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Dear Fellow Shareholders:

(All growth and financial performance comparisons are between 
full year 2022 and full year 2021, unless otherwise noted)

I’m incredibly proud of the financial performance we 
delivered in 2022, generating record net sales, while 
navigating numerous supply chain challenges and a rapidly 
evolving consumer and geopolitical environment. I’d like 
to thank our dedicated employees whose tremendous 
efforts helped us overcome these challenges and enabled 
our success. I believe these results are proof that our 
strategies are working and the collective power of our 
differentiated brand portfolio, financial strength and 
operating discipline position us to succeed going forward.  

Net sales increased 11 percent to a record $3.5 billion 
in 2022, led by the Columbia and SOREL brands. Net 
sales growth was broad-based across our geographies, 
product categories and channels. All four of our reported 
geographies grew in 2022. By channel, wholesale grew 12 
percent and direct-to-consumer (“DTC”) grew 9 percent. 
Apparel, accessories and equipment grew 11 percent, 
while footwear net sales increased 9 percent. I believe this 
financial performance could have been even higher, absent 
supply chain constraints which impacted the timing of 
deliveries and inventory availability throughout the year. 

Gross margin contracted 220 basis points to 49.4 percent 
of net sales, primarily due to elevated inbound freight 
costs. Operating margin decreased 310 basis points 
to 11.3 percent, including $35.6 million in impairment 
charges related to the prAna brand as a result of our 
annual fourth quarter impairment testing. Operating 
margin performance will not always be linear year-to-
year and we remain firmly committed to improving 
operating margin over time. This performance resulted in 
diluted earnings per share of $4.95, a 7 percent decrease 
compared to 2021 diluted earnings per share of $5.33. 

Including cash, cash equivalents, short-term investments 
and available committed credit lines, we had approximately 
$935 million in total liquidity as of December 31, 2022. 
This included $431 million in cash, cash equivalents 
and short-term investments, as well as no borrowings. 
In addition to maintaining a strong balance sheet, we 
take a disciplined approach to capital allocation. 
Our top capital allocation priority is investing in organic 
growth opportunities to drive long-term profitable growth. 
Our next priority is to return at least 40 percent of free cash 

2022 BRAND PERFORMANCE
NET SALES AND GROWTH VS. PRIOR YEAR
TWELVE MONTHS ENDED DECEMBER 31, 2022

$2,864 MILLION

+12%

$143 MILLION

+1%

$347 MILLION

+8%

$110 MILLION

+3%

flow to shareholders in the form of share repurchases and 
dividends annually. In 2022, we repurchased 3.2 million 
shares of common stock for $287 million and paid $75 
million in dividends. Over the last 5 years, return of capital 
to shareholders has far exceeded our annual target. 
Exiting 2022, our inventory was up 59 percent to 
$1.0 billion. In 2023, we are focused on profitably 
reducing our inventory position and aligning it with 
anticipated demand, which should contribute to 
robust operating cash flow during the year.



interpreted through the Kith design lens. The collaboration hon-
ored our outdoor heritage while engaging a younger audience. 
Several of the top styles sold out online within an hour, attesting 
to the equity of the Columbia brand in that space.

On the marketing front, we recently announced an expanded 
partnership with Bubba Wallace and 23xi Racing. Columbia 
will be the primary partner for an increased number of races. 
Bubba has been a fantastic partner for us and our relationship 
with NASCAR has helped highlight the Columbia brand to their 

fanbase. We look forward to working with Bubba and his crew 
as we extend this key partnership. 

As we look ahead, The Columbia brand’s iconic innovation, 
value proposition and democratic product offering are enabling 
us to capitalize on the popularity of outdoor activities.

Columbia brand net sales increased 12 percent to $2,864 mil-
lion in 2022, with growth across all regions, product categories 
and channels. During the year, we built on the success of our 
Omni-Heat Infinity launch with an expanded collection for Fall 
’22. We supported this innovation with a worldwide marketing 
campaign that focused on how the technology works and why 
it matters. One campaign featured a partnership with Eagles’ 
star quarterback Jalen Hurts that was featured in several NFL 
broadcast spots. We also successfully introduced Omni-Heat 
Helix, our new disruptive polyfleece visible technology. Helix 
was a small, targeted launch in our DTC business for Fall ’22, 
and we are excited to build on this unique technology in the 
seasons ahead.

We had several exciting product collaborations during the year. 
We launched two Star Wars collections, featuring iconic Colum-
bia products like the PFG Tamiami shirt and Omni-Heat Infinity 
outerwear paired with elements of classic Star Wars comics and 
The Clone Wars animated series. The Columbia brand also part-
nered with Kith, a New York-based boutique, to launch an ex-
citing spring collection in select U.S. and international markets. 
The collection featured Columbia products and technologies, 

SOREL net sales increased 8 percent to $347 million. SOREL’s 
consumer base is passionate about the brand. The SOREL 
team remains laser-focused on bringing a relentless year-round 
flow of compelling products to its unstoppable consumer. 
Growth in 2022 was led by SOREL’s year-round styles, including 
sneakers and sandals. We continue to see a clear path to SOREL 
becoming a billion-dollar brand on its way to becoming the next 
global footwear force. 

SOREL participated in several product collaborations and 
partnerships in 2022. For Spring ‘22, SOREL partnered with L.A. 
based Alfred Coffee, to create a limited-edition collection. Both 
SOREL and Alfred keep people moving forward and this collab 
was designed for those on the go. The collection was inspired 
by Alfred’s two most popular beverages, their world-famous 
iced vanilla latte & iced matcha latte. SOREL also launched its 
first partnership with Hypebae. Hypebae showcases today’s 
female leaders within fashion and culture. SOREL and illustrator 
Langley Fox took over the Hypebae.com homepage to highlight 
an unstoppable woman and SOREL’s Brex collection.



prAna net sales increased 1 percent to $143 million in 2022. The 
prAna team remains focused on repositioning the brand in the 
marketplace to energize growth. 

Mountain Hardwear increased 3 percent to $110 million. The 
Mountain Hardwear team is keenly focused on solidifying the 
brand’s identity and growing brand awareness.

R E G I O N A L
P E R F O R M A N C E

2022 REGIONAL 
GROWTH HIGHLIGHTS
NET SALES GROWTH VS. PRIOR YEAR
TWELVE MONTHS ENDED DECEMBER 31, 2022
( GROWTH CONSTANT-CURRENCY AND AS REPORTED )

Net sales performance varied by region, reflecting economic and 
geopolitical uncertainty. Due to the strengthening of the U.S. 
Dollar, reported net sales growth includes the negative impact of 
a 460 basis point foreign currency translation headwind. 

U.S. net sales increased 12 percent to $2,302 million in 2022, in-
cluding a low-teens percent increase in wholesale and a low-dou-
ble-digit percent increase in our DTC business. 

International growth remains a top priority. Net sales outside of 
the U.S. increased 9 percent (19 percent constant-currency) to 
$1,162 million in 2022 and represented 34 percent of total net 
sales.

Latin America and Asia Pacific (“LAAP”) net sales increased 2 per-
cent (13 percent constant-currency) to $474 million in 2022.

Europe, Middle East and Africa (“EMEA”) net sales increased 15 
percent (26 percent constant-currency) to $439 million in 2022, 
with increases in both our Europe-direct and EMEA distributor 
businesses. 

Canada net sales increased 14 percent (19 percent constant-cur-
rency) to $249 million in 2022. 

+12%
US

+15%
EMEA

+2%
LAAP

+14%
CANADA

+12%
US

+26%
EMEA

+13%
LAAP

+19%
CANADA

AS 
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( $US )

CONSTANT
CURRENCY  
( $US )

*NON-GAAP MEASURE 



Strategic Initiatives

This past September, we hosted our first-ever Inves-
tor Day at our headquarters in Portland, Oregon. The 
purpose of this event was to provide investors with a 
deep dive into our brand strategies, innovations, and 
longer-term growth ambitions. As part of this event, 
we refined our long-term growth strategy to better 
align with how we manage the business. We remain 
committed to investing in our strategic priorities to: 

• accelerate profitable growth;
• create iconic products that are differentiated, functional and 

innovative;
• drive brand engagement through increased, focused de-

mand creation investments;
• enhance consumer experiences by investing in capabilities 

to delight and retain consumers;
• amplify marketplace excellence, with digitally-led, om-

ni-channel, global distribution; and
• empower talent that is driven by our core values, through a 

diverse and inclusive workforce.

While others are cash constrained and limiting their invest-
ment spend amid heightened economic uncertainty, we 
are using our strong financial position and profitability to 
strengthen our competitive position. We are planning to 
selectively open new DTC brick & mortar stores. We are 
also planning to invest in our U.S. distribution to increase 
efficiency and expand storage, as well as our digital and 
supply chain capabilities to support our strategic priori-
ties. On the supply chain side, we are investing in people, 
processes and systems to improve supply and demand 
planning, drive inventory efficiency and support growth. 
To leverage our compelling brand portfolio and to con-
nect with consumers, we remain committed to investing in 
demand creation to drive consumer awareness and intent 
to purchase, as well as continue to foster consumer affinity.
I believe we have the right strategies in place and are 
making the right investments to navigate this dynam-
ic environment and unlock the significant long-term 
growth opportunities we see across the business.

During our Investor Day, we also highlighted three growth 
accelerators that will fuel our broad-based growth plan 
over the next 3 years. The first growth accelerator is 
footwear, with robust growth anticipated across both the 
SOREL and Columbia brands. The second is internation-
al expansion, particularly in our Europe-direct markets, 
China and Canada. The third is digital commerce, which 
spans both our owned DTC and our wholesale partners’ 
e-commerce channels. Our growth outlook does not rely 
on any one element of the business but is a balanced and 
diversified strategy that is amplified by these accelerators. 

In addition to driving returns for our shareholders, we 
remain committed to our core value of “doing the right 
thing”. I encourage you to review our most recent Envi-
ronmental, Social and Governance (“ESG”) report posted 
to our website which highlights our strategy and recent 
accomplishments that we’ve made empowering people, 
sustaining places and promoting responsible practices. 

Thank you for your continued confidence and support.
Sincerely,

Timothy P. Boyle
Chairman, President and Chief Executive Officer

This letter contains forward-looking statements. Actual results may differ 
materially from those projected in these forward-looking statements as a 
result of a number of risks and uncertainties, including those described in the 
Company’s Annual Report on Form 10-K for the year ended December 31, 
2022, and subsequent periodic reports, under the heading “Risk Factors.”

This letter includes references to constant-currency net sales, which is a non-
GAAP financial measure, to provide a framework to assess how the business 
performed excluding the effects of changes in the exchange rates used to 
translate net sales generated in foreign currencies into U.S. dollars. We pro-
vide a reconciliation of constant-currency net sales to net sales as reported 
under U.S. GAAP in the Company’s Annual Report on Form 10-K for the year 
ended December 31, 2022. 
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WE CONNECT ACTIVE PEOPLE WITH THEIR PASSIONS.


