Merchandising Case Study

Reinterpreting Core Essentials and Presenting a Refreshed
Stance on Enhanced Movement: How Calvin Klein Can Improve
Its Accessibility for Plus-Size Consumers and Support the
Transition to Reemergence Through Dual-Channel Solutions

il “pglLang for Calvin Klein”, 2021, photograph, Complex, https://www.complex.com/style/2021/01/kendrick-lamar-dave-free-
pglang-calvin-klein.



Calvin Klein Executive Summary:

Expanding Existing Styles to Add
Plus-Size SKUs

Since our humble beginnings, we have yet to lose touch with the longevity in our distinguished silhouettes. Our
easy fits enhance all lifestyles and emulate the rich heritage empowering our bodies and minds. Simplicity and
functionality continue to drive our minimalist approach, while we make subtle adjustments to reinvent ourselves
in the realms of seduction and imagination.

Our competitive yet democratic spirit remains grounded in history for us to endure disruption. Traditionally, we
would find ourselves facing a paragon of cultural shifts to narrow an inherent focus on aspirational solutions. If
DO YOU Kn ow the past year taught us anything, however, it's the need to change outdated standards and present a candid

perspective on confidence as we support the transition to reemergence.
What Comes

Between Me We look to penetrate a new market by presenting new voices for staple apparel. Approaching the end of the
. fiscal year, our iconic products write the next chapter to serve diverse needs and go beyond the breadth of
and My Cal\” ns? comfort. We plan to expand existing underwear styles—designed for enhanced movement—to add plus-size
*  options for men and women. Presenting a refreshed stance through core essentials, our teams and users will
rewrite stories around body image while suggesting the same thrill for bold, progressive ideals?.

Our channels, plus those of like-minded partners, position inventory to capture growth in our blurred lives as

consumer behavior expects to fluctuate in and outside the home. While we can'’t always be together, we want

everyone to feel connected with their bodies and embrace their most vulnerable selves. Global crises and

polarized behavior may come between Calvin Klein and our cult classics that became sex symbols over the years;
, however, comes between Calvin Klein and our mission to inspire intimacy and confidence for

1.  “How Calvin Klein is Reinventing Essentials for Spring/Summer 21”, 2021, photograph, Highsnobiety,
https://www.highsnobiety.com/p/calvin-klein-ss2 1-jeans-underwear/.
2. “Calvin Klein — About Us”, Calvin Klein, Inc., https://www.calvinklein.us/en/about-us.



https://www.highsnobiety.com/p/calvin-klein-ss21-jeans-underwear/
https://www.calvinklein.us/en/about-us

Comfort in the Unknown: Reemergence Opportunity to Align Newness for
Calvin Klein Movement-Oriented Underwear with Growth in Plus-Size and Macrotrends
Apparel Market and Trend in Casualization via Dual-Channel Solutions

NPD Insights: Consumer Motives

Pandemic-Fueled Trends Dual Behavior Generational Preferences Transition Onwards
Comfort Outpaces Total Apparel Apparel E-Comm Sustains Growth Gen Z: Fast-Growing DTC Adopter Buying Follows Changing Needs
* '20: sweatpants +17%, * ‘20: apparel e-comm unit sales » ‘20: 3.5 percentage point * Spring ‘21: robust soft lines
sleepwear +6%, sports bras +30%, dollar sales +4% comp. increase comp. to ‘19 for online sales when schools reopened
+10% vs. (19%) total apparel to '19’; online purchase activity sales to Gen Z®
comp. to '19 yearly dollar sales’? +50% comp. to pre-COVID??
Online Spend for Millennials at Mass Long-term Hybrid and Casualization
Body Diversity: Plus-Size Apparel Store Channel Remains Relevant __1 Merchants Outpaces Avg. of All Ages
Growth Outpaces Overall Apparel M * 74% of people returning to
* ‘20: low digital penetration for * ‘20: ages 25-34 and 35-44 workplace Sept. '21; 47% going
* Plus-size market growing at 2x men’s undergarments, with spend 11% and 12% online three or more days per week;
rate of overall apparel market online sales representing 1/3 of dollars at mass merchants vs. 70% of consumers dressing just
(‘21)3 total sales? 10% avg. for all ages® as/more casually pre-COVID2

1. “Chika Oranika in #MyCalvins”, 2019, photograph, Who What Wear, https://www.whowhatwear.com/calvin-klein-in-my-calvins-campaign.

(See additional footnotes on slide 19)


https://www.whowhatwear.com/calvin-klein-in-my-calvins-campaign

Calvin Klein Plus-Size Performance Underwear Expansion for Enhanced Movement:
Launch at an Existing Retail Partner Driving Comfort vs. Youthful Expression

Potential Retailers:
Kohl's and Urban Ouffitters

The most trusted
retailer of choice
for the active

& casual lifestyle

Kohl’s

Target Customers:
Connect with Youth

Potential Solutions with Existing

Partners: Refreshed Omni
Solutions in a Hybrid World

Expanding Existing Calvin Klein Styles: Adding Plus-Size SKUs Q3
2022 to Follow Sales Upticks During Back-to-School Season

Current Customer: 65M customers,
ages 35-55 years old!
Target Customer: Gen Z

Strategy: clarity through condensed
brand portfolio to deliver
active/casual for entire family

Leverage existing partnership to grow intimates category and serve diverse needs®

» Strategic Framework at Kohl's: achieve goal to grow athleisure and activewear
categories from 20% to 30% of business?’

* Growth for CK: capture over "4 of dept. chain’s $15.03B net sales (‘20) and
follow dept. chain’s growth in digital sales: +14% comp. to '20 and +40%
comp. to '1913

Current Customer: self-expressive
youth ages 18-287

Target Customer: continued focus on
millennials and Gen Z

Strategy: eclectic brand and
experiential omni journey

Leverage existing partnership to inspire social innovation for youth

* Strategic Framework at Urban Outfitters: achieve global and domestic expansion
through 34 new stores (‘21) 4 and growth online, where No. American E-comm
sales make up 31% (‘20) of consolidated net sales

* Growth for CK: capture creative spirit favored by youth and achieve higher
margins under new pricing architecture at UO (owned by URBN) as brand
reduces markdown rates to drive top-line growth'®

1. “Plus Size 3 Pack Low Rise Trunks”, photograph, L'Univers de 'Homme,
https://www.luniversdelhomme.com/en/packs/12168-49906-plus-size-3-pack-low-rise-trunks-cotton-stretch.html.

(See additional footnotes on slide 19)



https://www.luniversdelhomme.com/en/packs/12168-49906-plus-size-3-pack-low-rise-trunks-cotton-stretch.html

Expanding Existing Calvin Klein Underwear Styles: Adding Plus-Size

Current
Regular-Sized
Men's
Boxer Briefs

Current
Regular-Sized
Women's
Sports Bras

Performance Logo Low Impact Sports Bra: Retail Price: $39.50
XS, S, M, L XL for all colors
Thick rib design

95% nylon 5% spandex

SKUs and Filling White Space at Kohl’s

Calvin Klein DTC E-Comm: Expand Regular-Sized
Styles to Include Plus-Size SKUs

Intense Power Micro Boxer Brief, Retail Price: $59.50

S, M, L, XL for all colors
Soft microfiber and elastic waistband
83% polyester 17% elastane

Kohl's E-Comm: White Space for CK Plus-
Size SKUs for Singular ltem (vs. a 3-Pack)

3-pack Cotton Stretch Boxer Briefs
3-Pack Microfiber Stretch Boxer Briefs

Gap in assortment: no Plus-Size (1XL, 2XL, 3XL,

4XL, 5XL) Stretch Boxer Briefs (as of Aug. ‘21)

Plus-Size Sports Bras from National Brands

Retail prices range from $30.00 - $60.00
Gap in assortment: no Calvin Klein sports bras
(as of Aug. ‘21)

Expand Existing Calvin Klein Styles at

Select Retailer: Serve Diverse Family
Needs at Kohl's

Whlte Space at Kohl’s
Fill white space at Kohl’s for Calvin Klein plus-size
underwear by expanding current CK assortment to add
the brand’s newly-launched SKUs (*see Appendices C and
D for more on SKU plan*)

Expansion for Calvin Klein at Kohl’s Over UO

* Launch at retailer focused on active/casual company wide,
vs. expanding under UO; active initiatives at URBN center
around (private label) Free People Movement

Activewear Growth at Kohl’s Outpacing

Growth Expectations for Total Activewear

* 10% CAGR growth for active at Kohl's over past 3 years,
vs. total activewear market projected to grow at 3.35%
CAGR through ‘233

1. “Aria De Larriva in Calvin Klein", 2021, photograph, Pinterest, https://www.pinterest.com/pin/66850375706366022/.
2. “Calvin Klein Men's Boxer Briefs”, 2021, images, Kohl's, https://www.kohls.com/search/mens-boxer-briefs-

clothing.jsp?C :Mens+Silhot 020Briefs+Department:Clothil =calvin%20klein&PPP=48& 5& h%20refine&
kls_sbp=33513767551100369132243680604048969750.

£l “Performance Logo Low Impact Sports Bra”, photograph, Calvin Klein, https://www.calvinklei 'en/womens-clothing/underwear-womens/womens-
bras/womens-bras-sports-bras/performance-logo-low-impact-sports-bra-11559181.

4. “Intense Power Boxer Brief", photograph, Calvin Klein, https://www.calvinklein.us/en/mens-clothing/ck-mens-underwear/mens-boxer-briefs/intense-
power-micro-boxer-brief-62022594-049.

5 “Women's Plus Size Sports Bras", 2021 images, Kohl's, https://www.kohls.com/catal; | rts-bras-bras-underwear-
clothing.jsp?C ‘Women: ge:Plus+Silhouette: ts%20Bras+Product:Bras+Category:Underwear+Department:Clothing.

(See additional footnotes on slide 19)


https://www.pinterest.com/pin/66850375706366022/
https://www.kohls.com/search/mens-boxer-briefs-clothing.jsp?CN=Gender:Mens+Silhouette:Boxer%20Briefs+Department:Clothing&search=calvin%20klein&PPP=48&spa=5&pfm=search%20refine&kls_sbp=33513767551100369132243680604048969750
https://www.calvinklein.us/en/womens-clothing/underwear-womens/womens-bras/womens-bras-sports-bras/performance-logo-low-impact-sports-bra-11559181
https://www.calvinklein.us/en/mens-clothing/ck-mens-underwear/mens-boxer-briefs/intense-power-micro-boxer-brief-62022594-049
https://www.kohls.com/catalog/womens-plus-sports-bras-bras-underwear-clothing.jsp?CN=Gender:Womens+SizeRange:Plus+Silhouette:Sports%20Bras+Product:Bras+Category:Underwear+Department:Clothing

. ; y Strategy Layout, Style Plan, and
Q3 2022 Launch: Benchmarking Target Goals Against Baseline Allocation Overview for Brand and

Measurements from Fall Pre-COVID Select Retailer (Kohl's)

Cost and Margin Goal Comparisons to LLY

— * PVH: slightly below PVH's ‘19 annual gross margin at 54.4%'8
Total st hetd |1 Grote MIrge S 40l TTL Mot | ol RederSion

- * Kohl's: exceeding Kohl's Q3 ‘19 gross margin at 36.3% (for three
Bt | en | R riecocaalll i er< Y e ! : ! : ! . months ended) 2!

P See ulmw’o}nv u-rnk-urv
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Lo and Tolad

* PVH: separate patterns for plus-size apparel — increased

See Appendices C and D for SKU plans for each style; slide 12 for pricing :;:::::::Li.:gg SN arincyick Rl Srading! anc
|

* Kohl's: changing ownership of goods, new plus-size fit models

Merchandising Plan Distribution Overview Allocation Strategy and mannequins, potential vendor funding to break MAP
. ) . . . . Target COGS
Calvin Klein (owned by PVH) Calvin Klein (owned by PVH) Calvin Klein (owned by PVH)
* Enter plus-size market  Strengthen stock for B&M: where * Enhance inventory visibility to *  PVH: benchmark against TTL COGS for 13 weeks ended
* Boost competitive positioning most sales funnel through (*CK improve localized B&M 02/03/19 at $1.2M (incl. D&A) 2°, adjusting for changes in
of active offerings senior customer analytics source®) allocation for better relevance producer inflation, raw materials costs, labor/duties/tariffs in
foreign countries
Kohl'’s Kohl's Kohl’s
* Deepen existing CK * Optimize store fulfilment to * Follow geo-proximity of online
assortment to fill white space balance expected online surge with orders to cushion select DCs » Kohl's: benchmark against TTL COGS for Q3 2019 at $2.8M (for
for plus-size underwear sitting B&M stock w/ safety stock three months ended) 21, adjusting for cost changes for receiving

goods from vendors and handling/freight

1. “pglLang for Calvin Klein”, 2021, photograph, Complex,
https://www.complex.com/style/202 1/01/kendrick-lamar-dave-free-pglang-calvin-klein.

(See additional footnotes on slide 19)



o 3 (] ] L] B&M P t t. t S I t R t .I :
Total Store Solution: Endcaps Featuring Key National Brands, Incl. Calvin Klein, to o & o o merarer

1 : 1 Newness for CK Plus-Size Displayed
Display a One-Stop-Shop for Plus-Size Underwear Designed for Enhanced Movement with Special Endcaps at Kohl's

Broader Story Using Temporary Endcaps in Select Doors

* Insert temporary endcaps for plus-size offerings in stretchy men’s boxer
briefs and women'’s sports bras during fall and holiday promotional
season to highlight newness for Calvin Klein and additional plus-size
underwear offerings across key brands, such as adidas and Nike

Encourage Larger Basket Sizes
* Place temporary endcaps near underwear section to encourage consumer
to increase basket size for complete underwear solutions
* Intimates in stores currently sectioned off by brand (as of Aug. '21)

Inform the Customer

* Guide and direct customer with “Plus-Size Underwear” sign displays
around fixture

*  Promote use of Kohl's cash in stores

15 “T-Shirt Grand Taille”, photograph, Calvin Klein FR, https://www.calvinklein.fr/t-shirt-grande-taille-en-coton-bio-avec-monogramme-
j30j318500pbu.



Strengthened Store Inventory: Supporting Sustention of B&M Demand

Calvin Klein E-Comm

Calvin Klein B&M

Inventory Launch at E-Comm Warehouses
* Cross-reference online sales for
existing styles CK expands on

Initial Unit Quantity
* Negotiate with vendor

Sustaining E-Comm Warehouse

* Conduct customer basket analyses to
balance orders across fulfillment
centers

Prioritize Route and Inventory Visibility
* Follow available inventory and geo-
proximity to consumer

Connect B&M with E-Comm Inventory

* Send store inventory to optimal
location for fulfilling E-comm orders
closest to where customer shops

Inventory Launch at Stores

* Launch at select doors based on B&M
sell-thru rates and sales-to-stock ratios for
existing styles CK expands on

Initial Unit Quantity
* Negotiate with vendor

Localized Color and Size Stories

* Quantify # units per SKU to send to doors
by comparing sell-thru rates for like-
items

Door Productivity

*  Send safety stock to productive doors

*  Send more units to doors where percent
B&M sales volume outpaces or remains
in-line with percent B&M inventory for
total style, total boxer brief category,
and/or total brand’s sports bra category

DTC Omnichannel Allocation for

Calvin Klein North America

PVH Omnichannel Productivity: Reliance on DTC and Surges in E-Comm
Perpetuated by COVID-19 Left E-Comm Warehouses Overwhelmed with Orders

*  24% digital penetration (‘20), doubled digital penetration comp. to ‘197
*  10% of revenue from department stores (‘20) 24
*  E-comm sales on PVH-owned sites +70% Jan-Sept. '20 comp. to ‘19°

*  Stores used as fulfillment centers to support surges in in E-comm sales
(‘20) to fulfill online orders for casual apparel, while workwear inventory
bubbled up, using Manhattan Distributed Order Management system to
deliver 120K orders ship-from-store (March-Oct. '20) 2

CK-Specific Inventory Investment: Percentage Proposals
*  40% to online channel and 60% to B&M channel

*  *CK senior customer analytics source: CK sales remain B&M-driven*

Allocation Adjustments

* B&M: start with initial safety stock to for protection against high ST rates
from seasonal ad exposure

* E-comm: transition to sending more units to E-comm warehouses,
anticipating long-term digital growth on PVH-owned sites

1l “Plus Size Bralette Review”, 2019, photograph, 7he Lingerie Addict, https://www.thelingerieaddict.com/2019/04/plus-
size-bralette-review-premme-calvin-klein-savage-x-fenty.html.

(See additional footnotes on slide 19)


https://www.thelingerieaddict.com/2019/04/plus-size-bralette-review-premme-calvin-klein-savage-x-fenty.html

Dual-Channel Solutions to Cushion Expected Digital Sprint: Carrying Incremental
Stock in EFCs and Leveraging Enhanced Fulfilment

Kohl’'s E-Comm

Kohl's B&M

Pre-Launch Exit and Initial EFC Allocation

* Exit least-productive, regular-sized boxer
brief and sports bra SKUs (for same style)
to make room in EFCs

» Set initial EFC units: cross-reference digital
verified sales for like-items

Shipping Eligibility and Enhanced Fulfilment

* Determine shipping and depletion method
referencing geo-proximity and where most
stock sits

Maintain WOS in Six (as of Aug. ‘21) EFCs

* Send more SKUs to select EFCs based on
geographic proximity to where users
ordered from using app or through E-
comm site

Pre-Launch Exit and Transition

» Exit least-productive, regular-sized boxer
brief and sports bra SKUs (for same style)
in stores; transition to web-exclusive to
make room on floor

Localized Color and Size Stories
*  Quantify # units per SKU by comparing
sell-thru rates for like-items

Allocate to Most Productive Doors

* Test in locations to find expected sales

*  Send more units to doors in which
percent B&M sales volume outpace or
remain in-line with percent B&M
inventory for total boxer brief category,
bralette category, and brand

Omnichannel Launch at Select Retail

Partner: Allocation Across Kohl's

Omni Productivity: While B&M Currently Remains More Productive, Growth for E-
Comm Outpaces Expected YOY Decline for B&M

20% YOY growth in digital sales ("11-'19) ©
40% annual digital penetration ('20) '°

Anticipated 11% YOY decline for same-stores '#

Omni customer: 4x more productive than store-only customer, vs. 6x
digital-only customer '©

Inventory Investment: Percentage Proposals

45% to online channel and 55% to B&M channel

Push more inventory in stores to support B&M sales productivity and carry
incremental stock to fulfill online orders, to support growth trajectory in
digital sales expected to exceed ‘20 benchmarks

(While CK sells through additional wholesale retailers and offers Amazon-
exclusive underwear styles, newness for Men's Intense Power Micro Boxer
Brief and Women'’s Performance Logo Low Impact Sports Bra would start
only through sales channels at Calvin Klein DTC and Kohl'’s)

Allocation Adjustments

Send more units to doors requiring more B&M inventory depletion to
maintain between min-max store presentation

1. “How Calvm Kleln ] Relnventlng Essentlals for Spnng/Summer 21" photograph Highsnobiety,
] - d

(See additional footnotes on slide 19)


https://www.highsnobiety.com/p/calvin-klein-ss21-jeans-underwear/

Opportunity to Fill White Space for Calvin Klein Underwear Campaigns: Disrupting UAaTlES) STPEE L (G NI

i Underwear Campaigns Featuring
Norms for Male Body Image and Rewriting Rules for Wearers of Hero Products e Tavaeing SvsSme M

White Space

* Introduce new ad sources to apply similarity characteristics for plus-size men in local
communities (existing Calvin Klein underwear campaigns featuring plus-size women — no
CK underwear campaigns featuring plus-size men)

Previous Non-CK Plus-Size Campaigns

* Pull Inspiration from #WeareBigandTall and #AEXME for CK to take an aggressive stance

on male vulnerability through underwear garments designed for enhanced movement #WeareBigandTall project ('18) started by blogger Darnel Ghramm and plus-
size male models to erase stigmas around male body image by re-creating
campaigns with #mycalvins

Forward Plan

* Intersect heritage with standards for male body image at the center of culture for
campaigns launching in fall '22 by highlighting plus-size male creatives (e.g., artists,
models, activists)

Sales and Communication Objectives

* Drive incremental sales for advertised merchandise, lower consumer sensitivity to price,
encourage more plus-size shoppers to become loyal to CK

Images from #AEXME, with user wearing Ne(X)t Level Fall
Denim, highlighting men of diverse body types

-

“American Eagle Celebrates Male Body Diversity”, 2018, photograph, Teen Vogue, https://www.teenvogue.com/story/american-eagle-plus-size-men-denim-campaign.

2. “Jacob Elordi For Calvin Klein's New Campaign”, 2021, photograph, PopSugar, https://www.popsugar.com/fashion/photo-gallery/48195710/image/48195716/Janaya-
Future-Khan-For-Calvin-Klein-Spring-2021.

3.  “We are Big and Tall”, 2018, photograph, e/le, https://www.elle.com/uk/life-and-culture/culture/news/a42438/plus-size-male-models-recreate-calvin-klein-ad/.



https://www.teenvogue.com/story/american-eagle-plus-size-men-denim-campaign
https://www.popsugar.com/fashion/photo-gallery/48195710/image/48195716/Janaya-Future-Khan-For-Calvin-Klein-Spring-2021
https://www.elle.com/uk/life-and-culture/culture/news/a42438/plus-size-male-models-recreate-calvin-klein-ad/

Do You Know What Comes Between Me and My Calvins? Revisiting Confidence for Calvin Klein Underwear Campaigns
Plus-Size Men With a Digital-First Video Format Peaturing and Targeting Plus-Size Men

(Continued): Implementation and Goals

Revisiting Meaning Behind #MyCalvins with Plus-Size Men: revisit ‘81 ad to spin nostalgia for #MyCalvins to celebrate men of all body types
*  Channels: Instagram, Tik Tok, YouTube, and FB

* Direct Sources: relatable one-minute, short films featuring plus-size male creatives, versus the athletic/lean body-types shown in traditional
underwear campaigns targeted towards men, wearing newly-launched plus-size CK underwear and expressing why they feel great in their own skin

Prior CK Campaign Inspiration: follow suit of recent CK videos and their candid approach to self-expression — evident in youth featured in CK One and
activists in #proudinmycalvins

» Creative direction: candid, frank approach to intimacy and culture to reveal relatable videos of plus-size men mixed with an urban feel

The cast of CK One: real American youth Raisa Flowers for #proudinmycalvins

Target Customer: youth-minded, socially-active and digitally-driven men compelled by raw takes on social and culture capital

ROI: measure effectiveness of promo budget (assuming sales are direct measures of ad/promo efforts) by comparing contribution margins before and
after implementation

Success Metrics: YOY percent changes in growth for plus-size offerings, organic search for “plus size” and visits on PVH-owned Calvin Klein website,
social channel engagement

Y “CK One Campaign”, 2021, photograph, Paper, https://www.papermag.com/calvin-klein-ck-one-campaign-2648120704.htmI?rebelltitem=2#rebelltitem?2.

2. “Jacob Elordi For Calvin Klein's New Campaign”, 2021, photograph, PopSugar, https://www.popsugar.com/fashion/photo-
gallery/48195710/image/481957 16/Janaya-Future-Khan-For-Calvin-Klein-Spring-2021.

3. “Raisa Flowers. The Moment: | Didn't Care | #proudinmycalvins | Calvin Klein”, 2021, image, YouTube, https://www.youtube.com/watch?v=Kos9QbVh6Jw



https://www.papermag.com/calvin-klein-ck-one-campaign-2648120704.html?rebelltitem=2#rebelltitem2
https://www.popsugar.com/fashion/photo-gallery/48195710/image/48195716/Janaya-Future-Khan-For-Calvin-Klein-Spring-2021
https://www.youtube.com/watch?v=Kos9QbVh6Jw

Q3 2022 Launch: Conservative Planning for Branching Into Plus-Size Apparel Market

Dutrdotion S " Sewon Totel

Yook 50 Seben Rate * Monthy Seles 4
DalrBution N * Seases Tetal

RO Fodowwg Womdhy

SO (Wanchoy Sales § » Markaiows § « FOM 5] -B0M §
Plarned Pachase ot Retad § - On Order

Dl y Dt wwrsy Searon Totel

Febwaary 1) vojections
Factored ko lan (OM)
Fob Sler 5

fob Saes &

Fob S3ah 10 e 0t
Feb Al §

Fall'Weter 2020
Sock 30 Sede rate
Pl Wt 2002

siva el

SALL 0e0

[
Fall,Winter 2022

108 008
Sis e

Fal/Wanter 2002
FoliwWater 2002

1%
S04, 058 2

PV H Beachmarkn

8% 01 (usles revenus)

II'Lr||.r|: snige s - mkdewn )
=+ markdown ")
Cabhan Klewn 201% Imveniory Markdowm: S1134
I1"".":]-.= Klem sevbfunng
4 580 relsde D § for Cahvn
Elaa Mot Amenen, $80: eclme
o COHE for Calvn Klem
Enternationil
Wabvis Elewn 2015 OOES- 8438

!P'n'l-.l.‘lZlI.F'E'r:u-:hu.rl 54.4%
[Beg v, = Cloimg Bav) /' 2

|
[FVH 3 2009 Benckomask * 55

[ 517% meomithy wicck - io-walew ratal &

Calvin Klein DTC:

6-Month Sales Plan

At-Retail Price Based on Comparisons for
Another Like-ltem Offering Extended
Sizes (Cotton Classic Fit):

e Set quality prices to achieve margin goals
and differentiate value from plus-size
competitors

& Referenced percentage increase (29%) in
retail price from regular to plus-sized style
for the Cotton Classic Fit 3-Pack Boxer
Briefs to the Big + Tall Cotton Classic 3-
Pack Boxer Briefs

. Used same 29% increase in retail price
from regular to (newly-launched) plus-
sized styles for Intense Power Micro Boxer
Briefs and Plus-Size Performance Logo
Low Impact Sports Bra (Appendix D)

1. “Rina Sawayama for Calvin Klein's New Campaign”, photograph, PopSugar, https://www.popsugar.com/fashion/photo-
gallery/48195710/image/48195727/Rina-Sawayama-For-Calvin-Klein-Spring-2021.

(See additional footnotes on slide
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Q3 2022 Launch: Achieving Comparable Margins in New Market Celiefln [ DT
6-Month P&L Statement

for6MonthsEnded Sales Revenue and Ending Inventory Calculations Used for P&L Statement (Initial
~ [Amount | Units Follow Proposal Percentage Allocated to Online Versus B&M Channels)

Sales Revenue

$532,211
Returns and Allowances $26,611
Total Net Sales $505,601

Total at Retall Total Manned Sales

Beginning Inventory $365,842
Purchases $266,698
Total Cost of Goods
Available for Sale $636,540

Plus-Sire Performance Logo Low 1350
ImpactSportsBra |

Freight-in $12,000
Ending Inventory 5418,333
Total COGS $230,207
Gross Margin $275,394

B&M Displays

{Plus-Size Mannequins,

Signage) $8,000

Models $9,000

Marketing $20,000
Total Operating Expenses $37,000

Total Cost (See Above for Total Inventory Cost) $369,841.73
Total Retail (See Above for Total at Retail) $902,053.00
Cost to Retail Percentage Total Cost / Total Retail 41.0%
Total Cost of Goods Available for Sale  Beginning Inventory + Purchases $ 636,539.92

Cost of Sales Cost to Retail Percentage * Sales Revenue §218,207
Ending Inventory Total Cost of Goods Available for Sale - Cost of Sales S 418,333.30

Net Income $238,394

Immediate Margin Goals
* Low expectations in net income, following immediate margin goals in new market, derive from
higher inventory-management costs

Sales Expansion
1. “Megan Thee Stallion For Calvin Klein's New Campaign”, 2021, photograph, PopSugar,

* Plan for Safety stock during initial launch to meet holiday sales and demand for newness https://www.popsugar.com/fashion/photo-gallery/481957 10/image/481957 16/Janaya-Future-Khan-For-Calvin-
. 3 . in- ing- J
« Adjust next order quantity according to calculated demand plus ad growth % FElgeCEl

. Optimize cost and unit quantities to meet demand grOWth (See Appendices for more on inventory cost, pricing, and retail sales)


https://www.popsugar.com/fashion/photo-gallery/48195710/image/48195716/Janaya-Future-Khan-For-Calvin-Klein-Spring-2021

Scaling Plus-Size #MYCALVINS for Enhanced Movement Across CK’s No. America Business: belislig Feeimie]os
Supporting Hybrid Living and Strengthening Dual-Channel Solutions Through Real Voices

Pandemic Consumer and Scaling
Collection

Core essentials will remain onwards from the pandemic as we transition
Plus Size clothing Market to more active lifestyles. Strengthening our product-presence at like-
minded retailers and cushioning our inventory across all sales channels,
we can scale plus-size offerings that support hybrid living in the new

—_— “ A
normal”.
Strategies (*see Appendix A for Supporting Research on Emerging
Opportunities*) for Aligning CK with Growth in Plus-Size Market
* Expand additional existing styles to add plus-size SKUs
* Focus on active offerings for plus-size wearers
: — — ' * Push for neutral colors to balance and reduce seasonal markdowns
The sportswear Plus Size Clothing segment would witness the fastest growth, registering a CAGR of 6.40% * Take a bullish stance on men’s plUS-SiZG underwear of'ferings
bant il ) e * Expand # of No. American wholesale partners to carry newness in
plus-size CK
Source: Allied Market Research / Nov 2020 * Strengthen E-Comm presence through No. American wholesale

growth, since B&M plays a predominant presence on CK DTC

Jeffrey Mack, “How Calvin Klein is Reinventing Essentials for Spring/Summer 2021",, 2021 photograph, Highsnobiety, https://www.hi i -

“Sportswear Plus Size Clothing Segment”, November 2020, bar chart, Allied Market Research, https://www.alliedmarketresearch.com/plus-size- clothlng market A0796

“Plus Size Clothing Market”, November 2020, Allied Market Research, https://www.alliedmarketresearch.com/plus-size-clothing-market-AO7966.

“Plus Size Clothing Market to Reach $696.71 Billion, Globally, by 2027 at 5.9% CAGR, Says Allied Market Research”, April 6, 2021, PR Newswire, https://www.prnewswire.com/news-releases/plus-size-
clothing-market-to-reach-696-71-billion-globally-by-2027-at-5-9-cagr-says-allied-market-research-301262695.html.
5. “Activewear and Workout Clothes”, 2021, Calvin Klein, https://www.calvinklein.us/en/mens-clothing/mens-apparel/mens-activewear.
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https://www.highsnobiety.com/p/calvin-klein-ss21-jeans-underwear/
https://www.alliedmarketresearch.com/plus-size-clothing-market-A07966
https://www.alliedmarketresearch.com/plus-size-clothing-market-A07966
https://www.prnewswire.com/news-releases/plus-size-clothing-market-to-reach-696-71-billion-globally-by-2027-at-5-9-cagr-says-allied-market-research-301262695.html
https://www.calvinklein.us/en/mens-clothing/mens-apparel/mens-activewear

Aligning Post-Pandemic Scaling with Lucrative Opportunities for Plus-Size Appendix A: Market Research for
Sportswear Clothing in North America Plus-Size Clothing

Growth for Total Plus-Size Apparel Market
* Valued at $481B in '19 and expected to reach $697B by ‘27, growing at a CAGR of 5.9%*

Expansion for Casual and Sportswear

* Casual continues to drive categorical growth for plus-size apparel
* Sportswear for plus-size apparel grows at the fastest CAGR of 6.4% during forecast period*

Lowered Sensitivity to Price

*  Mid-price made up 37% of total plus-size apparel market in '19
*  Premium plus-size apparel expects to grow at a higher CAGR during forecast period?

Male Segment Barely Leads Market Share

* Male segment held just over "> of share of global plus-size apparel market in‘19 and expects to contribute the
most spend through ‘27 at a CAGR of 6.8% during forecast period; growth for female segment expected to
outpace growth for male segment at a CAGR of 7.5% through ‘274

No. America Region Dominates

* No. America contributed most revenue for plus-size apparel at $1.7M and held over 4 of share of global plus-
size apparel market in ‘19; expects to reach $2.5M through ‘27 at a CAGR of 6.1% during forecast period*

1. “Heron Preston for Calvin Klein”, 2021, photograph, Pinterest, https://www.pinterest.com/pin/134122895142734888/.
2. “Plus Size Clothing Market”, November 2020, Allied Market Research, https://www.alliedmarketresearch.com/plus-size-clothing-market-A07966.
3. “Plus Size Clothing Market to Reach $696.71 Billion, Globally, by 2027 at 5.9% CAGR, Says Allied Market Research”, April 6, 2021, PR

/ jre, https://www.prnewswire.com/news-releases/plus-size-clothing-market-to-reach-696-7 1-billion-globally-by-2027-at-5-9-cagr-says-
allied-market-research-301262695.html.



https://www.pinterest.com/pin/134122895142734888/
https://www.alliedmarketresearch.com/plus-size-clothing-market-A07966
https://www.prnewswire.com/news-releases/plus-size-clothing-market-to-reach-696-71-billion-globally-by-2027-at-5-9-cagr-says-allied-market-research-301262695.html

Influence of Social Media on Body Image for Brands to Consider How Content Appendix B: Influences on Body
Affects the Way People Compare Themselves Image

What Impaets

How \\.« .I"m-l \bout Our Bodics? qs 7 0/0
165%

It found that
87% of women and
65% of men compare
their bodies to images
they consume on social
and traditional media.

" “Hera Wears the Organic Cotton Stretch Brief”, 2021, photograph, Pinterest, https://www.pinterest.com/pin/134122895142772332/.

2. “Social media is affecting the way we view our bodies”, 2018, bar chart, TODAY, https://www.today.com/style/social-media-affecting-way-we-view-our-
bodies-it-s-t128500.

3. “The Link Between Social Media and Body Image”, 2019, image, King University Online, https://online.king.edu/news/social-media-and-body-image/.



https://www.today.com/style/social-media-affecting-way-we-view-our-bodies-it-s-t128500
https://online.king.edu/news/social-media-and-body-image/

Appendix C: DTC SKU Plan for

Calvin Klein DTC SKU Plan: Plus-Size Intense Power Micro Boxer Brief Intense Micro Boxer Brief
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1. “Coll Jeans | pg Lang for Calvin Klein”, 2021, photograph, Pinterest, https://www.pinterest.com/pin/134122895142238770/.


https://www.pinterest.com/pin/134122895142238770/

Calvin Klein DTC SKU Plan: Plus-Size Performance Low Impact Sports Bra

Hewly-Laumehed Shyle i
Flus-5Sare Parfermancs Loga Lo

Laoas

Margin 3%
Al [Aa ol TTL
|Cost |Retsl Mol Sales)

$14 7%
]
M

Hotadl
Firiliszti s

firaL 2

LR reemmdary

Lirubs [ all il i

gl doiws ok of

Calwhi Klaim's B4 E -Cisitait W o lhiada
| etei e irs Wadlk | ey Livels

Tolal BAM Unils  Tolal E-Comen

=

Tolal BREM Linls

Pt i}
Hiz

Tobtsl E -Lswan
£

Appendix D: DTC SKU Plan for

Low Impact Sports Bra
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1. “Lil Uzi Vert pour la premiére collection Heron Preston x Calvin Klein”, 2021, photograph, Twitter,
https://twitter.com/views mag/status/1385528789766180866.



https://twitter.com/views_mag/status/1385528789766180866
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