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ITEM 7.01 - REGULATION FD DISCLOSURE

The Company will be presenting a slide presentation to various investment groups as part of its upcoming road show. A copy of the slides to be presented at those meetings is attached to
this report as Exhibit 99.1, which slide presentation is incorporated by reference herein.

The slide presentation contained in the exhibit includes statements intended as “forward-looking statements,” which are subject to the cautionary statement about forward-looking
statements set forth in the exhibit. The slide presentation is being furnished, not filed, pursuant to Regulation FD. Accordingly, the slide presentation will not be incorporated by reference
into any registration statement filed by the Company under the Securities Act of 1933, as amended, unless specifically identified therein as being incorporated therein by reference. The
furnishing of the slide presentation is not intended to, and does not, constitute a determination or admission by the Company that the information in the slide presentation is material or
complete, or that investors should consider this information before making an investment decision with respect to the Company.

ITEM 9.01 - FINANCIAL STATEMENTS AND EXHIBITS
(d) Exhibits

Exhibit No. Description
99.1 Presentation dated September 7, 2006
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Casual Male Retall Group
properly positioned to
Increase market share to
12% of the big & tall market




Big & Tall Market

Market defined as:
— big = waist size between 40” and 70"
— tall = height over 6’2"

Big and tall men account for approximately 11%
of the male population.

Big and tall market size is approximately $6
billion and growing at almost twice the rate of
the regular size men’s apparel market.

— Big & tall apparel market is highly
fragmented; characterized by many small,
local operators.



Market is growing as a percent to total

menswear sales
Obesity Trends* Among U.S. Adults
(*BMI  >30, or about 30 Ibs overweight)

In 2004, 7 states had
obesity prevalence
rates of 15-19
percent; 33 states had
rates of 20-24
percent; and 9 states
had rates more than
25 percent
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Casual Male Retail Group
has divisions which
support all demographics
within the big & tall

$100K+ market
Rochester

$200K+
Jared M

$40-75K
Casual Male XL

$30-65K
Sears

$20-46K
B&T Factory Direct
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Jared M.

¢ Custom clothing continues to be growing
In the higher-end men’s business

e Spring 07 launch

— Jared M. shops in high profile Rochester

markets
/pﬂ( M.

— Jared M. catalog
— Jared M. website







Jared M.

Three areas of opportunity for growth of
Jared M. concept
e Custom Clothing

— Rochester is underdeveloped in custom clothing
(3.5% of sales)

— Jared M. custom shops will contribute to the
contemporary portion of this opportunity

— New Showroom/Production facility in lower
Manhattan will also support custom clothing

* Athlete clientele growth
— Jared M. has solid NBA athlete clientele

— Project other athlete clientele opportunities in
NFL, MLB, NHL, etc.

« Exclusive Collection for Rochester Big & Tall
— Store, catalog and web channels




Rochester




Rochester Brands

claiborne i
BURDBERRY
CANALI

Cloth by
Ermenegﬂdo Zegna

RALPH iy LAUREN 4
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Rochester Overview

* Rochester currently with 23 US stores
« 1 store in United Kingdom.

* 1 London, United Kingdom
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Rochester

Casual Male XL




Casual Male Objectives to Increase
Market Share

* Raise productivity sales per square foot
 Increasing sales of “smaller” sizes

« Attract “younger”  big and tall customers to
Casual Male XL

e Grow multi channel
* New marketing efforts
— Loyalty




Comp Store Trend
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Casual Male Stores

« Casual Male XL is the nation’s largest
specialty retailer of big & tall clothing with
485 stores in 44 states

Long term potential —
additional 100-130 more
stores




Relocation Potential

Relocation of lower performing store will improve $ per
square foot

Annual Relocation Plan

Number of Stores Calendar Year
11 2006
28 2007

26 2008




9064 Utica, Ml to Sterling Heights, MI

T o it fes 505 Old Location:

L. In-Line Strip Center
: with Vacant Anchor
' Casual Male BIG ®TA LL | No Street Visibility
2 S — Ea—
= 1—-=m = (4 4000 Sq. Ft

05 sales: $817,000
05 cash flow: $194,000

New Location:

End-Cap

Multi-Tenant Building

Mall Pad

3500 Sq. Ft

Trend prior to relocation: -1.61%
Trend after relocation: 22.89%




9612 Katy, TX

New Location:

Duplex Pad

End Cap within

Regional Power Center

3700 Sq. Ft

Trend prior to relocation : 6.12%

Trend after relocation 03/30/06: 29.41%

Old Location:

Power Center
Multi-Tenant Pad
2500 Sq. Ft

05 sales: $439,000
05 cash flow: $90,000




Increasing sales of smaller
sizes within big & tall

CASURL Ml:ILEXL




National Sales by Size
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Market Share Size Opportunity

Casual Male Sales by Size
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Rebranding Casual Male

CASURL MIZILEXL




Customer Research

» Least favorite aspect of clothing shopping was “difficulty
finding items in my size”
— They were shopping at “the end of the rack”
— Stigma with “big and tall” store

— “big and tall” stores were consistently referred to as
places where “fat guys”  shop

* Current image associated with Casual Male

— A degree of discomfort with shopping at the store for
“big and tall”

— Belief that the clothing started around a 48” waist
— Merchandise and selection lacked a sense of style
— Had unattractive, inconvenient locations

— Casual Male was a place of necessity rather than a
destination of choice




j CasualMale Bigaifall
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50% of customers refer to Casual Male as the “Brg & TaII” store
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Attracting “Younger” Big & Tall
Customers to Casual Male Brand

CASURL Ml:ILEXL




Obesity In Young Men

« Opportunity to increase penetration of under 30 demographic

— Among American men ages 20 - 34, prevalence of obesity has
increased dramatically since 1976

Men Age 20 - 34

25 21.7
20

15 14.1

8.9

10

% of Age Group

1976-1980 1988-1994 1999-2002

* CM indexes low in young men’s demo- identifies opportunity for
growth




Customer Lifestyles

626 Blue Synrgy Harbor Bay
Age 18-35 Age 18-35 Age 30-50
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HARBOR BAY

Straight-forward shyles you depend an,

Aualiy

Do v, 06
Lahi gray et

Tade X T-A0LT. Sig: XL X2,
MAE312 Thea | Henos S0

L Faankar

o MocTm wan . mps iz,

B0 &KL &g KL AL LRl
Uz deriT Ptk ar butgoade Paik e
=ars vy hearhar, vark
BOETES Lom G meva Wooknaek 325
Zeona ko Bunguads, o

FRHLVE Lo 2o o

Hrbar Hoyt Lemme S8 dam
13002, comen~ dar v dack naw
TetE e PRerst Y tlack®, lighs s1a" asash

B ——

i guaranteed.

TCRE FOR vIU ESESY DAY

W cceronize y Lardwearsze e
Forcamental favc- e ard ¥y cor',
ol get te e FTEE.

Ll bt
[P
W T T

HARBOR BAY




Multi Channel Shopping
In-store, Catalog & Online

CASURL Ml:ILEXL




e CASURAL  MALE

casuatmalaXL.com | 1.600.767.091%
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Customer Sales by Channel

Retail only Catalog Only E-commerce Retail & Retail & E- Catalog & E- Retail &
Only Catalog commerce commerce Catalog & E-
commerce

* Indexed to retail only shoppers




Casual Male Direct Growth

* Penetration of Casual Male’s direct business continues
to grow...

$50,000,000
$45,000,000
$40,000,000
$35,000,000
$30,000,000
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$0
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Casual Male Internet Sales by Year
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Loyalty Program
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Loyalty Program Launch Mailer

Mail date: October 15 " /
Circulation: 1M

Creative: 24 page mailer
with wrap

Free gift in store for top
15K customers

Top 300K customers will
be auto-enrolled and will
receive loyalty card &
populated application
with brand mailer

~600K customers will
receive populated
customer application with
brand mailer

CASURAL MRALE

'REWARDS




= PLUS —
Earn DOUBLE POINTS

on purchases thru Sun., Det 22nd

» A

= L mELE

CASUARAL MRABLE




Casual Male XL

Sears




Casual Male XL, the leader in big & tall clothing,
now available by catalog or online.

Shop today by catalog or online.
1 B88 B25 5244 weveawas opon Wi, sears.com/casualmaleXL




Order Status | Customer Service | My Profile “» Recently ¥iewed ™= Cart- 0iterns ($0.00)
seam | Appliances ‘ Au?ﬂ Baby | Clothing Electronics & Computers | Fitness & Sports |
— | o |
For the Home l Health & Wellrt;'i;%‘{ Jewelry | Lawn & Garden | Shoe Tools I Toys & Games [

Search in | Clothing x| for | m | sears Dutlet || Gifts |

Shop by Category Clothing = Mens Big & Tall

activewear
Casual Shirts SASMTHAI I A FREE STANDARD SHIPPING
Dress Shirts SHOP GREAT GIFT IDEAS» AFTER MAILIN REBATE

$5.00 OFF

ALL MEN'S BIG & TALL SHORTS FROM
CASUAL MALE

S
Shorts

Ties & Belts

Underwear &
Socks

ATHER'S DAY IS NOT FAR AWAY! GIVE DAD THE BEST!

Featured Categories
Related Links

What's new )
Shop all Casual 5Shop all Swim Shop all Dress Shop all Pants &

% Shirts Suits & Shorts Shirts leans
a

Sign up for email
specials

Warkwear
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Jared M

Rochester

Casual Male XL

Sears

B&T Factory Direct
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B & T Factory Direct

Launching a new Direct venture which
addresses the lower end big & tall shopper

Strategy is to take market share from King
Size, largest direct business in bit & tall

Initial phase is web launch in mid-September
with B&T Factory Direct site;www.btdirect.com

Launch 68 page catalog in Spring ‘07



YOUR SIZES. YOUR STYLE.

PRICED RIGHT

WITH SAVINGS OF UP TO 20%

AMAZING VALUES ON MEN'S FASHIONS
IN SIZES XL TO EXL

B & T Factory Direct
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B & T Factory Direct
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