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CAUTIONARY STATEMENTS REGARDING FORWARD-LOOKING STATEMENTS

Our SEC filings and public announcements may include forward-looking statements about future events.
Generally, the words "believe," "expect," "i anticipate," "project,” "will" and similar expressions

non non non non

intend," "estimate,
identify forward-looking statements, which generally are not historical in nature. We intend for all forward-looking
statements contained herein, in our press releases or on our website, and all subsequent written and oral forward-looking
statements attributable to us or persons acting on our behalf, to be covered by the safe harbor provisions for forward-
looking statements within the meaning of the Private Securities Litigation Reform Act of 1995 and the provisions of
Section 27A of the Securities Act of 1933 and Section 21E of the Securities Exchange Act of 1934 (which Sections were
adopted as part of the Private Securities Litigation Reform Act of 1995). Such statements are subject to a number of risks,
uncertainties and assumptions including, without limitation, the impact of the ongoing coronavirus (COVID-19) pandemic,
including uncertainties about its scope and duration (including resurgence of COVID-19 cases), future store closures or
other restrictions (including reduced hours and capacity) due to government mandates, and the effectiveness of store re-
openings and reduction initiatives (including our ability to effectively renegotiate rent obligations), any or all of which may
also affect many of the following risks; demand for our products, which may be impacted by competitive conditions and/or
evolving consumer shopping patterns; macroeconomic factors that may impact consumer discretionary spending for
apparel and related products; the impact of any restructuring initiatives we may undertake in one or more of our business
lines, including the process, timing, costs, uncertainties and effects of our announced exit of the Lanier Apparel business;
costs of products as well as the raw materials used in those products; expected pricing levels; costs of labor; the timing of
shipments requested by our wholesale customers; expected outcomes of pending or potential litigation and regulatory
actions; changes in international, federal or state tax, trade and other laws and regulations, including the potential
imposition of additional duties; the ability of business partners, including suppliers, vendors, licensees and landlords, to
meet their obligations to us and/or continue our business relationship to the same degree in light of current or future
financial stress, staffing shortages, liquidity challenges and/or bankruptcy filings; weather; fluctuations and volatility in
global financial markets; retention of and disciplined execution by key management; the timing and cost of store and
restaurant openings and remodels, technology implementations and other capital expenditures; acquisition and disposition
activities, including our ability to timely recognize expected synergies from acquisitions; access to capital and/or credit
markets; the impact of tax and other legislative changes; changes in accounting standards and related guidance; and factors
that could affect our consolidated effective tax rate, including estimated Fiscal 2020 taxable losses eligible for carry back
under the CARES Act. Forward-looking statements reflect our expectations at the time such forward looking statements
are made, based on information available at such time, and are not guarantees of performance. Although we believe that the
expectations reflected in such forward-looking statements are reasonable, these expectations could prove inaccurate as such
statements involve risks and uncertainties, many of which are beyond our ability to control or predict. Should one or more
of these risks or uncertainties, or other risks or uncertainties not currently known to us or that we currently deem to be
immaterial, materialize, or should underlying assumptions prove incorrect, actual results may vary materially from those
anticipated, estimated or projected. Important factors relating to these risks and uncertainties include, but are not limited to,
those described in Part I, Item 1A. Risk Factors and elsewhere in this report and those described from time to time in our
future reports filed with the SEC. We caution that one should not place undue reliance on forward-looking statements,
which speak only as of the date on which they are made. We disclaim any intention, obligation or duty to update or revise
any forward-looking statements, whether as a result of new information, future events or otherwise, except as required by
law.
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SUMMARY OF RISKS AFFECTING OUR BUSINESS

Our business is subject to numerous risks. The following summary highlights some of the risks you should
consider with respect to our business and prospects. This summary is not complete and the risks summarized below are not
the only risks we face. You should review and carefully consider the risks and uncertainties described in more detail in Part
I, Item 1A. Risk Factors, which includes a more complete discussion of the risks summarized below:

Risks Related to our Industry and Macroeconomic Conditions

The COVID-19 pandemic has had, and will continue to have, a material adverse effect on our business, revenues,
financial condition and results of operations.

Our business and financial condition are heavily influenced by general economic and market conditions which are
outside of our control.

We operate in a highly competitive industry and may face competition from companies with significantly greater
resources than us.

Failure to anticipate and adapt to changing fashion trends and consumer preferences could harm our reputation and
financial performance.

Our operations and those of our suppliers, vendors and wholesale customers may be dffected by changes in weather
patterns, natural or man-made disasters, civil unrest, public health crises, war, terrorism or other catastrophes.

Risks Related to our Business Strategy and Operations
L]

Our inability to execute our direct to consumer and portfolio-level strategies in response to shifts in consumer shopping
behavior could adversely affect our financial results and operations.

L]
Failure to maintain the reputation or value of our brands could harm our business operations and financial condition.
L]

We may be unable to grow our business through organic growth, which could have a material adverse effect on our
business, financial condition, liquidity and results of operations.

Failure to successfully execute our strategic initiative to improve Tommy Bahama’s operating performance may have an
adverse impact on our growth and profitability.

The acquisition of new businesses is inherently risky, and we cannot be certain that we will realize the anticipated
benefits of any acquisition.

The divestiture or discontinuation of businesses and product lines, such as our exit of the Lanier Apparel business, could
result in unexpected liabilities and adversely daffect our financial condition, cash flows and results of operations.

The loss of one or more of our key wholesale customers, or a significant adverse change in a customer’s financial
position, could negatively impact our net sales and profitability.

[ ]

Our business could be harmed if we fail to maintain proper inventory levels.
L]

We are subject to risks associated with leasing real estate for our retail stores and restaurants.
[ ]

We make use of debt to finance our operations, which exposes us to risks that could adversely affect our business,
financial position and operating results.

Risks Related to Cybersecurity and Information Technology



Cybersecurity attacks and/or breaches of information security or privacy could disrupt our operations, cause us to incur
additional expenses, expose us to litigation and/or cause us financial harm.

Our operations are reliant on information technology, and any interruption or other failure could have an adverse effect
on our business or results of operations.




Table of Contents

Reliance on outdated technology or failure to upgrade our information technology systems and capabilities could
impair the efficient operation of our business and our ability to compete.

Remote work arrangements could inhibit our ability to effectively operate our business and result in enhanced
cybersecurity risks.

Risks Related to our Sourcing and Distribution Strategies
.

Our reliance on third party producers in foreign countries to meet our production demands exposes us to risks that
could disrupt our supply chain, increase our costs and negatively impact our operations.

Any disruption or failure in our primary distribution facilities may materially adversely dffect our business or
operations.

Fluctuations and volatility in the cost and availability of raw materials, labor and freight may materially increase our
costs.

°
Labor-related matters, including labor disputes, may adversely affect our operations.
.

Our international operations, including foreign sourcing, result in an exposure to fluctuations in foreign currency
exchange rates.

°
Our geographic concentration of retail stores, restaurants and wholesale customers exposes us to certain regional risks.
Risks Related to Regulatory, Tax and Financial Reporting Matters

]

Our business is subject to various federal, foreign, state and local laws and regulations, and the costs of compliance
with, or the violation of, such laws and regulations could have an adverse effect on our costs or operations.

[ )
Changes in international trade regulation could increase our costs and disrupt our supply chain.

Any violation or perceived violation of our codes of conduct or environmental and social compliance programs,
including by our manufacturers or vendors, could have a material adverse effect on our brands.

[ )
As a global apparel company, we may experience fluctuations in our tax liabilities and effective tax rate.
[ )
Impairment charges for intangible assets or goodwill could have a material adverse impact on our financial results.

Any failure to maintain liquor licenses or comply with applicable regulations could adversely affect the profitability of
our restaurant operations.

General Risks
°

Our business depends on our senior management and other key personnel, and failure to successfully attract, retain and
implement succession of our senior management and key personnel may have an adverse effect on our operations and
ability to execute our strategies.

°
We may be unable to protect our trademarks and other intellectual property.

°
We are subject to periodic litigation, which may cause us to incur substantial expenses or unexpected liabilities.



Our common stock price may be highly volatile, and we may be unable to meet investor and analyst expectations.

Other factors may have an adverse effect on our business, results of operations and financial condition.

DEFINITIONS

non

As used in this report, unless the context requires otherwise, "our," "us" or "we" means Oxford Industries, Inc. and
its consolidated subsidiaries; "SG&A" means selling, general and administrative expenses; "SEC" means the United
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States Securities and Exchange Commission; "FASB" means the Financial Accounting Standards Board; "ASC" means the
FASB Accounting Standards Codification; "GAAP" means generally accepted accounting principles in the United States;
"TBBC" means The Beaufort Bonnet Company; "U.S. Tax Reform" means the United States Tax Cuts and Jobs Act and
“CARES Act” means the Coronavirus Aid, Relief and Economic Security Act. Additionally, the terms listed below reflect
the respective period noted:

Fiscal 2021 52 weeks ending January 29, 2022
Fiscal 2020 52 weeks ended January 30, 2021
Fiscal 2019 52 weeks ended February 1, 2020
Fiscal 2018 52 weeks ended February 2, 2019
Fiscal 2017 53 weeks ended February 3, 2018
Fiscal 2016 52 weeks ended January 28, 2017
Fiscal 2015 52 weeks ended January 30, 2016
Fourth quarter Fiscal 2020 13 weeks ended January 30, 2021
Third quarter Fiscal 2020 13 weeks ended October, 2020
Second quarter Fiscal 2020 13 weeks ended August 1, 2020
First quarter Fiscal 2020 13 weeks ended May 2, 2020
Fourth quarter Fiscal 2019 14 weeks ended February 1, 2020
Third quarter Fiscal 2019 13 weeks ended November 2, 2019
Second quarter Fiscal 2019 13 weeks ended August 3, 2019
First quarter Fiscal 2019 13 weeks ended May 4, 2019
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PART I
Item 1. Business
BUSINESS AND PRODUCTS
Overview

We are a leading branded apparel company that designs, sources, markets and distributes products bearing the
trademarks of our Tommy Bahama, Lilly Pulitzer and Southern Tide lifestyle brands and other brands. Tommy Bahama
and Lilly Pulitzer, in the aggregate, represent more than 85% of our net sales and 97% of our sales were in the United
States.

Our business strategy is to develop and market compelling lifestyle brands and products that evoke a strong
emotional response from our target consumers. We consider lifestyle brands to be those brands that have a clearly defined
and targeted point of view inspired by an appealing lifestyle or attitude. Furthermore, we believe lifestyle brands that create
an emotional connection, like Tommy Bahama, Lilly Pulitzer and Southern Tide, can command greater loyalty and higher
price points at retail and create licensing opportunities. We believe the attraction of a lifestyle brand depends on creating
compelling product, effectively communicating the respective lifestyle brand message and distributing products to
consumers where and when they want them.

We believe the principal competitive factors in the apparel industry are reputation, value, and image of brand
names; design of differentiated, innovative or otherwise compelling product; consumer preference; price; quality;
marketing; product fulfillment capabilities; and customer service. Our ability to compete successfully in the apparel
industry is directly related to our proficiency in foreseeing changes and trends in fashion and consumer preference and
presenting appealing products for consumers. Our design-led, commercially informed lifestyle brand operations strive to
provide exciting, differentiated products each season.

To further strengthen each lifestyle brand’s connections with consumers, we directly communicate with
consumers through digital and print media on a regular basis. We believe our ability to effectively communicate the
images, lifestyle and products of our brands and create an emotional connection with consumers is critical to the success of
our brands. Advertising for our brands often attempts to convey the lifestyle of the brand as well as a specific product.

During Fiscal 2020, 77% of our net sales were through our direct to consumer channels of distribution, which
consists of our 187 brand-specific full-price retail stores, our e-commerce websites, our 20 Tommy Bahama food and
beverage locations and our 35 Tommy Bahama outlet stores. During Fiscal 2020, our e-commerce, retail (including outlet)
and restaurant operations represented 43%, 27%, and 7%, respectively, of our net sales compared to 23%, 39%, and 8%,
respectively, in Fiscal 2019. Our direct to consumer operations provide us with the opportunity to interact directly with our
customers, present to them a broad assortment of our current season products and immerse them in the theme of the
lifestyle brand. We believe that presenting our products in a digital or physical setting specifically designed to showcase the
lifestyle on which the brands are based enhances the image of our brands.

Our full-price retail stores allow us the opportunity to carry a full line of current season merchandise, including
apparel, accessories and other products, all presented in an aspirational brand-specific atmosphere. We believe that our full-
price retail stores provide high visibility for our brands and products and allow us to stay close to the preferences of our
consumers. Further, we believe that our presentation of products and our strategy to operate the full-price retail stores with
limited in-store promotional activities are good for our lifestyle brands and, in turn, enhance business with our wholesale
customers. While about one-half of our retail locations are located in resort or travel to destinations and states, we believe
there are also opportunities in both warmer and colder climates, as we believe the more important consideration is whether
the location attracts the affluent consumer that we are targeting.

Our e-commerce business continues to grow, with e-commerce sales in Fiscal 2020 totaling $324 million and
representing 43% of our net sales. Our growing e-commerce business is very profitable for our lifestyle brands as each
brand has average e-commerce order values in excess of $100 and a high full-price gross margin in the 70% range. This
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provides a significant amount of profit that is available to pay for the incremental picking, packing and freight expense
associated with an e-commerce sale.

We also operate 20 Tommy Bahama food and beverage locations, including 14 restaurants and six Marlin Bars,
generally adjacent to a Tommy Bahama full-price retail store location, which we believe further enhance the brand’s image
with consumers and 35 Tommy Bahama outlet stores, which play an important role in overall inventory and brand
management. Our e-commerce websites provide the opportunity to increase revenues by reaching a larger population of
consumers and at the same time allow our brands to provide a broader range of products.

The remaining 23% of our net sales in Fiscal 2020 was generated from our wholesale distribution channels. Our
wholesale operations include sales of our lifestyle brands, which complement our direct to consumer operations and
provide access to a larger group of consumers, and also includes the net sales of the Lanier Apparel operating group, which
we are exiting in the second half of Fiscal 2021. Our wholesale operations of our lifestyle brands include sales to various
specialty stores, Signature Stores, better department stores, multi-branded e-commerce retailers and other retailers. As we
seek to maintain the integrity of our lifestyle brands by limiting promotional activity in our retail stores and e-commerce
websites, we generally target wholesale customers that follow this same approach.

Each of our Tommy Bahama, Lilly Pulitzer, Southern Tide and Lanier Apparel operating groups operates in highly
competitive apparel markets. No single apparel firm or small group of apparel firms dominates the apparel industry, and
our direct competitors vary by operating group and distribution channel. The apparel industry is cyclical and very
dependent upon the overall level and focus of discretionary consumer spending, which changes as consumer preferences
and regional, domestic and international economic conditions change. Increasingly, consumers are choosing to spend less
of their discretionary spending on certain product categories, including apparel, while spending more on services and other
product categories. Further, negative economic conditions often have a longer and more severe impact on the apparel
industry than on other industries.

The retail apparel market is evolving very rapidly and in ways that are having a disruptive impact on traditional
fashion retailing. Many of the changes in the industry were accelerated or exacerbated by the COVID-19 pandemic. The
application of technology, including the internet and mobile devices, to fashion retail provides consumers increasing access
to multiple, responsive distribution platforms and an unprecedented ability to communicate directly with brands and
retailers. As a result, consumers have more information and greater control over information they receive as well as
broader, faster and cheaper access to goods than ever before. This is revolutionizing the way that consumers shop for
fashion and other goods, which continues to be evidenced by weakness and store closures for certain department stores and
mall-based retailers, decreased consumer retail traffic, a more promotional retail environment, expansion of off-price and
discount retailers, and a shift from bricks and mortar to internet purchasing. These changes may require that brands and
retailers approach their operations, including marketing and advertising, very differently than historical practices and may
result in increased operating costs and capital investments to generate growth or even maintain current sales levels.

Investments and Opportunities

While the evolution in the fashion retail industry (including as a result of the COVID-19 pandemic) presents
significant risks, especially for traditional retailers and others who fail or are unable to adapt, we believe it also presents a
tremendous opportunity for brands and retailers to capitalize on the changing consumer environment. We believe our
lifestyle brands have true competitive advantages in this new retailing paradigm, and we are leveraging technology to serve
our consumers when and where they want to be served. We continue to believe that our lifestyle brands, with their strong
emotional connections with consumers, are well suited to succeed and thrive in the long term while managing the various
challenges facing our industry, including the near-term challenges resulting from COVID-19. Further, each of our brands
aim to further enhance their customer-focused, dynamic, thriving, digitally-driven, mobile-centered, cross-channel
personalized and seamless shopping experience that recognizes and serves customers in their brand discovery and
purchasing habits of the future.

Meanwhile, we must be very diligent in our effort to avoid compromising the integrity of our brands by
maintaining or growing sales with wholesale customers that may not be aligned with our long-term strategy. This is
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particularly important with the challenges in the department store channel, which represented 9% of our consolidated net
sales in Fiscal 2020.

Even before the COVID-19 pandemic, an important initiative for us has been to increase the profitability of our
Tommy Bahama operating group, which is our largest operating group. Prior to the COVID-19 pandemic, we made
progress in recent years on this initiative, which remains a focus area for the long-term prospects of the business and
continues to focus on increasing gross margin and operating margin through: product cost reductions; selective price
increases; reducing inventory purchases; redefining our approach to inventory clearance; effectively managing controllable
and discretionary operating expenses; and taking a more conservative approach to retail store openings and lease renewals.

In order to maximize the success of each of our brands, we believe we must continue to invest in our lifestyle
brands to take advantage of their long-term growth opportunities. Future investments include capital expenditures primarily
related to the direct to consumer operations, such as technology enhancements, e-commerce initiatives and retail store and
food and beverage build-out for new, relocated or remodeled locations, as well as distribution center and administrative
office expansion initiatives.

While we believe we have significant opportunities to appropriately deploy our capital and resources in our
existing lifestyle brands, we will continue to evaluate opportunities to add additional lifestyle brands to our portfolio if we
identify appropriate targets that meet our investment criteria.

In Fiscal 2020, we made the decision to exit our Lanier Apparel business, which is expected to be completed
during the second half of Fiscal 2021. In Fiscal 2020 and Fiscal 2019, Lanier Apparel, which has primarily sold tailored
clothing products, represented 5% and 8%, respectively, of our consolidated net sales. This decision is in line with our
stated business strategy of developing and marketing compelling lifestyle brands and takes into consideration the increased
challenges faced by the Lanier Apparel business, many of which were magnified by the COVID-19 pandemic.

Important factors relating to certain risks, many of which are beyond our ability to control or predict, which could
impact our business are described in Part I, Item 1A. Risk Factors of this report.

COVID-19 Pandemic

The COVID-19 pandemic has had a significant effect on overall economic conditions and our operations and is
the primary reason for a 33% reduction in net sales and a significant net loss in Fiscal 2020, after years of profitable
operating results. While our mission remains the enhancement of long-term shareholder value, our focus during this crisis
has been (1) the health and well-being of our employees, customers and communities, (2) protecting the reputation, value
and image of our brands and (3) preserving liquidity.

Due to the COVID-19 pandemic, we saw reduced consumer traffic starting in early March 2020 and temporarily
closed all our retail and restaurant locations. We began reopening our stores and restaurants in early May 2020 with
additional stores and restaurants reopening throughout the Second Quarter of Fiscal 2020. We have reopened substantially
all of our direct to consumer locations using a phased approach in accordance with local government guidelines and with
additional safety protocols. Substantially all locations are experiencing reduced traffic, limited operating hours and
capacity, seating and other limitations, with such factors impacting individual locations differently. Certain retail stores and
restaurants, including several in Hawaii and California, were required to close again for certain periods in the Third and
Fourth Quarters of Fiscal 2020 after local jurisdictions reinstated some closure requirements. There can be no assurance
that additional closures will not occur as a result of any resurgence of COVID-19 cases and/or additional government
mandates or recommendations. Generally, locations with attached restaurants or Marlin Bars, in outdoor centers and in
drivable resort vacation destinations performed better than locations in indoor malls in Fiscal 2020. At the same time, the
shift from in-store shopping to online shopping has accelerated during the COVID-19 pandemic resulting in a 24% growth
in our e-commerce businesses during Fiscal 2020.

There is significant uncertainty as to the duration and severity of the pandemic as well as the associated business
disruption, impact on discretionary spending and restrictions on our ongoing operations. Thus, the ultimate
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impact of the pandemic cannot be reasonably estimated at this time. However, the COVID-19 pandemic is expected to
continue to have a material adverse impact on our business, results of operations, cash flows and financial condition in the
near-term due to the anticipated lower net sales from our bricks and mortar locations; reduced demand from our wholesale
customers, several of which filed for bankruptcy in 2020 or are undergoing restructurings or closures; the uncertainty as to
the continued strength of our brands’ e-commerce businesses during the pendency of the pandemic and thereafter; overall
changes in consumer spending habits and consumer confidence; any potential disruptions to our supply chain; and a
slowdown in the U.S. and global economies.

We took several actions in Fiscal 2020 to mitigate the impact of the COVID-19 pandemic on our business,
operations and liquidity, which included:

e we furloughed and laid off a significant number of our retail, restaurant and office employees;

e certain salaried employees, including our Chief Executive Officer, Chief Financial Officer and other
executives, took temporary reductions in base salary during Fiscal 2020;

e our Board of Directors elected to reduce its cash retainers for Fiscal 2020;
e we worked with our suppliers to cancel, delay or suspend future product deliveries;
e we worked with our wholesale customers to identify suitable changes to our business arrangements;

e we negotiated equitable rental arrangements with substantially all of our direct to consumer location
landlords, believing that the payment of rents for both the closure and subsequent periods is
inappropriate due to the impact of the COVID-19 pandemic, and are continuing those discussions with
some landlords;

e under the CARES Act, and other regulations in other countries, we obtained employee retention credits
for certain compensation paid to employees even while they were not working during the COVID-19
pandemic and have deferred the payment of the employer portion of FICA;

e we suspended, cancelled or deferred certain capital expenditure projects, reducing our capital
expenditures for Fiscal 2020;

e during much of Fiscal 2020, we had drawn down certain amounts on our U.S. Revolving Credit
Agreement to increase our cash position and preserve financial flexibility; and

e our Board of Directors reduced the rate of our dividend payable for Fiscal 2020.

Also, we established management committees, reporting to our Chief Executive Officer, to continue to monitor
the COVID-19 pandemic and its impact and are taking the necessary measures to protect the health and safety of our
employees and customers.

We anticipate that net sales in each of our Tommy Bahama, Lilly Pulitzer and Southern Tide operating groups will
continue to be negatively impacted by the COVID-19 pandemic in Fiscal 2021, with the impact being more pronounced in
the first half of the year and then beginning to rebound a little more in the second half of the year once more consumers are
vaccinated, begin to travel again or otherwise begin to return to a more normal way of life.

Given our net cash position as of January 30, 2021, substantial availability under our U.S. Revolving Credit
Agreement and expectation of positive cash flows from operations in Fiscal 2021, among other factors, we believe we have
adequate liquidity and the financial discipline to address the near-term challenges related to the COVID-19 pandemic and
to position ourselves well to thrive in the post-pandemic retail environment.

10
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Operating Groups

We identify our operating groups based on the way our management organizes the components of our business for
purposes of allocating resources and assessing performance. Our operating group structure reflects a brand-focused
management approach, emphasizing operational coordination and resource allocation across each brand’s direct to
consumer, wholesale and licensing operations, as applicable. Our business has historically been operated primarily through
our Tommy Bahama, Lilly Pulitzer, Southern Tide and Lanier Apparel operating groups. In Fiscal 2020, we made the
decision to exit our Lanier Apparel business, which is expected to be completed during the second half of Fiscal 2021. For
additional information about each of our operating groups, see Part II, Item 7. Management’s Discussion and