retailer

- /. "..\
Final Retail Sale S Final Retail Sale

.";C:nmpetina
TTS N AN AN d
| Retailers |

| Controls | Hirere

The Control All Product Shipments _ " e
| Entire | Origin Country =) Retail Store e mh ;rt_’_l'_nﬂh;'{ti‘_ Iy | From
1 | rd
| Process...| ﬁ- { F: o

Self Manufacture of Gl e "-,__IEI.IFP"ET'?‘.'
Setting Materials /

"

.-'/J
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BROAD PRODUCT ASSORTMENT AND SERVICE

[ Essential & Complementary Products... J [ ...Bring Vision to Reality ]

Stone Products

| (53% of Net Sales)"|

Ceramic Products

| (29% of Net Sales)"

Setting and
Maintenance
Products

(1) Based on 2011 Hel Sales.

shon 7 TILESHOP.COM
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EXTENSIVE SELECTION OF TILE ACCESSORIES

HAND CARVED SINKS

VESSEL SINK V——
Canternporary, elegant and T—
rustic appeal

WALL & COUNTER EDGES

FRESCOTT SINK RAIL ﬁ-_’-"i a
Chair rail or counter top edge &5

MARTEL & OUT CORMER =
Cap a partially tiled wall E‘.T-? @

BARMES & QUT CORNER e Qﬁ:\:\
. ; = %
Cag a partially tiled wal =

CAPITAL & OUT CORNER =
Cap a pantially tiled wal =

SMYRMA ]
Cap a partially tied wall =

WALL TILE EDGE

BULLNOSE il
Tils piece vsed to cap the top
or sida of a tiled wall

SHOWER CURE =
SHOWER BASE e—
R

A solid top to the showar curb

PENCILS & BEQORDERS

SOMERSET PENCIL

Thin decorative accent that breaks up space between tiles
DURAND PEMCIL

A mediom decoralive accent that breaks up space between files
FEFIN CIGAR

Thicker decorative sccent that breaks up space between tiles
MNELSON

Thickest decorafive accent that breaks up space beteeen files
ELBA

Thin decorative sguare that breaks up space between tiles

CUMBERLAND
Thick decorative square that breaks up space between tiles

FLOOR TO WALL TRANSITIONS
=]  BASE
r[- " Line the baze of a wall as a finishing plecs

.F::,.‘ ﬁ SKIRTING & QUT CORMER
= Linz the base of a wall as a finishing piecs

WALL TILE OUT CORNER

CORSICA
Finishing comer piece for wall tile

DECORATION

LISTELLD
Inlricate Dorder acoent

TILESHOP.COM




STRIKING VISUAL PRODUCT PRESENTATION




CUSTOMER EMPOWERMENT




KNOWLEDGEABLE AND MOTIVATED SALES FORCE

* Highly trained design / sales consultants
< Awverage tenure of store managers ~5 years

» Store managers promoted from within

* Manager and salesforce compensation tied to
store level profitability

< Compensation well above industry standards
+ Average store manager: $100K+
+ Average sales associate: 550K+
Empowers associates to meet competitive prices

+ Results in higher “close rates”

<+ Pramotes loyalty of managers
+ Modest 8-10% turnover / year
* |nnovative customer engagement service
< Mobile hand held iPOS " sales technology
> Real-time access to warehouse inventory empowers salespeople
> Ability to "show and upsell” on showroom floor avoids register purchase abandonment

<+ Weekly DIY classes educate customers on tile features and installation

{1} Mabile poinl-pf-sales system

LI
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WHAT MAKES THE TILE SHOP COMPELLING?
o o Establishe
==
e
9 ompellin
v =
4

v'

1) Refers to specialty tile retailers, -
1




© EXPERIENCED MANAGEMENT TEAM

Bob Rucker — Founder & CEO Tim Clayton — CFO

= Founded Tile Shop in 1985 = 30 years of financial management experience
= Personally involved in “sourcing” = Former PwC Partner, 9+ years
= Oversees management team and high level = 10 years of public company, CFO experience

company operations
= Former CFO of Adesa

Joseph Kinder — Sr VP, Operations Carl Randazzo — Sr VP, Retalil

= 20 years with The Tile Shop = 20 years with The Tile Shop
= QOversees distribution and manufacturing = Started as store manager
= Manages international purchasing and = Qversees all stores and store management

purchasing agents .
» Manages real estate and marketing

Bill Watts — Chairman

= Former CEO of GNC (1991-2001)
= Chairman of Mattress Firm (Nasdag: MFRM)

= Board member of Brookstone

E"ﬁ".l'leﬂllm 14 TILESHOPR.COM




Same Store Sales Growth 2006 — 2012 YTD

© INDUSTRY LEADING PERFORMANCE
L Same StoreSales Growth 2006-2012vTD____________|

Annual Growth: B Tilz Shop Vs, B Industry' Quarterly Growth: B Tile Shop 2012

1.2% 11.4%

. .

[23.8%)

2006 2007 2008 2003 2010 2011 212 YTD Q1 2012 Q2 2012 Q3 2012

(1) Industry figures represent manufacturer total floar covering sales, Catalina Research Floor Coverings Annual Report and

guar‘ferlﬁ Llﬁdate mm.c.atalinsl?aﬁrts.mm
CLI

shon 15 TILESHOP.COM
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OSU PERIOR UNIT ECONOMICS

Store Sales $1,800,000 $2 500,000
Adj. 4-Wall Contribution ¢! $400,000 $700,000
Adj. 4-Wall Contribution Margin 21%, 28%
Met Cash Investment & %1,400,000
Cash on Cash Return & AQ%

eSS ESESSSSSsEESsEEEEEEEERDEESEEE -

(1) Annualized Q4 run rate store level operating profit before pre-opening cost, depreciation and amortization.
(2} Includes grass capex (net of tenant improvaments) and inventory.
= Awverage adjusted 4-wall contributicn during the first 3 years of operation divided by Met Cash Investrent.

CEC1
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O DRAMATIC GROWTH POTENTIAL

130 - 140

2001A 20024 2003A 2004A 20054 20068A 2007A 20084 20084 20104 Z2011A  Todaf! Future

(11 A5 of Decamber 31, 7012,

mlﬂ 17 TILESHOPR.COM
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02 DC’s and $10MM FROM NATIONAL DIST. CAPABILITY

Spring Valley, WI

Ottawa Lake; M|

T

)
1 1 2 —d
6
R ory
2 4 2
3 ® «— Ridgeway, VA
2
2
™
2

Existing Distribution Faciliies

() Future Digtribution Faciities 1

D Stales with ."‘" Vi Shop
.DD liustrative Range of Additional

Distribution Facilites DL'".a nt DK-
I:I Currently Serviceable by Existing DC's !

shon 18 TILESHOP.COM
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© NO NATIONAL SPECIALTY TILE RETAILER

Competitor

# of Stores

Customer Focus

Primary Region [ # of States

i A ﬂ | 2 u H A T | LE 44 Caontractor Western / 7
FLOOR[Y ;
ecanky 32 Home Owner S.. S.E., S.W., Midwest / 10
Regional TiLESEMERICA 3 Home Cwner Midatlantic / 10
Flooring
& Wer.RLD OF TILE 15 Contractor / Home Cwner SW. 13 (AZ, MM, CO)
-y i
LENTURY T 12 Contractor / Home Owner Midwest / 1 {IL)
IEE@ 12 Contractor / Home Owner M.East/ 2 (NY, NJ)
1a8s w A UDR 5 Contractor / Home Owner M.East /1 (MNJ)
Sioaring AfF SRR EELAND 5 Contractor / Home Cwner Midwest / 5
EE{?—PﬂT“\l:.‘ 3 Contractor / Home Owner Midatlantic { 1 (WI)
=1 41 Contractar 3. East, West / 21
daltile '
g el 19 Contractor 5. East /1 (FL)
flondatile
National Egrl Sh
Aspirations EHEE ne oD
EEEEEEEEEEEEEEN
(1} Store counl as of December 31, 2012,

CEC1

pial LB 1 1
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© VIRTUALLY ALL PRODUCTS ARE “CONTROL” BRANDED
+ Vertaly Integrated proces

= Ower 4,000 SKUs of “control" branded products

Setting and = “Control" branding provides a competitive advantage:
Stone Products Ceramic Products Maintenance

Products = Cost Benefit:

W e ! Better Pricing
| (53% of Nel Sales) | {26% of Net Sales) | | (18% of Net Sales)

Exceptional Consumer Value
High Margins
= Product Availability:
Proprietary Designs
Influenced & Self Manufacturing

Tile Shop Private Label Brands

Virtually All

“Control” Branded
Products

STOME STLIDNOS

:

“Ilﬂ 20 TILESHOP.COM
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€ COMPELLING INDUSTRY DYNAMICS

Volume Share by Flooring Category 2006 — Present

2006:

‘ Prasent {1):
Total
Hard Soft
Total
Smggsce Surface Hc;;fd
3 Hard Surface 57% Surface
+7% Market Share 43%
Soft
Surface
04%

Volume Growth: Hard Surface & Ceramic and Stone

Annual

Quarter — Over— Quaiter

Ceramic and Stane
valume growth

6.3%
— 4 4% i
Hard Surface 3.9%
valume grawth \1

2.0% 1.8%
2010 2011 LTh Q1 LTh Q2 LTh Q3

Sowce: Cataling ULS. Floor Coverings Industiy Trends July 2012 and Calalina Floor Coverings Quanerly Update Seplember 2012,
{1 A5 of Saptamber 30, 2012
(31 LTH pioesth percerdapes rpresant quares cuer quaries giawih

Shoep
1
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P MACRO INDICATORS SUPPORT INDUSTRY GROWTH

Existing Home Sales

- &t
- a
16.6% [ Continued Improvement in 2012 )
12.3% [
! %
1 i
260 : 4.5% q,sql_.__._...-r""" :
I
1
1E.3%) {EE%) i l
I
[ |
L 1
L 1
L 1
L 1
Mar-10 Jun-10 Sep-10 Des-10 Mar-11 Jur-11 Sep-11 D11 I Mar-12 Jun-12 Sepi2
1 i
—isitng Home Sales C-0-0 Growth . N e
Consumer Confidence Index
A e e e e o
# %
& i i ¥
T ; Continued Improvement in 2012
L |
i 21.0% 1
1
i |
7.3% i !
28% [ !
(2% —, TEW] Pz - !
%) : i i !
[12.8%) b :
! 1
! 1
ar-14 Jun-19 Sap-10 Dac-10 Mar-11 Jun-11 Sap-11 Dac-11 'I Mer-12 Jun-12 Sap-1E 1
[
%
=Consurmar Confidance Index C-0-0 Growith " # i

Source: Mationsl Associaton of Reallors, Thomson Reuters ¢ Univarsdy of Kchigsn.
Mote; Data reprasenls guarler guer quanaer grosth
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© BEST-IN-CLASS MARGINS

The Tile Shop vs. Peers: LTM Adj. EBITDA Margins

28%
a0 2a% 2B

20086 20094 20104 20114 LTM" WD) ity francsscte, MICESAEL sarmessrun [RECTN - = X L= DICK'S] %lm T
(R

i'l““"
o | j
The
selile Shon [Fome mprvemen]

1 ST oS e o i High Growth Retailers

Source: Campany SEC flings, LTM Adj. ERITDA masgns based an mest recently reperted financial resulis,
Mbe: Al mangin Tigures shoen for Tilke Shop rellect Adjuated EBITDW manging.
(1) Based on LTM Adjusied EBITOA far tha period ended September 30, 2012 See adusted EBITDA reconciliation in appendix far delall

|}

LI
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© CONSISTENT FINANCIAL PERFORMANCE

Number of Stores

23

Same Store Sales

11.4%

[4.8%)
2009 2010 201 ;o Teday {1 2009 2010 2011 YTD Sept 2012
Net Sales Adj. EBITDA
(& i Millicns) (& i Millions)
174

5116
2008

(1) As of Decamber 31, 7012,
(21 See Adjusted EBITDA recandliation in appendix for detad

2010 2011

LT Sept 2012

CEC1

pial LB 1 1

2009 2010 2011

argin

LTh Sept 2012

TILESHOP.COM




© CASH FLOW FUNDS PLANNED GROWTH
| NewstoreOpenings _____J

¥
.--"j-
—— 243

" &4

2008 2mo 2011 d TTO Septl 2012

% 2008 2010 201 LTH Sapt 2012
Total CapEx lllustrative Net Cash Flow (3
ﬁi §13
| 511

§11 511

2008 200 2011 1 LTK Sapt 2012 2003 2010 20M LT Sepl 2012
W =t ™ W o B Corpamie

{1} Ses Adjestad EBITDA raconciiatan in aprande for detail
{2} Indudes share remedeling and vigneties
{31 Sea Nusiralive Cash Flow in & ndix for dedail,

:
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TILE SHOP - COMPELLING INVESTMENT OPPORTUNITY

Proven and Successful Business Model

Consistent Strong Financial Performance

Internally Generated Cash Funds Future Growth

In Summary...Tile Shop Rocks!

. ___________________________________________________________________________________}
ﬁ!&ﬁhm 25 TILESHOP.COM




APPENDIX
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EXPECTED INCREMENTAL COSTS

® The Company expects to incur non-cash stock-based compensation costs of $2-3 million,
annually

B |ncremental costs are expected to reduce EBITDA margins in the near term, attributable to:
<> Public company costs, including:
~ Sarbanes-Oxley compliance
~ Nasdaq listings / SEC filings
~ Professional Fees — Legal / Accounting / Investor Relations
~ D+ Oinsurance / fees
< Growth related G&A infrastructure costs
< Acceleration of new store openings
~ Pre-opening costs

= Margin drag — 12 to18 months

ﬁ'mﬂllﬂ 26 TILESHOPR.COM
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COMPELLING YTD SEPT. 2012 RESULTS

Number of Stores
62
/’J
e
53

(% In Millions) 3135

-

F115

M Sept 2011 oM Sept 2012

Sept 2011 Sept 2012 SS Sales
Adj. EBITDAM Adj. EBIT™

% in Mallionz) (% in Millions)
T §31
$33 -
27
9 i L 12
% Margin 284% 28% g Sept 2011 M Sept 2012

(1) Ses Adjusted EBITDA recandliation in apgendix for detal
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NEW STORE SALES RAMP / UNIT COST

(& in Millions)
EE ECE EE
| Store Cost
Expenses "’ ($80,000) - -- -- -
Net Cash Investment ! ($1,400,000) - - - .
| Sales Build
Store Sales - $300,000 475,000 $525,000 £600,000
Adj. 4-Wall Contribution -- $4.000 329,000 $63,000 $126,000
Adj. 4-Wall Contribution Margin -- 1% 6% 12% 21%
1) Men-cash pepense
12y Inchides gross capex [nel of lenanl mpeovemants) and nvenlory.
shon 20 TILESHOPR.COM
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ILLUSTRATIVE CASH FLOW DETAIL

(& in Millions)
Historical LTM Sept. 30
[ 2009 NN 2010 | 2011 [ 2012
New Stores Added 1 5 5 9
Adjusted EBITDA " $32 $38 $43 | $49
Less: Taxes 8 11 11 ' 13
Less: Interest 2 2 2 2
Leveraged Free Cash Flow $21 $26 $29 $34
Total CapEx $8 $14 $19 %23
Net Cash Flow */ $13 $11 $11 | $11

Male: Excludes linal payment of deferred compersalion in 2013 of 28 million.
1} Sae Adusted EBITDA reconcilation in appandix far dedail

[2) Anzumes 35% cash bax @b,

I3} A=sumes 370 milion of debl al curnant rate of ~3.00%.

[#) Excludes incremental cash used toward warking capital requinements.

“Im 31 TILESHOP.COM
L]




ADJUSTED EBITDA RECONCILIATION

(% in Millions)
Dec. 31, Fiscal Year End | | | omEndedSept.30, | | [LTMSept. 30|
2000 J 2010 JN 2011 NN 2011 N 2012 [N 2012
Net Sales $116 $135 $153 © o $115 $136 $174
Net Income (loss) $23 $30 $31 ] $25 $31 i $37
Interest Expenses 1 0 0 0 1 1
Income Taxes 1 1 1 . 1 4) (4)
Depreciation & Amortization Fi 7 9 i 3] 8 10
I I
Deferred Compensation Expense ] 0 1 i 1 4 i 4
I I
Stock-based Compensation - - - i - 0 i 1}
Adj. EBITDA $32 $38 $43 i $33 $39 i $49
Depreciation & Amortization 7 7 9 6 8 10
Adj. EBIT $25 $31 $34 \ $27 Ly | \ $39

mlﬂ 22 TILESHOPR.COM
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SHARE COUNT RECONCILIATION

(% in Milions)
Illustrative Share Count at Various Prices
Share Price
$10.00 %$12.00 $14.00 $16.00 $18.00
Public Shareholders 7.0 7.0 7.0 7.0 70 7.0
Tile Shop Current Owners 3z2.0 320 320 32.0 320 32.0
JWCAC Sponsor ib 3.5 a5 3.5 35 15
Restricted Shares 0.3 0.3 0.3 0.3 0.3 0.3
Total Comman Shares (mm) 42.8 42.8 42.8 42.8 42.8 42.8
Warrants Outstanding Strike Price 17.8 17.8 17.8 17.8 17.8 17.8
Equivalent Common Shares 311.50 0.0 07 3.2 5.0 6.4 6.4
Stock Options Outstanding Strike Price 1.75 175 1.75 1.75 1.75 1.75
Equivalent Common Sharas F10.00 0.0 0.3 0.5 0.7 0.8 0a
FULLY DILUTED SHARES (mm) 42.8 43.8 46.5 48.5 50.0 501

Holes Analysis assumes treasury method

ﬁ'mﬂllﬂ 23 TILESHOPR.COM
ANEEEEEEEEEE




CAPITALIZATION

(% in Millions)

| As of Sept, 30
Cash and Equivalents 56
Long-Term Liakilities:
Lang-Term Debt, Met of Current 1
Deferred Rent 18
Capital Leases, Net of Current 1
Promissory Motes 66
Total Long-Term Liabilities §87
Total Stockholder's Equity 542
Total Capitalization _ £129
LTM Financial Data
Adj. EBITDA 249
Interest Expense 1
LTM Credit Statistics
Adj. EBITDA ! Cash Interest 63.0x
Total Debt / Adj. EBITDA 1.4
1
Total Met Debt / Adj. EBITDA 1.3
Total Debt / Total Capitalization 529

(13 mclugies Pramessary Mates and Long-Term Detl
[2) Reprasents the lase welve manth penad ended Seplember 30, 2012, See adusied EBITDA reconcikalion in appendis for detail.
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