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Title of each class Name of each exchange on which registered

Common Stock The NASDAQ Stock Market LLC

Securities registered pursuant to Section 12(g) of the Act: None

Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities Act. Yes = No x

Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the Act. Yes ©~ No x

Indicate by check mark whether the registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the Securities Exchange Act
of 1934 during the preceding 12 months (or for such shorter period that the registrant was required to file such reports), and (2) has been subject
to such filing requirements for the past 90 days. Yes x No ~

Indicate by check mark if disclosure of delinquent filers pursuant to Item 405 of Regulation S-K is not contained herein, and will not be
contained, to the best of registrant s knowledge, in definitive proxy or information statements incorporated by reference in Part III of this
Form 10-K or any amendment to this Form 10-K.

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.
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Large accelerated filer ~ Accelerated filer x
Non-accelerated filer (Do not check if a smaller reporting company) 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 © No x

The aggregate market value of the voting common stock held by non-affiliates of the registrant as of June 30, 2008, the last business day of the
registrant s most recently completed second fiscal quarter, was $455,937,000 based on the last reported sale price of the Company s Common
Stock as reported by the NASDAQ Global Select Market System on that day.

The number of shares of Common Stock outstanding on February 13, 2009 was 33,868,290.

Part III is incorporated by reference from the registrant s proxy statement for its 2009 annual meeting of shareholders to be filed with the
Commission within 120 days of December 31, 2008.
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PART I

Item 1. BUSINESS

General

Founded in 1938 in Portland, Oregon, as a small, family-owned, regional hat distributor and incorporated in 1961, Columbia Sportswear

Company has grown to become a global leader in the design, sourcing, marketing and distribution of active outdoor apparel, footwear and

related accessories and equipment. Unless the context indicates otherwise, the terms we , us , our , the Company and Columbia refer to Colum
Sportswear Company and its consolidated subsidiaries.

As one of the largest outdoor apparel and footwear companies in the world, our products have earned an international reputation for innovation,
quality, performance, durability, functionality, dependability and value. In addition to our flagship Columbia Sportswear® brand, we also design,
develop, market and distribute active outdoor apparel, footwear and related accessories and equipment under the Mountain Hardwear®, Sorel®,
Montrail® and Pacific Trail® brands. Our brands complement each other to address the diverse outdoor performance needs of a wide variety of
outdoor consumer segments. We have sought to leverage our brand equity by expanding directly and through licensees into related outdoor and
lifestyle merchandise categories, promoting a head-to-toe outfitting concept.

Each of our brands is distributed through a mix of wholesale distribution channels, independent distributors, our own retail stores and licensees.
In 2008, we distributed our products to over 9,000 wholesale customers in over 100 countries. We employ creative marketing strategies designed
to increase demand and reinforce consumer awareness of each of our brands. All of our products are manufactured by independent contractors in
facilities located outside the United States.

As a consumer products company, the popularity of outdoor activities and changing design trends affect the desirability of our products.
Therefore, we seek to influence, anticipate and respond to trends and shifts in consumer preferences by adjusting the mix of available product
offerings, developing new products with innovative performance features and designs, and by creating persuasive and memorable marketing
communications to drive consumer awareness and demand. Failure to respond to consumer needs and preferences in a timely and adequate
manner could have a material adverse effect on our sales and profitability.

Our business is subject to many risks and uncertainties that may have a material adverse effect on our financial condition, results of operations or
cash flows. Some of these risks and uncertainties are described below under Item 1A, Risk Factors.

Seasonality and Variability of Business

Our business is affected by the general seasonal trends common to the outdoor apparel industry and is heavily dependent upon discretionary
consumer spending patterns. Our products are marketed on a seasonal basis and our product mix is weighted substantially toward the fall season,
resulting in sales and profits being highest in the third calendar quarter. We expect the expansion of our owned retail operations to have a modest
effect on the seasonality of our business, increasing the proportion of sales and profits that we generate in the fourth calendar quarter.
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Results of operations in any period should not be considered indicative of the results to be expected for any future period, particularly in light of
the current macro-economic environment. Sales of our products are subject to substantial cyclical fluctuation, the effects of unseasonable
weather conditions, and the continued popularity of outdoor activities as part of an active lifestyle in key markets. Our net sales volumes have
been affected by the volatility of the global economy, its impact on consumer purchasing patterns and placement of advanced orders, order
cancellations and seasonal reorders by retailers. Sales tend to decline in periods of recession or uncertainty
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regarding future economic prospects that affect consumer spending, particularly on discretionary items. This cyclicality and any related
fluctuation in consumer demand could have a material adverse effect on our financial position, results of operations or cash flows.

For further discussion regarding the effects of the current macro-economic environment on our business, see Part II, Item 7, Management s
Discussion and Analysis of Financial Condition and Results of Operations.

Products

We provide high quality apparel, footwear, accessories and equipment for use in a wide range of outdoor activities by men, women and youth. A
large percentage of our products are also worn for casual or leisure purposes. The durability, functionality and affordability of our products make
them ideal for a wide range of outdoor activities. Our products serve consumers ranging from elite mountain climbers who use Columbia and
Mountain Hardwear apparel and accessories, winter outdoor enthusiasts who wear Columbia and Sorel cold weather boots, hunting and fishing
enthusiasts who wear our Columbia PFG® (Performance Fishing Gear) and PHG® (Performance Hunting Gear) apparel, top endurance trail
runners who wear Montrail shoes, and outdoor-inspired consumers who wear Columbia sportswear and footwear for a variety of active outdoor
pursuits. We also market apparel and accessories with licensed college team logos.

We categorize our merchandise in four principal categories: (1) sportswear, (2) outerwear, (3) footwear and (4) related accessories and
equipment. Our product innovations and designs are inspired by the performance needs of consumers who participate in activities that we group
into six end-user activity-based categories: (1) winter, (2) water, (3) trail, (4) travel, (5) fishing/hunting and (6) golf.

The following table presents the net sales and approximate percentages of net sales attributable to each of our principal product categories for
each of the last three years ended December 31 (dollars in millions):

2008 2007 2006
Net Sales % of Sales Net Sales % of Sales Net Sales % of Sales
Sportswear $ 5409 41.0% $ 565.6 417% $ 509.1 39.5%
Outerwear 491.7 37.3 497.6 36.7 496.5 38.6
Footwear 217.2 16.5 227.4 16.8 219.7 17.1
Accessories and equipment 68.0 5.2 65.4 4.8 62.4 4.8
Total $1,317.8 100.0%  $1,356.0 100.0%  $1,287.7 100.0%

Sportswear

We design, develop, market and distribute sportswear products for men and women under our Columbia and Mountain Hardwear brands and for
youth under our Columbia brand. Our sportswear products incorporate various fabrication and construction technologies that protect consumers
from the outdoor elements and enable consumers to enjoy the outdoors longer and in greater comfort year round. Our sportswear products are
designed to be worn as a layering system with our outerwear and footwear products during fall and winter outdoor activities, or individually
during milder weather commonly encountered in spring and summer outdoor activities such as hiking, trekking, fishing, golfing, adventure
travel and water-sports. Mountain Hardwear-branded sportswear consists primarily of performance styles designed for backpacking, rock
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climbing and adventure sports. Our Columbia and Mountain Hardwear sportswear product assortments also include casual styles designed to
appeal to a broader consumer base.

Outerwear

We design, develop, market and distribute outerwear products for men and women under our Columbia, Mountain Hardwear, Sorel and Pacific
Trail brands and for youth under our Columbia and Pacific Trail brands.
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Outerwear is our most established and iconic product category and incorporates the cumulative design, fabrication, fit and construction
technologies that we have pioneered over several decades and that we continue to innovate. Our outerwear is designed to protect the wearer from
the harsher inclement weather commonly encountered in fall and winter outdoor activities, such as skiing, snowboarding, hiking, hunting,
fishing and adventure travel. Our Mountain Hardwear brand features technically advanced shells, down parkas and technical clothing designed
for specialized outdoor activities such as mountaineering, backpacking and climbing. These products are used by elite mountaineering athletes
and serious outdoor enthusiasts around the globe.

Footwear

We design, develop, market and distribute footwear products for men and women under our Columbia, Sorel and Montrail brands and for youth
under our Columbia and Sorel brands. Our footwear products address the needs of outdoor consumers who participate in activities that typically
involve challenging or unusual terrain that requires superior stability, cushioning and traction features. Our footwear products include durable,
lightweight hiking and trekking boots, trail running shoes, rugged cold weather boots for activities on snow and ice, sandals for use in
amphibious activities, and casual shoes for everyday use.

Accessories and Equipment

We design, develop, market and distribute a line of Columbia-branded accessories and equipment, including bags, packs, headwear, scarves and
gloves. These products incorporate many of our performance technologies and complement our apparel and footwear collections to protect
consumers during a multitude of outdoor activities in virtually any climate. We also design, develop, market and distribute a line of Mountain
Hardwear accessories and equipment that includes technically-advanced tents, sleeping systems and backpacks. These equipment products are
designed for mountaineering, ultralight backpacking and camping.

Licensed Products

We also license our Columbia, Pacific Trail and Sorel trademarks across a range of product categories that complement our current offerings.
Licensing enables us to develop our head-to-toe outfitting concept by expanding the reach of our brands to appropriate and well-defined
categories. In 2008, we licensed our brands in fifteen product categories, including, among others, socks, performance base layer, leather
outerwear and accessories, camping gear, eyewear, home furnishings, watches and bicycles.

Product Design and Innovation

We believe our product innovation efforts are a key factor in our past and future success. We are committed to designing innovative and
functional products that deliver relevant performance benefits to consumers who participate in a wide range of competitive and recreational
outdoor activities, enabling them to enjoy their outdoor activities longer and more frequently. We also place significant value on product designs
(the overall appearance and image of our products) that, along with technical performance features, distinguish our products in the marketplace.
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Our research and development efforts involve working closely with independent fabric and component suppliers to develop products that
address the unique performance problems encountered by consumers during outdoor activities. The most important performance features of our
sportswear and outerwear products include water resistant or waterproof fabrics, insulation from cold ambient air temperatures and the chilling
effects of wind, body warmth retention, skin protection from the damaging effects of UVA and UVB rays emitted by the sun, moisture wicking,
breathability to minimize internal water vapor and moisture accumulation, protection from abrasion, liquid and stain repellency, light weight,
and intelligent placement and operation of pockets and zippers for ample storage and easy access to important equipment and accessories. The
most important performance features of our outdoor footwear products include cushioning, stability, superior traction in varying outdoor terrain
and soil/moisture conditions, insulation from cold air or ground conditions such as snow and ice,
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water resistant or waterproof upper fabrics, water channeling and expulsion during aquatic activities, breathability of the upper fabrics,
protection from bruising and abrasion, liquid and stain repellency, and fit.

Intellectual Property

We own many trademarks, including Columbia®, Columbia Sportswear Company®, Convert®, Bugaboo®, Bugabootoo®, OMNI-TECH®,
OMNI-SHADE®, OMNI-SHIELD, OMNI-DRY®, OMNI-GRIP®, TECHLITE®, GRT®, PFG®, PHG®, Columbia Interchange System®,
Titanium®, Sorel®, Mountain Hard Wear®, Montrail® , Pacific Trail®, the Columbia diamond shaped logo and arrow-circle design, the Mountain
Hardwear nut logo and the Sorel polar bear logo. Our trademarks, many of which are registered or subject to pending applications in the United
States and other nations, are used on virtually all of our products. We believe that our trademarks are an important factor in creating a market for
our products, in identifying the Company, and in differentiating our products from competitors products. We vigorously protect these proprietary
rights against counterfeit reproductions or other infringing activities.

Sales and Distribution

We sell our products through a mix of wholesale distribution channels, independent distributors, our own retail stores and licensees. Wholesale
distribution channels include small, independently operated specialty stores, regional and national sporting goods chains, and large regional and
national department store chains. We sell our products directly to consumers through a growing network of our own branded and outlet retail
stores, and plan to begin selling our products to U.S. consumers on-line in the summer of 2009 through a new company-owned e-commerce
website currently under development. In addition to our own retail operation, independent distributors, franchisees and licensees operate a total
of over 400 Columbia and Mountain Hardwear-branded and outlet retail stores in various locations.

The following table presents net sales to unrelated entities and approximate percentages of net sales by geographic segment for each of the last
three years (dollars in millions):

2008 2007 2006
Net Sales % of Sales Net Sales % of Sales Net Sales % of Sales
United States $ 7277 552% $ 767.2 56.6% $ 752.0 58.4%
Europe, Middle East and Africa ( EMEA ) 267.2 20.3 287.0 21.1 272.6 21.2
Latin America and Asia Pacific ( LAAP ) 198.2 15.0 175.7 13.0 142.9 11.1
Canada 124.7 9.5 126.1 9.3 120.2 9.3
Total $1,317.8 100.0% $ 1,356.0 100.0% $ 1,287.7 100.0%

See Note 15 of Notes to Consolidated Financial Statements for net sales to unrelated entities, income before income tax, interest income
(expense), income tax expense, depreciation and amortization expense, goodwill and identifiable assets by geographic segment.

United States and Canada
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We sell our products in the United States and Canada to wholesale customers, through our own retail stores, and through licensees.
Approximately 49% of the wholesale customers that offer our products worldwide are located in the United States and Canada. As of
December 31, 2008, we operated 29 outlet retail stores and 8 branded retail stores in various locations throughout North America. In 2008, we

licensed our Columbia, Sorel and Pacific Trail trademarks through 18 licensees in the United States. Sales in these two countries accounted for
64.7% of our net sales for 2008.
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We distribute the majority of our products sold to United States wholesale customers and our own retail stores from distribution centers in
Portland, Oregon and Robards, Kentucky. We own and operate both of these facilities. We distribute the majority of our products in Canada
through two distribution centers in Strathroy, Ontario. We lease one of these facilities and completed construction of our owned facility in June
2008. In some instances, we arrange to have products shipped directly from our independent manufacturers to customer-designated facilities in
the United States and Canada.

EMEA

We sell our products in our EMEA segment to wholesale customers, independent distributors, and through our own retail stores. Approximately
48% of the wholesale customers that offer our products worldwide are located in Western Europe. Approximately 62% of independent
distributors that offer our products worldwide are located in our EMEA segment. As of December 31, 2008, we operated three outlet retail stores
in Europe: one each in France, Spain and the United Kingdom. Sales in our EMEA region accounted for 20.3% of our net sales for 2008.

We distribute our apparel and footwear products in direct markets in Europe through our distribution center in Cambrai, France, that we own and
operate. Independent distributors in our EMEA region serve wholesale and retail customers in several locations throughout the EMEA region,
including Russia, portions of Europe, the Middle East and Africa. The majority of sales to our EMEA distributors are factory-direct shipments.

LAAP

We sell our products in our LAAP segment to independent distributors, through our own retail stores, to franchisees, to licensees and to
wholesale customers. Approximately 38% of independent distributors that offer our products worldwide are located in our LAAP segment. As of
December 31, 2008, we operated 59 branded retail stores and 18 outlet retail stores in Japan and Korea within our LAAP region. Approximately
3% of the wholesale customers that offer our products worldwide are located in Japan and Korea. Sales in our LAAP region accounted for

15.0% of our net sales for 2008.

Independent distributors in our LAAP region serve wholesale and retail customers in several locations throughout the LAAP region, including
Australia, New Zealand, Latin America, and Asia. The vast majority of sales to our LAAP distributors are factory-direct shipments. We
distribute our products in Japan through an independent logistics company that owns and operates a warehouse located near Tokyo, Japan. We
distribute our products in Korea from a leased warehouse near Seoul, Korea.

Advertising, Marketing, and Promotion

Advertising, marketing and promotional programs are integral parts of our global strategy to build brand equity, raise global brand awareness,
infuse our brands with excitement and stimulate consumer demand for our products worldwide. Our advertising, marketing and promotional
efforts consist of integrated marketing activities, including print, television, outdoor and Internet advertising; enhanced in-store displays and
merchandising techniques executed in partnership with various wholesale customers; public relations and brand communications focused on our
innovative apparel, footwear, accessories and equipment technologies, performance features and styling. Our key brand messages are reinforced
consistently at our wholesale customers stores using concept shops, focus areas and other visual merchandising displays dedicated exclusively to
selling our merchandise on a year-round basis.
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We also reinforce our marketing and product innovation messages through selected sponsorships of individual outdoor athletes, personalities and
teams who serve as inspirational models of excellence to consumers. In 2008 we debuted a new 3-year sponsorship of the Team
Columbia-Highroad professional cycling team at the 2008 Tour de France. Team Columbia-Highroad finished 2008 as the number one cycling
team in the world with more stage victories over the course of the professional cycling season than any other team. The
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team s success has continued to generate substantial media attention and generate favorable visibility for the Columbia brand in key markets
around the world, especially in Europe, Australia and Latin American markets where professional cycling is among the most popular spectator
and participant sports.

Working Capital Utilization

We design, develop, market and distribute our products, but do not own or operate our own manufacturing facilities. As a result, most of our
capital is invested in short-term working capital assets, including cash and cash equivalents, short term investments, accounts receivable from
customers, and finished goods inventory. At December 31, 2008, working capital assets accounted for approximately 76% of total assets. As a
result, the degree to which we efficiently utilize our working capital assets can have a significant impact on our profitability and return on
invested capital. The overall goals of our working capital management efforts are to maintain the minimum level of inventory necessary to
deliver goods on time to our customers to satisfy end consumer demand, and to minimize the cycle time from the purchase of inventory from our
suppliers to the collection of accounts receivable balances from our customers.

Demand Planning and Inventory Management

As a branded consumer products company, inventory represents one of the largest and riskiest capital commitments in our business model. We
design and develop our seasonal product lines twelve to eighteen months in advance of their availability to consumers in retail stores. As a
result, our ability to estimate seasonal consumer demand and to purchase appropriate levels of finished goods from our suppliers can
significantly affect our sales, gross margins and profitability. For this reason, we maintain and continue to make substantial investments in
information systems, processes and personnel in support of our ongoing demand planning efforts. The goals of our demand planning efforts are
to purchase an adequate amount of inventory to service a targeted percentage of total consumer demand while minimizing excess inventory to
avoid the negative effect that liquidating excess, end-of-season goods at discounted prices has on our gross margins and profitability.

In order to manage inventory risk, we use incentive discounts to encourage our wholesale customers to place advance orders approximately four
to six months in advance of scheduled delivery. We use those advance orders, together with forecasted demand from our own retail stores,
market trends, historical data, customer and sales feedback and several other important factors, to determine the volumes of each product to
purchase from our suppliers around the world. From the time of initial order through production, receipt and delivery, we attempt to manage our
inventory to reduce risk.

Our inventory management efforts cannot entirely eliminate inventory risk due to the inherently unpredictable nature of consumer demand, the
ability of customers to cancel their orders prior to shipment, and other variables that affect our customers ability to take delivery of their orders
when originally scheduled. In addition, we build calculated amounts of speculative inventory to support estimated at-once orders from customers
and auto-replenishment orders on certain long-lived styles.

Credit and Collection

We extend credit to our customers based on an assessment of the customer s financial condition, generally without requiring collateral. To assist
us in scheduling production with our suppliers and delivering seasonal products to our customers on time, we offer customers discounts for
placing advance orders and extended payment terms for taking delivery before the peak shipping season. These extended payment terms increase
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our exposure to the risk of uncollectible receivables. In order to manage the inherent risks of customer receivables, we maintain and continue to
invest in information systems, processes and personnel skilled in credit and collections. In some markets and with some customers we use credit
insurance or standby letters of credit to minimize our risk of credit loss.
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Sourcing and Manufacturing

Virtually all of our products are produced to our specifications by independent manufacturers located outside the United States. We believe that
the use of independent manufacturers enables us to substantially limit our capital expenditures and avoid the costs and risks associated with
owning and operating large production facilities and managing large labor forces. We also believe that the use of independent manufacturers
greatly increases our production capacity, maximizes our flexibility and improves our product pricing. We generally do not maintain long-term
manufacturing contracts; however, we believe that our historical long-term relationships with various manufacturers will help to ensure that
adequate sources are available to produce a sufficient supply of goods in a timely manner and on satisfactory economic terms in the future. Our
four largest factory groups accounted for approximately 11% of our total global apparel production in 2008 and a single vendor supplies
substantially all of the zippers used in our products. These companies, however, have multiple factory locations, many of which are in different
countries, thus reducing the risk that unfavorable conditions at a single factory or location will have a material adverse effect on our business.

Our apparel is manufactured in more than fifteen countries with Vietnam and China accounting for approximately 67% of our 2008 apparel
production. Our footwear is manufactured in three countries with China and Vietnam accounting for approximately 99% of our 2008 footwear
production.

We maintain thirteen manufacturing liaison offices in a total of seven Asian countries. Personnel in these manufacturing liaison offices are direct
employees of Columbia, and are responsible for overseeing production at our independent manufacturers. We believe that having employees
physically located in these regions enhances our ability to monitor factories for compliance with our policies, procedures and standards related to
quality, delivery, pricing and labor practices. Our quality assurance process is designed to ensure that our products meet the highest quality
standards. We believe that our quality assurance process is an important and effective means of maintaining the quality and reputation of our
products.

Backlog

We typically receive the majority of our advance orders from our wholesale customers for the fall and spring seasons by March 31 and
September 30, respectively, based upon customer ordering deadlines that we establish. As a result, our order backlog at March 31 and
September 30 has historically been a meaningful indicator of anticipated sales for the corresponding future period. Accordingly, we disclose our
backlog at March 31 and at September 30 in our Quarterly Reports on Form 10-Q for those respective periods, rather than at December 31.
Generally, orders are subject to cancellation prior to the date of shipment.

Our owned retail stores do not participate in the advance order program, nor will our e-commerce business scheduled for launch in the summer
of 2009. Accordingly, to the extent that order cancellations from wholesale customers remain at elevated levels and our retail and e-commerce
sales grow to represent a larger proportion of our total sales, our advance order backlog may become less indicative of anticipated sales for the
corresponding future periods.

Competition

The markets for sportswear, outerwear, footwear, and related accessories and equipment are highly competitive. In each of our geographic
markets, we face significant competition from numerous and varying competitors. Some of our large wholesale customers also pose a significant
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competitive threat by marketing apparel, footwear and equipment under their own private labels. Our licensees operate in very competitive
markets, such as those for watches, leather outerwear and socks. In addition, our retail expansion initiative is exposing us to a new set of
competitors who operate retail stores in outlet malls and key metropolitan markets. We believe that the primary competitive factors in the market
for active sportswear, outerwear, footwear and related accessories and equipment are brand strength, product innovation, product design and
functionality, durability and price.
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Government Regulation

Many of our imports are subject to existing or potential governmental tariff and non-tariff barriers to trade, such as import duties and potential
safeguard measures that may limit the quantity of various types of goods that may be imported into the United States and other countries. These
trade barriers often represent a material portion of the cost of the merchandise. Our products are also subject to domestic and foreign product
safety and environmental standards, laws and other regulations, which are increasingly restrictive and complex. Although we diligently monitor
these standards and restrictions, the United States or other countries may impose new or adjusted quotas, duties, safety requirements, material
restrictions, or other restrictions or regulations, any of which may have a material adverse effect on our results of operations and financial
condition.

Employees

At December 31, 2008 we had the equivalent of 3,163 full-time employees. Of these employees, 1,737 were based in the United States, 985 in
Asia, 320 in Europe and 121 in Canada.

Available Information

We file with the Securities and Exchange Commission ( SEC ) our annual report on Form 10-K, quarterly reports on Form 10-Q, current reports
on Form 8-K and all amendments to those reports, proxy statements and registration statements. You may read and copy any material we file
with the SEC at the SEC s Public Reference Room at 100 F Street, NE, Washington, D.C. 20549. You may also obtain information on the
operation of the Public Reference Room by calling the SEC at 1-800-SEC-0330. In addition, the SEC maintains an internet site at
http://www.sec.gov that contains reports, proxy and information statements, and other information regarding issuers, including us, that file
electronically. We make available free of charge on or through our website at www.columbia.com our annual reports on Form 10-K, quarterly
reports on Form 10-Q, current reports on Form 8-K and amendments to these reports filed or furnished pursuant to Section 13(a) or 15(d) of the
Exchange Act as soon as reasonably practicable after we file these materials with the SEC.

Item 1A. RISK FACTORS

In addition to the other information contained in this Form 10-K, the following risk factors should be considered carefully in evaluating our
business. Our business, financial condition, or results of operations may be materially adversely affected by any of these risks. Please note that
additional risks not presently known to us or that we currently deem immaterial may also impair our business and operations.

We May be Adversely Affected by a Prolonged Economic Downturn or Economic Uncertainty

We are a consumer products company and are highly dependent on consumer discretionary spending patterns. As global economic conditions
deteriorate or economic uncertainty increases, trends in consumer discretionary spending also become unpredictable and subject to reductions
due to uncertainties about the future. Consumer demand for our products may not reach our growth targets, or may decline, when there is an
economic downturn or economic uncertainty in our key markets, particularly markets in North America and Europe. Our sensitivity to economic
cycles and any related fluctuation in consumer demand may have a material adverse effect on our financial condition, results of operations or
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cash flows.

We May be Adversely Affected by Volatility in Global Production Costs

Our product costs are subject to substantial fluctuation based on labor markets, interest rates, global oil markets, production capacity at
independent manufacturers, and general economic conditions. For example, volatility in global oil markets has resulted in fluctuating fuel and
product prices and caused costs to produce our products with independent contractors to change. Because we price our products in advance and
the external cost changes may be difficult to predict, we may not be able to timely adjust our pricing structure to remain
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competitive. In addition, since the majority of our products are manufactured outside of our principal sales markets, our products must be
transported by third parties over large geographical distances and this volatility can result in quickly changing transportation costs.

We May be Adversely Affected by the Financial Health of our Customers

Slowing economies and consumer uncertainty regarding future economic prospects in our key markets are having an adverse effect on the
financial health of our customers, some of whom have filed or may file for protection under bankruptcy laws, which may in turn have a material
adverse effect on our results of operations and financial condition. We extend credit to our customers based on an assessment of the customer s
financial condition, generally without requiring collateral. To assist in the scheduling of production and the shipping of seasonal products, we
offer customers discounts for placing pre-season orders and extended payment terms for taking delivery before the peak shipping season. These
extended payment terms increase our exposure to the risk of uncollectible receivables. In addition, we face increased risk of order reduction or
cancellation when dealing with financially ailing retailers or retailers struggling with economic uncertainty. Some of our significant customers
have had financial difficulties in the past and are currently experiencing tightened credit markets and declining sales and profitability on a
comparable store basis, which in turn has an adverse effect on our business. We may reduce our level of business with customers experiencing
financial difficulties and may not be able to replace that business with other customers, which could have an adverse effect on our financial
position, results of operations or cash flows.

We May be Adversely Affected by Global Credit Market Conditions

Economic downturns and economic uncertainty generally affect global credit markets. Our vendors, customers and other participants in our
supply chain may require access to credit markets in order to do business. Credit market conditions may slow our collection efforts as customers
experience increased difficulty in obtaining requisite financing, leading to higher than normal accounts receivable. This could result in greater
expense associated with collection efforts and increased bad debt expense. Credit conditions may impair our vendors ability to finance the
purchase of raw materials or general working capital needs to support our production requirements, resulting in a delay or non-delivery of
inventory shipments during key seasons.

Historically we have limited our reliance on debt to finance our working capital, capital expenditures and investing activity requirements. We
expect to fund our future capital expenditures with existing cash, expected operating cash flows and credit facilities, but if the need arises for
additional expenditures, we may need to seek additional funding. Our ability to obtain additional financing will depend on many factors,
including prevailing market conditions, our financial condition, and our ability to negotiate favorable terms and conditions. Financing may not
be available on terms that are acceptable or favorable to us, if at all.

Our Advance Purchases of Products May Result in Excess Inventories

To minimize our purchasing costs, the time necessary to fill customer orders and the risk of non-delivery, we place orders for our products with
manufacturers prior to receiving all of our customers orders and we maintain an inventory of various products that we anticipate will be in
greater demand. In addition, customers are generally allowed to cancel orders prior to shipment with sufficient notice. Particularly in light of
current economic conditions, we may not be able to sell the products we have ordered from manufacturers or that we have in our inventory.
Inventory levels in excess of customer demand may result in inventory write-downs and the sale of excess inventory at discounted prices
through discount retail channels, which may have a material adverse effect on our brand image, our financial condition, results of operations or
cash flows.
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We May be Adversely Affected by Weather Conditions

Our business is adversely affected by unseasonable weather conditions. A significant portion of the sales of our sportswear, outerwear, footwear
and accessories and equipment is dependent in part on the weather and may
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decline in years in which weather conditions do not favor the use of these products. Periods of unseasonably warm weather in the fall or winter
or unseasonably cold or wet weather in the spring may have a material adverse effect on our results of operations and financial condition. For
example, in spring 2008, unseasonably cool weather in the United States caused customers to delay, and in some cases reduce or cancel, orders
for our sportswear and footwear, which had an adverse effect on our net sales and profitability. Inventory accumulation by our wholesale
customers resulting from unseasonable weather in one season may negatively affect orders in future seasons, which may have a material adverse
effect on our results of operations and financial condition in future periods.

Our International Operations Involve Many Risks

We are subject to the risks generally associated with doing business abroad. These risks include foreign laws and regulations, foreign consumer
preferences, political unrest, terrorist acts, military operations, disruptions or delays in shipments, disease outbreaks and changes in economic
conditions in countries in which we manufacture or sell products. These factors, among others, may affect our ability to sell products in
international markets, our ability to manufacture products or procure materials, and our cost of doing business. If any of these or other factors
make the conduct of business in a particular country undesirable or impractical, our business may be materially and adversely affected. As we
expand our operations in geographic scope and product categories, we anticipate intellectual property disputes will increase as well, making it
more expensive and challenging to establish and protect our proprietary rights and to defend against claims of infringement by others.

As a global company, we determine our income tax liability in various competing tax jurisdictions based on a careful analysis and interpretation
of local tax laws and regulations. This analysis requires a significant amount of judgment and estimation and is often based on various
assumptions about the future actions of the local tax authorities. These determinations are the subject of periodic domestic and foreign tax audits.
Although we accrue for uncertain tax positions, our accrual may be insufficient to satisfy unfavorable findings, which by their nature cannot be
predicted with certainty. Unfavorable audit findings and tax rulings may result in payment of taxes, fines and penalties for prior periods and
higher tax rates in future periods, which may have a material adverse effect on our results of operations and financial condition.

In addition, many of our imported products are subject to duties, tariffs or quotas that affect the cost and quantity of various types of goods
imported into the United States or into our other sales markets. Any country in which our products are produced or sold may eliminate, adjust or
impose new quotas, duties, tariffs, anti-dumping penalties or other charges or restrictions, any of which may have a material adverse effect on
our results of operations and financial condition.

We Operate in Very Competitive Markets

The markets for sportswear, outerwear, footwear, related accessories and equipment are highly competitive, as are the markets for our licensed
products. In each of our geographic markets, we face significant competition from global and regional branded apparel, footwear, accessories
and equipment companies.

Retailers who are our customers often pose our most significant competitive threat by marketing apparel, footwear and equipment under their
own labels. For example, in the United States, several of our largest customers have developed significant private label brands during the past
decade that compete directly with our products. These retailers have assumed an increasing degree of inventory risk in their private label
products and, as a result, may first cancel advanced orders with us in order to manage their own inventory levels downward during a weak
economic cycle.
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We also compete with other companies for the production capacity of independent manufacturers that produce our products and for import quota
capacity. Many of our competitors are significantly larger than us, have substantially greater financial, distribution, marketing and other
resources than we have, and have achieved
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greater recognition for their products than we have. Increased competition may result in reductions in display areas in retail locations, reductions
in sales, or reductions in our profit margins, any of which may have a material adverse effect on our results of operations and financial condition.

We May be Adversely Affected by Retailer Consolidation

When our wholesale customers combine their operations through mergers, acquisitions, or other transactions, their consolidated order volume
may decrease while their bargaining power and the competitive threat they pose by marketing products under their own label may increase.
Some of our significant customers have consolidated their operations in the past, which in turn has had a negative effect on our business. As
many retailers face increased financial pressure from significant decreases in consumer spending and continued economic uncertainty, we expect
retailer consolidation to continue, which may have a material adverse effect on our results of operations and financial condition.

We Face Risks Associated with Consumer Preferences and Fashion Trends

Changes in consumer preferences or consumer interest in outdoor activities may have a material adverse effect on our business. In addition,
changes in fashion trends may have a greater impact than in the past as we expand our offerings to include more product categories in more
geographic areas. We also face risks because our business requires us to anticipate consumer preferences. Our decisions about product designs
often are made far in advance of consumer acceptance. Although we try to manage our inventory risk through early order commitments by
retailers, we must generally place production orders with manufacturers before we have received all of a season s orders, and orders may be
cancelled by customers before shipment. If we fail to anticipate and respond to consumer preferences, we may have lower sales, excess
inventories and lower profit margins, any of which may have a material adverse effect on our results of operations and financial condition.

Our Success Depends on Our Use of Proprietary Rights

Our registered and common law trademarks have significant value and are important to our ability to create and sustain demand for our products.
We also place significant value on our trade dress, the overall appearance and image of our products. From time to time, we discover products
that are counterfeit reproductions of our products or that otherwise infringe on our proprietary rights. Counterfeiting activities typically increase
as brand recognition increases, especially in markets outside the United States. Increased instances of counterfeit manufacture and sales of these
products may adversely affect our sales and our brand and result in a shift of consumer preference away from our products. The actions we take
to establish and protect trademarks and other proprietary rights may not be adequate to prevent imitation of our products by others or to prevent
others from seeking to block sales of our products as violations of proprietary rights. In markets outside of the United States, it may be more
difficult for us to establish our proprietary rights and to successfully challenge use of those rights by other parties. We also license our
proprietary rights to third parties. Failure to choose appropriate licensees and licensed product categories may dilute or harm our brand image.
Actions or decisions in the management of our intellectual property portfolio may affect the strength of the brand, which may in turn have a
material adverse effect on our results of operations and financial condition.

Although we have not been materially inhibited from selling products in connection with trademark and trade dress disputes, as we extend our
brand into new product categories and new product lines and expand the geographic scope of our marketing, we may become subject to
litigation based on allegations of the infringement of intellectual property rights of third parties including third party trademark, copyright and
patent rights. Future litigation also may be necessary to defend us against such claims or to enforce and protect our intellectual property rights.
Any intellectual property litigation may be costly and may divert management s attention from the operation of our business. Adverse
determinations in any litigation may result in the loss of our proprietary rights, subject us to significant liabilities or require us to seek licenses
from third parties, which may not be available on commercially reasonable terms, if at all. This may have a material adverse effect on our results
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Our Success Depends on Our Distribution Facilities

Our ability to meet customer expectations, manage inventory, complete sales and achieve objectives for operating efficiencies depends on the
proper operation of our existing distribution facilities, the development or expansion of additional distribution capabilities and the timely
performance of services by third parties (including those involved in shipping product to and from our distribution facilities). In the United
States, we rely primarily on our distribution centers in Portland, Oregon and Robards, Kentucky; in Canada, we rely primarily on our
distribution facilities in Strathroy, Ontario; and in Europe we rely primarily on our distribution center in Cambrai, France.

Our distribution facilities in the United States and France are highly automated, which means that their operations are complicated and may be
subject to a number of risks related to computer viruses, the proper operation of software and hardware, electronic or power interruptions, and
other system failures. Risks associated with upgrading or expanding these facilities may significantly disrupt or increase the cost of our
operations.

Our distribution facilities may also be interrupted by disasters, such as earthquakes (which are known to occur in the Northwestern United
States) or fires. We maintain business interruption insurance, but it may not adequately protect us from the adverse effect that may be caused by
significant disruptions in our distribution facilities.

Our Success Depends on Our Information Systems

Our business is increasingly reliant on information technology. Information systems are used across our supply chain and retail operations, from
design to distribution and sales, and are used as a method of communication between employees, with our subsidiaries and liaison offices
overseas, as well as with our customers and retail stores. We also rely on our information systems to allocate resources and forecast operating
results. System failures, breach of confidential information, or service interruptions may occur as the result of a number of factors, including
computer viruses, hacking or other unlawful activities by third parties, disasters, or our failure to properly protect, repair, maintain, or upgrade
our systems. Any breach or interruption of critical business information systems may have a material adverse effect on our results of operations
and financial condition.

Our Success Depends on Our Business Strategies

Our business strategies are to achieve sustainable, profitable growth by creating innovative products, elevating consumer perception of our
brands, increasing consumer and retailer awareness and demand for our products, creating compelling retail environments, and building stronger
emotional brand connections with consumers over time. We intend to pursue these strategies across extended product categories and in a
growing number of geographic markets. We face many challenges in implementing our growth strategies. For example, expansion of our
direct-to-consumer business will require significant investments, yet, in the current macroeconomic environment of increased economic
uncertainty and declining consumer demand, may not have the desired effect of increasing demand for our products. Our ability to expand our
global footwear business and European business may also be significantly limited as a result of global economic conditions and a general decline
in global consumer demand. The success of our retail initiative depends on our ability to adapt our internal processes to facilitate
direct-to-consumer sales, to effectively manage retail store inventory, to hire, retain and train personnel capable of managing a retail operation,
to identify and negotiate favorable terms for retail locations, and to effectively manage
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