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PRESENTATION

Operator
Good afternoon. My name is Jamaria and | will loeiryconference operator today. At this time, | wblike to welcome everyone to the
Columbia Sportswear second quarter '08 financiilte conference call. All lines have been placednute to prevent any background noise.

After the speakers' remarks, there will be a qoastind-answer session. (OPERATOR INSTRUCTIONS).

Thank you. | would now like to turn the conferermser to Mr. Ron Parham, Director of Investor Relas. Please go ahead, sir.

Ron Parham - Columbia Sportswear Company - Director of IR

All right, thank you, Operator. Good afternoon a@hdnks for joining us on today's call. With medgdare Columbia's Chairman, Gert Boyle;
President and CEO, Tim Boyle; Chief Operating Gffiand CFO, Bryan Timm; and General Counsel, BBatgdon.

We'll start today's call with prepared remarksjeaing the results of the second quarter, and geoeolor around our full year and third quarter
revenue and earnings guidance that was also irtlhnd®day's earnings announcement. Then we'll @pgmto your questions.

Before we begin, Gert has an important reminder.

Gert Boyle - Columbia Sportswear Company - Chairman of the Board
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I'd like to remind everyone that this conferenedl will contain forward-looking statement regargi€olumbia's business opportunities and
anticipated results of operations. Please bearimd that forward-looking information is subject tmany risks and uncertainties, and actual
results may differ materially from what is projedte

Many of these risks and uncertainties are describefolumbia's quarterly report on Form 10-K foe thear ending December 31, 2007, and
subsequent filing with the SEC. Forward-lookingtestaent in this conference call are based on ouentiexpectations and beliefs, and we do
not undertake any duty to update any of the forwaodting statements after the date of this confeeecall to conform the forward-looking
statements to actual results or to change in ope@ations.

Ron Parham - Columbia Sportswear Company - Director of IR

All right. Thanks, Gert. Tim? I'll hand it off tgou.

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Thanks, Ron. Welcome, everyone, and thank yoyodioing us this afternoon. By now, I'm sure youhed a chance to review the earnings
release and financial schedules that we issueteetls afternoon, covering the results of ourasetquarter and our revised guidance for the
remainder of 2008. I'm going to focus most of mynoeents on our strategic initiatives and let Bryaview the financial highlights.

But | do want to take a moment to lay the contektdur discussion.

My mother has always told me at dinner time toteatfoods on my plate that | didn't like first, lsoould finish with a good taste in my mouth
from the foods | did like. It was good advice, dritink it's great advice now, approaching todagsference call.

The weak US and European retail environments haea livell documented, and we were clearly affectethbse headwinds. Second quarter
net sales declined $5.5 million or 3% compared st year's second quarter. On a regional bdssdecline is isolated to the US, where net
sales decreased $21.5 million or 18% to $95.6 anilli

Looking at the top line on a global basis, by catggthe decline from last year's second quartes isalated in sportswear, which was down
$8.9 million or 7%. From a brand perspective, teeosid quarter net sales decline can be primaiated to the Columbia brand, which was
down $6 million or 3%. Thus, the net sales deci;almost entirely due to lower sales of Columbiaril in the US. And that decline can be
attributed to the unexpectedly high volume of célatiens we received on our Spring order book dgitime quarter.

Nearly all of our largest retail partners reporteshative sales comps through the quarter, and ofoftem have stated their intentions to
continue managing their consolidated inventoriegeloover the course of 2008. To add further insmist of the northern half of the US

experienced a late arrival of Spring weather, caysin added delay in consumer purchases of sfieaBirts and sandals, which comprised a
significant portion of our seasonal Spring assoriisie

This naturally resulted in delayed sell-throughedail, and coupled with our customers' increaseghesis on reducing their inventory levels,
triggered order delays, fewer fill-in orders, andrencancellations than we expected.

In our EMEA direct business, second quarter natssdkeclined high single digits, reflecting the emoic headwinds and the product and sales
challenges we've described in previous quartersn@w European management team continues theinanidto re-establish healthy alignment
in our EMEA direct markets, and to return that impaot region to sustainable growth as soon as lpes®ecause the second quarter is typically
our lowest volume quarter, the lower-than-expeatetl sales meant that we were not able to fully dbsioe increased investments we are
choosing to make in demand creation and expandioaraetail store network.

Although we controlled our spending to be well witlour plans for the quarter, the 3% decline in top line resulted in a net loss of $1.8
million or $0.05 per share compared with net incavh&10 million or $0.27 a share last year, andawvious guidance for earnings per share
of approximately $0.03.

We currently have no evidence to suggest that t8eotJEuropean retail or consumer environment wilbriove noticeably before 2009. As a
consequence, we have revised our full year 2008mew guidance to a 3% decline from 2007, and duydar's earnings per share guidance to
approximately $2.60 to $2.70 per share.
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That takes care of the hard-to-swallow topics éafaty. Now let me turn to the portion of our restiitat taste better and go down a little easier.

Looking outside the US, each of our other threegggghic regions reported net sales growth durirgsiacond quarter on a GAAP and on a
constant dollar basis. EMEA sales increased 13%uding a 9% benefit from foreign currency exchamgee differences. Canadian sales
increased 18%, including an 11% exchange rate heaefl LAAP sales increased 20%, including a 3%hexge rate benefit.

Looking at the EMEA region as a whole, strong deutibit growth in net sales to our independentrihistors more than offset high-single digit
net sales declines in our EMEA direct markets. iflceeased sales to EMEA distributors reflects eaghipments of our Fall '08 products in this
year's second quarter, compared with shipmentsuoffall '07 line, most of which occurred in lastays third quarter. So although we
experienced Fall '08 sales to EMEA distributordéoup from last year on a full season basis, ttemgtdouble digit growth in sales to EMEA
distributors we reported in the second quarter beélipartially offset in the third quarter by lowshipments compared to last year's third quarter.

Men's Omni-Shade and Techlite products both perdarmell in the US markets that experienced warmthesahrough the second quarter, and
they've shown increasing momentum as warmer wedideispread to other markets. In particular, owhli® launch was highly concentrated
in water sandals, which naturally rely on warm vkeato drive consumer participation in water spativities.

Our sales and demand planning groups are workigether to use that knowledge to formulate moreegyia delivery flows for future seasons
in order to shorten the sell-through cycle, anddased turns and profitability for us and our tegaitners.

The Spring '08 Omni-Shade apparel and Techlitewfeat launches in the US were our first attempt@teting an integrated product launch
around seasonal marketing initiatives. While weeygleased overall with our team's performance, la@ identified several ways in which we
believe we can improve the consistency of our eti@awacross key markets, as we evolve our go-tdkgiastrategy to a global scale.

We're gearing up for a similar effort in Fall ‘G8jilt around our waterproof, breathable Omni-Teakeowvear and our Winter footwear launch,
featuring Techlite cushioning technology.

Our strong balance sheet improved further duriregstbcond quarter, with cash and short-term investsng $62.9 million from one year ago,
to $327.4 million compared to $264.5 million. An@ wemain free of any long-term debt.

We delivered on our plan to reduce inventory lev@isa year-over-year basis, ending the quarteR@2$ million versus $309.7 million last
year, a decrease of 12%. We continued to normalizénventory levels, and based on our currentssakpectations and our Fall 2008 purchase
plans, expect our inventory levels to trend dowmnduring the third quarter. Inventory levels at gl of 2008 compared with December 31,
'07 will depend on the volume and timing of saléEall '08 products versus the volume and timingeakipts of Spring '09 purchases.

Our strong balance sheet gives us the confidenddl@xibility to continue our investment and stgiteinitiatives during this economic cycle to
position the Company for sustainable, profitablegiderm growth.

We remain committed to investing in enhanced margeind demand creation efforts, building an exean®tail footprint, and continuing our

renewed commitment to innovation across our braad of outdoor apparel, footwear, and accessolés.see these strategies as critical
ingredients to successfully elevating and diffeiiitg the Columbia brand in the minds of consunma@und the world. We believe these
investments will begin to produce an increasingbgifive impact on consumer demand and sell-throwgien the current macroeconomic
uncertainties begin to ease.

I'll now hand off to Bryan for additional financialghlights.

Bryan Timm - Columbia Sportswear Company - COO and CFO

Thanks, Tim, and good afternoon, everyone. Timeced the highlights on our top line and key balasiteet items, so I'll pick up on gross
margins and quickly work down the rest of the ineostatement and cash flow.

Second quarter 2008 gross margins decreased 129 fussts, compared to last year's second quaded0.2%, primarily due to increased
discounts and close-out product sales and higlafugtion costs. These unfavorable factors werdgigroffset by the favorable gross margin
effect of our US retail expansion, some increas8A internationally, and improved foreign curreheyge rates.
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SG&A expenses increased $12.1 million over last'gesecond quarter and $91.3 million or 42.8% t¢éssaThis SG&A increase was in line
with our previously communicated plans to increase marketing investments to support our brandstarfdnd the start-up costs of our new
retail stores. The 660 basis point increase, coetptr last year's second quarter, was amplifiethbytop line shortfall in our smallest volume
quarter.

Operating loss for the second quarter was $4.3amilersus operating income of $12.4 million intlgsar's second quarter. We reported a net
loss of $1.8 million or $0.05 per diluted sharehie second quarter of 2008, compared with net ircofi$10 million or $0.27 per diluted share
in the second quarter of 2007.

Tim already touched on our improved cash and irorgnpositions. Our cash flow was also benefitednfra 6% reduction in consolidated
accounts receivable at June 30, to $172.6 millZapital expenditures were $14.2 million during sieeond quarter of 2008, primarily reflecting
our US retail expansion.

During the second quarter, we repurchased appraeiynd07,000 shares at an aggregate price of $4lbm Through June 30, 2008, we've
repurchased a total of 7.7 million shares or $3@lllfon since the beginning of the program in 2pB4&ving us approximately $39.3 million for
future purchases under the current $400 milliorhearization. Also today, we announced that Colunsbigoard of Directors approved a third
quarter dividend of $0.16 per share.

Now turning to financial guidance. Please keep indithat this information is forward-looking in maé and is therefore subject to certain risk
factors. | should also reiterate Tim's comment that visibility is currently hindered by the unpretdbility of the US retail environment. We
believe that we have appropriately factored in whatcurrent know and what we currently sense atimitarket; but we've also learned much
in the last 90 days how quickly things can change.

With that as a backdrop, based on Tim's earliecudision of the headwinds we're experiencing inUBeand EMEA direct markets, combined
with our planned retail expansion and the estimaféstt of foreign currency exchange rate diffeesjave now expect full year 2008 revenues
to decline approximately 3% from fiscal 2007.

We now expect full year 2008 consolidated grossgmarto contract approximately 50 basis points fi2Z007 levels. The assumptions behind
this projection include an increased proportionlisEounted sales and higher production costs. Vdeatxthese pressures to be partially offset by
increased contribution from our retail operaticstne increased ASP's internationally, and favorfadsiEgn currency hedge rates.

As Tim noted, we remain committed to investing ieremental demand creation during 2008 in suppoduo brands. Together with initial
investments and incremental operating costs ofnew retail stores, we expect full year 2008 SG&Aeanses as a percentage of consolidated
net sales to increase by approximately 440 basregpoompared with 2007 levels.

Based on the above projections, we expect to geneperating margins of approximately 10%, andtdduearnings per share of approximately
$2.60 to $2.70 for the full year 2008. We are autiseplanning approximately $45 million in capitspending during 2008, with approximately
$30 million of that related to our retail expansiamd $15 million related to maintenance CapEXx, @nd lesser extent, distribution capacity
projects.

Looking specifically at Q3, we expect net salesderrease approximately 4%. We currently expect @8raiing margin contraction of
approximately 330 basis points, primarily due t81® basis point increase in SG&A expenses relaiemlit strategic initiatives. As a result of
these assumptions, we currently expect third quaesnings per share of approximately $1.44.

I'll conclude my remarks by reintegrating the umamils commitment of our management team to use @yrstrong balance sheet to invest in
our brands and our operations, to create sustanpphbfitable long-term growth platforms despite tawered sales and earnings expectations
for 2008. We are working diligently around the vebtb make these strategies successful, so thaineastors can begin to see the expected
benefits and our financial performance as sooroasiple.

I'll now hand the call back to Tim for his closibngmments.

Tim Boyle - Columbia Sportswear Company - President, CEO and Director
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Thanks, Bryan. Before we turn the call over toryguestions, I'd like to take a couple of minuemphasize the point that Bryan just finished
on. The second quarter was clearly disappointind,@ur view of the US market is that it is likely temain difficult for the rest of this year, at
least.

We feel confident about the investments we're n@kinnew, long-term growth platforms, and the fioah flexibility provided by our fortress
balance sheet to make these investments durinthemnvase difficult economic cycle.

We talk a lot about increased marketing and retgilansion as the two distinct elements of ouretngtbut just focusing on these two elements
oversimplifies the organizational and operationppartunities we've identified and have begun tosparover the last 18 to 24 months.
Ultimately, every element of our strategic planntended to elevate and differentiate Columbiagntrin the minds of consumers around the
world and to re-energize demand for our brands.

In the consumer marketplace, strong brands witbvative products and emotional connections withscamers have proven to command higher
price points and to attract superior retail pagn®e started our transformation with a renewedtersis on product innovation that solves real
customers'/consumers' needs, and enhances tharienge in the outdoors. These innovations servthaduel for our expanded demand

creation efforts, that will seek to communicatehwébnsumers on a more inspirational and aspirdtiemal, in order to build stronger emotional

connections.

Our first line retail stores and key markets wilbgide stages on which we can showcase the breddtiese innovative products, using in-store
merchandising tools that convey the core brand perdormance messages at the point of sale. Foraiail partners, we will have more
innovative products to offer and an improved seakfiow cadence to keep our product assortmenghfeg retail, and entice consumers with
continual innovation and newness.

Taken together over time, we believe these stratigiestments are necessary to elevate and diffaterour brands, and thereby change the
composition of our business. We are already begmto see the early indications of the potentidlthese investments, and are confident they
will eventually benefit our business worldwide.

Finally, today's call would not be complete withaulittle dessert, complements of the Tour de Feaard Team Columbia. Most of you know
that athletic and team sponsorships have never aesgnificant component of our marketing strate@igje Team Columbia idea was first
brought to our attention in mid-April by John Stamt one of our Board members. After contemplating dpportunity, we decided that a
connection to professional cycling had the potémtisspeak to a large cross-section of our consurase, especially in Europe, where cycling
enjoys a nearly fanatic following, much more thamave familiar with here in the US.

Team Columbia competes in hundreds of men's andemtsmraces held in countries all over the worldryeand. Add to that the fact that
cycling enthusiasts tend to be people who alsoyemjwide variety of outdoor sports that are athikart of Columbia's brands and Columbia's
heritage, and you understand why the deal made=denss.

When we finally agreed to terms in early June, abiatee weeks before the start of the tour, nongesafould have imagined the overwhelming
flood of positive publicity Team Columbia has geated around the world for the Columbia brand. Té&mumbia has given our brand an
immeasurable boost, not only in the US, but esfigaidhere we need it most right now -- in Europe.

Coincidentally, our three biggest market opportiesiin Europe are France, where the Tour de Freakes center stage for three weeks; the UK,
homeland of 4-stage winner and Olympic Gold Medgbdful, Mark Cavendish; and Germany, the home d&yts stage winner, number 18-
stage Marcus Burghardt.

Through today, Team Columbia has claimed five stag®ries, the most by any team so far in thisrigetour. The excitement about Team
Columbia has extended well beyond Europe. By o@stacount, over the last three weeks alone, 00g80D articles in roughly 80 countries
have featured the successes of Team Columbia.rglided in those numbers are the thousands of csatiens in the blogisphere that we've
been able to glimpse, but not to track numerically.

We've also received a huge number of calls andleraaking about the availability of Team Columbjgparel. In response to that interest, we
are working to have an assortment of off-bike stylestores, beginning in November. I'm lookingward to congratulating each of the Team
Columbia riders on their personal accomplishmentsthanking them for the positive impact they'veught to this year's tour.
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We look forward to watching many of the individdehm members compete for their country at next hMer®@lympic games, and to follow
Team Columbia through future professional cyclimgsons. It's our belief that the strategic investmeve've been making, coupled with
catalysts like the one provided by Team Columhie,raenergizing our brands and will produce imptbfieancial results in the years ahead.

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

Operator, can you help us?

QUESTION AND ANSWER

Operator

(OPERATOR INSTRUCTIONS). Bob Drbul, Lehman Brothier

Bob Drbul - Lehman Brothers - Analyst

Tim, just a couple of questions on -- the candtelfes in the inventory, can you just discuss ydiity to react to these cancellations? Like how
much of this inventory has or will quickly be sat re-marketed to different accounts? You know, ryplans to sort of dispose of the

cancellations.

And | guess the bigger question that | have is,tvgbat of adjustments have you made now on -- wieenlooked at where your backlog was at
the end of March versus where you are today, h@wau planning the Fall business from the candehiatsk perspective that you now really

see out there?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Great. On the first question, Bob, we've re-ma#etirtually all the canceled merchandise from $seeond quarter cancellations. So, they
haven't shown up in -- because we haven't shippem tyet, but they're basically, virtually, 100%dsdbo the re-marketing effort was quick and
efficient. That's baked into the guidance for thieife.

We've also gone through an exhaustive review ofeatire Fall book. And we believe that the guidameéve given today is a result of the order
by order look at what our expectations are forlthkance of the year.

Bob Drbul - Lehman Brothers - Analyst

Can you quantify a little bit in terms of the mitgde of the adjustment that you're making onke lifor -- from an order perspective with the

factories?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Oh, I'm sorry. We have basically no ability to cahany factory orders. So the guidance we've gisenfunction of the inventory that we own
and our expectations for liquidation.

Bob Drbul - Lehman Brothers - Analyst

Got it. And on the cancellations, can you talk wbthe breadth of cancellations? Was it one reiWas it one channel? Was it several
retailers, just how that whole thing unfolded fou

Tim Boyle - Columbia Sportswear Company - President, CEO and Director
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It really mirrored the Company's volume acrosschlinnels and was probably -- could arguably béeced in most of our customers that are
publicly held. So that the announcements that tieepeen talking to their investors about in terrhsnanaging their inventories was quite
impactful to us in this quarter.

Bob Drbul - Lehman Brothers - Analyst

And then one final question for me is on Mervynsan you talk about the exposure that you guy®htawWervyns and how you're managing
it?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

It's virtually zero. So, they are a customer, dut financial exposure is virtually zero and angerbusiness which is very, very low -- any
orders which are low are already baked -- our egpens are baked in the guidance.

Bob Drbul - Lehman Brothers - Analyst

Okay, thank you very much. Good luck.

Operator

Kate McShane, Citigroup.

Kate McShane - Citigroup - Analyst

I think you said last quarter there would be aditt@hal 350 basis points [you said] in SG&A thisay, and this quarter you said there would be,
I think, 440 basis points. So can you just walkhreugh what has changed with that guidance?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

I'll ask Bryan to answer that question.

Bryan Timm - Columbia Sportswear Company - COO and CFO

Sure. | know when we spoke three months ago, Katesan, we talked a lot about the absolute dollaterms of SG&A build. And | think
three months ago, our expectation at that timemaaghe about a $50 million in absolute dollar bwifdur SG&A.

Now, in our current expectation, that number habably dropped to about $45 million. And again, tafghat being the variable component,
which is really a reduction in sales. So againmfr@ basis point perspective, again, with the lafckates or our sales coming off our previous
expectation by $68 million or so, that's obviousianged the basis points from a percentage stamdpoi

Kate McShane - Citigroup - Analyst

Okay. So it's deleveraging and not increases,2hen

Bryan Timm - Columbia Sportswear Company - COO and CFO

Correct.
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Kate McShane - Citigroup - Analyst

Okay. And then the second question | had -- youtioeed in your prepared comments that higher prtdo costs impacted your COGS
during the quarter. Is that -- are we talking abugher sourcing costs in terms of material andiatOr are we just talking about transportation?
And if we are talking about higher sourcing coatg you planning to increase prices to your rataifnd if you haven't, when do you plan to do
s0?

Bryan Timm - Columbia Sportswear Company - COO and CFO

Right. Well, with respect to higher production tspseally you could take out a couple -- in a deugifferent ways. Number one, yes, you're
right, and raw material costs certainly increas&lviously with the oil prices and what-not, someof freight rates have also increased.

But really what | was trying to get at is more tethto just our overall sourcing based in Asiaretly much a fixed cost for us. And those costs
are basically spread on a unit basis over the mtaztu And obviously, the production volumes, agaialy seen in our inventory levels from a
year ago in the second quarter, have dropped gigntfy; and therefore, giving really a higher cpst unit in the second quarter. So, that's also
what | would expect for the balance of the year.

With respect to our ability to pass those on infices, we've already gone to market for Fall. Arglve also already gone to market for Spring
'09. So we're out there right now getting pre-cdststhe Fall '09 book of business, and we'll h&wesee what kind of increases ultimately
develop there, and whether or not we have thetybilid price elasticity to pass those on to outasuers.

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Yes, just to follow-on, Kate. | mean, our expeictais that any price increases that we get wilpassed on to our customers.

Operator

John Shanley, Susquehanna.

John Shanley - Susquehanna Financial Group - Analyst

What is the level of order backlogs for both dotizesnd international at the end of Q2?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

John, we announce our order backlog twice a yeance at the end of first quarter for Fall andeat the end of third quarter for Spring. So,
we haven't announced -- and we wouldn't announteQ® -- end of Q3.

John Shanley - Susquehanna Financial Group - Analyst

Based on the cancellations and everything elgeythajust outlined for us, would it be a fair assment to anticipate that the order level would
be down to some degree?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Well, | wouldn't necessarily assume that. We'veidadly given guidance which contemplates our etgiéans for the balance of the year.

John Shanley - Susquehanna Financial Group - Analyst

Thomson StreetEvents www.streetevents.com Contact Us ﬁ

© 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

Jul. 24. 2008 / 5:00PM ET, COLM - Q2 2008 Columbia Sportswear Earnings Conference Call

Okay. All right. And based on that third quarteiidance you just gave us, Tim, it appears thafdbeth quarter results will be down about 45%
on an operating and profit basis. Would this cayse to rethink some of the Company's strategidaitiites that you just outlined for us,
specifically the retail expansion plans?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Absolutely not. No, we feel that the best usehef Company's balance sheet, which is quite sigmifids to take advantage of the strengths that
we have in times like this and to make investmemitere we think they're appropriate to re-energtee ltusiness. So, we're planning on
continuing our investments as planned.

John Shanley - Susquehanna Financial Group - Analyst

Okay.

Bryan Timm - Columbia Sportswear Company - COO and CFO

John, if | could interject too, as it relates tstj other -- you know, | mean, Tim is talking aboutre of the strategic investments that we're
making, which again, center around our retail egfamand really the additional marketing spend thathave this year for demand creation.

But again, as we look down the rest of the Compaaperating cost structure, we're certainly lookimgthose levers that we can pull to pull
back as we see the shortfall in the top line. Sgyevdone that to a small extent in the secondtggyaome personnel cost reductions and what-
not. And we'll continue to assess that as we gautlin the balance of the year, and obviously, whersee our first snapshot of what we believe
our Spring '09 book of business is going to be.

John Shanley - Susquehanna Financial Group - Analyst

When would you get that, Bryan? Would that be befw after magic?

Bryan Timm - Columbia Sportswear Company - COO and CFO

We wouldn't have the bulk of the Spring orderaritil the end of September.

John Shanley - Susquehanna Financial Group - Analyst

[December], okay. Turning to the regional souroed second, what's the level of productivity thati need to justify the rents that I'm sure
you're going to be paying in, like the North Michigstore that was just announced, as well as tHiedflAmerica and that big unit that was just
announced? Can you give us an idea of what youtuatovity would be in order to meet the pro forrhattyou have laid out, in terms of those
stores' contribution to the Company's bottom-liesuits?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Yes, John, this is Tim. We baked those -- theltesato the guidance that we've given you in apusam form. We're not sure exactly when
those things are going to come online, so we'veethak our best estimates. And we would expect ¢hat time, those stores would be highly
productive. But we don't intend to release finahaiatrics on those things -- on the stores, becthesexpectation is they, even though they'll be
important for brand building and they'll be a cdmitor to the business, we don't expect that theging to be a high percentage of the
revenues.

John Shanley - Susquehanna Financial Group - Analyst

Okay. Are you still planning for 15 outlet storasd 5 first-line and three Mountain Hardware stdoeshis year, Tim? Is that the game plan?
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Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Yes, | think those numbers are roughly corre¢he-15 being outlet stores and five Columbia's thinee Mountain Hardware's. It may be that
they move up or down one or two, depending on bilityato complete construction and inventory -cese me, and availability of real estate, et
cetera. But those are roughly correct.

John Shanley - Susquehanna Financial Group - Analyst

Okay. Good enough. Thanks a lot. Appreciate it.

Operator

(OPERATOR INSTRUCTIONS). Sam Poser, Sterne, Agee.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

I have a quick question on the SG&A. How does tinaak down (technical difficulty) how do you seérieaking out --?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Sam, your phone cut out there, so we couldn't year full question.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Oh, I'm sorry. The SG&A increase, how (technidfficlity) | guess the [$45 million] -- how doesahbreak (technical difficulty) --?

Bryan Timm - Columbia Sportswear Company - COO and CFO

This is Bryan, Sam. | apologize, but for whatereason, I'm not picking up your question whatsoeBet I'm going to try to interpret what |
believe | heard the question to be.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Can you hear me?

Bryan Timm - Columbia Sportswear Company - COO and CFO

The incremental SG&A spend for 2008, that roughlgplit between advertising being one major conepbnthe other major component being
really the ramp up costs with our retail expansion.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

And so that's -- can you hear me?

Bryan Timm - Columbia Sportswear Company - COO and CFO
It's really rough.
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Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

I'll dial back in and try to ask -- get back on.

Bryan Timm - Columbia Sportswear Company - COO and CFO

Okay.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Thank you.

Operator

Sara Hasan, McAdams Wright Ragen.

SaraHasan - McAdams Wright Ragen - Analyst

Could you talk a little bit about your balance etfeAnd particularly, the cash balance that coetnto grow? It just looks a little like you're
almost hoarding it, and I'm just wondering why.

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Well, | know Bryan has some comments he wantsakenbut | can tell you, in periods of economicenteinty such as we're certainly going
through today, a very strong, even fortress balaheet is a real comfort, frankly -- number one.

Number two, it allows us to make decisions, eveugfh they may in the short-term be somewhat paibfutl it allows us to make decisions and
strategic initiatives -- invest in strategic inttiees, which for the long-term, are going to be gdor the business. So, I'm comfortable with the
balance sheet composition as it is.

We're mindful that it's the responsibility of maeagent to have returns on all parts of the asseteeoCompany. And we believe that today,
we're using them correctly. But Bryan may have sanhditional comments.

Bryan Timm - Columbia Sportswear Company - COO and CFO

Well, the only other comments I'd like to make gt really around -- you know, at the end of Q@r, balance sheet position. Again, | think we
commented 90 days ago that we expected our invelgweels to trend down, certainly in Q2, which happd. But again, please note that we did
end up coming short on our expectations for thdit@pof about $18 million this quarter.

So again, | think from a working capital perspeetiwe're encouraged from what happened at the '6Q8.dBut again, | think as we look out for
the balance of the year, yes, we would continubdieve inventories to trend down, but I'm not stivat at the end of the year, if there's
necessarily a big build of cash over that it wasédeber 31, 2007.

SaraHasan - McAdams Wright Ragen - Analyst

Are you looking at acquisition opportunities irffidiult times like this? Or do you feel like yourld of have your hands full?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

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

Jul. 24. 2008 / 5:00PM ET, COLM - Q2 2008 Columbia Sportswear Earnings Conference Call

Well, | think, frankly, the best use of the Comparassets and its most important asset at thatdifiits managers is to really be focused on the
business today. That will frankly be the highesume for the Company. But there are -- in timeslithis, a strong balance sheet attracts
opportunities, and we would certainly look at thasel measure them as to how well they would fihwitir current operating model. But | can
tell you that the Company is very focused on fixihgse issues that we see right now in the business

SaraHasan - McAdams Wright Ragen - Analyst

Okay. And then just may | ask -- how is moralehivithe Company?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Well, you know, things -- times like this are difilt. It requires management to be strong andateha solid plan. And | think when you walk
around the buildings here today, and we're a globaipany, we have significant -- | wouldn't say léénce, but people understand what the
plan is and where we're going. And so they takesatgamount of pride and a great amount of solatked fact that the Company has got a plan

for fixing the business. That's number one.

Number two, we always talk about the balance shrdtthe fact that it allows the Company to be dahiggs that don't require desperation.
And the Team Columbia thing doesn't hurt eitheatEhbeen a significant morale improver.

SaraHasan - McAdams Wright Ragen - Analyst

Good. Thank you.

Operator

Howard Tubin, RBC Capital Markets.

Howard Tubin - RBC Capital Markets - Analyst

Can you give us any more specifics or any moraildesurrounding your marketing plans for the Bathson?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Yes, Howard. As you know, we announced that watided -- we've changed the advertising agencythieafirm has been using, and we put
together a new -- an agreement with a new advegtisgency based in the Bay area.

So the plan is to increase the amount of spendrentdnarketing to consumers and to re-energizéothed through basically a slight adjustment
in our messaging to consumers. Still going to idela healthy component of Gert, but it's also gainigiclude basically the concept of fighting
to take back the outdoors for everyone. And thgaiiag to be the overriding theme of the new campaig

It launches here in probably another two, threekaseAnd | think it will show consumers how the bdareally is, in addition to being a broadly
popular brand, it's also -- as a number of athleties might be considered regular people. So thia¢'sprimary focus of the ad campaign. But
additionally, as you know, the Team Columbia initia here has just been spectacular in terms ofcbeavareness with a very passionate group
of outdoor enthusiasts. So, | would say the --dnaert, the expectation is that the brand awaresredshe thoughts about the brand are going to

be considerably higher in the second half.

Howard Tubin - RBC Capital Markets - Analyst

Got it. Great. Thanks. And then just one followarpthe balance sheet question. Any thoughts tdmbyy stock back more aggressively over
the next couple of quarters?
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Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Well, we, as a habit, don't comment on our fuplems as it relates to share buyback. But | thiok gan see that the Company's got obviously a

number of areas to utilize cash appropriately, thatls one of them.

Howard Tubin - RBC Capital Markets - Analyst

Okay, thanks.

Operator

Sam Poser, Sterne, Agee.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Hi, can you hear me better now?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

That's better, Sam.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

All right, thank you. What was the cost of the fre@olumbia deal?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

I'm sorry? What was the cause?

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

The cost, the cost.

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Oh, I'm sorry. Well, we have an agreement withalaer of the team which stipulates that we havés-completely confidential in terms of
the cost. But | can tell you it's been the --title most expensive deal the Company has ever dahé;s been highly rewarding.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Okay. And then | just need -- | just want to verifne thing and then | have one other questionh\ie -- you had mentioned in another --
somebody else's question -- that you really camtel your factory orders. So, your guidance ust vant to clarify that your guidance is based,
then, on the potential discounts that you're gamfave -- that you will be giving to your retat@unts with the excess inventory due to the

cancellations?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director
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So, yes, the guidance includes our planned ligitidaof Spring '08 product that was canceled in dkeond quarter. And that's already been
sold, so, that's a known number. And then it'seogrectation of the sum of our sales at full prim, reorder sales and canceled sales, which will
have to be liquidated.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Okay. And did you take into account in any of thaidance -- in that thought process, sort of #st-Ehanging atmosphere in the United States,
as you had mentioned is going on. And as three hsaago, you wouldn't have expected what happerdad/tdave you taken into -- have you
been very conservative in that thought processngathis could still get worse, kind of idea, eeaou seeing what you're seeing and taking that
as today? If that makes any sense.

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

It makes perfect sense. We've spent a lot of imi. We've basically analyzed our order book éyass you've described.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Okay. And then just one last thing, on the marigetlyou had mentioned on the last call that yoand it's in your heritage -- that you think you
are an authentic outdoor brand. And you reallytdite the word fashion. But | mean, people arengdio buy those -- the jerseys for the cycling
as a fashion piece.

| mean, if it's authentic and there's fashion dalcto it, or style, | mean, how -- are you workaigser to sort of -- to get the two closer togethe
without --? You know. Do you understand what I'ngisg? You know, making it more stylish fashion euydon't like the word fashion, but --

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

No, we consider that our products have to be gp@t for the time and they have to be colorettrand have to be desirable. So those are all
parts and parcels of what we put into our produgt m

The cycling jerseys themselves are not made byusme they sold by us. They're sold by a firm thad licensing rights and does that -- that's
their only business, is cycling jerseys. So, thosebe bought by enthusiasts. We hope lots of peeyll buy them and wear them around, but
they aren't going to be impactful on our revenuesla

We are going to offer what we call off-bike apparehich would be fan apparel or training apparel. &biking enthusiasts could wear some of
our terrific outdoor products while he's trainidgd some of them will be colored and embellishaxtelto the uniform. But they're not going to
be the cycling jersey.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

And then, I'm sorry, one last thing -- with theaneutlet stores, | mean, is there a chance thainyay increase the opening of those outlet stores,
because it would clearly be a more profitable wéyiquidating of some of these excess -- of thisess inventory or the potential excess
inventory?

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Well, we think we have an opening schedule whichppropriate for our investment and talent hetkfanthe size of the market. And so we're
going to be sticking right to the plans as emulateas announced.

Sam Poser - Sterne, Agee & Leach, Inc. - Analyst

Okay, thank you very much.
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Tim Boyle - Columbia Sportswear Company - President, CEO and Director

Thanks, Sam.

Operator

(OPERATOR INSTRUCTIONS).

Tim Boyle - Columbia Sportswear Company - President, CEO and Director

All right. Well, thank you very much for listenirtg us and we look forward to joining you in Octolier our third quarter conference call.

Operator

Ladies and gentlemen, thank you for participatmtpday's Columbia Sportswear second quarterit@héial results conference call. You may
now disconnect.
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