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Our mission is to create an apparel company that can o� er superior 

design, quality and value to the consumer. We will accomplish this 

by being committed to o� ering great service and real value to our 

business partners and consumers. We will provide a pleasant, fair 

and diverse environment, allowing our associates to grow in their 

careers and experience constant improvements in their lifestyle.

MISSION STATEMENT



DEAR SHAREHOLDERS

GEORGE FELDENKREIS
CHAIRMAN AND CHIEF  

EXECUTIVE OFFICER

OSCAR FELDENKREIS
VICE CHAIRMAN, PRESIDENT 

AND CHIEF OPERATING OFFICER

2013 marked Perry Ellis International’s (‘PEI’) 20th year as a publicly traded company, solidifying our position as one 
of the largest branded lifestyle apparel companies in the world. It was an honor to ring the closing bell at NASDAQ 
with our fellow associates, to reflect on our historic achievements and to continue our celebration at the Hippodrome 
Building, as we inaugurated PEI’s new regional headquarters in New York. 

This year was also an extremely di�cult environment at retail, which resulted in a revenue decline for our company.  
As the year unfolded, our company undertook a series of strategic restructuring initiatives to address the macro  
issues a�ecting the industry and PEI. As a result, in part of these actions, we experienced revenue declines  
attributable to the reduction of our private labels and exclusive retail brands. For Fiscal 2014 and 2013, these  
programs accounted for 18% and 22% of our company’s total revenues, respectively. 

We project these programs will account for 16% of total revenues by the end of Fiscal 2015. To compensate for these 
revenue losses, our company instituted an infrastructure rationalization program this year. We identified substantial 
savings that will be recognized in Fiscal 2015 and we renewed our credit facility and mortgages at more favorable 
rates, thereby reducing interest costs. These steps were taken to streamline our business model and put our muscle 
and our money against our power brands: Perry Ellis®, Original Penguin® by Munsingwear®, Savane®, Farah®, Rafaella®, 
Laundry by Shelli Segal®, and Ben Hogan®, as well our branded licensed portfolio: Callaway®, PGA TOUR®,  
Jack Nicklaus®, and Nike® Swim. 

Despite these challenges, we want to share some positive achievements that we recorded:

• Original Penguin by Munsingwear, Savane and Nike Swim each achieved one of their best years at wholesale,  
   achieving double-digit growth for each brand.

• Rafaella realized improved profitability as the team exited lower-margin label programs and focused e�orts on the    
   core brand itself. 

• PEI’s golf business solidified its dominant position as a global golf apparel vendor. Our Ben Hogan label more than  
   doubled its revenue. We expanded our global reach under the Callaway Golf license to include Europe, the Middle  
   East and Africa. And we launched the powerful licensed Jack Nicklaus brand in the fourth quarter. 

• We achieved growth across each international market where we currently operate, namely Canada, Europe, and  
   Mexico. Overall, our combined international wholesale, retail and licensing businesses now account for 10% of  
   our company’s total business.

• We executed 13 new domestic and 5 new international licensing agreements, and our licensing revenues increased  
   approximately 10% for the full-year, from $27M to $30M. In addition, our international licensing partners opened 27  
   new licensed stores, with 16 across Latin America and 11 across Asia--a testament to the global strength  
   of our brands. 

• We added two new direct distribution websites for the Callaway Golf and Farah brands, bringing the total number of  
   e-commerce platforms we operate to 8. 

With our go-forward strategies in place, we are excited to share the following initiatives:

• Win with Winning Retailers: Because just less than 80% of our business comes from our domestic wholesale  
   partners, aligning our brands, products and marketing strategies with those partners who can drive mutually  
   beneficial, profitable growth is at the center of our strategy. We are investing capital to install shops and enhance  
   fixtures at key retail flagship locations for our Perry Ellis, Original Penguin, and Rafaella brands, enabling our  
  company to secure prime floor space at retail and drive profitable sales in top locations around the country. 

• Expand Our Product O�erings: Our company was initially built on the strength of its expertise in men’s sportswear.    
   Since then, we have grown across multiple product categories, including swim, women’s sportswear and  
   performance golf apparel. In 2013, we broadened our golf o�erings with the launch of the women’s golf apparel  
   collection. This year, Ben Hogan Signature Collection will be leading e�orts with a series of new product  
   categories including golf balls, golf gloves, hats, visors, belts, towels and umbrellas. 

• Serve Our Consumer Directly: Our consumer is buying product online, at home and on their mobile devices, and we     
   will serve them wherever and however they choose to engage with our brands. We are shifting our business  
   structure to combine our brick and mortar and wholesale e-commerce teams under one leadership, allowing for  
    best practices and improved e�ciency. At direct retail, we continue to evaluate our base of retail stores and  
   e-commerce platforms in order to o�er the most comprehensive brand experience. 

• Lead with Innovation: Our pipeline of game-changing products is stronger than ever, which is at the heart of our  
   innovation agenda. From Callaway’s Opti-Series, which provides the latest in performance fabrics and construction   
   designed for optimum golf performance to Savane’s eco-friendly “Unifi Repreve®” yarns, which are supplied through  
   recycled water bottles, to Nike Swim’s NG1, which represents the next generation of fast in elite competition swim,    
   all of our brands are actively pursuing breakthroughs in product and process innovation. 

• Go Global: A key focus remains our solid platform of momentum in Europe, where our business continues to post  
   strong growth, while we aggressively seek new opportunities in Asia. We are recruiting excellent talent and  
   executing on competitive strategies to further build our powerful global licensing business. 

We would also like to take this opportunity to thank Eduardo Sardiña for his four years of service and contributions, 
as he exits his role as a member of our Board of Directors. Simultaneously, we are excited to announce the appoint-
ment of Alexandra Wilson, co-founder of Gilt, who has been elected to the Board e�ective February 20, 2014. Our 
recruitment of Alexandra is a strong indicator of our focus on developing our omni-channel strategies and accelerat-
ing our company’s evolution to meet the consumer demands of the 21st century. 

We have built a distinguished company with a foundation that ensures both success and longevity and our culture has 
been carefully nurtured by the thousands of people who have worked with us over time. It is a culture that enables us 
to take risks, allowing us to succeed brilliantly, and sometimes to fail…because we know that those around us will help 
pick us up, dust us o� and push us to do better. The PEI culture gives us strength; it unites us and gives us the poten-
tial to succeed and grow as one. 

We summarize our story in three words: POWERFUL LIFESTYLE BRANDS. Those words represent who we are and 
how we will seize the opportunities ahead. 

We are grateful to you, our shareholders, to our 2,700 associates and to our customers and consumers around the 
globe for choosing to join us on our journey. 

OUR INDUSTRY USED TO BE 

SUPPLY AND DEMAND, NOW I SEE IT 

AS SUPPLY AND UNDERSTAND. 

IT’S TIME TO REACH BEYOND THE RETAIL 

SPACE AND INTO 

THE HEARTS AND MINDS 

OF CONSUMERS.

-GEORGE FELDENKREIS



Heritage is woven right into Perry Ellis International’s very fabric. It’s the common thread that  

runs through everything we’ve done and everything we do, and we’re proud of it with good 

reason. Our portfolio boasts iconic logos and signature styles, brands that have stood the  

test of time for over a century and a designer that redefined the fashion industry. 

There is only one way to cover a broad spectrum of lifestyles and that is a diverse portfolio of 

brands. Each of our core brands reflects a heritage of quality and authenticity that has been  

redefined to appeal to today’s consumer. 

And of course, we pay homage to our namesake, Perry Ellis, who launched his first collection, 

Portfolio®, in 1976. He was an innovator. A trailblazer. A pioneer. Perry Ellis wore his wit on his 

sleeve and believed you should never take the clothes you wear too seriously. He created new 

American classics and influenced an industry.

WE, AS A COMPANY, 
HAVE ROOTS. AND SO 
DO OUR BRANDS.

HERITAGE OF AUTHENTICITY

1976
• Abbott Peterson launched the iconic Munsingwear® Golf Shirt in 1955, giving  

   birth to our icon Pete the Penguin and the Original Penguin® brand. 
 

• The Farah® brand was born in the heart of Texas in 1920, originally producing  

   work and combat pants before being discovered across the pond.  
 

• The Ben Hogan® and Jack Nicklaus® brands both drive authenticity in the golf  

    market through legendary sports namesakes.  
 

• Our Laundry by Shelli Segal® and C&C California® brands draw on a heritage  

   representative of the California lifestyle that first inspired them. 
 

• Jantzen®, a brand synonymous with timeless glamour, has a rich history of  

    providing high-end swimwear to women for over a century. 

NEVER BE AFRAID  

TO TAKE RISKS AND  

NEVER TAKE THE CLOTHES  

YOU WEAR TOO SERIOUSLY.

– PERRY ELLIS
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1988
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2004 2005 2008

2002 2003
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1967 1980

George Feldenkreis leaves 

Cuba with one-year-old son, 

Oscar, a pregnant wife and 

only $700. Faced with the 

immediate need to earn a 

living, he begins importing 

everything from auto parts 

to apparel.

Perry Ellis®, Manhattan® and 

John Henry® are added to the 

brand portfolio. Company 

changes name to Perry Ellis 

International, Inc. NASDAQ 

symbol becomes PERY.

Acquires the iconic Jantzen® 

swimwear brand and licensing 

rights to Nike® Swim, 

representing a new landmark in 

manufacturing competencies. 

Original Penguin® by 

Munsingwear® line is introduced, 

o� ering savvy millennials a new 

line of sportswear.

Salant Corporation, the 

largest licensee of the Perry 

Ellis brand is acquired. The 

merger creates one of the 

largest men’s sportswear 

companies in America.

Launches its fi rst major 

brand, Natural Issue®, 

specializing in 

reactive printing.

Securing licensing 

agreement for PGA 

TOUR® adds golf apparel 

business to the company 

portfolio. Golf becomes 

a cornerstone in PEI’s 

strategic focus.

Tropical Sportswear 

International assets, 

Savane® and Farah® 

trademarks, added to 

portfolio of lifestyle 

brands. With o�  ces in 

London, the company 

looks towards further 

European expansion. 

Enters the women’s 

contemporary market 

by adding iconic Laundry 

by Shelli Segal® and C&C 

California® brands

to the portfolio.

Acquisition of 

Munsingwear® and Grand 

Slam® brands adds 110 

years of history and 

product innovation to the 

company’s heritage.

George travels to the Far East 

to develop key manufacturing 

relationships that pave the way for 

Supreme International, a business 

manufacturing school uniforms and 

4-pocket linen Guayabera shirts 

that earns him the title: 

“King of Guayaberas.”

Initial public o� ering 

NASDAQ: SUPI.

Oscar Feldenkreis joins the 

company, using his keen 

fashion sense to transition 

the business from a private 

label distributor to a branded 

sportswear manufacturer 

and distributor.



2009

2013

2011 2012

Rafaella® brand  

acquisition expands 

reach and leverage 

across multiple apparel 

classifications for women, 

building on reputation 

for women’s career 

sportswear and the 

“Perfect Fitting Pant.” 

Securing Callaway® golf 

licensing agreement 

accelerates golf apparel 

market share penetration 

and the foundation for 

a “good-better-best” 

distribution strategy.

Acquisition of Ben Hogan®  

golf apparel and expansion 

of licensing agreements 

with Callaway Golf to 

include Latin America and 

Canada and PGA TOUR® to 

include Mexico  

and Canada. 

PERY celebrates 20-year 

anniversary trading on NASDAQ 

with George and Oscar 

participating in closing bell 

ceremony. New York o�ces 

move to the iconic Hippodrome 

building in Midtown Manhattan, 

centralizing men’s design and 

sales teams under one roof.

Callaway Golf licensing 

agreement expansion includes 

territories in the Middle East, 

Africa and Europe.  

Strategic capital investments  

made to further develop  

international infrastructure.  

Secures Jack Nicklaus® 

licensing agreement to 

distribute men’s and 

ladies sportswear, tailored 

clothing and accessories 

for one of golf’s greatest 

names and global brands. 

We seek to grow organically and through acquisitions by building our 

lifestyle brands, expanding our market share by winning customers, 

stretching our brands to new regions, leveraging our supply chain  

and information technology capabilities across the company  

and expanding our direct-to-consumer business.  

Over the years, we have done just that.

2014
WE KNOW THAT CONSUMERS 
WANT TO ENGAGE WITH 
AUTHENTIC BRANDS THAT ARE 
GROUNDED IN HERITAGE AND 
THE REAL WORLD, RATHER 
THAN BRANDS THAT SIMPLY 
MANUFACTURE PRODUCTS.
–GEORGE FELDENKREIS 

CHAIRMAN AND CHIEF EXECUTIVE OFFICER



Our namesake eschewed the former and lived for the latter. Perry 

Ellis International is vested in that tradition today, tying it all 

together with a robust portfolio of men’s sportswear brands, while 

maintaining an overarching focus as sharp as a fi nely tailored suit. 

Our goal is simple: to touch upon all aspects of men’s lifestyles. 

We design, source, market and license sportswear for offi  ce MVPs 

and edgy hipsters, metropolitan men, dressy guys with modern wit 

and all those millennials who are proud to Be An Original. Not to 

mention passionately catering to the largest ethnic minority in the 

U.S. with an unmatched portfolio of Latin brands. This isn’t fashion, 

this is style. For every lifestyle.

FASHION IS ONE THING; 
STYLE ANOTHER.



VERY PERRY ELLIS. 

 

Perry Ellis was the master of making it all look easy. 

He played with fashion convention simply by not 

taking it so seriously. Following only what felt right. 

Dressing up dressed-down. Eschewing etiquette 

while simultaneously elevating it. With playful 

patterns and uncommon proportions, he rewrote 

the book on fashion. Today, his legacy lives on in a 

whole new generation of easygoing trailblazers.

The Perry Ellis® brand o�ers a full lifestyle 

sportswear collection: dressier suit separates,  

mix and match shirts, trousers, knits, sweaters and 

outerwear. We stand for innate personal style, not 

following fads; having it together without trying too 

hard. There has never been a better time  

to be...Very Perry Ellis.

• Perry Ellis Portfolio® o�ers modern, dressy  

    assortments of distinct suits, dress shirts, ties,  

    footwear and accessories. Perfect for the  

    boardroom or a wedding. 
 

• Perry Ellis collection o�ers modern sportswear  

    suitable for the o�ce, but easily transitioned    

    for a night out. Created for the Very Perry look. 
 

• Launched Perry Ellis master fragrance, which   

    helped drive double-digit growth of Perry Ellis  

   fragrance business in major U.S.  

   department stores. 
 

• Perry Ellis: An American Original book published,  

    celebrating the life and work of our namesake    

    designer and re-introducing his influence  

    to a new generation. 



SINCE THE 1920’S. 

 

The Farah® brand is rooted in rich heritage and bolstered by street credibility, 

leveraging creative ambassadors to drive success. These extraordinary 

individuals are empowered to become product developers, storytellers and 

educators inspiring millions of consumers. For fashion-minded hipsters in East 

London and international artists alike, the name Farah represents a melding of 

bold style and solid quality that resonates with youth of all walks.

BE AN ORIGINAL. 

 

The Original Penguin® brand is a youth culture icon that represents a mix of 

American Sportswear and contemporary fashion appealing to a style-savvy 

consumer who’s into details, but doesn’t take fashion too seriously. We pay 

homage to our brand heritage, while being flexible enough to stay culturally 

relevant in our global markets, reworking our archive of mid-century classics to 

reflect today’s lifestyle without compromising that heritage or the craftsmanship 

that established the Original Penguin name. This year, we launched The Earl 2.0, 

a modern design update to the classic Earl Polo, and the P55 Chino, our answer 

to a wearable bottom for both casual and refined needs. Because you can’t stay 

“Original” by doing what you’ve always done.

• “Be An Original” brand positioning introduced as a transformative  

    platform to guide the Original Penguin collection for all future initiatives.  

• Launched new flagship retail store in the NoHo area in Manhattan, New York. 

• Double-digit growth at key retailers in FY 2014, driven by focus on   

   presenting the lifestyle brand as a collection rather than a  

   classification business. 

• Citizens of Farah campaign introduced 12 ambassadors from di�erent  

    creative fields,  

    including DJ/producer Sasha, radio DJ/comedian Shaun Keaveny and  

   singer/songwriter Lewis Watson. 

• Initiated Farah Fridays, a month-long weekly event series designed to help    

    11 to 25-year-olds realize their creative talent, featuring 45 emerging  

 artists and attended by 50,000 fans. 

• As fashion partner of NME Awards, reached 6 million consumers  

    and featured Farah branding at event on Awards night.

    



FIT TO ACHIEVE.

Savane® apparel is a leader in performance, technology and innovation with a full sportswear collection 

launch o�ering an array of styles, silhouettes and fabrications for every wearing occasion. From clean 

khakis to no iron grab-and-go dress pants, shirts and suit separates, men will be ready to get down to 

business with Savane, and Fit to Achieve™ whatever awaits when the workday is done.

The Savane marketing strategy is resonating with our consumer. Our digital campaigns have seen 

incredible response rates and consumer interest. Building on this momentum and growing consumer 

outreach by adding ESPN magazine print ads, as well as retail-specific initiatives, 2014 promises to be  

a banner year for this lifestyle brand. 

• FY 2015 will mark expansion from a primarily bottoms classification-driven  

    business into a full modern lifestyle sportswear collection. 

• Focus on innovative products includes: sustainable Eco-Start® products  

    made with Repreve® recycled fibers and slim fit Travel Intelligence®  

   using our signature CRUSHPROOF® technology. 

• The brand won a silver ADDY (advertising industry)  

   award for its Eco-Start® product in-store launch.

LIVE THE GOOD LIFE.

A contemporary take on timeless tradition: this is what the Cubavera® 

brand represents. This is what sets us apart as a premier Latin men’s 

sportswear brand. Our roots run deep. The guayabera has come a long 

way from its humble origins though, and our brand has evolved with 

it, shifting from a single signature shirt to a Hispanic-inspired lifestyle 

collection. We continue to find relevant ways to present new product in  

an ever-changing American landscape while staying true to our roots.  

Style is our heritage.

• Our new wedding campaign took inspiration from the architecture     

    of the Biltmore Hotel in Coral Gables, reflecting the Cubavera brand’s  

    rich culture and resonating with our consumer’s deep passion for  

    travel and “The Good Life.” 
 

• We intend to capitalize on the identity we’re building as a destination  

    wedding apparel resource, strengthening our existing relationships    

    and building new relationships with retail partners. 
 

• Expanded product o�ering introduced a new pant assortment,  

    newly developed guayaberas and graphic tees.



Sexy and sophisticated. Intelligent and unstoppable. Women 

wear many hats, which is why we’ve worked diligently to unlock 

the inherent value of Rafaella®, Laundry by Shelli Segal® and C&C 

California® core women’s sportswear brands. Whether she’s headed 

to the offi  ce, the gym, or a cocktail party, each brand in our portfolio 

off ers unique products to address a woman’s fashion needs. 

Collectively, our women’s business designs and manufactures a wide 

range of product classifi cations, and 2013 represented a year of Brand 

Extensions, with new product launches and freshly-inked licensing 

agreements growing our brand off erings. So whatever her lifestyle, our 

female consumer can always dress the part.

BOLD AND BRILLIANT.

WOMEN’SWOMEN’S

AYLIN MUJICA

ACTRESS, PRESENTER, 
BRAND AMBASSADOR



• Rafaella Sport: A perfect, sporty weekend-wear  

    complement to the main collection, consisting of  

   knits, wovens and denim featuring Rafaella core  

    fits for style and comfort. 

• Rafaella Accessories: A stylish new collection of   

    handbags, belts, small leather goods and cold   

    weather accessories launching in time for  

    the 2014 holiday season. 

• Deepening the brand’s influence with a multicultural  

    consumer base, the Rafaella team signed actress,  

    model and working mother, Aylin Mujica, as a new  

    brand ambassador to exemplify the Rafaella woman.

IT FITS! 

Rafaella® apparel speaks to the modern woman: 

in demand, on the go and always on trend. When 

we make clothes for her, we make sure “It Fits.” 

Her style, her life and most importantly, her body. 

The result is a solid collection of staple sportswear 

pieces that look polished, full of personality 

and confident for work, play and everything in 

between. Our updated product and brand identity 

have paved the way for the lifestyle brand to 

expand into new product categories. 

PRETTY AND POLISHED. SEXY AND SOPHISTICATED. 

EASY AND EFFORTLESS. 

Vibrant, confident and chic, the Laundry by Shelli Segal® collection 

has been shaping the way women dress since 1988, and the brand 

continues to inspire women today with its iconic styling and stunning 

detail. While our core remains our dress and swim classification 

businesses, the contemporary brand has fast become a true  

lifestyle brand with nearly a dozen licensed categories and a  

recent expansion into suit separates launching in 2014.

From the vintage-inspired, buttery soft cotton tee that made 

the brand famous, C&C California® has expanded to include a 

complete collection of woven tops and bottoms, leggings,  

dresses, luxe cashmere sweaters and, as of this year,  

stylish C&C Sport™ activewear. 

• Sales in the dress business have quadrupled since our acquisition  

    of the business in 2008. 
 

• The brand has contributed significantly to royalty revenues, growing  

    from strictly a dress business into full lifestyle comprising outerwear,  

    swim, accessories, fragrance, sleep and loungewear, girls’ dresses,  

    home and bedding. 

• This year we launched hosiery, suit separates and a  

    small sportswear capsule.



Those are the keys to great golf. You don’t just string together wins. 

You earn them with every stroke, through hard work and dedication. 

The apparel industry is much the same, and Perry Ellis International 

has built a thriving portfolio of golf brands by playing to its strengths. 

From TOUR-tested performance technology to fashion pieces that are 

a cut above the competition, we always aim to win.

STRATEGY, POISE 
AND FOCUS.

GOLFGOLF
JASON DUFNER

CHAMPIONSHIP PGA TOUR® PRO 
SERIES TOUR PROFESSIONAL; 
2013 MAJOR WINNER



TRUE GOLF AUTHENTICITY AND INNOVATION.

Callaway® apparel is the ultimate combination of golf 

authenticity and classic style. Always innovative, always 

an outperformer. Because apparel that o�ers quality, 

performance, functionality and fit is as important to 

both men and women golfers as the equipment they 

use. Callaway apparel is designed for those who love the 

game of golf. It represents where the game has been, 

and where the game is going.

• Distribution in over 6,500 doors across luxury  

    retailers, department stores, sporting goods stores,  

   on-course and o�-course specialty shops,  

    big box and corporate. 

• Recent licensing agreement expansion to include  

   territories across Europe, the Middle East and Africa. 

• Worn by over 25 professional golfers on the PGA    

    TOUR, Web.com TOUR, European Tour and LPGA,  

    including: Patrick Reed, Thomas Bjorn, Alvaro   

    Quiros and Sandra Gal. 

• Addition of direct-to-consumer business via  

   www.callawayapparel.com

PATRICK REED
CALLAWAY TOUR 
PROFESSIONAL; 
3-TIME WINNER 

ADAM HADWIN 

CALLAWAY TOUR PROFESSIONAL; 
1-TIME WEB.COM TOUR WINNER

SANDRA GAL  

CALLAWAY TOUR 
PROFESSIONAL



ARE YOU TOUR MATERIAL?

The PGA TOUR is synonymous with high performance 

and a commitment to excellence--qualities that have 

been incorporated into the pro styling of PGA TOUR® 

apparel. The line o�ers superior quality, performance 

and comfort for men and women, golfers and  

non-golfers alike. PGA TOUR apparel performs  

like a champion while remaining a leader  

in fashion innovation.

• Launched multiplatform Win a Day campaign with   

    2013 Major Championship winner and brand  

    ambassador, Jason Dufner.  

• Superior quality, performance and comfort for 

    golfers and non-golfers alike. 

• PGA TOUR growth fueled by licensing  

    agreement extension into international territory  

    following the PGA TOUR’s announced tournament 

    expansion across Canada (PGA TOUR Canada) and  

    Latin America (PGA TOUR Latinoamérica)

D.A. POINTS 

2013 SHELL HOUSTON  
OPEN WINNER AND PGA 
TOUR® PROFESSIONAL

ON COURSE. OFF COURSE. CHANGE COURSE. 

Munsingwear introduced the world famous 

Grand Slam® knit shirt in 1951, creating an 

instantly iconic classic. The sport of golf has 

since become a lifestyle, not just a few hours on 

the course. The tagline “On Course. O� Course. 

Change Course.” was developed to characterize 

this attitude, and the Ball in Motion icon was 

introduced to represent the brand’s forward 

motion as it earns the loyalty of both male and 

female consumers. Grand Slam apparel:  

the future is already here. 

• D.A. Points is the brand ambassador, leveraging a  

    player with multiple wins, a huge fan following 

    and  impressive social media influence.  

• In-store visuals relay the brand message to the  

   consumer at the point-of-sale and are reinforced  

   by collaboration with retailers for  

   direct-to-consumer messaging. 

JASON DUFNER 

CHAMPIONSHIP PGA TOUR® PRO 
SERIES TOUR PROFESSIONAL; 
2013 MAJOR WINNER



MARC LEISHMAN 

2009 PGA TOUR ROOKIE 
OF THE YEAR AND 
PROFESSIONAL GOLFER

UNCOMPROMISED PERFECTION.

Legendary golfer Ben Hogan had it right: “The most important shot 

in golf is the next one.” It’s as true in the golf apparel business as in 

the game. The line is styled, designed and infused with the top-notch 

performance he demanded. He prided himself on the idea that “there 

are no shortcuts in the quest for perfection.” This has become the 

brand’s mantra. The Ben Hogan® collection is reflective of the legend 

himself--exceptional style sense with a passion for excellence. 

• Sold in over 3,000 doors in the U.S. and Canada. 

• Soft goods launch of new product categories including golf balls,  

    golf gloves, hats, visors, belts, towels and umbrellas. 

• Introduced a new signature line of premium-quality Ben Hogan product.

JACK NICKLAUS
18 TIME MAJOR 
WINNER; WORLD 
GOLF HALL OF 
FAME INDUCTEE

Nicknamed the “Golden Bear,” Jack Nicklaus is widely regarded as a sports 

icon and the greatest champion in the history of golf. Winning a record 

total of 18 professional major championship titles, 73 o�cial TOUR victories 

and 120 total victories worldwide, Nicklaus serves as a brand ambassador 

for the line. There is no name more synonymous with legendary greatness 

than Jack Nicklaus and there’s no line of premium pro-performance 

clothing more deserving of this name than Jack Nicklaus® golf apparel. 

• Recent licensing agreement to design, develop, manufacture and    

    distribute men’s and ladies’ sportswear, tailored clothing and  

    accessories under the Jack Nicklaus brand and Golden Bear icon.  
 

• Territories include U.S., Canada and Mexico. International  

    design and distribution for 12 countries outside  

    western hemisphere.

 



The Swim business is an open competition, and every second counts. 

We weave fashion and performance into one streamlined business 

that’s primed to go the distance for our consumers and our investors. 

Continuously working to off er athletes unrivaled innovation, we aim 

to be the fastest. Meanwhile, our fashion swimwear brands build on 

a lasting heritage of style. Whether it’s cutting edge technology and 

performance, active-inspired athletic suits or innovation from the 

body experts that “changed bathing to swimming,” we strive to 

be the best on the blocks. And on the beach.

CUTTING CORNERS 
ISN’T AN OPTION.

SWIMSWIM



REVOLUTIONIZING SWIM.

Perry Ellis International is revolutionizing the 

sport through the Nike® Swim brand with constant 

innovation in competition and training to define the 

next generation of outfitting for sport. Performance 

fabrics, unique design and technologically superior 

construction come together to maximize e�ciency 

on land and in the water. PEI is the o�cial licensee 

in the USA, Canada and Mexico for the world’s 

leading sports and fitness company, to design, 

market and distribute competitive and active 

swimwear, swim gear  and related apparel for men, 

women and young athletes. Nike Swim products are 

sold through team dealers, sporting goods, better 

specialty and department stores. 

• This year represented our biggest increase in Nike   

    Swim sales over the last 6 years, with double-digit  

    growth across all distribution channels, and  

    across all product categories. 

• Initiative-based focus on Performance Swim/Swim  

    Gear aided market share growth within the Team/ 

    Specialty channel and Sporting Goods channel,  

    while in Women’s Swim, e�orts resulted in excellent  

    placement of Women’s Beach and a new Women’s  

    Swim Training o�ering. 

• Finalized technical development and received FINA  

    approval on a new o�ering of elite competition  

    swimwear slated for launch in FY 2015, laying the  

   foundation for a repeat in double-digit growth in  

   all channels and all product categories.



• The Jantzen® line reclaims its position as the  

    iconic brand for Timeless Glamour, exemplified in  

    the award-winning Swimming In It campaign.   

   The expansion of Lycra Beauty & Xtra-Life Lycra  

    in the line continues a key partnership with Invista.

ACTIVE-INSPIRED FASHION. 

Australian born but an icon of Southern California 

swim for over 30 years, the Jag® name represents 

more than a brand; it represents a way of living. 

Carefully crafted for the woman who lives life 

to the fullest, it’s the ultimate expression of 

comfortable, creative, modern swimwear from 

bikinis to board shorts to cover-ups to signature 

tankinis. Her active lifestyle is enhanced with 

fashion that’s easy to live in and amplifies the 

energetic spirit of every woman. 

• Jag swimwear stays true to “active-inspired”  

    heritage and goes beyond the tankini with  

    addition of  one-pieces and bra-sized bikini tops.  

   Growth opportunity in cover-ups; boardshorts    

    continue to drive the business.

TIMELESS GLAMOUR.

For over 100 years, the Jantzen® brand has  

been rooted in history as one of the first  

American fashion brands and is represented by  

the world-famous Diving Girl. Iconic, desired, ahead 

of its time, the brand has a long history of outfitting 

bombshells and beauties. As experts in fit and 

innovation, Jantzen swimwear remains a poolside 

reflection of every woman that transcends  

a time, a place and even an era.  



Whether it’s social media, brick-and-mortar or 

click and order, we believe the key to building 

strong consumer relationships is in tailoring 

focused brand identities that translate with 

fl uidity across all touchpoints. In this way, we 

make our brands accessible to today’s ever-

evolving consumer. Wherever. Whenever. 

However they engage. We work tirelessly 

to learn and improve, customizing our 

distribution and engagement channels 

to elevate experiences and strengthen 

brand awareness.

    E-COMMERCE

• 8 total websites, including 2 new launches in 

   CallawayApparel.com and Farah.co.uk.

• PerryEllis.com saw double-digit growth in sales and 

   launched bilingual format; Perry Ellis America 

   line launched in Fall 2013.

• Launched e-Gift Cards across all e-commerce sites.

   3RD PARTY E-COMM

• Sales grew over 20%, a solid complement to  

    our wholesale business as we support pure 

    online retailers, such as Amazon, as well as 

    our brick-and-mortar retail partners’ 

   digital strategies.

   SOCIAL MEDIA

• 20 Days of Merry Perry built on the previous year’s 

    success, highlighting a di� erent product each day 

    over the holidays on PerryEllis.com and across 

    social media channels.

• Blogs have increased engagement for the Perry Ellis®, 

    C&C California® and Original Penguin® brands. The   

    latter features a customized Infl uencers blog.

• The Original Penguin website saw a 60% increase 

    in holiday tra�  c driven by Google and Bing 

    global campaigns.

• The Cubavera® brand has the highest Facebook 

    engagement and fan loyalty of all PEICorp brands. Its 

    engagement rate often ranks at #1 out of 128 Fashion 

    Brands tracked through SocialBakers. 

• Monitoring ROI by partnering with SocialBakers, 

    a social media analytics platform allowing us to 

    measure our social media campaigns. 

OMNI-CHANNEL 
STRATEGY

RETAILRETAIL

PRINTPRINT

SOCIALSOCIAL

VIDEOVIDEO

WEBWEB

ALEXANDRA WILSON

RECENTLY-APPOINTED 
BOARD OF DIRECTORS 
MEMBER; DIRECTOR,
CO-FOUNDER AND HEAD 
OF STRATEGIC ALLIANCES,
GILT GROUPE, INC.



• Emphasis placed on enhancing internal 

    assessments and protocols; training and education 

    programs put into place specifi cally relating to 

    health  & safety, building and fi re safety to elevate 

    existing practices.

• Global sourcing division seeks to expand our reach 

    into duty-free regions with a primary focus on    

    ensuring a better product value proposition.

• 1 million units manufactured using eco-friendly      

   recycled Repreve®, a fi ber used to weave fabrics

    with other components.

• Dedicated internal audit teams execute supplier 

    engagement programs that include factory

    evaluations, monitoring, capacity building and 

    education to ensure a sustainable global 

    supply chain. 

• Initiated “Speed to Market” campaign, moving 

    approvals closer to the source of manufacturing to    

    bring product to customers faster.

• Exclusive next generation CRUSHPROOF® no iron 

    technology used in Axist® Ultra Series™ dress pants. 

    We have leveraged the success of the CRUSHPROOF 

    technology into Savane® Travel Intelligence® apparel.

• The Original Penguin® brand introduced dip-dyed 

    tank tops and t-shirts, using a dying technique that 

    makes each garment’s dye pattern unique.

• Callaway® Weather series was launched, introducing 

    product that features weather-resistant technology, 

    such as 20,000mm waterproof fabric with 

    breathability and 2 ½ layer lamination.

Innovation is paramount. It is the inspiration that permeates all areas of our company. 

Product is king and the ability to o� er fast fashion is crucial in today’s marketplace. 

Perry Ellis International prides itself on being a pioneer, utilizing a wide network of 

global factories. We are at the forefront of cutting-edge manufacturing trends, as our 

company constantly scours the globe to source new resources, exploring research and 

new technologies that keep our production contemporary and competitive, seeking 

out the best fi bers, fabrics and yarns at the best prices.

SOURCING AND INNOVATION



Trends come and go, but the good you do is enduring. At Perry Ellis International, those are words to live by.  

We are committed to making a lasting impact on local communities, supporting various philanthropic 

organizations each year under five pillars of corporate social responsibility: health care, education,  

arts & entertainment, human services and industry-related causes.

CORPORATE SOCIAL RESPONSIBILITY

HEALTHCARE

PEI is helping create a world with less cancer…and 

more birthdays! We joined 300,000 individuals 

across the country in the American Cancer Society 

Cancer Prevention Study-3 (CPS-3) as the 1st public 

company in Miami to serve as a host site. 

HUMAN SERVICES  

PEI has a long history of partnering with Habitat for Humanity. We 

sponsored the Home Builders Blitz on February 22nd and volunteer 

associates pitched in to help the organization build, renovate and  

repair more than 300 homes across the U.S. 

FASHION INDUSTRY  

Our CEO George Feldenkreis received the Lifetime Achievement Award  

from the Fashion Scholarship Fund on January 8th. The organization  

contributed to numerous scholarships awarded to 131 students from 46 

di�erent colleges nationwide.

EDUCATION  

As corporate partner of the Big Brothers & Big Sisters organization, Perry 

Ellis International hosts “LITTLES” in Miami each month. They enjoy meals 

and a workshop, as well as valuable time with associate “BIGS,” who 

volunteer their time to share real-world experience and professional advice.

ARTS & ENTERTAINMENT

We are proud to foster arts and entertainment in our 

community through various sponsorships, including 

the New World Symphony, Cubavera® sponsoring 

History Miami, various golf and sports fundraisers  

and even the Miami HEAT!

GREEN INITIATIVES

• We celebrated Earth Day at our headquarters this  

    year with a day of activities aimed at educating and  

    encouraging our associates on ways to go green.

• In order to reduce our collective impact on the  

    environment, we have placed an emphasis on  

    sustainability in purchasing choices, saving over  

    52% each in water, energy and tree consumption,  

    over the previous year, according to the Staples  

    environmental report.

• To further educate our associates and promote  

    sustainability, we publish a digital quarterly  

    Green Newsletter.

• Perry Ellis International recycles electronic waste    

    generated by our o�ces through semi-annual   

    pickups of items like monitors, keyboards, printers,   

    scanners, fax machines and more.

• Original Penguin® launched Reduce, Reuse, Restyle  

    this year, a program that incentivizes consumers to      

    recycle their clothes and accessories.



GLOBAL REACH

DOMESTIC OFFICES
INTERNATIONAL OFFICES

80%
9%
8%
3%

DOMESTIC WHOLESALE

DIRECT-TO-CONSUMER

INTERNATIONAL WHOLESALE

LICENSING

MENOMONEE 
FALLS
WI

TORONTO

NYC
NY

SENECA
SC

FRISCO
TX

PORTLAND 
OR

COMMERCE
CA

MEXICO 
CITY

TAMPA
FL MIAMI 

FL

US & CANADA

Direct distribution across 18,500+ wholesale doors in the U.S.

Direct distribution across 1,250+ wholesale doors in Canada 

68 directly operated retail stores, 1 partner-operated store 

6 directly operated e-commerce distribution channels 

13 corporate o�  ces and distribution centers 

74* licensing partnership agreements

Over 2,200 corporate and retail associates

EUROPE

Direct distribution across 2,000+ wholesale doors in Europe

5 directly operated retail stores 

2 directly operated e-commerce distribution channels 

3 corporate o�  ces and distribution centers 

17* licensing partnership agreements 

Over 170 corporate and retail associates

MEXICO & LATIN AMERICA

Direct distribution across 385+ wholesale doors in Mexico 

53 partner-operated stores 

1 corporate o�  ce 

53* licensing partnership agreements

ASIA / OTHER

33 partner-operated stores

10 corporate o�  ces

31* licensing partnership agreements

Over 360 corporate and retail associates 

GLOBAL

Direct distribution across 20,000+ wholesale doors

73 directly operated retail stores, 87 partner-operated retail stores

8 directly operated e-commerce distribution channels

27 corporate o�  ces and distribution centers

141 licensing agreements (77 International, 60 Domestic, 4 worldwide)

Over 2,700 corporate and retail associates

* Includes worldwide agreements

 
REACH SUMMARY 

WITHAM

LONDON

JAKARTA

HO CHI MINH 

HONG KONG
GUANGZHOU

TAIPEI

SHANGHAIHANGZHOU

BEIJING

DUBLIN



DUBLIN

MEXICO

LONDONLONDON

CHINACHINA

CHINA

NYCNYC

INTERNATIONAL OFFICES:

Beijing
Dhaka 
Dublin
Guangzhou
Hangzhou
Ho Chi Minh City
Hong Kong
Jakarta
London†
Mexico City
Shanghai (2)
Taipei
Toronto
Witham (UK)*†

* Distribution Center 
† Corporate O�  ce

DOMESTIC OFFICES:

Commerce, CA 
Frisco, TX 
Menomonee Falls, WI
Miami, FL (2)*† 
New York, NY (4) 
Portland, OR 
Seneca, SC*
Tampa, FL*

NYCLONDON

MIAMI
RETAIL STORES

PERRY ELLIS
ORIGINAL PENGUIN
CUBAVERA
LAUNDRY
FARAH
MANHATTAN*
MULTI**

TOTAL

44
22
2
-
-
-
1

69

21
30
2
-
-
-
-

53

-
4
-
-
1
-
-

5

6
19
-
2
2
4
-

33

US & CANADA MEXICO & LATIN AMERICA UK ASIA/OTHER

Please note: Includes both directly operated and licensed partner-operated retail stores
*Manhattan stores in China are shop-in-shop and not stand-alone retail stores
**Multi indicates store with multiple brands at retail location
Countries in Latin America include: Argentina, Brazil, Chile, Colombia, 
Dominican Republic, El Salvador, Panama, and Venezuela.
Countries in Asia include: China, Philippines, and Vietnam
Other countries include: Turkey

PHILIPPINES



   FISCAL YEAR IN THOUSANDS, EXCEPT PER SHARE DATA

* See Reconciliation of net (loss) income to Perry Ellis International, Inc. (“PEI”) to EBITDA, as adjusted on following page.
** See Reconciliation of net (loss) income attributable to PEI to net income attributable to PEI as adjusted and net (loss)  
income attributable to PEI per share, diluted to net income attributable to PEI, per share, diluted as adjusted on following page.
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$969,553

317,201

36,345

61,397

14,801

22,226

0.97

1.45

15,315

763,129

$371,240

$980,592 

323,742 

55,385 

75,124 

25,517 

30,886 

1.60 

1.94 

15,950

724,195 

$366,495 

$790,288 

282,459 

49,838 

64,668 

24,112 

26,957 

1.70 

1.88 

14,149

686,033 

$302,940 

$754,202 

249,098 

34,863 

48,742 

13,167 

13,649

1.01 

1.05 

13,005

561,316 

$270,116 

$912,224

302,788

(19,369)

34,766

(22,779)

5,762

(1.52)

0.38

14,988

706,735

$347,533

  INCOME STATEMENT DATA: 

  TOTAL REVENUES

  GROSS PROFIT

  OPERATING (LOSS) INCOME

  EBITDA, AS ADJUSTED*

  NET (LOSS) INCOME ATTRIBUTABLE TO PEI

  NET INCOME ATTRIBUTABLE TO PEI, AS ADJUSTED** 

  NET (LOSS) INCOME ATTRIBUTABLE TO PEI, PER SHARE, DILUTED

  NET INCOME ATTRIBUTABLE TO PEI INC., PER SHARE, DILUTED, AS ADJUSTED**
  

  WEIGHTED AVERAGE NUMBER OF DILUTED SHARES OUTSTANDING

   BALANCE SHEET DATA:

  TOTAL ASSETS

  TOTAL SHAREHOLDERS’ EQUITY

FINANCIAL HIGHLIGHTS

NET INCOME ATTRIBUTABLE TO PEI, INC, 
PER SHARE, DILUTED, AS ADJUSTED**

FY2014                    $0.38

FY2013                                                                                                                        $1.45 

FY2012                                                                                                                $1.94

FY2011                                                                                                                                  $1.88

FY2010                                                                                       $1.05

EBITDA, AS ADJUSTED* (IN THOUSANDS OF DOLLARS)

FY2014              $34,766

FY2013                                                       $61,397 

FY2012                                                         $75,124

FY2011                                                                                          $64,668

FY2010                                $48,742

TOTAL REVENUE (IN THOUSANDS OF DOLLARS)

FY2014                                                                                       $912,224

FY2013                                                                                                            $969,553

FY2012                                                                    $980,592

FY2011                                                       $790,288

FY2010                                                                                  $754,202

WE ARE ENHANCING OUR PROFIT 
FORMULA SO THAT WE CAN REWARD 
STOCKHOLDERS WITH SIGNIFICANT 
FINANCIAL PERFORMANCE OVER THE 
LONG TERM. KEY TO OUR SUCCESS  
HAS BEEN OUR FOCUS ON CORE 
GROWTH DRIVERS, WHICH CONSIST  
OF BUILDING LIFESTYLE BRANDS.

PERRY ELLIS INTERNATIONAL, INC. AND SUBSIDIARIES RECONCILIATION OF NET INCOME (LOSS)  
ATTRIBUTABLE TO PEI TO ADJUSTED EBITDA(1) (UNAUDITED) (AMOUNTS IN 000’S)

(1) “EBITDA” consist of earnings before interest, taxes, depreciation, amortization, cost on early extinguishment of debt and noncontrolling interest. EBITDA is not a 
measurement of financial performance under accounting principles generally accepted in the United States of America, and does not represent cash flow from operations. 
EBITDA is presented solely as a supplemental disclosure because management believes that it is a common measure of operating performance in the apparel industry.

(2) “EBITDA, as adjusted” consist of EBITDA adjusted for the impact impairment on long-lived assets, costs on exited brands, costs of streamlining and consolidation of 
operations, and other strategic initiatives, as well as, costs associated with voluntary retirements, acquisition costs - Rafaella, and the gain on sale of assets. EBITDA as 
adjusted is not a measurement of financial performance under accounting principles generally accepted in the United States of America, and does not represent cash flow 
from operations.  EBITDA, as adjusted is presented solely as a supplemental disclosure because management believes that it is a common measure of operating performance 
in the apparel industry. In addition, we present EBITDA, as adjusted because we believe it assists investors and analysts in comparing our performance across periods on a 
consistent basis by excluding items that we do not believe are indicators of our core operating performance.

   FISCAL YEAR 20
13

20
14

20
12

20
11

20
10

  NET INCOME (LOSS) ATTRIBUTABLE TO PEI

   PLUS:

  DEPRECIATION AND AMORTIZATION

  INTEREST EXPENSE

  COSTS ON EARLY EXTINGUISHMENT OF DEBT

  NET INCOME ATTRIBUTABLE TO NONCONTROLLING INTEREST

  INCOME TAX PROVISION (BENEFIT) 

  EBITDA1

  IMPAIRMENT ON LONG-LIVED ASSETS 

  COSTS ON EXITED BRANDS

  COSTS OF STREAMLINING AND CONSOLIDATION OF OPERATIONS, AND OTHER STRATEGIC INITIATIVES

  COSTS OF VOLUNTARY RETIREMENT

  GAIN ON ASSET SALES

  ACQUISITION COSTS - RAFAELLA

  EBITDA, AS ADJUSTED(2)

($22,779)

12,626

15,026

            –     

            –     

(11,615)

(6,743)

42,977

      - 

      4,694 

       -

(6,162)

            –     

               

$34,766

$14,801

13,896

14,836

            –     

            –     

6,708

50,241

3,516

2,676

2,954

2,420

(410)

            –     

                

$61,397

 

$25,517

13,673

16,103

1,306

            –     

12,459

69,058

6,066

            –     

            –     

            –     

            –     

            –     

                

$75,124 

$24,112

12,211

13,203

730

400

11,393

62,049

392

            –     

            –     

            – 

            –     

2,227

               

$64,668

 

$13,167

13,625

17,371

357

353

3,615

48,488

254

            –     

            –     

            –     

            –     

            –     

               

$48,742

  



RECONCILIATION OF NET INCOME (LOSS) ATTRIBUTABLE TO PEI TO NET INCOME ATTRIBUTABLE TO 
PEI AS ADJUSTED AND NET INCOME (LOSS) ATTRIBUTABLE TO PEI, PER SHARE, DILUTED TO NET 
INCOME ATTRIBUTABLE TO PEI, PER SHARE, DILUTED AS ADJUSTED(1) (AMOUNTS IN 000’S, EXCEPT PER SHARE DATA)

(1) Neither net income attributable to PEI as adjusted, nor net income attributable to PEI, per share, diluted as adjusted, is a measurement of financial performance under 
accounting principles generally accepted in the United States of America. Accordingly, you should not regard these figures as alternatives to actual net income (loss) 
attributable to PEI and/or net income (loss) attributable to PEI per share, diluted. Net income attributable to PEI as adjusted, and net income attributable to PEI, per share, 
diluted as adjusted, are presented solely as a supplemental disclosure, because management believes it is useful to compare the company’s current results across multiple 
periods. 
 
(2) Net income attributable to PEI as adjusted, and net income attributable to PEI, per share, diluted as adjusted, for the year ended February 1, 2014, consist of net 
income (loss) attributable to PEI and net income (loss) attributable to PEI per share, diluted excluding the e�ect of approximately $41.5 million ($28.5 million, net of taxes) 
or $1.90 per share net of taxes, respectively, for non-cash impairments on long-lived assets, costs of streamlining and consolidation of operations, and other strategic 
initiatives, and gain on asset sales. These costs and gain are not indicative of our core operations and thus to get a more comparable result with the operating performance 
of the apparel industry, they have been removed, net of taxes, from the calculation.

(3) Net income attributable to PEI as adjusted, and net income attributable to PEI, per share, diluted as adjusted, for the year ended February 2, 2013, consist of net 
income (loss) attributable to PEI and net income (loss) attributable to PEI per share, diluted excluding the e�ect of approximately $11.5 million ($7.4 million, net of 
taxes) or $.48 per share net of taxes, respectively, for non-cash impairments on long-lived assets, the costs on exited brands, costs of streamlining and consolidation of 
operations, and other strategic initiatives, costs of  voluntary  retirement and gain on asset sales. These costs and gain are not indicative of our core operations and thus to 
get a more comparable result with the operating performance of the apparel industry, they have been removed, net of taxes, from the calculation.

(4) Net income attributable to PEI as adjusted, and net income attributable to PEI, per share, diluted as adjusted, for the year ended January 28, 2012, consist of net 
income (loss) attributable to PEI and net income (loss) attributable to PEI per share, diluted excluding the e�ect of approximately $8.1 million ($5.4 million, net of taxes) or 
$.34 per share net of taxes, respectively, for non-cash impairments on long-lived assets, costs on early extinguishment of debt and duplicate interest from  
March 8 to April 6, 2011. 

(5) Net income attributable to PEI as adjusted, and net income attributable to PEI, per share, diluted as adjusted, for the year ended January 29, 2011, consist of net 
income (loss) attributable to PEI and net income (loss) attributable to PEI per share, diluted excluding the e�ect of approximately $3.3 million ($2.8 million, net of taxes) 
or $.18 per share net of taxes, respectively, for non-cash impairments on long-lived assets and leasehold improvements, costs on early extinguishment  
of debt and acquisition costs.

(6) Net income attributable to PEI as adjusted, and net income attributable to PEI, per share, diluted as adjusted, for the year ended January 30, 2010, consist of net 
income (loss) attributable to PEI and net income (loss) attributable to PEI per share, diluted excluding the e�ect of approximately $0.61 million ($0.48 million, net of 
taxes) or $.04 per share net of taxes, respectively for non-cash impairments on long-lived assets and for costs on early extinguishment of debt related to the retirement of 
$20.8 million of our senior subordinated notes.

  FISCAL YEAR 20
13

(3
)

20
14

(2
)

20
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(4
)

20
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(5

)

20
10

(6
)

  NET INCOME (LOSS) ATTRIBUTABLE TO PEI

   PLUS:

   IMPAIRMENT ON LONG-LIVED ASSETS

  COSTS ON EXITED BRANDS

  COSTS OF STREAMLINING AND CONSOLIDATION OF OPERATIONS, AND OTHER STRATEGIC INITIATIVES

  COSTS OF VOLUNTARY RETIREMENT

  COSTS ON EARLY EXTINGUISHMENT OF DEBT

  DUPLICATE INTEREST FROM MARCH 8 TO APRIL 6, 2011

  ACQUISITION COSTS - RAFAELLA

  LESS:

  GAIN ON ASSET SALES

  TAX BENEFIT

   NET INCOME ATTRIBUTABLE TO PEI, AS ADJUSTED

  NET INCOME (LOSS) ATTRIBUTABLE TO PEI, PER SHARE, DILUTED

  PLUS PER SHARE, NET:

  IMPAIRMENT ON LONG-LIVED ASSETS

  COSTS ON EXITED BRANDS

  COSTS OF STREAMLINING AND CONSOLIDATION OF OPERATIONS, AND OTHER STRATEGIC INITIATIVES

  COSTS OF VOLUNTARY RETIREMENT

  COSTS ON EARLY EXTINGUISHMENT OF DEBT

  DUPLICATE INTEREST FROM MARCH 8 TO APRIL 6, 2011

  ACQUISITION COSTS - RAFAELLA

  GAIN ON ASSET SALES

  NET INCOME ATTRIBUTABLE TO PEI, PER SHARE, DILUTED AS ADJUSTED

$14,801

3,516

2,676

3,341

2,420

            –     

            –     

            –     

                 

(410)

(4,118)

$22,226

0.97

0.16

0.11

0.13

0.10

            –     

            –     

            –     

      (0.02)    

$1.45

   $25,517

         

         

            –     

            –     

       – 

          1,306

              

            –     

            –     

(2,748)

$30,886

1.60

 

0.26

            –     

            –     

            –     

0.05

0.03

            –     

            –     

                 

$1.94

$24,112

             

            –     

            –     

            –

            

       –

                 

            –     

(504)

$26,957

1.70

0.02

            –     

            –     

            –     

0.03

            –     

0.13

            –     

                

$1.88

$13,167

             

            –     

            –     

       –

                 

            –     

            –     

            –     

(129)

$13,649

1.01

0.02

            –     

            –     

            –     

0.02

            –     

            –     

            –     

                

$1.05

($22,779)

       42,977 

       –

        4,694 

       –

            –     

            –     

            –     

                

(6,162)

(12,968)

$5,762

(1.52)

            1.91 

       –

            0.21     

       –

            –     

            –     

            –     

        (0.22)  

$0.38

  

LEFT TO RIGHT

JOSEPH NATOLI (1) (4) (5)         DIRECTOR, SENIOR VICE PRESIDENT OF BUSINESS AND FINANCE 
        AND CHIEF FINANCIAL OFFICER, UNIVERSITY OF MIAMI 
EDUARDO SARDIÑA (1) (2) (4) (5)         DIRECTOR, RETIRED PRESIDENT AND CHIEF EXECUTIVE OFFICER, BACARDI U.S.A., INC. 
           (RETIRED FROM THE BOARD FEBRUARY 2014) 
JOE ARRIOLA (1) (2) (4) (5)         DIRECTOR, RETIRED PRESIDENT AND CHIEF EXECUTIVE OFFICER, PULLMANTUR CRUISES
GEORGE FELDENKREIS          CHAIRMAN OF THE BOARD AND CHIEF EXECUTIVE OFFICER 
OSCAR FELDENKREIS         VICE CHAIRMAN OF THE BOARD, PRESIDENT AND CHIEF OPERATING OFFICER
GARY DIX (3) (4)              DIRECTOR, SHAREHOLDER AND MANAGING DIRECTOR, MALLAH FURMAN & COMPANY, P.A. 
JOSEPH LACHER (1) (2) (3) (4) (5)         DIRECTOR, RETIRED PRESIDENT, FLORIDA BELL SOUTH TELECOMMUNICATIONS, INC. 
ALEXANDRA WILSON                       DIRECTOR (AS OF FEBRUARY 2014), DIRECTOR, CO-FOUNDER AND HEAD OF  
                                                            STRATEGIC ALLIANCES, GILT GROUPE, INC.  

(1) Member of the Audit Committee           (2) Member of the Compensation Committee            (3) Member of the Investment Policy Committee

(4) Member of the Corporate Governance Committee           (5) Member of the Nominating Committee

DIRECTORS

OFFICERS

GEORGE FELDENKREIS  CHAIRMAN OF THE BOARD AND CHIEF EXECUTIVE OFFICER 
OSCAR FELDENKREIS  VICE CHAIRMAN OF THE BOARD, PRESIDENT AND CHIEF OPERATING OFFICER
JOHN F. VOITH, JR. PRESIDENT, GOLF DIVISION
STEPHEN HARRIMAN  PRESIDENT, SPORTSWEAR DIVISION
STANLEY SILVERSTEIN              PRESIDENT, INTERNATIONAL DEVELOPMENT AND GLOBAL LICENSING 
ANITA BRITT  CHIEF FINANCIAL OFFICER
LUIS PAEZ CHIEF INFORMATION OFFICER
FANNY HANONO SECRETARY AND TREASURER
CORY SHADE  SENIOR VICE PRESIDENT, GENERAL COUNSEL AND ASSISTANT SECRETARY

INVESTOR INQUIRIES
Investors and other parties with questions, including 
requests for the company’s annual report or form 10-K 
for the year ended February 1, 2014 (available without 
charge), should direct requests in writing to Perry 
Ellis Investor Relations, Perry Ellis International, Inc. 
3000 N.W. 107th Avenue, Miami, FL 33172 or email 
Investor@pery.com

SHARES TRADED
NASDAQ stock market ® Ticker symbol - PERY

TRANSFER AGENT 
Continental Stock Transfer & Trust Company
17 Battery Place, 8th Floor
New York, NY 10004

INDEPENDENT REGISTERED  
PUBLIC ACCOUTING FIRM 
PricewaterhouseCoopers LLP
1441 Brickell Avenue
Miami, FL 33131

AGENT BANK 
Wells Fargo Capital Finance LLC
100 Park Avenue, 14th Floor, 
New York, NY 10017

PERRY ELLIS INTERNATIONAL 
CORPORATE HEADQUARTERS 
3000 N.W. 107th Avenue 
Miami, FL 33172
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Anchor Blue®
Axist®
Ben Hogan®
C&C California®
Callaway® Golf
Chispa®
Cubavera®
Farah®
Gotcha®
Grand Slam®
Havanera®
Jack Nicklaus® 
Jag® 
Jantzen®
John Henry® 
Laundry by Shelli Segal®
Manhattan® 
Miller’s Outpost®

Mondo di Marco®
Natural Issue®
Nike® Swim
Original Khaki Company®
Original Penguin®
Perry Ellis®
PGA TOUR® Apparel
Pro Player®
Rafaella®
Redsand®
Savane®
Solero®
Tahoe River Outfitters™
Techworks®

BRAND PORTFOLIO

 6,066  392

 357

 745
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254

2,227
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Gold looks good on us. So do Platinum, Silver and Bronze. What can we say? Accessorizing is a big part of fashion. 

Perry Ellis International works tirelessly year-round to o�er lifestyle brands with identities as distinct as their design, 

and all that e�ort has paid o�. Awards Season treated us well, and we brought home a generous share of new 

hardware that we’re proud to display.

AWARDS

2013 SPOTLIGHT AWARDS - PRESENTED BY THE LEAGUE OF  

AMERICAN COMMUNICATIONS PROFESSIONALS  

• Rank #3: Top 100 Communications Materials of 2013 

• Platinum: Most Improved 

• Platinum: Overall 

 

 

2013 PLATINUM PR AWARDS - PRESENTED BY PR NEWS  

• Platinum: Annual Report 

 

 

ARC AWARDS INTERNATIONAL XXVII - PRESENTED BY MERCOMM INC.  

• Gold: Summary Annual 

 

 

2013 GALAXY AWARDS - PRESENTED BY MERCOMM INC.  

• Bronze: Design - Traditional Annual Report Americas 

• Honors: Copywriting - Traditional Annual Report 

 

 

2012 VISION AWARDS - PRESENTED BY THE LEAGUE OF  

AMERICAN COMMUNICATIONS PROFESSIONALS  

• Bronze: Annual Report, Consumer Durables 

 

 

2013 HOW IN-HOWSE DESIGN AWARDS - PRESENTED BY F+W MEDIA INC 

• Merit Award for Jantzen Swimming In It campaign

@BENHOGAN

@CCCALIFORNIA

@CUBAVERA

@FARAHVINTAGE

@GRANDSLAM

@JANTZENSWIM

@LAUNDRYBYSHELLI

@ORIGINALPENGUIN  

@PEICORP

@PENGUINEUROPE

@PERRYELLIS 

@RAFAELLASTYLE 

BEN HOGAN

C&C CALIFORNIA

CUBAVERA

FARAH

GRAND SLAM

JANTZEN

LAUNDRY BY SHELLI SEGAL

ORIGINAL PENGUIN

PERRY ELLIS

RAFAELLA

C&C CALIFORNIA

CUBAVERA

PERRY ELLIS 

ORIGINAL PENGUIN 

RAFAELLA 

LAUNDRY BY SHELLI SEGAL

CUBAVERATV

FARAHVINTAGE

JANTZEN SWIM  

ORIGINALPENGUINTV

PERRY ELLIS

@BENHOGAN

@CCCALIFORNIA

@CUBAVERA

@FARAHVINTAGE

@GRANDSLAM

@JANTZENSWIM

@LAUNDRYBYSHELLI

@ORIGINALPENGUIN 

@PEICORP

@PERRYELLIS

@RAFAELLASTYLE 

ORIGINAL PENGUIN

BEN HOGAN

C&C CALIFORNIA

CUBAVERA

FARAH      

GRAND SLAM

JANTZEN

LAUNDRY BY SHELLI SEGAL 

NIKE SWIM

RAFAELLA

ORIGINAL PENGUIN

PERRY ELLIS 

PERRY ELLIS INTERNATIONAL 

CUBAVERA      

ORIGINAL PENGUIN      

PERRY ELLIS




