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INSPIRING 
TODAY’S
YOUTH
ALL OVER
THE WORLD,
THREE 
POWERFUL 
BRANDS,
ONE COMPANY

Quiksilver Annual Report 2009
P1



LEADING AND 
LIVING THE 
ACTION SPORTS 
LIFESTYLE WE 
PIONEERED
40 YEARS AGO

Quiksilver Annual Report 2009
P2



Dear Shareholders,        

 

We’ve recently commemorated Quiksilver’s 40th anniversary – a milestone that 

we are very proud to recognize while giving thanks to all of the people who have 

contributed over the years. Our leadership in the markets we serve and our 

infl uence on the lifestyle we represent would not be possible without your belief 

in our company and I’d like to thank you for your loyalty. We’ve had a fantastic run, 

mainly fi lled with years worthy of celebration. This success fuels our confi dence as 

we face the recent economic upheaval. Although not yet refl ected in our fi nancial 

performance, we emerged stronger from 2009 and well positioned for another 

40 years of fantastic opportunity as a result of actions we took during the year.

Quiksilver’s operating performance in fi scal 2009 was dramatically impacted by 

the prolonged worldwide economic downturn. For the full fi scal year, consolidated 

net revenues from our continuing business declined 13% to $1.98 billion and we 

lost $0.58 per share. This performance refl ected the particularly diffi cult selling 

environment in which we operated for virtually the entire fi scal year. Recessionary 

conditions, which were at their worst in our most important sales regions, 

disrupted consumer spending habits and negatively impacted both our revenues 

and gross margins. 

WELCOME
TO QUIKSILVER
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Although our fi nancial results were clearly impacted by the weak global economy, 

in 2009 we achieved each of the major initiatives we identifi ed a year ago as being 

important to the long-term improvement of our overall business:

•  We began by completing the sale of Rossignol which allowed us to eliminate 

large-scale exposure to the hardgoods manufacturing business and separate 

Rossignol’s losses from our profi table core brands Quiksilver, Roxy and DC.

•  We refi nanced our capital structure through a strategic investment by Rhône 

and new multi-year credit facilities in both the Americas and Europe while facing 

an incredibly diffi cult credit market. These transactions improved our fi nancial 

stability by greatly reducing our exposure to uncommitted financing and 

provided additional liquidity that did not exist a year ago.

•  We adapted and aligned our organizational structure to the contracted market 

by transitioning to a new, slimmed-down management team, reducing our work 

force and reorganizing our business to leverage support organizations across 

our three major brands. 

•  We made further progress on initiatives to improve initial product gross margins. 

These changes improve our prospects for higher operating margins and cash 

fl ows when the world’s economies rebound. 

•  And in addition to these activities, we maintained our focus on brand integrity 

and making great product. 

By the time fiscal 2009 had drawn to a close, we had dramatically reduced 

expenses and improved initial gross margins, creating an opportunity for substantial 

EBITDA improvement in fi scal 2010. To be clear, the level of potential profi tability 

is heavily dependent on a resumption of growth in our business, which we assume 

will begin to take shape in the second half of fi scal 2010. Compared to a year ago 

when a number of our credit facilities were uncommitted and investors had serious 

concerns about our future amid the worst global economic crisis in our 40-year 

history, I am proud that we exited 2009 a substantially stronger company in a 

much better position to benefi t from future economic recovery.

Our market-leading position is supported by the broad appeal of our three core 

brands – Quiksilver, Roxy and DC. These brands have become synonymous with 

core action sports and they continue to defi ne the casual outdoor sports lifestyle 

that our company represents.

Quiksilver brand revenues were down 13% within the challenging economic 

landscape of fi scal 2009. From a product perspective, we have re-established 

our boardshort leadership through technically superior products that have been 

aligned with our top surfers. The Diamond Dobby technical fabric used in these 

boardshorts, along with successful new programs in denim and outerwear categories, 

demonstrates our product leadership through innovation and style. Also, as part 

of a plan to redouble our efforts in core markets, we’ve created a new product 

segmentation that will provide core shops with exclusive Quiksilver products.  

For Roxy, 2009 proved to be a very challenging year as revenues declined 17%. 

Driven by the poor economy, recent trends in the juniors market toward 

“fast fashion” and purely price-point driven goods have resulted in some lost 

market share and a signifi cant portion of the year-over-year decline. Although we

believe the “fast fashion” trend will slow when the world’s economies recover, we are 

taking steps to better meet the needs of the changing marketplace with expedited

fashion-forward products. We plan to further build upon Roxy’s offering with 

new, innovative products that will hit the market beginning in the summer of 2010.

DC revenues proved to be fairly stable for us in 2009 as they declined only 3% 

in a very diffi cult market characterized by lower target price points and stronger 

than expected appeal for vulcanized rubber and canvas constructions. We saw 

strong demand for unique and innovative items from our “TeamWorks” collection, 

a complete range of integrated footwear and apparel which features action sports 

athletes such as our professional rally drivers Travis Pastrana and DC co-founder 

Ken Block. Although this product line makes up a small portion of our DC revenues 

today, it’s an important category for potential future growth. We believe that DC 

has substantial growth opportunity ahead as we continue to develop its broader 

lifestyle scope, especially as we step up our efforts to distribute DC products more 

broadly in Europe and in Asia.
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With regard to our other brands, our snowboard company Lib Tech, somewhat 

overshadowed during our ownership of Rossignol, has quietly grown revenues to 

near $20 million annually. Importantly, its highly acclaimed Banana technology 

and Magne-Traction innovations have taken the snowboarding world by storm. 

Lib Tech has garnered the type of global appeal that we intend to develop into 

a future shining star. Our Hawk brand also continues to do well in its exclusive 

arrangement at Kohl’s, and our Leilani, Raisins and Radio Fiji brands continue to 

satisfy their respective sub-segments of the swimwear market.

 

Our athletes continue to inspire us to participate in action sports, to enjoy their culture 

and to live a casual lifestyle. Their performances reinforce our credibility and 

authenticity and help to establish the ongoing global appeal for our great brands. 

Among our highlights in 2009, we are thrilled to have re-signed Kelly Slater, 

the ultimate ambassador for the board-sport lifestyle whose worldwide exposure 

in the surf industry is unparalleled. We are very excited about some great projects 

that we are working on with Kelly that will broaden the exposure of surfi ng, including 

his upcoming 3D IMAX movie, “The Ultimate Wave Tahiti,” that premieres all over 

the world in February 2010. Many of our athletes attracted signifi cant positive 

global interest for our brands in 2009 including Kelly, Tony Hawk, Dane Reynolds,Sofi a 

Mulanovich, Sally Fitzgibbons, Jennifer Smith, Torah Bright, Travis Rice, Danny 

Way, Rob Dyrdek, Ken Block and Travis Pastrana. This is not to mention all the 

other members of our board-riding teams as we are blessed to have a deep roster 

of some of the world’s best athletes – all of whom work very hard to apply their 

talents and contribute to a positive public image for the company.

I would like to take a moment to recognize two recent events that exemplifi ed 

our marketing direction because they attracted significant global attention 

while fitting into a highly cost-effective footprint. In November, The Quiksilver 

Tony Hawk Show was held at the Grand Palais in Paris to kick off Quiksilver’s 40th 

Anniversary celebration. This event, which was also sponsored by Sony Ericsson 

and Orange, featured two days of skateboarding, fashion, music and art inside 

one of the city’s massive historic monuments, the Grand Palais. The sold-out event 

highlighted the broad appeal of the Quiksilver brand in Europe as 14,000 enthusiastic 

fans participated and tens of thousands tuned in via webcast. And in December, 

we held our legendary big-wave surfi ng contest - the 25th Annual Quiksilver in 

Memory of Eddie Aikau at Waimea. In addition to the huge 40-foot waves, 

the fantastic surfing and the enormous crowd of over 30,000 spectators, we 

webcasted the event and attracted live TV coverage via satellite in order to reach 

many countries around the world. Over 1,700 TV, print and online press stories 

covered “the Eddie” in the U.S. alone and our website logged the most viewers 

ever for a surf contest in a single day. During the contest period, over half a million 

unique visitors fl ocked to “the Eddie” website for live coverage and on-demand 

videos. These statistics reinforce the breadth, vitality and power of our expanding 

demographic. Our consumers are guys and girls, they can be found in the U.S. and 

around the world, they are into action sports and they are now – more than ever – 

connected by the Internet. We couldn’t be happier about the broad appeal of our 

brands, especially as demonstrated by these two unique events.     

Looking ahead, our objectives for fi scal 2010 are focused on improving profi tability 

and cash fl ow to enable us to reduce our debt leverage and increase shareholder 

value. In support of these important initiatives, we intend to:

•  Continue our tradition of product development leadership through innovation 

across our brands

•  Refocus product development and distribution on the core surf, skate and snow 

markets

• Continue to seek further operating effi ciencies

•  Capitalize on any upturn in world economies by leveraging our streamlined 

operating structure.

Quiksilver is a very special company whose spirit and reputation stem from 

the strength of our core brands, the regional and channel diversifi cation of 

our global business and the tremendous talent and energy of our people.

I would like to extend my personal thanks to our employees for their hard work 

and dedication in 2009 and to their families for their support along the way. 

As a result of the many changes we made within our organization this past 

year, we’re now better positioned to deliver improved fi nancial results once the 

economy begins to recover.  After 40 years of managing through periods of 

both prosperity and challenge, we’re proud to be the number one action sports 

lifestyle company in the world. 
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Consistent with the many cost cutting initiatives we implemented throughout 

2009, this annual report has been designed with cost savings and improved 

functionality in mind. We chose this year to remind our investors that we are all 

about our three powerful leadership brands Quiksilver, Roxy and DC. This book 

contains a brief fold-out glimpse of each brand. But if you’d like to see more about 

what each brand has to offer and the action sports lifestyles inspired by them, 

please take a few minutes to visit www.quiksilver.com/annualreport.  Here you’ll 

fi nd a variety of ways to connect with our brands including e-commerce stores so 

that you can shop on-line or search for products in a store near you as well as videos 

and additional images that help bring these great brands to life. Thanks again for 

your continuing support.

Sincerely, 

Robert B. Mcknight, Jr.

Chairman of the Board

OUR
CORE
BRANDS
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Quiksilver awakens the spirit of surfing that lives 
in everyone. It’s a spirit that everyone can identify 
with and wants to be a part of.

From its beginnings four decades ago, Quiksilver has been based on creativity, 

adventure, progression and freedom. This is embodied in its boardriding culture 

and is symbolized by its logo, a wave breaking over a snowcapped mountain. 

Quiksilver’s essential qualities of functionality, innovation and durability remain true 

to its heritage. We have grown our Quiksilver product line from its origins as a 

line of boardshorts to now include shirts, walkshorts, t-shirts, fleece, pants, jackets, 

technical outerwear, footwear, hats, backpacks, wetsuits, watches, eyewear and 

other accessories. Quiksilver has also expanded its target market beyond young 

men to include a Women’s line. The Quiksilver product line accounted for 

approximately 39% of our revenues in fiscal 2009.
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Roxy is all about heart. When you follow your heart, 
you inspire others to do the same.

With its core in boardsports, Roxy is a fashion outdoor brand that expresses the 

coastal and mountain casual lifestyle, which is represented in its heart logo that 

combines offsetting Quiksilver mountain-wave logos. The Roxy girl is fun and 

alive, daring and confident, naturally beautiful, and she appreciates innovation 

and simplicity. Roxy was introduced in 1989 targeted at the juniors market and 

later expanded to include girls with the Teenie Wahine and Roxy Girl product 

lines. Roxy includes a full range of sportswear, swimwear, footwear, eyewear, 

bags, outerwear, snowboards, snowboard boots, skis, beauty care, bedroom 

furnishings and other accessories for young women. The Roxy product line is 

sold in over 90 countries worldwide and accounted for approximately 33% of our 

revenues in fiscal 2009.
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The history of DC shoes is, essentially, the history of 
the modern skateboard shoe.

DC was founded in 1993 and continues to stay true to its original mission - pushing 

style and performance skateboarding to a level one step ahead of its competition. 

With its roots in skateboarding, DC has also established a strong and authentic 

presence in snowboarding, surfing, BMX, auto and motocross, along with 

collaborations with artists, musicians and cultural influencers that surround its 

world. These connections with some of the world’s best athletes and influencers 

enable DC to develop signature products and support its promotional efforts. 

DC’s product line includes skateboard and action sports inspired men’s and 

women’s shoes, men’s and women’s casual apparel, snowboard boots, technical 

outerwear, snowboards and a full line of accessories, as well as kids’ and toddlers’ 

shoes. The DC product line accounted for approximately 23% of our revenues in 

fiscal 2009.
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Board of Directors

Robert B. McKnight Jr. 

Chairman of the Board, Chief 

Executive Offi cer and President, 

Quiksilver, Inc.

Douglas K. Ammerman

Former Partner, KPMG

William M. Barnum Jr.

Managing Member,

Brentwood Associates

Charles E. Crowe

Investor

James G. Ellis

Dean, Marshall School of Business, 

University of Southern California

Charles S. Exon

Chief Administrative Offi cer, General 

Counsel and Secretary, Quiksilver, Inc.

M. Steven Langman

Managing Director, Rhône Capital

Andrew W. Sweet

Managing Director, Rhône Capital

Executive Officers

Robert B. McKnight, Jr.

Chairman of the Board, Chief 

Executive Offi cer and President

Charles S. Exon

Chief Administrative Offi cer,

General Counsel and Secretary

Joe Scirocco

Chief Financial Offi cer

Pierre Agnes

President, Quiksilver Europe

Craig Stevenson

President, Quiksilver Americas

Corporate Headquarters

Quiksilver, Inc.

15202 Graham Street

Huntington Beach, California 92649

Telephone (714) 889-2200

Independent Registered

Public Accounting Firm 

Deloitte & Touche LLP

Costa Mesa, California

Corporate Counsel

O’Neil LLP

Irvine, California

Annual Meeting

10:00 a.m. on Friday, March 26, 2010

Investor Relations Inquiries

Quiksilver, Inc.

15202 Graham Street

Huntington Beach, California 92649

Attn: Bruce Thomas, Investor Relations

Telephone (714) 889-2200

Registrar and Transfer Agent

American Stock Transfer & Trust Co.

New York, New York 

Telephone (800) 937-5449

Senior Notes Registrar

Wilmington Trust Company

Wilmington, Delaware

Telephone (302) 636-6396

Market Place

Our common stock trades on the New York Stock Exchange (“NYSE”) under the 

symbol “ZQK”.

Form 10-K

A copy of our Form 10-K for the fi scal year ended October 31, 2009 has been fi led 

with the Securities and Exchange Commission and has been enclosed herewith in 

a format that includes fi nancial statements but excludes exhibits. Additional copies 

of the Annual Report on Form 10-K, including fi nancial statements but excluding 

exhibits, will be made available without charge to stockholders upon written request 

to the Company, sent to the attention of Bruce Thomas, Investor Relations, at the 

corporate headquarters.

Sustainable Printing

This annual report was printed on Sappi Opus 30, a paper with numerous 

environmental benefits including 30% PCW fiber, FSC and SFI® Chain of 

Custody certifi cations. And 100% of the electricity used to manufacture Opus 

30 sheets is Green-e® certifi ed renewable energy.

By printing on Opus 30 sheets, the amount of greenhouse gas emissions 

avoided as compared to the industry average is 3276 lbs, which is equivalent 

to emissions from:

167
gallons of gas

28
propane cylinders used

for the home BBQ

1000
lbs of waste recycled

instead of sent to landfi ll






