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PRESENTATION

Operator

--1 will be your conference operator today. Atsthime, | would like to welcome everyone to the W@obia Sportswear First Quarter 2008
Earnings Conference Call. All lines have been place mute to prevent any background noise. After sheakers' remarks there will be a

question and answer session.
(OPERATOR INSTRUCTIONS)

Mr. Parham, you may begin your conference.

Ron Parham - Columbia Sportswear - IR

Thank you, Eva. Good afternoon, everyone, andkthar joining us on today's call. With me todag &olumbia Sportswear's Chairman Gert

Boyle, President and CEO Tim Boyle, CFO Bryan Tinamg General Counsel Peter Bragdon.

We'll start today's call with prepared remarks eaing the results of the 2008 first quarter andvigl® more color around our full year and
second quarter 2008 revenue and earnings guiddratewas included in today's earnings announcent&itowing that, we'll field your

questions. Before we begin, Gert has an importmirrder for our listeners.
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Gert Boyle - Columbia Sportswear - Chairman

Good afternoon. I'd like to remind everyone thas tconference call will be -- will contain forwatdoking statements regarding Columbia's
business opportunities and anticipated resultspefations. Please bear in mind that forward-lookitfgrmation is subject to many risks and
uncertainties and actual results may differ mallgriiom it's projected. Many of these risks andcarainties are described in Columbia's
quarterly report on form 10-K for the year endingd@mber 31, 2007 and subsequent filings with th@.Ftrward-looking statements in this
conference call are based on our current expengtmd beliefs, and we do not undertake any dutypate any of the forward-looking

statements after the date of this conference eabhform the forward-looking statements to acteallts or to changes in our expectations.

Ron Parham - Columbia Sportswear - IR

Thank you, Gert. And just before | turn the caleoto Tim, | would just like to point out that the financial schedules that we included with
the press release this quarter, we also for tietfine included a statement of cash flows in respdo some of your requests and just in keeping
with our efforts to provide more information to yon a timely basis. So just wanted to point that @ith that, Il hand it over to Tim.

Tim Boyle - Columbia Sportswear - President, CEO

Thanks, Ron. Welcome everyone and thank you fairjg us this afternoon. By now I'm sure you've hachance to review the earnings release
and financial statements that we issued earlierdfternoon. I'm going to focus most of my commemtur strategic initiatives and let Bryan
review the financial highlights of the first quartend our guidance for the second quarter and retaaiof '08.

I'll start by touching on some of the top line Hights from the first quarter. Consolidated neesahcreased 3% with sales in our Canadian and
LAAP regions up 4% and 20% respectively, aided lnyency exchange rates that added 15% and 4% tasgdto those comparisons. EMEA
net sales declined 3% in the first quarter, inahdgda 10 percentage point benefit from exchangerate

EMEA direct net sales were down 1% and EMEA sabedistributors were down 11%, reflecting the eartibipment of spring '08 products in
the fourth quarter of '07, versus the spring'sshipments that occurred in last year's first quakteS. net sales were essentially equal to last
year's first quarter at $156 million.

Looking at consolidated first quarter net salechtegory. Sportswear, typically the largest catggorithis quarter by a wide margin, was down
1%, while our smaller outerwear category grew 1@%mpared with last year's first quarter. Footweetr sales declined 3%, reflecting early
shipment of spring 2008 products to our EMEA andAPAdistributors in the fourth quarter of 2007. Weoaannounced today that as of March
31, 2008, combined 2008 quarter backlog for théngpaind fall seasons totaled $849.8 million, a dase of approximately 4% compared with
combined 2007 spring and fall order backlog of 83million] (sic - see Press Release) $888.7 mulkd March 31, 2007. Changes in currency
exchange rates contributed approximately 4 pergenpaints of benefit to the combined order bacldogparison.

Analyzing the fall 2008 backlog by region. U.S.1fabD08 backlog is down high single digits, which Wwelieve primarily reflects retailers

conservative buying posture in the face of uncetyaabout consumer discretionary spending the sktatf of '08. Fall 2008 backlog in our

EMEA region is down mid-single digits, includinghégh single digit benefit from exchange rates. Védve the decline in our Europe direct
backlog continues to highlight the misalignmentoaf regional product line in relation to consumensl retailers perception of the Columbia
brand.

As stated previously, our new European managenaamh tis working closely with our U.S. product, sakesd marketing teams on multiple
levels to realign the product assortment for theaekets, beginning with the spring 2009 seasoneWect this alignment to approve further as
we move further through the fall 2009 and beyond.

Our fall 2008 backlog was essentially flat in Camath a constant dollar basis, and on a positive mets up double digits in our LAAP region,
including high single digit benefits from exchangées. While there are few bright spots, these lbgchumbers taken as a whole are obviously
not where we would like them to be. More than amgtelse, they tell us that the investments we eh@sen to make in retail expansion and
additional marketing are necessary and timely ¢ater demand for our brands and to build strongiemadtconnections to consumers.

While other companies may be delaying or cancetlie expansion plans, our strong balance sheetsgig the confidence and flexibility to act
now to position ourselves for long-term growth. frour perspective, the most significant event ttuodn the first quarter was our USA launch
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of Omni-Shade apparel and Techlite footwear. Taisth is significant because it represents therfiegor initiatives that we have brought to
market under our enhanced global market stratedysats the stage for other global initiatives thathave planned for future seasons.

In the Southern region of the U.S. where we exetate earlier Omni-Shade marketing launch in Felyruand where the weather has been
closer to normal, Omni-Shade has performed very. 8elveral of our major accounts with a strong @nee in the region have reported Omni-
Shade to be among their best selling concepts@ggiig improved sell-through compared to our spaAg7 assortment. We've also been able
to measure the impact of Omni-Shade in the vinualld, where in the past month one third of thersleas performed on our corporate website
have been for Omni-Shade.

Early reports on Techlite footwear from the sunrputBern U.S. are equally encouraging with sevefabuwy new trail shoes and sandals
generating strong initial sell-through.

While those are just a few of the early data poititsy reinforce our beliefs around the power obhesive, integrated, go-to-market approach in
which most of our marketing resources and thosaiofcustomers are aligned behind concepts thaha¢savith consumers, create demand, and
build the Columbia brand.

We believe that whenever we bring compelling prodaanarket, clearly communicate our seasonal qusc#arough effective advertising, and
engage consumers in those same brand and concepages at the point of sale, we win. That's thenessof the strategic initiatives we first
laid out last October and that we are committedvolving over the next several years. I'll have entwr share about those strategic initiatives
after Bryan's review of the first quarter and ouidance for the remainder of '08.

Before | turn the call over to Bryan however, | wémupdate you on some management changes irt dagmonse to the recent resignation of
Pat Anderson, our former Chief Operating Officerydh Timm, who has served as the company's Chiedrigial Officer since 2002, will
assume the roll of COO and will continue to acttes company's CFO on an interim basis while infefinancial leaders take on additional
responsibilities. Bryan has proven his leadershipabilities over his 11 year career at Columbial brings the kind of leadership required to
insure the company's supply chain and internalgs®e- processes continue to evolve in step wittrdpidly changing retail environment. Tom
Cusick, currently our Vice President of Financd| bécome the company's Chief Accounting Officer.

Bryan Timm - Columbia Sportswear - CFO

Thanks, Tim. Good afternoon, everyone. Tim covehedhighlights on our top line, so I'll start wighoss margins, and quickly work down the
rest of the income statement. First quarter 2008gmargins increased 20 basis points to 43.9%laseyear's first quarter, primarily due to the
favorable foreign currency hedge rates. SG&A expemscreased $13.5 million over last year's fitstrter to $103.9 million, or 34.9% of sales.
This equates to a 370 basis point increase comparedt year's first quarter. This SG&A expansi®a direct result of our increased marketing
investments to support our Omni-Shade and Tedalitech, startup and operational costs of our neailrgtores, and higher depreciation costs
related to our Portland distribution center retrtifat came online in April of 2007.

Operating income declined 26% to $27.5 milliontie first quarter, and resulted in operating maajif.2% versus 12.9% of net sales in last
year's first quarter. Cash rate for the first qeravtas 33%, compared to 34% in last year's firartgu.

Net income totaled $19.9 million, or $0.56 per ti#lih share, compared to $26.1 million, or $0.71ddeted share in the first quarter 2007. The

balance sheet remains very strong with cash and-thron investments totaling $278.1 million ver§i268.6 million at the same time last year.

Consolidated accounts receivable was $246.2 mjllipn5% from March 31, 2007, primarily due to irased sales in the quarter, and the year-
over-year effect of exchange rates.

Consolidated inventories declined 10% sequentitdly$238.1 million, compared with $265.9 million Becember 31, 2007, reflecting the
shipment of spring 2008 products that we had tadety delivery of during the fourth quarter in orde insure a timely launch of our spring '08
Omni-Shade and Techlite initiatives. Compared #b Yeear levels, inventories were up 14%, reflecting expanding retail operations and auto
replenishment program. We expect inventories tddweer on a year-over-year basis, beginning with seeond quarter of 2008. Capital
expenditures were $14.2 million during the firsager of 2008, compared to $6 million in last ygdirst quarter, primarily reflecting our U.S.

retail expansion.

Appreciation amortization expense for the quartes wwo -- $7.9 million versus $6.3 million in lagtar's first quarter, with the increase
representing the additional depreciation from aewvjpusly discussed Portland distribution centeijeart.
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During the first quarter, we repurchased approxaiye®68,000 shares at an aggregate price of $4D0i8mimSince the beginning of the program
in 2004, through March 31, 2008, we repurchaseatal of 7.6 million shares, or $356.3 million, |éay approximately 43.7 million under the
current authorization. Also, today we announced @@umbia's Board of Directors approved a secarattgr dividend of $.016 per share.

Now let's turn our attention to financial guidanBéease keep in mind that this information is favkboking in nature and is therefore subject
to certain risk factors. Based on Tim's earliercdssion of our combined order backlog, combinedhwitr planned retail expansion and the
estimated effect of foreign currency exchange ditierences, we currently expect full year 2008emve growth of approximately 2%. We

expect full year 2008 consolidated gross margiresqmnd by approximately 50 basis points from 2@0@Is, primarily due to favorable foreign

currency hedge rates, the increased contributiom four retail operations, and some increased ageselting prices internationally.

Our plans to invest in incremental marketing atithgi in 2008 in support of our key seasonal bramd @roduct initiatives, together with initial
investments in incremental operating costs of @w retail stores, are expected to increase fult 2688 operating expenses as a percentage of
consolidated net sales, by approximately 350 hasigts, compared to 2007 levels.

Based on the above projections we expect to geneprating margins of approximately 11.7% andtedwearnings per share of approximately
$3.15 to $3.20 for the full year 2008. We are autfse planning on approximately $45 million in ceglitspending during 2008, with
approximately $30 million of that related to outaik expansion, and $15 million related to maintee CapEx and to a lesser extent,
distribution capacity projects.

Looking specifically at Q2, we expect net salesntwease approximately 6%. The incremental margesipend and our retail expansion plans
will pressure our profitability more dramatically the second quarter because it is our lowest sahgaarter of the year. As a result, we expect
earnings per diluted share to fall to approxima®#ly03, compared to $0.27 in the second quart@00¥. Combined, our marketing and retail

investments will add approximately 500 basis potntshe second quarter SG&A, compared to last gesgtond quarter. This includes costs
associated with opening several new retail dooteeémuarter that will be dilutive as they ramp up.

What it really comes down to is investing in ouatus for the long-term. While these strategicatiivies will pressure profitability in the near-
term, we firmly believe they're the right thingdo for our brands and will be positives in the yacome.

That concludes my remarks. I'll now hand the catioto Tim for his closing comments.

Tim Boyle - Columbia Sportswear - President, CEO

Thanks, Bryan. Before we turn the call over toryquestions, I'd like to take a couple of minutesstmmarize. One of the cornerstones of
Columbia's 70-year heritage is our proven abildycteate compelling products that address the m@laeeds of each of our generation's
outdoor enthusiasts. The seasonal technology timg® we introduced in 2008, Omni-Shade, Techlaed Omni-Tech, highlight the
performance features of our products and are hgligrbuild greater understanding and excitementraymetailers and consumers. We believe
these initiatives are proving successful and almwconsumers to stay outdoors longer to enjoy tiviies they love. For 2009, we're
organizing our products around complete collectidasigned from the ground up to be integrated amaptimentary. For spring 2009, we have
larger assortments and better toe -- head to tegration. We are supporting that by elevating marketing and expanding our Columbia
owned retail presence on a global basis to incrégsemotional equity in our already strong brands.

We plan to open a first -- excuse me. We plan tenofirst line branded retail stores in key markatsund the world over the next five years,
primarily in the U.S., Europe, and Canada. Thig pérour strategy is designed to help control ateVae our brand by showing broader
assortments than even our largest retailers caw #ih@n environment that clearly communicates thgence of our brands and each of our
seasonal initiatives.

Experiencing the complete breadth of our brandsamdoint of sale imagery helps consumers undedstéaerything that the Columbia family
of brands has to offer. We believe that will in@ealemand for our products and ultimately benefitretail partners in those markets where we
build our brand in stores.

The Columbia brand is strong, and our complimenfaryily of brands will play an important role inetnext five years of our growth. The
broad outdoor category in which we compete is atsong, and offers a wide spectrum of consumerésts, which connect consumers to our
brands.
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Of course, over a year ago when we first began dtating the plans around our enhanced go-to-mastkategy, and our retail expansion, we
could not have anticipated the sluggish U.S. retaiironment or the cool weather that has prevakest much of the country so far this spring.
And while those headwinds are real, they are utigabeyond our control and cyclical, and therefoog affecting our firm commitment to
move confidently forward with our strategic inifias.

Thank you very much for listening. We'd be happfi¢td any questions.

QUESTION AND ANSWER

Operator

(OPERATOR INSTRUCTIONS) Your first question confesm the line of Bob Drbul with Lehman Brothers.

Bob Drbul - Lehman Brothers - Analyst

Hi. Good afternoon.

Tim Boyle - Columbia Sportswear - President, CEO

Hi, Bob.

Bob Drbul - Lehman Brothers - Analyst

A couple of questions. First, Bryan, congratulasi@nd, Tom, | don't know if you're in there, bohgratulations too on the new roles. On the
350 basis points of operating margin hit on theketing and the retail stores, can you give us aesefihow much of that is marketing and how
much of that is the retail stores in terms of aakdown?

Bryan Timm - Columbia Sportswear - CFO

Sure, Bob. | mean | guess if you do the math,dsguour incremental SG&A from an absolute dollasdmewhere in that close to $50 million
range for the year. So, | would say that the lighare of that are really split between the retafansion, which would include of course the
personnel as well as the rent, and then also trerimental marketing spend. Those are pretty mechftr the two largest reasons. The only --
and then the only incremental piece would be alsmabunt of anniversary and personnel costs thaveidd have had from 2007 and 2008.

Bob Drbul - Lehman Brothers - Analyst

Okay. Great. And on the inventory, can you elatmexactly how you're going to have lower year-eyesir inventories at the end of the second
quarter. Where's some of that going?

Bryan Timm - Columbia Sportswear - CFO

Right. Well, Bob, a couple of things. Number ortaihk is as you'll recall from Q4, we did bringnse receipts of -- for our product marketing
launches in March, we did bring some products ifygavhich obviously some of those sold throughQd, will continue on in Q2. The
replenishment piece of our inventory certainly witrt to go down in Q2 as we build some of thaingpproduct for that time period and we'll
continue to work through any excesses, albeitargd, of the fall 2007 products that we have, &ad would have been included in the guidance
and why you're seeing a little bit of margin -- gganargin contraction in Q2.
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Also, Europe -- Europe's a contributor there ad,wet just the U.S., so | think overall we feebfty confident that while we know we're going
to have retail inventories continuing through tlearythat we feel like we'll have a year-over-yeanfip] down in inventory in Q2.

Bob Drbul - Lehman Brothers - Analyst

That's great. And, Tim, just one question for ydthen you look at the footwear business and | gtiesdacklog trends, are you going down
the right path now and how encouraged are you mesaf the stuff that you're seeing and hearingherféotwear opportunity?

Tim Boyle - Columbia Sportswear - President, CEO

Well, we're very encouraged by along the -- speadlfy the Techlite initiative. It's in a very sidicant part of our '08 launch and it'll increase i
volume, meaning it'll increase in the quantity cfnchandise in '09 that has that kind of Techliterabteristics and performance. So, very happy
with it. We've -- just the team seems to be gellimyre and more and we're very excited about thertypity that presents us with footwear. We
think we have a -- really an exceptional team anaksi looks like we're well on our way to makeestinat that is a big part of our business in the

future.

Bob Drbul - Lehman Brothers - Analyst

Great. Good luck. Thank you.

Tim Boyle - Columbia Sportswear - President, CEO

Thanks, Bob.

Operator

Your next question comes from the line of Jeff lBdan with UBS.

Jeff Edelman - UBS- Analyst

Thank you. Good afternoon and Bryan my congratiatalso. Question on your retail business. Cguold sort of give us a sense how right
now the profitability is running relative to therporate total?

Tim Boyle - Columbia Sportswear - President, CEO

Yeah. Jeff, I'll let Bryan talk a little bit abotktat, but | can tell you that from the initial ofi@an to the new stores that we're opening, ang'the
really opening all over the country, has been sgyificant from consumers really seeing the fubdslth of our product line. And we're talking
frankly just about outlets, so we don't have thestearrent merchandise in our outlet stores, bertetk been a great reaction. In fact our -- two of
our largest volume stores are in Southern Califoamd in Florida, so it's really -- it's been dyarig to see the kind of reaction to the company's
product line from those typically not thought ofogloColumbia geographies. But I'll let Bryan talk mmabout the specific profitability.

Bryan Timm - Columbia Sportswear - CFO

Yeah, Jeff. | guess as you know Tim in the padgn't think we're going to be lower the bar witle kind of targets that we want for that part of
the business. But | guess I'd say overall we'nadrjo -- our attempts here are to be accretivd,vahen | say accretive, accretive from a margin
perspective. So we want to make sure that thahbasimodel is -- it certainly makes us more prbifga

| would say if you break it up into two parts, tearcertainly the outlet piece, which | think weoe expectation there is it's going to be a little
bit more profitable than the first line brandedret Again, those may take a little bit more leatgtimprovements to get them to where we
want to really make sure that they're displayingmaducts appropriately and getting their -- tthegty're truly branded stores. So, overall they're
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going to be a little bit of a gross margin changéneen those two types of platforms, but | thinlerall we want to make sure that it's overall
better to the corporate average.

Jeff Edelman - UBS- Analyst

Okay. Just to follow-up on that point. The -- yexisting factory outlets today, how have theirfipssdoeen running?

Bryan Timm - Columbia Sportswear - CFO

Well, | think we had, what? Close to around 13lefustores as of the end of the year. Most of thbseink eight or nine of those, had been
existing for the last ten. So again, platforms @ very mature, that had good operating profiggin, it depends on the store, but | would say
overall very good profitability from those outleBut | will say also that what we're not lookingjtst anniversary in the same kind of operating
profits from those stores, but we have made sicamifi improvements in those stores as we've reaby to refine what we're trying to
accomplish in the retail sector and we've actuaitught up our margins in a lot of those existitayes.

Jeff Edelman - UBS- Analyst

Okay. Thanks. And then secondly, as we look atesofithe shift into your distribution, where you kave lower orders, is this concentrated in
any particular types of channel or significant oasérs? Or is it sort of like a little across-thextui?

Bryan Timm - Columbia Sportswear - CFO

| would say that the bulk of our customers arénigla much more conservative approach to fall f@8Kly than they have in the past. They're
just looking at the macro economic conditions aaihdp much more conservative.

Jeff Edelman - UBS- Analyst

So, U.S. is off as much as Europe then?

Bryan Timm - Columbia Sportswear - CFO

Actually Europe is a little further off than the&J Sorry.

Jeff Edelman - UBS- Analyst

Right.

Bryan Timm - Columbia Sportswear - CFO

From a geography standpoint, yes.

Jeff Edelman - UBS- Analyst

Okay. Thank you.

Bryan Timm - Columbia Sportswear - CFO

Um-hmm.
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Operator

Your next question comes from the line of Kate MaSe with Citigroup.

Kate McShane - Citigroup - Analyst

We heard from another company last week thatleetaare doing less future orders and more at amders, of course because of the
environment. So what does your guidance say incates it as at once orders versus last year? Aerdltguess that leaves me to ask how much
speculative inventory are you taking this year ead you remind us how much you took last year?

Tim Boyle - Columbia Sportswear - President, CEO

Certainly. Well, | think we've made a fairly sifinant effort to have our customers put some bascchandise on auto replenishment. It's -- it
creates a better gross margin for our customerdaralirselves as well. So, from that standpoimgnethough it's a small percentage of our total
business, that's been increasing. So, customersaaatto talk about the automation and auto reptement. They may be talking about that,
which has been a growth area for us as well.

The bulk of what we've talked about typically whea talk about our speculative inventory positios baen on the seasonal merchandise and
the outerwear component and for customers thatwigalColumbia on outerwear. Frankly the -- theyegquired to give us an advance order if
they want to carry the brand and so we have ougrerdve have our book and we've estimated what ave t0 take on as a speculative position
and this year '08 will be the smallest speculapiosition that we've taken in several years. Smétken last year by a pretty considerable amount.
So, that's going to be our position in terms ofrarentory speculation on seasonal merchandise fnanstandpoint.

Kate McShane - Citigroup - Analyst

Okay. Great. And then second question, can yowtepds on the search of -- or for a new head of yuropean business? And we keep
hearing the Europe is starting to face pretty $icamt macro headwinds. What have you seen inrfasket and is this also reflected in your
guidance?

Tim Boyle - Columbia Sportswear - President, CEO

Well, for Columbia, we appointed | want to say sienths ago now, a new head of our European repeitation. His name is Christian Finell
and he's a seasoned veteran of European businElgses Finnish citizen, lives in France and ruashwusiness in Switzerland and we're very
pleased with his initial analysis of our businé&& have some challenges there, specifically reladsslir brand as well as some other macro
conditions. But we feel that we've got the teamplace, led by Christian and supplemented by seweeshbers of our U.S. team and Canadian
team who are living in Switzerland and helping &b the business turned around. So we're excitedtabe team. It's going to take some time to
get us where we want to be there.

Kate McShane - Citigroup - Analyst

Okay. I'm sorry. | just want to squeeze in oneemestion. | just was surprised to see the weakinedontreal. What was that -- what was the
cause of that during the quarter?

Tim Boyle - Columbia Sportswear - President, CEO

Actually the backlog was -- it's -- first of atld a very small brand for the company and the logcwas down as a percentage big number, but
it's a little bit misleading in that we -- today \wave | want to say 40% more points of distributionthe company's products than we had last
year at this time. So slightly less backlog, batnkly a better, stronger business and we're pleagtbdthe changes we made in the Montreal
group and really the footwear business in totaktier U.S. and globally looks like it's well undemtrol with Mark Nenow and his team doing a
great job. So the Montreal numbers are -- if yookl@t them from -- just from a percentage basisy'te -- they don't give the accurate
reflection.
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Kate McShane - Citigroup - Analyst

Okay. Thank you.

Tim Boyle - Columbia Sportswear - President, CEO

Um-hmm.

Operator

Your next question comes from the line of Virgi@anereux. Virginia, your line is open.

Virginia Genereux - Merrill Lynch - Analyst

Thank you. Bryan and Tim, so can you review agaictly how many sort of retail stores you exitéwlof maybe ‘06 and '07 with -- and what
the plan and the breakdown is for '08 and mayb&'69

Tim Boyle - Columbia Sportswear - President, CEO

I'm sorry? Exited?

Virginia Genereux - Merrill Lynch - Analyst

I'm sorry. Just the store -- no, | don't meanezkiHow many -- what was the door count at year‘@®@nd year-end '07?

Tim Boyle - Columbia Sportswear - President, CEO

Okay. I'm going to let Bryan -- Bryan's got thatfsright in front of him, Virginia, so I'll let im talk to that.

Bryan Timm - Columbia Sportswear - CFO

Sure. Virginia, we ended last year with about i8et stores.

Virginia Genereux - Merrill Lynch - Analyst

Okay.

Bryan Timm - Columbia Sportswear - CFO

Again, as | mentioned earlier a lot of those wexesting stores prior to this recent launch. Wedbwiously had a first line brand store in
Portland, Oregon for quite some time. | think olams -- again initially when we outlined them waalty for about somewhere in that 15 kind of
range for outlet stores, and | would say that shartétty much where we're on pace for, for 2008.

In terms of branded stores, | know we've talkeduaaofew of those and | think we're thinking of skedboth in terms of the Columbia brand as
well as Mountain Hardwear. | think with the Colurmliirand, we would probably look in our forecashtiol potentially five of those in 2008 and
maybe about three Mountain Hardwear stores as @éltourse, those platforms are going to be subiathndifferent in size with the Columbia
brand being larger than the Mountain Hardwear ptatf And then of course, outward to 2008 and beylonduld say that we -- we'll wait and
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see. | know Tim wants to make sure that we've pra@me things out there with respect to the profitg and what not and -- but | would
anticipate similar kinds of numbers in to the outivgears as well, but we'll change that as we seessary during this year.

Virginia Genereux - Merrill Lynch - Analyst

Okay. So sort of 23 kind of total doors you weakking, Bryan. | was just thinking about the -- ysaid $30 million in CapEx and sort of $25
million -- half of your $50 million SG&A increase igoing to stores. An that -- those just soundeslbig numbers to me relative to that kind of
door count.

Bryan Timm - Columbia Sportswear - CFO

Right. Well, again most of the doors we're talkadgput for this year are outlets. The CapEx astetiwith those are significantly less than
potentially what some of the first line stores akgain, right now we don't have a good forecastdibthe leasehold improvements in some of
the first line branded stores, so again that'sbest estimate that we wanted to make sure tha¢ wpfront about. That could of course change.

Virginia Genereux - Merrill Lynch - Analyst

Okay. So maybe you're being conservative in teff®w much. It may cost less, is that what yosaging?

Bryan Timm - Columbia Sportswear - CFO

Again, we -- we've really -- since we only havee@f those existing right now, | guess that I'deatwait until we have a few more under our
belt.

Virginia Genereux - Merrill Lynch - Analyst

Okay. And the cadence of those openings is itafort when are most of them opening? Or is it kiidoutable by quarter?

Bryan Timm - Columbia Sportswear - CFO

Well, | guess it depends on if we're talking onvid're talking outlets or first line branded storesould say on the outlet side, | mentioned in
our prepared remarks that we have quite a few agehramping up in Q2 and so | would say -- and @wrtinuing on through the rest of the
year, so it's probably Q2 centric. On the branderks, | would say definitely those are probablyenack half weighted.

Virginia Genereux - Merrill Lynch - Analyst

Okay. Thank you. And then on the advertising sifigou guys were -- how should we -- | think yqoesit -- | think advertising was 4% of sales
kind of last year, Tim. And it's been sort of ireth0 to mid-50s neighborhood in dollar terms faroaple of years. | mean based on your K
disclosure. Is that -- and it sounds like thattkipig up this year. Do you guys think -- does the¢d to continue to ramp with the stores? | mean
does that need to double sort of thing -- magnitude get -- | mean even then it would be lessithvhat the athletic guys -- some of those guys
are spending in terms of sales.

Tim Boyle - Columbia Sportswear - President, CEO

Right. So, yes. No, we don't need to double ininopinion. We do need to increase it and we neethange the focus slightly, which we've

done really in two ways. We've increased our ownlimmspend fairly considerably over prior periodsi ahen we've aligned our co-op plans to
be in complete alignment with the company's stiatgg-to-market initiative. So our customers arergping their co-op funds to further the

greater good, if you will, of our strategic planglestrategic go-to-market initiatives. So we geadditional multiplier by having a more focused

co-op plan. So, but | don't think we need to doublee will not double in 2008 and | don't belietat we need to double. But we do need to
make more significant investments than we've hatiérpast.

Thomson StreetEvents www.streetevents.com Contact Us

© 2008 Thomson Financial. Republished with permission. No part of this publication may be reproduced or transmitted in any form or by any means without the
prior written consent of Thomson Financial.




FINAL TRANSCRIPT

Apr. 24. 2008 / 5:00PM ET, COLM - Q1 2008 Columbia Sportswear Earnings Conference Call

Virginia Genereux - Merrill Lynch - Analyst

Okay. And then just lastly, Tim if | may, followgnon Kate's question, | think. When do you thinkdpe bottoms for you guys? Or when -- and
I'm asking because the backlogs were down low dsyldonstant dollar, sort of this quarter. A yego ¢hey were down pretty significantly.
When do you -- and | know you -- there's been atatork there, but --

Tim Boyle - Columbia Sportswear - President, CEO

There's been a lot of work here -- a lot of wdnkttneeds to continue to happen and some of ittegygo be a function of adding a retail
component, which we will there when appropriatet Bihink we should start to see some changes lavsay in spring '09 and the first changes
we will see will be a more complete acceptanceusfgn-to-market strategies. They may not refledtacklog volumes initially, but overall we
should be starting to make great progress thefecims and alignment and that -- | believe thatuigto'09 we'll be able to see some bottoming in
the revenues.

Virginia Genereux - Merrill Lynch - Analyst

All righty. Thank you all.

Tim Boyle - Columbia Sportswear - President, CEO

Thanks.

Operator

You next question comes from the line of Jim Duffith Thomas Weisel Partners.

Jim Duffy - Thomas Weisel Partners- Analyst

Thanks. Hello everyone.

Tim Boyle - Columbia Sportswear - President, CEO

Hi Jim.

Jim Duffy - Thomas Weisel Partners- Analyst

What is your sourcing organization telling you abmput costs for future periods? And with thatnimd, for the Columbia brand, what's the
thought process with regards to price points aedtioduct value equations?

Tim Boyle - Columbia Sportswear - President, CEO

Well, just as an overriding sort of preamble, heseal'm going to let Bryan more specifically to #of these questions. The -- our sourcing
costs for 2008 is baked in terms of what we exfesee happen and baked into the guidance thaeweren today. And as sort of an overriding
focus for the Columbia brand, we're going to cargito enhance the products' performance charaiters® that we are continually moving and
offering a better product than generic. And so'shgbing to be a continued focus for innovationtie® company. Basically a continuation of
prior periods.
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But in terms of our sort of long-term view of Asianurcing operations, | think -- and I'll let Bryataborate, but | think we're probably at the
end of what has been a very long period of deftaitiothe category and some headwinds in termsioihgr Bryan? Do you want to --?

Bryan Timm - Columbia Sportswear - CFO

Sure. No, | mean exactly. | think Tim's pretty rhwovered it, but we're definitely seeing as iates to at least 2008, as Tim said it's baked into
our guidance. And certainly we saw some of thosgatteristics that | know a lot of our competitare going through as well with respect to
the currency appreciation against the dollar, wépect to the labor rates and some of the workfmsues that you see happening in Asia are all
affecting our input or our FOB costs.

Again, our biggest challenge is trying to -- islhe#rying to mitigate that. So it's -- | don't tik it's solely based on what our liaison officea ca
do in working with our factories, direct sourcimgsome cases, making sure that we can work dired¢tBn partner up with our factory basis to
make sure that we're listening to ways to make phatess more efficient for them, which in turn sldohelp us mitigate some of our costs. It's
also consolidating vendors in certain situationmtike sure that we've got a vendor base that tmdierstands what we're trying to accomplish,
working well with our liaison offices.

And then from there, impacting costs, | think thput costs for us are only one element. It realigds to be a really precise focus on the entire
supply chain. So, not just in Asia, but all thentis that we do from a product inception all the way- through our distribution centers to our
customers. So, probably more to come on that front.

Jim Duffy - Thomas Weisel Partners- Analyst

So it sounds like as you look out to '09 you aqeeeting some price increases at retail. Is tha? fa

Bryan Timm - Columbia Sportswear - CFO

Again, Jim it's a little early | think for spriri§9. Again, we've seen some pressures. Again,ragriéntioned, there's certainly processes on the
merchandising and product side of the fence tdyreaitigate some of those through innovation. Sdrev@ist now getting pre-cost information
for the fall '09 season, so | think again it'sttdibit early to say what those are and againwtly too early to say how much of that can we
mitigate?

Jim Duffy - Thomas Weisel Partners- Analyst

Recognizing that it's early, philosophically howllWolumbia choose if it's a decision between ratenargin and gross margin dollars? For
instance if you have to hold key price points Itke $99 price point, which could impact the raterafrgin, would you concede that rate of
margin to keep that business?

Bryan Timm - Columbia Sportswear - CFO

No, we -- we've historically looked at rate of wiar

Jim Duffy - Thomas Weisel Partners- Analyst

Okay.

Bryan Timm - Columbia Sportswear - CFO

That's really what we have to measure ourselves at

Jim Duffy - Thomas Weisel Partners- Analyst
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Thank you. Very helpful.

Bryan Timm - Columbia Sportswear - CFO

Yup. Thanks, Jim.

(OPERATOR INSTRUCTIONS)

Operator

Your next question comes from the line of Johnrihawith SIG Capital.

John Shanley - SIG Capital - Analyst

Thank you and good afternoon, folks.

Tim Boyle - Columbia Sportswear - President, CEO

Hello, John.

John Shanley - SIG Capital - Analyst

Tim, | wonder if you could help us get a little biore clarity on the apparel backlog in the USah you break it down between outerwear and
sportswear in terms of where the backlog build is?

Tim Boyle - Columbia Sportswear - President, CEO

Bryan has that data in front of him, John. Andreve* we'll give you some color on it. We typicatlpn't go into great detail, but we can give
you a little bit of --

Bryan Timm - Columbia Sportswear - CFO

Yeah. | mean John, there's not a lot to talk aliwerte unfortunately with our backlog as it is andt guidance for the full year of around 2% on
the top line. | would say that there's not a lotm@vement between product categories as we loothébalance of the year. So, | think most of
the products, as | look for the entire year, prdpabthat 1 to 2 percentage points. There's rlot af variability between product -- the products
on an absolute dollar basis or percentage basis.

John Shanley - SIG Capital - Analyst

Okay. Fair enough. Can you tell us whether or Boyan, there's retail channels that seem to b&ibgap a little bit more in terms of their
hesitancy to bring in product at this juncture thaausing the weakness of the backlog? Or igitypmuch across-the-board?

Bryan Timm - Columbia Sportswear - CFO

Yeah John, | think if | had to point to a speciiad of customer, it would be more national operat, which are being more cautious because
their footprint is over a broader geographic afead customers that have a more narrow geographi sgem to have less reticence.

John Shanley - SIG Capital - Analyst
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| see. Okay. And turning to Europe, could you gixean indication of how the three major produdegaries performed in the first quarter
between outerwear, sportswear, and footwear? \Mesedll pretty much the same or were one or twatsuttially different than the other?

Tim Boyle - Columbia Sportswear - President, CEO

I'm going to let Bryan speak to that.

Bryan Timm - Columbia Sportswear - CFO

Yeah. John, | would say again my comments forysr would for the most part hold true in the EMEeion as it relates to Q1. There may
have been -- just trying to put my finger on pradeategory information for that region, but we ntewe had a little bit more weakness in the
footwear area for Europe in Q1, but | would say tha apparel side of the fence is -- was fairlgsistent in that small range that | talked about
in the -- for the full year.

John Shanley - SIG Capital - Analyst

Okay. Bryan, you mentioned in your presentaticat $fiou expect inventories to be lower in the secguatter than they were at the end of the
first quarter. Is that going to be lowered by jbasic sell through being achieved, or are you géingave to be more promotional in order to
clear the inventory to bring it into balance witiles?

Bryan Timm - Columbia Sportswear - CFO

No, really -- my comments were really on a Q2-e@€rbasis that we expect -- as you'll recall, hkhQ2 of last year we had a -- our inventories
certainly bulged a little bit and that carried thgh to Q3 and Q4 of last year. Q4, we definitelgught a lot of our products in early for our

Omni-Shade and Techlite launches. | think that wmments about thinking that from a year-over-yessid they'll be trending down, is really

one of the large number of retail doors on theatigide that we will be -- that we're adding her©P.

Some of that inventory of course destined to thewh opefully selling through rapidly. As well asjisome of the baked in guidance that we
have for Q2 we've ramped up our sales to aboub%#eaange and again | think that was on kind ofaa flacklog if | recall for the spring

business. So, that's both a factor of some ofeépkenishment business from spring, and also sogqnédition of some fall ‘07, but again that --
that's baked into the guidance and that's probahly you're seeing a little bit close to 50 basimmworth of contraction in the guidance for

Q2.

John Shanley - SIG Capital - Analyst

Okay. Good enough. Last question | have is cantgtbus the approximate size of the outlet anst fine Columbia stores? How big are they?

Tim Boyle - Columbia Sportswear - President, CEO

Sure, John. Well, the historical Columbia outleras, which the company's had open for many, ny@ays have been smaller. | would say they
average in the 4,000 to 5,000 square foot area.those would typically have been in a C mall -- @let mall. Our focus for the balance of
these stores will be in A malls, and we seem teelaterrific reaction in the stores that we've @gkso far. And those are going to average 9,000
to 10,000 square feet. So that'll give you soma mfewvhat we're doing for the Columbia outlet stexpansion business.

And then as it relates to the first line storesjould say it really is going to be a function otdtion, where we can find a location. We have
plans to open stores that would be approachinghiiColumbia side, 15,000 to 18,000 square fe@f04o 5,000 square feet on the Mountain
Hardwear store, and | doubt that we would consfdeColumbia anything smaller than let's say 7,608,000 square feet, but it's too early. It
would depend on the location and the Mountain Haahwemplate is going to be in the 4,000 to 5,@fitee foot range.

John Shanley - SIG Capital - Analyst
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Tim, are the Columbia stores going to be mall-daseare they going to be downtown metro locations?

Tim Boyle - Columbia Sportswear - President, CEO

Well, they're going to -- they've primarily bedmetdowntown locations, but if a great spot in ac#gemall were to come up, we would
certainly take advantage of that.

John Shanley - SIG Capital - Analyst

Okay. Good enough. Thank you very much. Appredtate

Tim Boyle - Columbia Sportswear - President, CEO

Thanks, John.

Operator

Your next question comes from the line of Sam Pagth Stern, Agee.

Sam Poser - Stern, Agee & Leach, Inc - Analyst

Good afternoon.

Tim Boyle - Columbia Sportswear - President, CEO

Hi, Sam.

Sam Poser - Stern, Agee & Leach, Inc - Analyst

Can you talk -- | guess, how are you drive --+thgou might have spoken about this already. Igditthe call about halfway through. But to get
to the -- you're looking at 2% for the full year amevenue increase and 6% for a second quarteat'$\the driver in Q2?

Tim Boyle - Columbia Sportswear - President, CEO

Well, I'm going to have Bryan speak to this sgealfy, but you have to remember Q2 is our lowesiume quarter, so any particular order
moving one way or another can create an aberrétetnwouldn't be extrapolated across a year. ByaBrdo you have some further comments
on that?

Bryan Timm - Columbia Sportswear - CFO

Not really, Tim. Again, as you said, it's our shesi quarter, so it's -- just as we looked at adep profiles and what we plan on shipping both
from a -- an initial order, some reorder activispme auto replenishment, and as | mentioned eaalilétle bit of fall ‘07 access selling, our best
estimate at this time is we'll be about 6 percemfaants up on sales over 2007 Q2.

Sam Poser - Stern, Agee & Leach, Inc - Analyst

And then based on the following -- the backlogtf@ back half, you're looking at basically almitet revenue.
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Bryan Timm - Columbia Sportswear - CFO

That's correct. Yeah.

Sam Poser - Stern, Agee & Leach, Inc - Analyst

Towards the back half.

Bryan Timm - Columbia Sportswear - CFO

It's not much different than that, you're rightn® For the back half, from what we've done in @d what we're guiding to in Q2, that would
make the back half not much better than flat.

Sam Poser - Stern, Agee & Leach, Inc - Analyst

Yeah. It'd be just a hair up from there. And thest on the footwear business for a second. Thbesa a lot of talk -- and | think John started to
bring it up a little bit -- on the pricing out ofhtha, especially on the footwear, and your bransitiuming of that product, mostly in the

Columbia brand. How is that affecting you for fatid looking ahead for relating to a price valuatiehship that you want to give to your
clients? Is -- are you moving to Inland China, Mernh China, Vietnam, and so on for sourcing tolile o maintain the prices?

Tim Boyle - Columbia Sportswear - President, CEO

Yeah. I'm going to have Bryan speak specificadlttte geographic locations, but basically we'venssmme increases, as have others. We are
frankly so embryonic in this business that we caweha very significant impact on the specific iteprice and frankly the specific item's margin
for us by just being better at the design and éejicomponents. We're -- historically we've nahat's not been our strength.

So, as you know we've changed almost the entira tager the last 24 months that's managing our featvbusiness and really bringing it in to
line to become a world-class organization. So,lthathat's just maybe a little overview of howdok at the business. And again, | would say
from our size, there's a lot of leverage that weeht pull that maybe a larger organization woultim'increase profitability to offer greater

value. Bryan, you want to talk a little bit abopesifically where the sourcing focus is coming ffom

Bryan Timm - Columbia Sportswear - CFO

Yeah. | mean as it relates to the footwear defipitve're sourcing in China, but also in Vietnam, &gain those are certainly two countries that
are going through some pretty good inflation. Lakates in both markets are certainly increasing yodre seeing quite a bit of workforce
issues out of both. So, again it probably come& baeny comment earlier on the apparel side thal Wave to continue to really isolate where
we can make some improvements, and that's nobjutte inputs or the FOB costs, but it's all theg Waough the entire supply chain for that
matter.

Sam Poser - Stern, Agee & Leach, Inc - Analyst

Okay. Thank you very much.

Tim Boyle - Columbia Sportswear - President, CEO

Thanks, Sam.

Operator
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And gentlemen, there are no further questionkiattime. Do you have any closing remarks?

Tim Boyle - Columbia Sportswear - President, CEO

No. We really appreciate everyone listening in. kdee a very competitive group of people here atcimpany. We don't like to be producing
results which aren't exceptional and our expeataiathat over time we will continue to prove the¢ have the capacity to be a very vibrant,
growing, and highly profitable business. Even beltire rung where we are today. So we thank yolid@ning in.

Operator

This concludes today's Columbia Sportswear Fitgtr€@r 2008 Earnings Conference Call. You may nisechnect.
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