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KEY FIGURES
TOM TAILOR GROUP

Change
EUR million 2014 2013 relative
Revenue 932.1 907.2 2.7%
TOM TAILOR Retail 275.5 254.1 8.4%
TOM TAILOR Wholesale 331.7 302.4 9.7%
BONITA 324.9 350.7 -7.4%
Share of revenue (in %)
TOM TAILOR Retail 29.5 28.0
TOM TAILOR Wholesale 35.6 333
BONITA 34.9 38.7
Gross profit 531.8 499.0 6.6%
Gross margin (in %) 57.0 55.0
Recurring EBITDA 87.2 77.2 13.0%
Recurring EBITDA margin (in %) 9.4 8.5
One-off items/special factors 3.0 13.1 -77.3%
EBITDA 84.3 64.1 31.5%
EBITDA margin (in %) 9.0 7.1
Recurring EBIT 45.4 28.5 59.3%
Recurring EBIT margin (in %) 4.9 3.1
One-off items/special factors (net of imputed tax effects) 12.2 22.0 -44.8%
EBIT 33.2 6.5 411.4%
EBIT margin (in %) 3.6 0.7
Recurring net income for the period 21.1 1.7 1,142.0%
Recurring earnings per share (in EUR) 0.68 -0.14 597.7%
One-off items/special factors (including imputed tax effects) 10.4 17.9 -42.1%
Net income for the period 10.8 -16.2 166.4%
Earnings per share (in EUR) 0.28 -0.87 132.1%
Cash generated from in operations 70.3 59.7 17.8%
Net cash used in investing activities 21.2 26.9 -21.3%
Free cash flow 31.8 20.8 52.9%
31/12/2014 31/12/2013
Total assets 788.9 759.6 3.9%
Equity 239.2 221.7 7.9%
Equity ratio (in %) 30.3 29.2
Cash funds 36.9 47.1 -21.6%
Financial liabilities 239.9 265.6 -9.7%
Net debt 202.9 218.5 -7.1%
Net debt/recurring EBITDA (in years) 2.3 2.8
Gearing (in %) 84.8 98.6
Employees (reporting date) 6,466 6,499 -0.5%
TOM TAILOR Wholesale 740 569 30.1%
TOM TAILOR Retail 1,806 1,701 6.2%
BONITA 3,920 4,229 -7.3%

General note: Due to the presentation of rounded figures, some totals might deviate from the sum total of the respective individual items.




THE
NEW CODE

Revenue, earnings and profitability increased.

The TOM TAILOR GROUP'’s performance in 2014
was excellent and in line with the corporate strategy:
We further expanded and optimised our purchasing
operations, the logistics chain and our sales organisation,
honed the profile and positioning of our brands,
and advanced organic growth in Germany and abroad.
This allowed us to grow profitably and further reinforced our
position as one of Germany's top ten fashion companies.
“THE NEW CODE"” symbolises a trajectory of continual and
sustainable improvement. We will continue to pursue
this successful strategy for profitable growth again in 2015.

This annual report is accompanied by the 2014 Journal.
Here you can read why our brands are so popular and how THE NEW CODE
has made our daily business successful.

TOM TAILOR GROUP




OUR BRANDS

FOUR STRONG
BRANDS

TOMTAILOR

EsT.1962

The TOM TAILOR brand pro-
jects a fashionable, confi-
dent and authentic style.
The TOM TAILOR MEN and
TOM TAILOR WOMEN lines
are aimed at adults aged
25 to 40. The TOM TAILOR
KIDS, TOM TAILOR MINIS
and TOM TAILOR BABY lines
cater to the younger target
groups from 0 to 14 years
old.

TOM TAILOR @e’l[m

Stylish, sexy, trendy — these
looks are targeted at young
people aged 15 to 25. Fo-
cusing on denim, the TOM
TAILOR Denim Male and
TOM TAILOR Denim Female
lines appeal to anyone who
likes an unconventional life-
style.

TOM TAILOR

POLOWTEAM

In 2012 TOM TAILOR POLO
TEAM was launched as the
third TOM TAILOR brand.
This premium brand caters
to men and women ages 25
to 40 with uncomplicated,
but elegant and meticu-
lously finished sportswear.

. 02 ¢

TOM TAILOR GROUP

BONITA

Women and men over 40 are
the target group for the
BONITA and BONITA men
brands. These collections
continually highlight new
trends and feature high-
quality items of clothing
that can be mixed and
matched over and over to
create stylish new outfits.
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LETTER
TO SHAREHOLDERS

Dear Shareholders and Friends
of TOM TAILOR,

As planned, the TOM TAILOR GROUP returned to profitability in 2014: two years after
the acquisition of BONITA, we generated net income of EUR 10.8 million. Adjusted
for special factors, this figure reached EUR 21.1 million.

Around a year ago, we unveiled our strategic priorities. At TOM TAILOR, we aimed to
expand further, internationalise the brand’s design and further increase profitability.
At BONITA, the first order of business was to move sourcing to Asia, raise design and
product quality, modernise our stores and improve revenue quality. These steps
proved to be fruitful, and we were able to achieve our goals. We increased the
Group's revenue to EUR 932 million, which is in the upper end of our targeted range
of EUR 925 to 935 million. Our recurring EBITDA margin improved to 9.4%, falling in
the middle of the 9.2 to 9.7% range we projected.

This revenue growth was driven by the TOM TAILOR brand. Despite difficult weather
conditions that put pressure on the entire textile industry, TOM TAILOR'’s retail
segment outperformed the market. On a like-for-like basis, our growth was 1.4%
in 2014, whereas the German textile industry saw a 3% decline. Growth in the TOM
TAILOR wholesale business was particularly robust. This business benefited from
large order volumes by our franchise partners and key accounts as well as a large
increase in controlled selling spaces.



DIETER HOLZER
Chief Executive Officer/CEO



In contrast, BONITA's revenue declined both in absolute terms and on a like-for-like
basis. We made the intentional decision to cut back on sales, even if this was to the
detriment of revenue. Instead we focused on refining the core of the BONITA brand
and on giving the collections a new signature look. Moreover, BONITA now procures
a majority of its clothing via our own sourcing company in Asia. This factor played a
significant part in improving BONITA’s gross profit margin, which rose by 6.6 percen-
tage points to more than 68%. Adjusted for special factors, BONITA's EBITDA was up
around 20% to some EUR 26 million.

We aim to continue on this successful path in the current financial year. These
achievements give us the motivation and incentive to systematically continue
following this strategy. On the one hand, we will push even harder than last year
to expand the Company. On the other, we expect a challenging year for the whole-
sale business. As a result, we should see a modest increase in the profitability of
the Group.

The currently positive consumer climate in our core markets means that the general
conditions for doing business are good. At the same time, the textile industry is
experiencing a period of rapid change: consumers are significantly more fashion con-
scious than in the past, purchase clothing more frequently and use various different
channels to their shopping. Therefore this financial year we will also ensure that our
positioning as well as the design, purchasing and distribution processes of the TOM
TAILOR GROUP are aligned as optimally as possible with future market requirements.
We additionally plan to set up our own purchasing company in Turkey, which is
becoming an increasingly important sourcing location for the textile industry. We
see this as a strategically valuable addition to our production operations in Asia.

Otherwise, we will continue expanding controlled selling spaces for the TOM TAILOR
brand and develop the Contemporary style collection into its own division. The
Contemporary collection features up-to-the-minute fashion with clean lines suited
for an international, urban lifestyle and is highly sought after by customers. We believe
the Contemporary style collection still holds enormous potential, and we aim to
unlock it.



Last year, BONITA made very substantial progress, but the brand is still not exactly
where it should be — on a growth trajectory. We will therefore continue to work fur-
ther on design and merchandising, while again expanding the BONITA online shop.

All of these measures will contribute to improving the market positioning of our
brands. Our general aim is to further increase our Group's profitability. External
factors such as political risks or the current appreciation of the US dollar will be-
come more significant in this context. In 2015, we anticipate a moderate, single-
digit percentage rise in consolidated revenue with a recurring EBITDA margin that
is on a par with the previous year. We would like to thank you, our shareholders, for
your confidence in the TOM TAILOR GROUP and your loyalty to our Company. We
would be pleased if you would continue on this path with us in the future. Our
thanks also goes to our 6,500 employees for their tireless efforts. Their enthu-
siasm and commitment make us optimistic that we can master the challenges
ahead for a successful financial year 2015.

Yours sincerely,

Dieter Holzer
Hamburg, March 2015



THE MANAGEMENT BOARD

DANIEL PETERBURS DR AXEL REBIEN DIETER HOLZER DR MARC SCHUMACHER
Chief Product Development Chief Financial Officer Chief Executive Officer Chief Retail Officer
and Procurement Officer CFO CEO CRO

CPO



DANIEL PETERBURS
BORN IN 1980

has been responsible for product development, procurement
and licensing at all divisions of the TOM TAILOR GROUP in his
function as CPO since 1 March 2014.

He completed his vocational training as an industrial clerk
and then studied Textile and Clothing Management at Hoch-
schule Niederrhein in Monchengladbach. After completing his
studies, he worked in various functions at Peek & Cloppen-
burg in Dusseldorf from 2006 to 2008. Daniel Peterburs joined
the TOM TAILOR GROUP in 2008 and was most recently the
division head responsible for the TOM TAILOR Denim Male
product line.

DIETER HOLZER
BORN IN 1964

has managed the TOM TAILOR GROUP since September 2006.
His responsibilities include the corporate strategy, distribu-
tion, e-commerce and public relations business areas.

He is also responsible for integrating BONITA into the TOM
TAILOR GROUP.

Between 1982 and 1985, he completed his vocational training
as a retail specialist in the textile trade. After holding various
positions in the fashion industry — including product develop-
ment — he worked for ESPRIT from 1995 to 2000. As a whole-
sale manager, he was responsible for the German, UK and
Eastern Europe markets. In 2000, he joined Tommy Hilfiger
Deutschland as CEO, where he oversaw the setting-up of
the company’s wholesale, retail and franchise business in the
core markets of Germany and Eastern Europe between 2000
and 2006. He was also responsible for the roll-out of Tommy
Hilfiger's e-commerce business throughout Europe.

DR AXEL REBIEN
BORN IN 1971

has been with the TOM TAILOR GROUP since October 2005.
As CFO, he is responsible for finance and accounting, con-
trolling, investor relations, IT, human resources, logistics and
legal affairs.

After completing his formal training in banking, Dr Rebien
studied economics at the Gottfried Wilhelm Leibniz University
in Hanover. In 1999, he began his career with the auditing
firm Arthur Andersen, where he worked as a project manager
and as a manager in the Transaction Advisory Services division.
While at Arthur Andersen, he earned his doctorate in political
sciences (Dr rer. pol.) from the Technical University in Chemnitz
with a dissertation on enterprise valuation. After Arthur
Andersen merged with Ernst & Young, he worked as a man-
ager in the Transaction Advisory Services division until 2005.

DR MARC SCHUMACHER
BORN IN 1977

has been responsible as Chief Retail Officer for the retail busi-
ness segment and marketing of the TOM TAILOR GROUP since
June 2011.

Between 1998 and 2001, Dr Marc Schumacher completed an
international training programme at HUGO Boss AG while
studying business administration at Stuttgart University of
Cooperative Education at the same time. In 2001, he joined
the Breuninger Group, where he began as an assistant to
senior management, subsequently serving as Director of
Marketing and Communication between 2003 and 2008.
While at Breuninger, Dr Marc Schumacher completed an
MBA programme and earned his doctorate (Dr. rer. oec.) with
a dissertation on consumer behaviour research at Leipzig
Graduate School of Management (Handelshochschule Leipzig).
In 2008, he joined TOM TAILOR Holding AG as Director of
Retail and International Marketing.



HIGHLIGHTS
IN 2014

TOM TAILOR PRESENTS NEW DESIGN AT
BREAD & BUTTER IN BERLIN

The TOM TAILOR GROUP kicked off 2014 with an update
to the TOM TAILOR brand. The revamped brand presence
was unveiled for the first time at the Bread & Butter
fashion trade show. The design links sporty elements
with urban, big-city trends. In future, the logo will not
use the striking oval and the word “Casual”, while the
year the Company was established, 1962, will be high-
lighted. Overall, the TOM TAILOR brand will be anchored
even more strongly in major cities, and its new image
will project it to the outside world.

TOM TAILOR OPENS ANOTHER FRANCHISE STORE IN SOUTH AFRICA

The TOM TAILOR GROUP is driving forward its expansion on the back of its wholesale business in
South Africa: the Group opened a franchise store on 24 January in Westville, Durban. Located in the
Pavilion shopping centre, the franchise store has around 160 m?* of space and sells the TOM TAILOR
and TOM TAILOR Denim collections, plus matching accessories.

DIETER HOLZER’'S MANAGEMENT BOARD CONTRACT EXTENDED
FOR ANOTHER F IVE YEARS

TOM TAILOR Holding AG's Supervisory Board extended CEO Dieter Holzer’s contract, which expires
on 31 January 2015, by another five years. The new contract takes effect 1 February 2015 and runs
until 31 January 2020. The Supervisory Board's extension of Dieter Holzer's contract ensures the con-
tinuity of the TOM TAILOR GROUP’s senior management in the coming years.



HIGHLIGHTS IN 2014

NEW MAJOR SHAREHOLDER FOR TOM TAILOR HOLDING AG
July 2014

Fidelidade-Companhia de Seguros SA, Portugal's largest insurance broker and an indirect subsidiary of
Fosun (Fosun International Limited, HKEx stock code: 00656, and subsidiaries), acquired an interest
in TOM TAILOR Holding AG. The new investor acquired the 23.16% stake from the former majority
shareholder, Versorgungs- und Forderungsstiftung, Vaduz, Liechtenstein, with the participation of
the members of the Management Board of TOM TAILOR Holding AG. Fosun provides strong support
for the strategy of achieving profitable growth being pursued by the TOM TAILOR GROUP. Going for-
ward, Fosun will assist the Company in an advisory capacity with its in-depth knowledge of the
consumer goods and fashion industries, contributing additional expertise.

TOM TAILOR GROUP'S CAREER PORTAL HAS A NEW LOOK AND FEEL
August 2014

The TOM TAILOR GROUP's new career portal went live on
6 August. First and foremost, the revamped site gives exter-
nal job applicants the opportunity to search for vacancies
at the TOM TAILOR GROUP easily. However, the portal also
offers a great deal more — a look behind the scenes at work
at the TOM TAILOR GROUP. Thanks to the new, modern web-
site, potential applicants can primarily see staff — and thus
the Company — in action, find out more about training op-

TaE TAILBE

portunities or even learn about the eleven company values.

TOM TAILOR SELLS CHARITY JEANS FOR A GOOD CAUSE
September 2014

In 2014 TOM TAILOR is once again the official fashion partner in the
TRIBUTE TO BAMBI fund-raising campaign for children in need. It is the
sixth time that the Group has developed a limited denim collection
for the charity event. As in past years, TOM TAILOR will donate the en-
tire net proceeds from the jeans to charity. This year, for the first time,
2,800 limited-edition denim charity bags will also be sold in stores.

¢« 11 -
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TOM TAILOR
ON THE CAPITAL MARKET

SHARES AND
INVESTOR RELATIONS

The investor relations activities of TOM TAILOR Holding AG
aim to provide the best possible service to capital market
participants as important partners for the Company’s future
growth. By having access to providers of equity, the Com-
pany safeguards a financing channel that rounds off its op-
tions. Constant and timely communication is a priority for the
Management Board and the Investor Relations department,
as is the transparent and reliable presentation of the Com-
pany’s strategic focus, news and developments. This is a key
element in building and strengthening trust and in achieving
a fair and realistic market valuation for TOM TAILOR'’s shares.
The Company aims to enhance its visibility on the capital mar-
ket and to expand the perception of its shares as an attract-
ive growth stock.

WEAK STOCK MARKET PERFORMANCE
FOR TOM TAILOR’S SHARES IN 2014

The global financial markets started 2014 on an encouraging
note, with the strong economic situation reflecting positively
on share prices. The German DAX® index broke through the
10,000 point barrier for the first time at the beginning of June.
As the year went on, the crises in Ukraine and the Middle East
plus indications of a deteriorating economy in conjunction
with increasingly muted expectations of many market par-
ticipants created uncertainty. This was reflected in greater
volatility and, in some cases, in very considerable price losses.
Towards the end of the year, low interest rates coupled with
high liquidity and the lack of alternative investment oppor-
tunities again gave share prices a boost. The DAX® reached a
new all-time high of 10,087 points on 5 December 2014. The
index closed 2014 at 9,806 points, up 2.7% on the end of the
previous year.

Performance of the TOM TAILOR share in 2014 — Indexed as of 1 Januar 2014

TOM TAILOR share

Jan. Feb. Mar. Apr. May Jun. Jul.

Aug. Sep. Oct. Nov. Dec.




TOM TAILOR ON THE CAPITAL MARKET

Shares and Investor Relations

Key Data on TOM TAILOR Shares

Class of shares

No-par-value registered shares

ISIN DEOOOAOSTST2
WKN (German securities ID number) AOSTST
Ticker symbol TTI

Index

SDAX® (Prime Standard)

Stock markets

Frankfurt and Hamburg

Most important trading venue

Xetra (electronic trading system)

Designated sponsor

Berenberg Bank
Commerzbank AG

TOM TAILOR's Share Performance

2014 2013
Shares in issues as at reporting date Units 26,027,133 26,027,133
Share capital EUR 26,027,133 26,027,133
High (Xetra closing price) EUR 16.88 18.39
Low (Xetra closing price) EUR 10.40 14.78
Price at financial year-end (Xetra closing price) EUR 11.96 16.50
Free float at financial year-end in % 76.84 72.07
Market capitalisation at financial year-end in EUR million 311.3 429.4
Average daily trading volume Units (approx.) 64,400 58,400
Recurring earnings per share EUR 0.68 -0.14
Reported earnings per share EUR 0.28 -0.87
Operating cash flow per share EUR 2.70 2.29

TOM TAILOR's shares got off to a positive start in 2014, already
recording their high for the year of EUR 16.88 on 3 January.
On 18 February, the TOM TAILOR GROUP published preliminary
figures for financial year 2013. The missing of earnings targets
put the stock under pressure, leading to substantial losses.
The share price fell to EUR 12.44 in the first quarter (14 March
2014). The shares then recovered as the year progressed and
showed stable performance up to mid-September. Weak in-
dustry data in September and October, which led the forecast
for 2014 as a whole to be revised downwards in November,
resulted in TOM TAILOR’s shares losing ground again. At the
end of the reporting period, on 31 December 2014, the shares

were trading at EUR 11.96, giving TOM TAILOR Holding AG a
market capitalisation of EUR 311.3 million. Overall, TOM TAILOR's
shares were down 28% against the prior year and consider-
ably underperformed the benchmark index, the SDAX®, which
posted gains of 6% in the same period. At 64,400 shares, the
average daily trading volume on all stock exchanges was up
again year-on-year (previous year: 58,400 shares).

At the end of December 2014, the shares’ SDAX® weighting
was 1.21% (previous year: 1.71%; figures calculated on the
basis of the free float as defined by Deutsche Borse).

¢ 13
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TOM TAILOR ON THE CAPITAL MARKET

Shares and Investor Relations

CHANGES TO THE SHAREHOLDER STRUCTURE:
NEW STRATEGIC MAJOR SHAREHOLDER

The shareholder structure of TOM TAILOR Holding AG under-
went considerable changes in 2014. Fosun International
Limited acquired the 23.16% stake from the former major
shareholder, Versorgungs- und Forderungsstiftung, Vaduz,
Liechtenstein, with the participation of the members of the
Management Board of TOM TAILOR Holding AG, and holds
these indirectly via its subsidiary Fidelidade-Companhia de
Seguros S. A., one of the largest insurance companies in Portu-
gal. Fosun supports the strategy of profitable growth being
pursued by TOM TAILOR Holding AG and will provide advice
and support to the Company in the future with its expert-
ise in the consumer goods and fashion industries as well as
in the Chinese market.

In addition, the strategic investor Morgan Finance S.A. holds
a 4.72% stake that is counted as part of the free float. At the
end of the year, the free float was 76.84% and was predom-
inantly held by institutional investors from Germany, the
United Kingdom and the United States. Around 8.9% of TOM
TAILOR's shares were privately held. The total number of
shares outstanding is 26,027,133.

Regional Shareholder Structure — 31 December 2014

Other Regions 9%

Luxembourg 7% »
< 31% Germany
USA 10%
United
Kingdom 20% » <4 23% Portugal

SPOTLIGHT ON TOTAL SHAREHOLDER RETURN

The dividend policy pursued by TOM TAILOR Holding AG’s Man-
agement Board is focused on total shareholder return, which
takes into account both dividends and share price changes. It
primarily aims for a sustained performance by the Company

and an associated increase in its value, which should be
reflected in a positive share price performance. The Manage-
ment Board’s goal is to distribute a dividend if the Company
generates a distributable profit.

CONTINUOUS DIALOGUE
WITH THE CAPITAL MARKET

TOM TAILOR Holding AG continued, and expanded, its pro-
active investor relations activities in the past financial year.
Meetings with investors centred on discussion and explana-
tion of the corporate strategy, the development of growth
and profitability and, especially, the performance of the
BONITA brand. Other important topics addressed were the
new major shareholder Fosun and the resulting potential
for the TOM TAILOR GROUP. In addition to the conference
calls and the analysts’ conference, TOM TAILOR took part in a
large number of investor conferences and held road shows in
Europe and North America.

The Annual General Meeting of TOM TAILOR Holding AG, at
which around 67.8% of the share capital was represented (pre-
vious year: 54.4%), was held in Hamburg on 27 May 2014. The
shareholders approved the proposals for resolutions on the
agenda with at least 89.9% of the represented votes. Share-
holders can find information about financial coommunications
as well as capital market-related information and informa-
tion on developments in the TOM TAILOR GROUP at http:/
irtom-tailor-group.com or contact the Investor Relations
team directly.

In the reporting year, the TOM TAILOR GROUP was able to add
another two analysts to the group of analysts providing
research coverage of TOM TAILOR's shares. As a result, 14
international investment houses now regularly track the
Company’s business development and issue investment re-
commendations based on this research. At the end of Decem-
ber 2014, eight analysts issued “buy” recommendations and
six issued “hold” recommendations for the Company’s shares.
There were no recommendations to sell TOM TAILOR shares.
In 2015, the Company intends to expand its capital mar-
ket presence through visits by TOM TAILOR to new financial
centres, among other things. The Investor Relations team is
also committed to increasing the research coverage further.
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GROUP MANAGEMENT REPORT

Fundamental Information about the Group

FUNDAMENTAL INFORMATION
ABOUT THE GROUP

ORGANISATIONAL STRUCTURE
AND BUSINESS OPERATIONS

CLEAR BRAND POSITIONING
AND INTERNATIONAL PRESENCE

The TOM TAILOR GROUP is an international, vertically inte-
grated fashion and lifestyle company with a clear positioning
as a supplier of casual wear in the mid-range price segment.
Its product portfolio is complemented by an extensive range
of fashionable accessories. The Company concentrates on the
TOM TAILOR brand family and the BONITA brand in different
segments of the fashion market (age groups of the target
customers).

Germany has traditionally been the regional focus of the busi-
ness of what is now the TOM TAILOR GROUP, established in
Hamburg in 1962. However, for several years the Company
has been pursuing a successful strategy of conscious inter-
national growth. The Company now generates more than
one-third of consolidated revenue outside Germany. Its inter-
national core regions are the stable, high-income economies
of Austria, Switzerland, the Netherlands, Belgium and France.
The TOM TAILOR GROUP also has a presence in Poland as
well as in selected fast-growing countries of South Eastern
Europe. Including other countries, the TOM TAILOR GROUP is
represented internationally in over 35 countries.

International presence of the TOM TAILOR GROUP

International

35% »

<4 65% Germany
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CLEAN ORGANISATIONAL STRUCTURE
FOR EFFECTIVE MANAGEMENT

The TOM TAILOR GROUP is managed by TOM TAILOR Holding
AG, which is domiciled in Hamburg, Germany. The parent
company, TOM TAILOR Holding AG, is a company incorporated
under German law. With its two governing bodies, the Man-
agement Board and the Supervisory Board, the Company has
the dual management and supervisory structure that is cus-
tomary in Germany. Together, these two bodies are com-
mitted to the interests of shareholders and the good of the
Company in equal measure.

TOM TAILOR Holding AG is mainly responsible for the Group’s
strategic focus and development, corporate financing, risk
management and fundamental decisions relating to product
development. Other key tasks of TOM TAILOR Holding AG in-
clude internal and external communication as well as liaising
with the capital market and with shareholders.

TOM TAILOR shares are admitted to trading on the regulated
market in the Prime Standard segment of the Frankfurt Stock
Exchange and to trading on the regulated market of the
Hamburg Stock Exchange. The Company went public in March
2010. The major shareholder of TOM TAILOR Holding AG is the
Chinese investment group Fosun, which has a 23.16% stake.
All other shares are in free float (for more information, please
see the section entitled “TOM TAILOR on the Capital Market”).

The TOM TAILOR GROUP is headed by a management team
with many years' experience in the sector and the market,
led by four Management Board members (for more informa-
tion please see the section entitled “The Management Board”)
The respective subsidiaries run the operating business. This
organisational structure with clearly defined top and bottom
line responsibilities enables business processes to be man-
aged in line with the strategy and provides transparent cost
and earnings control.

Alongside TOM TAILOR Holding AG, a total of 41 (2013: 41)
direct and indirect subsidiaries are consolidated in the TOM
TAILOR GROUP. Most subsidiaries in Germany and abroad
are held via Tom Tailor GmbH, Hamburg, whose sole share-
holder is TOM TAILOR Holding AG (a list of shareholdings can
be found in the notes to the consolidated financial state-
ments). In the course of 2014, the Group structure changed
as follows:

Effective 27 March 2014, TOM TAILOR Retail Gesellschaft
m.b.H., Worgl/Austria increased its interest in TOM TAILOR
Retail Joint Venture GmbH, which is domiciled in Bregenz/
Austria, and its subsidiaries TT RETAIL GmbH, Lindau/Ger-
many, and TT Franchise AG, Buchs/Switzerland, from 51%
to 100%. These companies were consolidated without
reporting non-controlling interests from the outset due
to the existing put/call options. In addition, Retail Joint
Venture GmbH was merged with TOM TAILOR Retail
Gesellschaft m.b.H., Worgl/Austria, after the purchase of
the shares.

The subsidiary TOM TAILOR DOOEL domiciled in Skopje/
Macedonia was formed on 17 June 2014, to act as a vehicle
for future store expansion in Macedonia.

Effective 1 July 2014, TOM TAILOR South Eastern Europe
Holding GmbH, Worgl/Austria, in which TOM TAILOR Hold-
ing AG holds a 75% stake, acquired a 49% interest in TOM
TAILOR RETAIL RO S.R.L., Bucharest/Romania, which
had previously been held by minority shareholders. On
account of the change in the ownership structure, the
subsidiary, which on the basis of the controlling interest
and the existing put/call options was already fully con-
solidated, will now be incorporated into the TOM TAILOR
GROUP via TOM TAILOR South Eastern Europe Holding
GmbH, Worgl/Austria, with a corresponding disclosure of
minority interests.

To expand sales activities in the Chinese market, TOM
TAILOR Trading (Shanghai) Company Limited, with head-
quarters in Shanghai/China, was founded on 29 July 2014.
TOM TAILOR Asia Ltd., Hong Kong/China, holds 100% of this
company’s share capital.

With a view to further streamlining the corporate struc-
ture, Tom Tailor Showroom AG, Glattbrugg/Switzerland,
was merged with Tom Tailor (Schweiz) Retail AG, Baar/
Switzerland retroactively as at 1 January 2014.



Effective 1 January 2014, Tom Tailor GmbH acquired a fur-
ther 12% in TOM TAILOR Sourcing Ltd., Hong Kong, China,
increasing its equity interest to 63%. As regards the util-
isation of profits, it was agreed that Tom Tailor GmbH is
entitled to 75% of the profits with retroactive effect to
1 January 2014, which is at variance with its equity interest
under company law.

PROVEN BUSINESS MODEL OF THE
FLEXIBLE TREND MANAGER

As a fashion and lifestyle company, the TOM TAILOR GROUP
operates in an attractive, internationally very dynamic and
heterogeneous market environment that is highly competi-
tive. Success factors in this market are brand strength, flexi-
bility and the ability to identify and satisfy short-lived fashion
trends and the frequently changing wishes of customers in
due time.

The TOM TAILOR GROUP focuses squarely on fashionable cas-
ual wear and accessories in the mid-range price segment and
systematically combines the emotional added value of its
lifestyle brands with the strategic advantages of an integrat-
ed system provider. The Group’s business model is based on
proximity to the market and to customers. The TOM TAILOR
GROUP sees itself primarily as a trend manager that focuses
on its customers’ needs. This means that, as a basic principle,
the TOM TAILOR GROUP does not set any trends with its col-
lections. Instead, new and promising trends are identified
quickly and flexibly and implemented in the Company’s own
collections. This enables the TOM TAILOR GROUP to offer
collections reflecting the latest fashion trends to a broad
group of consumers (so-called mass market) in the mid-range
price segment.

Vertical integration with a strong presence in wholesale and
retail gives the TOM TAILOR GROUP quick access to relevant
market information. Daily sales analyses for the controlled
selling spaces allow the TOM TAILOR GROUP to flexibly tailor
its offering to its customers’ requirements, and thus actively
manage sales. This approach ensures that sufficient volumes
of the products that customers are looking for are made
available in the selling spaces at the right time, lowering sales
risks, increasing space productivity and reducing write-downs
of unsold goods. This business model has enabled the TOM
TAILOR GROUP to achieve continual growth.

WELL-POSITIONED BRANDS
IN COMPLEMENTARY SEGMENTS

In its core business, the TOM TAILOR brand is targeted at men
and women aged 25 to 40. In addition, the product range in-
cludes clothing for teenagers, children and babies. The TOM
TAILOR brand’s market presence is determined by the collec-
tions for the three brands — TOM TAILOR, TOM TAILOR Denim
and TOM TAILOR POLO TEAM — that are designed individually
for each of the product lines.

TOM TAILOR GROUP: The Brand Portfolio
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TOM TAILOR releases 14 collections a year (12 monthly collec-
tions and two basic collections every six months) for the TOM
TAILOR and TOM TAILOR Denim brands, and ten collections a
year for the TOM TAILOR POLO TEAM brand. The fashion and
lifestyle group sells these collections via its retail segment
(through Company-owned stores and e-commerce) and via
its wholesale segment (primarily through franchise stores and
shop-in-shops).

TOM TAILOR:
Target groups up to the age of 40 —
retail and wholesale sales

The BONITA brand has a separate profile and caters to both
women and men over 40, ideally complementing the range
of TOM TAILOR collections and product lines. BONITA sells 12
collections per year.

Based on the foreseeable demographic trend in the Com-
pany’s European core markets, the number of over-40s in the
population will continue to rise. What is more, this market
segment is not as competitive as the segments for younger
customers, giving the TOM TAILOR GROUP good opportun-
ities for growth in the coming years. The BONITA products
are sold not via the wholesale segment but exclusively in
BONITA's own stores — and in Germany and other European
countries also via its own e-shop since June 2013 — using a
highly standardised system.

BONITA:
Target groups ages 40 and up —
retail sales only

THE TOM TAILOR BRANDS

TOM TAILOR
The TOM TAILOR MEN, TOM TAILOR WOMEN and KIDS, MINIS &
BABY product lines are marketed under the TOM TAILOR brand.

In 2014, the Company sharpened the profile of the TOM TAILOR
brand and prepared the stage for further international-
isation. As a result, the brand now comes across as more
modern, more clear-cut and catering specifically to the needs
of its target group. The TOM TAILOR MEN and TOM TAILOR
WOMEN lines are essentially aimed at customers in the 25-40
age bracket with attractive, highly topical urban and casual
fashion. The TOM TAILOR MEN product line is a comprehen-
sive collection of menswear in the mid-range price segment.
These collections have traditionally been the TOM TAILOR
GROUP’s core business. Since 1999, the TOM TAILOR WOMEN
ladies wear collection has likewise been an established part
of the range, in which rapid implementation of the latest
fashion trends is a priority.

The TOM TAILOR GROUP has also sold clothing for children
and young teens since 1995. TOM TAILOR KIDS is aimed at
8- to 14-year-olds. TOM TAILOR MINIS was introduced in 2002
for children aged 18 months to seven years. In 2010, the TOM
TAILOR GROUP expanded its product range within the KIDS
and MINIS product lines to include the new TOM TAILOR BABY
collection (age group up to 18 months).

TOM TAILOR Denim

The TOM TAILOR Denim brand has been offered in the TOM
TAILOR Denim Male and TOM TAILOR Denim Female product
lines since 2007. These collections are aimed at teenagers
and young adults between the ages of 15 and 25. Successful
identification and rapid implementation of the latest fashion
trends are important for these lines. The garments win over
customers with their style, cut and fashionable details.

TOM TAILOR POLO TEAM

TOM TAILOR POLO TEAM was launched in 2012 as the third
TOM TAILOR brand and is now firmly established in the mar-
ket. The premium sportswear brand is mainly targeted at men
and women aged 25 to 40. The high-quality collections are
characterised by sporty fashion with elaborate embroidered
appliqués, classic emblems and coordinating prints.



TOM TAILOR Accessories/Licensed Products

The TOM TAILOR brand world is rounded off by a wide range
of accessories. The Company generates revenue from selling
accessories itself and from licence fees for accessories
offered under the TOM TAILOR brands. Licensing and close
cooperation with the various partners involved have been a
core component of TOM TAILOR's strategy and success for
several years.

The accessories product range primarily features shoes,
leather products, belts, gloves, hats, scarves, bodywear, ties,
bags, perfume, jewellery, umbrellas, watches and sunglasses,
bed linen and toiletries. Some of the accessories such as
shawls and scarves — in particular for the Denim Male and
Denim Female product lines — as well as jewellery are
designed and marketed by the TOM TAILOR GROUP itself.
However, a large majority are produced and distributed by
various licensees that work together with the TOM TAILOR
GROUP to develop the products.

THE BONITA BRAND

The TOM TAILOR GROUP offers fashionable clothing for men
and women over 40 under the BONITA brand. Its collections
are based on high-quality items of clothing that can be mixed
and matched repeatedly to create new outfits. Colourful and

Value Chain of the TOM TAILOR GROUP
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stylish accessories that complement the collection are par-
ticularly important at BONITA. Accessories include scarves,
shawls, necklaces, belts, watches and bags. The entire deve-
lopment process for these products is controlled by the
Company itself, i.e. without licensing partners. The acces-
sories are sold exclusively at BONITA stores.

EFFICIENT VALUE CHAIN

The Company’s vertical alignment and its ability to rapidly rec-
ord changing customer needs form the basis for successful
development of the TOM TAILOR GROUP in the long term. This
requires systematic monitoring and flexible management of
the entire value chain from the idea for the design through
purchasing and product manufacture, warehousing and logis-
tics down to marketing at the point of sale. The different links
in the value chain and the entire flow of goods are intercon-
nected.

Central to the efficient value chain is systematic analysis of
the daily sales figures. In addition, through the sales chan-
nels (retail, wholesale) customer feedback is obtained directly
which is then integrated into the development of new collec-
tions and taken into account in procurement planning. The
network of production and logistics partners is effective and
allows rapid implementation.

Logistics,

Warehousing Distribution

— TOMTAILOR: — Retail
Logistics provider —  Wholesale
— BONITA: — E-commerce

Own logistics



Product Development

The TOM TAILOR GROUP engages internationally active brand
scouts who identify fashion trends around the world and col-
lect ideas for the new collections. The Company also follows
the fashion shows in the major fashion centres in order to
identify trend developments. All of this data is evaluated and
flows into the design of the new collections so that these
can be offered to a broad group of buyers. The TOM TAILOR
GROUP is able to get its basic collections for the TOM TAILOR
brand into stores within 23 to 26 weeks. For BONITA it takes
approximately 24 to 28 weeks. Existing styles can even be
replenished in just five weeks.

Production and Procurement

Most of the products sold by the TOM TAILOR GROUP are
manufactured by its suppliers in Asia, mainly in Bangladesh,
India, China, Vietnam and Pakistan. This share is 90% for the
TOM TAILOR brand and roughly 70% for the BONITA brand.
The Company ensures production and procurement through
its own sourcing organisation with eight offices in Asia and
around 120 employees. Asia plays a pivotal role in production
for the TOM TAILOR GROUP so that large quantities can be
produced at high quality and fair prices. The remaining part of
production for both brands is concentrated in Turkey. Over-
all, more than 60% of the products sourced are billed in US
dollars. More information on procurement can be found in
the section entitled “Sustainability and Responsibility”.

Logistics and Warehousing
The TOM TAILOR GROUP has organised the logistics activities
for its two brands — TOM TAILOR and BONITA — differently.

TOM TAILOR engages two logistics providers to manage its
warehouses for hanging and folded garments. Six brands
with 12 product lines, a focus on services, state-of-the-art
replenishment concepts, national and international distribu-
tors as well as the extensive customer portfolio create a
broad range of expectations for the logistics processes. To
achieve continuous improvements in this regard, a new logis-
tics centre is currently being built in Hamburg. This will start
operations in spring 2015 and constitute an important elem-
ent of TOM TAILOR’s multi-channel strategy.

At the Hamminkeln site, BONITA has a self-managed, state-
of-the-art, SAP-based, automated warehouse and logistics
centre from which all BONITA stores are supplied. Supply is
based on an integrated analytical push-pull method in which
around 80% of the goods ordered are initially delivered. Call-
offs from the logistics centre and stock transfers between
the stores are triggered by evaluating daily sales figures using
the POS systems as well as by deriving and simulating require-
ments based on these evaluations. Thus, the shops are sup-
plied in line with requirements, sales potential is maximised
and overlapping stocks are minimised.

Distribution

The TOM TAILOR GROUP distributes its collections both
directly to end customers and through resellers. The share
of the direct retail business has been purposefully expanded
in recent years. This includes the over-the-counter retail busi-
ness and the e-commerce business. Around 64% of consoli-
dated revenue is now generated in the retail segment, com-
pared to around 6% in 2007. Conversely, the share of revenue
generated through resellers (wholesale) decreased to around
36% in spite of the growth in absolute terms.

The TOM TAILOR GROUP manages the business through the
individual sales channels and brands. Correspondingly, the
Group’s segment reporting is divided into wholesale and re-
tail. The wholesale segment is comprised exclusively of the
business with resellers for the TOM TAILOR brand, whereas
the BONITA brand focuses exclusively on the retail business.
The retail segment in turn comprises the various forms of
the brick-and-mortar retail business and the online business,
with a distinction being made between the TOM TAILOR and
BONITA brands.



In the brick-and-mortar retail business, expansion of space is
a major driver of growth. In this respect, the choice of location
is particularly important. The TOM TAILOR GROUP bases such
decisions on an individual profit and loss account with corres-
ponding return figures. This calculation also includes special
factors such as the size of the property, the lease term, ex-
pected footfall, location, catchment area and many more.

Revenue Structure by Retail and Wholesale

TOM TAILOR TOM TAILOR
Wholesale  35.6% < 29.5% Retail
34.9% BONITA

In 2014, there were 382 own retail and outlet stores for the
TOM TAILOR brand in Germany and elsewhere in Europe, 154
of which were located in Germany. Furthermore, TOM TAILOR
operates online shops in 20 countries and therefore has a
pan-European presence. The TOM TAILOR online business
is also covered by the brand's own e-shop. Customers can
consequently purchase TOM TAILOR products in either retail
stores or online shops. In this way, the Company takes cus-
tomers’ changing shopping behaviour into account and safe-
guards the growth potential of this increasingly significant
sales channel.

Under the BONITA brand, the Company operates 1,013 stores
in Europe, 720 of which are located in Germany. In addition,
BONITA products are now also sold to end customers in Ger-
many via the brand’s own online shop.

In the wholesale segment, the TOM TAILOR GROUP collab-
orates in and outside Germany with leading department
stores and clothing chains. These sell TOM TAILOR garments in
shop-in-shops (2,686 worldwide) or as franchisees (206 shops
worldwide). In addition, customers worldwide can buy TOM
TAILOR goods in 8,527 multi-label sales outlets operated by
the brand’s wholesale partners. Different national and inter-
national mail order companies also sell TOM TAILOR branded
products on their Internet platforms.

STRATEGY AND
PERFORMANCE MEASUREMENT

COMPETITIVE STRENGTHS AND STRATEGY

One of the TOM TAILOR GROUP's key competitive advantages
lies in systematically analysing and rapidly implementing
fashion trends and responding to customers’ wishes at the
same time in order to reflect these purposefully in its own
collections. In this context, the Company is pursuing the
strategy of developing attractive fashion brands as a trend
manager and bringing these to a wide group of buyers in the
mid-range price segment.

In the process, the Group follows a clear strategy of profit-
ability-driven growth. The TOM TAILOR GROUP aims to out-
perform the industry as a whole in terms of revenue and
operating profit growth. Profitability for the Group means
on the one hand to systematically leverage cost benefits and
economies of scale (e.g. in purchasing), which translate into
higher operating margins, and, on the other, to boost earn-
ings in absolute terms. The main financial key performance
indicators are revenue and recurring EBITDA (earnings before
interest, taxes, depreciation and amortisation) as well as
recurring EBITDA margin. In addition, the Company is con-
stantly striving to generate a net profit.



MULTI-BRAND APPROACH

In the pursuit of its growth strategy, the TOM TAILOR GROUP
implements a multi-brand approach. The overall concept
for each brand is tailored individually to the associated target
group and addresses this directly. This begins in the design
with the selection of the products, styles and colours up to
the presentation of the goods at the point of sale, resulting in
a high recognition factor for customers of the products and
their quality. The age of the relevant target group plays a key
role in the creation of the designs, especially as regards the
fit, fashionable design and pricing, which contribute signifi-
cantly to the branding (for further information see the section
entitled “Organisational Structure and Business Operations”).

The TOM TAILOR GROUP'’s market presence is determined by
the two complementary umbrella brands, TOM TAILOR and
BONITA. TOM TAILOR covers the 0- to 40-year-old customer
group and BONITA the over-40 customer group, the so-called
“best agers”. This target group is characterised by high quality
standards and above-average income coupled with a high
purchasing appetite. By and large, this customer group is
much less price-sensitive than customer groups in other
market segments. The TOM TAILOR GROUP believes it has
good opportunities to grow in this market segment because
the demographic trend is advancing this target group’s con-
tinued growth in the Company’s European core markets and
the market as a whole is less competitive.

CLEAR FOCUS ON PROFITABLE ORGANIC
GROWTH — SELECTIVE ACQUISITIONS ALSO
POSSIBLE IN THE MEDIUM TERM

The TOM TAILOR GROUP operates on the German and the
Continental European textile markets. While these markets
have shown themselves to be stable in recent years, they are
highly competitive at the same time. This is primarily mani-
fested in a continuous consolidation process, which is in-
creasingly affecting small and medium-sized fashion retailers.
The TOM TAILOR GROUP plans to continue its growth trajec-
tory and gain market share by pursuing its strategy of profit-
able organic growth. Selective acquisitions on a manageable
scale are also conceivable in the medium term. One prerequis-
ite for these is that they further strengthen the portfolio.
They must also support the strategy of profitable growth,
have the potential to increase the enterprise value, and the
conditions for the acquisition must make commercial sense.

GENERATING GROWTH BY REPRODUCING
THE BUSINESS MODEL

The TOM TAILOR GROUP sells fashionable clothing in the mid
range price segment on its domestic market, Germany, and
its core international markets. The Group’s aim is to system-
atically expand the business operations of its two umbrella
brands, TOM TAILOR and BONITA, in these markets through
the tried-and-tested sales channels by adding more con-
trolled selling spaces and developing new brands.

This is an approach that already proved successful for the
TOM TAILOR GROUP in the past. The Company included TOM
TAILOR Kids in its collections in 1995; ladies wear was added
in 1999 with TOM TAILOR women, followed by TOM TAILOR
Denim in 2007 and TOM TAILOR POLO TEAM in 2012. The largest
strategic step was taken in 2006, when the Group pushed
the establishment of its own retail shops in addition to what
until then had been exclusively wholesale activities. In this
connection, the Company launched the online business with its
own e-shop in the same year. BONITA, which had been taken
over in the previous year, added its own e-shop in 2013. This
e-shop is to be successively expanded to other countries. In
financial year 2015, the Company will roll out another new
brand called TOM TAILOR CONTEMPORARY, which will create
additional revenue potential.

GROWTH THROUGH INTERNATIONALISATION

In the retail segment, the TOM TAILOR GROUP sees good po-
tential for advancing its international expansion in its Euro-
pean markets outside Germany. For the TOM TAILOR brand,
these are mainly Austria, Switzerland, the Benelux countries
and, above all, South Eastern Europe. In these countries in
particular, the number of own retail stores will be continually
increased. For the BONITA umbrella brand, there are substan-
tial growth opportunities in the existing markets, particu-
larly for the BONITA men brand. There are also plans to estab-
lish the BONITA umbrella brand in South Eastern Europe as
part of the internationalisation drive. TOM TAILOR’s existing
organisation will be used for this undertaking. The Russian
market could provide further growth opportunities for
BONITA in the medium term.



In the wholesale segment, but only with the TOM TAILOR um-
brella brand, international expansion will take place through
the expansion of controlled selling spaces. At the centre of
this expansion are promising markets outside of Europe, es-
pecially in the Middle East, Asia and South Africa. In the course
of the further international development, contracts have
been signed with the online mail order companies Jabong
from India and Lamoda from Russia, among others.

The Chinese market is also strategically interesting for the
TOM TAILOR GROUP. Provided it makes sense for the Company,
this will be developed in the next three to five years based on
the expertise of TOM TAILOR’s new major shareholder, Fosun.

GROWTH THROUGH EXPANSION
OF CONTROLLED SELLING SPACES
AND E-COMMERCE

The TOM TAILOR GROUP is planning to continuously optimise
the portfolio of its own stores. Firstly, this will entail con-
tinued expansion of controlled selling spaces. The Company
generally expects to open up to 100 new stores per year in the
retail segment, around 60 of which for the TOM TAILOR brand
and 40 for the BONITA brand. One of the prerequisites for a
new store is a suitable location, which has an overwhelming
impact on profitability and determines whether or not a store
will be opened. As a result, the target number of 100 stores
may be exceeded or not reached at all.

Secondly, the Group believes that to optimise the branch net-
work it is necessary to close businesses whose level of prof-
itability does not meet internal requirements. At present, this
applies to between 30 and 40 stores per year between the
two umbrella brands.

The e-commerce business with the e-shops of the TOM
TAILOR and BONITA umbrella brands is assigned to the retail
segment. This online business is expected to contribute 10%
to consolidated revenue in the medium term.

In the wholesale segment, the Group is also aiming for a con-
tinuous increase in the number of controlled selling spaces for
the TOM TAILOR brand. Alongside Germany and other Euro-
pean countries, the Group will focus on markets outside
Europe like South Africa or the Middle East, harnessing the
expertise and sales structures of the local partner, which also
limits its investment risk. In principle, up to 25 new franchised
stores and 200 to 250 shop-in-shops may be opened per year.

SYSTEMATIC APPROACH
FOR INCREASING PROFITABILITY

The strategy of the TOM TAILOR GROUP and the activities de-
rived from this are aimed at achieving a steady increase in
the Company'’s profits. On the procurement side, the Company
has moved most of its production to Asia and also sources
goods from Turkey. Procurement is coordinated through the
Company’s own purchasing organisation in Asia. This allows
the Group to take advantage of benefits in procurement that
translate into higher gross margins for the individual seg-
ments. The following gross margins are considered sustain-
able: wholesale 45-48%; TOM TAILOR retail 57-60%; BONITA
66-69%. Were a higher gross margin to be achieved, the
amounts saved will be re-invested in the product so as to
increase the quality of the items further.

The TOM TAILOR GROUP consistently aims to offer its cus-
tomers maximum value for money. To do this, the Company
systematically uses extensive information with the goal of
having the right quantities of the products at its stores at the
right time and the right price. In this way, the number of prod-
ucts sold via the controlled selling spaces while maintaining
a constant cost structure will be increased further. Firstly,
this will result in better distribution of fixed costs. Second-
ly, higher sales volumes as well as higher revenue per square
metre will thus be achieved. These will then be reflected in
higher absolute contributions to income and in a positive free
cash flow (cash flow from operating activities less capital
expenditure and interest).



A permanently positive free cash flow will improve the Com-
pany’s ability to finance itself and could also be used in the
medium term for payment of a dividend. This will allow share-
holders to participate in the further development of the TOM
TAILOR GROUP on the basis of the total shareholder return
approach (increase in share price plus dividend).

INTERNAL MANAGEMENT
SYSTEM

FINANCIAL AND NON-FINANCIAL
KEY PERFORMANCE INDICATORS

The internal management system used within the TOM TAILOR
GROUP goes beyond a pure KPI (key performance indicator)
system. It offers a comprehensive overview of financial and
non-financial factors. In addition, leading indicators that could
affect the business are monitored and evaluated.

The Management Board uses a large number of different tools
and indicators to evaluate business developments, enhance its
strategy and make investment decisions.

FINANCIAL KEY PERFORMANCE INDICATORS

A variety of reporting systems are used at the TOM TAILOR
GROUP to measure financial key performance indicators.
These are differentiated at the level of both the overall Group
and by segment. The main financial key performance indica-
tors are revenue, EBITDA and EBITDA margin (broken down to
the level of the individual stores). In addition, key indicators
such as net debt, the equity ratio, working capital and vari-
ous inventory turnover ratios are monitored at Group level.
In the wholesale segment, the figures for pre-orders/orders
received are also used for management purposes.

NON-FINANCIAL
KEY PERFORMANCE INDICATORS

In addition to financial indicators, the TOM TAILOR GROUP
uses a range of non-financial factors, e.g. in order to collect
and evaluate information about how the Company is per-
ceived. Both external surveys (for example, the brand survey
performed by the German magazine DER SPIEGEL or retailer
surveys) and internal studies (for example, customer surveys
in the wholesale segment, or trends in social networks such
as Facebook) are used. The SPIEGEL brand survey, which is
published every two years, is a crucial non-financial key per-
formance indicator that measures TOM TAILOR'’s development
from a consumer perspective with regard to brand aware-
ness, brand ownership and consumers’ purchasing appetite.

LEADING INDICATORS RELEVANT
FOR THE COMPANY

The Management Board receives reports providing varying
levels of detail about operational business developments on
an ongoing basis. Actual data is compared with the planning,
negative variances are analysed, and, where necessary, coun-
termeasures are taken. TOM TAILOR's Management Board
pays particular attention to analysing leading indicators.
These make it possible to draw conclusions about future
business developments. Key leading indicators for the TOM
TAILOR GROUP are incoming orders, cotton price trends, the
USD/EUR exchange rate, the gross margin generated per pur-
chase and like-for-like sales in Company-owned stores. Vari-
ous key performance indicators are also evaluated at store
level, such as the conversion rate and the personnel expenses
per store. The conversion rate is the ratio of the number of
people who enter a store to those who actually buy some-
thing. Special software helps model and optimise personnel
planning and hence ultimately personnel expenses per store.
In addition, regular comparisons are made with the perfor-
mance of relevant competitors.



REPORT ON ECONOMIC POSITION

MACROECONOMIC
AND SECTOR-SPECIFIC
ENVIRONMENT

RECOVERY OF THE GLOBAL ECONOMY
NOT YET APPARENT, WITH CONSIDERABLE
REGIONAL DIFFERENCES

According to figures published by the International Monetary
Fund (IMF), the global economy grew by 3.3% in 2014, on a par
with the previous year. The positive parameters for the global
economy were the very low interest rates and low inflation
rates in the industrialised nations as well as the considerably
lower oil prices in the second half of the year. However, the
growing uncertainty caused by escalating geopolitical ten-
sions and the unresolved structural problems in a number of
advanced and emerging economies perceptibly slowed down
development. In this environment, economic growth was
highly disparate in the different regions.

China is undergoing a transformation process intended to
strengthen the internal economy. While the pace of growth
remains high, it is steadily weakening. The Indian economy, on
the other hand, picked up appreciably following the change in
government, and new infrastructure projects were initiated.
Brazil's economy stagnated. The Russian economy collapsed
during the year due to the slump in oil prices, the significant
capital flight and the fall in value of the ruble. According to
the IMF, emerging market and developing economies grew
by 4.4% in 2014, trailing behind the previous year. By contrast,
advanced economies expanded by 1.8%, a faster rate than be-
fore, driven by an increasingly solid upturn in the United States
and robust development in the United Kingdom. The pace of
economic expansion in Japan remained weak, however.

The euro area witnessed modest growth of 0.9% in 2014. Des-
pite monetary stimulus, the hoped-for significant recovery
failed to materialise as investment activity remained weak
owing to the modest performance of the global economy
and the crisis in Ukraine. Although unemployment receded

somewhat, it remained at a high level at the end of the year
above the 11% mark. The Institut fur Weltwirtschaft (IfW —
Institute for the World Economy) in Kiel estimates that con-
sumer spending of private households in the euro area rose
by 0.9%, propping up the economy. While Ireland, Portugal and
Spain recovered from a low basis on the back of initial suc-
cessful reforms, Italy’s economy actually contracted slightly.
In light of the ongoing economic weakness and the extremely
low inflation rate in the euro area, the ECB had cut its key
rate to a new record low of 0.05% and said it was prepared
to take further quantitative easing measures. In the second
half of 2014, the euro lost considerable ground against the
US dollar in particular.

ROBUST CONSUMPTION IN THE
CORE MARKETS OF THE TOM TAILOR GROUP

The economies of the core international markets for the TOM
TAILOR GROUP developed as follows in 2014:

The Swiss economy grew faster than the euro-zone economy
thanks to brisk investment activity. However, at around 1%,
the expansion of private consumption was only about half
as strong as in the previous year. Austria recorded relatively
modest growth of 0.5%, constrained by factors such as sub-
dued investment and weak exports. The employment situa-
tion was robust and purchasing power benefited from the
falling oil prices. According to the Austrian National Bank, pri-
vate consumption nevertheless remained sluggish on the
whole. At 0.4%, the French economy once again witnessed
extremely weak growth (IMF), with unemployment remaining
at a very high level. Belgium’s Central Bank estimates that the
country’'s economy grew by 1.0%, though private consump-
tion increased only by a modest 0.7% in spite of a slight up-
turn in the labour market. After two years of recession, the
Netherlands returned to a moderate growth trajectory. The
mood among companies and consumers brightened. The
Dutch Central Bank puts GDP growth in 2014 at 0.8%, driven
by exports. Private consumption stagnated in 2014 after pre-
viously declining sharply.



The IfW estimates that the Polish economy saw dynamic
growth of 3.4%. The escalation of the crisis between Ukraine
and Russia crisis weighed on its economy, however. Most of
the South Eastern European countries likewise developed at
a faster pace than the euro area. Slovenia, Bulgaria and Ro-
mania all recorded robust growth. The exception was Croatia,
which reported a drop in economic output.

After a very strong start to the year thanks to the mild winter,
the economic rebound in Germany came to a virtual stand-
still in the summer, only regaining some of its strength at the
end of the year. The crisis-related uncertainty increased and
darkened the mood among companies, curbing their invest-
ment plans, as well as temporarily among consumers. With
1.6% growth, the German economy was nevertheless in good
shape in a difficult international environment, supported by
positive net exports and the strong domestic economy with
higher investments in equipment and construction as well as
brisk consumption. The jobless figure edged down once more
and the number of people in employment rose to an average
of 42.7 million (+0.9%), reaching a new high for the eighth year
in a row. In connection with the low inflation rate, real wages
and the purchasing power of private households increased.
Low interest rates kept the savings rate low. As a conse-
quence, private consumption rose by 2.1% in nominal terms
and by 1.1% in real terms.

German economy in good shape in 2014 —
strong consumer demand was a key driver

Consumer confidence, which had decreased at a high level
during the year, picked up again at year-end. The GfK consumer
confidence index stood at 8.7 points in December 2014, up
substantially on the comparative figure of 7.4 points for the
end of 2013. While economic expectations in December were
still muted, both income expectations and the propensity to
buy increased further month-on-month on the back of the
strong employment figures, the minimum wage and pension
increases as well as falling oil prices, which were perceived by
consumers as providing considerable relief.

FASHION BUSINESS: TAILWIND
CREATED BY THE PROPENSITY TO CONSUME,
DAMPENED BY THE WEATHER

According to the Statistical Office of the European Union
(Eurostat), deflated retail sales in the euro area in 2014 grew
by an average of 1.3% compared with the preceding year. The
Federal Statistical Office (Destatis) calculates that retail sales
in Germany in 2014 rose by 1.7% in nominal terms and by 1.4%
in real terms (excluding vehicles, petrol stations). However,
this data is distorted by disproportionate growth among
pharmacies and sales of cosmetics, pharmaceuticals and
medical products. Adjusted for these, retail companies in Ger-
many generated sales of EUR 459.3 billion in 2014 according
to preliminary calculations by the German Retail Federation
(HDE). This represents an increase in sales of 1.9% in nominal
terms. The retail trade has thus grown for the fifth consecu-
tive year.

Only moderate growth in nominal terms
for German textile and fashion industries due to
unfavourable weather conditions in 2014

According to Destatis, German imports of clothing and cloth-
ing accessories rose by as much as 4.4% up to the end of
November 2014. However, figures released by Destatis show
that sales of textiles, clothing, shoes and leather goods were
up by just 0.8% in nominal terms and actually decreased by
0.1% in real terms. The year developed very unevenly. Septem-
ber, October and November in particular were weak months for
the brick-and-mortar retail trade, mainly due to the weather.
German textile and fashion retail sales therefore trailed behind
total retail sales in 2014. By contrast, the online and mail-order
business again recorded above-average growth in 2014
(Destatis: +7.5% in real terms). According to figures published
by the HDE, online trading generated sales of EUR 39.0 billion
in 2014, accounting for 18% of non-food retail.



SIGNIFICANT EVENTS IN THE
REPORTING PERIOD

NEW CHIEF PRODUCT DEVELOPMENT
AND PROCUREMENT OFFICER

The management of operations and the further development
of the BONITA umbrella brand were reorganised, leading to
Udo Greiser being appointed as the sole managing director of
BONITA GmbH effective 1 February 2014. In line with this, his
appointment as the Chief Product Development and Procure-
ment Officer (CPO) on TOM TAILOR Holding AG’s Management
Board was terminated with effect from 28 February 2014.
Daniel Peterburs was appointed as the new CPO on the Man-
agement Board effective 1 March 2014. He is responsible for
Product Development, Procurement and Licences.

FOSUN INVESTS IN TOM TAILOR HOLDING AG
AS A NEW MAJOR SHAREHOLDER

Effective 8 August 2014, Fidelidade-Companhia de Seguros SA,
Portugal’s largest insurance company and an indirectly owned
subsidiary of Fosun International Limited, HKEx stock code:
00656 (hereinafter referred to as Fosun), invested in TOM TAILOR
Holding AG. The new investor, together with the management
of TOM TAILOR Holding AG, acquired a stake of 23.16% from
the former major shareholder Versorgungs- und Forderungs-
stiftung, Vaduz/Liechtenstein.

Fosun is a leading investment group headquartered in Shang-
hai/China with a global foothold. Its long series of investments
in foreign companies are manifested in the Group’s invest-
ment strategy of “Combining China’s Growth Momentum
with Global Resources”. Fosun and the funds under its manage-
ment have invested in a number of established consumer goods
brands including the well-known Greek fashion retail group
Folli Follie, the upscale US female apparel brand St. John and
the high-end Italian menswear manufacturer Caruso. Con-
sumer good brands are a major investment focus for Fosun. In
Germany, Fosun has held, among others, an equity interest in
Kleinwort Benson Group, the controlling shareholder of BHF-
BANK AG, since March 2014.

GROUP FORECAST REVISED
IN NOVEMBER 2014

At the beginning of 2014, the TOM TAILOR GROUP had expected
to be able to generate consolidated revenue of at least
EUR 950 million with a recurring EBITDA margin of around
10%. In November 2014, the Company then had to revise its
expectations for 2014 downwards and at this time estimated
that it would generate revenue of between EUR 925 and EUR
935 million as well as a recurring EBITDA margin of 9.2% to
9.7%. This revision had to be made due to the extreme weather
conditions in September and October, which resulted in a
much lower footfall throughout the German market and
therefore led to significantly lower sales than projected. With
revenue of EUR 932.1 million and a recurring EBITDA margin
of 9.4%, the actual figures for 2014 are within the range of the
revised Group forecast of November 2014.

RESULTS OF OPERATIONS,
FINANCIAL POSITION
AND NET ASSETS

RESULTS OF OPERATIONS
Consolidated Revenue up 2.7%

The TOM TAILOR GROUP's revenue rose by 2.7% in financial
year 2014 to EUR 932.1 million (2013: EUR 907.2 million).

Development of Consolidated Revenue (in EUR million)
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The BONITA umbrella brand generated revenue of EUR 324.9
million in the year under review (2013: EUR 350.7 million), ac-
counting for 34.9% of consolidated revenue (2013: 38.7%). The
revenue of the TOM TAILOR umbrella brand increased by 9.1%
in 2014 to EUR 607.2 million (2013: EUR 556.5 million).

In the fourth quarter of 2014, consolidated revenue rose by
0.7% to EUR 253.1 million (Q4/2013: EUR 251.2 million). The in-
crease in revenue in this period can be attributed exclusively
to the TOM TAILOR brands, whose revenue climbed 9.5% in the
fourth quarter to EUR 169.4 million (Q4/2013: EUR 154.7 mil-
lion). As expected, BONITA's revenue in the fourth quarter of
2014 at EUR 83.7 million (2013: EUR 96.5 million) was signifi-
cantly lower than in the year-earlier period, in which revenue
had been high on the back of strong promotional sales.

Revenue by Region

In Germany, the TOM TAILOR GROUP lifted its revenue by 1.8%
in 2014 to EUR 601.4 million (2013: EUR 590.7 million). BONITA
accounted for EUR 237.8 million of this figure (2013: EUR 248.0
million). Revenue growth was also strong outside Germany.
The TOM TAILOR GROUP’s revenue abroad totalled EUR 330.7
million (2013: EUR 316.5 million), which was a year-on-year in-
crease of 4.5%. This was primarily driven by increased business
activities in South-Eastern Europe and the Group’s expansion
in its core international markets — Austria, Switzerland, the
Benelux countries and France. BONITA accounted for EUR 87.1
million of international revenue (2013: EUR 102.7 million).

Revenue by Region (in EUR million)

HE Germany H B Foreign countries
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Segment Reporting

Segment reporting in the TOM TAILOR GROUP is basically div-
ided into the retail and wholesale segments. The retail seg-
ment comprises the brick-and-mortar retail and outlet stores
operated by the Group and its e-commerce activities. The
latter consist of its own e-shops and e-commerce partner-
ships with mail-order companies. Following the acquisition of
BONITA in 2012, reporting in the retail segment was extended
to include BONITA. As a result, a distinction is now made be-
tween the TOM TAILOR and BONITA umbrella brands.

Three segments reflect the Group’s business structure:
Strong market coverage by TOM TAILOR retail
and BONITA as well as TOM TAILOR wholesale

In the wholesale segment, the Company distributes TOM
TAILOR products to business customers, who sell these to
end customers via different sales channels. These include fran-
chise stores, shop-in-shops and multi-label sales outlets.

There are a total of three reportable segments (TOM TAILOR
retail, TOM TAILOR wholesale and BONITA).

Revenue by Segment (in EUR million)

HE TOMTAILOR Wholesale HE TOMTAILOR Retail BONITA

350.7 324.9
153.9
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Revenue Decreases Slightly across the Retail Business
Aggregate revenue from the directly operated retail busi-
ness fell slightly by 0.7% to EUR 600.4 million in financial year
2014 (2013: EUR 604.8 million). This was mainly attributable to
the revenue decline at BONITA, which was only partly com-
pensated by the revenue growth in the TOM TAILOR retail
segment. Owing to the rise in revenue in the wholesale seg-
ment at the same time, the share of consolidated revenue
attributable to the two retail segments therefore decreased
marginally to 64.4% (2013: EUR 66.7%). On account of the on-
going trend towards controlled selling spaces, the retail share
is expected to continue growing in the future.

TOM TAILOR Retail Segment Records 8.4% Growth in 2014 —
EBITDA Virtually Unchanged

TOM TAILOR Retail Segment — Key Data

2014 2013

Revenue (in EUR million) 275.5 254.1
Growth (in %) 8.4 23.5
on a like-for-like basis (in %) 1.4 5.9
Number of stores 382 354
recurring EBITDA (in EUR million) 25.3 25.5
recurring EBITDA margin (in %) 9.2 10.0

The expansion of the TOM TAILOR retail segment remains
a key growth driver for the TOM TAILOR GROUP. Revenue
in this segment surged by 8.4% in 2014 to EUR 275.5 million
(2013: EUR 254.1 million). At 45.4%, the share of TOM TAILOR
brand revenue accounted for by retail sales remained virtually
unchanged on the previous year (2013: 45.7%) because the
wholesale business also recorded strong growth.

On a like-for-like basis (i.e. excluding expansion), revenue
growth in the TOM TAILOR retail segment amounted to 1.4%
(2013: 5.9%) amid challenging market conditions. Thus, TOM
TAILOR again outperformed the sector as a whole (market in
2014: -3%). Like-for-like growth in the fourth quarter amounted
to 2.2% (Q4/2013: 2.9%) in spite of the mild weather condi-
tions.

At 382, the number of retail stores rose by 28 since 31 De-
cember 2013. Altogether, 44 new stores were opened and 16
stores were closed. Of the 382 retail stores, 154 are in Germany
and 228 are in other countries. The e-commerce revenue of
the TOM TAILOR brands increased by 7.6% year-on-year in
2014 to EUR 42.6 million (2013: EUR 39.6 million), thus show-
ing considerably stronger growth than like-for-like revenue.

TOM TAILOR retail remains one of the Group’s
most important growth drivers

Amounting to EUR 25.3 million in 2014, recurring earnings be-
fore interest, taxes, depreciation and amortisation (recurring
EBITDA) in the TOM TAILOR retail segment remained nearly
constant year-on-year (2013: EUR 25.5 million). The gross mar-
gin receded slightly to 58.9% (2013: 59.7%) due in particular
to the difficult market conditions in the second half of 2014.
Other operating expenses developed at the same rate as rev-
enue. At 9.2%, the recurring EBITDA margin was therefore also
down 0.8 percentage points on the prior year (2013: 10.0%). As
in the previous year, there were no one-off expenses or in-
come in the TOM TAILOR retail segment in financial year 2014
that had been deducted to calculate recurring EBITDA.

Number of Retail Stores

EE TOMTAILOR HHE BONITA
1,013 »
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BONITA Revenue down 7.4% — Recurring EBITDA up 19.6%

Bonita Segment — Key Data

2014 2013

Revenue (in EUR million) 324.9 350.7
Growth (in %) =2 —*
on a like-for-like basis (in %) -9.9 -4.6
Number of stores 1,013 1,010
recurring EBITDA (in EUR million) 25.6 21.4
recurring EBITDA margin (in %) 7.9 6.1

* not comparable due to the initial consolidation during 2012

The BONITA segment exclusively comprises own stores and
the brand’s own e-shop. BONITA generated revenue of EUR
324.9 million in financial year 2014, a decrease of 7.4% com-
pared with the prior-year level (2013: EUR 350.7 million). On
a like-for-like basis, revenue in 2014 was down 9.9% (2013:
-4.6%) — mainly the result of a conscious reduction of pro-
motional and sales activities in the past financial year, which
had substantially increased revenue in the 2013 comparative
period. Against this background, the share of consolidated
revenue for 2014 accounted for by the BONITA segment fell
to 34.9% (2013: 38.7%). BONITA’s proportion of total revenue
generated by the entire retail segment accordingly amounted
to 54.1% in 2014 (2013: 58.0%).

BONITA revenue down mainly
due to the conscious reduction of promotional
and sales activities

In the fourth quarter of 2014, BONITA generated revenue of
EUR 83.7 million, a decrease of 13.3% on the prior-year level
(Q4/2013: EUR 96.5 million). This was due to the high revenue
that had been generated from promotional sales in the same
period in 2013. On a like-for-like basis, revenue in this period
decreased by 13.1% (Q4/2013: -3.5%).

The number of BONITA stores rose by three as against 31 De-
cember 2013 to 1,013. Altogether, 27 new stores were opened
and 24 stores were closed. Of the 1,013 stores, 720 are in Ger-
many and 293 are in other countries. The BONITA e-shop grew
significantly, generating revenue of EUR 3.2 million in 2014
(2013: EUR 1.2 million).

Recurring EBITDA in the BONITA segment increased by 19.6%
to EUR 25.6 million in 2014 (2013: EUR 21.4 million). Reported
EBITDA including one-off items and special factors of EUR 0.9
million amounted to EUR 24.7 million in 2014, which is also a
substantial improvement on the prior-year figure (2013: EUR
12.0 million). The increase in recurring EBITDA is mainly attri-
butable to the sharp rise in the gross margin, which climbed
6.6 percentage points year-on-year to 68.1% (2013: 61.5%).
In addition to the scaling back of the promotional and sales
activities, this positive development compared with the pre-
vious year was attributable in particular to the integration of
BONITA in the TOM TAILOR GROUP’s purchasing organisation
and the associated improvement in purchasing conditions. In
the fourth quarter of the year under review, the gross margin
was 71.2% — also significantly higher than the figure for the
same quarter of the previous year (Q4/2013: 60.0%).

Significantly Higher Revenue and EBITDA for the
TOM TAILOR Wholesale Segment

TOM TAILOR Wholesale Segment — Key Data

2014 2013

Revenue (in EUR million) 331.7 302.4
Growth (in %) 9.7 12.0
Number of shop-in-shops 2,686 2,269
Number of franchise stores 206 197
recurring EBITDA (in EUR million) 36.3 30.3
recurring EBITDA margin (in %) 11.0 10.0

The revenue of the TOM TAILOR wholesale segment increased
by 9.7% in financial year 2014 to EUR 331.7 million (2013: EUR
302.4 million). The segment thus accounted for 54.6% of the
TOM TAILOR brand’s revenue (2013: 54.3%) and for 35.6% of
consolidated revenue (2013: 33.3%). In Germany, the revenue
of the wholesale segment was boosted by 8.4% to EUR 211.2
million (2013: EUR 194.8 million). Outside Germany, revenue
increased by 12.0% to EUR 120.5 million (2013: EUR 107.6 mil-
lion). In the fourth quarter, the revenue of the wholesale seg-
ment rose by 9.1% to EUR 82.4 million (2013: EUR 75.6 million).
The number of shop-in-shops rose by 417 as against 31 De-
cember 2013 to 2,686. The number of franchise stores in-
creased by nine to 206.



Recurring EBITDA in the wholesale segment was lifted by
EUR 6.0 million in financial year 2014 to EUR 36.3 million (2013:
EUR 30.3 million). Reported EBITDA increased by EUR 7.6 mil-
lion in 2014 to EUR 34.2 million (2013: EUR 26.6 million). Besides
revenue growth, this increase was mainly due to the opti-
misation of procurement processes and the improvement in
the gross margin from 43.5% to 44.7%. In the fourth quarter
of 2014, the gross margin stood at 41.4%, down on the figure
for the prior-year quarter (Q4/2013: 43.7%).

Robust growth for TOM TAILOR wholesale in Germany
and abroad thanks to expansion of shop-in-shop spaces
and franchise stores

Other Operating Income Falls Slightly

by EUR 0.7 million

Other operating income declined by EUR 0.7 million to EUR 26.7
million in financial year 2014. The key reason for this decrease
is the EUR 2.6 million lower insurance payouts in the year
under review for damage to goods in transit. Licence income
from the out-licensing of the TOM TAILOR brand (2014: EUR 5.5
million), rental income (2014: EUR 4.4 million) and foreign ex-
change gains (2014: EUR 4.3 million) also made a notable
contribution to this item.

Group’s Gross Margin up 2.0 Percentage Points

to 57.0%

The cost of materials in the TOM TAILOR GROUP was reduced
by 2.0% to EUR 400.4 million in 2014 (2013: EUR 408.3 million).
Gross profit thus increased by 6.6% from EUR 499.0 million to
EUR 531.8 million. The gross margin widened by 2.0 percent-
age points to 57.0% in the reporting period (2013: 55.0%). The
increase in gross profit and the gross margin were mainly attri-
butable to the further expansion of TOM TAILOR's purchasing
organisation in Asia and the integration of BONITA — both
factors that led to the leveraging of price advantages through
the higher purchasing volume — and to the scaling back of
promotional and sales activities, especially in the BONITA
segment.

In the last quarter of the past financial year, the gross mar-
gin was up significantly on the prior-year period at 57.8%
(Q4/2013: 55.8%). This was largely due to the improvement in
the gross margin in the BONITA segment compared with the
previous year.

Personnel Expenses up 1.4% Year-on-Year

Personnel expenses rose by 1.4% in 2014 to EUR 196.2 million
(2013: EUR 193.5 million), mainly due to scheduled wage and
salary increases. In 2014, personnel expenses also included one-
off items and special factors of approximately EUR 0.8 million.
The personnel expense to revenue ratio fell to 21.0% in the
reporting period (2013: 21.3%). The TOM TAILOR GROUP em-
ployed 6,466 people as at 31 December 2014 (previous year:
6,499), of whom 3,920 worked at BONITA (previous year: 4,229).

Other Operating Expenses Increase by 3.4%

Other operating expenses were up 3.4% on the prior-year pe-
riod at EUR 278.0 million (2013: EUR 268.8 million). This in-
crease in the year under review is primarily attributable to
higher rental expenses, which rose by 5.7% in 2014 to EUR
126.9 million (2013: EUR 120.0 million) due to normal rent in-
creases and the expansion of retail activities. The number of
retail stores rose by 31 year-on-year to 1,395 at the 31 De-
cember 2014 reporting date. Further key elements of other
operating expenses are logistics costs for order picking of
EUR 21.0 million (2013: EUR 20.5 million), marketing expenses
of EUR 26.5 million (2013: EUR 29.3 million) and outgoing ship-
ping costs of EUR 11.5 million (2013: EUR 9.8 million).

Recurring Earnings before Interest, Taxes,

Depreciation and Amortisation (EBITDA) up 13.0%

Recurring EBITDA in the TOM TAILOR GROUP climbed 13.0%
to EUR 87.2 million in the year under review (2013: EUR 77.2
million). The main causes of the much higher increase in re-
curring EBITDA compared with revenue growth were the
growth in the gross margin and in absolute gross profit. This
increase more than compensated for the rise in personnel
expenses and in other operating expenses. At 9.4%, the re-
curring EBITDA margin for 2014 was therefore 0.9 percentage
points higher than in the previous year (2013: 8.5%).



In the fourth quarter of 2014, recurring EBITDA rose slightly
by 0.9% year-on-year to EUR 30.3 million (Q4/2013: EUR 30.0
million), with the increase in recurring EBITDA at BONITA of
EUR 2.4 million compensating for the decrease in recurring
EBITDA of EUR 2.2 million in the TOM TAILOR retail segment.

Recurring EBITDA margin up
0.9 percentage points to 9.4% in 2014 mainly
due to higher gross profit margin

Reported EBITDA was boosted by a substantial 31.5% in 2014
to EUR 84.3 million on account of the positive development of
business in the TOM TAILOR wholesale and BONITA segments
(2013: EUR 64.1 million). While one-off items and special
factors of EUR 13.1 million had weighed on reported EBITDA
in the previous year, one-off items and special factors of just
EUR 3.0 million were incurred in financial year 2014. These one-
off items and special factors primarily consist of deferred
financing costs and one-time personnel expenses.

Development of Recurring EBITDA, Group (in EUR million)
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Depreciation, Amortisation and Impairment Losses Down
Substantially Year-on-Year

Depreciation, amortisation and impairment losses amounted
to EUR 51.0 million in 2014, down EUR 6.6 million on the prior-
year figure (2013: EUR 57.7 million). This decrease is primarily
attributable to the BONITA segment, in which depreciation/
amortisation/impairment losses declined by EUR 5.0 million
in 2014 compared with the previous year. The main reason for
this decline is an extension of the service life of the ERP soft-
ware, which can be used for longer than originally expected.
Depreciation/amortisation/impairment losses for the TOM
TAILOR GROUP in the reporting period contrasted with capital
expenditure of EUR 21.2 million (2013: EUR 26.9 million).

Improved Financial Result

At EUR -17.5 million, the financial result in 2014 was lower
than in the previous year (EUR -18.3 million). This improvement
is primarily attributable to the repayment of liabilities to banks
and the reduction of net debt. In 2014, the financial result in-
cludes expenses of EUR 2.7 million relating to the refinancing
measures implemented in 2012, which are being amortised
over the term of the financing (2013: EUR 3.5 million).

Income Taxes up 13.6%

Income tax expense amounted to EUR 5.0 million in 2014
(2013: EUR 4.4 million). The tax expense is mainly comprised of
current taxes of German and international Group companies
for 2014, the reversal of deferred tax assets on account of the
use-related reduction of tax loss and interest carryforwards
as well as prior-period tax expenses in connection with the
ongoing external tax audit at the German Group companies.

With net income before income tax of EUR 15.8 million (2013:
pre-tax loss of EUR -11.8 million), the effective tax rate was
thus 31.9% (2013: 37.1%). The effective tax rate results from the
limited tax deductibility in Germany of rental and financing
expenses as well as the non-recognition of deferred tax assets
on losses of the international Group companies.
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Recurring Net Income for the Period Increases from EUR higher than the negative prior-year figure (2013: EUR -16.2
1.7 Million to EUR 21.1 Million million) and led to earnings per share of EUR 0.28 (2013: EUR
Recurring net income for the period rose significantly by -0.87). After the acquisition of BONITA in 2012, the TOM TAILOR
EUR 19.4 million in financial year 2014 to EUR 21.1 million = GROUP is thus reporting a positive result again for the past
(2013: EUR 1.7 million). The recurring earnings per share (EPS)  financial year, also at the level of the net income reported
amounted to EUR 0.68 (2013: EUR -0.14). At EUR 10.8 million,  for the period.

the net income reported for the period was also significantly

Reconciliation to Recurring Net income for the Period

EUR thousand 2014 2013
Net income for the period 10,752 -16,241
Income taxes 5,027 4,397
Net income before income tax 15,779 -11,844
Financial result 17,463 18,301

One-off items/special factors

of which in depreciation, amortisation and impairment losses:

Amortisation from TOM TAILOR (PPA) from 2005 4,696 4,696
Amortisation from Bonita (PPA) from 2012 4,481 4,276
of which in financial result:
Financing costs/Bonita acquisition 2,653 3,538
of which in EBITDA:
Cost of Bonita integration 663 10,705
Borrower’s note loans and refinancing costs 1,301 873
Other one-off items/special factors 1,009 1,513
2,973 13,091
Aggregate one-off items/special factors, net of tax effect 14,803 25,601
Recurring EBIT 45,392 28,520
as % of revenue 4.9% 3.1%
Depreciation, amortisation and impairment losses (net of amortisation from PPA) 41,854 48,702
Recurring EBITDA 87,246 77,222
as % of revenue 9.4% 8.5%
Depreciation, amortisation and impairment losses (net of amortisation from PPA) -41,854 -48,702
Financial result (net of one-off items/special factors) -14,810 -14,763
Recurring net income before income tax 30,582 13,757
Income taxes -5,027 -4,397
Imputed tax effect (30%) on aggregate one-off items/special factors -4,441 -7,680
Recurring net income for the period 21,114 1,680
Recurring earnings per share after deduction of minority interests 0.68 -0.14
Earnings per share after deduction of minority interests 0.28 -0.87
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FINANCIAL POSITION

Liquidity and Financial Management Principles

Financial management is performed centrally by the TOM
TAILOR GROUP's headquarters in Hamburg. The goal is to
ensure consistent, Group-wide liquidity management, make
optimum use of the available liquidity and guarantee the TOM
TAILOR GROUP's ability to meet its financial obligations. On
this basis, the TOM TAILOR GROUP's financial management
aims to maintain sufficient liquidity for the Company’s future
growth at all times. The cash generated by operating activi-
ties and the available bank lines of credit are a key source of
financing.

The TOM TAILOR GROUP’s long-term financial management
is based on its corporate strategy, with short- and medium-
term financial management focusing primarily on the re-
quirements of operating activities. Rolling cash flow planning
and daily liquidity reports are used to determine liquidity re-
quirements.

The TOM TAILOR GROUP enhances its financial flexibility and
reduces its reliance on banks through a range of financial in-
struments and measures. It also maintains good business
relationships with the consortium banks. Together, these fac-
tors contribute to achieving a strong negotiating position and
optimum borrowing terms.

The TOM TAILOR GROUP covers its financing needs by main-
taining a balanced debt-to-equity ratio, which ensures both
financial stability and sufficient flexibility. The Group aims for
an equity ratio of more than 30% in the long-term. This goal
was achieved as at 31 December 2014 with an equity ratio of
30.3%.

The TOM TAILOR GROUP monitors and analyses the financing
opportunities on the financial markets and trends in fi-
nancing availability very closely in order to ensure it maintains
adequate liquidity over the long term. In May 2013, a portion
of the previous short-term financing entered into as part of
the BONITA acquisition amounting to EUR 80 million was

replaced by the successful issuance of borrower’s note loans.
The issue was placed mainly with institutional investors in
Germany and other European countries. The borrower’s note
loan has three tranches with maturities of 2.6, 3.6 and 5 years,
and bears both fixed and variable rates of interest. It matures
no later than the end of May 2018, depending on the maturity
of the individual tranches. As is the case with the existing
bank finance, continuation of the loan finance is dependent
on compliance with certain financial covenants (EBITDA/net
interest income, net debt/EBITDA and equity ratio); these
are to be calculated on the basis of the consolidated fi-
nancial statements prepared in accordance with Interna-
tional Financial Reporting Standards (IFRSs). The TOM TAILOR
GROUP met all of the existing financial covenants in 2014.

The TOM TAILOR GROUP covers its
financing needs by maintaining a balanced
debt-to-equity ratio

In addition to the borrower’s note loan, the bank finance
comprises a current account overdraft facility of EUR 137.5
million (utilisation as at 31 December 2014: EUR 57.5 mil-
lion), a guaranteed line of credit in the amount of EUR 137.5
million (utilisation as at 31 December 2014: EUR 100.0 mil-
lion) and existing term loans of EUR 75 million. The variable
effective interest rate for the lines drawn down is based on
three-month and six-month EURIBOR plus a margin that
ultimately depends on the ratio of net debt to EBITDA. The
bank lines of credit are available to the TOM TAILOR GROUP
until 19 June 2015 plus a one-year extension option in each
case. This means that financing for the Group is secured. Con-
clusion of a refinancing agreement in relation to the existing
syndicated financing is planned for the first half of 2015 to
safeguard a stable, growth-orientated financing structure for
the long term and to benefit from the prevailing favourable
financing conditions.



Operating Cash Flow up 17.8% Year-on-year

TOM TAILOR GROUP —
Development of Key Cash Flows 2014

EUR million 2014 2013
Operating cash flow 70.3 59.7
Change (in %) 17.8 192.6
Net cash provided by investing activities 26.5 26.0
Free cash flow 31.8 20.8

Change (in %) 52.9 —*

* not comparable due to the acquisition of BONITA in 2012

Cash generated from operations rose by 17.8% or EUR 10.6
million to EUR 70.3 million in financial year 2014 (2013:
EUR 59.7 million), primarily due to the year-on-year increase
of EUR 27.0 million in net income for the period. The improve-
ment in net income for the period stood in contrast to the
decline in non-cash depreciation/amortisation/impairment
losses of EUR 6.6 million as well as the year-on-year increase
in tax payments of EUR 6.4 million. The EUR 14.2 million in-
crease in inventories contrasted with higher liabilities, also of
EUR 15.5 million, as at 31 December 2014.

Improved operating cash flow is reflected in
a significantly higher free cash flow

Net cash used in investing activities amounted to EUR 26.5
million in financial year 2014 and therefore hovered around
the prior-year level (2013: EUR 26.0 million). Investments in
controlled selling spaces in 2014 were lower than in 2013,
however. Purchases of intangible assets and property, plant
and equipment accordingly declined to EUR 21.2 million (2013:
EUR 26.9 million). In addition to the investments in controlled
selling spaces, further shares in consolidated subsidiaries
were acquired in the year under review, leading to purchase
price payments of EUR 6.0 million being incurred.

The net amount of net cash provided by operating activities
and net cash used in investing activities (free cash flow) im-
proved by EUR 11.0 million to EUR 31.8 million in the reporting
period (2013: EUR 20.8 million).

At EUR 42.1 million (2013: EUR 27.0 million), net cash used in
financing activities was significantly higher than in the prior-
year period. In connection with the issuance of a borrower’s
note loan, financial liabilities totalling EUR 80.0 million had
been incurred the previous year and a total of EUR 29.5 million
redeemed through a cash capital increase. The cash proceeds
from the two measures were immediately used to repay fi-
nancial liabilities totalling EUR 133.0 million. By contrast,
the disbursements in financial year 2014 are predominantly
attributable to the repayment of financial liabilities in the
amount of EUR 40.8 million. These primarily comprise repay-
ments for long-term bank loans on schedule in the amount
of EUR 15.0 million (2013: EUR 10.0 million) as well as the
repayment of the available bank line of credit. Liquidity fell
by EUR 10.2 million to EUR 36.9 million compared with the
previous year. Net debt amounted to EUR 202.9 million as at
31 December 2014 (2013: EUR 218.5 million).

Payments to Acquire Intangible Assets and Items

of Property, Plant and Equipment Totalling

EUR 21.2 Million

A total of EUR 21.2 million (2013: EUR 26.9 million) was in-
vested Group-wide in the past financial year to further ex-
pand controlled selling spaces in all three segments. Of that
amount, EUR 5.4 million was invested in the TOM TAILOR
retail segment (2013: EUR 8.5 million) and EUR 7.2 million
in the TOM TAILOR wholesale segment (2013: EUR 8.2 mil-
lion). Capital expenditure in the retail business largely related
to shop fittings and fixtures for the new stores. A total of
EUR 4.7 million was spent on new selling spaces in the whole-
sale segment. The remaining EUR 2.5 million mainly related
to IT and other infrastructure. BONITA invested a total of
EUR 8.6 million in 2014 (2013: EUR 10.2 million), primarily in
shop fittings for new stores and in remodelling and expand-
ing existing stores as well as in the IT/software infrastructure.



Selected Figures for Net Assets,
Financial Position and Results of Operations

EUR million 2014 2013 2012
Equity 239.2 221.7 218.9
Non-current liabilities 308.1 331.6 300.6
Current liabilities 241.6 206.3 251.7
Financial liabilities 239.9 265.6 301.2
Cash funds 36.9 471 53.4
Net debt 202.9 218.5 247.8
Total assets 788.9 759.6 771.2
NET ASSETS

Intangible Assets Down EUR 13.3 Million

Alongside brands, the intangible assets item includes the cus-
tomer base, beneficial leases and licences that were realised
by the identification of hidden reserves in the course of pur-
chase price allocation for the acquisition of the TOM TAILOR
operating business by TOM TAILOR Holding AG in 2005. During
the BONITA purchase price allocation in 2012, a total of EUR
187.7 million was added for the BONITA brand and a further
EUR 20.4 million from the recognition of hidden reserves was
included in BONITA’s current leases. The brands and goodwill
reported are tested for impairment on an annual basis. With
regard to the customer base, a distinction is made between
regular customers, franchise partners, shop-in-shop cus-
tomers and multi-label customers. The customer base and
licences identified at that time are amortised on a straight-
line basis over their respective useful lives. The leases recog-
nised are also amortised on a straight-line basis. In addition
to the hidden reserves identified in 2005 and 2012, the intan-
gible assets item largely comprises key money paid for new
selling spaces, as well as software licences.

In the financial year ended, intangible assets decreased by
EUR 13.3 million to EUR 324.0 million (2013: EUR 337.3 million),
mainly due to amortisation.

Property, Plant and Equipment Down EUR 10.6 million
Property, plant and equipment mainly includes leasehold im-
provements made to fit out and remodel Company show-
rooms, as well as shop fittings and fixtures for the Company'’s
own stores. The logistics site operated by BONITA, including
the land, warehouse and operating facilities, is also included
in property, plant and equipment.

Taking into account capital expenditure and depreciation and
impairments, property, plant and equipment declined slightly
by EUR 10.5 million to EUR 149.1 million in 2014 (2013: EUR
159.6 million).

Net Working Capital Virtually Constant

Net working capital is calculated as the sum of inventories
and trade receivables less trade payables at the reporting
date.

Amounting to EUR 165.7 million at the reporting date, in-
ventories were up EUR 27.9 million on the prior-year figure
(2013: EUR 137.8 million). The increase is attributable in par-
ticular to the higher number of stores operated by the Group
itself as well as to order- and sales-related volume growth.
Trade receivables increased by 8.9% to EUR 52.2 million at
the reporting date (2013: EUR 47.9 million), largely as a result
of the higher business volume in the wholesale segment in
2014. Trade payables grew to EUR 143.8 million at the report-
ing date (2013: EUR 111.8 million), due mainly to the expansion
of operations as well as the adjustment of payment terms in
connection with purchasing from Asian suppliers.

On the whole, net working capital as at 31 December 2014
was therefore only marginally higher, rising by 0.3% to EUR
74.1 million (2013: EUR 73.9 million), and hence accounted for
7.9% of consolidated revenue (2013: 8.1%).
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Financial Liabilities Reduced

Under the non-current liabilities, non-current financial liabil-
ities as at 31 December 2014 decreased by EUR 29.6 million
year-on-year to EUR 209.6 million (2013: EUR 239.1 million).
This reduction is largely due to the repayments on schedule
and the lower utilisation of the long-term bank lines of
credit available.

Current financial liabilities were up EUR 3.8 million at the re-
porting date to EUR 30.3 million (2013: EUR 26.5 million),
because the EUR 5.0 million tranche of the borrower’s note
loan falling due in 2015 was reported under current liabilities
as at 31 December 2014 for the first time.

Equity Ratio Increases to 30.3%

Consolidated net accumulated losses were reduced to EUR
94.4 million on account of the net income for the period of
EUR 7.2 million attributable to the shareholders (2013: net
loss of EUR 21.2 million). Overall, equity rose to EUR 239.2 mil-
lion (2013: EUR 221.7 million), increasing the equity ratio to
30.3% (2013: 29.2%).

Off-Balance-sheet Financial Instruments

The Company does not use any off-balance-sheet financing
instruments such as factoring, asset-backed securities, sale
and leaseback transactions, or contingent liabilities involving
special-purpose entities not included in the consolidated fi-
nancial statements.

The TOM TAILOR GROUP has a small number of other oper-
ating leases, for example for IT equipment and company ve-
hicles. Off-balance-sheet financial instruments therefore do
not have any material effect on the Group’s net asset position.

Rating

The TOM TAILOR GROUP has sufficient bank lines of credit
and does not make use of financing instruments such as
bonds or commercial paper. Consequently, the TOM TA