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DISCLOSURE

Forward-Looking Statements

Certain statements included in this presentation are "forward-l oo ki ng st atements" withi n t h ensmofdghe bnitedftatestPrivatd Securitissd. itigatiorhReforin dat af 195 Fowvard-looking statements are made based on

our expectations and beliefs concerning future events impacting the Company and therefore involve several risks and uncertaintes . You can i dentify these statements by the fact that the
Ashoul d, 0o Anmayo and other words and terms of si mildoking stateenantsiara igot goarantees and that actbialiresults eulddéfer materiallyWom thasaiexpressed ot im@ied infthe forwaad-labking
statements. We do not intend to update any of these forward-looking statements or publicly announce the results of any revisions to these forward-looking statements, other than as required under the U.S. federal securities laws. Potential risks and
uncertainties that could cause the actual results of operations or financial condition of the Company to differ materially from those expressed or implied by forward-looking statements in this presentation include, but are not limited to: risks associated

with the COVID-19 pandemic, which could continue to result in closed factories and stores, reduced workforces, supply chain interruption, and reduced consumer traffic and purchasing; the level of consumer demand for apparel; intense industry
competition; the Companydés ability to gauge consumer pref eaketesi;cetshanabiplriotdyctto taeanursat ealnyd ft ®or e edpto ndle man & ofnent amrnt & d u
Increasing pressure on margins;e-c ommer ce oper ati ons t hr dodcgnsumeribusineSsythedimancial@ifficultyiexperiented by the retail industry; possible goodwill and other asset impairment; reliance on a small number of large
customers; the ability to i mplement the Companyods busi paiessflucuations in eagy ratestarnd ¢he wriceaabailabilityt apd goafity ofravnmatersals and comtracted proalwcts; the reliarecsona n d
a limited number of suppliers for raw material sourcing and the ability to obtain raw materials on a timely basis or in sufficient quantity or quality; disruption to distribution systems; seasonality; unseasonal or severe weather conditions; impact of

chall enges with the i mplementation of I1ts enterprise r e s tmuwmairdamn thp strangthana sgcurstyoof irfonnaatioe techinplegy €/stems; thé resk titabfawiptiasragd' systenasrant those sf v e n d
third-party service providers may be vulnerable to and unable to anticipate or detect data security breaches and data or financial loss; ability to properly collect, use, manage and secure consumer and employee data; foreign currency fluctuations; the

Impact of climate change and related legislative and regulatory responses; legal, regulatory, political and economic risks; changes to trade policy, including tariff and import/export regulations; compliance with anti-bribery, anti-corruption and anti-money
laundering laws by the Company and third-party suppliers and manufacturers; changes in tax laws and liabilities; the costs of compliance with or the violation of national, state and local laws and regulations for environmental, consumer protection,

empl oyment , privacy, safety and other matters; the Co mpemberyd managément;ilaboy relations;tha abihty taprotect gaddmarkstandwotber intelléctial prapérty riglots) therabilltyof,thec o n t |
Companyod6s |licensees to generate expected sales and mai ntleign otblaéd valpue adf atnlle cCemdp dnyn@s klern an as,d d-itesronlgmipiarm inarmimgdont el &
favorable terms; the Company maintaining satisfactory aoebedobl rgatngaes; reetatctiopsi ant hbepCo mp an ntdkedvdr ra/isiangisteeo I @ ma t
Companyo6s organizational documents; the fail ur e -dffromd/E Carparatien, including moereatizmgall of the expecteel hedddits from thel spih-tffethe Cepresprdativgness of the historical financial
information for the periods prior to the spin-off; the significant costs to the Company to perform certain functions (currently being performed by VF Corporation for the Company on a transitional basis) following the transition period; indemnification

obligations related to the spin-off; having limited access to the insurance policies maintained by VF Corporation for events occurring priortothespin-of f ; t he act ual or potenti al conflicts of | Indirer e ¢
equity ownership in VF Corporation; the tax treatmentofthespin-of f ; and t he significant r e mordertcavoidariggering tax-related lialGlitdes Many gf the foregoirg risksnaad uncertainties will continue to be exacerbated
by the COVID-19 pandemic and any continued worsening of the global business and economic environment as a result. More information on potenti al factors that could affect the Company' s

most recent Annual Report on Form 10-K and in other reports and statements that the Company files with the SEC.

Non-GAAP Information

This presentation-GAAHR ufdiensa ncceiratlaime afishnuorne s 0 as defined I n ReIP84l Phebase efartoGhe Appahdixrto findhaeecoBadiatianrofi ahyinensGAAPXicahcalmgasures to theirarfost directly
comparable GAAP measures. Management uses these non-GAAP financial measures internally in its budgeting and review process and, in some cases, as a factor in determining compensation. In addition, adjusted EBITDA is a key financial measure
for the Company's shareholders and financial leaders, as the Company's debt financing agreements require the measurement of adjusted EBITDA, along with other measures, in connection with the Company's compliance with debt covenants. While
management believes that these non-GAAP measures are useful in evaluating the business, this information should be considered supplemental in nature and should be viewed in addition to, and not as an alternate for, reported results under GAAP. In
addition, these non-GAAP measures may be different from similarly titted measures used by other companies. A reconciliation of non-GAAP forward looking information to the corresponding GAAP measures cannot be provided without unreasonable
efforts due to the challenge in quantifying various items including, but not limited to, the effects of foreign currency movements, ERP implementation expenses, gains or losses on sales of assets, taxes, and any future restructuring or impairment
charges.
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AGENDA

CATALYZING GROWTH

A STRATEGIC VISION
A Global Kontoor
A Global Wrangler, Global Lee

A GROWTH CATALYSTS
A Enhance/Accelerate the Core (U.S. Wholesale)
A Category (Outdoor/ATG, Work, Tees)
A Geographic (China)
A Channel (Digital)

A GROWTH ENABLERS
Product/Design
Innovation/Sustainability
Supply Chain
Talent/Culture

Demand Creation

o T o T I

A FINANCIAL STRATEGY/3-YEAR TARGETS

A Q&A




SCOTT BAXTER

IDENT AND
F EXECUTIVE OFFICER
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KTB STRATEGIC VISION

ACCELERATING INCREASING
FUNDAMENTAL == CASH FLOW
ALGORITHM OPTIONALITY
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KTB STRATEGIC VISION

WHAT WE SAID WHAT WE DELIVERED

Fundamental Optimization

Healthy margin expansion

Compelling, durable cash generation

Commitment to a healthy balance
sheet

Strong dividend policy

8-10% Annual Total Shareholder
Return

May
2019

Accretive restructuring & quality-of-sales actions, $25M+ cost
saves, and NA & APAC ERP implementations

40bpste x pansi on i n Fgié 8xPansioa in eacht r izp | e
of the last 3 quarters 020

>$500M cumul ative cash from ¢

Sub 2x net leverage? ratio driven by $575M debt repayment
over the last 4 quarters

1 On an Adjusted basis; See Appendix for reconciliation to nearest GAAP measure

Net | everage ratio defined as

5% yield3
+33% annual averagé since May
Net Debt (Tot al Debt | ess C%esAppendixdor recondileatibn tb yearésdtGAARBmeasdre EB | T D

3 Period starting July 23, 2019 through May 14, 2021; Excludes temporary dividend suspension period (February 20, 2020 through October 28, 2020)
4 Through our first quarter 2021 quarterly earnings report (May 6, 2021); Source: Bloomberg

Spin
Fundamental

stabilization &
optimization

COVID-19
Financial Flexibility

Strategy
Amplification

Fundamental
Acceleration &
Optionality
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KTB STRATEGIC VISION

DRIVE LONG-TERM
ACCELERATION

N

Cash Flow OPTIMIZE ¥
Optionality, / INVEST et

Revenue and
Margin Growth ‘ -

STABILIZE e
Dividend, [ OPTIMIZE -

De-leverage of
Balance Sheet
and Margin
Driven

Dividend Driven e ’At Spin FY20 FY21 FY22-FY23

Cd
N\
I 4
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KTB STRATEGIC VISION

REVENUE GHOWIH VECTORS OF | ONG - TERN KIB INVESITINMENT THES|S

ENHANCE/ACCELERATE THE CORE (FOCUS ON )
CATEGORY EXTENSIONS (FOCUS ON )
GEOGRAPHIC EXPANSION (FOCUS ON )

CHANNEL EXPANSION (FOCUS ON )
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KTB STRATEGIC VISION

| NV E S51 1 NG | N GROWIT Il ENABI E R

PRODUCT & DESIGN
Superior Product | Enhanced Global Designs Driving Premiumization & Elevated Price

INNOVATION & SUSTAINABILITY
Product | Manufacturing | Sustainability/ESG

SUPPLY CHAIN
Owned vs Sourced | Speed, Scale | Proprietary Technologies/ Processes

TALENT & CULTURE
Purpose-Led | Authenticity & Integrity | High-performance | Inclusion and Diversity

DEMAND CREATION
Highest ROI Investments
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KTB STRATEGIC VISION

OPTIMIZED OPPORTUNITY FOR
- TSR-BOLSTERING

CAPITAL e CAPITAL ALLOCATION

STRUCTURE ACTIONS
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KTB STRATEGIC VISION

EVOLVING TSR ALGORITHM

Actual TSR %?2

Previous TSR Target

81 10%

1 TSR on an annual average basis O N TOO R TM

2 Total Shareholder Return assumes re-invested dividends; May 9, 2019 1 May 6, 2021; Source: Bloomberg



STRATEGIC VISION
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TOM WALDRON

CUTIVE VICE PRESIDENT AND
BAL BRAND PRESIDENT, WRANGLER
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WRANGLER

BEGIN INVESTING IN KEY GROWTH ENABLERS

ELEVATED PRODUCT
WORLD CLASS TALENT
AMPLIFIED DEMAND CREATION

INNOVATION IN ALL WE DO
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WRANGLER

REVENUE GROWTH CATALYSTS OF WRANGLER BUSINESS

ENHANCE/ACCELERATE THE CORE

Focus on U.S. Wholesale

CHANNEL DIVERSIFICATION

Focus on Digital

GEOGRAPHIC EXPANSION

Focus on China

CATEGORY EXTENSIONS

Focus on Outdoor, Tees, Work
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3-YEAR TARGETS

WRANGLER

In China
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Geographic Expansion
Channel Expansion
Category Extensions
Focus on Outdoor, Work, and Tees

Adding ~$300M Incremental Revenue
Profitable Growth
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CHRIS WALDECK

TIVE VICE PRESIDENT AND
L BRAND PRESIDENT, LEE

> C
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LEE

SIGNIFICANT BRAND TRANSFORMATION

QUALITY OF SALES

DESIGN, INNOVATION AND PRODUCT DEVELOPMENT

SUSTAINABILITY

DEMAND CREATION
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LEE

REVENUE GROWTH CATALYSTS OF LEE BUSINESS

ENHANCE/ACCELERATE THE CORE

Focus on U.S. Wholesale

CHANNEL DIVERSIFICATION

Focus on Digital

GEOGRAPHIC EXPANSION

Focus on China

CATEGORY EXTENSIONS

Focus on Tops, Workleisure
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LEE

3-YEAR TARGETS

3-Year Targets (20201 2023E)

Revenue

=
N

$1.0B Low-Teens% 3-Year CAG
Adding >$300M Incremental Revenue

Billions (USD$)

Geographic Expansion

Focus on Tier 3 and Tier 4 China Markets

0.8

$0.7B

0.6

Channel Expansion

Significant Opportunity in Premium/Value and Digital

0.4 +Low-Teens%

CAGR

Category Extensions

Focus on Tops and Leisure

Profitable Growth

Continued Margin Expansion

0.2
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ROWTH CATALYSTS

ENHANCE THE CORE
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BILL LYNCH

CE PRESIDENT, U.S. GENERAL MANAGER
E
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LEE U.S5. WHOLESALE

AREAS OF FOCUS

RE-ESTABLISH HEALTHIER
= L ONG-TERM FOUNDATION

GROW MARKET SHARE
IN EXISTING
DISTRIBUTION

NEW BUSINESS
DEVELOPMENT
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RE-ESTABLISHING HEALTHIER FOUNDATION

OPTIMIZING DOMESTIC BRAND POSITION
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RE-ESTABLISHING HEALTHIER FOUNDATION

QUALITY OF SALES

CONSECUTIVE
QUARTERS OF U.S.
GROSS MARGIN
EXPANSION
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GROW SHARE IN EXISTING DISTRIBUTION

ACCELERATE U.S. WHOLESALE CORE

STRONG
INNOVATION DEMAND CREATION

P Drive New Consumer Acquisition via
indigood _ >rACqU
Scaling Investment in Retailer.com

Omni-Channel with Digital Focus

Brand Elevation at Retall

CATEGORY EXTENSIONS

Tees Wovens Jackets
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NEW BUSINESS DEVELOPMENT

SIGNIFICANT OPPORTUNITY IN ELEVATED CHANNELS

PENETRATE ACCELERATE DIGITAL PREMIUM CHANNEL
NEW CHANNELS WHOLESALE BRAND HALO
PINNACLE ~70% INCREASE IN
SPECIALTY DIGITAL
WHOLESALE!

PREMIUM

~70% INCREASE IN NORDSTROM
ClLURS DIGITAL

MARKETING? MM%,A

ANTHROPOLOGIE

SPORTING GOODS

1. Q12021 vs Q12020 Lee North America wholesale revenue E O N TOO R \
2. Q12021 vs Q1 2020; Includes Digital media investments, wholesale specific media and social media.



JENNI BROYLES

SIDENT, U.S. GENERAL MANAGER
R
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ACCELERATE CORE U.5. WHOLESALE

WRANGLER BRAND WELL-POSITIONED

CLEAR PRODUCT LEVERAGING UNIQUE DIVERSE
ARCHITECTURE WINNERS POSITIONING PORTFOLIO

: Optimistic
2 BOOT BARN : CoRTe
3 KOHLS STRONG WOVENS
Tenacious & Confident
4 TARGET KNITS
. - TRUE
5 @ Walmart >z  Rooted & Soulful JACKETS
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ACCELERATE CORE U.5. WHOLESALE

OPPORTUNITY TO GAIN SHARE & ADD INCREMENTAL GROWTH

GAIN SHARE
IN EXISTING
DISTRIBUTION

A

A

A

AR

A

A - U
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Wrangfer

CATEGORY
DIV EXTENSIONS
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ACCELERATE CORE U.5. WHOLESALE

TAKE SHARE IN EXISTING DISTRIBUTION

CONTINUOUS STRONG BEST IN CLASS
INNOVATION DEMAND CREATION SUPPLY CHAIN

ATG BY
WRANGLER

WRANGLER
WORKWEAR

. St 4 i

== \WRANGLER
* ROOTED
COLLECTION

ACQUIRING NEW SPEED
CUSTOMERS

ELEVATING ACROSS SCALE
RETAILERS

DIGITAL-DRIVEN FLEXIBILITY
ECOSYSTEM

* WIN IN

WESTERN
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ACCELERATE CORE U.5. WHOLESALE

NEW BUSINESS DEVELOPMENT
PENETRATE ACCELERATE DIGITAL PREMIUM CHANNEL
NEW CHANNELS WHOLESALE BRAND HALO

PREMIUM ~60% INCREASE IN
INCREA NORDSTROM

WHOLESALE!
SPECIALTY M-’/ﬁ%ﬁ

~50% INCREASE IN

SPORTING GOODS DIGITAL URBAN OUTFITTERS
MARKETING?
SCHEELS
C L U BS GEAR. PASSION. SPORTS.

1. Q1 2021 vs Q1 2020 Wrangler North America wholesale revenue E O N TOO R \
2 Q1 2021 vs Q1 2020; Includes Digital media investments, wholesale specific media and social media.



ACCELERATE CORE U.5. WHOLESALE

CATEGORY EXTENSIONS

ACCELERATE COMPLEMENTARY CATEGORIES TO CORE DENIM BOTTOMS

WOVENS
TEES ; '
JACKETS 2 -

GROW FASTER IN NEW CATEGORIES WHERE WRANGLER HAS PERMISSION TO PLAY

OUTDOOR

WORKWEAR B

FEMALE ,

TEES/KNITS
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ACCELERATE CORE U.5. WHOLESALE

CHANNEL DIVERSIFICATION

MAINTAIN AND GROW SHARE IN CORE
A Mass
A Western Specialty

DISTORT GROWTH IN NEW
DISTRIBUTION

A Premium

A Specialty

A Sporting Goods

A Digital

KONTOOR]|



ACCELERATE CORE U.5. WHOLESALE

LEADING MARKET SHARE

MENOS DENI M

MENOS CASUAL P,
MENOS WOVEN SH
MENOS CASUAL S

oup, Consumer Tracking Service, Wroaam§Hirte comdihedS12MBNarchh 208 h ar e V=i



ACCELERATE CORE U.5. WHOLESALE

U.S. WHOLESALE MARKET SHARE!SHOWS MOMENTUM

0 WORKI NG
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l1Source: The NPD Group, Retail Tracking Service, Wrangl er / Ru:sleahskasliaRAansgcembiviéa,rokBEvdaecin 2021y



ACCELERATE THE CORE
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OWTH CATALYSTS

_ATEGORY EXTENSIONS
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JIMMY SHAFER

VICE PRESIDENT & GENERAL MANAGER
TRADITIONAL & OUTDOOR
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CATEGORY EXTENSIONS
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CATEGORY OPPORTUNITY

s
e
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e
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ADDRESSABLE MARKET
~$145B

1. WWD May 2021; 2025 expected global market

2. Workwear Report and KTB market analysis, 2021 O N TOO R TM

3. Statista, 2021



CATEGORY GROWTH

}
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OUTDOOR

CATEGORY GROWTH DRIVERS
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1. WWD May 2021; 2025 expected global market









CATEGORY GROWTH DRIVERS

WORKWEAR
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1. Workwear Report and KTB market analysis, 2021



CATEGORY GROWTH DRIVERS

TEES

Established Market Value

Style Guide Creative
Shared Marketing

Emotional Connection
Purpose-Led Messaging
Self Expression / Individuality
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Statista, 2021
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CATEGORY GROWTH

3-Year Targets (20201 2023E)

450 15% of
Revenue

= 400 Double Revenue In 3 Years
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150 Gross Margin Improvement
100 O EAER Over Time
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OWTH CATALYSTS

OGRAPHIC EXPANSION
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JOHN GEARING

ESIDENT & MANAGING DIRECTOR

PR
PACIFIC

CHRISTY KILMARTIN

ESIDENT MARKETING & MERCHANDISING
CIFIC
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JOHN GEARING

VICE PRESIDENT & MANAGING DIRECTOR
ASIA PACIFIC

STRATEGIC
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GEOGRAPHIC EXPANSION

Pre-Spin Post-Spin (2019-2021)

All Channels Shrinking; Unsustainable Return to Profitable Growth

A Channel expert leadership

A 3rd party operator acting as internal function
A Multiple levels relationship (Won SBD, SPD)
A X-line re-launched

A Non-expert leadership

A 3rd party operator vacancy
A Less connection with TMALL
A No clear product strategy

E-Comm

AEquitable trade terms to i mj
A New store formats, franchisee excellence
A Healthy inventory

A Unstable partner portfolio due to unfavorable trade term
Wholesale A Sell-in focus model
A High trade inventory

A Outlet expansion, with 15 outlets opened and 5 in the
pipeline

A Profitability is dramatically improved

A An offline ecosystem build up

- A Penetration is slowing down
Brick & A Challenged profitability

Mortar A Competition with W/S partners and online business
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GEOGRAPHIC EXPANSION

RETURN TO GROWTH

240

Pre-Spin Post-Spin Before COVID

Challenging for all channels

\
\

\
\

18Q2 18Q3 18Q4 19Q1 19Q2
- TMALL Comp* - WS Dealer Comp - B&M Comp

* Comp in GMV, which is an accurate reflection of the underlying business trend

19Q3

All channels delivered positive
comps in Q3 & Q4

19Q4

COVID Impacted
Heavily impacted by COVID in Q1,
Quickly recovered in Q2 & Q3.
e-Comm delivered high double
digits growth

2001

2002 2003

Return to Growth
All channels return
to growth

2004

e

2101
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CHINA STRATEGIC FOCUS

STRENGTHEN LEADING
POSITION IN CHINA

Wrangler

L AUNZCH | N 0 21

B UI L D | N 0O 2 2
ACCELERATE | N 0O 2 3
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CHRISTY KILMARTIN

VICE PRESIDENT MARKETING & MERCHANDISING
ASIA PACIFIC

GO-TO-MARKET
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LEE IN CHINA TODAY

@ £\

X I8 THALLCOM
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CALVIN KLEIN |@ “ ' ‘ ‘
VERTICAL ~6/0 DOORS ACCELERATED HIGH STATUS BRAND VALIDATION
INTEGRATION GROWTH
Think like a consumer, World-class branded retail $150US medi anAwadedhdy 3mall to those Huge traffic and
act like a retailer experiences. Outperforming competitors brands who lead their exceptional sales

Tier 1-3 focus (per Tmall) category
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CHINA PREMIUM POSITIONING

BUILT ON 6 KEY INVESTMENTS

"Speed is the ultimate weapon in
business. All else being equal, the
fastest company in any market
will win."

Dave Girouard
y ﬁl 4 v T
N‘ ‘
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LOCALISED INNOVATION ‘ COLLABS
INSIGHTS & SPEED TO WE GET PAID WITH GLOBAL LEGENDARY
CONTENT CONSUMER FOR CELEBRITIES BRANDS RETAIL

Drive Traffic Premium Branded
Retall

China for China Fast Calendars Elevated Style Build Trust

In lock step with Read and react on Address demands A+ celebs deliver Continuous stream of @@ Strong and growing

new consumers into footprint undergoing
funnel premium make-over

consumer trends and @ same terms as local from highly both brand aspiration
Insights brands discerning plus overcome trust
consumers ISsues
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TMALL
FANS
100K
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