Invest in Oxford Hounds

We've redefined how the male luxury customer shops

for apparel and accessories
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Why you may want to invest in us...

Our team has a combined 50+ year track record of success & unrivaled
experience in this exact space

Qur prior NASDAQ firm Swank was believed to be the world’s largest mens &
ladies accessories company

We offer a superior value proposition by crafting all products from ltalian
materials and workmanship

70%+ margins on ALL superior quality handcrafted products with NO
middleman (figures net guaranteed)

We are direct to consumer ONLY whereas most competitors are tied to brick
& mortar for the bulk of their revenue

We employ a groprietary digital marketing platform dedicated to consumer
sales

QOur brand has massive Global reach. Luxury apparel & accessories revenue
generated globally is $750B

Why investors ® us
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Jim Tulin
COO & President

¥ Pioneered the introduction & employment of social media marketing to a
massive finar that had never congidered or embraced using dig
engagement to s customer base. Expert in social media marketing and
customer acquisition.

Alex Tulin
|\ ovo
15 years experi n Product Development, Packaging and Branding of
multiple product classifications in cur space. Served as product development
& trend director as well as brand liaison te Ralph Lauren, Tornmy Hilfiger &
Guess for Swank Inc.
Downloads

Oxford Hounds... Luxury that never
goes out of fashion

Hand crafted with passion,and pride from oAy
The riew standard of excellence!
Oxford Hounds.......Passionately designed in
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Luxury apparel (polo and casual shirts) and accessories (belts and small leather gocds) are

typically found in small boutiques and brick and mortar forcing the luxury customer
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Data Points:

- E-commerce revenue from the sale of luxury apparel & accesscries amounted to $103B in

2019 & is expected to reach $194B by 2023

- A recard 9,500 retail stares went out of business in 2019 and an additional 25,000 are

expected to close their doors in 2020 with numercus bankrupteies expected.

- There are presently an estimated 80M global men’s luxury customers who spend on

average $1,125 per year luxury apparel and &

ere online.

- 38.8% of total T apparel sales in 2019

- 58% of luxury s ding in 2019 came from men.

- Our background speaks volumes as our teams experience in our space is unrivaled. I
served as Chiefl Product Olfficer, Principal and Director of what is believed to be the
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IS IT TrUe That you must Solve a propiem In Oraer to create a SUCcesstul new
business?

The answer is positively NO!
Asley
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How do you know your products will sell and make money?

FACT

"Thave spent the past 35 years hvung in the stores around the world and understand

customer and their requirements as well 2s possible.

*Our producl development strategy 1s to insure that our goods supe;‘sede the customers

expectations by always putting our very best foot forward.
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The competitive landscape is in a fog. Most of our competitors have olutely no idea

who the customer is. Many of our competitors target millennials and Gen Z as their

socially identified consumer which is misguided. It is documented that 62% of the wealth

in the US is in the hands of people 50 years old and older which means our competitors are

develuymg and marketing their products to a customer who can not alford te buy their

goods. Clearly, the aforementioned opens the door for our company to capture significant

market shara.
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