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PART I
Item 1. Business
VF Corporation, organized in 1899, is a worldwide leader in branded lifestyle apparel and related products. Unless the
context indicates otherwise, the terms we, us, our and VF used herein refer to VF Corporation and its consolidated
subsidiaries.
For over 100 years, VF has grown by offering consumers high quality, high value branded apparel and other products.
Our stated vision is: VF will grow by building lifestyle brands that excite consumers around the world. Lifestyle
brands are those brands that connect closely with consumers because they are aspirational and inspirational; they
reflect consumers specific activities and interests. Lifestyle brands generally extend across multiple product categories
and have greater potential for growth. For several years, VF has been implementing a growth plan designed to
transform its mix of business to include more higher growth, higher margin lifestyle brands. As part of its growth
plan, VF has acquired such lifestyle brands as Nautica®, Vans©, ReefO, Kipling® and Napapijri© and has also invested
heavily behind several other brands to maximize their growth potential.
We generally target a VF brand to specific groups of consumers within specific channels of distribution. VF s diverse
portfolio of brands and products serves consumers shopping in specialty stores, department stores, national chains and
mass merchants. In addition, many products are sold directly to consumers through VF-operated retail stores, as well
as monobrand retail stores operated by independent parties. A global company,
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VF derives 26% of its revenues from outside the United States, primarily in Europe, Canada, Latin America and the
Far East, with VF products sold in certain geographic areas through our licensees and distributors. To provide these
products across numerous channels of distribution in different geographic areas, we have implemented a strategy that
combines efficient and flexible internally-owned manufacturing with sourcing of finished goods from independent
contractors.
As part of our strategic plan to shift VF s portfolio mix to higher growth, higher margin lifestyle brands, management
and the Board of Directors decided in late 2006 to dispose of the women s intimate apparel business. On January 22,
2007, VF entered into a definitive agreement to sell the business. This business included all of VF s domestic and
international women s intimate apparel business units, which are being separately reported as discontinued operations
in this Annual Report. Intimate apparel products include bras, panties, daywear, shapewear and sleepwear. In the
United States, intimate apparel products are sold in department and mid-tier stores under the Vanity F air® and Lily of
France© brands and in discount stores under the Vassarette©, Bestform®, Curvation® and licensed Ilusion© brands.
Certain of these brands are marketed in Mexico and Canada through joint ventures in which VF maintains a
controlling interest. In the European market, women s intimate apparel is marketed to department and specialty stores
under the Lou?, Bolero?, Gemma?, Intima Cherry?, Vanity Fair® and Belcor? brands and in discount stores under the
Variance?, Vassarette? and Bestform? brands.
The remaining discussion of VF s business, unless otherwise stated, is focused on VF s continuing operations. See
additional discussion in Note C to the Consolidated Financial Statements included at Item 8 of this report regarding
our discontinued operations. VF s continuing businesses are organized into four product categories, and by brands
within those product categories, for both management and internal financial reporting purposes. These groupings of
businesses are called coalitions and consist of the following: Jeanswear, Outdoor, Imagewear and Sportswear. These
coalitions are treated as reportable segments for financial reporting purposes. Coalition management has the
responsibility to build and develop brands, with certain financial and administrative support and disciplines provided
by VF corporate management.
The following table summarizes VF s primary owned and licensed brands by coalition:
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Primary Primary
Coalition Brands Product(s)
Jeanswear Wrangler® denim and casual bottoms, tops
Wrangler Hero® denim bottoms
Lee® denim and casual bottoms, tops
Riders® denim and casual bottoms, tops
Rustler® denim and casual bottoms, tops
Timber Creek by Wrangler® casual bottoms and tops
Outdoor The North Face® performance-oriented apparel, footwear, outdoor gear
Vans® skateboard-inspired footwear and apparel
JanSport® backpacks, luggage, apparel
Eastpak® backpacks, apparel
Kipling® luggage, travel bags, backpacks, accessories
Napapijri® premium outdoor apparel products
Reef® surf-inspired footwear and apparel
Eagle Creek® luggage, packs, travel accessories
Imagewear Red Kap® occupational apparel
Bulwark® occupational apparel
Lee Sport® licensed sports apparel
NFL® (licensed) licensed athletic apparel
MLB® (licensed) licensed athletic apparel
Harley-Davidson® (licensed) licensed apparel
Sportswear Nautica ® fashion sportswear and accessories

John Varvatos ®

luxury men s apparel and accessories

Financial information regarding VF s coalitions, as well as geographic information and sales by product category, are
included in Note R to the Consolidated Financial Statements, which are included as part of Item 8 of this report.
Jeanswear Coalition

Jeanswear and related shirts and casual products are marketed in the United States and in many international markets.
The largest of these brands, the Lee? and Wrangler?® brands, have long-standing traditions as authentic American jeans
brands as they were established in 1889 and 1947, respectively, and have strong market positions. Lee? and Wrangler?
products are sold in nearly every developed country. In fact, including all of its jeanswear brands, VF sells more jeans
than any other company in the world.
In addition to these brands, VF markets the Wrangler Hero?, Rustler® and Riders® brands in the United States. These
brands have continued to grow despite significant competitive activity and retail consolidation in the discount channel
of distribution. Knit and woven tops have helped to extend these brands. We also market cotton casual pants under the
Lee Casuals?, Timber Creek by Wrangler® and Wrangler® Khakis brands.
In domestic markets, Lee? products are sold through department stores, mid-tier stores and specialty stores. Wrangler?
westernwear is marketed through western specialty stores. The Wrangler Hero?, Rustler® and
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Riders? brands are marketed to mass merchant and regional discount stores. Overall, VF s jeans brands are positioned
in the U.S. marketplace where there is significant volume and less fashion risk.
We believe our vendor managed inventory and retail floor space management initiatives with several of our major
retailer customers give us a competitive advantage in our domestic jeanswear business. We receive point-of-sale
information from these customers on a daily basis, on an individual store and style-size-color stockkeeping unit ( SKU )
level. We then replenish their retail selling space based on that data to ensure their selling floors are well stocked. Our
systems capabilities allow us to analyze sales data and work with our customers to maximize the assortment and stock
inventory levels of our products on their selling floor. For our retail customers, this leads to higher sales of our
products, along with lower inventory levels and fewer out-of-stock SKUs.
Jeanswear in most international markets is more fashion-oriented and has a higher relative price than similar products
in the United States. The jeans market internationally is also more fragmented than in the U.S., with competitors
ranging from global brands to a number of smaller brands sold in single country or regional markets.
VF s largest international jeanswear business is located in Western Europe. Lég Wrangler® and H.1.S? jeanswear
products are sold through department stores and specialty stores, while the Hero by Wrangler®, Maverick? and Old
Axe? products are sold to hypermarket and discount stores. We also market the Lee? and Wrangler? products to mass
market and specialty stores in Canada and Mexico, as well as to department stores and specialty stores in South
America through businesses based in Chile, Brazil, Argentina and Peru. In many international markets, we are
expanding our marketing of jeans products through VF-operated retail stores, an increasingly important vehicle for
presenting our brands image and marketing story directly to consumers.
Lee? products are also manufactured and marketed in Spain and Portugal through a 50%-owned joint venture. We are
continuing to expand our jeanswear brands into emerging markets, such as China and Russia, and in 2006 entered into
a majority-owned joint venture to design and market VF-branded products in India, including the Lee? and Wrangler?
brands. In foreign markets where VF does not have owned operations, Lee? and Wrangler? jeanswear and related
products are marketed through distributors, agents or licensees.
We believe our jeanswear brands can continue to grow by extending into additional categories and geographies and by
investing more heavily in marketing programs that enhance the brands equity and stimulate consumer buying.
Outdoor Coalition
The Outdoor Coalition, VF s fastest growing business, is a group of outdoor activity-based businesses that represent a
collection of lifestyle brands. Product offerings include outerwear, sportswear, footwear, equipment, backpacks,
daypacks and luggage.
The North Face® high performance outdoor apparel, equipment and footwear is sold across the United States, Canada,
Europe and Asia. The North Face? apparel products consist of outerwear, snow sports gear and functional sportswear
for men, women and children. Equipment consists of tents, sleeping bags, backpacks, daypacks and accessories. The
North Face® products are designed for extreme applications, such as high altitude mountaineering and ice and rock
climbing, although many consumers purchase those products because they represent a lifestyle to which they aspire.
The North Face® products are marketed through specialty outdoor and premium sporting goods stores in the United
States, Canada and Europe and select department stores in the United States. In addition, these products are sold
through 25 VF-operated full price retail and outlet stores in the United States and Europe, as well as monobrand stores
operated by independent third parties
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dedicated to selling The North Face? products in Europe and Asia, except in Japan and South Korea where The North
Face? trademarks and patent rights are owned by a third party.
JanSport® backpacks and luggage are sold through department and mid-tier stores, as well as sports specialty stores
and college bookstores in the United States. JanSpors® daypacks have a leading market share in the United States.
Eastpak?® and JanSport® backpacks are sold primarily through department and specialty stores in Europe, where the
EastpakO brand is the leading backpack brand. A technical line of JanSport® backpacks is sold through outdoor and
sporting goods stores. JanSport® fleece and T-shirts imprinted with college logos are sold through college bookstores
and department stores in the United States. In addition, we launched a JanSport® apparel line in the United States and
a limited Eastpak?® branded apparel collection in Europe in 2005. The JanSport® and Eastpak?® brands are also
marketed throughout Asia by licensees and distributors.
VF Outdoor, Inc. manufactures and markets Vans? performance and casual footwear and apparel for skateboard,
bicycle motocross ( BMX ), surf and snow sports participants and enthusiasts. Products are sold on a wholesale basis
through mid-tier stores in the United States and through skate and surf shops, specialty stores and VF-operated retail
stores in the United States and Europe. The brand s retail strategy includes over 150 full price retail stores and outlet
stores. These retail stores carry a wide variety of Vans? footwear, along with a growing assortment of apparel and
accessory items, most of which bear the Vans? trademarks. Vans? full-price retail stores currently operate in the United
States, primarily on the West Coast, and in key European markets, and are located in a mix of mall and freestanding
locations. There are also Vans? outlet stores in the United States, the United Kingdom, Austria, Spain, France and
Puerto Rico. The Vans? brand is the sponsor and majority owner of the Vans Warped Tour©, a traveling music festival,
which presents over 50 alternative rock and heavy metal bands in performances in over 40 cities across North America
each summer.
Napapijri® premium casual outdoor apparel products are primarily positioned in the mid-to-high price range and sold
on a wholesale basis, primarily to European specialty shops such as sport stores and fashion boutiques. In addition,
these products are sold in Europe through VF-operated stores in Italy, France and Germany, as well as stores operated
by licensees and distributors. The Napapijri® brand enjoys especially strong consumer awareness in Italy, where it was
created, and is well known across Europe. The brand was recently voted Cool Brand of the Year in Italy by the
Superbrands Organization, which identifies and recognizes apparel brands, particularly lifestyle and fashion brands
that have become highly desirable among style leaders and influencers, in 55 countries. In addition to continued
growth overseas, the Napapijri® brand is being introduced in the United States through upper-tier department stores
and VF-operated retail stores. Asia, particularly Japan, is targeted for growth in 2007. The sportswear design talent for
the Napapijri® brand was utilized to develop Nautica® apparel in Europe, which was launched in 2006.
Kipling® luggage, shoulder bags, backpacks, handbags and accessories are stylish, colorful and fun products designed
for women and girls, yet the products are practical and durable. The brand name comes from the author of The Jungle
Book, Rudyard Kipling, and that provides the connection to the Kipling® monkey mascot, which symbolizes fun and
adventure. A colorful monkey key ring is attached to every bag, with a different monkey design for each product
collection. Products are sold through specialty stores in Europe, Asia and South America, as well as through
VF-operated and independently-operated retail stores. The Kipling© business in North America is managed as part of
the Sportswear Coalition.
In 2005, VF acquired the ReefO brand, comprising surf-inspired products, including sandals, apparel, shoes and
accessories that are marketed primarily to sporting goods and specialty stores and surf shops. This acquisition was
consistent with our strategy of acquiring strong lifestyle brands with superior growth potential. ReefO branded apparel
is expected to be expanded in 2007.
We expect continued healthy growth in our Outdoor business as we acquire additional activity-based lifestyle brands,
acquire certain of our international licensees and distributors, launch new product categories, open additional retail
stores and expand geographically.
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Imagewear Coalition
VF produces workwear, career and safety apparel sold under the Red Kap?, Bulwark?, The Force and Chef Designs
brands. Over one-half of these sales are to industrial laundries that in turn supply work clothes to employers, primarily
on a rental basis, for on-the-job wear by production, service and white-collar personnel. Products include work pants,
slacks, work and dress shirts, overalls, jackets and smocks. Since industrial laundries maintain minimal inventories of
work clothes, a supplier s ability to offer rapid delivery is an important factor in this market. Our commitment to
customer service, supported by an automated central distribution center with satellite locations, has enabled customer
orders to be filled within 24 hours of receipt and has helped the Red Kap? brand obtain a significant share of the
industrial laundry rental business.
The Imagewear Coalition also markets corporate image uniforms and casual apparel to selected national accounts
through the internet. We operate over 30 catalog web sites for major business customers (e.g., FedEx Corporation, Air
Canada, Continental Airlines and American Airlines) and governmental organizations (e.g., U.S. Customs and Border
Protection, Transportation Security Administration, National Park Service, New York City Fire Department and New
York City Transit Authority). These secure web sites give more than 600,000 employees of these customers the
convenience of shopping and paying for their work and career apparel via the internet.
The Imagewear Coalition also includes VF s activewear apparel businesses. We design and market decorated sports
apparel under licenses granted by the National Football League, Major League Baseball, National Hockey League,
Harley-Davidson Motor Company, Inc., NASCAR and most major colleges and universities. These adult and
youth-sized sports apparel products are distributed through department, sporting goods, athletic specialty and discount
stores primarily under the Lee Spor label. Growth in recent years has been driven by acquisitions of two businesses
that marketed Harley-Davidson® licensed apparel and by a five year contract signed in 2002 with the National Football
League, which was subsequently extended to 2008 for adult men s and women s apparel. Outerwear was added to the
National Football League contract in 2006. Under the agreement, VF is the exclusive supplier for selected men s and
women s tops and bottoms bearing NFL team logos marketed to mid-tier department stores, specialty stores and
discount stores. We also entered into a five year contract with Major League Baseball in 2004.
In the third quarter of 2006, Imagewear announced a new agreement with ESPN, Inc. to manufacture and market a
line of College GameDay® apparel, including tees, fleece crews and hoods. The line launched in September at leading
sports specialty and sporting goods stores, department stores and college campus retailers and online at
www.espnshop.com.
We believe that Imagewear s ability to manage a complex mix of products with very short lead times and at superior
service levels can be leveraged to support continued growth in both existing and new businesses.
Sportswear Coalition
The Nautica? brand is the principal lifestyle brand of the Sportswear Coalition. Nautica? sportswear is marketed in the
department store and specialty store channels of distribution, with approximately one-half of wholesale sales to
Federated Department Stores, Inc.
The principal Nautica? product line is men s sportswear, noted for its classic styling. The Nautica Jeans Comparyline
features fashionable jeanswear and related tops for younger male consumers. Other product lines sold under the
Nautica® brand include men s outerwear, underwear, swimwear and sleepwear and women s sleepwear and panties. A
collection of women s sportswear was launched in a limited number of department store doors in Fall 2006, with an
expanded rollout planned for 2007.
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VF Sportswear operates more than 125 Nautica® retail outlet stores in better outlet malls across the United States.
These stores carry Nautica® merchandise for men, boys and girls. The product styles sold in the outlet stores are
different from the Nautica?® styles sold to department and specialty store wholesale customers. In addition, these outlet
stores carry Nautica® merchandise from licensees to complete their product assortment.
The John Varvatos? brand is a luxury apparel and accessories collection for men, including tailored clothing,
sportswear, leather accessories and footwear. These products are sold through upscale department and specialty stores,
as well as through five showcase John Varvatos? retail locations. This business is 80% owned by VF, with the balance
owned by Mr. John Varvatos.
The Sportswear Coalition also includes the Kipling? business in North America. Kipling? bags and accessories are
marketed to department stores and through VF-operated retail stores.
We believe there is growth potential in the Nautica® brand, particularly in the women s sportswear category and in
retail expansion, and significant growth potential in the John Varvatos© and Kipling© brands.
Direct-To-Consumer Operations
VF-operated retail stores are an integral part of our strategy for building VF s brands. Our full price retail stores allow
us to showcase a brand s full line of current season products, with fixturing and imagery that support the brand s
positioning. These stores provide high visibility for our brands and products and enable us to stay close to the needs
and preferences of consumers. We believe the proper presentation of these products in our retail stores enhances our
business with our wholesale customers. In addition, outlet stores serve an important role in our overall inventory
management by allowing VF to effectively sell a significant portion of discontinued and out-of-season products at
better prices than are otherwise available from outside parties, while maintaining the integrity of our brands.
Our global retail operations comprise approximately 460 stores that sell specific brands such as The North Face?,
Vansd, Napapijrid, Kipling?®, Nautica?, Lee? or Wrangler?. Some of these retail stores offer products at full price, with
the remainder being outlets offering products at discounted prices. We plan to open 75 - 100 new retail stores during
2007. In addition to these monobrand retail and outlet operations, we operate 78 VF Outlet stores across the United
States that sell a broad selection of VF products. Sales and profits of VF products sold through VF Outlet stores are
reported as part of the operating results of the respective coalitions.
Certain of our brands such as Lee? jeanswear and Vans? footwear are sold directly to consumers via the internet. In
many of our other web sites, we provide information about our brands and products, and visitors are directed to VF s
wholesale customers for purchase of our products. In addition, our Imagewear Coalition operates a number of catalog
web sites where employees of several national corporate and governmental accounts can purchase their uniforms and
other casual apparel. These internet sales represented approximately 2% of consolidated Total Revenues in 2006.
Total retail and internet sales directly to consumers accounted for approximately 16% and 14% of VF s consolidated
Total Revenues in 2006 and 2005, respectively. We expect our retail business to continue to grow and are planning a
capital investment of approximately $45 million for improvements, fixtures and equipment in new retail space during
2007
In addition to our direct to consumer venues, we have granted the right to sell several of our brands through over 200
independently-operated monobrand retail stores located primarily in Europe and Asia. Our products are also sold
through concession stores or shops in Europe and Asia, where dedicated retail space is owned or leased by a
department store or other independent party but the inventory is owned by VF.
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Licensing Arrangements
As part of our business strategy of expanding market penetration of owned brands, we enter into licensing agreements
for certain apparel and complementary product categories in specific geographic regions if such arrangements with
independent parties can provide more effective manufacturing, distribution and marketing of such products than could
be achieved internally. These licensing arrangements relate to a broad range of VF brands and are for fixed terms that
may include renewal options. In addition, certain licensees and distributors have been granted the right to open retail
stores under the licensed brand name and sell only licensed branded products in these stores. Each licensee pays
royalties to VF based on its sales of branded products, with most agreements providing for a minimum royalty. These
payments generally range from 5% to 7% of the licensing partners net sales of the licensed products. Gross Royalty
Income was $78 million and $72 million in 2006 and 2005, respectively.
In addition, licensees are generally required to spend a specified amount ranging from 1% to 5% of their sales to
advertise VF s products. In some cases, these advertising amounts are remitted to VF for advertising on behalf of the
licensees. We provide support to these business partners and seek to preserve the integrity of brand names by taking
an active role in the design, quality control, advertising, marketing and distribution of each licensed product, most of
which are subject to our prior approval and continuing oversight.
Licensing activities exist in all coalitions. The Nautica® brand is the largest contributor to licensing revenue,
representing approximately 45% of gross Royalty Income. The Nautica? brand is licensed in the United States for
apparel categories not produced by VF (e.g., tailored clothing, dress shirts, neckwear, women s swimwear, accessories
such as fragrances, watches, eyewear) and for nonapparel categories (e.g., furniture, bedroom and bathroom linens). In
addition, Nautica? apparel and certain nonapparel products are licensed for sale in over 60 countries outside the U.S.
Wholesale sales of such Nautica? licensed products total approximately $475 million annually.
VF has also entered into license agreements to use third-party trademarks. Apparel is marketed under licenses granted
by the National Football League, Major League Baseball, the National Hockey League, NASCAR and
Harley-Davidson Motor Company, Inc. Some of these license arrangements contain minimum annual licensing and
advertising requirements. Some are for a short term and may not contain specific renewal options.
We believe that the loss of any license, with VF as either licensor or licensee, would not have a material adverse affect
on VF.
Manufacturing and Sourcing
Product design and merchandising functions are carried out by a skilled staff located at each of the operating
coalitions.
Our domestic jeanswear and imagewear businesses operate owned manufacturing facilities (primarily cutting, sewing
and finishing) principally located in Mexico and Central America. Our international jeanswear businesses operate
manufacturing facilities located in Poland, Turkey and Malta. For these owned production plants, we purchase raw
materials from numerous domestic and international suppliers for scheduled production. Raw materials include fabrics
made from cotton, synthetics and blends of cotton and synthetic yarn, as well as thread and trim (product
identification, buttons, zippers and snaps). In most cases, purchased fabric is cut and sewn into finished apparel, and in
limited cases we contract the sewing of VF-owned raw materials into finished product to independent contractors in
Mexico and Central America. While in some cases we have obtained fixed price commitments for up to one year,
specific purchase obligations with suppliers are typically limited to the succeeding two to six months. We do not have
any long-term supplier contracts for the purchase of raw materials or finished products, except for a commitment in
connection with the sale of VF s childrenswear business in 2004 to purchase a remaining total of approximately
$111 million of finished product for sale through our VF Outlet stores, with a minimum of $15 million per year. No
single supplier represents more than 4% of our total cost of sales.
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Over the last several years, VF has shifted production from the United States to lower cost locations. As a result of
this shift in sourcing, approximately 32% of our domestic Net Sales in 2006 were manufactured in VF-owned
facilities, primarily in Mexico and Central America, and 67% were obtained from contractors, primarily in Asia.
Similarly, European jeanswear sourcing has been shifting from owned plants in Western Europe to lower cost owned
production outside of Western Europe and contracted production in the Middle East, Africa and Asia.
To an increasing extent, we are using independent contractors who own the raw materials and ship only finished,
ready-for-sale products to VF. These contractors are engaged through VF sourcing hubs in Hong Kong and Miami.
These hubs are responsible for product procurement, product quality assurance and supplier management and handling
functions in the Eastern and Western Hemispheres, respectively. All products in the Outdoor and Sportswear
Coalitions, as well as a growing portion of product requirements for our other coalitions, are obtained through these
sourcing hubs.
All contracted production must meet VF s high quality standards. Further, each of the over 1,500 independent
contractors that manufacture apparel products fo