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Item 2.02 Results of Operations and Financial Conditions.

On March 15, 2017, Xcel Brands, Inc. (the “Company”) made an investor presentation which included certain preliminary, estimated unaudited financial
results for the year ended December 31, 2016. The investor presentation includes certain non—U.S. generally accepted accounting principles (“GAAP”)
financial measures, the reasons it provided such measures and a reconciliation of the non—U.S. GAAP measures to U.S. GAAP measures. Readers should
consider non—-GA AP measures in addition to, and not as a substitute for, measures of financial performance prepared in accordance with U.S. GAAP. A copy
of the Registrant’s investor presentation is being furnished hereto as Exhibit 99.1 and is incorporated herein by reference.

Item 7.01 Regulation FD Disclosure.

A copy of the investor presentation described above is furnished herewith as Exhibit 99.1.

The information furnished pursuant to Item 7.01, including Exhibit 99.1, shall not be deemed “filed” for purposes of Section 18 of the Securities Exchange
Act of 1934 (the “Exchange Act”) or otherwise subject to the liabilities under that Section, and shall not be deemed to be incorporated by reference into any
filing of the Company under the Securities Act of 1933 or the Exchange Act.

The furnishing of the information under Item 7.01 in this Current Report on Form 8-K is not intended to, and does not, constitute a determination or
admission by the Company (i) that the furnishing of the information in this Item 7.01 is required by Regulation FD, (ii) that the information under Item 7.01
in this Current Report on Form 8-K is material or complete, or (iii) that investors should consider this information before making an investment decision with
respect to any security of the Company.

This Form 8-K contains “forward-looking statements” within the meaning of the safe harbor provisions of the federal securities laws. It should be read in
conjunction with the ‘Safe Harbor” statement contained in the presentation material and the risk factors included in the Company’s periodic reports filed with
the Securities and Exchange Commission that discuss important factors that could cause the Company’s results to differ materially from those anticipated in
such forward-looking statements.

Item 9.01 Financial Statement and Exhibits.

(d)  Exhibits.

99.1 Xcel Brands, Inc. Investor Presentation




SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this Current Report on Form 8-K to be signed on
its behalf by the undersigned thereunto duly authorized.

XCEL BRANDS, INC.
(Registrant)

By: /s/ James F. Haran

Name: James F. Haran
Title: Chief Financial Officer

Date: March 15, 2017
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Safe Harbor Statement XOEL

Certain statements in this presentation, as well as certain oral statements made by management during the
presentation, constitute “forward-looking statements” within the meaning of the United States Privale Securities
Litigation Reform Act of 1995. These statements include, without limitation, statements expressed or implied
regarding our plans and milestones, plans to fund our current activities, statements concerning our strategic
relationships and activities, strategy, future operations and expansion, future financial position, future sales and
revenues, projected costs, and market penefration. In some cases, forward-looking statements can be identified by
terminology such as “may, ‘“will®, “should”, “expects", “seeks”, "plans’, “anticipates”, ‘believes”, ‘estimates”,
“predicts®, “potential®, “projects”, “continue’, “intends”, “could”, “opportunity”, or negative of such terms or other
comparable terminclogy. These statements are based on our cument expectations and assumptions and are not
guarantees of future performance. You should not place undue reliance on our forward-looking statements, which
are subjectto a multiude of known and unknown risks and uncertainties that could cause actual results, future
circumstance or events to differ materially from those stated in or implied by the forward-looking statements. These
risks and uncertainties include, but are not limited to, the ability of our licensees to produce, market and sell quality
products bearing our brand names, continued market acceptance of our brands and any future brands we acquire, our
ability to service our significant debt obligations, our ability to raise capital for any future acquisitions, concentration of a
substantial portion of our licensing revenue from a limited number licensees, our dependence on QVC, restrictions in
our agreements with QVC and other licensees on our abilty to sel products with cerain retailers, our
dependence on promotional services of our spokesperson, limitations on our ownership of the H Halston brands,
impacts on our H Halston brands resulting from the operations of the related Halston brands by their owner, our ability
to manage expected future growth, our abilty to identify and acquire additional trademarks, competition for licensees,
competition in our licensee’s markets, our ability to protect our intellectual property, our dependence on our CEO
and other key executive officers, the success of our e- commerce strategy and other risks and uncertainties
detailed from time fo time in our public disclosure documents or other filings with the Securities and Exchange
Commission. Additional risks and uncertainties relating to us and our business can be found in the "Risk Factors’
section of our latest annual report on Form 10-K as well as in our other public filings. The forward- looking statements
are made as of the date hereof, and we disclaim any intention and have no obligation or responsibility, except as
required by law, to update or revise any forward-looking statements, whether as a result of new information, future
events or otherwise.
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Agenda e

» INDUSTRY UPDATE

» COMPANY OVERVIEW

Working Capital Light, Owned Dynamic Brands, Virtual Vertical, Highly Scalable,
Strong Growth

» OUR BRANDS
Dynamic Brands, Ubiquitous-Channel Distribution

» HISTORICALPERFORMANCE
Consistent Growth of Revenues and Earnings, Strong Balance Sheet

» FUTURE GROWTH OPPORTUNITIES

Organic and Acquisitions




ALEL
The Retail Industry is Being Disrupted . o

E FLIPBOARD UPDATE
» Disruptive forces are impacting all sectors

» The way people shop will continue to change

» Companies must move toward where things are going

» Sales and follower satisfaction are achieved through responsive delivery of
great products

E-COMMERCE SOCIAL k
COMMERCE

\




KGEL
Disruptive Forces Effecting our Industry O

The way customers shop is rapidly changing, primarily caused by the following five
disruptive forces:

5
CROWDED
MARKET




AEL
Xcel Brands - Innovation for the Retail Industry WL

Xcel Brands Inc. (NASDAQ:XELB) is a media and brand management

platform company that owns, licenses, designs, manages production of
products, generates media content and markets a portfolio of dynamic

consumer brands that engage our customers and followers

[SAAC MIZRAT JUDITH RIPKA G ONDI _ - _ Hl:GH_I'_l_NE




Mission, Vision & Core Values XOEL

THE VISION

To re-imagine shopping, entertainment and social as one

THE MISSION CORE VALUES

To design and ; Be open and honest
produce the best / Listen to our followers
responsive products | oo -~ Collaborate fairly to win
for our followers and | ;jg%,; . Grow through the two-

partners i e T ' second advantage

amazoncom Foster the team
’“
Y P

T—SOCIAL




KOUEL
Strategy L

Xcel's strategy is to monetize the convergence of shopping, entertainment and social
We accomplish this through four key tactics:

» We own and license dynamic brands featuring
designers and creative directors who have
significant media presence

» We develop captivating media content and
engage in conversations with customers

» We design products through a quick-time
response (QTR) (short lead production) model
that reacts to both qualitative and quantitative
customer feedback. We act as a virtual vertical

for our retail partners without taking inventory
risk

» We collaborate with media companies QVC,
and The Shopping Channel, collectively
reaching 350 million households, 100 million
social media followers




Highly Differentiated Business Model

ALEL

TRADITIOMAL TRADITIOMAL
WHOLESALE WHOLESALE
LICENSED OWNED
BRANDS BRANDS FAST-FASHION
@ LAII'-I.l sade #ﬂ
i ek 3 WM ZARA
- Calvin Klein . XCEIL
e T FOREVERZI BERAMDS
Inventory Position ® ® 1 -
Inventory Turnover L L [ ] -
Supply Chain Management L ® ® [ ]
Responsiveness / Lead Time Long Lead Long Lead Fast Fast
Design [ ] ® ® L ]
Distribution Channels Retail, E-Comm Retail, E-Comm Retail, E-Comm Unbiquitous (All)
Media Content Print/ Social Print/ Social Print/ Social Print/ Social / TV
Organic Growth L L. ® L ]

Nl




Ubiquitous-Channel Distribution

-
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RCEL
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® 0
Interactive Television Wholesale Specialty
» QVC, Inc. (USA) ¥» Hudson Bay Company » Best Buy
» QVC International (UK, I_Germany, » Lord & Taylor » Johnson & Johnson
ltaly, France, Japan, China) > Dillard’s » Revion (2017)
>

» The Shopping Channel (Canada) 3
* (CJo Shopping (Korea)

Better Dept Stores

Bed Bath & Beyond (2017)




Our Brands

Interactive Television
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Wholesale
(Brick & Mortar + E-Commerce)
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HALSTON
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COLLECTIVE
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BRANDS

Specialty

ISAAC MIZRAHI
NEW YORK'
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IMNYG
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Specialty
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BED BATH &
BEYOND

BED BATH & BEYOND
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BEST BUY
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JOHNSON & JOHNSON

KLEENEX

HEWLETT PACKARD

REVION
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Best In Class Retail Partners XOEL

Our brands are distributed through a Ubiquitous-Channel Sales strategy through best-in-

class retail partners across Direct-Response Television, Bricks-and-Mortar, and Digital
channels including:

m Q vy @

dmazon.com

c].':' O SHOPPING




Retail Sales and EBITDA Scorecard XOEL

2011 301 %
7 - {rd]
(pro-forma) 2016 Est.

B EST.SALESAT RETAIL $114MM $142MM $212MM  $380MM  S400MM $430MM

®  ¥cel Brands Revenue - S12.7MM  513.4MM $20.7MM 527.7MIM S33MM

®  Xcel Brands Adjusted - 54.5MM 54.2MM $7.0MM $9.3MM 58.5MM

EBITDAM

Adjusted ESITDA i 3 non-GAAR unaudted term. See Exhiba 1 for the definition of Adjusted EBITDA and a reconcifiation to net income (loss).
There can be ro Bssurance that these estimates will be reafred or that actusl results will not differ materialy.
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Strong Balance Sheet

As of September 30, 2016, Xcel had $15.2MM of cash against $29.8MM of Term Debt,
which resulted in Net Debt® of $14.5MM.

Eam-Outs (2}
556 MM

Cash
$15.2MM
Senior Debt
525.7MM 1.5%
Met Debt
514.6MM Senior Debt
Leverage Ratio

Total Debt 1L cash & Cash Equiv. Leverage (4

(1} Total Debt is based on Senior Term Debtwith Bank Hapoalim, Seller Motes and Contingent Obligations.

(2}  Earn-Outs based upon achiaving certain targets asdisclosed in the Company's latest financial filings, payakle in cash or steck atthe
Company's option. A= of September 30, 2018, no earn-out amounts have been earned.

EJ] Met Debtis calculated 33 Senior Term Debt and Seller Notes lessCash and Cash Equivalents

(4}  Basedupocn Met Debt divided by Adjusted EBITDA for the trailing 12 menths ended Septembaer 30, 2016,




Organic Growth Opportunities

-

Built-In Growth

* H by Halston — Full Year of
performance in 2016

* C. Wonder — Launched Spring
2016; fullyearin2017

* IMNYC, H Halston, C. Wonder
and Highline Collective- 3
brands launched in 450 shop-
in-shops (all-doors) at Lord &
Taylorand The Bay in March
2016; full yearof performance
in 2017.

* Expansion of existing specialty
partnerships.

Category Growth

+ Additional categoriesto launch
in 2017 including Denim,
expansion of Home which
launchedin 2016, and other
opportunities.

* Footwear launched under2
brands in Fall 2016

* Mens’ launched Spring 2017

* Handbags, Intimatesto launch
Spring 2017

* Continued expansion of
licensesin ancillary categories

* Bed Bath & Beyond and Revion
partnerships for Fall 2017; Home
and other opportunities remain.

RCEL

Geographic Growth

* Launched brandson QVCin UK,
Italy, Germany, France, and
Japan in 2014/2015

* Launched Isaac Mizrahi on Cjo
in Korea in 2015

* Expected opportunitiesin
China and other countries

* Expansionto Dillard’s — Spring
2017

* Opportunity to expand existing
brands to department storesin
other countries (Liverpool, El
Corte, and others)

* Ability to leverage platform to
expand to other retailers under
new or acquired brands.

* Opportunities with specialty
retailers in Canada, Mexico,
and globally
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Sizing the Opportunities

Direct-Response Television

Growth Drivers:
¥ OrganicGrowth of Existing Brands
- continued growth of C. Wonder and Halston

- geographic expansion withinQVC andto
other networks

¥ New developed brands/)V's

» Acquisitions

Current Retail Sales (1) 3-Year Opportunity(2)

{1} Projecced 2006 gross retsil smies aonoss 20 RETWOTES. Figunes ane prediminany g SUDject o manse.

2] Opportunity i based upon manspement’s estimates for pobential growth over 3 years ncuding assamptions nelted to onganic gaowth, developed brancs/IVs and sapssition opportunities.
Iil There can be no asswrance that these asswmEtens will be resfied o that Situd! results wil ot &iffer materally,

]
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>< EL
Sizing the Opportunities O

QTR Platform - Department Stores / Traditional Retailers

Growth Drivers:
¥ Full-yearof existing brandsatHBC in 2017
¥ Continued growth of existing brands
- Core businesses (results = market share)
- Ancillary categories
- Expansion to Kaufoff, other
internaticnal retailers

» New developed brands/1V's
» Acquisitions

S45MM

Current Retail Sales(1) 3-Year Opportunity(2)

[1]  Frojecoes Z0US gross retad smies st HEC. Figures are prelminary Bng suojed 1o mange.

{Z] Cpportunity i based upon mansgement's estimates for pobentiad growth over 3 peans nchading axvamptions nelried to onganic gaowth, developed brancs/IVs, new retailers and sapssition opportunities.
{3] There can be no asswiance that these assumptons will be reafaed o that sctual reswhs will nat Siffer materially, 26




KOUEL
Acquisition Strategy and Brand Development T

Xcel is seeking to acquire brands that are:
v Strategic
v Synergistic
v Accretive

Additionally, our unique platform and relationship with key retailers enable us to
develop brands for our retail partners.

ISAAC MIZRAHI ;
; NEW YORK' JUDITH RIPKA G:'-.'-.r'u\'n R

He«+HALSTON HIGHLINE

EOLLEENIVE
|Swveleped Band]




AEL
Summary WL

» Xcel Brands is built to develop innovative solutions to address the changes
in our industry.

» Xcel's “Virtual Vertical” business model is working capital light but its design,
sourcing, and marketing infrastructure provides a highly scalable platform for
strong organic growth.

» We own dynamic, iconic brands that engage customers through media and
an Ubiquitous-Channel sales strategy.

» We have a strong track record of growth in both revenues, EBITDA and net
income, and a strong and stable balance sheet.

» We are well-positioned to continue to grow through organic growth of our
existing brands, and acquisitions and development of new brands in the
future.
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Exhibit |

Reconciliation of Net Income (loss) to Adjusted EBITDA

Exhibit I
Becoiliation of Net Income to Adins ted FEITDA

(amozets in Gomsands) Year Ended

13312016

fe stinate)

(unaudited)
Nat sncome - uasuditad i 2B7
Deprac tion and amortiztion 1550
Interest 2nd Snzace exoense L548
Income prpoviion 315
Szt and locz! fmnchize tames 2
Stockrbastd compiniation 477
Loss on exnsaahaent of debi -
Gein on reduc Son of continE=nt obl=s tions BT V]
Non-ecurring facility exdt charmes 670
Income Bom discomtivued operations. net .Y
Adjusted EBITDA 5 2516

Adjusted EBITDA & 2 noa-GAAPunaudited maasure, which we dafine 23 nat bcoms befors sipcichased compensation,
mierest axpense and other fancing costs. boas on axtinguahent of debl, gain on the mduc Bon of contnugent obliga tions,
ncome fmes, ofher sae and loca] fanchis e (anes, depraction and amaortization, non-gouering facify el charmes, and net
incoms of loss from discoatiued opers tions.

Manzgementuzes Adjusted EBITDA 232 meanure of opers ing pesformance 10 25848t i comparing paribrmznc e from pesiod to
pedod o0 2 consistent bass and to idantify business trends relting o our resuls of opertions. Manapemant balieves
Adjusted EBITDA & 1ho usaful becmast it provides suppleninta] mformation to assist mives tons 1 avakia g o fmancal
respks Adpstied EBT DA should not be comsidersd in sokrion or 25 &n alferna fve (o net Boome (loss) or 2ny other messue of
fnznce | performance aiulbtad and prasentsd = accordance with GAAP Gven that Adjsted EEITDA & 2 noa-GAAP
fnancilmeasurs and is susceptible to varying calouli tons, our Adjasted EEITDA may not b comparabla to s sdardy ritled
meastees of ol companity, inchdiag companies & ous iadustry. becaus & other Companis 2y calcubie Adpsted ERITDA
in 2 dfferent mamner than we calonkie thiz messwrs In svaleting Admpst=d EEITDA. vou should be awers that i the fomrs we
mAV OF WAy not Do spenses similr to some of the adjostments 1ited above Our presentation of Adjssted EBITDA doas not
Eply that oor fanse sbe ol will B uasffec vid by thi s £DR00E OF 1Y UNTEA L OF NON-C Ut B Hem . W hen avaliating cur
pedormance, you should considar Adpsted EBITDA aloassids other fmancihlpadformance ez sures, fucluding ournet income
(lozs)and other GAAPremults, 2nd not r=tv on anv single fnanci] measurs




