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Part |

FORWARD-LOOKING STATEMENTS

This Annual Report on Form 10-K contains information that may constitute “forward-looking statements” within the
meaning of Section 27A of the Securities Act of 1933 and Section 21E of the Securities Exchange Act of 1934 (the “Exchange
Act”). Forward-looking statements include all statements that do not relate solely to historical or current facts, and can
generally be identified by the use of words such as “may,” “believe,” “could,” “will,” “expect,” “outlook,” “potential,”
“project,” “estimate,” “future,” “intend,” “anticipate,” “plan,” “continue” or similar expressions. However, the absence of these
words or similar expressions does not mean that a statement is not forward-looking. All statements regarding our intent, belief
and current expectations about our strategic direction, prospects and future results are forward-looking statements and are
subject to risks and uncertainties that could cause actual results to differ materially from those implied or expressed by such
statements. These risks and uncertainties include, but are not limited to, trends associated with our business; our ability to
implement successfully, or at all, our multi-year transformation strategy (“Full Potential transformation plan”) and our global
Champion performance plan; our ability to identify, execute, and realize benefits, successfully, or at all, from any potential
strategic transaction involving Champion; the rapidly changing retail environment and the level of consumer demand; the
effects of any geopolitical conflicts (including the ongoing Russia-Ukraine conflict and Middle East conflicts) or public health
emergencies or severe global health crises, including effects on consumer spending, global supply chains, critical supply routes
and the financial markets; our ability to deleverage on the anticipated time frame or at all, which could negatively impact our
ability to satisfy the financial covenants in our credit agreement or other contractual arrangements; any inadequacy,
interruption, integration failure or security failure with respect to our information technology; future intangible assets or
goodwill impairment due to changes in our business; legal, regulatory, political and economic risks related to our international
operations; our ability to effectively manage our complex international tax structure; and our future financial performance.
Management believes that these forward-looking statements are reasonable as and when made. However, caution should be
taken not to place undue reliance on any such forward-looking statements. Such statements speak only as of the date when
made and we undertake no obligation to publicly update or revise any forward-looking statements, whether as a result of new
information, future events or otherwise, except as required by law. More information on factors that could cause actual results
or events to differ materially from those anticipated is included from time to time in our reports filed with the Securities and
Exchange Commission (the “SEC”), including those described under Part I, Item 1 A. “Risk Factors™ and elsewhere in this
Annual Report on Form 10-K, and available on the “Investors” section of our corporate website, www.Hanes.com/investors.
The contents of our corporate website are not incorporated by reference in this Annual Report on Form 10-K.
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PART I

Item 1.  Business

Company Overview

29 G EENTS

Hanesbrands Inc. (collectively with its subsidiaries, “Hanesbrands,” “we,” “us,” “our” or the “Company”) is a socially
responsible global leader in branded everyday apparel in the Americas, Australia, Europe and Asia under some of the world’s
strongest apparel brands, including Hanes, Champion, Bonds, Bali, Maidenform, Bras N Things, Playtex, Wonderbra, Gear for
Sports, Berlei, Comfortwash, Alternative and JMS/Just My Size. We design, manufacture, source and sell a broad range of
innerwear apparel, such as T-shirts, bras, panties, shapewear, underwear and socks, as well as activewear products that are
manufactured or sourced in our low-cost global supply chain. Our products are broadly distributed and available to consumers
where, when and how they want to shop, including in mass merchants, mid-tier and department stores, specialty stores,
company-owned retail stores, as well as e-commerce sites, both retailer and company-owned websites.

Unlike most apparel companies, Hanesbrands primarily operates its own manufacturing facilities. Over 70% of the
apparel units that we sell are manufactured in our own plants or those of dedicated contractors. Owning the majority of our
supply chain benefits cost, scale and flexibility, as well as improves our ability to protect our brands and adhere to best-in-class
management and environmental practices.

We take great pride in our strong reputation for ethical business practices and the success of our corporate responsibility
program for community and environmental improvement. Hanesbrands earned a leadership level A- score in both the 2023
CDP Climate Change Report and the 2023 CDP Water Security Report, placing us at the top of a list of nearly 21,000
companies rated. We have received either the U.S. Environmental Protection Agency Energy Star Sustained Excellence Award
or Partner of the Year Award for 14 consecutive years. We are also a recognized leader for our community-building,
philanthropy and workplace practices.

In late 2020, we announced our commitment to making the world a more comfortable, livable and inclusive place by
establishing wide-ranging 2025/2030 global sustainability goals and launching a sustainability website, www. hbisustains.com.
This website is designed to increase our transparency and reporting on key metrics and is updated yearly to track our progress



against these long-term goals. Since we established our current sustainability goals in 2020, our progress against those goals has
resulted in more than $23 million in savings. We made strong progress in 2023.

We approach sustainability from a broad, holistic perspective across our three pillars of People, Planet and Product. Our
efforts are also focused in areas addressed by the United Nations’ Sustainable Development Goals, such as: good health and
well-being; quality education; gender equality; climate action; clean water and sanitation; affordable and clean energy;
economic growth; reduced inequalities; and responsible consumption and production.

Our business strategy integrates our brand superiority, industry-leading innovation and low-cost global supply chain to
provide higher value products while lowering production costs. We operate in the global innerwear and global activewear
apparel categories. These are stable, heavily branded categories where we have a strong consumer franchise based on a global
portfolio of industry-leading brands that we have built over multiple decades, through hundreds of millions of direct
interactions with consumers. Our multi-year growth strategy (“Full Potential transformation plan”) is based on becoming a
consumer-focused company that generates consistent growth and returns over time. Our plan is designed to re-energize and
reignite our Innerwear business by delivering consumer-driven innovation and attracting younger consumers; to grow the
Champion brand through improved product and channel segmentation and expanding the brand across categories and
geographies; to become a more consumer-focused organization that delivers products consumers want; and, to simplify our
business and our portfolio. The key enablers to unlock our growth opportunities include segmenting our global supply chain,
increasing revenue-generating investments in our brands, technology and people, as well as building a winning culture.

Over the last three years, we have experienced several unanticipated challenges, including significant cost inflation and
consumer-demand headwinds. Despite the challenging global operating environment, we have been able to balance the near-
term management of the business with making the long-term investments necessary to execute our strategy and transform the
Company. During this time, we have made meaningful progress on several of our strategic initiatives. We have pivoted our U.S.
Innerwear business back to gaining market share, which has been driven by the launch of new innovation, increased marketing
investments in our brands and improved on-shelf product availability. We have simplified our portfolio by selling our European
Innerwear and U.S. Sheer Hosiery businesses. We have also simplified our business by improving inventory management
capabilities, including SKU reduction and disciplined lifecycle management, as well as globalizing our innerwear design and
innovation processes. We have segmented our supply chain, which has reduced lead times, improved efficiencies and reduced
costs. We have also increased investments in brand marketing, technology, digital tools and talent. We remain highly confident
that our strong brand portfolio, world-class supply chain and diverse category and geographic footprint will help us deliver
long-term growth and create stockholder value over time.

Over the past several years, we have made significant structural improvements to our Champion business and most
recently through a global Champion performance plan that is comprised of an accelerated and enhanced channel, mix and
product segmentation strategy geared toward improving Champion’s brand position, regaining momentum and positioning the
business for long-term profitable growth. These improvements highlighted an even greater distinction between our innerwear
and activewear businesses, which created an opportunity for the Company to evaluate strategic alternatives for our global
Champion business. In September of 2023, we announced that our Board of Directors and executive leadership team, with the
assistance of financial and legal advisors, were undertaking an evaluation of strategic alternatives for the global Champion
business. As part of this process, the Board of Directors is considering a broad range of alternatives to maximize shareholder
value, including, among others, a potential sale or other strategic transaction, as well as continuing to operate the business as
part of the Company. There can be no assurance that our assessment process for the global Champion business will result in the
Company pursuing any particular transaction or other strategic outcome regarding Champion. We have not set a timetable for
completion of this process and may suspend or terminate the review at any time.

As part of our strategy to streamline our portfolio under our Full Potential transformation plan, on March 5, 2022, we
completed the sale of our European Innerwear business to an affiliate of Regent, L.P. and on September 29, 2023, we
completed the sale of our U.S. Sheer Hosiery business to AllStar Hosiery LLC, an affiliate of AllStar Marketing Group, LLC,
for approximately $3 million in total proceeds. When we reached the decision to exit our European Innerwear business in 2021,
we determined that this business met held-for-sale and discontinued operations accounting criteria and accordingly, we began to
separately report the results of our European Innerwear business as discontinued operations. Unless otherwise noted, all
discussion within this Annual Report on Form 10-K, including amounts and percentages for all periods, reflect the results of our
continuing operations. The related assets and liabilities of the U.S. Sheer Hosiery business are presented as held for sale in the
Consolidated Balance Sheets at December 31, 2022 and the operations of our U.S. Sheer Hosiery business are reported in
“Other” for all periods presented in Note “Business Segment Information” to our consolidated financial statements included in
this Annual Report on Form 10-K. See Note “Assets and Liabilities Held for Sale” to our consolidated financial statements
included in this Annual Report on Form 10-K for additional information.



Due to the uncertain macroeconomic environment and associated potential impact on future earnings, we took the
following debt-related actions in 2023. In February and March of 2023, we refinanced our debt structure to provide greater
near-term financial flexibility. The refinancing consisted of entering into a new senior secured term loan B facility in an
aggregate principal amount of $900 million due in 2030 (the "2023 Term Loan B"), issuing $600 million aggregate principal
amount of 9.000% senior unsecured notes due in 2031 (the "9.000% Senior Notes") and redeeming our 4.625% senior notes due
in May 2024 (the "4.625% Senior Notes") and our 3.5% senior notes due in June 2024 (the "3.5% Senior Notes"). Additionally,
in February and November 2023, we amended the credit agreement governing our senior secured credit facility (the “Senior
Secured Credit Facility”) prior to any potential future covenant violation in order to modify the financial covenants and to
provide greater strategic and operating flexibility. See Note "Debt" to our consolidated financial statements included in this
Annual Report on Form 10-K for additional information.

Our fiscal year ends on the Saturday closest to December 31. All references to “2023”, “2022” and “2021” relate to the
52-week fiscal years ended on December 30, 2023, December 31, 2022, and January 1, 2022, respectively.

We make available copies of materials we file with, or furnish to, the SEC free of charge at www. Hanes.com/investors (in
the “Investors” section). By referring to our corporate website, www. Hanes.com/corporate, our sustainability website,
www.hbisustains.com, or any of our other websites, we do not incorporate any such website or its contents into this Annual
Report on Form 10-K.

Our Brands

Our portfolio of leading brands is designed to address the needs and wants of various consumer segments across a broad
range of basic apparel products. Our brands have strong consumer positioning that helps distinguish them from competitors and
guides their advertising and product development.

Hanes is the largest and most widely recognized brand in our portfolio. Hanes is the number one selling apparel brand in
the United States and is found in nine out of ten U.S. households. The Hanes brand covers all of our product categories,
including men’s underwear, women’s panties, children’s underwear, bras, socks, T-shirts, fleece and shapewear. Hanes stands
for outstanding comfort, style and value. Hanes is one of the most widely distributed brands in apparel, with a presence across
mass merchandise retailers, e-commerce sites, discount stores and department stores. Through collaborations with third parties,
the brand has also gained distribution with specialty retailers and high-end retail establishments. Following the successful
launch of Hanes Total Support Pouch underwear platform in 2021, Hanes launched the Hanes Originals line of innovative
products with more modern silhouettes aimed at younger consumers at select retailers in Canada and the U.S. in late 2022.
Hanes Originals was the first multi-category, multi-geography product introduction under our new global innovation process
and is now in five countries.

Champion is our second-largest brand. Founded in Rochester, New York in 1919, Champion has always been known for
authentic American style and performance and helped pioneer some of the most important innovations in athleticwear,
including reverse weave sweatshirts, mesh practice uniforms and sports bras. Champion athleticwear can be found in sporting
goods retailers, e-commerce sites, department stores, college bookstores and specialty retailers, as well as in our own retail
locations and our Champion.com website. In addition, Champion has collaborated with designers and other iconic brands
around the world, including Supreme, Kith, Muhammad Ali, Sesame Street, Todd Snyder, Cobra Kai, the Beastie Boys, Beams
Boys, Disney and Stranger Things.

Bonds is a megabrand in our global portfolio with strong heritage and deep household penetration in its respective market.
The Bonds brand is over a century old and is Australia’s largest and most well-known innerwear brand, holding the number one
position in men’s underwear, women’s panties, children’s underwear and socks category. The portfolio also extends to casual
apparel, activewear, sleepwear and bras. Historically a wholesale only brand, Bonds now boasts a retail store network of over
145 stores, a thriving e-commerce business and growing omnichannel services making it easier for consumers to interact across
multiple direct to consumer formats.

Maidenform is America’s number one shapewear brand and has been trusted for stylish, modern bras, panties and
shapewear since 1922. It is one of multiple iconic intimate brands in our portfolio. In 2023, we launched M by Maidenform, a
collection of extremely soft-on-the-skin intimate apparel products focused on younger consumers, across channels with strong
initial consumer response. As with Hanes, we are leveraging our global scale with M by Maidenform already in four countries.
Bali offers a range of bras, panties and shapewear sold in the department store channel and is the number one bra brand in U.S.
department stores. Playtex, an iconic American brand, offers a range of full-figure wire free support bras and is sold everywhere
from mass merchandise retailers to department stores.

In addition, we offer a variety of apparel products under the following well-known brands: Bras N Things, Wonderbra,
Gear for Sports, Berlei, Comfortwash, Alternative and JMS/Just My Size.



These brands complement our primary product offerings, allowing us to provide consumers a variety of options to meet
their diverse needs.

Our Segments

Our operations are managed and reported in three operating segments, each of which is a reportable segment for financial
reporting purposes: Innerwear, Activewear and International. These segments are organized principally by product category and
geographic location. Each segment has its own management team that is responsible for the operations of the segment’s
businesses, but the segments share a common supply chain and media and marketing platforms.

The following table summarizes our operating segments by product category:

Segment Primary Products Primary Brands
Innerwear Basics, including men’s underwear, women’s Hanes, Bali, Maidenform, Playtex,
panties, children’s underwear and socks and Champion, Bras N Things, Polo Ralph
intimate apparel, such as bras and shapewear Lauren*
Activewear T-shirts, fleece, sport shirts, performance T-shirts ~ Champion, Hanes, Gear for Sports,
and shorts, sports bras, thermals and teamwear Comfortwash, Alternative, JMS/Just My
Size, Hanes Beefy-T
International Activewear, men’s underwear, women’s panties, Champion, Bonds, Sheridan, Bras N Things,
children’s underwear, intimate apparel, socks and  Hanes, Wonderbra, Playtex, Berlei, RITMO,
home goods Sol y Oro, Zorba, Rinbros, Polo Ralph
Lauren*

*  Brand used under a license agreement.

Innerwear

Our Innerwear segment includes core apparel products, such as men’s underwear, women’s panties, children’s underwear,
socks and intimate apparel which includes bras and shapewear, sold in the United States, under well-known brands that are
trusted by consumers. We are an intimate apparel category leader in the United States with our Hanes, Bali, Maidenform,
Playtex, Champion, and Bras N Things brands, and we are also the leading manufacturer and marketer of men’s underwear and
children’s underwear in the United States under the Hanes, Champion and Polo Ralph Lauren brands. During 2023, net sales
from our Innerwear segment were $2.4 billion, representing approximately 43% of total net sales.

Activewear

Our Activewear segment includes activewear products, such as T-shirts, fleece, performance apparel, sport shirts and
thermals, sold in the United States. We are a leader in the activewear market through our Champion, Hanes, Gear for Sports,
Comfortwash, Alternative and JMS/Just My Size brands, where we sell products such as T-shirts and fleece to both retailers and
wholesalers. We license our Champion name for footwear and sports accessories. We also sell licensed logo apparel primarily
in the mass retail channel and in collegiate bookstores. During 2023, net sales from our Activewear segment were $1.3 billion,
representing approximately 22% of total net sales.

International

Our International segment includes innerwear, activewear and home goods products, sold outside of the United States,
that are primarily marketed under the Champion, Bonds, Sheridan, Bras N Things, Hanes, Wonderbra, Playtex, Berlei, RITMO,
Sol y Oro, Zorba, Rinbros, and Polo Ralph Lauren brands. Our Innerwear brands are market leaders across Australia and certain
markets in Latin America. In Australia, we hold the number one market share in intimate apparel, and we are also the category
leader in men’s underwear. During 2023, net sales from our International segment were $1.7 billion, representing
approximately 31% of total net sales. Our largest international markets are Australia, Europe, Japan, Canada, China, Mexico
and Latin America.



The following table summarizes our brands and product categories sold within each international region:

International Country/Region
Australia

Europe

Asia

Americas (excluding the
United States)

Primary Products
Basics, including men’s underwear, women’s
panties, children’s underwear and socks and
intimate apparel, such as bras and shapewear

Activewear
Home goods

Activewear

Basics, including men’s underwear, women’s
panties, children’s underwear and socks and
intimate apparel, such as bras and shapewear

Activewear

Basics, including men’s underwear, women’s
panties, children’s underwear and socks and
intimate apparel, such as bras and shapewear

Activewear

*  Brand used under a license agreement.

Customers and Distribution Channels

Primary Brands
Bonds, Bras N Things, Berlei

Champion
Sheridan

Champion

Hanes, Wonderbra, Playtex, Champion,
Polo Ralph Lauren*

Champion

Hanes, Wonderbra, RITMO, Sol y Oro,
Zorba, Rinbros

Champion

Our products are broadly distributed through our wholesale customers’ stores and websites, as well as through our own
stores and websites. In 2023, approximately 69% of our total net sales were in the United States and approximately 31% were
outside the United States. Our largest customer is Walmart Inc. (“Walmart”), accounting for 18% of our total net sales in 2023.
As is common in the basic apparel industry, we generally do not have purchase agreements that obligate our customers to
purchase our products. However, the majority of our key customer relationships have been in place for 10 years or more.
Walmart is our only customer with sales that exceeded 10% of our total net sales in 2023, with substantially all Walmart sales
reported within our Innerwear and Activewear segments.

Sales to mass merchants in the United States accounted for approximately 22% of our total net sales in 2023 and included
all of our product categories under our Hanes, Playtex, Maidenform and JMS/Just My Size brands, as well as licensed logo
apparel. Mass merchants feature high-volume, low-cost sales of basic apparel items along with a diverse variety of consumer
goods products, such as grocery and pharmacy products and other hard lines. Our largest mass merchant customer is Walmart.

Consumer-directed sales in the United States accounted for approximately 17% of our total net sales in 2023. We sell
products that span across the Innerwear and Activewear product categories in the e-commerce environment through our owned
e-commerce websites, through pure play e-commerce sites as well as through the e-commerce sites of our brick-and-mortar
retail customers. We also sell a range of our products through our own retail stores, which include both full-price and value-

based outlet stores.

Sales to mid-tier and department stores in the United States accounted for approximately 8% of our total net sales in 2023.
Mid-tier stores target a higher-income consumer than mass merchants, focus more on sales of apparel items rather than other
consumer goods such as grocery and pharmacy products. We sell all our product categories in mid-tier stores. Traditional
department stores target higher-income consumers and carry more high-end, fashion conscious products as compared to mid-
tier stores or mass merchants and tend to operate in higher-income areas and commercial centers. We sell products in our
intimate apparel, underwear, socks and activewear categories through department stores.

Sales to other customers in the United States represented approximately 22% of our total net sales in 2023. We sell T-
shirts, golf and sport shirts and fleece sweatshirts to wholesalers and third-party embellishers primarily under our Hanes,
Champion and Hanes Beefy-T brands. We also sell a significant range of our underwear, activewear and socks products under
the Champion brand to wholesale clubs and sporting goods stores. We sell primarily underwear products under the Hanes
brands to food, pharmacy and variety stores. We also sell licensed collegiate-logo apparel in college bookstores. We sell
products that span across our Innerwear and Activewear segments to the United States military for sale to servicemen and
servicewomen as well as through discount retailers.

Internationally, approximately 55% of our net sales were wholesale sales to retailers and 45% of our net sales were
consumer-directed sales through our owned retail stores and e-commerce sites. For more information about our sales on a
geographic basis, see Note “Geographic Area Information” to our consolidated financial statements included in this Annual

Report on Form 10-K.



Manufacturing, Sourcing and Distribution

During 2023, over 70% of the apparel units we sold were from finished goods manufactured through a combination of
facilities we own and operate, and facilities owned and operated by dedicated third-party contractors who perform some of the
steps in the manufacturing process for us, such as dyeing, cutting and/or sewing. We sourced the remainder of our finished
goods from third-party manufacturers who supply us with finished products based on our designs. In making decisions about
the location of manufacturing operations and third-party sources of supply, we consider a number of factors, including labor,
local operating costs, geopolitical factors, product quality, regional infrastructure, applicable quotas and duties and freight costs.
We believe that our balanced approach to product supply, which relies on a combination of owned, contracted and sourced
manufacturing located across different geographic regions, increases the efficiency of our operations, reduces product costs,
diversifies risk, increases flexibility and offers customers a reliable source of supply.

Finished Goods That Are Manufactured by Hanesbrands

The manufacturing process for the finished goods that we manufacture begins with raw materials we obtain from
suppliers. The principal raw materials in our product categories are cotton and synthetics. Cotton and synthetic materials are
typically spun into yarn by our suppliers, which is then knitted into cotton, synthetic and blended fabrics. We source all of our
yarn requirements from large-scale domestic and international suppliers. To a lesser extent, we purchase fabric from several
domestic and international suppliers in conjunction with our scheduled production. In addition to cotton yarn and cotton-based
textiles, we use thread, narrow elastic and trim for product identification, buttons, zippers, snaps and lace. These fabrics are cut
and sewn into finished products, either by us or by third-party contractors. We currently operate 27 manufacturing facilities.
Most of our cutting and sewing operations are strategically located in Asia, Central America and the Caribbean Basin. Alternate
sources of these materials and services are readily available.

Finished Goods That Are Manufactured by Third Parties

In addition to our own manufacturing capabilities, we also source finished goods from third-party manufacturers, also
referred to as “turnkey products.” Many of these turnkey products are sourced from international suppliers by our strategic
sourcing hubs in Asia.

All contracted and sourced manufacturing must meet our high-quality standards. Further, all contractors and third-party
manufacturers must be pre-audited and adhere to our strict supplier and business practices guidelines. These requirements
provide strict standards that, among other things, cover hours of work, age of workers, health and safety conditions, freedom of
association and conformity with local laws (including wage and hour laws) and Hanesbrands’ standards. Each new supplier
must be inspected and agree to comprehensive compliance terms prior to commencing any production on our behalf. We audit
compliance with these standards against our 265-question, scored audit protocol using both internal and external audit teams.
We are also a fully accredited participating company in the Fair Labor Association. For more information, visit
www.hbisustains.com.

Distribution

As of December 30, 2023, we distributed our products from 42 distribution centers. These facilities include 14 facilities
located in the United States and 28 facilities located outside the United States, primarily in regions where we sell our products.
We internally manage and operate 23 of these facilities, and we use third-party logistics providers who operate the other 19
facilities on our behalf.

Inventory

We believe effective inventory management is key to our success. Because our customers generally do not purchase our
products under long-term supply contracts, but rather on a purchase order basis, effective inventory management requires close
coordination with our customer base. We seek to ensure that products are available to meet customer demands while effectively
managing inventory levels. We employ various types of inventory management techniques that include collaborative
forecasting and planning, supplier-managed inventory, key event management and various forms of replenishment management
processes. Our supplier-managed inventory initiative is intended to shift raw material ownership and management to our
suppliers until consumption, freeing up cash and improving response time. We have demand management planners in our
customer management group who work closely with customers to develop demand forecasts that are passed to the supply chain.
We also have professionals within the customer management group who coordinate daily with our larger customers to help
ensure that our customers’ planned inventory levels are in fact available at their individual retail outlets. Additionally, within
our supply chain organization we have dedicated professionals who translate the demand forecast into our inventory strategy
and specific production plans. These individuals work closely with our customer management team to balance inventory
investment/exposure with customer service targets. Since beginning our aggressive SKU and inventory reduction process in
2019, we have reduced the number of SKUs across our portfolio by nearly 50%.
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Our operating results are typically subject to some variability due to seasonality and other factors. For instance, we have
historically generated higher sales during the back-to-school and holiday shopping seasons and during periods of cooler
weather, which benefits certain product categories such as fleece. Our diverse range of product offerings, however, typically
mitigates some of the impact of seasonal changes in demand for certain items. Sales levels in any period are also impacted by
our customers’ decisions to increase or decrease their inventory levels of our categories in response to anticipated consumer
demand or the overall inventory levels of their other product categories. Our customers may cancel orders, change delivery
schedules or change the mix of products ordered with minimal notice to us. Media, advertising and promotion expenses may
vary from period to period during a fiscal year depending on the timing of our advertising campaigns for retail selling seasons
and product introductions.

Seasonality and Other Factors

Although the majority of our products are replenishment in nature and tend to be purchased by consumers on a planned,
rather than on an impulse basis, our sales are impacted by discretionary consumer spending trends. Discretionary spending is
affected by many factors that are outside our control, including, among others, general business conditions, interest rates,
inflation, consumer debt levels, the availability of consumer credit, currency exchange rates, taxation, energy prices,
unemployment trends and other matters that influence consumer confidence and spending. Consumers’ purchases of
discretionary items, including our products, could decline during periods when disposable income is lower, when prices
increase in response to rising costs, or in periods of actual or perceived unfavorable economic conditions. As a result,
consumers may choose to purchase fewer of our products, to purchase lower-priced products of our competitors in response to
higher prices for our products or may choose not to purchase our products at prices that reflect our price increases that become
effective from time to time.

Inflation can have a long-term impact on us because increasing costs of materials and labor may impact our ability to
maintain satisfactory margins. For example, the cost of the materials that are used in our manufacturing process, such as oil-
related commodity prices and other raw materials, including cotton, dyes and chemicals, and other costs, such as fuel, energy
and utility costs, can fluctuate as a result of inflation and other factors. Disruptions to the global supply chain due to factory
closures, port congestion, transportation delays as well as labor and container shortages may negatively impact product
availability, revenue growth and gross margins. We would work to mitigate the impact of the global supply chain disruptions
through a combination of cost savings and operating efficiencies, as well as pricing actions, which could have an adverse
impact on demand. Costs incurred for materials and labor are capitalized into inventory and impact our results as the finished
goods inventory is sold. In addition, a significant portion of our products are manufactured in countries other than the United
States and declines in the value of the U.S. dollar may result in higher manufacturing costs. Increases in inflation may not be
matched by growth in consumer income, which also could have a negative impact on spending.

Changes in product sales mix can impact our gross profit as the percentage of our sales attributable to higher margin
products, such as intimate apparel and men’s underwear, and lower margin products, such as seasonal and replenishable
activewear, fluctuate from time to time. In addition, sales attributable to higher and lower margin products within the same
product category fluctuate from time to time. Our customers may change the mix of products ordered with minimal notice to us,
which makes trends in product sales mix difficult to predict. However, certain changes in product sales mix are seasonal in
nature, as sales of socks and fleece products generally have higher sales during the last two quarters (July to December) of each
fiscal year as a result of cooler weather, back-to-school shopping and holidays, while other changes in product mix may be
attributable to consumers’ preferences and discretionary spending.



Product Innovation and Marketing

A significant component of our business strategy is our strong product research and development and innovation
capabilities, including the development of new and improved products, including our Tagless apparel platform, Comfort Flex
Fit apparel platform, ComfortBlend fabric platform, temperature-control X-Temp fabric platform, FreshIQ advanced odor
protection technology fabric platform, SmoothTec fabric technology, Cool Comfort fabric technology, DreamWire underwire
technology, Reverse Weave StormShell Fleece fabric technology and Eco Future Reverse Weave with CiICLO® technology. In
2021, we launched Comfort Flex Fit Total Support Pouch boxer briefs, offering a proprietary pouch construction, including
unique breathable mesh inserts to help men feel secure, separated and supported. The Total Support Pouch platform is the
subject of a number of patent registrations and pending applications. In 2022, we launched a new and improved line of the Total
Support Pouch platform that incorporates our X-Temp fabric technology, and we expect the patented pouch construction will
continue to play a significant role in our innovation pipeline. In 2023, we launched M by Maidenform across retail channels,
elevating the brand with bright colors, soft fabrics and youthful designs. Bonds Whoopsies, created by parents for parents,
incorporated anti-odor and absorbency technology into reusable baby products.

As noted above, we also launched an innovative line of underwear we are calling Hanes Originals — the first multi-
category, multi-geography product introduction under our new global innovation process. Finally, our product research and
development teams have done remarkable work to develop a proprietary absorbent layering platform, which we believe has
significant opportunity for platform expansion.

Driving innovation platforms across brands and categories is a major element of our business strategy as it is designed to
meet key consumer needs and leverage advertising dollars. We leverage global expert talent and our unique supply chain model
improving the speed at which we deliver new designs to our customers and consumers around the world. The Total Support
Pouch expanded to seven countries, Hanes Originals is in five countries, and M by Maidenform is in four countries. During
2023, our advertising and promotion expense was approximately $167 million, representing 3.0% of our total net sales
compared to $209 million or 3.4% in 2022. We advertise in consumer and trade publications, television and through digital
initiatives including social media, online video and mobile platforms on the Internet. We also participate in cooperative
advertising on a shared cost basis with major retailers in print and digital media and television.

Competition

The basic apparel market is highly competitive and rapidly evolving. Competition generally is based upon brand, comfort,
fit, style and price. Our businesses face competition today from other large domestic and foreign corporations and
manufacturers. In the United States, across our Innerwear and Activewear segments, we compete with Fruit of the Loom, Inc., a
subsidiary of Berkshire Hathaway Inc., through its own offerings and those of its Russell Corporation and Vanity Fair Intimates
offerings. Other competitors in our Innerwear segment include Victoria’s Secret & Co., Jockey International, Inc. and retailers’
private label offerings. Other competitors in our Activewear segment that we compete with both in the United States and
internationally include Gap Inc., Nike, Puma, adidas and Under Amour. We also compete with many small manufacturers
across all of our business segments, including our International segment. Additionally, mass merchant retailers, department
stores and other retailers, including many of our customers, market and sell basic apparel products under private labels and
controlled brands that compete directly with our brands. Our competitive strengths include our strong brands with leading
market positions, our industry-leading innovation, our high-volume, core products focus, our significant scale of operations and
breadth of distribution, our global supply chain and our strong customer relationships. We continually strive to improve in each
of these areas.

Intellectual Property

We market our products under hundreds of our own trademarks in the United States and other countries around the world,
the most widely recognized of which are Hanes, Champion, Bonds, Bali, Maidenform, Sheridan, Bras N Things, Playtex,
Wonderbra, Gear for Sports, Berlei, Comfortwash, Alternative and JMS/Just My Size. Some of our products are sold under
trademarks that have been licensed from third parties, such as Polo Ralph Lauren men’s underwear, and licensed apparel for a
number of colleges and universities, including the University of Georgia, the University of North Carolina at Chapel Hill, the
University of Texas, Texas A&M University, The Ohio State University and Wake Forest University.

Some of our trademarks are licensed to third parties, such as Champion for footwear and athletic-oriented accessories. In
the United States and Canada, the Playtex trademark is owned by Playtex Marketing Corporation, of which we own a 50%
interest and which grants to us a perpetual royalty-free license to the Playtex trademark on and in connection with the sale of
apparel in the United States and Canada. In Europe, we license the Playtex and Wonderbra trademarks to the DIM Brands
International Group for the sale of innerwear products in the European Union, the United Kingdom and a number of European
countries. The DIM Brands International Group also has the right to distribute Maidenform-branded innerwear products in the
European Union, the United Kingdom, and several other European countries. Outside the United States and Canada, we own



the Playtex trademark and perpetually license such trademark to an unaffiliated third party for non-apparel products. We own
the Berlei trademark in Australia, New Zealand, South Africa and a limited number of smaller jurisdictions. Apart from these
jurisdictions, the Berlei trademark is owned by an unaffiliated third party in most major markets, including Japan, China, the
United States and the European Union. Our trademarks are important to our marketing efforts and have substantial value.

We aggressively protect these trademarks from infringement and dilution through appropriate measures, including court
actions and administrative proceedings. Although the laws vary by jurisdiction, trademarks generally remain valid as long as
they are in use and/or their registrations are properly maintained. Most of the trademarks in our portfolio, including our core
brands, are covered by trademark registrations in the countries of the world in which we do business, in addition to many other
jurisdictions around the world, with a registration period of 10 years in most countries. Generally, trademark registrations can
be renewed indefinitely as long as the trademarks are in use. We have an active program designed to ensure that our trademarks
are registered, renewed, protected and maintained. We plan to continue to use all of our core trademarks and plan to renew the
registrations for such trademarks as needed.

We also own a number of copyrights. Most of our copyrights are unregistered, although we have a sizable portfolio of
copyrighted lace designs that are the subject of a number of registrations at the United States Copyright Office.

We place high importance on product innovation and design, and a number of these innovations and designs are the
subject of patents. When appropriate, we take the necessary steps to enforce our patent rights against infringement. However,
we do not regard any segment of our business as being dependent upon any single patent or group of related patents. In
addition, we own proprietary trade secrets, technology and know-how that we have not patented.

Governmental Regulation and Environmental Matters

We are subject to federal, state and local laws and regulations in the United States that could affect our business, including
those promulgated under the Occupational Safety and Health Act, the Consumer Product Safety Act, the Flammable Fabrics
Act, the Textile Fiber Product Identification Act, the rules and regulations of the Consumer Products Safety Commission and
various environmental laws and regulations. Some of our international businesses are subject to similar laws and regulations in
the countries in which they operate. Certain of our products are required to be manufactured in compliance with applicable
governmental standards. Our operations also are subject to various international trade agreements and regulations. While we
believe that we are in compliance in all material respects with all applicable governmental regulations, current governmental
regulations may change or become more stringent or unforeseen events may occur, any of which could have a material adverse
effect on our financial position or results of operations.

We are also subject to various domestic and international laws and regulations relating to generating emissions, water
discharges, waste, product and packaging content and workplace safety. Noncompliance with these laws and regulations may
result in substantial monetary penalties and criminal sanctions. We are aware of hazardous substances or petroleum releases at
certain of our facilities and are working with the relevant environmental authorities to investigate and address such releases. We
also have been identified as a “potentially responsible party” at certain waste disposal sites in the United States undergoing
investigation and cleanup under the federal Comprehensive Environmental Response, Compensation and Liability Act
(commonly known as Superfund) or state Superfund equivalent programs. Where we have determined that a liability has been
incurred and the amount of the loss can reasonably be estimated, we have accrued amounts on our balance sheet for losses
related to these sites. Compliance with environmental laws and regulations and our remedial environmental obligations
historically have not had a material impact on our operations, and we are not aware of any proposed regulations or remedial
obligations that could trigger significant costs or capital expenditures in connection with such compliance.

Compliance with government regulations, including environmental regulations, has not had, and based on current
information and the applicable laws and regulations currently in effect, is not expected to have a material effect on our capital
expenditures (including expenditures for environmental control facilities), earnings or competitive position. However, laws and
regulations may be changed, accelerated or adopted that impose significant operational restrictions and compliance
requirements upon our Company and which could negatively impact our operating results. See Part I, Iltem 1A. “Risk Factors”
in this Annual Report on Form 10-K.

Sustainability

Unlike most apparel companies, we produce over 70% of our total unit volume in facilities we own or control. Owning
the majority of our supply chain not only impacts cost, scale and flexibility, but also allows us to adhere to best-in-class
management and environmental practices. We are protective of our strong reputation for corporate citizenship and social
responsibility and proud of our significant achievements in the areas of environmental stewardship, workplace quality and
community building.



Issues such as climate change, water stress and unethical labor or human rights practices within supply chains pose risks
to our business and our ability to produce our products in an ethical and sustainable manner. We assess and evaluate these risks
annually as part of our Enterprise Risk Management process, which is overseen by the Audit Committee of our Board of
Directors. We also have a dedicated team responsible for managing our global sustainability program. Our Chief Executive
Officer is responsible for setting overall business strategy, including our commitment to sustainability. He directly oversees our
Sustainability Executive Steering Committee which has ultimate management oversight of our global sustainability program
and meets quarterly to assess the program’s effectiveness. To drive the program across our entire organization on a global basis,
we have also put in place internal resources from multiple countries and functional areas who are responsible for executing our
global sustainability initiatives and goals.

We approach sustainability from a broad, holistic perspective and focus our efforts in areas addressed by the United
Nations’ Sustainable Development Goals, such as: good health and well-being; quality education; gender equality; climate
action; clean water and sanitation; affordable and clean energy; economic growth; reduced inequalities; and responsible
consumption and production. In late 2020, we continued our commitment to making the world a more comfortable, livable and
inclusive place by establishing wide-ranging 2025/2030 global sustainability goals and launching a sustainability website
www.hbisustains.com. This website is designed to increase our transparency and reporting on key metrics and updated yearly to
track progress against our long-term goals. Key highlights of our 2030 global sustainability goals include:

*  People: By 2030, improve the lives of at least 10 million people through health and wellness programs, diversity and
inclusion initiatives, improved workplace quality, and philanthropic efforts that improve local communities.

+  Planet: By 2030, significantly reduce greenhouse gas emissions to align with science-based targets, reduce water use
by 25%, use 100% renewable electricity in company-owned operations, and bring landfill waste to zero.

*  Product: By 2030, move to 100% recycled or degradable polyester and sustainably sourced cotton. At an even
quicker pace, eliminate all single-use plastics (or ensure that those not eliminated are commonly recyclable or
compostable) and reduce packaging weight by 25%.

We have made excellent progress against these goals, and these efforts build upon our long-standing commitment to
sustainability. Hanesbrands earned a leadership level A- score in both the 2023 CDP Climate Change Report and the 2023 CDP
Water Security Report, placing us at the top of a list of nearly 21,000 companies rated. We have received either the U.S.
Environmental Protection Agency Energy Star Sustained Excellence Award or Partner of the Year Award for 14 consecutive
years. In late 2021, we submitted new science-based greenhouse gas goals to the Science-Based Targets Initiative (“SBTi”)
which call for an additional 50% reduction in direct emissions and 30% reduction in indirect emissions by 2030. These goals
were formally approved by SBTi in 2023. We are also members of the Fair Labor Association, and the Sustainable Apparel
Coalition and we have been recognized for our socially responsible business practices by such organizations as social
compliance rating group, Baptist World Aid, Oxfam Australia, Fundahrse, Fundemas, Corporate Responsibility magazine and
others.

Human Capital Management
Employees and Labor Relations

As of December 30, 2023, we had approximately 48,000 employees, of which approximately 90% (approximately 43,000
employees) are located outside the United States. Approximately 80% of our employees (approximately 38,000 employees) are
employed in our large-scale supply chain facilities located primarily in Central America, the Caribbean Basin and Asia.
Approximately 98% of our employees (approximately 47,000 employees) consist of full-time employees. As of December 30,
2023, two employees in the United States were covered by collective bargaining agreements. A significant portion of our
employees based in foreign countries are represented by unions or are subject to trade-sponsored or governmental agreements.

Health and Safety

We prioritize the health and safety of our employees. We have created and implemented processes and training programs
to maintain safe and healthy work environments in our offices, manufacturing facilities, distribution centers and retail stores,
and we review and monitor our performance closely. During the year ended December 30, 2023, our Occupational Safety and
Health Administration (“OSHA”) recordable rate was 0.33, compared to 0.27 prior year. We offer employee benefits to our
global workforce to ensure access to care, including onsite wellness clinics and mental health resources.

Diversity and Inclusion

As a global company operating in approximately 30 countries on six continents, our employees represent different
backgrounds, ethnicities, cultures, religions, genders, sexual orientations and ages. We believe these different perspectives
strengthen our business and we strive to build an inclusive culture. As of December 30, 2023, our global workforce was
approximately 30% male and 70% female, and of our domestic workforce, our employees were approximately 52% white,
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approximately 22% Black or African American, approximately 17% Hispanic, approximately 4% Asian, approximately 1%
American Indian or Alaskan Native and approximately 3% two or more races or other. As of December 30, 2023, our
representation of people of color at the senior manager and above levels within our U.S. workforce remained at approximately
19%, and representation of women at the senior manager and above levels within our U.S. workforce was approximately 52%
(as compared to 50% in 2022). We will continue to track these metrics in connection with our 2025 diversity goals.

Talent Development

Our talent strategy is focused on attracting the best global talent, recognizing and rewarding their performance, and
continually developing, engaging and retaining them. We regularly review succession plans and conduct annual assessments to
identify talent needs, assess how we are positioned from a talent perspective, and prioritize actions to identify and develop
talent. We also cultivate a learning environment that drives individual and business results by developing employees to reach
their full potential. HBI University, our global learning platform, provides employees with access to thousands of e-learning
courses, as well as instructor-led and virtual courses to strengthen technical skills, leadership, productivity, business acumen
and soft skills. During 2023, more than 60,000 micro-learning and other online courses were completed globally. In addition,
world-class management and leadership development programs in our large manufacturing hubs in Central America, the
Caribbean Basin and Asia provide the foundational skills required for key talent and rising managers in our global supply chain
and develop capacities for current and future leaders of the organization.

Culture and Engagement

Our latest survey completed in 2023 had a participation rate of approximately 58% of the employees surveyed. The survey
results indicated that we excel in areas including: overall engagement, clear expectations and a link between employees’ work
and our goals and objectives, understanding strategic goals of the organization, and employees finding their jobs challenging
and interesting.

Item 1A. Risk Factors

This section describes circumstances or events that could have a negative effect on our financial results or operations or
that could change, for the worse, existing trends in our businesses. The occurrence of one or more of the circumstances or
events described below could have a material adverse effect on our financial condition, results of operations and cash flows or
on the trading price of our common stock. The risks and uncertainties described in this Annual Report on Form 10-K are not the
only ones facing us. Additional risks and uncertainties that currently are not known to us or that we currently believe are
immaterial also may adversely affect our businesses and operations.

Strategic Risks

Our future success depends in part on our ability to successfully implement our strategic plan and achieve our global
business strategies, including our Full Potential transformation plan and our global Champion performance plan.

We are implementing a significant number of strategic initiatives focused on building a consumer-centric company,
accelerating growth across business segments, enhancing our capabilities and strengthening the foundation of our company.
There can be no assurance that these or other future strategic initiatives will be successful to the extent we expect, or at all.
Furthermore, we are investing significant resources in these initiatives, and the costs of the initiatives may outweigh their
benefits. We cannot assure you that our management will be able to manage these initiatives effectively or implement them
successfully. If we miscalculate the resources or time we need to complete these strategic initiatives or fail to implement them
effectively or at all, our business and operating results could be adversely affected.

Our ongoing evaluation of strategic options for the global Champion business is subject to risks and uncertainties, and
any particular transaction or other strategic outcome regarding Champion may not be completed or otherwise achieve its
intended goals.

On September 19, 2023, we announced that we are undertaking an evaluation of strategic options for the global Champion
business. Potential alternatives include, among others, a potential sale or other strategic transaction involving Champion, as
well as continuing to operate the business as part of the Company. There can be no assurance that our assessment process for
the global Champion business will result in the Company pursuing any particular transaction or other strategic outcome
regarding Champion, or that, if completed, any transaction or outcome will be on attractive terms or achieve the intended goals
of deleveraging and maximizing shareholder value. No timetable has been set for the completion of the review process and we
may suspend or terminate the review at any time. If we seek to engage in any transaction, our future business, prospects,
financial position and operating results could be significantly different than those in historical periods or projected by our
management, including as a result of any gain or loss realized, or asset impairment charges recognized, by the Company on
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completion. We may also incur substantial costs in connection with the pursuit of any strategic transaction, whether or not any
such transaction is ultimately consummated.

We operate in a highly competitive and rapidly evolving market, and our market share and results of operations could be
adversely affected if we fail to compete effectively in the future.

The basic apparel market is highly competitive and rapidly evolving. Competition generally is based upon brand, comfort,
fit, style and price. Our businesses face competition today from other large domestic and foreign corporations and
manufacturers, as well as mass merchant retailers, department stores and other retailers, including many of our customers, that
market and sell basic apparel products under private labels that compete directly with our brands. Also, online retail shopping is
rapidly evolving, and we expect competition in the e-commerce market to intensify in the future as the Internet facilitates
competitive entry and comparison shopping. If we do not successfully develop and maintain a relevant omni-channel
experience for our customers, our businesses and results of operations could be adversely impacted. Increased competition may
result in a loss of or a reduction in shelf space and promotional support and reduced prices, in each case decreasing our cash
flows, operating margins and profitability. Our ability to identify and capitalize on retail trends, including technology, e-
commerce and other process efficiencies to gain market share and better service our customer base will, in large part, determine
our future success. If we fail to compete successfully, our market share, results of operations and financial condition will be
materially and adversely affected.

The rapidly changing retail environment could result in the loss of or material reduction in sales to certain of our
customers, which could have a material adverse effect on our business, results of operations, financial condition and cash

flows.

The retail environment is highly competitive as consumers are increasingly embracing shopping online and through
mobile commerce applications. As a result, a greater portion of total consumer expenditures with retailers is occurring online
and through mobile commerce applications. If our brick-and-mortar retail customers fail to maintain or grow their overall
market position through the integration of physical retail presence and digital retail, these customers may experience financial
difficulties including store closures, bankruptcies or liquidations. This could, in turn, create difficulty in moving our products to
market, which would increase inventories or backlog, substantially reduce our revenues, increase our credit risk and ultimately
have a material adverse effect on our results of operations, financial condition and cash flows.

If our advertising, marketing, promotional and innovation programs are unsuccessful, or if our competitors are more
effective with their programs than we are, our sales could be negatively affected.

Ineffective advertising, marketing, promotional and innovation programs could inhibit our ability to maintain brand
relevance and could ultimately decrease sales. While we use social media, websites, mobile applications, email, print and
television to promote our products and attract customers, some of our competitors may expend more for their programs than we
do, or use different approaches than we do that prove more successful, any of which may provide them with a competitive
advantage. We invest in product innovation in an effort to drive consumer interest in, and increase demand for, our products
and to differentiate our products in the market, though some of our competitors’ innovation programs may be better funded or
be more positively received by consumers, resulting in a competitive advantage for those competitors. If our programs are not
effective or require increased expenditures that are not offset by increased sales, our revenue and results of operations could be
negatively impacted.

Our customers may require products on an exclusive basis, forms of economic support and other changes that could be
harmful to our business.

Customers increasingly may require us to provide them with some of our products on an exclusive basis, which could
cause an increase in the number of stock keeping units, or “SKUs,” we must carry and, consequently, increase our inventory
levels and working capital requirements. Moreover, our customers may increasingly seek markdown allowances, incentives and
other forms of economic support, which reduce our gross margins and affect our profitability. Our financial performance is
negatively affected by these pricing pressures when we are forced to reduce our prices without being able to correspondingly
reduce our production costs.

Operational Risks

Any inadequacy, interruption, integration failure or security breach with respect to our information technology could
harm our ability to effectively operate our business and have a material adverse effect on our business, results of operations,
financial condition and cash flows.

Our ability to effectively manage and operate our business depends significantly on information technology systems. The
failure of these systems to operate effectively and support global growth and expansion, problems with integrating various data
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sources, challenges in transitioning to upgraded or replacement systems, difficulty in integrating new systems or systems of
acquired businesses, or a breach in security of these systems could adversely impact the operations of our business.

Despite our policies, procedures and programs designed to ensure the integrity of our information technology systems, we
may not be effective in identifying and mitigating every risk to which we are exposed, and we have experienced a ransomware
attack that we previously disclosed (see the section captioned “Overview - Ransomware Attack” under Part I, Item 7
“Management’s Discussion and Analysis of Financial Condition and Results of Operations” below). Furthermore, from time to
time we rely on information technology systems which may be managed, hosted, provided and/or accessed by third parties or
their vendors to assist in conducting our business. Such relationships and access may create difficulties in anticipating and
implementing adequate preventative measures or fully mitigating harms after a breach.

Hackers and data thieves are increasingly sophisticated and operate large-scale and complex attacks that may include
computer viruses or other malicious codes, ransomware, unauthorized access attempts, denial of service attacks and large-scale
automated attacks, phishing, social engineering, hacking and other cyber-attacks. Breaches of our network or databases, or
those of our third-party providers, may result in the loss of valuable business data, misappropriation of our consumers’ or
employees’ personal information, or a disruption of our business, which could give rise to unwanted media attention, impair our
ability to order materials, make and ship orders, and process payments, materially damage our customer relationships and
reputation, and result in lost sales, fines or lawsuits.

Moreover, there are numerous laws and regulations regarding privacy and the storage, sharing, use, processing, transfer,
disclosure and protection of personal data, the scope of which is changing, subject to differing interpretations, and may be
inconsistent between states within a country or between countries. Globally, data privacy laws, such as the General Data
Protection Regulation (“GDPR”) and the Network and Information Systems Directive (“NISD”’) in Europe, the United
Kingdom General Data Protection Regulation (“UK-GDPR”) in the United Kingdom, state laws in the U.S. on privacy, data
and related technologies, such as the California Consumer Privacy Act and amendments from the California Privacy Rights Act
(together, “CPRA”) create new compliance obligations and expand the scope of potential liability, either jointly or severally
with our customers and suppliers. Non-compliance with these laws could result in penalties or significant legal liability.
Although we take reasonable efforts to comply with all applicable laws and regulations, there can be no assurance that we will
not be subject to regulatory action, including fines, in the event of a data security incident or allegations of a privacy or data
protection violation. We or our third-party service providers could be adversely affected if legislation or regulations are
expanded to require changes in our or our third-party service providers’ business practices or if governing jurisdictions interpret
or implement their legislation or regulations in ways that negatively affect our or our third-party service providers’ business,
results of operations or financial condition. Misuse of or failure to secure personal information could also result in violation of
data privacy laws and regulations, proceedings, and potentially significant monetary penalties, against us by governmental
entities or others, damage to our reputation and credibility, and could have a negative impact on revenues and profits.

We must successf