Issuer Free Writing Prospectus
Filed Pursuant to Rule 433
Registration No. 333-202028
March 10, 2015

Xcel Brands, Inc.
Free Writing Prospectus

We have filed a registration statement (including a preliminary prospectus) with the Securities and Exchange Commission (the “SEC”) for the offering to
which this communication relates. The registration statement has not yet become effective. Before you invest, you should read the preliminary prospectus in
that registration statement and other documents we have filed with the SEC for more complete information about us and this offering. You may get these
documents for free by visiting EDGAR on the SEC website at www.sec.gov. Alternatively, we or any underwriter participating in the offering will arrange to
send you the prospectus if you request it by contacting Wunderlich Securities, Inc. at 4695 MacArthur Court, Suite 450, Newport Beach, CA 92660,
Attention: Jeff Ng, Telephone: (949) 610-8561, Email: jeffng@wundernet.com.

The following investor presentation shall not constitute an offer to sell or the solicitation of an offer to buy, nor shall there be any sale of, these securities in
any state or jurisdiction in which such offer, solicitation or sale would be unlawful prior to the registration or qualification under the securities laws of such

state or jurisdiction.

On March 9, 2015, we gave the following investor presentation at the 27th Annual Roth Conference.
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FORWARD LOOKING STATEMENTS BQEJ—

Certain statements in this presentation, as well as certain oral statements made by management during the
presenmtation, constitute “forward-ooking statements” within the meaning of the United States Private Securities Litigation
Reform Act of 1995. These statements include, without limitation, statements expressed or implied regarding our plans
and milestones, plans to fund our cument activities, statements concerning our strategic relationships and  activities,
strategy, future operations and expansion, future financial position, future sales and revenues, projected costs, and
market penetration. In some cases, forward-looking statements can be identified by terminology such as “may”, “will",
“should”, “expects”, "plans”, “anticipates”, ‘believes’, “estimales’, “predicts”, “polentia’, “continue”, “intends”, “could”, or
negative of such terms or other comparable terminology. These statements are based on our current expectations and
assumptions and are not guarantees of future performance. You should not place undue reliance on our forward-looking
statements, which are subject to a multitude of Known and unknown risks and uncerainties 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 abilty 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, resfrictions in our
agreements with QVC and other licensees on our ability to sell products with cerfain retailers, our dependence on
promotional services of our spokesperson, limitations on our ownership of the H Halston brands, impacts on our H Halston
brands resuting from the operations of the related Halston brands by their owner, our ability to manage expected future
growth, our ability to identify and acquire additional rademarks, competition for licensees, competition in our licensee's
markets, our ability to protect our intellectual property, our dependence on our CEQ and other key executive officers,
the success of our e- commerce strategy and other risks and uncertainties detailed from time to time in our public
disclosure documents or cther filings with the Securiies 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 and our
quarterly reports on Form 10-Q, 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 forwarddooking statements, whether as a result of new information, future events or otherwise,
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XCEL

A. INTRODUCTION TO XCEL BRANDS
OUR OPPORTUNITY

OUR VISION & MISSION
+ OUR BRANDS
OUR SALES




OUR OPPORTUNITY XCEL

x " ; = ’ " BRANDS
The way customers shop is rapidly changing, causing margin compression

across the consumer goods industry. This is based upon a number of factors:

5
CROWDED
MARKET
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OUR VISION & MISSION EQEJ—

VISION: To re-imagine shopping, entertainment and social as one

MISSION: To design and produce the best products for our
followers and partners
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OUR BRANDS CEL

Xcel Brands owns, licenses, designs and markets dynamic consumer brands
through an omni-channel retail strategy, to maximize the potential in the
convergence of shopping, entertainment and social

ISAAC MIZRAHI JUDITHRIPKA H Hawston  LizClaiborne

new york
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OUR SALES BQEJ—

Our dynamic brands generate over $350 million in retail sales* across over 150
categories of products

*Estimated and praliminary 2014 salas of products under our brands at retail

03.09.15 8
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B. THE XCEL BUSINESS MODEL
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XCEL

THE XCEL BUSINESS MODEL — ADVANTAGES e&ranos

« Benefits of our licensing model include:

Xcel operates in a working capital light licensing model, whereby we
control the brand including design and marketing, but license sourcing
and production to third parties

1) Highly Flexible

2) Own & Control Brand

3) Predictable Revenue Base
4) High EBITDAMargins

5) Scalable Business Model
6) Working Capital Light

03.09.15 10




THE XCEL BUSINESS MODEL - STRATEGY

Our business model positions us forthe future of retail

» We accomplish this by combining four key strategies:

DYNAMIC RESPONSIVE
BRANDS DESIGN

360°
MARKETING

03.09.15
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1. DYNAMIC BRANDS BQESL

Xcel owns and licenses dynamic brands A A
including Isaac Mizrahi, Judith Ripka, H [SAAC MIZRAH]
Halston and Liz Claiborne New York JUDITH RIPKA

Our focus is on brands that have dynamic H HaLsTon
LizClaiborne

new york

personalities associated with them who can
engage in conversations with our customers
and followers in social media




X
2. RESPONSIVE DESIGN CAPABILITIES BQEJ—

« Xcel has made significant investments in design capabilities:

» Over 40 in-house and 60 indirect designers with
expertise across multiple categories

» In-house CAD team to develop proprietary prints and
patterns

# Cloud-based design platform to share information
with our retail partners, licensees and supply chains

» Real-time analytics to capture sales information from
QVC and others including product sales, productivity,
and customer ratings and reviews

* Xcel's responsive design capabilities allow us to react
quickly to customer feedback and market trends

03.09.15 13




3. OMNI-CHANNEL SALES

Xcel promotes our brands through
an Omni-Channel retail sales
strategy that includes promotion
through:

» Direct-Response Television
#» E-Commerce
# Bricks-and-Mortar Retailers

By collaborating to leverage the
reach of our partners in each
distribution channel, Xcel is able to
drive brand engagement and sales
across all channels, whereverour
customer shops

03.09.15
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4. 360° MARKETING BQESL

« Xcelre-imagines Shopping, Entertainment, and Social as one

and markets our brands in a strategy that speaks with
customers, not af them

+ Xcel's 360° marketing strategy is designed to engage our
customers in conversation

« Xcel's strategic partnership with QVC allows us to leverage
their existing media platform and reach through cross
promotion

= Additional media exposure for our brands includes Project
Runway All-Stars, Gossip Girl, Good Morning America and
others
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C. GROWTH OPPORTUNITIES

+ GROW EXISTING BUSINESS — ORGANIC

INTERNATIONAL EXPANSION — SNAPSHOT
ACQUISITIONS




GROW EXISTING BUSINESS - ORGANIC

* INTERACTIVE TELEVISION

» Addition of new product categories and collections
#» Increase on-airhours and e-commerce

# International markets

* WHOLESALE

» New licenses for additional categories
» Increase door penetration in existing retailers

» E-commerce growth

03.09.15
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XCEL
GROW EXISTING BUSINESS — ORGANIC (contd) sranos

* DTR'S/COLLABORATIONS

» Launched 3 DTRs in 2014 (Michaels, Best Buy, 1-800-Flowers) and expect
new DTRs in 2015

» Collaborations and co-branded programs with leading consumer products
companies (i.e., GM, Kleenex, and Johnson & Johnson)

* INTERNATIONAL EXPANSION

» International markets include Canada, Mexico, UK, Russia, Ukraine, Dubai,
and Philippines

» Planned near-term growth includes ltaly, Germany, France, Japan, China, and
Middle East

03.09.15 18




XCEL
INTERNATIONAL EXPANSION — SNAPSHOT BRANDS

b
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ACQUISITIONS - TIMELINE
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XCEL
ACQUISITIONS — STRATEGY s RANDS

+ Criteria for future potential acquisitions:
» Synergistic
» Strategic
> Accretive

» Xcel pursues potential transactions through our retail partners and market
relationships, as well as through our strategic investors including Hilco Global

03.09.15 21
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D. STRONG TRACK RECORD OF GROWTH




XCEL

STRONG TRACK RECORD OF GROWTH BRANDS
ADJUSTED EBITDA

« Revenues from Continuing Operations have grown from $11.4MM IN 2011(Y to
over $20.7MM in 201443, representing cumulative growth of over 82%

« Adjusted EBITDA® has grown from $4.5MMin 2012 to an estimated $7.1MM in
2014, representing cumulative growth of over 58%

420.7MM

$11.4MM

$4.2MM
2011 2012 2013 2014
| RECASTED} {UNAUDITED}

m Adjusted EBITDA(3) ® Revenues from Continuing Ops.

2011 figures include results from the Predecessor through Xoel's acquzition of the [sascMizrahi busingss on September 23, 2011, and the Sucoessor from September 29, 2011
thraisgh December 31, 2011, a8 fusther explained in Xoels Farm 10-K filings for fiscal 2011 and 2012, Adusted EBITDA for cur Predecessss is not available,

= H014 figures ane preliminany and subeet 1o change, and include & partal year of results fram the Judith Ripka beand fram Aprl 3, 2014 through Desember 31, 2014 and no
revenue recorded for H Halston, We have nat comgleted our normal clasing procedues and cur suditors have not compisted their normal audit procedures for the year ended
December 31, 2014, and there can be no assurance that our final results for this year will not dif fer from these estimates. incleding as 3 result of year-end closing procedures or
uwdit adpssiments. ard such changes could be matersl, These estimates should not be viewed as 3 substitute Tor Rll audited financial staberments prepared in acoordance with
GAAR acoepted acoounting principles) or a5 3 measure of our performance,

Tadiusted EBITDA i 2 non-GAAF nandited tenm, which we dafing a8 cur nat income (loss) before interest eopanse and other financing costs (ncluding gain (loss) on
extinguishment of debt), income taxes, other state and boal franchise taxes, depreciation and amortization, non=-cash compensation, othes non-cash moome, (epenses) and loss
on dissoatinued operations of our retail business. Appendix A sets forth 8 resoncilation of net income to Adjusted EBITDA.

“in December 2014 we discontimued cur retadl business. Forthe years ending December 31, 2014 and 2013 our loss from decontinued operations was approoamately §1.2 milkon
and £0.3 milbon, respectively. For the year ended December 31, 2013, cur financial statements will ke re-casted to account for the loss from discontinued operations. The re-casted
figures herewith ase unaudited. 23
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INVESTMENT HIGHLIGHTS — RECAP XBQESL
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APPENDIX A — RECONCILIATION OF
NON-GAAP FINANCIALS
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APPENDIX A A% =

RECONCILIATION OF NET INCOME TO ADJUSTED EBITDA

Adjusted EBITDA is a non-GAAP unaudited term, which we define as net income (loss) before interest expense and other
financing costs (including gain (loss) on extinguishment of debt), income taxes, other state and local franchise taxes,
depreciation and amortization, non-cash compensation, other non-cash income (expenses) and loss on discontinued
operations of our retail business.

A reconciliation of our net income (loss) to Adjusted EBITDA calculation is as follows:

Year Endad December 31,
2012 2013 20140

4184 5 1,532 5 (1,185}
856 273 935

:
e S Les8
f7es) (w302 is54)
@ 164 7
a6 4310 5151

3ain {loss) on extinguishment of debt [422) 1,351 -
[6,200) (5,122 [E00)
oss on discontinued operationsi2) - 226 1,780

A : 5
P

{1} 2014 figures arg prefiminary and subject to change, and include a partial year of results fromthe Judith Ripka brand from Apeil 3, 2014 through December 11, 2014 and no revenue recorded for M Halston,
Wi have not sompleted our normal slosing procedunes and cur suditors have not completed their normal audit procedures for the year ended Deoember 31, 2014, and there can be no assurance that sur
final results for his year will not dif far from these estimates, inclding A4 & result of year-end clasing prosedures of Sudi Sdjusirments, and Such changes could be materisl. These estimates should nat be

vizwed 35 3 substitite for full swdited financal sEements prepared m 3coaddante with GAAF of 35 3 measure of ou perfofmanse.
{2} InD ber 2014 we cur retail buss For the years ending December 31, 2014 and 2013 our less from discantinued operations was appeoximately 51.5 milion and $0.3 milken,
respectively, For the year ended Decamber 31, 2013, our financial statemants will be re-casted to account for the loss from discontnued operations. The re-casied figures herewith are unaudited.
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