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Check the appropriate box below if the Form 8-K filing is intended to simultaneously satisfy the filing obligation of the registrant under any of the following provisions (see

General Instructions A.2. below):

· Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)

· Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)

· Pre-commencement communications pursuant to Rule 14d-2(b) under the Exchange Act (17 CFR 240.14d-2(b))

· Pre-commencement communications pursuant to Rule 13e-4(c) under the Exchange Act (17 CFR 240.13e-4(c))
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Item 7.01 −Regulation FD Disclosure

Destination XL Group, Inc. (the “Company”) will be presenting a slide presentation at upcoming investor conferences. A copy of the slides is attached to this report as Exhibit 99.1 and is incorporated by reference herein.

The slides include financial information not prepared in accordance with generally accepted accounting principles (“Non−GAAP Financial Measures”). The Company believes that the non−GAAP measures are useful as an additional means for investors to evaluate the Company’s operating results, when reviewed in conjunction with the Company’s GAAP financial statements. A reconciliation of the Non−GAAP Financial Measures to financial information prepared in accordance with generally accepted accounting principles (“GAAP”), as required by Regulation G, is included as Appendix A to the investor presentation.

The full slide presentation is available on the investor relations page of the Company’s website at www.destinationxl.com.

The slides contained in the exhibit include statements intended as “forward−looking statements,” which are subject to the cautionary statement about forward−looking statements set forth in the exhibit. The additional slides are being furnished, not filed, pursuant to Regulation FD.

Accordingly, the slides will not be incorporated by reference into any registration statement filed by the Company under the Securities Act of 1933, as amended, unless specifically identified therein as being incorporated therein by reference. The furnishing of these slides is not intended to, and does not, constitute a determination or admission by the Company that the information in the slide presentation is material or complete, or that investors should consider this information before making an investment decision with respect to the Company.

Item 9.01 Financial Statements and Exhibits.

(d) Exhibits

Exhibit No.	Description

99.1	DXL Investor Presentation – April 2016


2
[image: ]

.

SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the undersigned hereunto duly authorized.





DESTINATION XL GROUP, INC.

Date:	April 5, 2016	By:	/s/ Robert S. Molloy
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Robert S. Molloy
Senior Vice President, General Counsel and Secretary
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Exhibit List
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99.1	DXL Investor Presentation – April 2016
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DXL

Forward-Looking Statements and Non-GAAP Measures

Forw ooking Statements:

Certain information contained in this presentation, including, but not limited to, sales, gross margin, free cash flows, EBITDA,
capital expenditures and store counts for fiscal 2016 and beyond, constitute forward-looking statements under the federal
securities laws. The discussion of forward-looking information requires management of the Company to make certain estimates
and assumptions regarding the Company's strategic direction and the effect of such plans on the Company's financial results.
Such forward-looking statements are subject to various risks and uncertainties that could cause actual results to differ materially
from those indicated. Such risks and uncertainties may include, but are not limited to: the failure to execute the Company's DXL
strategy and grow market share, failure to compete successfully with our competitors, failure to predict fashion trends, extreme
or unseasonable weather conditions, economic downturns, a weakness in overall consumer demand, trade and security
restrictions and political or financial instability in countries where goods are manufactured, fluctuations in price, availability and
quality of raw material, the interruption of merchandise flow from the Company's distribution facility, and the adverse effects of

general economic conditions, political issues abroad, natural disasters, war and acts of terrorism on the United States and

international economies. These, and other risks and uncertainties, are detailed in the Company's Annual Report on Form 10-K
filed with the Securities and Exchange Commission for the fiscal year ended January 30, 2016 filed on March 18, 2016 and other
Company filings with the Securities and Exchange Commission. The Company assumes no duty to update or revise its forward-
looking statements even if experience or future changes make it clear that any projected results expressed or implied therein will
not be realized.

Non-GAAP Measures:

Adjusted Net Loss, Adjusted Net Loss Per Diluted Share, EBITDA from continuing operations, Free Cash Flow, Internal Rate of
Return (IRR) and 4-wall Cash Flow are non-GAAP measures. The Company believes that these non-GAAP measures are useful as
additional means for investors to evaluate the Company's operating results, when reviewed in conjunction with the Company's
GAAP financial statements. Please see Appendix A for additional information concerning these non-GAAP measures and a
reconciliation to their respective GAAP measures, as applicable.
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Leading Big & Tall Men’s Retailer

Izr ‘ Dominant Positionin Growing Big & Tall Category J

Powerfuland Growing Brand Supported bya Differentiated Big & Tall Customer Experience

‘Exclusive Merchandise SelectionSupported by Private Brands and National Designers

Proven Transformation is Driving Higher Growth, Higher Marginsand Higher ROTs

New Store Rollout Strategyfor Years to Come

Significant GrowthPlan With Multiple Initiatives and “Mechanical” Rolloutof DXL Stores Fully Mapped Out

Strong Top-Line Growth Supported by Improving Margins, Which Will Drive Cash Flow Generation
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Strong Leadership Position in the Sector

= Other retailers have had limited success in Big
& Tall

- Only 4 stores owned bynext-largest pure-play

- Two of DXLs largest competitors attempted to
create pure-playBig & Tall specialty concepts
without success and closed all stores

= #1online and brick-and-mortar Big & Tall
sales.

- 345total stores
- s5%ofonline trafficshare
= Significant proprietary merchandise
differentiates the Company

- 44% of salesinfiscal 2015from privatelabel
(collection of internally developed brands)

- 56%of salesin fiscal 2015from national brands
= Scale allows DXLG to establish specifications /

fit to best address customer needs and ensure
fit consistency across brands

Better at serving the Big & Tall customer than
any other retailer
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Access to Depth of National Brands Creates Competitive Advantage

= Significantfocus on bringing national fashion-oriented brands to Big & Tall customers

+ Strong relationships with manyleading designers who do not address Big & Tall in other retail
channels

* Collaborative relationship in design process creates consistent fit and reduces return rate

* Increasing receptivity from major brands to partner with DXLG given the success and aesthetic of
the new Destination XLstores

+ Complementary relationshipwith private label merchandise offering

Good Better Best Luxury

(51% of National Brands) (16% of National Brands) (28% of National Brands) (5%of National Brands)
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DXL Brand Awareness
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“End of Rack” customersare defined as customerswith a waist size of 46” orless.





image15.png
46" or less

g
2
z
B
:
g
:

S

DXL

N




image16.png
DXL

Value of the End of Rack Customer

For 2015, the value of the End of Rack consumer
has remained consistent:

+ Through January 2016, End of Rack
customers visited 46% more often than the
48+ customer.

* Through January 2016, the End of Rack
customer’s annual spend was 103% more
than the 48+ customer.

DXL )
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DXL Store Concept Designed Specifically for the Big & Tall Customer

One-Stop Shop for the
Big & Tall customer

Highly Trained Staff
that Understands the
‘Customer

On-Site Tailoring

‘Wide Aisles

Bright Atmosphere
 LargeSelectionof |
Brands
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The Destination XL Store Layout — A Lifestyle Approach

Effectively displaying the
full range of brands and
all categories

Collections / categories
arranged ina compelling

manner

Comfortable tailoringand
fitting areas

Located in high traffic
locations with convenient
access

Ambiance appeals to
target customers as well
as women
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Destination XL Store Snapshots: Club
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Destination XL Store Snapshots: Studio
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Destination XL Store Snapshots: Polo Shop
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Destination XL Store Snapshots: Active
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DXL Roadmap to 400 Stores and Beyond

+ Continue to execute on conversion of existing Casual
Male to DXL — 265 stores

+ Additional stores in both existing and new markets in
USA — 75 stores

* Expand DXL concept into more outlet centers — 60 stores

+ Continue to push Omni-channel with best in class web
functionality

+ International franchising / licensing model

DXL o
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High-Growth Conversion Strategy from Casual Male to DXL

> The store growth trajectory in new DXL stores s significantly
higher than mature Casual Male XL stores. ®

> Customeracquisitionin DXL occurs over several years as
destinationlocations take more time to discover than mall

locations.
4%
6% Comp
Comy
8% &
Comp
Sales
10%
Comp Growth

Potential

2% 2%

Comp 2% Comp
2% mp
2% Comp
2%
Comp R
Year 1 Year 2 Year 3 Year g Year 5

®mNew DXL Store Comp Goal ~ mTraditional Casual Male XL Store

“Based on (i) the average actual performance of DXL retail stores in years 2012-2015, with pro forma
estimate for year 2016 and (i) the average expected performance of Casual Male XL retail stores.
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DXL

Consistent 4-Wall Cash Flow Model with High IRR

The following tables illustrate the average targeted IRR for a Large Store Model and a Small Store Model and do not
represent actual results for a given store.

(Sinooos exptpsfdata) Year: Years Years Years Years
Sales Siap St Sibw S SuSm
Sales perSquare Foot Siso S0 S200  Smo  Samo
Gros Margin(retof occupancs) ssi0 S630 Sy $820  S900
GrossMargin® q07%  a39%  46%  476% 4%
4-Well Cah Flow () S200  Sszo  Sawo  SaSo  Ssao
4 WallCash FlowMargins s) 6% _z3.0%  25.8% 20.5%
PaybackPeriod (9 =38 years
IR (5-Yem) () 40%
T r\x» , (Sinooos excptpfdata) Year: Years Years Years Years
_ ixim S p———
Sales persquareFoot Sibo  Sigo  Sao  Smo  Saso
GrosMamn(netofocapana)  S370 Sabo  Ssao S0 S670
GrossMargin% 42.4%  45.8%  4Bo%  496%  soo%
4 Wall Cesh Flow() Si0  S2:0 28 Saso  SaBo
WallCashFlowMargin% () 14.2% _22.0%  25.2%  27.9%  28.9%
Orland Park, IL 5,4365. . PaybackPeriod P
(1) 4-Wall Cash Flow, 4-Wall CashFlow MarginandIRR (InternalRateof Return RR(STea)(D) 33%

are non-GAAP meastres, see Appendix A for a definition of these measures.

DXL 5
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DXL Stores Driving Impressive Return on Investment

Our ability to generate an attractive
return on invested capital is a powerful
modifier to the quality of our Sales and
EBITDA results.

Capital
; Year One Year One Expenditures
DXL Retail Stores Average Sq.Ft.  Sales PSF_ 4-Wall Cash Flow PSF PSF>

20102012 (47 stores) 9,554 s151 S22 s80 30.0%
2013 (51 stores) 8,636 $145 $25 $77 38.0%
2014 (39 stores) 7,409 $151 $25 $73 43.0%
2015 (29 stores) 6,891 $160 23 s71 40.0%
20142015 (9 stores)* 5,042 5165 S24 538 55.0%

+Average store results

*Capital expenditures, net of tenant allowances

24-Wall Cash Flow and IRR are non-GAAP measures, see Appendix A fora definition of these measures.
“Opened 2 outlet storesin 2014 and7 outlet storesin 2015

DXL *
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High-Growth Conversion Strategy from Casual Male to DXL

Store 250
Count

50

Total Store Count
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> DXL store count and square footage steadily increasing while Casual Male XL and Rochester
store count and square footage is steadily decreasing over the conversion period.
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International Franchising

International Big & Tall market is highly fragmented with little brand name assortments

+ DXLG-Owned Rochester UK
store is second-highest
performer in chain

+ Kuwait City was first franchisee
in 2012. Currently generating
Royalty fees of +$200k per year

+ Inbound demand to domestic
eCommerce website from over
100 countries today

* Near-term priorities include
Middle East, Western Europe, .
Mexico and Canada o o

+ Expect additional stores to >
open outside the U.S. in 2017

DXL =
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Increasing Operating Leverage

Sales ($ in 1ni].].ions)s 2 Gross Margin
465.0-
462
sa7zo0 45.9% 46.1% 46.5%
$442.0
8414.0
2014 2015 2016E = e RS
EBITDA from continuing
operations* ($ in millions)
$31.0-
$35.0
$23.3
sls | l
2015 2016E

*EBITDA from continuing operations is a non-GAAP measure. See Appendix A for a reconciliation to its comparable
GAAP measure.
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DXL Store Funding from Free Cash Flow

Free Cash Flow Projected

(in millions) Fiscal 2014 Fiscal 2015 Fiscal 2016

Cash flow from operatingactivities (GAAP basis) g BE S B4 53005350

Capital expenditures, infrastructure projects 05) 33) ©4)
Free Cash Flow before DXL capital expenditures g 3 S 51 52065256

Capital expenditures for DXL stores (604) @o.1) (20.6)
Free Cash Flow (n0n-GAAP basis) 5 @) S a0 00550

> Fiscal 2015 produced positive free cash flow of $5.1 million before capital
expenditures for DXL stores of $20.1 million

> In fiscal 2016, DXL stores are projected be funded completely from Free
Cash Flow vs. Revolving Credit Facility
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Strong Free Cash Flow Trend

mPos. Free Cash Flow*  mNeg Free CashFlow*  mCAPEX/Interest ~ WEBITDA from
Continuing Operations*

“Free Cash Flowand EBITDA from continuing operations arenon-GAAPmeasures. See Appendix A for arecondliation totheir
comparableGAAPmeasures.

DXL =
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Fiscal 2015 Highlights

Results reflect strength of DXL model

DXL comparable store sales

»On top of +13.7% in fiscal 2014

Total comparable sales

»On top of +6.4% in fiscal 2014

) EBITDA from continuing operations
» Versus $15.2M in fiscal 2014
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Successful Marketing Drives Performance

Fourth Quarter 2015 - Key metrics continue to improve

Brand awareness
3 8% » Versus 13% in spring 2013

Marketing expense as % of sales
» Projecting 4.5% of sales for fiscal 2016

Conversion rate of Casual Male customers

» Versus Q42014

6.4% End-of-rack percentage of bottoms business
46.47%

»Up from 43.4% in Q4 2014
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Income Statement Highlights

(8 inmillions, Gross Margin (% of Sales) SG&A Expense
exceptper
share data) (% of Sales)
45.9%* 46.1%
l l ] ~
Fiscal 2014 Fiscal 2015 Fiscal 2014 Fiscal 2015
EBITDA from continuing Diluted
eperations Non-GAAP EPS##*
$23.3
Fiscal 20; [Fiscal 2013]
$15.2%
$(0.10)
$(0.167
Fiscal 2014 Fiscal 2015

* Fiscal 2014includes a 2.5 million earlyleasetermination paymentthat wasreceivedin Q4 2014.
** Fiscal 2015 indudes a $1.4 million accrual in Q4 for the probable payoutof performance awards underthelong-term incentiveplan.
** Diluted non-GAAPEPS is a non-GAAP measure. See Appendix A for arecondiliation toits comparable GAAP measure.
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Cash Flow And Balance Sheet Highlights

Capital Expenditures:
DXL stores $20.1 $30.4
Other maintenance/infrastructure 13.3 10.5
Total $33.4 $40.9
Inventory $125.0 $115.2
Clearance inventory 8.1% 8.4%
Total debt* $68.1 $52.3
Borrowings under credit facility $42.0 $18.8
Excess availability* $66.0 $77.9

+  Lower CAPEX on smaller average DXL store footprint
+ Opened 3 DXL retail stores in Q4; 36 total DXL stores in fiscal 2015
+ Planto open 31 DXL storesin fiscal 2016

DXL ”
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FY 2016 Outlook

>

>

Focus on solid top-line performance, accelerate EBITDA growth
Continue to deliver performance in line with our plan

Reach more customers who stay longer, spend more money
and shop more often

Stable operating model generates consistent, predictable results

Continue to utilize free cash flow to grow DXL concept
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FY 2016 Guidance

Sales

Total comparable sales increase
Gross margin
EBITDA*
Net loss per share, diluted
Adjusted net loss per share, diluted*
Total debt
Total Capital expenditures
DXL capital expenditures
Free cash flow*

Free cash flow before DXL capital expenditures

* EBITDA, Adjusted netloss per share, diluted and Free Cash Flow are non-GAAP measures. See Appendix A for

$465.0~$472.0
4.8%~5.5%
46.2%~46.5%
$31.0~835.0
$(0.09)~breakeven
$(0.05)~breakeven
$64.0~$69.0
Approximately $30.0
Approximately $20.6
Breakeven to $5.0
$20.6-25.6

areconciliation of these non-GAAP measures to their comparable GAAP measures.

4

DXL
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Non-GAAP Reconciliation Appendix A

The Campany uses non-GAAP firancial mesures, such as “EBITDA from continuing operations,” *Free Cash Flow “Adjusted loss”“Adjusted os per share” “-Wall Cash Flow”
and “IRR” (Interrel Rate of Return) in assessing its operating performrence. The Company believes that these non- GAAP mesures serve as an apgropriate measure t be used in
‘evakiting the perfomence o ts business. The Company defines EBITDA s Eamings before interest, tavesand depreciation and amortization. EBITDA from continuing operations.
s before discontinued operations. Free cash fiow is defined as cash flow fram operating activitie lss capital expenditures. Adjusted loss and Adjusted loss per share s caloulated
assurning a nonmalied tax rate of 40P, The Campany’ 4-Wall Cash Flow represents the cash flow at fhe store level before deprecation expense, corporate ovethead, inferest and
income taxes. IR s the ate at wihich fhe nef present value o cash flows fram a projector investment equal zero. The Comany alcubates [RR by fakirg fhe intial fvestment .2
store, whichinclules the buld-outcasts, netof terant allowances, phs the costof invenbry atopening agarst e projectsd cash flovs for the fist 5 s,

‘These measures s definedby the Campany may notbe camparable to smilarly tiied messures reported by ofher campanies, The Company does not intend for non-GAAP inancial
measures o be considered in sclation or as @ substtutefor other memsures prepared in accordance with GAAP. The following tables providea reconcliaton offor eachof theseNon-
GAAPmeass.
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Non-GAAP Reconciliation, continued

Free Cash Flow Projecet
(in millions) Fiscal 2014 Fiscal 2015 Fiseal 2016
‘Cash flow from operating acivties (GALP basis) 5 TE S Xy 00550
Capital expenditues, infastrctue projcts 05 33 04
Free Cash Flow before DXL capital expenditures 5 530S 51 SESES
Capital expenditurs for DXL stores G0y Qo Q06)
Free Cash Flow (non-GAAP basis) S @) s 5.0y $50.0-55.0
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Investor Contact

Jeffrey Unger
V. P. Investor Relations

Destination XL Group, Inc.

jeffunger@usa.net
561-482-9715 (0)
561-543-9806 (c)

www. DestinationXL.com

DXL *
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