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To Our
Shareholders

Scott H. Baxter \We entered 2020 focused on our key strategies
CHIEF EXECU;F:,EESBDFT:',\ICT;; and looking forward to completing our first year as
a standalone public company, with our two iconic
consumer brands, Wrangler' and Lee". Our 14,000
global employees stood united in bringing to life
our company's slogan, “Inspiring Confidence,
Every Day.” And our Purpose and Values served
as our North Star, guiding us to make every

decision with our stakeholders in mind.

Then, not far into that journey, the COVID-19
pandemic challenged us in ways that none

of us could have predicted. But our response
demonstrated the resilience of our company.
We worked smarter. We sharpened our focus.
And we persevered — with a combination of
passion, purpose and humility — to keep our
strategy on course and build the confidence of
our employees, customers, partners, communities
and you, our shareholders.
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Unprecedented Year, Unflinching Response

Beginning in late 2019, our global leadership team was already closely
monitoring the status of COVID-19. By early 2020, we were meeting daily
to share updates, work with our colleagues, address the needs of our
employees and partners, and navigate the impacts of the virus on

our business in Asia-Pacific (APAC). As the crisis unfolded in that region,
approximately 90 percent of our owned and partner stores were closed
and most of our employees were working remotely. In the following months,
we would experience disruption globally, with pronounced impacts within
our European and North American businesses, and a significant portion
of our retail and partner stores closed.

We firmly believe that we can achieve great things together when we
“show up to take care of one another.” That belief was at the core of our
culture before the pandemic hit, and it was front and center in our response
as we witnessed its devastating impacts around the world. Taking care
of our greatest asset — the thousands of hard-working Kontoor employees
around the globe — was, and remains, our top priority.

AS COVID-19 CONTINUED TO SPREAD IN THE FIRST QUARTER OF
2020, WE PROACTIVELY ENACTED A NUMBER OF MEASURES FOR
THE HEALTH AND SAFETY OF OUR EMPLOYEES, INCLUDING:

Closing our owned retail stores, Implementing enhanced cleaning
first in China, and then in other and sanitation protocols;
locations globally;
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Enacting global travel restrictions
for all employees;

Establishing remote working
protocols, which remain in
effect for many locations and
are reviewed regularly in light
of evolving local health and
governmental guidelines;

Meeting regularly as a task
force to ensure best practices
across our operations; and

Listening to our employees
to understand their needs and
learning from public health
experts around the globe to
determine how best to respond.




Despite the ever-evolving circumstances, our employees remained dedicated
to our work. Frontline teams within our manufacturing, distribution and retail
operations continued to serve our consumers and customers — including
three of our largest retail partners (Walmart, Amazon and Target) - who
remained open to provide essential goods throughout the pandemic.
Our office teams worked from home wherever possible, transitioning our
design work and fittings to a virtual setting to keep production on track.

We also moved swiftly to safeguard the financial health of our
company. Kontoor's decisive actions to enhance liquidity in
the face of uncertainty included drawing on our revolving
credit facility, imposing temporary salary reductions
and furloughs, and temporarily suspending our
dividend. Furthermore, we leveraged our owned
and operated manufacturing to quickly

realign capacity with changing demand

and marketplace conditions. /,, .
Despite the

Because of our teams' quick actions, hard work, dedication and e\/er—e\/o/\//ng
focus on our long-term success, we've been able to reverse many circumstances
of these actions. For example, in the fourth quarter, our Board our em /O ees/
of Directors reinstated the payment of a quarterly cash dividend, . proy

. . . . ' remained
reflecting its confidence in our business and go-forward strategies. dedicated t

eqalicate (@)

The impact of the virus is far from behind us. But I'm truly humbled our work.”

by the way our teams have risen to the occasion in the face of

great disruption and uncertainty. The combination of our deep

apparel experience and the diverse perspectives of our employees brought
a resolve and ingenuity to this unprecedented situation. For me, it's been a
moment unlike any other in my career. It reaffirms my long-held leadership
philosophy: With good people around you, you can overcome anything.
There's no team in the world with whom I'd rather navigate this storm.
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Accelerating Improvement
The pandemic significantly affected our results in the first half of the year,
and that impact is clearly reflected in our summary of full-year results on
Page 13. However, thanks to the measures we took across our
brands and around the world, we ended 2020 with accelerating

improvement. Our fundamentals are solid. We are committed to
our long-term total shareholder return (TSR) model. | take

that as strong evidence that we have the right strategies
in place.

HERE'S FURTHER EVIDENCE OF OUR PROGRESS:

Our revenues sequentially improved in the second half of
the year compared to the prior-year periods, decreasing
4 percent compared to a 32-percent decrease in the first
half of the year.

Our U.S. and EMEA businesses saw accelerating trends, as
both the Lee and Wrangler brands drove positive growth.
U.S. revenues were up 5 percent for both Lee and Wrangler
in the second half of the year.

Our demand creation investments are working, as Lee
and Wrangler gained market share in the U.S. — a market
that accounts for 78 percent of our annual revenues. For
the full year of 2020, Lee and Wrangler gained more than
200 basis points of market share in our men’s and women’s
bottoms business. (Source: The NPD Group/Retail Tracking
Service, 12ME December '20.)

AThanks to the measures we took
across our brands and around
the world, we ended 2020 with
accelerating improvement.”




/”The long histories of our iconic
brands have proven their strength
in times of crisis, and | believe
this time will be no different.”

Digital trends accelerated as the year progressed, as we
continued investing in our digital ecosystems. Globally,
Lee.com was up 28 percent in the second half of the year
as compared to growth of 6 percent in the first half of 2020.
Wrangler.com grew 46 percent in the second half of the
year as compared to growth of 30 percent in the first half
of 2020.

As we've discussed since our spinoff, strong and consistent

@ @ cash generation is foundational to our operating model. In the

@ face of the pandemic and despite ongoing investments in

L; our IT infrastructure, we still generated $242 million in cash
from operations in 2020.

$$S

We reported net debt of $665 million at year-end - our
A==  lowest net debt level since the spinoff.
J4RN

Thanks to our critical cost-saving initiatives, we expect our
savings to reach $50 million through 2022, which includes
$25 million from restructuring actions in the second half
of 2019 through 2020. The remaining $25 million will

G 3 primarily be driven from substantial savings as a result
of our Enterprise Resource Planning (ERP) tools, which
will improve integration of our systems and reporting.

We know that COVID-19 will continue to challenge our
business and our industry for some time. But this isn't the
first economic downturn that we've navigated. The long
histories of our iconic brands have proven their strength in times
of crisis, and | believe this time will be no different. Our strategies
are clear. Our brands are healthy. And our operational and financial
discipline is sharp.
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Our Strategies are Meeting the Test

We believe strong brands win the day. And that was certainly true in 2020.
Our Wrangler and Lee brands, with their combined 200-plus years of history,
heritage and authenticity, are much loved and trusted around the world.

We're working hard to make sure they remain a first choice for millions

of loyal consumers. To make that happen, we're continuing to focus on the

strategies we introduced at the time of our spinoff:

SCALING OUR ADVANTAGE IN OUR CORE
DENIM BUSINESS

to optimize our distribution strategy through quality-of-sales
initiatives that enhance our wholesale business, as well as an increased focus
on partnering with best-in-class retailers like Walmart, where we launched
our Lee Masterbrand program in more than 2,000 doors this past fall;

in demand creation, innovation and sustainability;

with the consumer in mind through initiatives that include
Wrangler’s successful Long Live Cowboys® campaign and “Can't Stop Country”
series, which drove enhanced consumer connection during the pandemic;

continued momentum in our Western business with key retail
partners; and

our competitive strength in our owned manufacturing
operations in the Western Hemisphere, which is pivotal to servicing our large
customers with scale and speed.

S —
W ol AEE D



ACCELERATING DIGITAL AND POSITIONS IN HIGH-
VALUE SEGMENTS, CHANNELS AND GEOGRAPHIES

digital, a primary catalyst of our evolving distribution
strategy, through the transformation of our owned branded sites, with our
evolving e-commerce platforms leading the way;

our digital ecosystem with advanced data analytics capabilities
and unlocking new value through our global ERP infrastructure, which is now
live in APAC and launching in our other regions in 2021;

internationally, especially in China, where we launched our
Wrangler brand digitally in late 2020. We have plans to expand our product
collections and marketing efforts in spring 2021; and

select channels, markets and points of distribution that are dilutive
to our TSR model, including the actions we took in rationalizing our VF Outlet™
fleet and business model changes we made in India and select countries
in Europe.

L« Homadess Ve ocns have bewn o frm favourite since 1989, After
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BUILDING ADVANTAGED POSITIONS TO REACH
NEW CONSUMERS

sharply on reaching new consumers through new
categories and segments, world-class design and innovation, sustainability
platforms and investment in our brands and markets. Our outdoor collection,
Wrangler ATG™ (All Terrain Gear), continues to be a highlight of our growing
portfolio, adding more than 300 doors of distribution within U.S. outdoor
specialty retailers and more than 400 new doors in Europe;

and scaling our innovation platforms across products and
advanced manufacturing, as we've done with technology platforms like
Lee’s Body Optix® and Lee Extreme Motion MVP. Innovation is also supporting
elevated pricing and up-channel progression, as demonstrated by our
Wrangler women's Heritage collection at Nordstrom;

with new brands and partners, including product
collections with Diplo, Bob Marley, AppHarvest, Adult Swim’s “Rick and Morty,"
and Netflix's “Stranger Things,” among others; and

advertising campaigns - from Wrangler’s Wear with Abandon™
to Lee’s Stand Tall for All™ - that build consumer awareness and brand equity.




DRIVING AN UNWAVERING FOCUS ON EXPANDING
‘ MARGINS AND IMPROVING CAPITAL EFFICIENCY

the gross margin improvements that are a foundational element
of our Horizon 1 strategy. These improvements are an important component of
our overall TSR approach and key to the robust cash flow generation we need
to optimize our capital structure;

broad-based margin gains throughout the year, with increases
in both brands and in all geographic regions; and

focused on paying down debt.

You'll recall that at our spinoff, we talked about Horizon 1 — the first 12 to 24
months post-spin — as a period of optimizing our business for long-term

growth. Our priority has been a sharp focus on driving TSR through quality-
of-sales, gross margin and strong cash flow generation that supports a

superior dividend and allows us to aggressively de-lever our balance sheet.
We've made tremendous progress in many of those areas.

I've often said that we need to earn the right to transition to Horizon 2.
While the impacts of COVID-19 are undeniable, our focus on our strategies
and underlying fundamentals has positioned us well for the future. As a
result, we anticipate transitioning to Horizon 2 during 2021, At that point,
we'll focus on further accelerating the Kontoor model and realizing long-
term value for our company and our shareholders.
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Strengthening Our Culture
to Drive Our Strategies Forward

There's a fifth element in our strategic framework: strengthening our
culture to ensure that we have a highly engaged and performance-driven
team. In a year of disruption and uncertainty, we've tried at every turn
to support our employees and lead with empathy and compassion —
always keeping our Purpose, Mission and Values at the center of our
actions and response.

We've made tremendous progress this past year in our work to strengthen
our culture, particularly after standing up our new organization. Our work
in this area accelerated throughout the year, not only through the launch
of our Inclusion & Diversity (1&D) strategy, but also through the work of
Employee Resource Groups (ERGs) and our expansion of foundational
processes aimed at driving our people strategies forward. This included
completing our first-ever global employee engagement survey, which
provided key insights into areas of strength, as well as opportunities for
improvement. We're evaluating this data, and establishing key go-forward
strategies to drive progress toward our ultimate goal of positioning Kontoor
as an employer of choice.

Leading with Our Values

In the face of COVID-19, as well as the racial injustices that emphasized
systemic issues throughout our society, 2020 was a year of leaning into
our corporate and social values. We do the right thing. We embrace our
unique differences. We stand for each other, our consumers, customers,
partners, shareholders, community and planet.

Hand in hand with our business response to the pandemic, I'm proud of how
our employees and our organization came together to help our communities
respond, as well. We shifted part of our manufacturing operations in Mexico
to produce medical gowns. We donated about 70,000 of them to local
hospitals and long-term healthcare facilities in North Carolina and Mexico,
in addition to producing gowns for healthcare supply chains.

In our hometown of Greensboro, North Carolina, many families are
struggling with hunger and access to food. We made donations to
the Second Harvest Food Bank of Northwest North Carolina,
a local organization that delivers food through a network of




hundreds of partner programs in our region. Our employees,
including our ERGs, stepped up as well. Among other initiatives,
they donated laptops to local schools and assembled books
and other materials for children in need.

We will continue to do our part to support our communities.

A commitment to 1&D has been at the heart of our company
since our founding. As previously noted, in 2020 we took
the important step of formally introducing our I&D strategy,
including a set of multiyear objectives. We're committed to
transparency as we pursue this journey. We're establishing
measurable and visible goals for the changes we seek to
achieve and implementing detailed plans to get us where
we need to be. We've established global and regional 1&D
Councils to facilitate consistent execution of our strategy, as

well as to ensure our efforts align with the local needs of our employees and
communities throughout the world. And we've incorporated many of the
insights and ideas we heard from employees throughout the year, including
during the roundtables on race and inclusion in response to the ongoing
racial inequity in the United States. Those conversations will continue.
We know that it's only by speaking openly about society’s most tragic
faults — and the role we play in perpetuating or eliminating them - that we

/)

can make good on our commitment to drive meaningful change.
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Last year, we also made significant progress in furthering sustainable
business practices through the launch of our first Sustainability Report
and goals. The report reflects our commitment and ongoing efforts to lead
our industry toward a better future by meeting the needs of the communities
we serve and the planet we share. Our brands have established themselves
with pioneering sustainability initiatives, from working with our supply chain
partners to advance land stewardship and soil health practices to the use
of recycled denim in more of our products and collaborations. (We featured
images of these efforts on the cover and opening page of this report.)
We know we have much more work ahead of us to distinguish Kontoor as a
leader in this space, but our new enterprise goals are an important step
in the right direction.

My Deepest Gratitude

By any measure, 2020 was a remarkable year that brought many
challenges and uncertainties. What | will remember most, and what I'll

always be grateful for, is the way our organization came together as one
team in these tough times.

We honored the can-do spirit of our brands. We leaned into our Purpose
to be the common thread that inspires people to live with passion and
confidence. Day by day, we brought our Purpose to life and, in the process,
demonstrated what taking care of one another is all about.

During our first full year as a standalone public company, I've been
constantly inspired by our employees' hard work and incredible
resilience. To all 14,000 of them around the world: Thank you for
your hard work and commitment to continuously creating the
company we know Kontoor can be.

To Kontoor's Executive Leadership Team and our
steadfast group of global leaders: Your vision,



teamwork and unwavering dedication to our employees and our business
give me great confidence - in the team we've assembled, as well as in
our ability to execute against our strategies.

To our customers and suppliers: More than ever, we deeply appreciate your
collaboration and focus on achieving our shared goals.

To our consumers: We are truly thankful for your trust and loyalty.

To our Board of Directors: Thank you for your guidance and counsel.
I'm honored to work alongside each one of you.

And, finally, to you, our shareholders: My heartfelt thanks for your continued
confidence in Kontoor Brands. We're working hard to reward it. The road
ahead won't be easy. But | believe we'll emerge as a stronger organization,
on track to fulfill our promise of “Inspiring Confidence, Every Day.”

Take care of each other,

Scott H. Baxter
President & Chief Executive Officer
March 3, 2021

2020 Financial Results

WRANGLER BRAND LEE BRAND
GLOBAL REVENUE GLOBAL REVENUE

$21Been  $13Bem  POSEM.em

ADJUSTED EARNINGS
PER SHARE (EPS)

2.0 . 41.2% i

NOTES TO 2020 FINANCIAL RESULTS

TOTAL REVENUE

ADJUSTED GROSS MARGIN

- All references to earnings per share are presented on a diluted basis. Amounts may not recalculate due to rounding.
- GAAP EPS was $117 in 2020. Adjusted EPS in 2020 was $2.61, which excludes the impact of restructuring and separation costs of $83.4 million (8144 per share).

- GAAP and adjusted gross margin were both 41.2 percent in 2020. Adjusted gross margin in 2020 excludes the impact of restructuring and separation
costs of $0.5 million.
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Board of Directors

Robert K. Shearer"”
Chairman of the Board
Former SVP &

Chief Financial Officer

VF Corporation
Greensboro, North Carolina
Director since 2019, Age 69

Scott H. Baxter

President &

Chief Executive Officer
Kontoor Brands, Inc.
Director since 2019, Age 56

Kathleen S. Barclay™*

Former SVP &

Chief Human Resources Officer
The Kroger Co.

Cincinnati, Ohio

Director since 2019, Age 65

*As of March 1, 2021.

Executive Leadership Team

Scott Baxter
President, Chief Executive Officer &
Board Member

Rustin Welton
EVP, Chief Financial Officer

Sara Bland
EVP, Global Strategy

Randy Fortenberry
EVP, Global Supply Chain

Richard T. Carucci"™’
Former President

Yum! Brands, Inc.

Louisville, Kentucky
Director since 2019, Age 63

4

Juliana L. Chugg™’
Former EVP, Chief Brands Officer
Mattel, Inc.

El Segundo, California

Director since 2019, Age 53

Shelley Stewart, Jr."”’

Former Chief Procurement Officer
E.l. du Pont de Nemours & Co.
Philadelphia, Pennsylvania
Director since 2019, Age 67

COMMITTEES OF THE BOARD:
'Audit Committee, 2Executive Committee, *Nominating and Governance Committee,
“Talent and Compensation Committee

Laurel Krueger
EVP, General Counsel & Corporate Secretary

Scott Shoener
EVP, Chief Human Resources Officer &
Corporate Communications

Chris Waldeck
EVP, Global Brand President-Lee

Tom Waldron
EVP, Global Brand President-Wrangler






























































































































































































































































































/Stock Information

COMMON STOCK

Listed on the New York Stock Exchange - trading
symbol KTB.

SHAREHOLDERS OF RECORD

As of February 16, 2021, there were 2,797 shareholders
of record.

DIVIDEND POLICY

Quarterly dividends of Kontoor Brands, Inc. Common Stock,
when declared, are paid on or about the 20" day of March,
June, September and December.

DIVIDEND DIRECT DEPOSIT

Shareholders may have their dividends deposited into their
savings or checking account at any bank that is a member
of the Automated Clearing House system. Questions
concerning this service should be directed to Computershare
Trust Company, N.A,, at www.computershare.com/investor.

DIVIDEND REINVESTMENT PLAN

The Plan is offered to shareholders by Computershare
Trust Company, N.A. The Plan provides for automatic
dividend reinvestment and voluntary cash contributions
for the purchase of additional shares of Kontoor Brands
Common Stock. Questions concerning general Plan

/ .
Corporate Information

CORPORATE OFFICE & MAILING ADDRESS
Kontoor Brands World Headquarters

400 North Elm Street

Greensboro, NC 27401

Telephone: 336.332.3400

Facsimile: 336.332.4208

KONTOOR BRANDS CONTACTS

Vanessa McCutchen
Vice President, Corporate Communications

Eric Tracy
Senior Director, Investor Relations

Cover photo: Lower righthand image ©Ferre

information should be directed to the Office of the
Executive Vice President, General Counsel & Corporate
Secretary of Kontoor Brands, Inc.

TRANSFER AGENT AND REGISTRAR

Communications concerning shareholder address changes,
stock transfers, changes of ownership, lost stock certificates,
payment of dividends, dividend check replacements,
duplicate mailings or other account services should be
directed to the following:

MAILING ADDRESSES
Shareholder correspondence should be mailed to:

Computershare
P.O. Box 505000
Louisville, KY 40233-5000

Overnight correspondence should be sent to:

Computershare

462 South 4t Street
Suite 1600
Louisville, KY 40202

SHAREHOLDER ONLINE INQUIRIES

https://www-us.computershare.com/investor/contact/enquiry

FORWARD-LOOKING STATEMENTS

The Kontoor Brands 2020 Annual Report to Shareholders
contains forward-looking statements as defined by federal
securities laws. Important factors that could cause future
results to differ materially from those projected in the
forward-looking statements are discussed within Part 1
of Kontoor Brands, Inc. 2020 Form 10-K.

KONTOOR BRANDS WEBSITE

www.KontoorBrands.com

SHAREHOLDER WEBSITE

www.computershare.com/investor




KONTOOR

400 North Elm Street
Greensboro, NC 27401

For additional information, visit
KontoorBrands.com
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