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PART I.
Item 1. Business

Lands' End, Inc., the company, is a leading direct marketer of traditionally
styled, casual clothing for men, women and children, accessories, domestics,
shoes and soft luggage. The company strives to provide products of high
quality at prices representing honest value, enhanced by a commitment to
excellence in customer service and an unconditional guarantee. The company
offers its products through multiple selling channels consisting of regular
mailings of its monthly primary, prospecting and specialty catalogs as well
as through the Internet (which has grown from $61 million in fiscal 1999 to
$218 million in fiscal 2001), its international businesses, and its outlet
stores.

The company's growth strategy has three key elements. First, the company
seeks to increase sales through its multiple selling channels, both by
expanding its customer base and by increasing sales to its existing customers
through improvements in its merchandise offerings and creative presentations.
Second, the company endeavors to generate additional sales by making targeted
mailings of its specialty catalogs to existing and prospective customers and
by offering its products on the Internet. Third, the company is actively
pursuing opportunities to apply its merchandising, marketing and order
fulfillment skills abroad by continuing its efforts to expand the customer
base through its operations in Japan, Germany, and the United Kingdom.

Date of Incorporation

The Registrant was incorporated in Illinois in 1963 and became a Delaware
corporation in 1986.

Catalogs and Marketing

Lands' End views each catalog issue as a unique opportunity to communicate
with its customers. Products are described in visual and editorial detail in
which the company shares its view of the benefits and features of its
merchandise. The catalogs use such techniques as background stories,
editorials, monthly publication, and distinctive covers to stimulate the
reader's interest, combining a consistent theme with varying monthly
features.

Core, Specialty and International Segments

The company organizes and manages its businesses based on type of catalog,
which focuses on specific customer needs and markets served. The company has
three operating segments consisting of core, specialty and international.
Worldwide, the company mailed approximately 269 million full-price catalogs,
including specialty catalogs, abridged issues and international catalogs.
Company catalogs are mailed to customers throughout the world, and products
are exported to more than 185 countries. Fulfillment for these export sales
is handled through the company's Wisconsin facilities in the United States.
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Core Segment (U.S. Based Operations)

The core business segment consists of adult apparel offered through the
company's regular monthly and prospecting catalogs and two catalogs featuring
casual and tailored clothing for the workplace "First Person" for women and
"Lands' End for Men" (formally Beyond Buttondowns). During fiscal 2001, the
company mailed 13 issues of its regular monthly (primary) catalog with an
average of 167 pages per issue from its U.S. based operations.

Each issue of the regular catalog offers certain basic product lines for men
and women (including knit shirts, sweaters, dress and sport shirts, casual
pants, dresses, skirts, accessories, and soft luggage) that customers have
come to expect. The regular catalog also offers seasonal merchandise, such
as swimsuits, outerwear and holiday gifts. In addition to the mailings of
the regular catalog, each year Lands' End generally mails two end-of-season
clearance catalogs and two additional holiday catalogs. The company mails an
abridged version of its regular catalog to prospective customers who are
identified based on lists of magazine subscribers and customers of other
direct marketers and on lists compiled of households meeting certain
demographic criteria. In addition, the company identifies prospective new
customers through its national advertising campaign.

The company mails two catalogs featuring casual and tailored clothing for the
workplace, First Person and Lands' End for Men. In fiscal 1994, the company
introduced Textures, which was revamped as First Person Singular in fiscal
1997 and renamed First Person in fiscal 2000. First Person features women's
fine casual and tailored clothing and accessories suitable for the workplace.
Beyond Buttondowns was introduced in fiscal 1991, and renamed Lands' End for
Men in fiscal 2001. Lands' End for Men offers fine casual and tailored
clothing and accessories for men. In fiscal 2001, the company mailed five
issues of its First Person catalog and six issues of its Lands' End for Men
catalog.

Specialty Segment

The specialty business segment consists of Corporate Sales (which includes
school uniforms), Kids and Coming Home catalogs. The specialty catalogs have
been developed over the years to target specific needs for additional
merchandise identified by customers.

In fiscal 1994, Corporate Sales, the company's business-to-business catalog,
was introduced. Corporate Sales offers quality products to groups, teams and
clubs or to companies that use Lands' End's merchandise for corporate
premiums or incentive programs. The company's embroidery capabilities allow
for the design and monogram of unique logos or emblems for groups. Early in
2000, Corporate Sales launched its transaction-enabled Web site. Corporate
Sales offers online customer stores for individual companies for their own
employees' use. In fiscal 1998 a uniform catalog was introduced that targets
the growing trend in many public and private schools. A new facility will
open in late summer of 2001 in Stevens Point, Wisconsin, and will serve as a
satellite center to the Corporate Sales' main operation in Dodgeville,

Wisconsin, as well as other functions. The facility will consist of a phone
center, management offices, embroidery design and production area and
warehouse space. In fiscal 2001, the company mailed four issues of its

Corporate Sales catalog, and two issues of its school uniform catalog.

Since fiscal 1991, the Kids catalog has offered a collection of comfortable,
casual clothing for children. 1In fiscal 2001, the company mailed seven
issues of its Kids catalog.
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Since fiscal 1991, the Coming Home catalog offers domestic products,
primarily bedding and bath items. In fiscal 2001, the company mailed six
issues of its Coming Home catalog.

International Segment (Foreign Based Operations)

The international business segment consists of foreign-based operations
located in Japan, Germany and the United Kingdom. Catalogs mailed in these
countries are written in the local languages and denominated in local
currencies. In the fall of fiscal 2000, the company launched local Web sites
in Japan, Germany and the United Kingdom in their respective local currencies
and native language. In the fall of fiscal 2001, additional full-service
e—-commerce Web sites were launched in Ireland, France and Italy.

In September 1991, the company launched its first United Kingdom (U.K.)
catalog. In August 1993, the company opened a leased telephone order and
distribution center in Oakham, England, which allowed the company to fill
orders locally and greatly reduce delivery time to U.K. customers.
Construction of a new phone and distribution center in Oakham was completed
in the summer of 1998. During fiscal 2001, the company mailed nine issues of
the regular monthly U.K. catalog, plus two abridged issues to prospective
customers in the U.K.

In fall 1994, the company launched operations in Japan. During fiscal 2001,
the company mailed eight issues of the Japanese catalog. During fiscal 1998,
the company's phone center and administrative office moved to a larger
facility in Yokohama. The distribution center moved to Fujieda from Maebashi
in fiscal 1997 to accommodate future growth. Packages are delivered from
this warehouse in Fujieda, which is managed by Lands' End's employees.

In August 1996, the company launched its first German catalog. During fiscal
2001, the company mailed eight issues of the German catalog. The company's
phone center and administrative functions operate from its offices in
Mettlach, Germany. Orders are packed and shipped from the Lands' End
distribution center in Oakham, England.

Financial Information about business segments

See Note 12 to the Consolidated Financial Statements in Item 8 for segment
financial data.

The Internet

Lands' End offers its customers a variety of shopping options, including
shopping from its catalogs via toll-free telephone, mail, fax and through its
Internet site. The Internet has allowed the company to attract new customers
and better serve existing customers. About 17 percent of our Internet buyers
are totally new to Lands' End and an additional seven percent of Internet
sales come from people on our mailing list making their first purchase. The
company offers online shopping, and other services to its customers on its
user—-friendly Web site, landsend.com. According to the National Retail
Federation, landsend.com is the largest seller of apparel online.

Two innovations at landsend.com were launched in fiscal 2000 with the
introduction of Lands' End LiveTM and Shop with a FriendTM. Lands' End Live
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allows customers to shop online with real-time assistance of a Lands' End
customer service representative by telephone or by electronic chat. After
clicking on the Lands' End Live button, the customer has the option to select
electronic chat or a phone conversation if they have a phone line in addition
to their Internet connection. An electronic signal is sent from their
computer to a Lands' End Live personal shopper. The signal immediately
connects the customer and the personal shopper simultaneously via their
Internet browser. Once connected, the customer and the personal shopper can
view the same Web pages simultaneously and forward Internet pages back and
forth to each other while conversing on the telephone or via chat. A split
screen feature is available for the personal shopper to help customers
compare products side by side.

The other feature introduced in fiscal 2000 was Shop with a Friend. This
feature enables two people in separate locations to shop online together.

The two shoppers are able to browse landsend.com while viewing the same pages
simultaneously. Each shopper can point to pages on the site and the same
page will instantly appear on the companion's screen, creating an interactive
shopping adventure while being states, even countries, apart.

Two new features added during fiscal 2001 include My Virtual ModelTM and My
Personal ShopperTM. The first feature, My Virtual Model (MVM), allows men and
women to create realistic images of their body shape and style and then
virtually try on hundreds of apparel items from Lands' End. MVM is an
updated version of Your Personal Model. Each shopper is invited to fill out
a general or a detailed questionnaire with his/her exact measurements to
create a model that is a virtual representation of the shopper's body shape.
The shopper can try on clothes and view the items and outfits from all sides,
or spin their "virtual selves" 360 degrees. Once a model is created, the
shopper can save it and protect it with a password. The shopper also can
save outfits for reference by placing them in the virtual closet called "My
Outfits" and can e-mail his/her model to a friend or family member.

My Personal Shopper (MPS), which debuted in November 2000, is a patent-
pending recommendations engine from Lands' End that provides shoppers product
suggestions based on personal preferences, not simply past purchases. Saving
shoppers time and effort when selecting clothing online, MPS replicates the
experience of having an expert personal shopper who can suggest products that
best match a shopper's unique preferences. The high level of personalization
is achieved using a technique known as conjoint analysis, the first use of
this technique by an online retailer. This stand-alone feature makes it fun,
quick and easy for customers to create and save a shopping profile that can
be used for future visits via password. To use, consumers complete a short
questionnaire by noting their preference level for a series of six pairs of
outfits and inputting their fabric, color and style aversions. The
information then filters through the more than 90,000 apparel options
available at landsend.com and immediately selects those items that best match
the shopper's preference.

In December 2000, Lands' End transferred My Personal Shopper's (MPS) patent
application, along with certain technology and intellectual property rights
associated with MPS, to QuickDog, Inc., a San Franciso-based company. In
return, the company received a minority ownership interest in QuickDog.

6
Internationally, Web sites exist in Japan, Germany and the United Kingdom.
During fiscal 2001, we expanded our global Internet presence by launching
sites in France, Italy and Ireland.
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The company has been repeatedly cited by the media and industry experts as
having one of the most effective and innovative Web sites in the world, due
to its innovations and continued dedication to customer service. Last year,
FORTUNE (R) magazine's Technology Guide for the 2000/2001 holiday season named
landsend.com as one of the notable Web sites to shop. Notable Web sites were
chosen based on their level of comfort and convenience offered to shoppers.

Online customers at landsend.com can access the full line of Lands' End's
products year round. Because the Internet lacks the space constraints of the
catalog, the site offers off-season products not available in current
catalogs, such as swimsuits in the winter and outerwear during the summer.

The company will continue to make refinements in its Web site and to explore
the development of interactive shopping to meet its customers expectations.
However, marketing the company's products through regular and specialty
catalogs is expected to remain the primary means of communicating with
customers.

Customers

A principal factor in the company's success to date has been the development
of its own list of household buyers, many of whom have been identified
through their response to the company's advertising. At the end of fiscal
2001, the company's mailing list consisted of about 31 million names.
Approximately 6.7 million current buyers have made at least one purchase from
the company within the last 12 months, and 11.2 million have made at least
one purchase within the last 36 months. The company routinely updates and
refines this list prior to individual catalog mailings to monitor customer
interest as reflected in criteria such as the recency, frequency, dollar
amount, and product type of purchases.

The company believes that its customer list has desirable demographic
characteristics and is well-suited to the products offered in the company's
catalogs. A customer research survey conducted by the company in the United
States as of March 2000 indicated that approximately 47 percent of its
customers were in the 35-54 age group and had median incomes of $62,000.

This research indicated that approximately 88 percent of Lands' End customers
attended or graduated from college. Their high academic achievement is
reflected in their occupations, with almost 69 percent in professional or
managerial positions.

Lands' End advertises its products internationally. The advertising campaign
in the United States consists of national, regional and local media,
including network television, 12 national cable television networks, and 26
consumer directed magazines. The advertising campaign has been developed to
communicate the Lands' End style message while reinforcing the existing
attributes of the brand. The Corporate Sales division, which sells
embroidered products on a business-to-business basis, is promoted via 12

targeted business and trade publications and trade shows. The company's
retail locations are advertised on local radio, in daily newspapers and on
billboards in each of their respective markets. Internationally the Lands'

End subsidiaries in Japan, Germany and the U.K. advertise using a mixture of
print, radio, and online media as appropriate within their respective
markets.

7
The company is not dependent upon any single customer, or upon any single
group of customers, the loss of which would have a material effect on the
company .

Product Development
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Lands' End designs traditional clothing, accessories, luggage and products
for the home that are classically inspired, simply styled and quality crafted
to meet the changing tastes of the company's customers. The company aims to
maintain customer loyalty by developing new product offerings, improving
existing core products and reinforcing its value positioning.

The company continues to incorporate innovations in fabric, construction and
detail that add value and excitement and differentiate Lands' End from the

competition. In order to ensure that products are manufactured to the
company's quality standards at reasonable prices, product managers, designers
and quality assurance specialists develop the company's own product. They

specify the fibers, fabric, product construction and manufacturing source for
each item and are responsible for the styling and quality features of the
products.

The company's apparel, domestic (primarily bedding and bath items), soft
luggage and other products are produced worldwide by independent
manufacturers, except for a portion of our adult soft luggage, polartec
bedding, pet products, and polartec kids products that the company assembles.
Independent manufacturers are selected, monitored and coordinated by the
company's staff to assure conformity to strict standards of quality and of
business conduct. The company believes the use of independent manufacturers
increases its production capacity and flexibility and reduces costs.

During fiscal 2001, the company had purchase orders for merchandise from
about 360 domestic and foreign manufacturers, including intermediaries
(agents). One manufacturer and one intermediary accounted for about 13
percent and 15 percent of the company's purchase order dollars, respectively,
in fiscal 2001. The company would be subject to minimal risk in finding
alternative sourcing if this manufacturer and/or intermediary experiences
prolonged work stoppages or economic problems.

In fiscal 2001, 70 percent of our merchandise was imported, mainly from Asia,
Central America, Mexico, South America and Europe. The remaining 30 percent
was made in the United States. The company will continue to take advantage
of worldwide sourcing without sacrificing customer service or quality
standards. The availability and cost of certain foreign products may be
affected by United States and other countries' trade policies, economic
events and the value of the United States dollar relative to foreign
currencies.

Order Entry and Fulfillment

The company attempts to simplify catalog and interactive shopping as much as
possible and believes that its fulfillment systems are among the best in the
world. Lands' End utilizes toll-free telephone numbers and its Web sites for
customers to place orders, review product information, request a catalog or
seek assistance. Approximately 75-80 percent of catalog orders are placed by
telephone, with the remainder from the Internet, mail and fax. When it comes
to taking an order in one of our six phone centers or over the Web, there
were more than 4,000 well-trained sales representatives available during the
peak holiday season to handle customer requests. Additional services are

8
provided through the company's Web site, the use of language lines to serve
foreign customers and TDD (telephone device for the deaf). The company's
three U.S. telephone centers are located in Dodgeville, Cross Plains and
Reedsburg, Wisconsin. International telephone centers are located in Oakham,
England; Yokohama, Japan; and Mettlach, Germany.

The company has achieved efficiencies in order entry and fulfillment that
permits the shipment of in-stock orders on the following day, except orders



Edgar Filing: LANDS END INC - Form 10-K405

requiring monogramming or inseaming, which typically require one or two extra
days. The company's sales representatives enter orders into an on-line order
entry and inventory control system. Computer processing of orders is
performed each night on a batch basis, at which time picking tickets are
printed with bar codes for optical scanning. Inventory is picked based on
the location of individual products rather than orders, followed by
computerized sorting and transporting of goods to multiple packing stations
and shipping zones. The computerized inventory control system also handles
the receipt of shipments from manufacturers, permitting faster access to
newly arrived merchandise, as well as the handling of items returned by
customers.

Domestically, orders are generally shipped by United Parcel Service (UPS) at
various tiered rates charged to customers dependent upon the total dollar
value of each order. Other expedited delivery services are available at
additional charges. Domestically, the company utilizes a two-day UPS service
at standard rates, enhancing its customer service. Similar service is
offered in International markets.

Merchandise Liquidation

Liquidations, sales of overstocks and end-of-season merchandise at reduced
prices, were approximately 11 percent, 12 percent and 10 percent of net
merchandise sales in fiscal 2001, 2000 and 1999, respectively. A majority of
liquidation sales were made through catalogs and other print media. The
balance was sold principally through the company's Web sites and its outlet
and inlet retail stores.

Competition

The company's principal competitors are other catalog companies and retail
stores, including specialty shops and department stores. The company may

also face increased competition from other retailers as the number of
television shopping channels and the variety of merchandise offered through
electronic media increase. The apparel retail business in general is
intensely competitive. Lands' End competes principally on the basis of
merchandise value (quality and price), its established customer list and
customer service, including fast order fulfillment, its unconditional
guarantee (GUARANTEED PERIOD(R)), and its services and information provided at
its user-friendly Web sites.

The company is one of the leading catalog companies in the U.S. The company
attributes the growth in the catalog industry to many factors including
customer convenience, widespread use of credit cards, the use of toll-free
telephone lines, customers having less time to shop in stores, and purchasing
of product online through the Internet. At the same time, the catalog
business is subject to uncertainties in the economy, which result in
fluctuating levels of overall consumer spending. Due to the lead times
required for catalog production and distribution and product development,
catalog retailers may not be able to respond as quickly as traditional

9
retailers in an environment of rapidly changing prices. In the future, e-
commerce growth should continually reduce lead times that are required by
catalogs and decrease operating costs incurred in creating, printing and
mailing catalogs.

Trademarks
The company uses the trademarks of "Lands' End" and "Coming Home" on products

and catalogs. Some of the trademarks used in the catalogs include
"Super-T" shirts, "Squall" jackets and "Drifter" sweaters. "Lands' End
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Live," "Shop with a Friend," "Oxford Express" and "Your Personal Model" are
trademarks associated with personalized customer services offered through the
company's Web site. With the exception of "Lands' End" and "Coming Home, "
the company believes that loss or abandonment of any particular trademark
would not significantly affect its business.

Seasonality of Business

The company's business is highly seasonal. Historically, a disproportionate
amount of the company's net sales and a majority of its profits have been
realized during the fourth quarter. If the company's sales were materially
different from seasonal norms during the fourth quarter, the company's annual
operating results could be materially affected. In addition, as the company
continues to refine its marketing efforts by experimenting with the timing of
its catalog mailings, quarterly results may fluctuate. Accordingly, results
for the individual quarters are not necessarily indicative of the results to
be expected for the entire year.

Employees

The company believes that its skilled and dedicated workforce is one of its
key resources. Employees are not covered by collective bargaining
agreements, and the company considers its employee relations to be very
positive. As a result of the highly seasonal nature of the company's
business, the size of the company's workforce varies, ranging from
approximately 7,400 to 9,800 individuals in fiscal 2001. During the peak
winter season of fiscal 2001, nearly 5,100 of the company's approximately
9,800 employees were temporary employees.

Executive Officers of the Registrant
The following are the executive officers of the company:

David F. Dyer, 50, is President, Chief Executive Officer and member of the
board of directors since rejoining the company in October 1998. In 1989, Mr.
Dyer entered the employ of the company as Managing Director of Home
Furnishings, became Executive Vice President of Merchandising in 1990, and
was named Vice Chairman, Merchandising and Sales in 1993. He was a director
of the company from 1991 until August 1994. Mr. Dyer was president and chief
operating officer of the Home Shopping Network from August 1994 until August
1995, at which time he became an independent catalog/retail consultant, most
recently with the Texas Pacific Group and the J. Crew Group. From 1972 to
1989, Mr. Dyer was employed at Burdine's, a specialty retail chain, where he
served as Senior Vice President of Marketing and General Merchandising
Manager of Women's Apparel, Accessories and Cosmetics.
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Jeffrey A. Jones, 54, is Chief Operating Officer. Mr. Jones joined the
company in December 2000. Prior to joining Lands' End, Mr. Jones spent the
last seven years with Shopko Stores, Inc., and its subsidiary, Provantage

Health Service, Inc., both in Wisconsin. He served as Shopko's Senior Vice
President and Chief Financial Officer until 1997. At that time, he was named
Chief Operating Officer and later served as Chief Executive Officer of
Provantage, which was recently sold to Merck, Inc. Mr. Jones spent 13 years
with Arthur Andersen & Co. His career includes Chief Financial and Chief
Operating Officer positions with various companies, including retail.

Lee Eisenberg, 53, is Executive Vice President and Creative Director since
joining the company in February 1999. Since May 1995, Mr. Eisenberg was with

10
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TIME Magazine as Editor/Creative Development. In this capacity, he was
involved in the launch of TIME for Kids. Mr. Eisenberg began his career at
Esquire magazine in 1970, and went on to serve as their top editor.

Mindy Meads, 48, 1is Executive Vice President of Merchandising and Design,
since rejoining the company in December 1998. Ms. Meads originally joined
the company in 1991 as Vice President and Group Merchandising Manager for the
women's apparel division and, in 1994, the men's and coed groups were added
to her responsibilities. In January 1995, she was named Senior Vice
President, Merchandising and Design. She left the company in 1996 to join
Gymboree Corporation in San Francisco as their Senior Vice President and
General Merchandise Manager. Before first joining Lands' End, Ms. Meads was
Merchandise Manager for The Limited. Before The Limited, she had a 1l2-year
tenure with R. H. Macy & Company of New York where she rose to Senior Vice
President, Merchandise.

Stephen A. (Chip) Orum, 54, was Executive Vice President and Chief Financial
Officer until January 31, 2001. Mr. Orum joined the company as Vice
President and Chief Financial Officer in June 1991, and was appointed Senior
Vice President and Chief Financial Officer in February 1993, and became
Executive Vice President and Chief Operating Officer in addition to Chief
Financial Officer in October 1994. From 1994 until January 1999, Mr. Orum
served as Executive Vice President and Chief Operating Officer.

Donald R. Hughes, 40, is Senior Vice President and Chief Financial Officer.
Mr. Hughes joined Lands' End in 1987 as Senior Staff Accountant. During his
l4-year tenure with the company, he has served in various positions of
increasing responsibility, including Controller, Director of Financial
Services, and since 1996, Vice President of Finance. Prior to Lands' End,
Mr. Hughes spent two years with Arthur Andersen & Co. in Milwaukee, as an
auditor in their Small Business Division.

Francis P. Schaecher, 52, is Senior Vice President of Operations. Mr.
Schaecher joined the company in 1982 as Operations Manager. He served as
Vice President of Operations from 1983 until 1990, at which time he assumed
his present position.

All executive officers serve at the pleasure of the Board of Directors.

There is no family relationship between any of the executive officers of the
company. None of the company's directors or executive officers were involved
in any criminal proceeding (excluding traffic violations or similar
misdemeanors) nor was any such person a party to any civil proceeding of a
judicial or administrative body of competent Jjurisdiction as a result of
which such person was or is subject to a judgment decree or final order
enjoining future violations of or prohibiting or mandating activities subject
to federal or state securities laws or finding any violation with respect to
such laws.
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Item 2. Properties

The following table sets forth certain information of the company and its
subsidiaries relating to their principal facilities as of January 26, 2001.
Stevens Point is the only property that is subject to mortgage or collateral
assignment.

Type of
Location Interest
Domestic Properties:
Wisconsin:

Warehouses in Dodgeville, Reedsburg and

11
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Stevens Point (1) Owned
Phone centers and offices in Dodgeville,

Cross Plains, Reedsburg and Stevens Point (1) Owned
Activity Center in Dodgeville Owned
Hangars in Madison and Mineral Point Owned
Inlet (2) stores in Brookfield, Fox Point

and Madison Leased
Outlet stores in Madison, Oshkosh, and Dodgeville Leased

Towa:
Manufacturing plants in West Union and Elkader Owned
Illinois:
Outlet stores in Lombard, Niles, Schaumburg,
Champaign and Springfield Leased
Minnesota:
Inlet (2) stores in Richfield and Minnetonka
and Woodbury Leased
Travelers Inlet Store (3) at the Minneapolis/
St. Paul International Airport Leased
New York:
Inlet (2)-store in Rochester Leased

International Properties:

United Kingdom:
Warehouse, phone center, outlet store, and offices

in Oakham Owned
Outlet store in Maidenhead, Bishop Centre
Shopping Center Leased
Office in London Leased
Japan:
Warehouse in Fujieda City Leased
Offices and phone center in Yokohama Leased
Outlet store in Shizuoka Ken Leased
Germany:
Offices and phone center in Mettlach Leased
Portugal:
Sourcing office in Maia Leased

The company believes that its facilities are in good condition, well
maintained and suitable for their intended uses.

(1)

Completion of the new facility in Stevens Point, Wisconsin, for the
expansion of the Corporate Sales business and other functional areas
is expected in late summer of 2001.
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The company introduced its "inlet" (originally known only as outlet)
concept during fiscal 1997. The "inlet" store enhances the
additional outlet "overstock" store and offers face-to-face catalog
shopping within a store. The "inlet" stores carry a limited
selection of Lands' End signature items at regular catalog prices,
along with expanded customer service that catalog customers have
come to expect.

The Traveler's Inlet is located at the Minneapolis/St. Paul
International Airport and carries only full-price merchandise and
offers special services to travelers.

Item 3. Legal Proceedings
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There are no material legal proceedings presently pending, except for
routine litigation incidental to the business, to which the company is
a party or of which any of its property is the subject.

Item 4. Submission of Matters to a Vote of Security Holders

No matters were submitted to a vote of security holders during the
