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Who We Are

We are a retailer and wholesale distributor of a broad line of leather and related products, includ-
ing leather, leatherworking tools, buckles and adornments for belts, leather dyes and finishes, sad-
dle and tack hardware, and do-it-yourself kits. We also manufacture leather lacing and kits. We
maintain our principal offices at 3847 East Loop 820 South, Fort Worth, Texas 76119. Our common
stock trades on the American Stock Exchange under the symbol "TLF".

Our company was founded in 1980 as Midas Leathercraft Tool Company ("Midas"), a Texas corpora-
tion. Midas' original business activity focused on the distribution of certain leathercraft tools. In addi-
tion, the founders of Midas entered into a consulting agreement with Brown Group, Inc., a major
footwear retailer, as a result of their proposal to develop a multi-location chain of wholesale distri-
bution centers known as "The Leather Factory." In 1985, Midas purchased the assets of The Leather
Factory from Brown Shoe Group, which then consisted of six distribution centers. In 1993, Midas
changed its name to "The Leather Factory, Inc."

By 2000, we had grown to twenty-seven Leather Factory centers located in the United States and
two Leather Factory centers in Canada. Our expansion of the wholesale chain occurred via the open-
ing of new centers as well as numerous acquisitions of small businesses in strategic geographic loca-
tions including the acquisition of our Canadian distributor, The Leather Factory of Canada, Ltd., in
1996. In November 2000, we acquired the operating assets of two subsidiaries of Tandycrafts, Inc.
to form Tandy Leather Company. In 2002, we began opening retail stores under the Tandy Leather
name. During that year, Tandy Leather purchased four independent leathercraft retail stores. We also
opened our thirtieth Leather Factory center - our third in Canada.

At December 31, 2003, we operated thirty Leather Factory wholesale distribution centers and
twenty-six Tandy Leather retail stores. We also own and operate Roberts, Cushman and Company,
Inc. ("Cushman"), a manufacturer of custom hat trims.
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Our 2003 Annual Report cover carving, by eminent leathercraft artist Al Stohlman first

appeared in “Al Stohlman’s Top 20", a pattern book of twenty of his favorite designs for
billfolds. Mr. Stohlman exemplified the art of leathercraft through his art and dedication
to teach his craft. Generations of leathercrafters and artists have been and continue to
be inspired by the legacy and contribution he made to the craft. A tribute to his influ-
ence on the art of leathercrafting was attested to in 2003 by the opening of the Al
Stohlman Museum at our Fort Worth East location.
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Thanks to our stockholders,
customers, employees and
suppliers for your support.
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Message to Shareholders

We at The Leather Factory will remember 2003 as a year of continuing transition. Three years ago,
we were a company of 27 wholesale distribution centers producing $30 million in sales and com-
peting against the most well known leathercraft supplier in the world. Today, we own that leather-
craft supplier and are attempting to return Tandy Leather™ to the premier position in our industry.
Our 30 Leather Factory™ wholesale centers continue to produce sales at the modest growth rate we
anticipated, while we're opening retail leathercraft stores all around them. Consistent with our plans,
we have opened 30 Tandy Leather stores since January 2002. Our plans for 100 retail stores have
not changed. Sales at Tandy Leather have been the driving force in increasing our consolidated sales
for several years, and | anticipate it will eventually be responsible for at least half of our total annual
sales. At the end of 2003, we were still predominately a wholesaler, but well on our way to becom-
ing first a specialty retailer.

Overall, we were pleased with our 2003 performance. We met many of the goals we had set inter-
nally. First, we opened 12 new Tandy Leather retail stores. Second, our gross profit margin and net
income improved over last year. Third, we repaid 57% of our bank debt during the year, and we
secured a credit arrangement with our bank with lower interest rates and fees. Fourth, our operating
cash flow increased more than 100% over 2002. Finally, we added an institutional investment
professional to our Board of Directors. Last year, however, did end with some disappointments. In
general, we had hoped to achieve better operating margins. In 2004, we will continue our effort in
this area with stricter expense controls.

Looking ahead in 2004, we're expecting positive results. We're continuing our plans of opening
Tandy Leather retail stores. We've already opened four this year with a goal of approximately 12 new
stores for all of 2004. We want to continue to pay down our debt and to be debt-free by the end of
2004. And, as we said before, we want to improve our consolidated operating margins.

We pride ourselves in our ability to source product internationally. As a result, we believe we are
generally successful in our price negotiations with suppliers. However, every day we are reminded
that the world is rapidly changing. Recently, there has been a great deal of public speculation regard-
ing oil production and pricing, as well as the potential limited availability of steel and other metals.
If these events come to fruition, they could affect us through the cost of our metal products and
increased freight charges. Although these concerns are speculative now, we're already analyzing
alternate products and sources. We'll know more in the coming months.

We believe our company's future holds great potential and that we are well-positioned to face the
challenges and successes that lie ahead. We will be discussing these topics in additional detail at this
year's Annual Meeting. The management team and the board thank all of our stakeholders -
stockholders, customers, employees and suppliers - for your continuing support.

Chairman and Chief Executive Officer
April 2004
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Leather Factory wholesale
centers’ net sales were
$307 M., $30.3 M. and
$28.7 M. for ‘03, ‘02 & ‘01.

Leather Factory Wholesale Centers

The Leather Factory distributes its broad product line of leather and leathercraft-related products in
the United States and internationally. Leather Factory had net sales of $30.7 million, $30.3 million,
and $28.7 million for 2003, 2002 and 2001, respectively.

General We operate Leather Factory wholesale centers in 20 states and three Canadian provinces.
The centers range in size from 2,600 to 19,800 square feet, with the average size of a center being
approximately 6,000 square feet. The type of premises utilized for Leather Factory locations is gen-
erally light industrial office/warehouse space in proximity to a major freeway or with other similar
access. This type of location typically offers lower rents compared to more retail-oriented locations.

Business Strategy The Leather Factory business concept centers around the wholesale distribution
of leather and related accessories to retailers, manufacturers, and end users. Our strategy is that a
customer can purchase the leather and related accessories and supplies necessary to complete his
project from one place. The size and layout of the centers are planned to allow large quantities of
product to be displayed in an easily accessible and visually appealing manner. Leather is displayed
by the pallet where the customer can see and touch it, assessing first-hand the numerous sizes,
styles, and grades offered. The location of the centers is selected based on the location of customers,
so that delivery time to customers is minimized. A two-day maximum delivery time for phone or
mail orders is our goal.

Leather Factory centers serve customers through various means including walk-in traffic, phone and
mail order. We also employ a distinctive marketing tactic in that we maintain an internally-developed
target customer mailing list for use in our aggressive direct mail advertising campaigns. We staff
Leather Factory wholesale centers with experienced managers whose compensation is tied to the
operating profit of the center they manage. Sales are generated by the selling efforts of the store
personnel, our direct mail advertising, our website (www.leatherfactory.com), our participation at
trade shows and, on a limited basis, the use of sales representative organizations.

Customers Leather Factory’s customer base consists of individuals, wholesale distributors, tack and
saddle shops, institutions (prisons and prisoners, schools, hospitals), western stores, craft stores and
craft store chains, other large volume purchasers, manufacturers, and retailers dispersed geograph-
ically throughout the world. Wholesale sales constitute the majority of our Leather Factory business,
although retail customers may purchase products from Leather Factory centers. Leather Factory sales
generally do not reflect significant seasonal patterns.

Our Authorized Sales Center (“ASC”) program was developed to create a presence in geographical
areas where we do not have a distribution center. An unrelated person operating an existing busi-
ness who desires to become an ASC must apply with The Leather Factory and upon approval, place
a minimum initial order. There are also minimum annual purchase amounts the ASC must adhere to
in order to maintain ASC status. In exchange, the benefits to the ASC are free advertising in certain
sale flyers, price breaks on many products, advance notice of new products, and priority shipping
and handling on all orders. Leather Factory centers service approximately 115 U.S.-based ASC's , 35
Canadian-based ASC's, and 17 international ASC's located in 13 foreign countries.
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We carry a broad assort-
ment of products including
leather, lace, hand tools,

kits, and craft supplies.
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Merchandise Our products are generally organized into thirteen categories. We carry a wide assort-
ment of products including leather, lace, hand tools, kits, and craft supplies. We operate a light man-
ufacturing facility in Fort Worth whose processes generally involve cutting leather into various shapes
and patterns using metal dies. The factory produces approximately 20% of our products and also
assembles and repackages product as needed. Products manufactured in our factory are distributed
through our stores under the Tejas™ brand name. We also distribute product under the Tandy
Leather™ and Dr. Jackson's™ brands.

We develop new products through the ideas and referrals of customers and store personnel, as well
as the tracking of fads and trends of interest in the market. Our personnel walk trade shows and var-
ious specialty stores with the purpose of obtaining product ideas that are then developed in-house.

We offer an unconditional satisfaction guarantee to our customers. Simply stated, we will accept
product returns for any reason. We believe this liberal policy promotes customer loyalty. We offer
credit terms to our non-retail customers upon receipt of a credit application and approval by our
credit manager. Generally, our open accounts are net 30 days.

In addition to meeting our operational requirements, our working capital needs are a product of the
need to maintain inventory at a level we feel is adequate to fill customer orders as they are received
with minimal backorders, and the time required to collect our accounts receivable. Because avail-
ability of merchandise and prompt delivery time are important competitive factors for us, we main-
tain higher levels of inventory than our smaller competitors.

Suppliers We currently purchase merchandise and raw materials from approximately 200 vendors
dispersed throughout the United States and in more than 20 foreign countries. In 2003, our ten
largest vendors accounted for approximately 67% of our inventory purchases.

Because leather is sold internationally, market conditions abroad are likely to affect the price of
leather in the United States. Outbreaks of mad cow and hoof-and-mouth disease (or foot-and-mouth
disease) in certain parts of the world can influence the price of leather we purchase. As such an
occurrence is beyond the control of the Company, we cannot predict when and to what extent we
could be affected in the future. Aside from increasing purchases when we anticipate price increas-
es (or possibly delaying purchases if we foresee price declines), we do not attempt to hedge our
inventory costs.

Overall, we believe that our relationships with suppliers are strong and do not anticipate any mate-
rial changes in these supplier relationships in the future. Due to the number of alternative sources of
supply, the loss of any of these principal suppliers would not have a material impact on operations
of the Company.

Operations Hours of operations vary by location, but generally range from 8:00 am to 6:00 pm
Monday through Friday, and from 9:00 am to 4:00 pm on Saturdays. The distribution centers main-

tain uniform prices, except where lower prices are necessary to meet local competition.

Competition Most of our competition comes in the form of small, independently-owned retailers
who in most cases are also our customers. We estimate that there are several hundred of these
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We carry approximately
2,800 items in the current
lines of leather and leather-

related merchandise.

small independent stores in the United States and Canada. We compete on price, availability of
merchandise, and delivery time. While there is competition in connection with certain products, to
our knowledge there is no direct competition affecting our entire product line. Our size relative to
most competitors creates an advantage in our ability to stock a full range of products as well as in
volume purchasing.

Distribution The Leather Factory wholesale centers receive the majority of their inventory from our
central warehouse located in Fort Worth, Texas, although occasionally, merchandise is shipped
directly from the vendor. Inventory is shipped to the wholesale centers from our central warehouse
once a week to meet customer demand without sacrificing inventory turns. Customer orders are
filled as received, and we do not have backlogs.

We attempt to maintain the optimum number of items in our product line to minimize out-of-stock
situations against carrying costs involved with such an inventory level. We generally maintain high-
er inventories of certain imported items to ensure a continuous supply. The number of products
offered through the various distribution channels changes every year due to the introduction of new
items and the discontinuance of others. We carry approximately 2,800 items in the current lines of
leather and leather-related merchandise. In most cases, all 2,800 items are offered in both the
Leather Factory wholesale centers and the Tandy Leather retail stores.

Expansion Leather Factory's expansion across the United States has been fairly consistent since we
purchased the original six distribution centers in 1985. The newest center opened in August 2002,
bringing the number of distribution centers to thirty. While we do not believe there is a significant
and immediate opportunity for expansion of the Leather Factory distribution system in terms of
opening additional locations, we do believe expansion could be achieved by acquiring companies
in related areas/markets which offer synergistic aspects based on the local markets and/or the prod-
uct lines of the businesses.

The Common Stock of the Company is traded on the American Stock Exchange using the symbol TLF.
The high and low prices for each calendar quarter during the last two fiscal years are as follows:

YEAR 2003 YEAR 2002
Quarter Ended:3/31 6/30 9/30 12/31 Quarter Ended:3/31 6/30 9/30 12/31
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Tandy Leather's net sales
were $9.2 million, $7.4
million, and $6.6 million
for 2003, 2002 & 2001.

Tandy Leather Retail Stores

Tandy Leather Company, established in 1919 as Hinkley-Tandy Leather Company, is the oldest and
best-known supplier of leather and related supplies used in the leathercraft industry. We offer a
product line of quality tools, leather, accessories, kits and teaching materials via a chain of retail
stores located throughout the United States. Tandy Leather’s net sales were $9.2 million, $7.4 mil-
lion, and $6.6 million for 2003, 2002 and 2001, respectively.

General The Tandy Leather retail chain currently has 29 stores (as of March 15, 2004) located in 22
states with plans to reach 100 stores as opportunities arise over the next five years or so. The stores
range in size from 1,200 square feet to 3,800 square feet, with the average size of a store being
approximately 2,000 square feet. The type of premises utilized for a Tandy Leather store is general-
ly an older strip shopping center located at well-known crossroads, making the store easy to find.
Our products are sold in Canada through the three Leather Factory centers located there.

Business Strategy Tandy Leather has long been known for its reputation in the leathercraft industry
and its commitment to the furthering of the craft through education and customer development. We
are committed to this strategy as evidenced by our re-establishment of the retail store chain
throughout the United States following the 2000 acquisition. We continue to broaden our customer
base by working with various youth organizations and institutions where people are introduced to
leathercraft, as well as hosting classes in the stores.

The retail stores serve walk-in, mail and phone order customers as well as orders generated from its
website, www.tandyleather.com. Tandy Leather stores are staffed by knowledgeable sales people
whose compensation is based, in part, upon the profitability of their store. Sales by Tandy Leather
are driven through the efforts of the store staff, trade shows, and our direct mail and e-mail
marketing program.

Customers Individual retail customers are our largest customer group, representing more than 70%
of Tandy Leather's 2003 sales. Youth groups, summer camps, schools, and a limited number of
wholesale customers complete our customer base. Like Leather Factory, Tandy fills orders as they
are received, and there is no order backlog. Tandy maintains reasonable amounts of inventory to fill
these orders. Tandy Leather’s retail store operations historically generate slightly more sales in the
4th quarter of each year (30-35%) while the other three quarters remain fairly even.

Merchandise Our products are generally organized into thirteen categories. We carry a wide
assortment of products including leather, hand tools, kits, dyes & finishes, and stamping tools.
Many of the products sold in our Tandy Leather stores are also sold by our Leather Factory seg-
ment. Therefore, the discussion above regarding Leather Factory products, their sources and the
working capital requirements for that segment also apply to the Tandy Leather stores. Retail sales
at Tandy Leather stores are generally cash transactions or through national credit cards. We also
sell on open account to selected wholesale customers including schools and other institutions and
small retailers. Our terms are generally net 30 days. Like Leather Factory, Tandy Leather has an
unconditional return policy.
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The Company intends to
expand to one hundred
Tandy Leather retail stores
throughout the U. S.

Operations Hours of operations vary by location, but generally range from 9:00 am to 6:00 pm
Monday through Friday, and from 9:00 am to 4:00 pm on Saturdays. In addition, most of the stores
stay open late one night a week for leathercrafting classes taught in the stores. Selling prices are uni-
form throughout the Tandy Leather store system.

Competition Our competitors are generally small local craft stores who carry a limited line of
leathercraft products. Several national retail chains that are customers of The Leather Factory also
carry leathercraft products on a very small scale relative to their overall product line. To our knowl-
edge, our retail store chain is the only one in existence specializing solely in leathercraft.

Distribution The Tandy Leather stores receive their inventory from the Leather Factory central ware-
house located in Fort Worth, Texas. The stores generally restock their inventory once a week with a
shipment from the warehouse. Tandy Leather's inventory turns are higher than Leather Factory's
because the Leather Factory calculation includes its warehouse inventory whereas Tandy Leather's
calculation is based strictly on its stores.

Expansion The Company intends to expand the Tandy Leather retail store chain to 100 stores
throughout the United States at an average rate of approximately twelve stores per year. Fourteen
stores were opened in 2002; twelve stores were opened in 2003. Six of the 26 stores opened
through 2003 were independent leathercraft stores that we acquired. Separately, these acquisitions
are not material. The other twenty stores have been de novo stores opened by us. Management's
plans for 2004 are to open 10-15 retail stores. Three new stores have been opened in the first two
months of 2004.

Sales Comparisons

2001 Sales 2002 Sales 2003 Sales

Roberts, Cushman = 5.3% Roberts, Cushman = 5.1% Roberts, Cushman = 4.4%
Tandy = 17.7% Tandy = 18.6% Tandy = 22.1%

The Leather Factory = 77.0% The Leather Factory = 76.3% The Leather Factory = 73.5%

The Leather Factory _ $28,711,006 The Leather Factory _ $30,313,478 The Leather Factory _ $30,684,092
Tandy Leather Co. _ _ _$6,606,090 Tandy Leather Co. _ _$7,387,874 Tandy Leather Co. _ _ _$9,216,838
Roberts, Cushman _ _ _$1,962,166 Roberts, Cushman _ _ _$2,027,263 Roberts, Cushman _ _ _$1,811,261
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Roberts, Cushman and Company

Roberts, Cushman, founded in 1856, produces made-to-order trimmings for the headwear industry.
Its net sales were $1.8 million, $2.0 million, and $1.9 million for 2003, 2002 and 2001, respectively.

Business Strategy Cushman has long been considered one of the leaders in the field of headwear
trimmings. It designs and manufactures exclusive trimmings for all types of hats. Trims are sold to
hat manufacturers directly. We do not employ an outside sales force. Instead, customers visit our
facilities in New York and, with an on-site designer, incorporate their ideas into a customized prod-
uct. The customer is provided samples or photographs of each design before they leave the prem-
ises. These samples can then be used as a sales tool to obtain hat orders from their customers. This
“design-on-site” process is unique in the industry.

Customers We design and manufacture trims for over 75 of the headwear manufacturers worldwide,
supplying customized trims, ribbons, buckle sets, name pins, feathers, etc. Our success in develop-
ing and maintaining long-standing relationships with our customers is due primarily to our ability to
deliver quality products in a timely manner. Our backlog of in-house orders from customers as of
March 10, 2004 was $315,000, which approximates forty-five to sixty days of sales. Cushman’s sales
generally do not reflect significant seasonal patterns.

The Leather Factory

Cushman has long been
considered one of the
leaders in the field
of headwear trimmings.

Merchandise Our hat bands are generally produced from leather, ribbon, or woven fabrics, depend-
ing on the style of hat. They are created by cutting leather and/or other materials into strips, and
then enhancing the trim by attaching conchos and/or three-piece buckle sets, braiding with other
materials, and finishing the end or borders by stitching or by lacing with leather lace. We also sup-
ply custom-designed buckles and conchos, feathers for dress hats, and name pins, separate from hat
bands. Cushman purchases components from over 25 vendors, located predominately in the United
States. In 2003, Cushman's top 10 vendors (in dollars purchased) represented approximately 40%
of its total purchases. Products are sold on terms that generally range from net 30 to net 90 days.
Because our products are custom-designed, we do not accept product returns except in the case of
defective merchandise.

Expansion Cushman has been successful providing a very specific product line directly to headwear
manufacturers. Given the current industry conditions, we do not believe there is much potential for
expansion, other than to capture additional market share. We have considered the possibility of
expanding production to other leather products, but have concluded that is not feasible at present.
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LEATHER FACTORY LOCATIONS ‘
Phoenix, AZ
Tucson, AZ
Baldwin Park (Los Angeles), CA
Fresno, CA
Oakland, CA
Denver, CO
Tampa, FL
Elgin (Chicago), IL
Des Moines, I1A
Wichita, KS
Harahan (New Orleans), LA
Grand Rapids, Ml
Springfield, MO
Billings, MT
Albuquerque, NM
Charlotte, NC
Columbus, OH
Portland, OR
Harrisburg, PA
Chattanooga, TN
El Paso, TX
Mesquite (Dallas), TX
Missouri City (Houston), TX
San Antonio, TX
Salt Lake City, UT
Spokane, WA

TANDY LEATHER L OCATIONS .
Tempe, AZ

Fountain Valley (Orange County),CA
Sacramento, CA

Westminster (Denver), CO

East Hartford, CT

. Orlando, FL
k | Tucker (Atlanta), GA

Boise, ID

Store Count Peoria, IL

YEARS ENDED DECEMBER 31, 1999 through 2003 Speedway (Indianapolis), IN

Essex (Baltimore), MD

LEATHER FACTORY WHOLESALE CNTRS TANDY LEATHER RETAIL STORES . . .
. Bloomington (Minneapolis), MN
Year Ended Opened Conversions(1) Total Opened (2)  Closed Total [ Kansas City, MO
“ Balance Fwd 22 N/A | St. Louis, MO
1999 a4 0 26 N/A [ A Omaha,N'\"\E
. uquerque,
2000 2 0 28 1 0 1 Las Vegas, NV
2001 2 0 30 0 0 1 Reno. NV
2002 1 1) 30 14 1* 14 Syracqse, NY
2003 0 0 30 12 0 26 Oklahoma City, OK
Tulsa, OK
i Delmont (Pittsburgh), PA
(1) Leather Factory wholesale center converted to a Tandy Leather retail store Memphis, TN
(2) Includes conversions of Leather Factory wholesale centers to Tandy Leather retail stores Na.)s:vill_e, 1_|'_’)\‘<
ustin,
. Dallas, TX
o Fort Worth, (west) TX
g Salt Lake City, UT
- @’; Seattle, WA
) Tacoma, WA
4 COMBINATION LOCATIONS ‘

Edmonton, AB, Canada
Mississauga (Toronto), Canada
Winnipeg, MB, Canada

Fort Worth (east), TX

ROBERTS, CUSHMAN & CO. A
Long Island City, NY

The Leather Factory

MANAGEMENT'’S DISCUSSION AND ANALYSIS OF FINANCIAL CONDITION AND RESULTS OF OPERATIONS

We intend for the following discussion to provide you with information that will assist you in understanding
our financial statements, the changes in certain key items in those financial statements from year to year,
and the primary factors that accounted for those changes, as well as how certain accounting principles
affect our financial statements. This discussion also provides information about the financial results of the
various segments of our business so you may better understand how those segments and their results
affect the financial condition and results of operations of the Company as a whole. Finally, we have
identified and discussed trends known to management that we believe are likely to have a material effect.

This discussion should be read in conjunction with our financial statements as of December 31, 2003 and
2002 and the three years then ended and the notes accompanying those financial statements. You are also
urged to consider the information under the caption "Summary of Critical Accounting Policies."

Summary

The Leather Factory, Inc. and its subsidiaries is the world's largest specialty retailer and wholesale
distributor of leather and leathercraft-related items. Our operations are centered on operating retail stores
and warehouse distribution centers. We have built our business by offering our customers quality products
in one location at competitive prices. The key to our success is our ability to grow our base business. We
grow that business by opening new locations and by increasing sales in our existing locations. We intend
to continue to expand both domestically, in the short-term, and internationally, in the long-term.

We operate in three segments. First, our Leather Factory warehouse distribution centers are the largest
source of revenues ($30.7 million in 2003). The Leather Factory centers have generally offered steady but
modest increases in sales. Sales in 2003 grew slightly more than 1% from 2002, which did not meet our
target of annual sales growth of 2% to 4%. We attribute this shortfall to a decrease in sales to national
accounts at the end of 2003. We believe that this drop reflects a temporary re-assessment of the mix of
goods purchased by these customers and that sales volume to these customers will increase in 2004.

Since acquiring its assets in 2000, we have focused on re-establishing Tandy Leather, our second segment,
as the operator of retail leathercraft stores. Because of growth here, this segment has experienced the
greatest increases in sales ($9.2 million in 2003, up from $7.4 million in 2002). Our business plan calls for
opening an average of 12 stores annually as we work toward a goal of 100 stores from 26 stores at the end
of 2003.

Our third segment is Roberts, Cushman, a manufacturer of trimmings for headwear. Its operations are not
material to the Company. In 2002, we wrote off the goodwill related to our investment in Roberts, Cushman
in connection with an accounting change.

On a consolidated basis, a key indicator of costs, gross margin as a percent of total net sales, increased in
2002 and again in 2003, reflecting a number of factors including more retail sales with higher profit margins.
However, opening additional Tandy Leather stores and more dollars spent on advertising in 2003 resulted
in a 1.3% increase in operating expenses as a percent of total net sales in 2003. Operating expenses also
were up 1.9% as a percentage of total net sales in 2002 when compared with 2001. In 2004, we will be
working to manage these costs with the hope of reversing this trend.

We reported consolidated net income for 2003 of $2.7 million. An accounting change in 2002 resulted in
a net loss of $1.4 million for that year. In 2001, we reported consolidated net income of 2.0 million. We
have used our cash flow to fund our operations, to fund the opening of new Tandy Leather stores and to
reduce our bank debt. In 2003, we reduced our bank debt by $2.4 million, and, at the end of 2003, our
stockholders’ equity had increased to $14.5 million from $11.2 million the previous year.

Comparing the December 31, 2003 balance sheet with the prior year’s, we decreased our investments in
inventory ($11.1 million from $12.7 million) and accounts receivable ($1.8 million from $1.9 million), while
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total cash increased to $1.7 million from $655,000. In addition to cash on hand, we have a $5 million bank
line of credit, of which $1.8 million was drawn on December 31, 2003.

Net Sales
Net sales for the three years ended December 31, 2003 were as follows:

Total Company Incr
Year Leather Factory Tandy Leather Cushman Total Company from Prior Year

2003 $30,684,092 $9,216,838  $1,811,261 $41,712,191 5.0%
2002 $30,313,478 7,387,874 2,027,263 39,728,615 6.6%
2001 $28,711,006 6,606,090 1,962,166 37,279,262 23.9%

Our net sales grew by 5% in 2003 when compared with 2002. That increase resulted primarily from our
Tandy Leather expansion program. The net sales increase of 6.6% in 2002, when compared with 2001,
resulted primarily from solid sales gains in the retail market in both Leather Factory and Tandy Leather
operations.

Costs and Expenses

In general, our gross profit as a percentage of sales (our "gross margin") fluctuates based on the mix of
customers we serve, the mix of product we sell, and our ability to source product globally. Our
negotiations with suppliers for lower pricing is an on-going process and we have varying degrees of
success in those endeavors. Sales to retail customers tend to produce higher gross margins than sales to
wholesale customers due to the difference in pricing levels. Therefore, as retail sales increase in the overall
sales mix, higher gross margins tend to follow. Finally, there is significant fluctuation in gross margins
between the various merchandise categories we offer. As a result, our gross margins can vary depending
on the mix of products sold during any given time period.

For 2003, our cost of sales decreased as a percentage of total net sales when compared to 2002, resulting
in an overall increase of 0.7% in the Company's gross margin from 53.7% in 2002 to 54.4% in 2003.

Similarly, our total cost of sales as a percentage of our total net sales had decreased for 2002 when
compared to 2001 resulting in an overall increase in gross margin of 1.8% from 51.9% for 2001 to 53.7%
in 2002. These increases in gross margin were primarily due to increased retail sales over the three years.

Our gross margins for the three years ended December 31, 2003 were as follows:

Year Leather Factory Tandy Leather =~ Cushman Total Company

2003 53.23% 62.98% 30.62% 54.40%
2002 53.56% 59.49% 34.64% 53.70%
2001 52.50% 56.14% 28.61% 51.89%

Our operating expenses increased 1.3% as a percentage of total net sales to 44.6% in 2003 when
compared with 43.3% in 2002. This increase was primarily due to operating costs associated with the
twelve Tandy stores opened in 2003 as well as an increase in advertising expenses and investor relation
expenses. Management believes that our advertising efforts - particularly our direct mail campaigns - are
effective at increasing sales. With increased interest from customers and potential customers as we open
stores in new markets, the number of direct mail pieces produced and distributed increases. As our focus
on the retail customer continues to increase, we are producing more colorful mailing pieces. While we are
monitoring our advertising costs with great scrutiny, management believes that the trend of increased
advertising and marketing costs could continue for at least the near future.

Our investor relation expenses, while necessary to inform investors about our company, can fluctuate
greatly. In 2003, expenditures were approximately $350,000. While we have generated positive responses
from investors during the past year, management believes that, with a more focused approach, we can
continue to perform this necessary service at a lesser cost to the Company, and we will be monitoring this
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expense category very closely in 2004. However, the effects of the changes in securities regulation and
corporate governance brought about by recent legislation and rule-making by the SEC and the American
Stock Exchange may add to these costs in 2004,

For 2002, operating expenses increased 1.9% as a percentage of total net sales to 43.3% in 2002 when
compared with 2001. This increase was primarily due to increases in payroll and payroll-related costs
including employee insurance programs, advertising expenses, and the operating costs associated with
the fourteen Tandy stores opened in 2002.

Other Expenses (net)

Other expenses (net), which consists primarily of interest expense and currency exchange gain and loss, was
$125,000 in 2003 compared to $312,000 in 2002, a decrease of approximately 60%. Our interest expense
continues to decrease due to the reduction in our outstanding bank debt. The currency exchange gain and loss,
resulting from our Canadian operation, was a gain of $102,000 in 2003 compared to a gain of $10,000 in 2002.

In 2002, other expenses (net) was $312,000 in 2002 compared to $533,000 in 2001, a decrease of
approximately 40%. This decrease is attributable to the interest paid on our outstanding debt. While there
was only a slight drop in the interest rate during 2002 compared to 2001, the average outstanding debt
balance dropped from $4.9 million in 2001 to $3.6 million in 2002.

Net Income

During 2003, we earned net income of $2.74 million, a substantial increase over our net loss of $1.4 million
for 2002. (As discussed in previous filings, a new accounting pronouncement required us to record a $4.0
charge against earnings as a result of the write-off of the goodwiill of Roberts, Cushman in 2002, resulting in
a net loss. This charge was reported as a cumulative effect of a change in accounting principle. Net income
before the change was $2.6 million.) As a result of the increase in our overall gross margin and a reduction
in interest and other expenses, our profits in 2003 grew at a rate faster than sales. Partially offsetting gross
margin and other expense improvements were increased operating expenses in 2003 as discussed above.

In 2002, we incurred a net loss of $1.4 million due to the write-off of Roberts, Cushman's goodwill
mentioned above, compared to net income of $2.0 million in 2001. Our 2002 net income (before the
cumulative effect of the accounting change) also increased at a faster rate than 2002 total net sales growth.
This was the result of the increase in our overall gross margin and a substantial reduction in our interest
expense, partially offset by an increase in operating expenses in 2002 as discussed above.

Leather Factory Segment

Segment Net Segment Segment Operating Operating Income
Sales Increase Operating Income Incr (Decr)  as a Percentage
Year from Prior Year Income from Prior Year of Segment Sales
2003 1.2% $3,462,457 (7.5%) 11.3%
2002 5.6% $3,742,844 0.6% 12.3%
2001 6.1% $3,719,517 24.3% 12.9%

The Leather Factory segment accounted for 73.5% of total Company net sales in 2003, which compares to
76.3% in 2002 and 77.0% in 2001. The decrease in Leather Factory's contribution to our total net sales is
the result of the growth in the Tandy Leather segment and we expect this trend to continue.

The segment net sales increase in 2003 resulted from an increase in retail sales partially offset by a drop in
sales to our national accounts. Sales to retail customers were up approximately 20% over 2002 due to
increased advertising efforts to that customer group. Several of the larger customers in our national account
group re-set their programs with us during the last half of 2003, a normal part of doing business with these
customers. We believe that this decrease is temporary and will not have a long-term effect on our sales for
this customer group.
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Our sales mix by customer group for 2003 was as follows:

Customer Group

Retail 23%
Institution 8%
Wholesale 42%
National accounts 20%
Manufacturers 7%

Total 100%

The 2003 decrease in operating income as a percentage of segment sales resulted from a 0.33% decrease
in gross margin (as a percentage of sales) and an increase of 0.72% in operating expenses (as a percentage
of sales) compared with 2002. The gross margin decline was driven primarily by an increase in the
quantities of leather sold during the year. Given that leather is our lowest gross margin item, an increase in
leather sales, all other factors being equal, will result in a lower overall gross margin. Our international
freight costs (shipping merchandise from vendors to us) were up in 2003 due to an increase in the number
of air shipments versus ocean shipments. The operating expense increase as a percent of sales in 2003 was
higher than 2002. Advertising and marketing costs are a significant expense in our operation as we believe
there is a direct correlation between how much we advertise and how much product we sell. Our increase
in investor outreach programs in 2003 also contributed to the decline in operating income this year. As our
largest segment, Leather Factory bears the majority of the pro rata allocation of corporate expenses.

An increase in gross margin partially offset by an increase in operating expenses resulted in the slight increase
in operating income as a percentage of segment sales in 2002 when compared to 2001. The gross margin
improvement was the result of the increase in retail sales for the year. Segment expenses in 2002 as a percent
of sales were higher than 2001 due to an increase in personnel costs (wages and health insurance) as well as
additional advertising expenses.

Tandy Leather Segment

Segment Net Segment Segment Operating Operating Income
Sales Increase Operating Income Incr (Decr)  as a Percentage
Year from Prior Year Income from Prior Year of Segment Sales
2003 24.7% $604,291 62.7% 6.6%
2002 11.8% $371,372 31.7% 5.0%
2001 N/A* $281,998 N/A* 4.3%

*Comparison to prior year is meaningless. Because Tandy was acquired by the Company in November
2000, there is only one month of data for that year.

Reflecting the growth previously discussed, the Tandy Leather segment accounted for 22.1% of total
Company net sales in 2003, up from 18.6% in 2002 and 17.7% in 2001.

Growth in net sales for the Tandy Leather segment in 2003 and 2002 resulted primarily from our expansion
program. Segment expansion during 2003 and 2002 consisted of the opening of 12 and 14 new stores,
respectively. The 2002 expansion was partially offset by the closing of the central mail order operation in
September of that year.

Our sales mix by customer group for 2003 was as follows:

Customer Group

Retail 72%
Institution 6%
Wholesale 21%
National accounts 0%
Manufacturers 1%

Total 100%
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Operating income as a percentage of sales increased in 2003 when compared to 2002. Segment gross
margin increased from 59.5% in 2002 to 63.0% in 2003 due to increased retail sales and more efficient
purchasing of product from vendors. Segment operating expenses as a percent of sales increased by
1.95% in 2003. Expanded advertising initiatives and rent for store space accounted for the operating
expense increase, offset partially by a decrease in costs to ship merchandise to customers. The decrease
in shipping is a result of the store expansion as more sales occur in the stores as compared to ordering via
mail, phone or the Internet.

Segment gross margin as a percent of sales increased by 3.4% in 2002 over 2001 while operating expenses
as a percent of sales increased 2.6%. The comparison between 2002 and 2001 is somewhat convoluted
as this segment operated solely as a central mail order operation in 2001 but began opening retail stores
in 2002 and closed the central mail order operation in September 2002. The opening expenses associated
with the new stores as well as new advertising programs contributed to the increase in operating expenses
in 2002 but was offset somewhat with reductions in shipping costs and central facility operation and
maintenance costs.

We intend to continue the expansion of Tandy Leather’s retail store chain in 2004 by opening a total of 10-
15 new stores throughout the year. As of March 1, 2004, we have opened three stores in 2004: the
Syracuse, NY and Minneapolis, MN stores opened in January, and the St. Louis, MO store opened in
February. We remain committed to a conservative expansion plan for this segment that minimizes risks to
the Company’s profits and maintains financial stability.

Cushman Segment

Segment Net Segment Segment Operating Operating Income
Sales Increase Operating Income Incr (Decr)  as a Percentage
Year from Prior Year Income from Prior Year of Segment Sales
2003 (10.6)% $30,911 76.1% 1.7%
2002 3.3% $17,558 117.6% 0.9%
2001 (20.2)% $(99,547) (133.5)% 5.1)%

The Cushman segment accounted for 4.4% of the total Company sales in 2003 compared with 5.1% and
5.3% in 2002 and 2001, respectively.

The 2003 decrease in Cushman's net sales resulted from the continued slowdown in the headwear industry
overall. Several of Cushman's customers (hat manufacturers) are on shortened work weeks due to the
decline in orders. Segment gross margin as a percentage of sales decreased 4.0% from 2002. However,
operating income improved modestly.

For 2002, Cushman'’s sales were up modestly (3.3%) while gross profit margins increased from 28.6% to
34.6%. Operating income increased from a $99,000 loss in 2001 to income of $17,000 for 2002. The
elimination of goodwill amortization accounted for the improvement.

See "Financial Condition" section below for detailed discussion regarding the effect of the change in
accounting principle and the resulting write-down of Cushman's goodwill in 2002.

The sales and profits from the Cushman segment are immaterial to our company as a whole, and the
segment does not fit our business model for the future. We are still assessing our long term strategic options
for this segment.

Financial Condition

At December 31, 2002, we held $655,000 of cash, $12.7 million of inventory, accounts receivable of $1.9
million, and $2.0 million of property and equipment. Goodwill and other intangibles (net of amortization
and depreciation) were $686,000 and $483,000, respectively. We also own a leather artwork collection,
most of which was created by Al Stohlman, a legendary leathercrafter, valued on our balance sheet at
$250,000. Net total assets were $19.7 million. Current liabilities were $8.3 million (including $4.2 million of
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current maturities of long-term debt), while long-term debt was $2,000. Total stockholders’ equity at the
end of 2002 was $11.2 million.

At December 31, 2003, our net total assets were $19.1 million. We held $11.1 million of inventory and $1.9
million of property and equipment. Our cash totaled $1.7 million and our receivables were $1.8 million.
Current liabilities were $2.5 million, while our long-term debt was $1.8 million. Total stockholders' equity
at the end of 2003 had increased to $14.5 million, primarily as a result of the $2.7 million net income
recorded in 2003. The increase in cash from 2002 to 2003 was due primarily to the increase in cash sales
at Tandy Leather (as opposed to sales on open account), as well as the decrease in cash tied up in
inventory owned at the end of 2003 compared to 2002. While we have no required payment schedule
prior to maturity on our revolving line of credit, management strives to apply as much available cash as
possible to our outstanding debt balance. Generally speaking, the majority of cash on our balance sheet is
funds held in depository accounts with various banks awaiting collectibility for transfer either to our
operating account or to the line of credit.

Also at the end of 2003, the Company's ratio of debt to equity was 0.12%. Our ratio of current assets to
current liabilities was 6.16 to 1 at the end of 2003, and 1.94 to 1 at the end of 2002. The significant
improvement in the current ratio is due to the reclassification of our bank debt from current to long-term.
This reclassification occurred as a result of the elimination of the restricted cash requirement in our new
credit agreement with Wells Fargo Bank, N.A. that went into effect in November 2003 (discussed below).

Capital Resources and Liquidity

On November 3, 2003, the Company entered into a Credit and Security Agreement with Wells Fargo Bank,
N.A. (“Wells Fargo”), which replaced a line of credit with another bank affiliated with Wells Fargo. The
current facility matures in November 2005 and is secured by all assets of the Company. Also, in November
2003, we opted to reduce the maximum amount that may be borrowed under this line of credit to $5.0
million, thus reducing fees on the unborrowed portion of the credit line.

The Company is currently in compliance with all covenants and conditions contained in the Credit Facility
and has no reason to believe that it will not continue to operate in compliance with the provisions of these
financing arrangements. The principal terms and conditions of the Credit Facility are described in further
detail in Note 4 to the Consolidated Financial Statements, “Notes Payable and Long-Term Debt”.

The Company borrows and repays funds under revolving credit terms as needed. Principal balances at the
end of each quarter are shown below:

4th Qtr '02 1st Qtr '03 2nd Qtr '03 3rd Qtr '03 4th Qtr '03
$4,213,533 $5,810,598 $4,763,734 $2,669,116 $1,792,984

Total bank indebtedness at the end of 2002 and 2003 are shown below:

December 31, 2002 December 31, 2003
Principal Accr Interest Principal Accr Interest
Revolving Line $4,213,533 $15,706 $1,792,984 $6,374

Reflecting the reduction of bank indebtedness during the period, our financing activities for 2003, 2002
and 2001 had net cash requirements (deficits) of $1.3 million, $214,000 and $1.2 million, respectively.

The primary source of liquidity and capital resources during 2003 was cash flow provided by operating
activities. Cash flow from operations for 2003 was $3.3 million. The largest portion of the operating cash
flow was generated from net income and the reduction of inventory. Cash flow from operations in 2002
was $1.4 million, reflecting a larger investment in inventory in 2002 than in 2003. Cash flow from operations
in 2001 was $2.0 million.

Consolidated accounts receivable decreased to $1.8 million at December 31, 2003 compared to $1.9 million at
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December 31, 2002. Average days to collect accounts improved from 43.54 days in 2002 to 41.46 days in 2003
on a consolidated basis.

By segment, the days to collect were as follows:

Segment 2003 2002 Improvement
Leather Factory 39.43 41.52 2.09 days
Tandy Leather 38.88 34.09 (4.79) days
Cushman 58.37 63.26 4.89 days

Inventory decreased from $12.7 million at the end of 2002 to $11.1 million at December 31, 2003. We
expect our inventory will begin to slowly trend upward as we continue our expansion of the Tandy Leather
store chain. However, we are pleased with our reduced investment in inventory at the end of 2003 as it
was within 3% of our internal targets of optimum inventory levels. We intend to continue managing our
inventory levels to avoid tying up excessive capital.

Consolidated inventory turned 3.51 times during 2003, a slight slowdown from the 3.65 times turned in
2002. We compute our inventory turnover rates as sales divided by average inventory.

By segment, inventory turns are as follows:

Segment 2003 2002
Leather Factory 2.97 3.20
Tandy Leather 8.69 8.10
Cushman 3.71 412
Leather Factory-distribution centers only 8.26 7.96

Tandy Leather's inventory turns are significantly higher than that of The Leather Factory because its inventory
consists only of the inventory at the stores. Tandy Leather has no warehouse (backstock) inventory to
include in the turnover computation as the stores get their product from the Leather Factory central
warehouse. Leather Factory's turns are always slower because the central warehouse inventory supports the
stores and distribution centers.

Accounts payable was virtually unchanged from the end of 2002 at $1.5 million to the end of 2003 at $1.6
million.

As shown above, the largest use of operating cash in 2003 was for debt reduction. Capital expenditures
totaled $360,000 and $1.0 million for the years ended December 31, 2003 and 2002, respectively. The
2003 capital expenditures occurred primarily due to the expansion of the Tandy Leather segment and the
construction of the Stohlman Leather Museum and Gallery located at our Fort Worth corporate complex.
Capital expenditures in 2002 included approximately $600,000 in leasehold improvements for the central
warehouse and factory consolidation and remodeling of the Fort Worth Leather Factory store. Also in 2002,
we made expenditures of $436,000 to purchase four independent leathercraft stores for conversion to
Tandy Leather stores. Since we intend to continue opening or acquiring new Tandy Leather stores,
expenditures related to this expansion should continue into 2004. In 2001, we recorded capital
expenditures of $630,000 for computer equipment and software, and other equipment needed after the
acquisition of Tandy Leather.

We believe that cash flow from operations will be adequate to fund our operations in 2004, while also
funding expansion and debt reduction. In addition, we anticipate that this cash flow will enable us to meet
the contractual obligations and commercial commitments as shown in the following table. However, if
cash flows should decrease or uses of cash increase, we may defer debt reduction or increase our
borrowings on our line of credit as needed. We believe that, if desired, our present financial condition
would permit us to increase the maximum amount that could be borrowed from lenders. Further, we could
defer expansion plans if required by unanticipated drops in cash flow. In particular, because of the
relatively small investment required by each new Tandy Leather store, we have flexibility in when we make
most expansion expenditures.
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Off-Balance Sheet Arrangements

We have not had any off-balance sheet arrangements during 2003, 2002 and 2001, and we do not currently
have any such arrangements.

Contractual Obligations

The following table summarizes by years our contractual obligations and commercial commitments as of
December 31, 2003 (not including related interest expense):

Payments due by period

Contractual Obligations Total <1yr 1-3 yrs 4-5 yrs > 5yrs
Long-term debt (1) $1,792,984 - $1,792,984 - -
Capital lease obligations lsleplz 22 205 1,134 - - -
Operating leases (2) 6,748,288 1,843,650 4,371,281 $533,357 -

Total Contractual Obligations $8,542,406  $1,844,784  $6,164,265 $533,357 $ -

(1) Our loan from Wells Fargo matures in November 2005. The loan's maturity can be accelerated in the
event of a material adverse change or upon other occurrences described in the related credit agreement.
(2) These are our leased facilities.

Summary of Critical Accounting Policies

Management strives to report the financial results of the Company in a clear and understandable manner,
although in some cases accounting and disclosure rules are complex and require us to use technical
terminology. We follow generally accepted accounting principles in the U.S. in preparing our consolidated
financial statements. These principles require us to make certain estimates and apply judgments that affect
our financial position and results of operations. Management continually reviews its accounting policies,
how they are applied and how they are reported and disclosed in our financial statements. Following is a
summary of our more significant accounting policies and how they are applied in preparation of the
financial statements.

Basis of Consolidation. We report our financial information on a consolidated basis. Therefore, unless
there is an indication to the contrary, financial information is provided for the parent company, The Leather
Factory, Inc., and its subsidiaries as a whole. Transactions between the parent company and any
subsidiaries are eliminated for this purpose. We own all of the capital stock of our subsidiaries, and we do
not have any subsidiaries that are not consolidated. None of our subsidiaries are “off balance sheet”.

Revenue Recognition. We recognize revenue for retail (over the counter) sales as transactions occur and
other sales upon shipment of our products provided that there are no significant post-delivery obligations to
the customer and collection is reasonably assured, which generally occurs upon shipment. Net sales represent
gross sales less negotiated price allowances, product returns, and allowances for defective merchandise.

Allowance for Accounts Receivable. We reduce accounts receivable by an allowance for amounts that
may become uncollectible in the future. This allowance is an estimate based primarily on our evaluation of
the customer's financial condition, past collection history, and the aging of the account. If the financial
condition of any of our customers deteriorates, resulting in an impairment or inability to make payments,
additional allowances may be required.

Inventory. Inventory is stated at the lower of cost or market and is accounted for on the “first in, first out”
method. This means that sales of inventory treat the oldest item of identical inventory as being the first sold.
In addition, we periodically reduce the value of our inventory for slow-moving or obsolete inventory. This
reduction is based on management's review of items on hand compared to their estimated future demand.
If actual future demand is less favorable than those projected by management, additional write-downs may
be necessary. Goods shipped to us are recorded as inventory owned by us when the risk of loss shifts to
us from the supplier.

The Leather Factory

Goodwill. We have indicated above that a change in the accounting rules necessitated a change in 2002
in how we report goodwill on our balance sheet. As a result, we incurred an impairment write-down in
2002 of our investment in Cushman in the amount of $4.0 million. The remaining goodwill on our balance
sheet is analyzed by management periodically to determine the appropriateness of its carry value. As of
December 31, 2003, management has determined that the present value of the discounted estimated
future cash flows of the stores associated with the goodwill is sufficient to support their respective
goodwill balances. If actual results of these stores differs significantly from management's projections, such
difference could affect the present value calculation in the future resulting in an impairment of all or part
of the goodwill currently carried on the Company's balance sheet.
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QUANTITATIVE AND QUALITATIVE DISCLOSURES ABOUT MARKET RISK

We face exposure to financial market risks, including adverse movement in foreign current exchange rates
and changes in interest rates. These exposures may change over time and could have a material impact on
our financial results. We do not use or invest in market risk sensitive instruments to hedge any of these risks
or for any other purpose.

Foreign Currency Exchange Rate Risk

Our primary foreign currency exposure is related to our subsidiary in Canada. The Leather Factory of
Canada, Ltd. has local currency (Canadian dollar) revenue and local currency operating expenses. Changes
in the currency exchange rate impacts the U.S. dollar amount of revenue and expenses. See Note 11 to the
Consolidated Financial Statements, “Segment Information”, for financial information concerning the
Company's foreign activities.

Interest Rate Risk

We are subject to market risk associated with interest rate movements on outstanding debt. Our
borrowings under the credit facility with Wells Fargo accrue interest at a rate that changes with fluctuations
in the prime rate. Based on the Company's level of debt at March 5, 2004, an increase of one percent in
the prime rate would result in additional interest expense of approximately $18,000 during a twelve-month
period.

Forward-Looking Statements

This report contains forward-looking statements of management. In general, these are predictions or
suggestions of future events and statements or expectations of future occurrences. There are certain
important risks that could cause results to differ materially from those anticipated by some of the forward-
looking statements. Some, but not all, of the important risks which could cause actual results to differ
materially from those suggested by the forward-looking statements include, among other things:

< We might fail to realize the anticipated benefits of the opening of Tandy Leather retail stores or we might
be unable to obtain sufficient new locations on acceptable terms to meet our growth plans. Also, other
retail initiatives might not be successful.

= Political considerations here and abroad could disrupt our sources of supplies from abroad or affect
the prices we pay for goods.

» Continued involvement by the United States in war and other military operations in the Middle East and
other areas abroad could disrupt international trade and affect the Company's inventory sources.

< The recent slump in the economy in the United States, as well as abroad, may cause our sales to
decrease or not to increase or adversely affect the prices charged for our products. Also, hostilities,
terrorism or other events could worsen this condition.

< As aresult of the on-going threat of terrorist attacks on the United States, consumer buying habits could
change and decrease our sales.

« Livestock diseases such as mad cow could reduce the availability of hides and leathers or increase their
cost. Also, the prices of hides and leathers fluctuate in normal times, and these fluctuations can affect
the Company.

« If, for whatever reason, the costs of our raw materials and inventory increase, we may not be able to
pass those costs on to our customers, particularly if the economy has not recovered from its downturn.

« Other factors could cause either fluctuations in buying patterns or possible negative trends in the craft
and western retail markets. In addition, our customers may change their preferences to products other
than ours, or they may not accept new products as we introduce them.
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« Tax or interest rates might increase. In particular, interest rates are likely to increase at some point from
their present low levels. These increases will increase our costs of borrowing funds as needed in
our business.

« Any change in the commercial banking environment may affect us and our ability to borrow capital
as needed.

= Other uncertainties, which are difficult to predict and many of which are beyond the control of the
Company, may occur as well.

The Company does not intend to update forward-looking statements.
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