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KEITH S. WALTERS

CHAIRMAN, CEO & PRESIDENT

For several years we have anticipated major restructuring
in the two business segments (Print and Apparel) in which
Ennis participates. The evolution of these markets has been
slowed by an unusual economy, where the stock market
is doing well, but inflation is still non-existent and interest
rates are near zero. This environment has allowed under
performing companies to remain in the marketplace, even
though their financial performance would appear to call for
a restructuring. The past year some of those companies
were forced to face those challenges.

The merger of Standard Register and WorkflowOne a couple of
years ago has proven to be a disappointment for their stakeholders.
Standard Register is now in bankruptcy proceedings and hopes to
emerge as a stronger restructured company later this year. While a
competitor, most players in the print industry were nostalgic about
the problems to such a venerable name in our industry. We believe
opportunities will be created from these developments. If not for
Standard Register, it will be others in the industry who capitalize on
the uncertainties surrounding their reorganization.

Today we have a greatly reduced number of national players in

the Print marketplace. Even less command the breadth of product
diversity and the depth of geographic presence that Ennis possesses.
Mid-sized and larger customers will be looking for sources in the
future simply due to the shrinking market of manufacturers who can
meet their needs. These opportunities will come to us whether we
buy additional companies or not, and at times without the price of
intangible assets created through acquisitions. The multiple scenarios
for growth in the future give us the confidence that we can maintain
the top line and improve the bottom line.

The Apparel market is also experiencing major change. The largest
player in the marketplace has made acquisitions of several companies,
further limiting the choices of the end users. In addition, the financial
results in the t-shirt market are depressed by price decreases for
finished product in advance of the actual cotton costs on inventory
declining. As a response, Alstyle has moved some production to
custom products and introduced numerous changes in our product
offerings of materials and styles.

THE PRINT SEGMENT

Once again the Print Segment has managed to perform well.

The Company has continued its acquisition strategy of acquiring
companies with good products and solid financial results. The
purchase price of these companies were at reasonable multiples for
both parties. This has been our strategy in the Print Group over the
past 18 years. We attempt to reinvest our profits in a manner that not
only grows the top line, but increases cash flow for the benefit of our
shareholders. We ended with the Print Segment sales exceeding $380



million and anticipate we will exceed $400 million
in sales for the Print Segment in the next fiscal
year. Our operating margins have continued

to improve. We believe there are a lot of
opportunities for growth over the next five years.

GROWTH OPPORTUNITIES

The acquisition of Sovereign Business Forms
plants in June of 2014 gave us five new

plants in four new geographic locations. We
expanded our geographic presence in Texas
with Tri-C Business Forms in Houston, and
Falcon Business Forms in Corsicana, Texas.
This brings our foot print in Texas to five plants,
considering the combination of two plants in
Arlington, Texas that were less than a mile apart.
We also added Forms Manufacturers, Inc. in
Girard, Kansas which complements our two
Kansas plants in Fort Scott and Columbus. We
completed the acquisition of Mutual Graphics in
the Knoxville, Tennessee area, with the plan to
combine our Knoxville Ennis plant with Mutual
Graphics into one owned facility. That move

is already complete. Finally, we added Curtis
Business Forms in Holyoke, Massachusetts
which expanded our presence in New England.
Sovereign was a
solid acquisition

for Ennis as these
plants are primarily
producing shaps and
continuous forms,
core products for
Ennis. The Sovereign
businesses have been
stable, profitable, and
their raw material is
primarily carbonless
paper, an Ennis
strength. This product growth has contributed to
our margin increase due to the higher value-add
the carbonless products bring to our financials.
We have been very pleased with this acquisition
and especially with the continued strength of
the sales from these plants. These results were
a pleasant surprise given the general decline of
these products in the marketplace.

We also look to smaller acquisitions where

we find situations that make sense, such as
expanding a product line in a given location. The
acquisition of Hoosier Data Forms was such an
acquisition. We merged our Printegra business
in Indianapolis with Hoosier Data Forms, also

in Indianapolis, creating a larger business with

‘“WE HAVE STAYED
CONSTANT IN OUR

APPROACH TO GROWTH
AND PROFITABILITY...

two brand names and expanded product lines.
We have always been opportunistic in our
acquisitions, and as is usually the case, it was a
good fit for both parties.

We ended the calendar year by acquiring Kay
Toledo Tag in Toledo, Ohio and Special Service
Partners in Neenah, Wisconsin on December
31, 2014. This acquisition expanded our Tag
product line into five locations and made Ennis
Inc. the dominant tag producer in the U.S. Since
we already owned the existing plants of Atlas
Tag in Neenah, Wisconsin, Ennis Tag & Label in
Wolfe City, Texas, and our facility in DeWitt, lowa,
we can handle short-run, long-run and digital
production of tags for customers of all sizes and
needs. We were pleased to add Kay Toledo Tag
and Special Service Partners to our Tag brands
as they have been quality competitors in the
marketplace for many years.

Our acquisition program focuses on adding new
products, new locations, and new brands to the
Print Segment of the Company. A consideration
in purchase price is a focus on maximizing the
tangible assets to our balance sheet, while
minimizing goodwill and other intangible assets.
We will continue to
keep our debt ratios as
low as possible. It is
equally important that
the facilities we acquire
can adapt to our
culture and standards
of integrity. We look
for people who are
honest, hardworking,
and have a sense of
pride in producing
products for a fair
price, while striving to make a reasonable return
for our shareholders. Each of our plant managers
feels a sense of owning the business he or she
runs. That culture has allowed Ennis to avoid the
deep layers of management that many of our
larger competitors have built into their business
model. We have said several times, but it bears
repeating, that we don’t initiate cost savings
plans once a year to improve earnings. Every one
of our plant managers knows what their costs
are, and because they have committed to an
annual budget which is “theirs”, they constantly
look for ways to flex their variable costs to the
amount of volume they actually receive into the
plant on a daily basis. It is with this discipline
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to managing their costs that allows Ennis to continue to maintain and often
improve its profit margins year after year.

OPERATIONAL STRATEGIES

While acquisitions have grown the Print Segment, the knowledge of our
cost structure has given us an advantage in our product pricing decisions.
We will often turn away business if the sell price requested is unrealistic.
We have stayed constant in our approach to growth and profitability which
has helped to stabilize the market pricing. Our workforce is extremely
stable and many of the plants have personnel who started their work career
three or four decades ago. This consistent business approach has allowed
us to avoid the many problems which are plaguing both small and large
competitors in our marketplace. Most public printing companies in our peer
group have much higher debt ratios than Ennis. Many of them have no real
tangible equity on their balance sheet due to the amount of intangible costs
they have created through their exorbitant acquisition prices. Most recently
one of our large competitors in the direct market filed for bankruptcy due

to the high level of debt and obligations on their balance sheet. When a
company is over-levered with too much debt, the business is always at risk.
Any cash flow problems will put the business in a position of not being able
to meet their debts on a timely basis.

The Company has one of the finests balance sheet in the printing

industry, and that reassures us we will be around for quite some time.

Our competitors will continue to struggle with too much debt. Eventually
interest rates must rise, and the additional problems associated with a rising
interest rate economy, will challenge their ability to remain competitive in
pricing. By not deviating from our philosophy of paying reasonable prices
for our acquisitions, we have minimized our intangible and goodwill assets,
allowing our tangible net worth to be one of the few positive examples in
the printing industry. Our continued approach of quoting our products with
a view to making money for our shareholders has contributed stability to
the indirect printing segment. Our long term relationships are not limited to
our employees. We have equally stable partnerships with our key suppliers,
which has yielded significant benefits to our financial strength, and our
ability to be the preferred vendor for many of our customers.

APPAREL SEGMENT

Our Fiscal Year 2015 results were below where we would target them in both
revenue and profits, but we saw positive developments in the second half

of the year. We expect those positive changes to continue through Fiscal
Year 2016 and improve our results going forward. Our sales showed modest
growth in the second half of the year compared to second half of FY2014.
Our margins improved towards the end of FY2015 on a sequential basis after
excluding the impairment charge in the 3rd quarter.

We have discussed for the last two years the apparel industry challenges
related to globalization of the industry and domestic pricing pressure. The
apparel industry is still facing most of those challenges and possibly new
ones with the proposed TPP Trade Pact currently proposed. We anticipate
that our apparel division will continue to face short term challenges.
Globalization of the apparel industry has brought many cheaper yet

highly perceived value alternatives to the domestic market. While our



customers have not been able to get the same value and service from off-
shore manufacturers as they expect from us, they have certainly become
accustomed to cheap offshore prices.

Customers are finding it difficult to outsource their manufacturing needs
abroad, particularly in Asia, on a consistent basis. Several customers are
bringing some of their critical programs back to the Western Hemisphere.
While we see this as a positive trend, their pricing expectations in many
cases are not realistic at current cost levels.

Additionally, the industry’s largest t-shirt industry manufacturer has put

the market under further pricing pressure by taking significant inventory
write downs in the market value of its products in December of 2014. Those
reductions were passed on to distributors, our competitors, and by reducing
prices on most of their basic products offerings. While this may be a good
market share strategy for them long term, it has added to pricing volatility in
the market. Some of our other competitors may struggle in this environment.
In addition, retailers, brands and other customers have been asking for
discounts due to the recent decline in cotton prices. Unfortunately, these
requests are premature as manufacturers will actually not benefit from the
lower price of cotton until after their higher-priced cotton has moved though
the inventories.

While we are positioning Alstyle to face the described challenges,
unfortunately the changes will not yield complete benefits immediately. We
have made and are making significant changes in our business to compete
and stay profitable. We have seen many positive developments that we
expect to continue into fiscal 2016.

This year we lost a significant amount of business due to three main reasons.

e Some of our low-price but high-volume buyers
moved to cheaper products to respond to continued
pricing pressure from retail outlets.

e Some of our large customers did not get as much
volume with their licenses as they had in fiscal 2014.

e Many customers moved their programs to softer
fabrics as part of a shift from open-end fabrics to
light-weight softer fabrics. In the first half of the year,
we had to give significant price discounts on many
products to protect our sales.

As part of the shift from open end products to softer products, we saw a
significant decline in our business on an overall basis the last two years.
However, our sales on some of our high-quality open end products have
now become steady or are showing an increase on a comparative basis.
The basic 6 oz. t-shirt has been our staple product for many years. Those
markets continue to show good demand as many customers are still valuing
it above the new ringspun products available in the market.

In the last few months, we focused on launching new styles with softer

fabrics to respond to the changing market situation. Currently our new softer
products are building inventories in our warehouses for future demand. The
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new products are being well received by our customers. The launch of these new products lines
have brought significant challenges to our manufacturing and distribution operations. To a lesser
extent, we will be working diligently to meet these challenges much of this year.

Our sales and marketing teams are focused on introducing our expanded product offerings to our
existing customers and new prospects. Our new website was well received by our existing and new
customers. This year we booked record sales on our website and had a record year in registering
new customers.

We have further developed our capabilities to do private label programs. This year we have
successfully handled many such programs. These private label programs have helped us reduce
the impact of the sales decline we saw from the low-price buyers who supply big box retailers. We
will continue to enhance our capabilities in this area and entertain more private label programs in
the future.

The sudden price shifts in the market place pushed our inventory levels higher than we felt
necessary, since we did not choose to meet some of the lower pricing demands. It was also
necessary to change the mix of our inventory in recognition of our market moving away from open
end products. We are working aggressively to bring our inventory levels down and are pleased with
the significant progress in the last few months.

In recent years we have seen cost increases and labor challenges in our Hermosillo operation.
Many of the challenges can be attributed to job competition created by the automotive industry in
Hermosillo and volatile union situation across the city. We have taken several steps to reduce labor
exposure in the city. These steps to control costs have moved jobs to other facilities in our network
and reduced costs on an overall basis. We will continue to review the labor situation in Hermosillo
and our other plants. We will take further actions as necessary to control our costs and stay
competitive in this highly price-sensitive industry.

While we believe our fiscal year 2016 will be challenging, we continue to remain optimistic about its
potential. We have seen many positive developments recently as response to the recent changes
we have made to our business. We will continue to effectively plan and implement more changes to
meet our apparel industry’s challenges.

CLOSING COMMENTS

In closing, the Company will continue to value a strong balance sheet. We believe it allows the
flexibility to return value to our shareholders. It allows the ability to continue to be opportunistic
on the acquisitions front. It also enables us to support our stock through our stock repurchase
program when appropriate. We have the financial means to be able to continue our long history of
returning capital to our shareholders through our dividend program.

There are still many challenges ahead, on both the print and apparel fronts, but we will continue to
remain diligent to operating as effectively as possible in any market conditions.

uthe 4. Waltire)

KEITH S. WALTERS
CHAIRMAN, CEO & PRESIDENT



FINANCIAL HIGHLIGHTS

WORKING CAPITAL LONG-TERM DEBT
(in millions) (in millions)
176.3
172 3 105.5 106.5
150 4 |
2013 2014 2015 2013 2014 2015
CURRENT RATIO LONG-TERM DEBT TO EQUITY RATIO
(to 1.0) 54 (to 1.0) 057

2013 2014 2015 2013 2014 2015

SELECTED CONSOLIDATED FINANCIAL DATA

Fiscal Year Ended
(Dollars and shares in thousands, except per share amounts)

2015 2014 2013
Net Sales $580,240 $542,442 $533,506
Gross profit margin 145,476 143,793 124,152
Earnings before taxes and impairment 54,191 56,018 38,618
Net earnings, before impairment 34,563 35,349 24,715
Earnings and dividends per share (preimpairment):
Basic 1.34 1.35 0.95
Diluted 1.34 1.35 0.95
Dividends 0.70 *0.53 *0.88
Weighted average common shares outstanding:
Basic 25,864 26,125 26,036
Diluted 25,864 26,146 26,053

* The May 2013 dividend of $0.175 was paid in advance to shareholders on December 28, 2012.
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ROCK

STABILITY

Important shifts are taking place
in the print industry. While end
user organizations still rely heavily
on printed products to operate
their businesses and promote
their capabilities, these same
organizations are buying and using
print in different ways.

To locate sources and place
orders, end users are pointing
and clicking, not just dialing.
They’re communicating through an
impressive mix of print and non-
print materials to gain the attention
of their clients and prospects.

IN A CHANGING MARKET

ENNIS CORPORATE HEADQUARTERS
MIDLOTHIAN, TX

This is the Age of Information, and distributors in the print market face both an aging industry and an
exciting opportunity. Strong demand still exists for core products such as business forms, apparel,
commercial printing, promotional products, envelopes, tags, labels, presentation products, plastic cards
and multimedia packaging. Yet at the same time, distributors and end-users seek new and powerful ways
to improve the process, not just the product — faster speed, improved workflow, shared information

and greater overall value for their clients.

Today’s distributors need a trusted partner to help them clear their desks, and to clear their minds.

Our customers are in business to gain accounts, and then ultimately the trust and loyalty of those
accounts. They need a partner with a track record of acting instead of reacting.

That’s why so many distributors place their business — and more importantly, their trust — in Ennis

and our many brands.



Since our founding in 1909 as a single print

shop in Ennis, Texas, our company has been

a collection of hard-working people, guided

by simple principles. We strive for excellence.
We work passionately to solve our customers’
challenges. We produce and deliver high-

quality products, reliable service and innovative
solutions. We constantly seek ways to deliver the
kind of value that keeps customers coming back,
time and again.

One reason industry change hasn’t significantly
impacted Ennis is our reliable business model,
which is built on small and medium-sized
businesses rather than large ones.

As technologies affect the use of some of our
core products, we face less of an impact than
if our customers were giant corporations. In an
industry filled with so much change, Ennis is a
rock of stability to our customers.

That stability has been as constant as our
growth. Without a doubt, Ennis offers both the
largest plant footprint and product offering in
the print reseller marketplace. Our wide variety
of products enables our distributors to provide
customers with items to meet almost any print
need. As we like to say, “If it can be printed or
printed on, Ennis has it.SM”

In 2015, we could boast some impressive
numbers — more than 60 facilities across
North America, 36 unique brands offering the
widest variety of products and capabilities in
the industry, over 6,000 employees serving over
40,000 distributors worldwide.

But our power goes beyond our presence.

A much smaller number — ONE — is just as
significant: The one job that just entered an
Ennis facility. The one next customer whose
goals we take time to understand. The one new
suggestion we make to help a client differentiate
itself and add value.

It’s true that we have locations throughout North
America, and offer distributors the purchasing
power of a large corporation, but we also know
our customers’ first names.

Our one-to-one service and regional presence
make each client feel special and comfortable,
while our proximity to those customers cuts
down on their freight costs. Distributors

appreciate how each Ennis facility can react
quickly to current market demands within its
region and area of specialty.

Ennis understands that building revenue

occurs only when we build relationships. Our
professionals are trained to offer “big customer”
service to clients of any size. That means
communicating openly, sharing ideas and
working together with our distributors to help
them win and retain accounts.

It’s one thing to make products — and ours are
constantly in demand because end users need
those items to run their businesses — but it’s
even more rewarding to empower opportunities.

LEADING WITH INNOVATION
AND TECHNOLOGY

In our industry, distributors best suited for
growth can move and manage information

as well as they can sell printed products and
apparel. Today, offering solutions is the name of
the game, and Ennis provides the resources they
need to succeed.

A major priority at Ennis is making sure our
clients enjoy a rewarding experience each time
they do business with us. That means giving
them value even before ink hits the paper.

We understand the importance of literally
giving distributors solutions at their fingertips
— technology that streamlines the ordering
process, enables them to access shipping
schedules, helps them receive reports quickly
and more.

Ennis embraces its roots as a business forms
company, but today, we’re so much more.
People who haven’t used our services in a few
years might be surprised to learn what we have
to offer. While we are still a leading supplier

of print and apparel, we have also become a
progressive technology company that provides
innovative tools that help customers open doors
and acquire new business.

Our foundation in the print market is firm. Now,
we’re using technology to make it easier and
more rewarding for customers to turn to us.

Our focus on technology has been more like a
dial than a switch — over the last several years,
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3 Main Benefits Our :
Customers Receive

Organizations of all sizes are faced with
the challenge of doing more with less.
This can often be solved with a web-to-
print solution. Ennis’ EOS Touchpoint™
and MICRLink® are customizable online
portals that empower our customers to
develop profitable revenue streams and
secure more long-term contracts.

Here are three main benefits of using the
technology:

Brand control. Materials available
for ordering can be personalized
through online templates. This
helps organizations maintain
their branding guidelines,

design elements and production
requirements.

Document management. The
technology enables distributors to
give their customers version control
options that can be adjusted, so
specified users see only the content
and images relevant to them. This
“intelligent customization” also
enables organizations to track how
their brand materials and digital
assets are being ordered and used.

Time savings. Print ordering can’t be
streamlined unless it’s centralized.
The technology gives distributors
and their clients 24/7 access to

one location for customization and
ordering. Fewer people need to be
involved in each order.

12

we have invested in key resources and capabilities
to help develop new profitable revenue streams
and secure long-term print contracts. Large
software companies, major retailers and other
organizations use and recommend our technology
because our philosophy is different, and in

many ways, the technology is superior in the
marketplace.

Cornerstones of Ennis’ technology offerings are
e-commerce platforms called EOS Touchpoint™
and MICRLink®. Using these systems, our
clients have web-to-print sites with the look and
functionality that best meets their needs — a
document management portal used by some

of the world’s largest financial institutions, a
marketing portal enabling document and signage
customization for a franchisor with multiple
locations and brand-control requirements, or
perhaps just a more efficient way for clients to
place orders.

EOS Touchpoint has been a big win for our
customers — they’re immediately boosting their
credibility with larger customers, getting in front of
new prospects and capturing increased revenues.

It’s ideal for organizations with multiple locations, a
wide range of materials and demanding marketing
departments. Ennis’ e-commerce success has
been substantial and widespread. Since its
inception, tens of thousands of users have placed
hundreds of thousands of orders, resulting in tens
of millions of dollars in sales.

E-commerce successes abound in multiple
vertical markets, including financial, health care,
automotive, software, government, quick-serve
restaurants and convenience stores. We have
created dozens of custom solutions, including
ones for well-known brands.

These technology solutions are wins for Ennis, too
— our manufacturing facilities are receiving more
volume from distributors who use the technology.
Orders are streamlined into our ERP system,
eliminating steps within the order entry and pre-
press processes.

Connectivity is a big deal to Ennis’ distributor
customers, and we integrate with many third-party
platforms. This gives users self-service access to
shipping notifications, order management reports,
internal communications and other details.



Now more than ever, online self-service access is in high demand. In fact, 67% of people prefer
self-service over speaking with a company representative, according to a recent Coleman Parkes
Research survey. In addition, 75% of people surveyed said they would prefer to use online self-
service over a call center due to better speed, accuracy and convenience, according to Amdocs.

Ennis is at the forefront of the self-service trend. We introduced our new Customer SelfService Portal,
enabling customers to track every step of their order 24/7.

Our customers enjoy this faster, more functional order management system. And they’re not using it
solely to track orders. They’re also placing reorders that automatically move into production, as well
as viewing and paying invoices, uploading custom artwork to any Ennis facility, placing new orders for
stock and semi-custom catalog items, and downloading marketing materials specific to products

and markets.

The bottom line is that Ennis makes it possible for customers to experience our company in whatever
way they choose, whenever they choose.

A CONTINUALLY EXPANDING NETWORK

The Ennis network consists of highly distinguished brands — more than 60 locations throughout
North America, including 11 Ennis-named facilities and 36 unique brands.

They’re all part of our continuing mission to add new product lines and bring a broader base of
solutions to distributors.

Strategic acquisitions of competitive companies continue to be an important part of our growth and
leadership position in the print industry.

We continue to see an increased supply of printing businesses for sale. Many people are reaching a
point where they want to monetize the equity of their business while there is still value and interest.
We are having more dialogue with potential sales candidates than in past years, and are optimistic
about the pool of potential acquisitions in the industry today.

Our guiding force is a smart, time-tested approach to
targeting acquisition candidates. Viable candidates for
us are well-managed companies with a solid culture
and operating style, but going through a transition to a

‘“IT'S ONE THING
new printing world. Improving those companies often

TO MAKE
requires the addition of modest capital, improved raw
material pricing, updated IT systems or just better PRODUCTS, BUT

factory management methods.

IT'S EVEN MORE
our customer base. Deals that help us offer current REWARDING

The acquired product line needs to make sense for

customers new products and opportunities are among

our best successes. TO EMPOWER
They often result in strategic relationships with OPPORTUN ITIES"

customers that may not have done much business with
existing Ennis locations.

The additions over the years of security documents, presentation folders, envelopes, pressure
sealers, and point-of-purchase printing are examples of acquisitions that changed the face of Ennis
to our traditional customer base. These acquired companies have significantly reduced our exposure
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to the decline in traditional forms. But our traditional forms acquisitions have also been successful for
the industry by helping to stabilize the traditional forms market during a slow decline for that segment.

Within the past 12 months, Ennis welcomed the following companies into our network:

e Sovereign Business Forms, which includes regional brands Mutual
Graphics in Knoxville, Tenn.; TRI-C Business Forms in Houston, Texas;
Falcon Business Forms in Corsicana, Texas; Forms Manufacturer in
Girard, Kansas; and Curtis Business Forms in Holyoke, Mass.

e Kay Toledo Tag in Toledo, Ohio and Special Service Partners in
Neenah, Wisconsin. They are experts in digital printing and customer
short-run printing.

¢ Hoosier Data Forms in Indianapolis, Indiana. It produces traditional
snap-outs, continuous forms, cut sheets and additional value added
services.

One reason we have an excellent track record of acquiring companies is that we enable them to
maintain their identities — each of our operations manages with a great degree of autonomy.

General managers are tasked with running the operation as if it was their own small or mid-sized
business. This gives each location the ability to operate the way that best fits its regional customer
base and react to local customer needs.

In 2015 and beyond, Ennis will continue to be an opportunistic buyer. We continue to believe there is
significant potential in this market through smart, strategic acquisitions that allow for top-line growth
without negatively impacting operating margins.

We appreciate the responsibility to take a customer’s idea and turn it into a success. Ennis and our
many brands do this every day.
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10-K or any amendment to this Form 10-K. [J

Indicate by check mark whether the Registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer or a smaller reporting
company. See the definitions of “large accelerated filer,” “accelerated filer” and “smaller reporting company” in Rule 12b-2 of the Exchange
Act. (Check one).

Large accelerated Filer CJ Accelerated filer & Non-accelerated filer (I Smaller reporting company [
(Do not check if a smaller reporting company)

Indicate by check mark whether the Registrant is a shell company (as defined in Rule 12b-2 of the Exchange Act). Yes 0 No M

The aggregate market value of voting stock held by non-affiliates of the Registrant as of August 31, 2014 was approximately $364 million.
Shares of voting stock held by executive officers, directors and holders of more than 10% of the outstanding voting stock have been excluded
from this calculation because such persons may be deemed to be affiliates. Exclusion of such shares should not be construed to indicate that any
of such persons possesses the power, direct or indirect, to control the Registrant, or that any such person is controlled by or under common
control with the Registrant.

The number of shares of the Registrant’s Common Stock, par value $2.50, outstanding at April 30, 2015 was 25,811,026.
DOCUMENTS INCORPORATED BY REFERENCE

Portions of the Registrant’s Proxy Statement for the 2015 Annual Meeting of Shareholders are incorporated by reference into Part 111 of this
Report.
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Cautionary Statements Regarding Forward-Looking Statements

All of the statements in this Annual Report on Form 10-K, other than historical facts, are forward-looking statements,
including, without limitation, the statements made in the “Management’s Discussion and Analysis of Financial
Condition and Results of Operations,” particularly under the caption “Overview.” As a general matter, forward-
looking statements are those focused upon anticipated events or trends, expectations, and beliefs relating to matters
that are not historical in nature. The words “could,” “should,” “feel,” “anticipate,” “aim,” “preliminary,” “expect,”
“believe,” “estimate,” “intend,” “intent,” “plan,” “will,” “foresee,” “project,” “forecast,” or the negative thereof or
variations thereon, and similar expressions identify forward-looking statements.
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The Private Securities Litigation Reform Act of 1995 provides a “safe harbor” for these forward-looking statements.
In order to comply with the terms of the safe harbor, Ennis, Inc. notes that forward-looking statements are subject to
known and unknown risks, uncertainties and other factors relating to its operations and business environment, all of
which are difficult to predict and many of which are beyond the control of Ennis, Inc. These known and unknown
risks, uncertainties and other factors could cause actual results to differ materially from those matters expressed in,
anticipated by or implied by such forward-looking statements.

These statements reflect the current views and assumptions of management with respect to future events. Ennis, Inc.
does not undertake, and hereby disclaims, any duty to update these forward-looking statements, even though its
situation and circumstances may change in the future. Readers are cautioned not to place undue reliance on forward-
looking statements, which speak only as of the date of this report. The inclusion of any statement in this report does
not constitute an admission by Ennis, Inc. or any other person that the events or circumstances described in such
statement are material.

We believe these forward-looking statements are based upon reasonable assumptions. All such statements involve
risks and uncertainties, and as a result, actual results could differ materially from those projected, anticipated or
implied by these statements. Such forward-looking statements involve known and unknown risks, including but not
limited to, general economic, business and labor conditions and the potential impact on our operations; our ability to
implement our strategic initiatives and control our operational costs; dependence on a limited number of key suppliers;
our ability to recover the rising cost of raw materials and other costs (i.e., energy, freight, labor, benefit costs, etc.) in
markets that are highly price competitive and volatile; our ability to get our utilities to meet our projected demand,;
our ability to timely or adequately respond to technological changes in the industry; the impact of the Internet and
other electronic media on the demand for forms and printed materials; the impact of foreign competition, tariffs, trade
regulations and import restrictions; changes in economic, political and social instability relating to our foreign
operations; customer credit risk; competitors’ pricing strategies; a decline in business volume and profitability could
result in an impairment in our reported goodwill negatively impacting our operational results; our ability to retain key
management personnel; our ability to identify, manage or integrate acquisitions; and changes in government
regulations.

PART I
ITEM 1. BUSINESS
Overview

Ennis, Inc. (the “Company”) (formerly Ennis Business Forms, Inc.) was organized under the laws of Texas in
1909. Ennis, Inc. and its subsidiaries print and manufacture a broad line of business forms and other business products
(the “Print Segment™) and also manufacture a line of activewear (the “Apparel Segment”) for distribution throughout
North America. The Print Segment distributes business products and forms throughout the United States primarily
through independent dealers. This distributor channel encompasses independent print distributors, commercial
printers, direct mail, fulfillment companies, payroll and accounts payable software companies, and advertising
agencies, among others. The Apparel Segment produces and sells activewear, including t-shirts, fleece goods and
other wearables. Distribution of our activewear throughout the United States, Canada and Mexico is primarily through
sales representatives. The distributor channel encompasses activewear wholesalers and screen printers. We offer a
great selection of high-quality activewear apparel with a wide variety of styles and colors in sizes ranging from toddler
to 6XL. The apparel line features a wide variety of tees and fleece.



On December 31, 2014, we completed the acquisition of the stock of Kay Toledo Tag and Special Service Partners
and their related entities (collectively “Kay Toledo™) for $16.2 million cash, in a stock purchase transaction. An
additional $1.0 million is available to be paid over the next 3 years under an earn-out provision if certain financial
metrics are achieved. Kay Toledo has locations in Toledo, Ohio and Neenah, Wisconsin through Special Service
Partners. Experts in digital printing and customer short-run printing, Kay Toledo produces tags, labels, tickets and
commercial printing. Kay Toledo, which generated approximately $25.0 million in sales for the twelve month period
ended December 31, 2014 and will continue to operate under its respective brand names.

On October 3, 2014, we acquired the assets of Hoosier Data Forms for $0.2 million in cash plus the assumption of
certain trade payables. Management considers this acquisition immaterial and has omitted further discussion.

On June 16, 2014, we acquired the assets of Sovereign Business Forms, and its related entities, TRI-C Business
Forms, Inc., Falcon Business Forms, Inc., Forms Manufacturers, Inc., Mutual Graphics, Inc., and Curtis Business
Forms, Inc. (collectively “Sovereign”) for $10.6 million in cash plus the assumption of certain trade liabilities. In
addition, if certain financial metrics are met, an additional $1.0 million is available to be paid over the next 4 years
under an earn-out provision. The cash portion of the purchase price was funded by borrowing under our line of credit
facility. Sovereign produces snap sets, continuous forms and checks, laser forms, cut sheet forms and checks, and
imprinted envelopes. Sovereign generated approximately $27.1 million in sales for the twelve month period ended
December 31, 2013 and will continue to operate under its respective brand names.

On September 27, 2013, we acquired the assets of the Custom Envelope Division (“CED”), part of the Custom
Resale Group of Cenveo, Inc., for $47.25 million in cash plus the assumption of certain trade liabilities. The cash
portion of the purchase price was funded by borrowing under our line of credit facility. The CED assets are comprised
of the Wisco® brand (“Wisco”), which is produced at an owned facility in Tullahoma, TN, and the National Imprint
Corporation (“NIC”) and National Imprint Corporation® brand, which is produced in a leased facility in Claysburg,
PA. Wisco produces and folds various types of envelopes, and NIC is an imprinter of envelopes. Both of these
products are sold through print distributors and will continue to be operated under the Wisco and NIC brand names at
their respective locations. Wisco and NIC had sales in excess of $40 million for the twelve month period ended
December 31, 2012.

On September 30, 2013, we acquired the assets of the businesses operating under the trade name of Folder
Express® from Wright Printing Company for $14.6 million in cash plus the assumption of certain trade payables. The
cash portion of the purchase price was funded by borrowing under our line of credit facility. The businesses produce
folders and specialty folders for music stores and public schools. The businesses had combined sales of approximately
$20 million during the twelve month period ended December 31, 2012 and operates under the Folder Express and
other brand names.

Business Segment Overview

Our management believes we are the largest providers of business forms, pressure-seal forms, labels, tags,
envelopes, and presentation folders to independent distributors in the United States and are also a significant provider
of blank t-shirts in North America to the activewear market. We operate in two reportable segments: Print and
Apparel. For additional financial information concerning segment reporting, please see Note 13 of the Notes to the
Consolidated Financial Statements beginning on page F-28.

Print Segment

The Print Segment, which represented 66%, 63%, and 63% of our consolidated net sales for the fiscal years ended
February 28, 2015, February 28, 2014, and February 28, 2013, respectively, is in the business of manufacturing,
designing and selling business forms and other printed business products primarily to distributors located in the United
States. The Print Segment operates 58 manufacturing plants throughout the United States in 22 strategically located
states. Approximately 96% of the business products manufactured by the Print Segment are custom and semi-custom
products, constructed in a wide variety of sizes, colors, number of parts and quantities on an individual job basis
depending upon the customers’ specifications.



The products sold include snap sets, continuous forms, laser cut sheets, tags, labels, envelopes, integrated products,
jumbo rolls and pressure sensitive products in short, medium and long runs under the following labels: Ennis®, Royal
Business Forms®, Block Graphics®, Specialized Printed Forms®, 360° Custom LabelsSM, ColorWorx®, Enfusion®,
Uncompromised Check Solutions®, VersaSeal®, Witt Printing®, B&D Litho®, Genforms®, PrintGraphicssM,
Calibrated Forms®, PrintXcel™, and Printegra®, Curtis Business Forms®M, Falcon Business FormssM, Forms
Manufacturers™, Mutual Graphics™ and TRI-C Business FormsM. The Print Segment also sells the Adams-
McClure® brand (which provides Point of Purchase advertising for large franchise and fast food chains as well as
kitting and fulfillment); the Admore® and Folder Express® brands (which provide presentation folders and document
folders); Ennis Tag & Label®™ (which provides custom printed high performance labels and custom and stock tags);
Atlas Tag & Label®, Kay Toledo Tag®M, Special Service PartnersS™ (SSP) (which provides custom and stock tags
and labels); Trade Envelopes® and Block Graphics®, Wisco® and National Imprint Corporation® (which provide
custom and imprinted envelopes) and Northstar® and General Financial Supply® (which provide financial and
security documents).

The Print Segment sells predominantly through printers and independent distributors. Northstar also sells direct to
a small number of customers, generally large banking organizations (where a distributor is not acceptable or available
to the end-user), as does Adams-McClure, where sales are generally through advertising agencies.

The printing industry generally sells its products either through sales made predominantly to end users, a market
dominated by a few large manufacturers, such as R.R. Donnelley, Staples, Standard Register, and Cenveo, or, like the
Company, through a variety of independent distributors and distributor groups. While it is not possible, because of the
lack of adequate public statistical information, to determine the Company’s share of the total business products market,
management believes the Company is the largest producer of business forms, pressure-seal forms, labels, tags,
envelopes, and presentation folders in the United States distributing primarily through independent dealers.

There are a number of competitors that operate in this segment, ranging in size from single employee-owner
operations to multi-plant organizations. We believe our strategic locations and buying power permit us to compete on
a favorable basis within the distributor market on competitive factors, such as service, quality, and price.

Distribution of business forms and other business products throughout the United States is primarily done through
independent dealers, including business forms distributors, resellers, direct mail, commercial printers, payroll and
accounts payable software companies, and advertising agencies.

Raw materials of the Print Segment principally consist of a wide variety of weights, widths, colors, sizes, and
qualities of paper for business products purchased from a number of major suppliers at prevailing market prices.

Business products usage in the printing industry is generally not seasonal. General economic conditions and
contraction of the traditional business forms industry are the predominant factor in quarterly volume fluctuations.

Apparel Segment

The Apparel Segment represented 34%, 37%, and 37% of our consolidated net sales for the fiscal years ended
February 28, 2015, February 28, 2014, and February 28, 2013, respectively, and operates under the name of Alstyle
Apparel (“Alstyle”). Alstyle markets high quality knitted activewear (including t-shirts, tank tops and fleece) across
all market segments. The main products of Alstyle are standardized shirts manufactured in a variety of sizes and colors.
Approximately 99% of Alstyle’s revenues are derived from t-shirt sales and approximately 90% of its sales are
domestic. Alstyle’s branded product lines are sold mainly under the AAA® and Murina® brands.

Alstyle’s primary manufacturing operations are in an owned manufacturing facility located in Agua Prieta,
Mexico. Alstyle has three cut and sew facilities in Mexico (Agua Prieta, Ensenada and Hermosillo). In addition to
its owned cut and sew facilities, Alstyle may also use outsourced manufacturers from time to time to supplement a
portion of its cut and sew needs. After sewing and packaging is completed, the product is shipped to one of Alstyle’s
nine distribution centers located across the United States, Canada, and Mexico.

Alstyle utilizes a customer-focused internal sales team comprised of twenty-four sales representatives assigned to
specific geographic territories in the United States, Canada, and Mexico. Sales representatives are assigned



performance objectives for their respective territories and are provided financial incentives for achievement of their
target objectives. Sales representatives are responsible for developing business with large accounts and spend a
majority of their time in the field.

Alstyle employs a staff of customer service representatives that handle call-in orders from smaller customers. Sales
personnel sell directly to Alstyle’s customer base, which consists primarily of screen printers, embellishers, retailers,
and mass marketers.

A majority of Alstyle’s sales continue to be branded products, with the remainder being customers’ private label
products. Generally, sales to screen printers and mass marketers are driven by price and the availability of products,
which directly impacts our inventory level requirements. Sales in the private label business are characterized by higher
customer loyalty, and as such, the Company increased its sales emphasis in this area over the past year and expects to
continue this effort in fiscal 2016.

Alstyle’s most popular styles are produced based on demand management forecasts to service at-once business
and to level production schedules. Alstyle offers same-day shipping and uses third-party carriers to ship products to
its customers.

Alstyle’s sales are seasonal, with sales in the first and second fiscal quarters generally being the highest. The
apparel industry is characterized by rapid shifts in fashion, consumer demand and competitive pressures, resulting in
both price and demand volatility. However, the imprinted activewear market to which Alstyle sells is generally “event”
driven. Blank t-shirts can be thought of as “walking billboards” promoting movies, concerts, sports teams, and “image”
brands. Still, the demand for any particular product varies from time to time based largely upon changes in consumer
preferences and general economic conditions affecting the apparel industry.

The apparel industry is comprised of numerous companies who manufacture and sell a wide range of products.
Alstyle is primarily involved in the activewear market and produces t-shirts, fleece, blended and other fashion basic
products and outsources some products from time-to-time from other countries like China, Pakistan, Central America
and other foreign sources to sell to its customers through its sales representatives. Alstyle competes with many
branded and private label manufacturers of knit apparel in the United States, Canada, and Mexico, some of which are
larger in size and have greater financial resources than Alstyle. Alstyle competes on the basis of price, quality, service,
and delivery. Alstyle’s strategy is to provide the best value to its customers by delivering a consistent, high-quality
product at a competitive price, not necessarily the lowest price. Alstyle’s competitive disadvantage is its size in relation
to its major competitors and its brand name, Alstyle Apparel, is not as well-known as the brand names of its largest
competitors, such as Gildan, Hanes, and Fruit of the Loom. While it is not possible to calculate precisely, because of
the lack of adequate public statistical information, management believes that Alstyle is one of the top providers of
blank t-shirts in North America.

Raw materials of the Apparel Segment principally consist of cotton and polyester yarn purchased from a number
of major suppliers at prevailing market prices, although we purchased 43% of our cotton and yarn during the current
period from one supplier.

Patents, Licenses, Franchises and Concessions

Outside of the patent for the VersaSeal® product, we do not have any significant patents, licenses, franchises, or
concessions.

Intellectual Property

We market our products under a number of trademarks and trade names. We have registered trademarks in the
United States for Ennis®, EnnisOnlineSM, Alstyle®, A Alstyle Apparel®, AA Alstyle Apparel & Activewear®, AAA
Alstyle Apparel & Activewear®, B&D Litho of AZ®, B&D Litho®, ACR®, Block Graphics®, Classic by Alstyle
Appar