Edgar Filing: PVH CORP. /DE/ - Form 10-K

PVH CORP. /DE/
Form 10-K
April 03,2013

UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washington, D. C. 20549

FORM 10-K
(Mark One)
ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE
X
ACT OF 1934
For the fiscal year ended February 3, 2013
OR
o TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES
EXCHANGE ACT OF 1934
For the transition period from to
Commission File Number 001-07572
PVH CORP.
(Exact name of registrant as specified in its charter)
Delaware 13-1166910
(State of incorporation) (IR.S. Employer Identification No.)
200 Madison Avenue, New York, New York 10016
(Address of principal executive offices) Zip Code

212-381-3500
(Registrant’s telephone number)
Securities registered pursuant to Section 12(b) of the Act:

. Name of Each Exchange
Title of Each Class on Which Registered
Common Stock, $1.00 par value New York Stock Exchange

Securities registered pursuant to Section 12(g) of the Act: None

Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities
Act. Yesx Noo

Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the
Act. Yeso No x

Indicate by check mark whether registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the
Securities Exchange Act of 1934 during the preceding 12 months and (2) has been subject to such filing requirements
for the past 90 days. Yes x No o

Indicate by check mark whether the registrant has submitted electronically and posted on its corporate Web site, if
any, every Interactive Data File required to be submitted and posted pursuant to Rule 405 of Regulation S-T during
the preceding 12 months (or for such shorter period that the registrant was required to submit and post such

files). Yes x No o

Indicate by check mark if disclosure of delinquent filers pursuant to Item 405 of Regulation S-K is not contained
herein, and will not be contained, to the best of registrant’s knowledge, in definitive proxy or information statements



Edgar Filing: PVH CORP. /DE/ - Form 10-K

incorporated by reference in Part III of this Form 10-K or any amendment to this Form 10-K. o
Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer,
or a smaller reporting company. See the definitions of “large accelerated filer,” “accelerated filer” and “smaller reporting
company” in Rule 12b-2 of the Exchange Act. (Check one):
Large accelerated filer x Accelerated filer o Non-accelerated filer o Smaller reporting

company o

(do not check if a smaller
reporting company)
Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Exchange Act). Yes
o No x
The aggregate market value of the registrant’s voting and non-voting common equity held by non-affiliates of the
registrant (assuming, for purposes of this calculation only, that the registrant’s directors and corporate officers are
affiliates of the registrant) based upon the closing sale price of the registrant’s common stock on July 29, 2012 (the last
business day of the registrant’s most recently completed second quarter) was $5,626,876,020.
Number of shares of Common Stock outstanding as of March 25, 2013: 80,903,534.
DOCUMENTS INCORPORATED BY REFERENCE
Location in Form 10-K
Document . Lo
in which incorporated

Registrant’s Proxy Statement
for the Annual Meeting of Part 111
Stockholders to be held on June 20, 2013




Edgar Filing: PVH CORP. /DE/ - Form 10-K

SAFE HARBOR STATEMENT UNDER THE PRIVATE SECURITIES LITIGATION REFORM ACT OF 1995:
Forward-looking statements in this Annual Report on Form 10-K including, without limitation, statements relating to
our future revenue and cash flows, plans, strategies, objectives, expectations and intentions, including, without
limitation, statements relating to our acquisition of The Warnaco Group, Inc. (“Warnaco”), are made pursuant to the safe
harbor provisions of the Private Securities Litigation Reform Act of 1995. Investors are cautioned that such
forward-looking statements are inherently subject to risks and uncertainties, many of which cannot be predicted with
accuracy, and some of which might not be anticipated, including, without limitation, the following: (i) our plans,
strategies, objectives, expectations and intentions are subject to change at any time at our discretion; (ii) in connection
with the acquisition of Warnaco, we borrowed significant amounts, may be considered to be highly leveraged, and
will have to use a significant portion of our cash flows to service such indebtedness, as a result of which we might not
have sufficient funds to operate our businesses in the manner we intend or have operated in the past; (iii) the levels of
sales of our apparel, footwear and related products, both to our wholesale customers and in our retail stores, the levels
of sales of our licensees at wholesale and retail, and the extent of discounts and promotional pricing in which we and
our licensees and other business partners are required to engage, all of which can be affected by weather conditions,
changes in the economy, fuel prices, reductions in travel, fashion trends, consolidations, repositionings and
bankruptcies in the retail industries, repositionings of brands by our licensors and other factors; (iv) our plans and
results of operations will be affected by our ability to manage our growth and inventory, including our ability to
realize benefits from Warnaco; (v) our operations and results could be affected by quota restrictions and the
imposition of safeguard controls (which, among other things, could limit our ability to produce products in
cost-effective countries that have the labor and technical expertise needed), the availability and cost of raw materials,
our ability to adjust timely to changes in trade regulations and the migration and development of manufacturers
(which can affect where our products can best be produced), changes in available factory and shipping capacity, wage
and shipping cost escalation, and civil conflict, war or terrorist acts, the threat of any of the foregoing, or political and
labor instability in any of the countries where our or our licensees’ or other business partners’ products are sold,
produced or are planned to be sold or produced; (vi) disease epidemics and health related concerns, which could result
in closed factories, reduced workforces, scarcity of raw materials and scrutiny or embargoing of goods produced in
infected areas, as well as reduced consumer traffic and purchasing, as consumers become ill or limit or cease shopping
in order to avoid exposure; (vii) acquisitions and issues arising with acquisitions and proposed transactions, including
without limitation, the ability to integrate an acquired entity, such as Warnaco, into us with no substantial adverse
effect on the acquired entity’s or our existing operations, employee relationships, vendor relationships, customer
relationships or financial performance; (viii) the failure of our licensees to market successfully licensed products or to
preserve the value of our brands, or their misuse of our brands; and (ix) other risks and uncertainties indicated from
time to time in our filings with the Securities and Exchange Commission.

We do not undertake any obligation to update publicly any forward-looking statement, including, without limitation,
any estimate regarding revenue or cash flows, whether as a result of the receipt of new information, future events or
otherwise.
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PART 1
Item 1. Business

Introduction

99 ¢

Unless the context otherwise requires, the terms “we,” “our” or “us” refer to PVH Corp. and its subsidiaries.

Our fiscal years are based on the 52-53 week period ending on the Sunday closest to February 1 and are designated by
the calendar year in which the fiscal year commences. References to a year are to our fiscal year, unless the context
requires otherwise. Our 2012 year commenced on January 30, 2012 and ended on February 3, 2013; 2011 commenced
on January 31, 2011 and ended on January 29, 2012; and 2010 commenced on February 1, 2010 and ended on January
30, 2011.

We obtained the market and competitive position data used throughout this report from research, surveys or studies
conducted by third parties (including, with respect to the brand rankings for woven sport shirts, the NPD Group/POS
Tracking Service), information provided by customers and industry or general publications. The specific United States
department and chain store rankings we reference in this report are on a unit basis. Industry publications and surveys
generally state that they have obtained information from sources believed to be reliable but do not guarantee the
accuracy and completeness of such information. While we believe that each of these studies and publications and all
other information is reliable, we have not independently verified such data and we do not make any representation as
to the accuracy of such information.

References to the brand names Calvin Klein Collection, ck Calvin Klein, Calvin Klein, Tommy Hilfiger, Hilfiger
Denim, Van Heusen, [ZOD, Bass, ARROW, Eagle, Geoffrey Beene, Kenneth Cole New York, Kenneth Cole
Reaction, Sean John, JOE Joseph Abboud, MICHAEL Michael Kors, Michael Kors Collection, Chaps, Donald J.
Trump Signature Collection, DKNY, Elie Tahari, Nautica, Ted Baker, J. Garcia, Claiborne, Robert Graham, U.S.
POLO ASSN., Ike Behar, Axcess, Jones New York, John Varvatos, Warner’s, Olga and Speedo and to other brand
names in this report are to registered trademarks owned by us or licensed to us by third parties and are identified by
italicizing the brand name.

References to the acquisition of Warnaco refer to our February 13, 2013 acquisition of The Warnaco Group, Inc. and
its subsidiaries, which companies we refer to collectively as “Warnaco.” The discussion in this report relates to a period
prior to our acquisition of Warnaco and, except as otherwise noted, does not give effect to it.

References to the acquisition of Tommy Hilfiger refer to our May 6, 2010 acquisition of Tommy Hilfiger B.V. and
certain affiliated companies, which companies we refer to collectively as “Tommy Hilfiger.”

References to our acquisition of Calvin Klein refer to our February 2003 acquisition of Calvin Klein, Inc. and certain
affiliated companies, which companies we refer to collectively as “Calvin Klein.”

Company Overview

We are one of the world’s largest apparel companies, with a heritage dating back over 130 years. Our brand portfolio
consists of nationally and internationally recognized brand names, including the global designer lifestyle brands
Calvin Klein and Tommy Hilfiger, as well as Van Heusen, [ZOD, Bass, ARROW and Eagle, which are owned brands,
and Geoffrey Beene, Kenneth Cole New York, Kenneth Cole Reaction, Sean John, JOE Joseph Abboud, MICHAEL
Michael Kors, Michael Kors Collection, Chaps, Donald J. Trump Signature Collection, DKNY, Elie Tahari, Nautica,
Ted Baker, J. Garcia, Claiborne, Robert Graham, U.S. POLO ASSN., Ike Behar, Axcess, Jones New York and John
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Varvatos, which are licensed, as well as various other licensed and private label brands. We design and market
branded dress shirts, neckwear, sportswear and, to a lesser extent, footwear and other related products. Additionally,
we license our owned brands over a broad range of products. We market our brands globally at multiple price points
and across multiple channels of distribution, allowing us to provide products to a broad range of consumers, while
minimizing competition among our brands and reducing our reliance on any one demographic group, merchandise
preference, distribution channel or geographic region. During 2012, our directly operated businesses in North America
(United States and Canada) consisted principally of wholesale dress furnishings sales under our owned and licensed
brands; wholesale men’s sportswear sales under our Calvin Klein, Tommy Hilfiger, Van Heusen, IZOD and ARROW
brands; and the operation of retail stores, principally in outlet malls, under our Calvin Klein, Tommy Hilfiger, Van
Heusen, IZOD and Bass brands. During 2012, our directly operated businesses outside of North America consisted
principally of our Tommy Hilfiger International wholesale and retail businesses in Europe and Japan and our Calvin
Klein dress furnishings and wholesale Calvin Klein Collection businesses in Europe. Our licensing activities
principally related to the licensing worldwide of our Calvin Klein trademark for a broad range of lifestyle products
and for specific geographic regions.

1
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On February 13, 2013, we acquired Warnaco, which follows our transformational acquisitions of Calvin Klein in 2003
and Tommy Hilfiger in 2010, and reinforces our strategy to drive the Calvin Klein brand’s reach globally. Prior to the
acquisition, Warnaco was our largest licensee for Calvin Klein products and paid us an administrative fee on sales of
Calvin Klein underwear, sleepwear and loungewear, product categories for which it is the beneficial owner of the
Calvin Klein trademark. Royalty and administrative fee payments to us by Warnaco accounted for approximately 37%
of our Calvin Klein royalty, advertising and other revenue in 2012. By reuniting the Calvin Klein brand under one
owner, we will have complete direct global control of the brand image and commercial decisions for the two largest
Calvin Klein apparel categories - jeans and underwear. Under a single brand vision, we will be able to better
coordinate product design, merchandising, supply chain, retail distribution and marketing, which we believe will
strengthen the brand’s image, positioning and execution across all markets. The Warnaco acquisition also takes
advantage of our and Warnaco’s complementary geographic operations. Warnaco’s operations in Asia and Latin
America will enhance our opportunities in these high-growth regions, and we will have the ability to leverage our
expertise and infrastructure in North America and Europe to enhance the growth and profitability of Warnaco’s Calvin
Klein jeanswear and underwear businesses in these regions. The acquisition also brings the Speedo, Warner’s and Olga
brands into our Heritage Brands portfolio. Warnaco also previously distributed sportswear and swimwear under the
Chaps brand, but this license was reacquired by Ralph Lauren Corporation effective contemporaneously with the
Warnaco acquisition. With a diversified brand portfolio and strong operations in every major consumer market around
the world, we believe our business will be better balanced across geographies, channels of distribution, product
categories and price points, and we will have the opportunity to realize revenue growth and enhanced profitability.

We completed the Tommy Hilfiger acquisition during the second quarter of 2010. Tommy Hilfiger is a global
designer lifestyle brand under which we design, source and market menswear, womenswear, children’s apparel, denim
collections and other products worldwide. We also license the Tommy Hilfiger brands worldwide over a broad range
of complementary lifestyle products.

During 2012, we aggregated our segments into three main businesses: (i) Tommy Hilfiger, which consists of the
Tommy Hilfiger North America and Tommy Hilfiger International segments; (ii) Calvin Klein, which consists of the
Calvin Klein Licensing segment (including our Calvin Klein Collection business, which we operate directly in support
of the global licensing of the Calvin Klein brands) and the Other (Calvin Klein Apparel) segment, which consists of
our Calvin Klein dress furnishings, sportswear and outlet retail divisions in North America; and (iii) Heritage Brands,
which consists of the Heritage Brand Wholesale Dress Furnishings, Heritage Brand Wholesale Sportswear and
Heritage Brand Retail segments. Note 18, “Segment Data,” in the Notes to Consolidated Financial Statements included
in Item 8 of this report contains information with respect to revenue, income before interest and taxes and assets
related to each segment, as well as information regarding our revenue generated from foreign and domestic sources,
and the geographic locations where our long-lived assets are held.

Our revenue reached a record $6.043 billion in 2012, approximately 39% of which was generated internationally. Our
global designer lifestyle brands, Tommy Hilfiger and Calvin Klein, together generated approximately 72% of our
revenue during 2012.

Our largest customers account for significant portions of our revenue. Sales to our five largest customers were 18.7%
of our revenue in 2012, 19.5% of our revenue in 2011 and 22.6% of our revenue in 2010. Macy’s, Inc., our largest
customer, accounted for 8.7% of our revenue in 2012, 9.4% of our revenue in 2011 and 10.1% of our revenue in 2010.

Company Information

We were incorporated in the State of Delaware in 1976 as the successor to a business begun in 1881. Our principal
executive offices are located at 200 Madison Avenue, New York, New York 10016; our telephone number is
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(212) 381-3500.

We make available at no cost, on our corporate website, our annual reports on Form 10-K, quarterly reports on

Form 10-Q, current reports on Form 8-K and amendments to those reports filed or furnished pursuant to Section 13(a)
or 15(d) of the Exchange Act as soon as reasonably practicable after we have electronically filed such material with
the Securities and Exchange Commission. We also make available at no cost, on our corporate website, our Code of
Business Conduct and Ethics. Our corporate website address is www.pvh.com.




Edgar Filing: PVH CORP. /DE/ - Form 10-K

Calvin Klein Business Overview

We believe Calvin Klein is one of the best known designer names in the world and that the Calvin Klein brands —
Calvin Klein Collection, ck Calvin Klein and Calvin Klein — provide us with the opportunity to market products both
domestically and internationally at higher price points, in higher-end distribution channels and to various consumer
groups. In order to more efficiently and effectively exploit the development opportunities for each brand, a
tiered-brand strategy was established to provide a focused, consistent approach to global brand growth and
development. Each of the Calvin Klein brands occupies a distinct marketing identity and position that preserves the
brand’s prestige and image. Products sold under the Calvin Klein brands in 2012 were sold primarily under licenses
and other arrangements. As discussed above, Warnaco was our largest licensee and also paid us fees in connection
with its sales of underwear, sleepwear and loungewear under the Calvin Klein brands, product categories for which it
beneficially owns the trademark. As a result of the acquisition, we expect our directly operated businesses to account
for a majority of Calvin Klein sales in 2013. Calvin Klein designs all products and/or controls all design operations
and product development and oversees a worldwide marketing, advertising and promotions program for the Calvin
Klein brands. We believe that maintaining control over design and advertising through Calvin Klein’s dedicated
in-house teams plays a key role in the continued strength of the brands. In 2012, over $300 million was spent globally
in connection with the advertising, marketing and promotion of the Calvin Klein brands and these expenses were
principally funded by Calvin Klein’s licensees and other authorized users of the brands. Worldwide retail sales of
products sold under the Calvin Klein brands were approximately $7.6 billion in 2012.

During 2012, our Calvin Klein business included (i) licensing and similar arrangements worldwide for use of the
Calvin Klein brands in connection with a broad array of products, including jeans, underwear, women’s dresses and
suits, men’s tailored clothing, women’s sportswear and performance apparel, men’s and women’s bridge, collection and
golf apparel, fragrances, eyewear, hosiery, socks, footwear, swimwear, jewelry, watches, outerwear, handbags, small
leather goods and home furnishings (including furniture), as well as to operate retail stores outside North America; (ii)
the marketing of the Calvin Klein Collection brand high-end men’s and women’s apparel and accessories collections
through our Calvin Klein Collection flagship store located in New York City and our Calvin Klein Collection
wholesale business (the arrangements described in clause (i) and the Calvin Klein Collection business described in

this clause (ii) together constituting our Calvin Klein Licensing segment); and (iii) our wholesale Calvin Klein dress
furnishings and men’s better sportswear businesses, which operate principally in the United States and Canada, and our
Calvin Klein outlet retail business (these businesses collectively constituting our Other (Calvin Klein Apparel)
segment).

Our Calvin Klein men’s dress shirts, neckwear and sportswear target the modern classical consumer, are marketed at
better price points and are distributed principally in better fashion department and specialty stores in North America,
including Macy’s and Dillard’s, Inc. We also offer our Calvin Klein Collection and ck Calvin Klein dress shirts to the
more limited channel of luxury department and specialty stores, as well as through freestanding Calvin Klein
Collection and ck Calvin Klein stores operated by Warnaco and others.

Our Calvin Klein stores are located principally in premium outlet centers in the United States and Canada and offer
men’s and women’s apparel and other Calvin Klein products to communicate the Calvin Klein lifestyle. We also
operate one Calvin Klein Collection store, located on Madison Avenue in New York City, that offers high-end men’s
and women’s Calvin Klein Collection apparel and accessories and other products under the Calvin Klein brands.

Warnaco’s Calvin Klein business includes men’s and women’s jeans and related apparel worldwide; jeans accessories in
Europe and Asia; men’s and women’s underwear worldwide; and men’s and women’s swimwear in North America and
Europe. Warnaco’s Calvin Klein products are distributed through all major channels of distribution. In addition,
Warnaco distributes its Calvin Klein products through dedicated retail stores, including approximately 1,900
company-operated Calvin Klein retail stores worldwide, principally in Europe, Asia, Mexico and Brazil. Calvin Klein

8
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products are also distributed through Calvin Klein retail stores operated by third parties under retail licenses or
franchise and distributor agreements.

An important source of our revenue is Calvin Klein’s arrangements with licensees and other third parties worldwide
that manufacture and distribute globally a broad array of products under the Calvin Klein brands. Calvin Klein
combines its design, marketing and imaging skills with the specific manufacturing, distribution and geographic
capabilities of its licensing and other partners to develop, market and distribute a variety of goods across a wide range
of categories and to expand existing lines of business.
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Calvin Klein has approximately 50 licensing and other arrangements (after giving effect to the Warnaco acquisition)
across the three Calvin Klein brands. The arrangements are generally exclusive to the applicable territory and/or
product category licensed. Calvin Klein’s key licensing partners, and the products and territories licensed, include:

Licensing Partner

CK Watch and Jewelry Co.,
Ltd.

(Swatch SA)

CK21 Holdings Pte, Ltd.
Coty, Inc.

DWI Holdings, Inc. /
Himatsingka Seide, Ltd.

G-III Apparel Group, Ltd.

Jimlar Corporation

Marchon Eyewear, Inc.

McGregor Industries, Inc. /
American Essentials, Inc.

Onward Kashiyama Co. Ltd.

Peerless Delaware, Inc.

Product Category and Territory

Men’s and women’s watches (worldwide) and women’s jewelry (worldwide, excluding
Japan)

Men’s and women’s bridge apparel, shoes and accessories (Asia, excluding Japan)
Men’s and women’s fragrance and bath products and color cosmetics (worldwide)

Soft home bed and bath furnishings (United States, Canada, Mexico, Central
America, South America and India)

Men’s and women’s coats; women’s better suits, dresses and sportswear; women’s
active performance wear; luggage; women’s better handbags (United States, Canada
and Mexico with some distribution for certain lines in Europe and elsewhere)

Men’s, women’s and children’s better footwear (United States, Canada and Mexico);
men’s, women’s and children’s bridge footwear (North America, Europe, Middle East
and India); men’s and women’s collection footwear (worldwide)

Men’s and women’s optical frames and sunglasses (worldwide)

Men’s and women’s socks and women’s tights (United States, Canada, Mexico, South
America, Europe, Middle East and Asia, excluding Japan)

Men’s and women’s bridge apparel and women’s bridge handbags (Japan)

Men’s better and bridge tailored clothing (United States, Canada, Mexico and, on a
non-exclusive basis, South America)

Tommy Hilfiger Business Overview

Tommy Hilfiger is one of few globally recognized designer lifestyle brands, with distribution in over 90 countries and
more than 1,200 Tommy Hilfiger stores worldwide. The “classic American cool” spirit of the brand inspires a wide
range of preppy, all-American designs that appeal to a diverse array of global consumers. Tommy Hilfiger occupies a
unique position as a premium brand offering quality apparel, accessories and lifestyle products at accessible prices

with a diverse consumer following. We believe the brand’s global awareness has been achieved through consistent
implementation of a global marketing and communications strategy, product enhancements, increased marketing and
an improved in-store experience. We continue to make significant investments in global advertising and integrated
marketing programs, with the popular “The Hilfigers” advertising campaign as the current cornerstone of our marketing
strategy, leading a global creative vision for the brand.

10
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Tommy Hilfiger’s brand portfolio includes Tommy Hilfiger, Hilfiger Denim and Tommy Girl (which we refer to
collectively as the Tommy Hilfiger brands). Tommy Hilfiger is targeted at the 25 to 45 year-old consumer, Hilfiger
Denim is targeted at the 25 to 30 year-old, denim-oriented consumer and Tommy Girl is targeted at girls ages 12 to
18. Tommy Hilfiger product offerings by us and our licensees include sportswear for men, women and children;
footwear; athletic apparel (golf, swim and sailing); bodywear (underwear, robes and sleepwear); eyewear; sunwear;
watches; handbags; men’s tailored clothing; men’s dress furnishings; accessories; socks; small leather goods;
fragrances; home and bedding products; bathroom accessories and luggage. The Hilfiger Denim product line consists
of casual apparel for men and women with a focus on premium denim

4
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separates, footwear, bags, accessories, eyewear and fragrance. Inspired by American denim classics with a modern
edge, Hilfiger Denim is more “fashion forward” and casual than the Tommy Hilfiger label.

We sell Tommy Hilfiger products at wholesale and retail in North America, Europe and Japan and license the Tommy
Hilfiger brands for an assortment of products in various markets. Tommy Hilfiger products are also sold through joint
ventures in which we are a partner in China, India and, since January 2013, Brazil, and by third party distributors,
licensees and franchisees in Europe, Southeast Asia, Australia, Central and South America and the Caribbean.
Worldwide retail sales of Tommy Hilfiger products were approximately $6.0 billion in 2012.

The Tommy Hilfiger wholesale business consists of the distribution and sale of products under the Tommy Hilfiger
brands to distributors and licensees for resale, to stores operated by franchisees, licensees and distributors and to
department and specialty stores. The European retail customers range from large department stores to small
independent stores. Tommy Hilfiger has, since the Fall of 2008, conducted the majority of its North American
wholesale operations through Macy’s, which is currently the exclusive department store retailer for Tommy Hilfiger
men’s and women’s sportswear in the United States. Tommy Hilfiger re-launched a wholesale business in Canada with
The Bay, Canada’s leading department store, in the Fall of 2011, initially offering men’s sportswear and more recently
expanding into women’s sportswear.

The Tommy Hilfiger retail business principally consists of the distribution and sale of Tommy Hilfiger products in
Europe, the United States, Canada and Japan through company-operated specialty stores and outlet stores, as well as
through company-operated e-commerce sites. Tommy Hilfiger specialty stores consist of flagship stores, which are
generally larger stores situated in high-profile locations in major cities and are intended to enhance local exposure of
the brand, and anchor stores, which are located on high-traffic retail streets and in malls in secondary cities and are
intended to provide incremental revenue and profitability. Company (outlet) stores in North America are primarily
located in premium outlet centers and carry specially designed merchandise that is sold at a lower price point than
merchandise sold in our specialty stores. Company (outlet) stores operated by Tommy Hilfiger in Europe and Japan
are used primarily to clear excess inventory from previous seasons at discounted prices and also carry specially
designed merchandise.

We license the Tommy Hilfiger brands to third parties both for specific product categories and in certain geographic
regions, and generally on an exclusive basis. As of February 3, 2013, Tommy Hilfiger had over 25 license agreements.
In 2011, we formed a joint venture in China in which we own a 45% economic interest. The joint venture assumed
direct control of the licensed Tommy Hilfiger wholesale and retail distribution business in China from the prior
licensee in August 2011. In addition, in September 2011, we acquired the perpetually licensed rights to the Tommy
Hilfiger trademarks in India from GVM International Limited (“GVM”) and acquired from affiliates of GVM a 50%
economic interest in a company that was renamed Tommy Hilfiger Arvind Fashion Private Limited (“TH India”). TH
India was GVM’s sublicensee of the Tommy Hilfiger trademarks for apparel, footwear and handbags in India. As a
result of the transaction, TH India is now the direct licensee of the trademarks for all categories (other than fragrance),
operates a wholesale apparel, footwear and handbags business in connection with its license and sublicenses the
trademarks for certain other product categories in the region. In November 2012, we formed, with an experienced
local partner, a joint venture in Brazil in which we own a 40% economic interest. The joint venture holds an exclusive
license for the Tommy Hilfiger brand in Brazil that became effective on January 4, 2013.

12
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Tommy Hilfiger’s key licensing partners, and the products and territories licensed, include:

Licensing Partner

American Sportswear S.A.

Aramis, Inc.

BASECO SA DE CV

Dobotex International B.V.

Fishman and Tobin, Inc.

TH India*

Marcraft Clothes, Inc.
MBF Holdings LLC

Movado Group, Inc. &
Swissam Products, Ltd.

Revman International, Inc.

Safilo Group S.P.A.

SK Networks Co., Ltd.

Swank, Inc.

Tommy Hilfiger Asia-Pacific,
Ltd.

TH Asia Ltd.*

Tommy Hilfiger Australia
PTY, Ltd.

Tommy Hilfiger do Brasil
S.AY

Product Category and Territory

Men’s, women’s and children’s sportswear, accessories and Hilfiger Denim distribution
(Central America and South America (excluding Brazil))

Fragrance, cosmetics, skincare products and toiletries (worldwide)

Men’s, women’s and children’s sportswear, accessories (excluding footwear), Hilfiger
Denim and Tommy Girl distribution (Mexico)

Men’s, women’s and children’s socks (Europe)

Boys’ and girls’ apparel (United States, Canada, Puerto Rico and Guam (Macy’s stores
only))

Men’s, women’s and children’s sportswear, accessories and Hilfiger Denim distribution
(India)

Men’s tailored clothing (United States and Canada)
Men’s and women’s footwear (United States and Canada)

Men’s and women’s watches and jewelry (worldwide, excluding Japan (except certain
customers))

Bed and bedding accessories (United States, Canada and Mexico)

Men’s, women’s and children’s eyeglasses and non-ophthalmic sunglasses (worldwide,
excluding India)

Men’s, women’s and children’s sportswear and Hilfiger Denim distribution (South
Korea)

Men’s belts and small leather goods (United States, Canada and Mexico)

Men’s, women’s and children’s sportswear and Hilfiger Denim distribution (Hong
Kong, Macau, Malaysia, Singapore and Taiwan)

Men’s, women’s and children’s sportswear and Hilfiger Denim distribution (China)

Men’s and women’s sportswear and Hilfiger Denim distribution (Australia)

All products, other than fragrances, watches, eyewear, jewelry and home furnishings
(Brazil)

13
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*Joint venture in which we own an interest.

The results of our Tommy Hilfiger wholesale, retail and licensing operations in the United States and Canada are
reported in our Tommy Hilfiger North America segment, and wholesale, retail and licensing operations outside of
North America are reported in our Tommy Hilfiger International segment.

6
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Heritage Brands Business Overview

Our Heritage Brands business encompasses the design, sourcing and marketing of a varied selection of branded dress
shirts, neckwear, sportswear, footwear and underwear, as well as the licensing of our heritage brands (Van Heusen,
1ZOD, ARROW and Bass), for an assortment of products. The Heritage Brands business also includes private label
dress furnishings programs, particularly neckwear programs. We design, source and market these products to target
distinct consumer demographics and lifestyles in an effort to minimize competition among our brands. We distribute
our Heritage Brands products at wholesale in national and regional department, mid-tier department, mass market,
specialty and independent stores in the United States and Canada. Our men’s wholesale business represents our core
business. As a complement to our wholesale business, we also market our Heritage Brands products directly to
consumers through our Van Heusen, IZOD and Bass retail stores, principally located in outlet centers throughout the
United States and Canada.

We intend to integrate Warnaco’s Speedo (swim products) and Warner’s and Olga (women’s intimates) businesses into
our Heritage Brands business.

Heritage Brand Wholesale Dress Furnishings. Our Heritage Brand Wholesale Dress Furnishings segment principally
consists of the design and marketing of men’s dress shirts and neckwear. We market both dress shirts and neckwear
under brands including Van Heusen, ARROW, IZOD, Eagle, Sean John, Donald J. Trump Signature Collection,
Kenneth Cole New York, Kenneth Cole Reaction, JOE Joseph Abboud, DKNY, Elie Tahari, J. Garcia, ke Behar,
MICHAEL Michael Kors, Michael Kors Collection and John Varvatos. We also market dress shirts under the
Geoffrey Beene and Chaps brands and neckwear under the Nautica, Jones New York, Ted Baker, Axcess, U.S. POLO
ASSN., Bass, Claiborne and Robert Graham brands, among others. Collectively, our product offerings represent a
sizeable portion of the domestic dress furnishings market. We market dress shirts and neckwear under our owned and
licensed brands, as well as private label brands, primarily to department, mid-tier department and specialty stores, as
well as, to a lesser degree, mass market stores.

The following provides additional information for some of the more significant brands, as determined based on 2012
sales volume:

The Van Heusen dress shirt continues to be the best selling national brand dress shirt in United States department and
chain stores in 2012. Van Heusen dress shirts and neckwear target the updated classical consumer, are marketed at
opening to moderate price points and are sold principally in department stores, including Belk, Inc., Stage Stores, Inc.,
The Bon-Ton Stores, Inc., Macy’s, J.C. Penney Company, Inc., and Kohl’s Corporation.

ARROW was the second best selling national brand dress shirt in United States department and chain stores in 2012.
ARROW dress shirts and neckwear target the updated classical consumer, are marketed at opening to moderate price
points and are sold principally in mid-tier department stores, including Kohl’s, Sears, Roebuck and Co. and Stage
Stores.

The Geoffrey Beene dress shirt was the third best selling national brand dress shirt in United States department and
chain stores in 2012. Geoffrey Beene dress shirts target the more style-conscious consumer, are marketed at moderate
to upper moderate price points and are sold principally in department and specialty stores, including Macy’s, Belk,
Bon-Ton and Casual Male Retail Group, Inc. We market Geoffrey Beene dress shirts under a license agreement with
Geoffrey Beene, LLC with a current term that expires on December 31, 2021, and a right of renewal (subject to
certain conditions) through December 31, 2028.

Kenneth Cole New York and Kenneth Cole Reaction dress shirts and neckwear target the modern consumer, are
marketed at bridge and better price points, respectively, and are sold principally in department stores. We market both
brands of Kenneth Cole dress shirts and neckwear under a license agreement with Kenneth Cole Productions

(Lic), Inc. that expires on December 31, 2014, which we may extend through December 31, 2019.
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The Chaps dress shirt targets the updated traditional consumer, is marketed at moderate price points and is sold
principally at Kohl’s and Stage Stores. We market Chaps dress shirts under a license agreement with PRL USA, Inc.
and The Polo/Lauren Company, LP that expires on March 31, 2014.

JOE Joseph Abboud dress shirts and neckwear target the more youthful, classical consumer, are marketed at moderate
to better price points and are sold principally in department and men’s specialty stores, including J.C. Penney and The
Men’s Wearhouse, Inc. We market JOE Joseph Abboud dress shirts and neckwear under a license agreement with J.A.
Apparel Corp. that expires on December 31, 2020.

7
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The Eagle dress shirt, a 100% cotton, no-iron shirt, and Eagle neckwear target the updated traditional consumer, are
marketed at better price points and are sold principally in department stores, including Macy’s and Bon-Ton.

1ZOD dress shirts and neckwear target the modern traditional consumer, are marketed at moderate price points and are
sold principally in department stores, including J.C. Penney and Belk.

MICHAEL Michael Kors dress shirts and neckwear target the modern consumer, are marketed at moderate to better
price points and are sold principally in department stores, including Macy’s. We market MICHAEL Michael Kors
dress shirts and neckwear under a license agreement with Michael Kors, LLC that expires on January 31, 2015 and
which we may extend, subject to mutual consent, through January 31, 2016.

We also offer private label dress shirt and neckwear programs to retailers. These programs present an opportunity for
us to leverage our design, sourcing, manufacturing and logistics expertise. Private label programs offer the consumer
quality product and offer the retailer the opportunity to enjoy product exclusivity at generally higher margins. Private
label products, however, generally do not have the same level of consumer recognition as branded products and we do
not provide retailers with the same breadth of services and in-store sales and promotional support as we do for our
branded products. We market private label dress shirts and neckwear to national department and mass market stores.
Heritage Brand Wholesale Sportswear. Our Heritage Brand Wholesale Sportswear segment principally includes the
design and marketing of sportswear, including men’s knit and woven sport shirts, sweaters, bottoms, swimwear and
outerwear, at wholesale, primarily under the IZOD, Van Heusen and ARROW brands.

1ZOD was the third best selling national brand men’s knit shirt (excluding T-shirts and sports jerseys) in United States
department and chain stores in 2012. IZOD men’s sportswear includes a broad range of product categories and is
marketed in several collections, including the classic IZOD blue label (for J.C. Penney and regional department
stores), [ZOD XFG (performance/technical activewear), and IZOD LX. IZOD men’s sportswear is targeted to the
active inspired consumer, is marketed at moderate to upper moderate price points and is sold principally in department
stores including Macy’s, Stage Stores, Belk, Bon-Ton and J.C. Penney, where we opened shop-in-shops in
approximately 680 stores in September 2012.

Van Heusen was the best selling national brand men’s woven sport shirt in United States department and chain stores
in 2012. The Van Heusen sportswear collection also includes knit sport shirts, chinos and sweaters. Like Van Heusen
dress shirts, the sportswear collection is targeted to the updated classical consumer, is marketed at opening to
moderate price points and is sold principally to the same department stores.

ARROW was the third best selling national brand men’s woven sport shirt in United States department and chain
stores in 2012. ARROW sportswear consists of men’s knit and woven tops, sweaters and bottoms. ARROW sportswear
targets the updated traditional consumer, is marketed at moderate price points and is sold principally in mid-tier
department stores, including Kohl’s, Stage Stores and Sears.

Heritage Brand Retail. Our Heritage Brand Retail segment operates stores under the Van Heusen, IZOD and Bass
names, primarily in outlet centers throughout the United States and Canada. We believe these stores are an important
complement to our wholesale operations because we believe that the stores further enhance consumer awareness of
our brands by offering products that are not available in our wholesale lines, while also providing a means for
managing excess inventory, as well as direct control of the in-store customer experience.

Our Van Heusen stores offer men’s dress shirts, neckwear and underwear, men’s and women’s suit separates, men’s and
women’s sportswear, including woven and knit shirts, sweaters, bottoms and outerwear, and men’s and women’s
accessories. These stores are targeted to the value-conscious consumer who looks for classically styled, moderately
priced apparel.
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Our IZOD stores offer men’s and women’s active-inspired sportswear, including woven and knit shirts, bottoms and
activewear and men’s and women’s accessories. These stores primarily focus on golf, travel and resort clothing.

Our Bass stores offer casual and dress shoes for men, women and children. Most of our Bass stores also carry apparel
for men and women, including tops, neckwear, bottoms and outerwear, as well as accessories such as handbags,
wallets, belts and travel gear.
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Licensing. We license our heritage brands globally for a broad range of products through approximately 40 domestic
and 40 international license agreements covering approximately 145 territories combined. We believe that licensing
provides us with a relatively stable flow of revenues with high margins and extends and strengthens our brands.

We grant licensing partners the right to manufacture and sell at wholesale specified products under one or more of our
brands. In addition, certain foreign licensees are granted the right to open retail stores under the licensed brand name.
A substantial portion of the sales by our domestic licensing partners is made to our largest wholesale customers. We
provide support to our licensing partners and seek to preserve the integrity of our brand names by taking an active role
in the design, quality control, advertising, marketing and distribution of each licensed product, most of which are
subject to our prior approval and continuing oversight.
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Our heritage brand licensing partners, and the products and territories licensed by them, include:

Licensing Partner

Arvind Ltd.

Clearvision Optical Company,
Inc.

Cutie Pie Baby, Inc.

ECCE

F&T Apparel LLC

Gazal Apparel Pty Limited

Harbor Wholesale, Ltd.

Beijing Innovative Garments

Knothe Apparel Group, Inc.

Madura Garments

Manufacturas Interamericana
S.A.

Fashion Company S.A.

Oracon Com. De Conf. LTDA
Peerless Delaware, Inc.

Seidensticker Private Label
GmbH

Product Category and Territory
ARROW men’s and women’s dresswear, sportswear and accessories (India, Middle

East, Ethiopia, Maldives, Nepal, Sri Lanka and South Africa); [ZOD men’s
sportswear and accessories (India)

IZOD men’s and children’s optical eyewear and related accessories (United States)

IZOD newborn, infants’ and toddlers’ sportswear and outerwear; [ZOD children’s
outerwear (United States, Canada and Mexico)

ARROW men’s and women’s dresswear, sportswear and accessories (France,
Switzerland and Andorra)

Van Heusen and ARROW boys’ dress furnishings and sportswear; [ZOD boys’
sportswear; [ZOD and ARROW boys’ and girls’ school uniforms; ARROW men’s
tailored clothing; IZOD boys’ tailored clothing (United States and Canada)

Van Heusen men’s dress furnishings, tailored clothing and accessories (Australia and
New Zealand)

Bass and G.H. Bass & Co. wholesale footwear (worldwide); IZOD footwear (United
States)

ARROW men’s dress furnishings, tailored clothing and sportswear (China)
IZOD men’s and boys’ sleepwear and loungewear (United States and Canada)

Van Heusen men’s and women’s dresswear, sportswear and accessories (India and
Middle East)

ARROW men’s and women’s dresswear, sportswear and accessories (Chile, Peru,
Argentina and Uruguay)

Van Heusen men’s dress furnishings, tailored clothing, sportswear and accessories;
IZOD men’s and women’s sportswear and accessories (Chile and Peru)

ARROW men’s dresswear and sportswear (Brazil)

Van Heusen and IZOD men'’s tailored clothing (United States and Mexico)

ARROW men’s dress shirts, sport shirts and neckwear (Europe)
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Thanulux Public Company, ARROW men’s dress furnishings, tailored clothing, sportswear and accessories;
Ltd. ARROW women’s dresswear and sportswear (Thailand and Vietnam)

IZOD women’s intimates and sleepwear (United States and Canada); IZOD women’s

Van Dale Industries, Inc. . .
accessories (United States)

Weihai Dishang Fashion IZOD men’s and women’s sportswear and accessories (China)
Brands Co., Ltd

10
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Speedo, Warner’s and Olga. As part of the Warnaco acquisition we acquired the Warner’s and Olga women’s intimate
apparel brands and a perpetual license with Speedo International Limited, the owner of such brand, that permits us to
design, manufacture and market certain men’s, women’s and children’s swimwear, sportswear and related products
under the Speedo trademark exclusively in the United States, Canada, Mexico and the Caribbean.

Speedo swimwear and accessories, including swim goggles, water-based fitness products, electronics and other swim
and fitness-related products for adults and children, are distributed through all major distribution channels, sporting
goods stores, team dealers, catalog retailers and the www.SpeedoUSA.com website.

Warner’s and Olga women’s intimate apparel is marketed at moderate to better price points and is primarily distributed
in the United States, Mexico, Canada and the Caribbean through all major distribution channels.

Our Business Strategy

We intend to grow our existing Calvin Klein and Tommy Hilfiger businesses, with particular emphasis on growth in
Asia and Latin America, as well as to increase the revenue and profitability of our Heritage Brands business, through
the execution strategies described below. In addition, we intend to capitalize on the significant opportunities presented
by the Warnaco acquisition, particularly the opportunities to restore growth and improve profitability in Warnaco’s
Calvin Klein jeanswear and underwear businesses.

Calvin Klein Business

The tiered-brand strategy we created for the Calvin Klein brands establishes a strategic brand architecture to guide the
global brand growth and development of all three brand tiers by differentiating each of the Calvin Klein brands with
distinct marketing identities, positioning and channels. Additionally, branding product across three tiers allows
flexibility from market to market to build businesses that address the differences between markets. After giving effect
to the Warnaco acquisition, we have approximately 50 license arrangements with third parties across the three Calvin
Klein brands. These arrangements grant rights to market a broad range of products worldwide or in specified countries
and/or to open retail stores in countries outside of the United States. The Calvin Klein brands are as follows:

Calvin Klein Collection — our “halo” brand under which men’s and women’s high-end collection apparel and accessories
are sold both in the United States and overseas.

¢k Calvin Klein — our bridge brand, under which apparel and accessories are sold through specialty and department
stores, as well as freestanding ck Calvin Klein stores in Europe and Asia.

Calvin Klein — our white label “better”” brand under which we sell men’s sportswear and license various other lines
¢including men’s and women’s footwear, handbags, women’s sportswear, dresses, men’s and women’s outerwear,
accessories, and fragrance) and our ck one lifestyle brand.

Warnaco is our largest Calvin Klein licensee and also beneficially owns the Calvin Klein trademark for underwear,
sleepwear and loungewear. Acquiring Warnaco presents us with additional opportunities to grow our Calvin Klein
business. We believe that additional investments above our initial expectations are required to achieve our goal of
rebuilding Warnaco’s global Calvin Klein jeanswear and underwear businesses. Therefore, we see 2013 as a year of
investment and transition. These investments include (i) enhancing the existing infrastructure (systems and supply
chain), (ii) upgrading Calvin Klein jeanswear product design and quality with an emphasis on geographic
differentiation, (iii) investing in in-store marketing and the in-store customer experience, (iv) adding appropriate talent
to fill key design, marketing and merchandising positions, (v) rationalizing global excess inventory levels, and (vi)
reducing and restructuring the off-price and club sales distribution in Europe and North America. Our key strategies
for the Warnaco Calvin Klein businesses include the following:
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Improving execution for jeans and underwear and the “Calvin Klein” brand globally. Since we acquired Calvin Klein in
2003, global retail sales have grown at a compounded annual rate of approximately 12%. Product innovation, category
extensions and a targeted global brand marketing message are key drivers for the Calvin Klein brands. By acquiring
Warnaco, we have gained full control of the brand image and commercial decisions for the two largest apparel

categories of Calvin Klein— jeans and underwear — for the first time. Our strategies to increase demand for Calvin Klein
Jeans and Calvin Klein Underwear products include:

11
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Enhancing jeanswear design and improving coordination between design and in-country teams to address local market
preferences;

Aligning merchandise and presentation to be consistent with the global brand positioning of Calvin Klein;

Optimizing product assortment across categories, channels and regions;

Transitioning the Warnaco businesses in North America and Europe to our existing processes, supply chain and
systems to enhance fulfillment of wholesale orders; and

Creating a cohesive and consistent single brand message across categories, including sportswear, jeanswear,
underwear and accessories.

Rebalancing distribution and improving profitability in North America. In North America, we intend to leverage our
existing infrastructure and expertise to improve profitability of Warnaco’s Calvin Klein jeanswear and underwear
businesses by:

Rebalancing the mix of distribution among the full price, off-price and club channels;

{ everaging our North American retail stores to better showcase jeans and underwear; and

€xpanding category breadth, where appropriate.

Leveraging our European operating platform and management team. We plan to integrate Warnaco’s European Calvin
Klein businesses into our existing Tommy Hilfiger operating platform and leverage our systems and the expertise of
our European management team to enhance execution and profitability of the Warnaco businesses, in addition to
managing the Calvin Klein “bridge” business in Europe that we were to take over in 2013, by employing the following
strategies:

Streamlining the cost structure within the existing jeanswear and underwear infrastructure in

Europe;
Optimizing distribution mix by reducing distribution in the off-price channel;
Utilizing the Tommy Hilfiger matrix model to improve product placement and execution at wholesale and retail on a
country/regional basis;
Improving the sales productivity by promoting the Calvin Klein lifestyle across Europe through more effective
merchandising and marketing; and
€Coordinating the European jeanswear and underwear strategy with the re-launch of the bridge wholesale business.

Continuing expansion in emerging markets. The Warnaco acquisition provides us with an established presence and
local operations in high-growth emerging markets in Asia and Latin America, where we were less developed. We plan
to continue growing in these markets by:

Continuing to grow retail square footage in China and Brazil;

{mproving operating margins through improved execution and leveraging of expenses; and

Evaluating opportunities to leverage existing capabilities to introduce and/or accelerate growth of additional
categories and brands.

Realizing identified cost synergy opportunities. We believe the Warnaco acquisition will create significant
opportunities to reduce overhead and administrative expenses. We currently expect to achieve costs savings through
synergies, principally with respect to certain corporate functions and duplicative brand management functions in
North America and Europe. We expect to realize approximately $100 million of synergies in full by the end of 2016.

Tommy Hilfiger Business

We have significantly grown the Tommy Hilfiger business since we acquired it in 2010. Our strategies for continuing
to grow revenues and improve profitability include the following:
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Continue to expand the European business. We believe that there is significant potential for further expansion in
Europe. Among other initiatives, our current strategies for the European market include:

Growing the business in product categories that we believe are currently underdeveloped in Europe, such as pants,
outerwear, underwear, accessories and womenswear;

12
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€xpanding the bags and small leather goods business, which we acquired from our former licensee in 2010;
Developing a Tommy Hilfiger tailored division, a business we acquired from a licensee at the end of 2012;
Concentrating on the development of the business in underpenetrated markets where we believe there is growth
potential, such as France, the United Kingdom, Scandinavia and Central and Eastern Europe (including Russia),
through both our own retail expansion and increased wholesale sales, which we intend to support with increased
advertising and marketing activities; and

Increasing Tommy Hilfiger’s presence in Europe through the opening of additional specialty and outlet retail stores
(both by us and retail partners), including brand-promoting locations, such as those opened on Regent Street, London
in 2012, Brompton Road, London in 2011, and the Champs-Elysées, Paris in 2010, and anchor stores in key shopping
destinations worldwide, such as those opened in Frankfurt, Hamburg and Vienna since our acquisition of Tommy
Hilfiger.

Grow and continue to strengthen the North American business. Our overarching goal in North America is to drive
brand elevation in every channel and category in which we operate, while maximizing our current store portfolio and
pursuing opportunities for growth. We intend to achieve growth in the North American business by:

Enhancing our strategic alliance with Macy’s by leveraging our logistics capabilities and “preferred vendor” relationship
with Macy’s, offering expanded merchandise assortments, adding and enhancing shop-in-shops in high-volume Macy’s
stores, featuring Tommy Hilfiger products in Macy’s marketing campaigns and concentrating on brand enhancement
and elevation through strategic marketing and investments in partnership with Macy’s;

€xpanding product offerings by Tommy Hilfiger and its licensees in both the retail and wholesale channels;

Increasing Tommy Hilfiger’s overall presence and brand positioning through the opening of a limited number of
specialty stores, as well as making focused capital improvements in our existing retail stores to improve image,
presentation and productivity, and adding square footage in existing locations and opening new outlet stores, where
appropriate;

Elevating the product presentation and improving the visibility and exposure of the Tommy Hilfiger brand at The Bay
in Canada;

Investing in advertising and marketing initiatives, such as our well-received “The Hilfigers” marketing campaign,
through TV, print and digital media, with an emphasis on growing our customer database and expanding our Hispanic
marketing campaign; and

Enhancing our merchandising focus by delivering the right product regionally and offering an engaging store
experience.

Expansion of opportunities outside of Europe and North America. Our opportunities in the rest of the world can be
achieved by:

Leveraging Warnaco’s operational experience in Asia and Latin America to facilitate the growth of the Tommy
Hilfiger business in these regions over time;

Capitalizing on opportunities to grow the Tommy Hilfiger business by repositioning the Tommy Hilfiger brand image
to be more consistent throughout the world, and elevating the brand’s visibility and positioning, such as through the
opening of our first Asian flagship store on Omotesando in Tokyo in April 2012, and introducing regional sizing,
enhancing product offerings and adopting other initiatives targeted at local market needs;

Continuing the development of our joint ventures in China (operations started in August 2011), India (acquired
tnterest in September 2011) and Brazil (operations started in January 2013) by expanding the brand’s retail footprint,
enhancing product and increasing price points; and

Continuing a balanced strategy of acquiring licensees, distributors and franchisees where we believe we can achieve
greater scale and success compared to our partners, while at the same time licensing businesses for product categories
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and markets when we believe experienced and/or local partners provide the best opportunity for success.

Further improve the e-commerce channel. We intend to seek to improve the online capabilities and functions of the
Tommy Hilfiger European and North American e-commerce sites to improve the shopping experience and increase

sales.

13
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Heritage Brands Business

Our Heritage Brands business remains an important part of our overall business mix. We intend to integrate Warnaco’s
Speedo, Warner’s and Olga businesses into our Heritage Brands business. Our key strategies for the Heritage Brands
business include the following:

Continue to strengthen the competitive position and image of our brand portfolio. We intend for each of our heritage
brands to be a leader in its respective market segment, with strong consumer awareness and loyalty. We believe that
our heritage brands are successful because we have positioned each one to target distinct consumer demographics and
tastes. We will continue to design and market our branded products to complement each other, satisfy lifestyle needs,
emphasize product features important to our target consumers and increase consumer loyalty. We will seek to increase
our market share in our businesses by expanding our presence through product extensions and increased floor space.
We are also committed to investing in our brands through advertising, sponsorships and other means to maintain
strong customer recognition.

Pursue international growth. We intend to expand the international distribution of our heritage brands, including
through licensing. We have approximately 40 license agreements, covering approximately 145 territories outside of
the United States to use our heritage brands in numerous product categories, including apparel, accessories, footwear,
soft home goods and fragrances. We believe that our strong brand portfolio and broad product offerings enable us to
seek additional growth opportunities in geographic areas where we are underpenetrated, such as Europe and Asia.

In order to implement the strategies for the Heritage Brands business described above, we have a number of initiatives
in place, including the following:

Maintain and protect our top-performing dress furnishings divisions. Our dress furnishings divisions continue to grow
through cross-channel expansion and market share gains. We are focused on elevating the in-store experience in top
doors and identifying brand and channel opportunities for additional growth.

Exit underperforming businesses. We successfully exited our Timberland and Izod women’s wholesale sportswear
businesses in 2012 and continue to evaluate our businesses for productivity and profitability.

Targeting marketing spend. We target our marketing expenditures on initiatives that we believe will reflect each
brand’s core image, resonate with the target consumer and enhance the in-store shopping experience or encourage
sales.

Focus on turnaround initiatives where appropriate. We are focused on revitalizing the Izod men’s business at wholesale
(including at J.C. Penney through the new full lifestyle presentation, upgraded product and complete shop-in-shop
experience), as well as right-sizing the Heritage Brand retail divisions’ real estate portfolio, while elevating the in-store
experience and making strategic product investments to refocus on the brand’s heritage and value proposition.

Other Strategic Opportunities

We intend to continue to build our brand portfolio through acquisition and licensing opportunities. While we believe
we have an attractive and diverse portfolio of brands with growth potential, we will continue to explore acquisitions of
companies or trademarks and licensing opportunities that we believe are additive to our overall business. New license
opportunities allow us to fill new product and brand portfolio needs. We take a disciplined approach to acquisitions,
seeking brands with broad consumer recognition that we can grow profitably and expand by leveraging our
infrastructure and core competencies and, where appropriate, by extending the brand through licensing.

Seasonality

Our business generally follows a seasonal pattern. Our wholesale businesses tend to generate higher levels of sales in
the first and third quarters, while our retail businesses tend to generate higher levels of sales in the fourth quarter.
Royalty, advertising and other revenue tends to be earned somewhat evenly throughout the year, although the third
quarter has the highest level of royalty revenue due to higher sales by licensees in advance of the holiday selling
season. We expect this seasonal pattern will generally continue.
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Design

Our businesses depend on our ability to stimulate and respond to consumer tastes and demands, as well as on our
ability to remain competitive in the areas of quality and price.

A significant factor in the continued strength of our brands is our in-house design teams. We form separate teams of
designers and merchandisers for each of our brands, creating a structure that focuses on the special qualities and

identity of
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each brand. These designers and merchandisers consider consumer taste and lifestyle and trends when creating a brand
or product plan for a particular season. The process from initial design to finished product varies greatly but generally
spans six to ten months prior to each retail selling season. Our product lines are developed primarily for two major
selling seasons, Spring and Fall. However, certain of our product lines offer more frequent introductions of new
merchandise.

Calvin Klein has a team of senior design directors who share a vision for the Calvin Klein brands and who each lead a
separate design team. These teams control all design operations and product development for most licensees and other
strategic partners.

Tommy Hilfiger seeks to reinforce the premium positioning of the Tommy Hilfiger brands by taking a coordinated
and consistent worldwide approach to brand management. Products are then adapted and executed on a regional basis
in order to adjust for local or regional sizing, fits, weather, trends and demand. Tommy Hilfiger management believes
that regional execution and adaptation helps it anticipate, identify and respond more readily to changing consumer
demand, fashion trends and local tastes or preferences. It also reduces the importance of any one collection and
enables the brand to appeal to a wider range of customers.

Product Sourcing

In 2012, our products were produced in over 700 factories and over 50 countries worldwide. With the exception of
handmade and handfinished neckwear, which is made in our Los Angeles, California facility and accounted for less
than 10% of our total quantity of neckwear sourced and produced, all of our products were produced by independent
manufacturers located in foreign countries in Europe, the Far East, the Indian subcontinent, the Middle East, South
America, the Caribbean and Central America. The manufacturers of our products are required to meet our quality,
cost, human rights, safety and environmental requirements. No single supplier is critical to our production needs and
we believe that an ample number of alternative suppliers exist should we need to secure additional or replacement
production capacity and raw materials. We source finished products and raw materials. Raw materials include fabric,
buttons, thread, labels and similar materials. Raw materials and production commitments are generally made two to
six months prior to production, and quantities are finalized at that time. We believe we are one of the largest users of
shirting fabric in the world. Finished products consist of manufactured and fully assembled products ready for
shipment to our customers and our stores.

Our foreign offices and buying agents enable us to monitor the quality of the goods manufactured by, and the delivery
performance of, our suppliers, which includes the enforcement of human rights and labor standards through our
ongoing approval and monitoring system. Our purchases from our suppliers are effected through individual purchase
orders specifying the price, quantity, delivery date and destination of the items to be produced. Sales are monitored
regularly at both the retail and wholesale levels and modifications in production can be made either to increase or
reduce inventories. We continually seek suppliers throughout the world for our sourcing needs and place our orders in
a manner designed to limit the risk that a disruption of production at any one facility could cause a serious inventory
problem.

Tommy Hilfiger is a party to a nonexclusive agreement with Li & Fung Trading Limited under which Li & Fung
performs most of Tommy Hilfiger’s sourcing work. Under the terms of the agreement, Tommy Hilfiger is required to
use Li & Fung for at least 54% of its sourced products. Our Tommy Hilfiger business also uses other third-party
buying offices for a portion of its sourced products and has a small in-house sourcing team.

We are continuing to develop strategies and make investments to enhance our ability to provide our customers with
timely product availability and delivery. Our investments should allow us to reduce the cycle time between the design
of products and the delivery of those products to our customers. We believe the enhancement of our supply chain
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efficiencies and working capital management through the effective use of our distribution network and overall
infrastructure will allow us to better control costs and provide improved service to our customers. The integration of
Warnaco’s sourcing network is a key element to our strategy to realize synergies and gain efficiencies.

We are committed to the health, safety and well-being of the workers throughout our supply chain and to the integrity
of our products. We actively work to educate our associates and partners and improve factory conditions, as well as
continue to invest in the communities where we do business.

Warehousing and Distribution

To facilitate distribution, our products are shipped from manufacturers to our wholesale and retail warehousing and
distribution centers for inspection, sorting, packing and shipment. Our centers range in size and are principally located
in the United States in Brinkley, Arkansas; Los Angeles, California; McDonough, Georgia; Jonesville, North
Carolina; Reading,
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Pennsylvania; and Chattanooga, Tennessee; and internationally in Venlo and Tegelen, The Netherlands; Montreal,
Canada; and Urayasu-shi, Japan. Our warehousing and distribution centers are designed to provide responsive service
to our customers and our retail stores, as the case may be, on a cost-effective basis. This includes the use of various
forms of electronic communications to meet customer needs, including advance shipping notices for certain
customers.

We believe that our investments in logistics and supply chain management allow us to respond rapidly to changes in
sales trends and consumer demands while enhancing inventory management. We believe our customers can better
manage their inventories as a result of our continuous analysis of sales trends, broad array of product availability and
quick response capabilities. Certain of our products can be ordered at any time through our EDI replenishment
systems. For customers who reorder these products, we generally ship these products within one to two days of order
receipt. At the end of 2012 and 2011, our backlog of customer orders totaled $930 million and $729 million,
respectively.

Advertising and Promotion

We market our brands and products to target distinct consumer demographics and lifestyles. Our marketing programs
are an integral feature of our brands and their associated product offerings. Advertisements generally portray a
lifestyle rather than a specific item. We intend for each of our brands to be a leader in its respective market segment,
with strong consumer awareness and consumer loyalty. We believe that our brands are successful in their respective
segments because we have strategically positioned each brand to target a distinct consumer demographic. We will
continue to design and market our products to complement each other, satisfy lifestyle needs, emphasize product
features important to our target consumers and encourage consumer loyalty.

We advertise our brands through digital media, including our e-commerce platforms and social media outlets, in order
to expand our reach to customers and enable us to provide timely information in an entertaining fashion to consumers
about our products, special events, promotions and store locations. In addition, we also advertise through print media
(including fashion, entertainment/human interest, business, men’s, women’s and sports magazines and newspapers), on
television and through outdoor signage.

We also advertise our brands through sport sponsorships and product tie-ins. In 2012, our Van Heusen brand
continued its professional football marketing and media campaign through individual endorsement agreements with
Pro Football Hall of Famers Steve Young and Jerry Rice and NFL quarterback Matthew Stafford. In addition, PGA
golfer Webb Simpson was joined by Scott Piercy and Spencer Levin as ambassadors for the IZOD brand, and IZOD is
the title sponsor of the IZOD IndyCar Series. Calvin Klein has a sponsorship agreement with the Brooklyn Nets and
the Barclays Center and we have an all-brand regional sponsorship agreement with the New York Giants. We are also
an official sponsor of the 2014 Super Bowl Host Committee and have the right to use the 2014 Super Bowl Host
Committee logo and marks for promotional use with the IZOD, Van Heusen, Calvin Klein and Tommy Hilfiger
brands. In addition, we participate in cooperative advertising programs with our retail partners.

With respect to our North America retail operations, we generally rely upon local outlet mall developers to promote
traffic for their centers. Outlet center developers employ multiple formats, including signage (highway billboards,
off-highway directional signs, on-site signage and on-site information centers), print advertising (brochures,
newspapers and travel magazines), direct marketing (to tour bus companies and travel agents), radio and television
and special promotions.

We believe Calvin Klein is one of the most well-known designer names in the world. Its high-profile, often

cutting-edge global advertising campaigns have periodically garnered significant publicity, notoriety and debate
among customers and consumers, as well as within the fashion industry, and have helped to establish and maintain the
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Calvin Klein name and image. Calvin Klein has a dedicated in-house advertising agency, with experienced creative
and media teams that develop and execute a substantial portion of the institutional consumer advertising for products
under the Calvin Klein brands and work closely with other Calvin Klein departments and business partners to deliver
a consistent and unified brand message to the consumer.

Calvin Klein oversees a worldwide marketing, advertising and promotions program. Calvin Klein products are
advertised primarily in national print media, through digital media and on television, including the Calvin Klein
Concept underwear commercial that was aired during the Super Bowl broadcast in February 2013. Innovative
marketing and advertising campaigns continue to fuel the global growth of Calvin Klein, highlighted by an expanded
use of digital and social media marketing platforms, including the addition of a visually-driven, interactive Tumblr
blog, which complements the brand’s editorial and celebrity wardrobing programs, to further consumer awareness and
appeal. We believe promotional activities throughout the year further strengthen brand awareness of the Calvin Klein
brands. In addition to offering a broad array of
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Calvin Klein apparel and licensed products, Calvin Klein’s website, www.calvinklein.com, also serves as a marketing
vehicle to complement the ongoing development of the Calvin Klein brands.

Calvin Klein also has a dedicated in-house global communications agency, which incorporates corporate
communications, public relations, celebrity dressing and special events. This group coordinates many global events
including the Spring and Fall Calvin Klein Collection fashion shows in New York City and Milan, and oversees the
dressing of celebrities for events, movie award ceremonies and movie premieres.

We believe that Tommy Hilfiger is also one of the world’s most well-known designer brands. Tommy Hilfiger
employs advertising, marketing and communications staff, including an in-house creative team, as well as outside
agencies, to implement its global marketing and communications strategy across all channels of distribution. The
Tommy Hilfiger marketing and communications team develops and coordinates Tommy Hilfiger advertising for all
regions and product lines, licensees and regional distributors. Advertisements for Tommy Hilfiger brand products
appear primarily in fashion and lifestyle magazines, newspapers, outdoor media and cinema and on television. We
also have increased the digital and online focus of marketing for the Tommy Hilfiger brands. The marketing and
communications team also coordinates selected personal appearances by Mr. Tommy Hilfiger, including at runway
shows, brand events and flagship store openings as part of its efforts. Most of Tommy Hilfiger’s licensees and
distributors are required to contribute a percentage of their net sales of Tommy Hilfiger products, generally subject to
minimum amounts, to the advertising and promotion of the Tommy Hilfiger brand and products. We maintain
multiple showroom facilities and sales offices in Europe, North America and Asia for Tommy Hilfiger. We launch
significant brand advertising campaigns two times per year in Spring/Summer and Fall/Winter to provide maximum
consumer visibility of the new seasonal collections and to support sell-through. In addition to offering a broad array of
Tommy Hilfiger apparel and licensed products, Tommy Hilfiger’s website, www.tommy.com, also serves as a
marketing vehicle to complement the ongoing development of the Tommy Hilfiger lifestyle brands.

Trademarks

We own the Van Heusen, Bass, G.H. Bass & Co., [ZOD, ARROW, Eagle and Tommy Hilfiger brands, as well as
related trademarks (e.g., IZOD XFG and the Tommy Hilfiger flag logo and crest design) and lesser-known names.
These trademarks are registered for use in each of the primary countries where our products are sold and additional
applications for registration of these and other trademarks are made in jurisdictions to accommodate new marks, uses
in additional trademark classes or additional categories of goods or expansion into new countries.

Calvin Klein beneficially owns the Calvin Klein marks and derivative marks in all trademark classes and for all
product categories within each class, other than underwear, sleepwear and loungewear in Class 25, which are
beneficially owned by Warnaco. As a result of the Warnaco acquisition, we effectively own 100% of the Calvin Klein
Trademark Trust, which is the sole and exclusive title owner of substantially all registrations of the Calvin Klein
trademarks. The sole purpose of the Trust is to hold these marks. Calvin Klein maintains and protects the marks on
behalf of the Trust pursuant to a servicing agreement. The Trust licenses to Calvin Klein and Warnaco on an
exclusive, irrevocable, perpetual and royalty-free basis the use of the marks on the goods for which each has beneficial
ownership.

Mr. Calvin Klein retains the right to use his name, on a non-competitive basis, with respect to his right of publicity,
unless those rights are already being used in the Calvin Klein business. Mr. Klein has also been granted a royalty-free
worldwide right to use the Calvin Klein mark with respect to certain personal businesses and activities, such as motion
picture, television and video businesses, a book business, writing, speaking and/or teaching engagements,
non-commercial photography, charitable activities and architectural and industrial design projects, subject to certain
limitations designed to protect the image and prestige of the Calvin Klein brands and to avoid competitive conflicts.
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Mr. Tommy Hilfiger is prohibited in perpetuity from using, or authorizing others to use, the Tommy Hilfiger marks
(except for the use by Mr. Hilfiger of his name personally and in connection with certain specified activities). In
addition, we are prohibited in perpetuity from selling products not ordinarily sold under the names of prestige designer
businesses or prestige global lifestyle brands without Mr. Hilfiger’s consent, from engaging in new lines of business
materially different from such types of lines of business without Mr. Hilfiger’s consent, or from disparaging or
intentionally tarnishing the Tommy Hilfiger-related marks or Mr. Hilfiger’s personal name. The products that we are
prohibited from selling include cigarettes, dog food and alcohol. Certain lines of business will not be considered “new
lines of business” for purposes of the agreement, including apparel, fashion, eyewear, accessories, housewares, home
and bedding products, personal care products, footwear, watches and leather goods.
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Our trademarks are the subject of registrations and pending applications throughout the world for use on a variety of
apparel, footwear and related products, and we continue to expand our worldwide usage and registration of new and
related trademarks. In general, trademarks remain valid and enforceable as long as the marks continue to be used in
connection with the products and services with which they are identified and, as to registered tradenames, the required
registration renewals are filed. In markets outside of the United States, particularly those where products bearing any
of our brands are not sold by us or any of our licensees or other authorized users, our rights to the use of trademarks
may not be clearly established.

Our trademarks and other intellectual property rights are valuable assets and we vigorously seek to protect them on a
worldwide basis against infringement. We are susceptible to others imitating our products and infringing on our
intellectual property rights. This is especially the case with respect to the Calvin Klein and Tommy Hilfiger brands, as
the Calvin Klein and Tommy Hilfiger brands enjoy significant worldwide consumer recognition and their generally
higher pricing provides significant opportunity and incentive for counterfeiters and infringers. We have a broad,
proactive enforcement program that we believe has been generally effective in controlling the sale of counterfeit
products in the United States and in major markets abroad.

Contingent Purchase Price Payments

In connection with our acquisition of Calvin Klein, we are obligated to pay Mr. Calvin Klein contingent purchase
price payments based on a percentage of total worldwide net sales of products bearing any of the Calvin Klein brands
with respect to sales made through February 12, 2018. Our obligation to make contingent purchase price payments to
Mr. Klein is guaranteed by our domestic Calvin Klein subsidiaries and is secured by a pledge of all of the equity
interests in our Calvin Klein subsidiaries and a first priority lien on substantially all of our domestic Calvin Klein
subsidiaries’ assets. Events of default under the agreements governing the collateral for our contingent payment
obligations to Mr. Klein include, but are not limited to (1) our failure to make payments to Mr. Klein when due, (2)
covenant defaults, (3) cross-defaults to other indebtedness in excess of an agreed amount, (4) events of bankruptcy, (5)
monetary judgment defaults and (6) a change of control, including the sale of any portion of the equity interests in our
Calvin Klein subsidiaries. An event of default under those agreements would permit Mr. Klein to foreclose on his
security interest in the collateral. In addition, if we fail to pay Mr. Klein a contingent purchase price payment when
due and such failure to pay continues for 60 days or more after a final judgment by a court is rendered relating to our
failure to pay, Mr. Klein will no longer be restricted from competing with us as he otherwise would be under the
non-competition provisions contained in the purchase agreement related to our acquisition of Calvin Klein, although
he would still not be able to use any of the Calvin Klein brands or any similar trademark in any competing business.

During the third quarter of 2011, we reacquired the rights in India to the Tommy Hilfiger trademarks that had been
subject to a perpetual license previously granted to GVM. The transaction was accounted for as a business
combination. We paid $25.0 million during the third quarter of 2011 as consideration for this transaction. In addition,
we are required to make annual contingent purchase price payments based on a percentage of annual sales in excess of
an agreed upon threshold of Tommy Hilfiger products in India for a period of five years (or, under certain
circumstances, a period of six years) following the acquisition date. Such payments are subject to a $25.0 million
aggregate maximum. During the third quarter of 2012, we made a contingent purchase price payment of $0.2 million
for the first one-year period.

Competition
The apparel industry is competitive as a result of its fashion orientation, mix of large and small producers, the flow of

domestic and imported merchandise and the wide diversity of retailing methods. We compete with numerous domestic
and foreign designers, brands, manufacturers and retailers of apparel, accessories and footwear.
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We compete primarily on the basis of style, quality, price and service. Our business depends on our ability to
stimulate consumer tastes and demands, as well as on our ability to remain competitive in these areas. We believe we
are well-positioned to compete in the apparel industry. Our diversified portfolio of brands and products and our use of
multiple channels of distribution have allowed us to develop a business that produces results which are not dependent
on any one demographic group, merchandise preference, distribution channel or geographic region. We have
developed a portfolio of brands that appeal to a broad spectrum of consumers. Our owned brands have long histories
and enjoy high recognition within their respective consumer segments. We develop our owned and licensed brands to
complement each other and to generate strong consumer loyalty. The Calvin Klein and Tommy Hilfiger brands
generally provide us with the opportunity to develop businesses that target different consumer groups at higher price
points and in higher-end distribution channels than our heritage brands, as well as with significant global opportunities
due to the worldwide recognition of the brands.
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Imports and Import Restrictions

A substantial portion of our products is imported into the United States, Canada, Europe and Asia. These products are
subject to various customs laws, which may impose tariffs, as well as quota restrictions. Under the provisions of the
World Trade Organization (“WTQO”) agreement governing international trade in textiles, known as the “WTO Agreement
on Textiles and Clothing,” the United States and other WTO member countries have eliminated quotas on textiles and
apparel-related products from WTO member countries. As a result, quota restrictions generally do not affect our
business in most countries. Presently, a portion of our imported products is eligible for certain duty-advantaged
programs, including the North American Free Trade Agreement, Africa Growth & Opportunity Act, Central American
Free Trade Agreement, Jordan Free Trade Agreement, Israel Free Trade Agreement, Egypt Qualifying Industrial

Zones, Colombia Free Trade Agreement and the Peru Free Trade Agreement.

Environmental Matters

Our facilities and operations are subject to various environmental, health and safety laws and regulations. In addition,
we may incur liability under environmental statutes and regulations with respect to the contamination of sites that we
own or operate or previously owned or operated (including contamination caused by prior owners and operators of
such sites, abutters or other persons) and the off-site disposal of hazardous materials. We believe our operations are in
compliance with terms of all applicable laws and regulations.

Employees

As of February 3, 2013, we employed approximately 11,800 persons on a full-time basis and approximately 16,900
persons on a part-time basis. Approximately 2% of our employees were represented for the purpose of collective
bargaining by five different unions. Additional persons, some represented by these five unions, are employed from
time to time based upon our manufacturing schedules and retailing seasonal needs. Our collective bargaining
agreements generally are for three-year terms. We believe that our relations with our employees are satisfactory.

Executive Officers of the Registrant

The following table sets forth the name, age and position of each of our executive officers:

Name Age Position
Emanuel Chirico 55 Chairman and Chief Executive Officer
Michael A. Shaffer 50 Executive Vice President and Chief Operating & Financial Officer
) Chief Executive Officer, Heritage Brands and North America
Francis K. Duane 56
Wholesale
Paul Thomas Murry 62 Chief Executive Officer, Calvin Klein

Fred Gehring 53 Chief Executlve Officer, Tommy Hilfiger and PVH International
Operations

Mr. Emanuel Chirico joined us as Vice President and Controller in 1993. Mr. Chirico was named Executive Vice

President and Chief Financial Officer in 1999, President and Chief Operating Officer in 2005, Chief Executive Officer

in February 2006, and Chairman of the Board in June 2007.

Mr. Michael A. Shaffer has been employed by us since 1990. He served as Senior Vice President, Retail Operations
immediately prior to being named Executive Vice President, Finance in 2005, Executive Vice President and Chief
Financial Officer in March 2006, and Executive Vice President and Chief Operating & Financial Officer in February
2012.
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Mor. Francis K. Duane served as President of our Izod division from 1998 until 2001, was named Vice Chairman,
Sportswear in 2001, Vice Chairman, Wholesale Apparel in March 2006, Chief Executive Officer, Wholesale Apparel
in February 2012, and Chief Executive Officer, Heritage Brands and North America Wholesale in February 2013.

Mr. Paul Thomas Murry has been employed by Calvin Klein since 1996. Mr. Murry retained his position as President
and Chief Operating Officer, Calvin Klein upon our acquisition of Calvin Klein in 2003 and was named President and
Chief Executive Officer, Calvin Klein in September 2008. Mr. Murry’s title was shortened to Chief Executive Officer,
Calvin Klein,
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in connection with the reorganization we undertook in connection with the Warnaco acquisition; his responsibilities
have not been reduced.

Mr. Fred Gehring has been employed by Tommy Hilfiger since 1996. Mr. Gehring retained his position as Chief
Executive Officer, Tommy Hilfiger upon our acquisition of Tommy Hilfiger in 2010 and was also named Chief
Executive Officer, PVH International Operations upon such acquisition.

Item 1A. Risk Factors

Acquisitions may not be successful in achieving intended benefits, cost savings and synergies; the acquired Warnaco
business may underperform relative to our expectations; and the Warnaco acquisition may cause our financial results
to differ from our expectations or the expectations of the investment community.

One component of our growth strategy has been to make acquisitions, such as the Warnaco acquisition. Prior to
completing any acquisition, our management team identifies expected synergies, cost savings and growth
opportunities, but due to legal and business limitations, we may not have access to all necessary information. The
integration process may be complex, costly and time-consuming. The potential difficulties of integrating the
operations of an acquired business, such as Warnaco, and realizing our expectations for an acquisition, including the
benefits that may be realized, include, among other things:

failure to implement our business plan for the combined business;

delays or difficulties in completing the integration of acquired companies or assets;

higher than expected costs, lower than expected cost savings and/or a need to allocate resources to manage
unexpected operating difficulties;

uananticipated issues in integrating manufacturing, logistics, information, communications and other systems;
uananticipated changes in applicable laws and regulations;

unanticipated changes in the combined business due to potential divestitures or other requirements imposed by
antitrust regulators;

retaining key customers, suppliers and employees;

retaining and obtaining required regulatory approvals, licenses and permits;

operating risks inherent in the acquired business and our business;

diversion of the attention and resources of management;

consumers’ failure to accept product offerings by us or our licensees;

assumption of liabilities not identified in due diligence;

the impact on our or an acquired business’ internal controls and compliance with the requirements under the
Sarbanes-Oxley Act of 2002; and

other unanticipated issues, expenses and liabilities.

We cannot assure you that any acquisition will not have a material adverse impact on our financial condition and
results of operations.
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Recent and future economic conditions, including volatility in the financial and credit markets, have affected, and in
the future may adversely affect, our business.

Economic conditions have affected, and in the future may adversely affect, our business, our customers and our
financing and other contractual arrangements. Recent economic developments have led to a reduction in consumer
spending overall, which could have an adverse impact on our revenue and profitability. Such events have affected, and
in the future could adversely affect, the businesses of our wholesale and retail customers, which, among other things,
have resulted and may result in financial difficulties leading to restructurings, bankruptcies, liquidations and other
unfavorable events for our customers, and may continue to cause such customers to reduce or discontinue orders of
our products. Financial difficulties of customers may also affect the ability of our customers to access credit markets
or lead to higher credit risk relating to receivables from customers.

Recent or future volatility in the financial and credit markets could make it more difficult for us to obtain financing or
refinance existing debt when the need arises or on terms that would be acceptable to us.

A substantial portion of our revenue and gross profit is derived from a small number of large customers and the loss of
any of these customers could substantially reduce our revenue.

A few of our customers account for significant portions of our revenue. Sales to our five largest customers were
18.7% of our revenue in 2012, 19.5% of our revenue in 2011 and 22.6% of our revenue in 2010. Macy’s, our largest
customer, accounted for 8.7% of our revenue in 2012, 9.4% of our revenue in 2011 and 10.1% of our revenue in 2010.

Tommy Hilfiger is party to a strategic alliance with Macy’s providing for the exclusive wholesale distribution in the
United States of most men’s, women’s and children’s sportswear under the Tommy Hilfiger brand. The current term of
the agreement with Macy’s ends on January 31, 2014 and is renewable at the option of Macy’s for up to two additional
renewal terms of three years each. As a result of this strategic alliance, the success of Tommy Hilfiger’s North
American wholesale business is substantially dependent on this relationship and on Macy’s ability to maintain and
increase sales of Tommy Hilfiger products. We are currently in discussions with Macy’s regarding renewing the
agreement and currently expect the renewal to occur, although there can be no assurances this will be the case. In
addition, our United States wholesale businesses may be affected by any operational or financial difficulties that
Macy’s experiences, including any deterioration in Macy’s overall ability to attract customer traffic or in its overall
liquidity position.

Other than Tommy Hilfiger’s strategic alliance with Macy’s, we do not have long-term agreements with any of our
customers and purchases generally occur on an order-by-order basis. A decision by any of our major customers,
whether motivated by marketing strategy, competitive conditions, financial difficulties or otherwise, to decrease
significantly the amount of merchandise purchased from us or our licensing or other partners, or to change their
manner of doing business with us or our licensing or other partners, could substantially reduce our revenue and
materially adversely affect our profitability. During the past several years, the retail industry has experienced a great
deal of consolidation and other ownership changes, as well as management changes, and we expect such changes to be
ongoing. In addition, store closings by our customers decrease the number of stores carrying our apparel products,
while the remaining stores may purchase a smaller amount of our products and may reduce the retail floor space
designated for our brands. In the future, retailers may further consolidate, undergo restructurings or reorganizations,
realign their affiliations or reposition their stores’ target markets or marketing strategies. Any of these types of actions
could decrease the number of stores that carry our products or increase the ownership concentration within the retail
industry. These changes could decrease our opportunities in the market, increase our reliance on a smaller number of
large customers and decrease our negotiating strength with our customers. These factors could have a material adverse
effect on our financial condition and results of operations.
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We may not be able to continue to develop and grow our Calvin Klein and Tommy Hilfiger businesses in terms of
revenue and profitability.

A significant portion of our business strategy involves growing our Calvin Klein and Tommy Hilfiger businesses. Our
achievement of revenue and profitability growth from Calvin Klein and Tommy Hilfiger will depend largely upon our
ability to:

realize the synergies, efficiencies and strategic rationale of the Warnaco acquisition;

continue to maintain and enhance the distinctive brand identities of the Calvin Klein and Tommy Hilfiger brands;
retain key employees at our Calvin Klein and Tommy Hilfiger businesses;
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continue to maintain good working relationships with Calvin Klein’s and Tommy Hilfiger’s licensees;
continue to enter into new (or renew or extend existing) licensing agreements for the Calvin Klein and Tommy
Hilfiger brands; and

continue to strengthen and expand the Calvin Klein and Tommy Hilfiger businesses.

We cannot assure you that we can successfully execute any of these actions or our growth strategy for these brands,
nor can we assure you that the launch of any additional product lines or businesses by us or our licensees or that the
continued offering of these lines will achieve the degree of consistent success necessary to generate profits or positive
cash flow. Our ability to successfully carry out our growth strategy may be affected by, among other things, our
ability to enhance our relationships with existing customers to obtain additional selling space and/or add additional
product lines, our ability to develop new relationships with retailers, economic and competitive conditions, changes in
consumer spending patterns and changes in consumer tastes and style trends. If we fail to continue to develop and
grow either the Calvin Klein or Tommy Hilfiger business in terms of revenue and profitability, our financial condition
and results of operations may be materially and adversely affected.

The success of our Calvin Klein and Tommy Hilfiger businesses depends on the value of our “Calvin Klein” and
“Tommy Hilfiger” brands, and if the value of either of those brands were to diminish, our business could be adversely
affected.

Our success depends on our brands and their value. The Calvin Klein name is integral to the existing Calvin Klein
business, as well as to our strategies for continuing to grow and expand Calvin Klein. The Calvin Klein brands could
be adversely affected if Mr. Klein’s public image or reputation were to be tarnished. We have similar exposure with
respect to the Tommy Hilfiger brands. Mr. Hilfiger is closely identified with the Tommy Hilfiger brand and any
negative perception with respect to Mr. Hilfiger could adversely affect the Tommy Hilfiger brand. In addition, under
Mr. Hilfiger’s employment agreement, if his employment is terminated for any reason, his agreement not to compete
with the Tommy Hilfiger business will expire two years after such termination. Although Mr. Hilfiger could not use
any Tommy Hilfiger trademark in connection with a competitive business, his association with a competitive business
could adversely affect the Tommy Hilfiger business.

Our level of debt could impair our financial condition and ability to operate.

As of February 3, 2013, we had outstanding an aggregate of $900 million of term loan borrowings under our amended
senior secured credit facility, $1.3 billion of senior unsecured notes ($700 million of which was issued in connection
with the Warnaco acquisition) and $100 million of secured debentures. On February 13, 2013 we terminated our
amended senior secured credit facility and entered into a new senior secured credit facility, under which we had
$3.075 billion of borrowings outstanding as of February 13, 2013. Our level of debt could have important
consequences to investors, including:

requiring a substantial portion of our cash flows from operations be used for the payment of interest on our debt,
thereby reducing the funds available to us for our operations or other capital needs;

limiting our flexibility in planning for, or reacting to, changes in our business and the industry in which we operate
because our available cash flow after paying principal and interest on our debt may not be sufficient to make the
capital and other expenditures necessary to address these changes;

increasing our vulnerability to general adverse economic and industry conditions because, during periods in which we
experience lower earnings and cash flow, we will be required to devote a proportionally greater amount of our cash
flow to paying principal and interest on our debt;

limiting our ability to obtain additional financing in the future to fund working capital, capital expenditures,
acquisitions, contributions to our pension plans and general corporate requirements;

placing us at a competitive disadvantage to other relatively less leveraged competitors that have more cash flow
available to fund working capital, capital expenditures, acquisitions, contributions to pension plans and general
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corporate requirements; and
with respect to any borrowings we make at variable interest rates, including under our senior secured credit facility,
leaving us vulnerable to increases in interest rates generally.
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Our business is exposed to foreign currency exchange rate fluctuations.

Our Tommy Hilfiger business and the Calvin Klein jeanswear and underwear businesses acquired from Warnaco each
have a substantial international component, which exposes us to significant foreign exchange risk. Accordingly, the
impact of a strengthening United States dollar, particularly against the Euro, the Brazilian Real, the Japanese Yen, the
Korean Won, the British Pound, the Canadian dollar, the Mexican Peso, the Indian Rupee and the Chinese Yuan, will
have a negative impact on our results of operations.

We have exposure to changes in foreign currency exchange rates related to certain anticipated cash flows associated
with certain international inventory purchases and certain intercompany loans. We currently use and plan to continue
to use foreign currency forward exchange contracts or other derivative instruments to mitigate the cash flow or market
value risks associated with these transactions, but we are unable to entirely eliminate these risks.

We are also exposed to market risk for changes in exchange rates for the United States dollar in connection with our
licensing businesses, particularly our Calvin Klein business. Most of our license agreements require the licensee to
report sales to us in the licensee’s local currency but to pay us in United States dollars based on the exchange rate as of
the last day of the contractual selling period. Thus, while we are not exposed to exchange rate gains and losses
between the end of the selling period and the date we collect payment, we are exposed to exchange rate changes
during and up to the last day of the selling period. In addition, certain of our other foreign license agreements expose
us to exchange rate changes up to the date we collect payment or convert local currency payments into United States
dollars. As a result, during times of a strengthening United States dollar, our foreign royalty revenue will be adversely
impacted, and during times of a weakening United States dollar, our foreign royalty revenue will be favorably
impacted.

We conduct business, directly or through licensees and other partners, in countries that are or have been subject to
exchange rate control regulations and have, as a result, experienced difficulties in receiving payments owed to us
when due, with amounts left unpaid for extended periods of time. Although the amounts to date have been immaterial
to us, as our international businesses grow and if controls are enacted or enforced in additional countries, there can be
no assurance that such controls would not have a material and adverse effect on our business, financial condition or
results of operations.

We primarily use foreign suppliers for our products and raw materials, which poses risks to our business operations.

All of our apparel and footwear products, excluding handmade and handfinished neckwear, are produced by and
purchased or procured from independent manufacturers located in countries in Europe, the Far East, the Indian
subcontinent, the Middle East, South America, the Caribbean and Central America. We believe that we are one of the
largest users of shirting fabric in the world. Although no single supplier or country is expected to be critical to our
production needs, any of the following could materially and adversely affect our ability to produce or deliver our
products and, as a result, have a material adverse effect on our business, financial condition and results of operations:
political or labor instability in countries where contractors and suppliers are located;

political or military conflict involving any of the countries in which we operate, which could cause a delay in the
transportation of our products and raw materials to us and an increase in transportation costs;

heightened terrorism security concerns, which could subject imported or exported goods to additional, more frequent
or more thorough inspections, leading to delays in deliveries or impoundment of goods for extended periods or could
result in decreased scrutiny by customs officials for counterfeit goods, leading to lost sales, increased costs for our
anti-counterfeiting measures and damage to the reputation of our brands;

a significant decrease in availability or increase in cost of raw materials or the inability to use raw materials produced
in a country that is a major provider due to political, human rights, labor, environmental, animal cruelty or other
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concerns;
a significant decrease in factory and shipping capacity;

a significant increase in wage and shipping costs;

.disease epidemics and health-related concerns, which could result in closed factories, reduced workforces, scarcity of

raw materials and scrutiny or embargoing of goods produced in infected areas;
migration and development of manufacturers, which could affect where our products are or are planned to be

produced;
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imposition of regulations, quotas and safeguards relating to imports and our ability to adjust timely to changes in trade
regulations, which, among other things, could limit our ability to produce products in cost-effective countries that
have the labor and expertise needed;

tmposition of duties, taxes and other charges on imports;

a significant fluctuation of the value of the United States dollar against foreign currencies; and

restrictions on transfers of funds out of countries where our foreign licensees are located.

If our manufacturers, or the manufacturers used by our licensees, fail to use legal and ethical business practices, our
business could suffer.

We require our manufacturers, and the manufacturers used by our licensees (and the licensees themselves), to operate
in compliance with applicable laws, rules and regulations regarding working conditions, employment practices and
environmental compliance. Additionally, we impose upon our business partners operating guidelines that require
additional obligations in those areas in order to promote ethical business practices, and our staff and third parties we
retain for such purposes periodically visit and monitor the operations of these independent parties to determine
compliance. In 2012, we signed a Joint Memorandum of Understanding to improve fire and building safety in
Bangladesh’s apparel factories and we continue to collaborate with factories, suppliers, industry participants and other
engaged stakeholders to improve the lives of our factory workers and others in our sourcing communities. However,
we do not control our manufacturers, or the manufacturers used by our licensees, or their labor, manufacturing and
other business practices. If any of these manufacturers (or licensees) violates labor, environmental, building and fire
safety, or other laws or implements labor, manufacturing or other business practices that are generally regarded as
unethical in the United States, the shipment of finished products to us could be interrupted, orders could be cancelled
and relationships could be terminated. In addition, we could be the focus of adverse publicity and our reputation could
be damaged. This could be more adverse if multiple manufacturers engaged in these types of activities. Any of these
events could have a material adverse effect on our revenue and, consequently, our results of operations.

We are dependent on third parties to source and/or manufacture our products and any disruption in the relationship
with these parties or in their businesses may materially adversely affect our businesses.

We rely upon independent third parties for the vast majority of our apparel and footwear products. A manufacturer’s
failure to ship products to us in a timely manner or to meet required quality standards could cause us to miss the
delivery date requirements of our customers for those products. As a result, customers could cancel their orders, refuse
to accept deliveries or demand reduced prices. Any of these actions taken by our customers could have a material
adverse effect on our revenue and, consequently, our results of operations.

In addition, we are a party to a non-exclusive buying agency agreement with Li & Fung to carry out most of our
sourcing for Tommy Hilfiger products. Li & Fung is one of the world’s largest buying agencies for apparel and related
goods and is our largest buying office for Tommy Hilfiger products. Under the terms of the agreement, we are
required to use Li & Fung for at least 54% of our global sourcing needs for Tommy Hilfiger products. The buying
agency agreement with Li & Fung is terminable by us upon 12 months’ prior notice for any reason, and is terminable
by either party (i) upon six months’ prior notice in the event of a material breach by the other party and

(i1) immediately upon the occurrence of certain bankruptcy or insolvency events relating to the other party. We also
use other third-party buying offices for a portion of our sourcing for Tommy Hilfiger products and have retained a
small in-house sourcing team. Any interruption in the operations of Li & Fung or other buying offices, or the failure
of Li & Fung or other buying offices to perform effectively their services for us, could result in material delays,
reductions of shipments and increased costs. Furthermore, such events could harm our wholesale and retail
relationships. Although alternative sourcing companies exist, we may be unable to source Tommy Hilfiger products
through other third parties, if at all, on terms commercially acceptable to us and on a timely basis. Any disruption in
our relationship with our buying offices or businesses, particularly Li & Fung, could have a material adverse effect on
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our cash flows, business, financial condition and results of operations.

We are dependent on a limited number of distribution facilities. If one becomes inoperable, our business, financial
condition and operating results could be negatively impacted.

We operate a limited number of distribution facilities. Our ability to meet the needs of our retail customers and of our
own retail stores depends on the proper operation of our primary facilities. If any of our primary facilities were to shut
down or otherwise become inoperable or inaccessible for any reason, we could have a substantial loss of inventory

and/or disruptions of deliveries to our customers and our stores, and/or incur significantly higher costs and longer lead
times associated with the
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distribution of our products during the time it takes to reopen or replace the facility. This could adversely affect our
business, financial condition and operating results.

A portion of our revenue is dependent on royalties and licensing.

The operating profit associated with our royalty, advertising and other revenue is significant because the operating
expenses directly associated with administering and monitoring an individual licensing or similar agreement are
minimal. Therefore, the loss of a significant licensing partner, whether due to the termination or expiration of the
relationship, the cessation of the licensing partner’s operations or otherwise (including as a result of financial
difficulties of the partner), without an equivalent replacement, could materially affect our profitability.

While we generally have significant control over our licensing partners’ products and advertising, we rely on our
licensing partners for, among other things, operational and financial controls over their businesses. Our licensing
partners’ failure to successfully market licensed products or our inability to replace our existing licensing partners
could materially and adversely affect our revenue both directly from reduced royalty and advertising and other
revenue received and indirectly from reduced sales of our other products. Risks are also associated with our licensing
partners’ ability to obtain capital; execute their business plans, including timely delivery of quality products; manage
their labor relations; maintain relationships with their suppliers; manage their credit risk effectively; and maintain
relationships with their customers.

Our licensing business makes us susceptible to the actions of third parties over whom we have limited control.

We rely on our licensing partners to preserve the value of our brands. Although we make every attempt to protect our
brands through, among other things, approval rights over design, production quality, packaging, merchandising,
distribution, advertising and promotion of our products, we cannot assure you that we can control the use by our
licensing partners of each of our licensed brands. The misuse of our brands by a licensing partner could have a
material adverse effect on our business, financial condition and results of operations. As a substantial portion of our
Calvin Klein licensing revenue was generated from Warnaco (previously our largest licensee), this exposure has been
substantially reduced by the acquisition of Warnaco on February 13, 2013.

Our retail stores are heavily dependent on the ability and desire of consumers to travel and shop.

Our North American retail stores are located principally in outlet malls, which are typically located in or near vacation
destinations or away from large population centers where department stores and other traditional retailers are
concentrated. As a result, reduced travel resulting from economic conditions, fuel shortages, increased fuel prices,
travel restrictions, travel concerns and other circumstances, including adverse weather conditions, disease epidemics
and other health-related concerns, war, terrorist attacks or the perceived threat of war or terrorist attacks could have a
material adverse affect on us, particularly if such events impact certain of our higher-volume retail locations. Other
factors that could affect the success of our stores include:

the location of the mall or the location of a particular store within the mall;

the other tenants occupying space at the mall;

tncreased competition in areas where the outlet malls are located; and

the amount of advertising and promotional dollars spent on attracting consumers to the malls.

We may be unable to protect our trademarks and other intellectual property rights.
Our trademarks and other intellectual property rights are important to our success and our competitive position. We
are susceptible to others imitating our products and infringing on our intellectual property rights. Since our

acquisitions of Calvin Klein and Tommy Hilfiger, we are more susceptible to infringement of our intellectual property
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rights, as the Calvin Klein and Tommy Hilfiger brands enjoy significant worldwide consumer recognition, and the
generally higher pricing of Calvin Klein and Tommy Hilfiger branded products creates additional incentive for
counterfeiters and infringers. Imitation or counterfeiting of our products or infringement of our intellectual property
rights could diminish the value of our brands or otherwise adversely affect our revenue. We cannot assure you that the
actions we take to establish and protect our trademarks and other intellectual property rights will be adequate to
prevent imitation of our products by others or to prevent others from seeking to invalidate our trademarks or block
sales of our products as a violation of their own trademarks and intellectual property rights. In addition, we cannot
assure you that others will not assert rights in, or ownership of, trademarks and other intellectual property rights of
ours or in marks that are similar to ours or marks that we license and/or market or that we will be able to successfully
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resolve these types of conflicts to our satisfaction. In some cases, there may be trademark owners who have prior
rights to our marks because the laws of certain foreign countries may not protect intellectual property rights to the
same extent as do the laws of the United States. In other cases, there may be holders who have prior rights to similar
marks. For example, in the past we were involved in proceedings relating to a company’s claim of prior rights to the
IZOD mark in Mexico and to another company’s claim of prior rights to the Calvin Klein mark in Chile. We are
currently involved in opposition and cancellation proceedings with respect to marks similar to some of our brands,
both domestically and internationally.

The success of our dress furnishings business is dependent on the strategies and reputation of our licensors.

Our business strategy is to offer our products on a multiple brand, multiple channel and multiple price point basis.
This strategy is designed to provide stability should market trends shift. As part of this strategy we license the names
and brands of recognized designers and celebrities, including Kenneth Cole, Sean “Diddy” Combs (Sean John), Donald
J. Trump, Michael Kors, Joseph Abboud, Donna Karan (DKNY), Ike Behar, Elie Tahari, John Varvatos and Robert
Graham. In entering into these license agreements, we target our products towards certain market segments based on
consumer demographics, design, suggested pricing and channel of distribution in order to minimize competition
between our own products and maximize profitability. If any of our licensors determines to “reposition” a brand we
license from them, introduce similar products under similar brand names or otherwise change the parameters of
design, pricing, distribution, target market or competitive set, we could experience a significant downturn in that
brand’s business, adversely affecting our sales and profitability. In addition, as products may be personally associated
with these designers and celebrities, our sales of those products could be materially and adversely affected if any of
those individual’s images, reputations or popularity were to be negatively impacted.

We face intense competition in the apparel industry.

Competition is intense in the apparel industry. We compete with numerous domestic and foreign designers, brands,
manufacturers and retailers of apparel, accessories and footwear, some of which are significantly larger or more
diversified or have greater resources than we do. In addition, through their use of private label programs, we compete
directly with our wholesale customers. We compete within the apparel industry primarily on the basis of:
anticipating and responding to changing consumer tastes and demands in a timely manner and developing attractive,
quality products;
maintaining favorable brand recognition;
appropriately pricing products and creating an acceptable value proposition for customers;

providing strong and effective marketing

support;
ensuring product availability and optimizing supply chain efficiencies with third-party manufacturers and retailers;
and
obtaining sufficient retail floor space and effective presentation of our products at retail.

The failure to compete effectively or to keep pace with rapidly changing markets could have a material adverse effect
on our business, financial condition and results of operations. In addition, if we misjudge the market for our products,
we could be faced with significant excess inventories for some products and missed opportunities for others.

The loss of members of our executive management and other key employees could have a material adverse effect on
our business.

We depend on the services and management experience of our executive officers who have substantial experience and
expertise in our business. We also depend on other key employees involved in our licensing, design and advertising
operations. Competition for qualified personnel in the apparel industry is intense and competitors may use aggressive
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tactics to recruit our key employees. The unexpected loss of services of one or more of these individuals could
materially adversely affect us.

A significant shift in the relative sources of our earnings, adverse decisions of tax authorities or changes in tax treaties,
laws, rules or interpretations could have a material adverse effect on our results of operations and cash flow.

We have direct operations in many countries, and the applicable tax rates vary by jurisdiction. As a result, our overall
effective tax rate could be materially affected by the relative level of earnings in the various taxing jurisdictions to
which our earnings are subject. In addition, the tax laws and regulations in the countries where we operate may be
subject to change and there may be changes in interpretation and enforcement of tax law. As a result, we may pay
additional taxes if tax rates increase
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or if tax laws, regulations or treaties in the jurisdictions where we operate are modified by the competent authorities in
an adverse manner.

In addition, various national and local taxing authorities periodically examine us and our subsidiaries. The resolution
of an examination or audit may result in us paying more than the amount that we may have reserved for a particular
tax matter, which could have a material adverse effect on our cash flows, business, financial condition and results of
operations for any affected reporting period.

We and our subsidiaries are engaged in a number of intercompany transactions. Although we believe that these
transactions reflect arm’s length terms and that proper transfer pricing documentation is in place, which should be
respected for tax purposes, the transfer prices and conditions may be scrutinized by local tax authorities, which could
result in additional tax becoming due.

If we are unable to fully utilize our deferred tax assets, our profitability could be reduced.

Our deferred income tax assets are valuable to us. These assets include tax loss and foreign tax credit carryforwards in
various jurisdictions. Realization of deferred tax assets is based on a number of factors, including whether there will
be adequate levels of taxable income in future periods to offset the tax loss and foreign tax credit carryforwards in
jurisdictions where such assets have arisen. Valuation allowances are recorded in order to reduce the deferred tax
assets to the amount expected to be realized in the future. In assessing the adequacy of our valuation allowances, we
consider various factors including reversal of deferred tax liabilities, forecasted future taxable income and potential
tax planning strategies. These factors could reduce the value of the deferred tax assets, which could have a material
effect on our profitability.

Our profitability may decline as a result of increasing pressure on margins.

The apparel industry, particularly in the United States (our largest market), is subject to significant pricing pressure
caused by many factors, including intense competition, consolidation in the retail industry, pressure from retailers to
reduce the costs of products and changes in consumer demand. These factors may cause us to reduce our sales prices
to retailers and consumers, which could cause our profitability to decline if we are unable to appropriately manage
inventory levels and/or offset price reductions with sufficient reductions in product costs or operating expenses. This
could have a material adverse effect on our results of operations, liquidity and financial condition.

We rely significantly on information technology. Our businesses could be adversely impacted if our computer systems
are disrupted or cease to operate effectively.

Our ability to effectively manage and operate our business depends significantly on information technology systems.
This is particularly important as we commence the integration of Warnaco and seek to transition its business and
financial reporting systems onto our platforms. The failure of our systems to operate effectively, disruption in our
systems or our inability to merge our systems with Warnaco’s could adversely impact our operations. Additionally, any
electronic or physical security breach involving the misappropriation, loss or other unauthorized disclosure of
confidential or personally identifiable information, including penetration of our network security, whether by us or by
a third party, could disrupt our business, severely damage our reputation and our relationships with our customers,
expose us to risks of litigation and liability and adversely affect our business and results of operations.

Volatility in securities markets, interest rates and other economic factors could substantially increase our defined
benefit pension costs and liabilities.

We have significant obligations under our defined benefit pension plans. These obligations will increase significantly
as a result of the Warnaco acquisition, both as a result of the addition of a large number of new participants and
because Warnaco has a discontinued plan, the assets of which still must be maintained. The funded status of our
pension plans is dependent on many factors, including returns on invested plan assets and the discount rate used to
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measure pension obligations. Unfavorable returns on plan assets, a lower discount rate or unfavorable changes in the
applicable laws or regulations could materially change the timing and amount of pension funding requirements, which
could reduce cash available for our business.

Our operating performance also may be significantly impacted by the amount of expense recorded for our pension
plans. Pension expense recorded throughout the year is calculated using actuarial valuations that incorporate
assumptions and estimates about financial market, economic and demographic conditions. Differences between
estimated and actual results give rise to gains and losses that are recorded immediately in pension expense, generally
in the fourth quarter of the year, which can create volatility in our operating results.
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Provisions in our certificate of incorporation and our by-laws and Delaware General Corporation Law could make it
more difficult to acquire us and may reduce the market price of our common stock.

Our certificate of incorporation and by-laws contain certain provisions, including provisions requiring supermajority
voting (80% of the outstanding voting power) to approve certain business combinations with beneficial owners of 5%
or more of our outstanding stock entitled to vote for election of directors, permitting the Board of Directors to fill
vacancies on the Board and authorizing the Board of Directors to issue shares of preferred stock without approval of

our stockholders. These provisions could also have the effect of deterring changes of control.

In addition, Section 203 of the Delaware General Corporation Law imposes restrictions on mergers and other business
combinations between us and any holder of 15% or more of our common stock. The existence of this provision may
have an anti-takeover effect with respect to transactions not approved in advance by the Board of Directors.

Item 1B. Unresolved Staff Comments

None.

Item 2. Properties

The general location, use, ownership status and approximate size of the principal properties which we occupied as of
February 3, 2013 are set forth below:

Location

New York, New York
New York, New York
New York, New York
Bridgewater, New Jersey

Amsterdam, The Netherlands

McDonough, Georgia
Venlo/Tegelen, The
Netherlands

Jonesville, North Carolina
Chattanooga, Tennessee
Reading, Pennsylvania

Los Angeles, California

Brinkley, Arkansas
Hong Kong, China
Urayasu-shi, Japan
Dusseldorf, Germany
Trento, Italy

Use

Corporate, apparel and footwear administrative

offices and showrooms

Tommy Hilfiger administrative offices and

showrooms
Calvin Klein administrative offices and
showrooms

Corporate, finance and retail administrative

offices

Tommy Hilfiger administrative offices,
warehouse and showrooms

Warehouse and distribution center

Warehouse and distribution centers

Warehouse and distribution center
Warehouse and distribution center
Warehouse and distribution center
Warehouse and neckwear manufacturing
facility

Warehouse and distribution center
Corporate administrative offices
Warehouse and distribution center
Tommy Hilfiger showrooms

Ownership

Status

Leased

Leased

Leased

Leased

Leased
Leased
Leased

Owned
Owned
Owned

Leased

Owned
Leased
Leased
Leased
Leased

Approximate
Area in
Square Feet

209,000
252,000
183,000
234,000

242,000
851,000
780,000

747,000
451,000
410,000

200,000

112,000
68,000
59,000
57,000
44,000
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Calvin Klein administrative offices and
warehouse

In addition, as of February 3, 2013, we lease certain other administrative/support offices and showrooms in various

domestic and international locations. We also leased and operated over 1,000 retail locations as of February 3, 2013 in
the United States, Canada, Europe and Japan.
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Our Jonesville, North Carolina property is subject to a lien under our secured revolving credit facility, which we
entered into on February 13, 2013.

Information with respect to minimum annual rental commitments under leases in which we are a lessee is included in
Note 14, “Leases,” in the Notes to Consolidated Financial Statements included in Item 8 of this report.

Item 3. Legal Proceedings

We are a party to certain litigations which, in management’s judgment based in part on the opinions of legal counsel,
will not have a material adverse effect on our financial position.

Item 4. Mine Safety Disclosures
Not applicable.

29

57



Edgar Filing: PVH CORP. /DE/ - Form 10-K

PART II

Item 5. Market for Registrant’s Common Equity, Related Stockholder Matters and Issuer Purchases of Equity
Securities

Certain information with respect to the market for our common stock, which is listed on the New York Stock
Exchange, and the dividends declared on our common stock appear in the Notes to Consolidated Financial Statements
included in Item 8 of this report under Note 11, “Stockholders’ Equity,” and under the heading “Selected Quarterly
Financial Data- Unaudited” on pages F-52 and F-53. See Note 6, “Debt,” in the Notes to Consolidated Financial
Statements included in Item 8 of this report for a description of the restrictions to our paying dividends on our
common stock. As of March 25, 2013, there were 667 stockholders of record of our common stock. The closing price
of our common stock on March 25, 2013 was $113.20.

ISSUER PURCHASES OF EQUITY SECURITIES

(d) Maximum

Number (or
. (c) Total Number of .
(a) Total Number of g;) Cllkverage Price Shares (or Units) ég’ r:)xi,?g;eazzlzg
Period Shares (or Units) ! Purchased as Part of .u
D per Share . Units) that May Yet
Purchased( . Publicly Announced
(or Unit)®D Be Purchased Under
Plans or Programs
the Plans or
Programs
October 29, 2012
November 25, 2012 70 $102.52 — —
November 26, 2012
December 30, 2012 210 96.80 — —
December 31, 2012
February 3, 2013 15 93.90 — —
Total 295 $98.01 — —

Our 2006 Stock Incentive Plan provides us with the right to deduct or withhold, or require employees to remit to
us, an amount sufficient to satisfy any applicable tax withholding requirements applicable to stock-based
compensation awards. To the extent permitted, employees may elect to satisfy all or part of such withholding

() requirements by tendering previously owned shares or by having us withhold shares having a fair market value
equal to the minimum statutory tax withholding rate that could be imposed on the transaction. All shares shown in
this table were withheld during the fourth quarter of 2012 in connection with the settlement of vested restricted
stock units to satisfy tax withholding requirements.

The following performance graph and return to stockholders information shown below are provided pursuant to Item
201(e) of Regulation S-K promulgated under the Exchange Act. The graph and information are not deemed to be “filed”
under the Exchange Act or otherwise subject to liabilities thereunder, nor are they to be deemed to be incorporated by
reference in any filing under the Securities Act or Exchange Act unless we specifically incorporate them by reference.

The performance graph compares the yearly change in the cumulative total stockholder return on our common stock

against the cumulative return of the Russell Midcap Index, the S&P MidCap 400 Index and the S&P 400 Apparel,
Accessories & Luxury Goods Index for the five fiscal years ended February 3, 2013.
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Value of $100.00 invested after 5 years:

Our Common Stock $273.96
Russell Midcap Index $134.24
S&P MidCap 400 Index $144.77
S&P 400 Apparel, Accessories & Luxury Goods Index $271.36

Item 6. Selected Financial Data

Selected Financial Data appears under the heading “Five Year Financial Summary” on pages F-57 and F-58.
Item 7. Management’s Discussion and Analysis of Financial Condition and Results of Operations
OVERVIEW

The following discussion and analysis is intended to provide you with information about us, our operations and our
financial performance. It should be read in conjunction with our consolidated financial statements and the
accompanying notes, which are included elsewhere in this report.

We are one of the largest branded apparel companies in the world, with a heritage dating back over 130 years. Our
brand portfolio consists of nationally and internationally recognized brand names, including our own brands — Calvin
Klein, Tommy Hilfiger, Van Heusen, IZOD, ARROW and Bass, and our licensed brands — Geoffrey Beene, Kenneth
Cole New York, Kenneth Cole Reaction, MICHAEL Michael Kors, Sean John, Chaps, Donald J. Trump Signature
Collection, JOE Joseph Abboud, DKNY, Ike Behar and John Varvatos, as well as certain other owned, licensed and
private label brands.

We acquired Warnaco on February 13, 2013 for $3.1 billion, of which $2.2 billion was paid in cash and the balance
through the issuance of approximately 7.7 million shares of our common stock. We funded the cash portion and
related costs of the acquisition and repaid a portion of our and Warnaco’s previously outstanding debt with the net
proceeds of: (i) an offering
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of $700.0 million of 4 1/2% senior notes due 2022; and (ii) $3.075 billion of term loans borrowed under new senior
secured credit facilities. These items are more fully described in the section entitled “Liquidity and Capital Resources’
below.

’

Warnaco designs, sources, markets, licenses and distributes a broad line of intimate apparel, sportswear and swim
products worldwide. Warnaco’s products are sold under the highly-recognized Calvin Klein, Speedo, Warner’s and
Olga brand names and are distributed domestically and internationally, through all major channels of distribution. The
Warnaco transaction, which follows our transformational acquisitions of Calvin Klein in 2003 and Tommy Hilfiger in
2010, reinforces our strategy to drive the Calvin Klein brand’s reach globally. Prior to the acquisition, Warnaco was
our largest licensee for Calvin Klein products and the royalties it paid us, together with fees paid on its sales of Calvin
Klein underwear, sleepwear and loungewear (product categories for which it beneficially owns the Calvin Klein
trademarks), accounted for approximately 37% of our Calvin Klein royalty, advertising and other revenue in 2012. By
reuniting the Calvin Klein brand under one owner, we will have complete direct global control of the brand image and
commercial decisions for the two largest Calvin Klein apparel categories — jeanswear and underwear. Under a single
brand vision, we will be able to better coordinate product design, merchandising, supply chain, retail distribution and
marketing, which will strengthen the brand’s image, positioning and execution across all markets. The Warnaco
acquisition also takes advantage of our and Warnaco’s complementary geographic operations. Warnaco’s operations in
Asia and Latin America will enhance our opportunities in these high-growth regions, and we will have the ability to
leverage our expertise and infrastructure in North America and Europe to enhance the growth and profitability of
Warnaco’s Calvin Klein jeanswear and underwear businesses in these regions. The acquisition also brings the Speedo,
Warner’s and Olga brands into our Heritage Brands portfolio. With a diversified brand portfolio and strong operations
in every major consumer market around the world, we believe our business will be better balanced across geographies,
channels of distribution, product categories and price points, and we will have the opportunity to realize revenue
growth and enhanced profitability. We also believe the Warnaco acquisition creates significant opportunities to
achieve synergies, principally with respect to certain corporate functions and duplicative brand management functions
in North America and Europe. We expect to realize the synergies in full by the end of 2016.

Our acquisition of Tommy Hilfiger in 2010 provided us with an established international platform in Europe that is a
strategic complement to our strong North American presence and gives us resources and expertise needed to grow our
brands and businesses internationally. As discussed above, the acquisition of Warnaco presents us with the
opportunity to continue to grow our brands around the world. We are also pursuing growth opportunities for the
Tommy Hilfiger brands through, among other things, joint ventures in the rapidly emerging markets of China, India
and Brazil, and intensifying efforts in underdeveloped markets.

Our revenue reached a record $6.0 billion in 2012, approximately 39% of which was generated internationally. Our
global designer lifestyle brands, Tommy Hilfiger and Calvin Klein, together generated approximately 72% of this
revenue. We currently estimate that with the addition of Warnaco, approximately 45% of our annual revenue will be
generated internationally and revenue for our Tommy Hilfiger and Calvin Klein businesses will approximate 75% of
our total revenue.

Our business strategy is to manage and market a portfolio of nationally and internationally recognized brands at
multiple price points and across multiple channels of distribution. We believe this strategy reduces our reliance on any
one demographic group, merchandise preference, distribution channel or geographic region. Our internationally
renowned designer lifestyle brands, Calvin Klein and Tommy Hilfiger, offer additional geographic distribution
channel and price point opportunities as compared to our heritage brands.

RESULTS OF OPERATIONS
Operations Overview

During 2012, we generated net sales from (i) the wholesale distribution to retailers, franchisees, licensees and
distributors of men’s dress shirts, neckwear and underwear, men’s and women’s sportswear, footwear, accessories and
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related products under owned and licensed trademarks; and (ii) over 1,000 company-operated retail locations
worldwide of apparel, footwear, accessories and other products under our Calvin Klein, Tommy Hilfiger, Van Heusen,
IZOD and Bass trademarks. We generate royalty, advertising and other revenue from fees for licensing the use of our
trademarks. Calvin Klein royalty, advertising and other revenue, which comprised 78% of total royalty, advertising
and other revenue in 2012, is derived across various regions under licenses and other arrangements for a broad array
of products offered under our Calvin Klein brands.

Our future operating performance and financial results will be significantly impacted by the Warnaco acquisition,
including in regard to revenue, gross margin, operating expenses and cash flows. A substantial portion of our Calvin
Klein licensing revenue was generated from Warnaco and, therefore, our royalty, advertising and other revenue will
decrease significantly (such amount generated from Warnaco was approximately $145 million in 2012). The loss of
licensing revenue
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will also affect our gross profit on total revenue, as licensing revenue carries no cost of goods sold. In addition, the
financing of the transaction has greatly impacted our capital structure, will cause our interest expense to increase, and
will require us to use significant amounts of our cash to pay interest and principal. Our effective tax rate will also be
impacted as Warnaco has significant operations in jurisdictions that are generally taxed at rates higher than our current
effective tax rate. Additionally, we incurred in 2012, and expect to incur over the next four years, significant costs and
charges related to the acquisition, integration and related restructuring. In 2012, we incurred pre-tax charges of $42.6
million and expect to incur approximately $175 million to $200 million of additional pre-tax charges over the next
four years, approximately $125 million of which is expected to be incurred in 2013. Our segment reporting will also
change as a result of the acquisition.

We acquired Tommy Hilfiger in the second quarter of 2010. We recorded pre-tax charges in 2010 in connection with
the acquisition and integration of Tommy Hilfiger that totaled $338.3 million, including: (i) a loss of $140.5 million
associated with hedges against Euro to United States dollar exchange rates relating to the purchase price; (ii)
short-lived non-cash valuation amortization charges of $76.8 million, which became fully amortized during 2010; and
(iii) transaction, integration, restructuring and debt extinguishment costs of $121.0 million. We incurred pre-tax
charges of $20.5 million and $69.5 million during 2012 and 2011, respectively, in connection with the integration and
the related restructuring, including product exit charges. We reacquired during the third quarter of 2011 the rights in
India to the Tommy Hilfiger trademarks that had been subject to a perpetual license. We paid $25.0 million as
consideration for this transaction and are required to make annual contingent purchase price payments under certain
circumstances. In connection with the transaction, we were required to record an expense of $20.7 million in 2011 due
to the settlement of an unfavorable contract as a result of a pre-existing relationship with the licensee, as the license
provided favorable terms to the licensee. Please see the section entitled “Liquidity and Capital Resources” below for a
further discussion.

In the fourth quarter of 2010, we exited our United Kingdom and Ireland Van Heusen dresswear and accessories
business. We recorded pre-tax charges in connection with this exit of $6.6 million in 2010, which consists principally
of non-cash charges. In 2011, we announced we would be exiting in 2012 our licensed Timberland men’s wholesale
sportswear and our Izod women’s wholesale sportswear businesses. We incurred pre-tax charges of $8.1 million during
2011 in connection with these two initiatives.

We amended and restated our senior secured credit facility in the first quarter of 2011. We recorded debt modification
costs of $16.2 million in connection with this transaction. Please see the section entitled “Liquidity and Capital
Resources” below for a further discussion.

Our calculations of the comparable store sales percentages throughout this discussion are based on comparable weeks
and, therefore, exclude an extra week in 2012, as our 2012 fiscal year included 53 weeks of operations.

During the fourth quarter of 2012, we changed our method of accounting for our pension and other postretirement
plans. As part of this change, we elected to begin immediately recognizing actuarial gains and losses in our operating
results in the year in which they occur. We have applied this change retrospectively, adjusting all prior periods. This
change resulted in recording actuarial losses of $28.1 million, $76.1 million and $4.5 million in 2012, 2011 and 2010,
respectively.
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The following table summarizes our income statements in 2012, 2011 and 2010:

2012 2011 2010
(dollars in millions)
Net sales $5,540.8 $5,410.0 $4,219.7
Royalty revenue 370.0 356.0 306.7
Advertising and other revenue 132.2 124.6 110.4
Total revenue 6,043.0 5,890.6 4,636.8
Gross profit 3,249.2 3,055.9 2,422.0
% of total revenue 53.8 % 51.9 % 52.2 %
Selling, general and administrative expenses 2,594.3 2,549.9 2,071.8
% of total revenue 429 % 43.3 % 44.7 %
Debt modification and extinguishment costs — 16.2 6.7
Other loss — — 140.5
Equity in income of unconsolidated affiliates 54 1.4 —
Income before interest and taxes 660.4 491.2 203.0
Interest expense 118.7 129.4 128.6
Interest income 1.5 1.3 1.7
Income before taxes 543.1 363.1 76.2
Income tax expense 109.3 87.4 21.8
Net income $433.8 $275.7 $54.4

Total Revenue
Net Sales

Our net sales were $5.541 billion in 2012, $5.410 billion in 2011 and $4.220 billion in 2010. The 2012 net sales
increase of $130.8 million as compared to 2011 included a negative impact of approximately $210 million, or 4%, of
which approximately $110 million was due to foreign currency translation and approximately $100 million was
attributable to the exit from the Izod women’s and Timberland wholesale sportswear businesses. The overall increase
in 2012 as compared to 2011 was due principally to the effect of the following items:

The aggregate addition of $154.1 million of net sales attributable to growth in our Tommy Hilfiger North America
and Tommy Hilfiger International segments. Within the Tommy Hilfiger North America segment, net sales increased
10%, principally driven by retail comparable store sales growth of 10%. Net sales in the Tommy Hilfiger International
segment increased 2%, including a negative impact of approximately $110 million, or 6%, related to foreign currency
translation. European retail comparable store sales grew 11% and the European wholesale business exhibited strong
growth, but these increases were partially offset by continued weakness in Japan, where we are currently in the
process of strategically repositioning and investing in the brand.

The addition of $87.1 million of net sales attributable to growth in our Other (Calvin Klein Apparel) segment, driven
py (i) a 12% increase in the North American Calvin Klein retail business, which was due to new store openings, store
expansions and a 5% increase in comparable store sales; and (ii) a 16% increase in the North American wholesale
business.

The aggregate reduction of $99.6 million in net sales attributable to our Heritage Brand Wholesale Dress Furnishings,
Heritage Brand Wholesale Sportswear and Heritage Brand Retail segments. Comparable store sales in the Heritage
Brand Retail segment were relatively flat as compared to the prior year period, while sales in the Heritage Brand
Wholesale Sportswear segment decreased 13%, due principally to the negative impact of approximately $100 million
related to the exited sportswear businesses, partially offset by strong growth in our ongoing sportswear businesses in
the second half of the year. The Heritage Brand Wholesale Dress Furnishings segment experienced a 7% decrease due
primarily to a reduction in dress furnishings sales to J.C. Penney.
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The 2011 net sales increase of $1.190 billion as compared to 2010 net sales was due principally to the effect of the
following items:

The addition of $433.7 million and $267.6 million of first quarter net sales in our Tommy Hilfiger International and
Tommy Hilfiger North America segments, respectively, as the acquisition of Tommy Hilfiger was not completed until
the second quarter of 2010.

The addition of $262.2 million and $116.6 million, attributable to second through fourth quarter growth in the Tommy
Hilfiger International and Tommy Hilfiger North America segments, respectively. This increase was driven by low
double-digit growth in the European wholesale division, combined with retail comparable store sales growth of 10%
and 14% for our Tommy Hilfiger International and Tommy Hilfiger North America retail businesses, respectively.
Also contributing to the revenue increase was a net benefit of approximately $55 million in our Tommy Hilfiger
International segment related to foreign currency translation.

The addition of $85.1 million of net sales attributable to growth in our Other (Calvin Klein Apparel) segment, as our
€Calvin Klein retail business posted a 16% increase in comparable store sales in 2011 and the wholesale business
experienced low double-digit growth.

The addition of $41.0 million of sales attributable to growth in our Heritage Brand Wholesale Dress Furnishings
segment.

The addition of $7.9 million of sales attributable to growth in our Heritage Brand Retail segment, due principally to a
2% increase in retail comparable stores sales in 2011.

The addition of $7.5 million of net sales attributable to growth in our Calvin Klein Licensing segment.

The reduction of $31.2 million of sales attributable to our Heritage Brand Wholesale Sportswear segment, which was
driven particularly by decreases in the Timberland division, which we exited in 2012, and the Izod division.

Royalty, Advertising and Other Revenue

Royalty, advertising and other revenue was $502.2 million in 2012 as compared to $480.6 million in 2011. Of the
$21.6 million increase, $12.0 million was attributable to our Tommy Hilfiger business, due principally to strong
performance in watches, footwear and eyewear and growth in Asia and Latin America. Within the Calvin Klein
Licensing segment, global licensee royalty revenue increased 2%, including a negative impact of 1% related to foreign
currency translation. Continued global growth in women’s sportswear, dresses, footwear and handbags was partially
offset by a decline in royalty revenue related to a reduction in the European Calvin Klein bridge and accessories
business attributable, in part, to our decision to terminate Warnaco’s licenses and operate the business directly, and
weakness in jeans and women’s underwear in Europe and the United States.

Royalty, advertising and other revenue was $480.6 million in 2011 as compared to $417.1 million in 2010. Of this
$63.5 million increase, $25.6 million was attributable to our Tommy Hilfiger business, due principally to the addition
of first quarter royalty, advertising and other revenue, combined with second through fourth quarter increases due to
growth in Central and South America and Asia, and strong performance in tailored apparel, fragrance and eyewear.
