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Cautionary Note Regarding Forward-Looking Statements
This presentation contains forward-looking statements, including statements relating to the execution of our proposed strategy, early indicators and impacts for the third quarter
of fiscal 2023, our operating performance and prospects, and the general impact of the COVID-19 pandemic on the business. These forward-looking statements generally can be
identified by the use of words such as “anticipate,” “believe,” “could,” “continue,” “expect,” “estimate,” “forecast,” “may,” “potential,” “project,” “plan,” “would,” “will,” “intend”,
“predict” and other words of similar meaning. Each forward-looking statement contained in this presentation, including, without limitation, our fiscal 2023 revised full year and
third quarter financial outlook and the related assumptions included herein is subject to risks and uncertainties that could cause actual results to differ materially from those
expressed or implied by such statement. Our business is subject to substantial risks and uncertainties. Applicable risks and uncertainties include, among others, the impact of the
ongoing COVID-19 pandemic and the extent and duration of related disruptions to our operations, as well as the evolution of the global economic conditions, and are discussed
under the headings “Cautionary Note regarding Forward-Looking Statements” and “Factors Affecting our Performance” in our MD&A as well as in our “Risk Factors” in our Annual
Report on Form 20-F for the year ended April 3, 2022 and our Q2 2023 MD&A. You are also encouraged to read our filings with the SEC, available at www.sec.gov, and our filings
with Canadian securities regulatory authorities available at www.sedar.com for a discussion of these and other risks and uncertainties. Investors, potential investors, and others
should give careful consideration to these risks and uncertainties. We caution investors not to rely on the forward-looking statements contained in this presentation when making
an investment decision in our securities. The forward-looking statements in this presentation speak only as of the date of this presentation, (or as of the date specifically
indicated) and we undertake no obligation to update or revise any of these statements.
Non-IFRS Financial Measures and Other Specified Financial Measures
This presentation includes, and any discussion during or following this presentation may include, references to certain non-IFRS financial measures and other specified financial
measures such as adjusted EBIT and adjusted net income and certain non-IFRS ratios such as, adjusted EBIT margin, adjusted net income and adjusted net income per basic and
diluted share. These financial measures are employed by us to measure our operating and economic performance and to assist in business decision-making, as well as providing
key performance information to senior management. We believe that, in addition to conventional measures prepared in accordance with IFRS, certain investors and analysts use
this information to evaluate our operating and financial performance. These financial measures are not defined under IFRS nor do they replace or supersede any standardized
measure under IFRS. Other companies in our industry may calculate these measures differently than we do, limiting their usefulness as comparative measures. Definitions and
reconciliations of non-IFRS measures and other specified financial measures to the nearest IFRS measure can be found under the heading “Non-IFRS Financial Measures and
Other Specified Financial Measures” in our Q4 2022 MD&A or our Q2 2023 MD&A, as applicable, which sections are incorporated by reference in this presentation, as filed on
SEDAR at www.sedar.com and with the SEC at www.sec.gov/edgar.
This presentation also includes a reference to DTC comparable sales growth which is a supplementary financial measure defined as sales on a constant currency basis from eCommerce sites and stores which have been operating for one full year (12 successive fiscal months). The measure excludes store sales from both periods for the specific trading
days when the stores were closed, whether those closures occurred in the current period or the comparative period.
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Canada Goose Today
PERFORMANCE LUXURY

Outerwear | Knitwear | Accessories | Footwear
Function-first lifestyle brand

AUTHENTIC

Inspired by the Arctic for 60+ years, ensuring a legacy of
functionality in every product

BELOVED AND COVETED

Proudly worn from the coldest places on Earth to the
world’s fashion capitals

HUMANATURE

Platform for sustainability and purpose:
Keep the planet cold and the people on it warm
1
2

EMEA comprises Europe, the Middle East, Africa and Latin America
As of October 2, 2022

$1.1 BILLION OF REVENUE IN FY 22
~2/3 Direct-to-consumer (DTC) | 1/3 Wholesale
20% Canada | 28% U.S.
30% Asia-Pacific (APAC) | 22% EMEA1

GLOBAL DTC DISTRIBUTION

56 national e-Comm markets | 45 retail stores2
Complemented by Wholesale for reach and influence

MADE IN CANADA VERTICAL INTEGRATION
Unwavering commitment to making core down-filled
jackets in Canada
Competitive advantage from unique supply chain helps to
insulate costs and delays from global supply chain
disruptions
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Our Story
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Over 60 Years in the Making
1950 S

Sam Tick immigrates to
Canada bringing a strong
entrepreneurial spirit. In
1957, he founds Metro
Sportswear, specializing in
wool vests, raincoats and
snowmobile suits.

1970 S

1980 S

1982

2000 S

David Reiss, Sam Tick’s sonThe Expedition Parka is
Laurie Skreslet makes history
Dani Reiss, son of David
in-law, joins the company
developed to meet the
as the first Canadian to
Reiss and grandson of Sam
and launches a new era with
needs of scientists at
summit Mt. Everest, wearing a
Tick, joins in 1997 and
the invention of a volume- Antartica’s McMurdo Station. custom parka designed and becomes CEO in 2001. Dani
based down filling machine.
It becomes standard issue
manufactured by Metro
ignites growth and pledges
David also establishes the
and gains the nickname “Big
Sportswear. In 2011, this
to remain “Made in
label Snow Goose, which
Red”.
iconic “Big Mountain” jacket is
Canada.” Under his
later becomes Canada
re-released as the Skreslet
leadership, Canada Goose
Goose.
Parka.
transforms from a small
manufacturer into a global
luxury brand.
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Over 60 Years in the Making
2011

2014

2016

Canada Goose continues to The DTC journey begins with The first two stores were
the launch of e-Commerce opened in Toronto and New
innovate by launching
York City, immediately
lighter-weight products for a in Canada, expanding to an
additional 13 national
becoming world class luxury
wider range of climates and
retail destinations. With
activities. The Hybridge® Lite markets over the next five
years. The channel is a game unique physical experiences
wins “Best Backcountry
changer for building direct
in an exceptional service
Jacket” in the prestigious
and unfiltered relationships
environment, retail has
Gear of Year awards from
with Canada Goose fans
become an integral part of
Outside Magazine.
around the world.
the broader DTC strategy.

2017

2020-2022

Canada Goose breaks new
Canada Goose continues to
ground with the launch of
expand product categories with
Knitwear, its first nonthe launch of fleece in 2020 and
outerwear category. The line
footwear in 2021. The
pairs purpose-driven design HUMANATURE journey continues
and prowess in crafting
with the commitment to go furfunction-first apparel to
free1 in 2021.
In 2022, the Company signs a JV
luxurious Merino wool
agreement to accelerate DTC
garments.
expansion in Japan, Asia's 2nd
largest market.

1 Canada Goose stopped purchasing fur by the end of 2021 and will stop manufacturing with fur by the end of 2022 per the announcement on June 24, 2021.
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Made in Canada
HERITAGE

QUALITY

IT MATTERS

The country from which we
draw our inspiration and
expertise

We believe Canada is best the
place in the world to make
premium down-filled jackets

Sets us apart on the
international stage and in
the minds of our customers

PROVEN
SCALABILITY

DIFFICULT TO REPLICATE

COMPETITIVE
ADVANTAGE

84% of our units were made or
purchased in Canada in calendar
2021 - helps to insulate from
global supply chain disruptions

One of the largest apparel
manufacturing platforms in Canada
with eight operating facilities
facilities across the country

The depth of expertise in down
manufacturing and the scale of
infrastructure are unique

7

Keeping the Planet Cold and the People on it Warm
We endure any condition, observe every detail and take the long view to keep the planet cold and the people on it warm.
“HUMANATURE is how we talk about our purpose. It is embedded across every aspect of our operations. It’s part of
everything we do.” - Dani Reiss, Chairman & CEO
HONOURING THE NORTH
Project Atigi
A social entrepreneurship program featuring hand-crafted
parkas by Inuit designers and seamstresses, with proceeds
benefiting Inuit communities across Canada through Inuit
Tapiriit Kanatami
Polar Bears International (PBI)
Long-standing partner to support PBI’s scientists,
researchers and volunteers; raised $4.6M to date
Resource Centre Program
Provide and deliver free fabric and materials to remote
communities in the North, helping the Inuit community
continue their traditional ways of sewing

SUSTAINABLE IMPACT STRATEGY
Carbon Neutrality
To achieve net zero scope 1 and 2 emissions by the end of calendar year 2025
Responsible Down Standard (RDS)
Certified under the RDS in November 2021
bluesign®
Achieved 84% of bluesign® approved materials in FY22
Material Commitment
Committed to transitioning 90% of our materials to PFMs by 2025
Purchase only Arctic Tech raw materials that are PFAS free by end of calendar year
2023
Packaging Commitment
Committed to sustainable solution in 100% of our packaging by 2025
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Global Lifestyle Brand
THE REFERENCE
PARKA

FROM THE ARCTIC TO GLOBAL
FASHION CAPITALS

POWERFUL EQUITY AND
REACH

Brought authenticity and
best-in-class functionality to
the luxury consumer

Inspired by the Arctic for 60+
years, ensuring a legacy of
functionality in every product

Truly global brand equity in
a largely regional and
fragmented market

Leader in elevating
outerwear to a wardrobe
investment piece

Proudly worn from coldest
places on Earth to the streets
of global fashion capitals
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Growth Strategies
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Driving Profitable Growth on a Global Scale
LONG RUNWAY TO GROW DEMAND AND DISTRIBUTION

DRIVE DTC MIX
HIGHER

INCREASE
PENETRATION
GLOBALLY

ENHANCE
PRODUCT
OFFERING

EXPAND
MARGINS

11

Drive DTC Mix Higher
FY23E: 70 - 73%
of total revenue

Long Runway

Long runway to continue expanding our retail stores and e-Commerce
operations globally, while also growing revenue from established distribution

Powerful Economics

FY 22: 67%

FY 22 DTC gross margin of 76% and operating margin of 45%, driven by strong
productivity both online and in-store, despite pandemic disruptions

Experiential Innovator

Bringing storytelling and best-in-class product to life in new and engaging ways
by combining exceptional digital and physical experiences

FY 21 : 62%
1

1

Unique Approach

Started DTC journey in e-Commerce, which helped inform a highly selective
retail strategy focused on the best markets and locations

FY 21 DTC % of total sales excludes PPE
12

Drive DTC Mix Higher
STORE UPDATE

• 45 permanent retail stores 1
worldwide
• APAC: 23
• NA: 15
• EMEA: 7
• Store openings in Q3 FY23
• Denver, USA
• Ginza (Tokyo), Japan
• Las Vegas, USA
• Manchester, UK
• Osaka, Japan

1

As of October 2, 2022
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Increase Penetration Globally
CANADA GOOSE FY 22 REVENUE BY GEOGRAPHY VS. TOTAL LUXURY SPEND BY MARKET
(% of revenue)



Canada
Goose FY22
Revenue

Total
Luxury
Spend

Asia-Pacific (APAC) is our largest
addressable market with the most
revenue as a function of having
broad DTC distribution



United States, APAC and EMEA
represent large long-term
opportunities as represented by
luxury apparel spend, at earlier
stages of development



With demand in major
international markets well
established, DTC expansion is
central to unlocking the full global
potential of the brand

20%

28%

30%

22%

CANADA

UNITED STATES

APAC

EMEA

31%
AMERICAS

32%
GREATER CHINA

7%
JAPAN

25%
EUROPE

4%
ROW

Source for total luxury spend by market: Bain & Company, 2021
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Increase Penetration Globally
EARLY STAGE OF DEVELOPMENT IN LARGE
INTERNATIONAL MARKETS
APAC
CANADA

UNITED STATES

EMEA

Distribution

Financials

GREATER CHINA

1

FY 22 revenue

JAPAN (1)

$219.2M

$303.7M

$246.9M

$328.6M

% FY 22 revenue

20%

28%

22%

30%

FY 22 growth

0.7%

34%

26%

25%

e-Commerce

✓

✓

✓

✓

9

6

7

20

Mature

Developing

Developing

DTC centric market
structure

Retail stores
Wholesale

Joint venture effective as of April 4, 2022.

Joint Venture1
1

SOUTH KOREA

Distributor
market
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Increasing Penetration in Asia Pacific
CONVERSION TO JOINT VENTURE IN JAPAN IMMEDIATELY ACCRETIVE TO REVENUE & GROSS PROFIT
CANADA GOOSE JAPAN JOINT VENTURE

•
•
•
•
•

Announced Joint Venture with our former distributor, Sazaby League, Ltd.
Unlocks a more significant, profitable business in 2nd largest Asian market & one of most influential luxury markets
Expected to double revenue contribution from FY22 for total of $60 to $65M from DTC and Wholesale
Stronger economic model to fund DTC expansion alongside the local expertise of trusted world class partner
No upfront capital payments from Canada Goose related to the JV transaction
SOUTH KOREA – DISTRIBUTION AGREEMENT

• Signed a distribution agreement with Lotte Group to accelerate growth in a market of both significant size and
regional influence
• Path to retail expansion and direct participation in the medium to longer-term
16

Enhance Product Offering
OUTERWEAR
Continued innovation and new styles

TEI 5

TEI 4

TEI 3

Extreme
-30°C & Below
-25°F & Below

Enduring
-15°C / -25°C
5°F / -15°F

Fundamental
-10°C / -20°C
15°F / -5°F

Parkas

Parkas

Parkas
Bombers
Lightweight Down

OTHER CATEGORIES
New styles, uses and climates

TEI 2

TEI 1

Versatile
0°C / -15°C
30°F / 5°F

Lightweight
5°C / -5°C
40°F / 25°F

Bombers
Lightweight Down

Lightweight Down
Rainwear
Windwear

Product-led and function-first

APPAREL

ACCESSORIES

FOOTWEAR

Non-parka revenue grew 70% in
FY 22 from FY 21 to comprise
~30% of total sales

TEI refers to the Thermal Experience Index weather rating around which the jacket offering is organized.
Apparel is inclusive of knitwear, fleece, sweaters and sweatshirts.
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Enhance Product Offering
TAKING STEPS TO GROW WITH THE FEMALE CONSUMER
WHILE BUILDING ON THE STRENGTH OF MEN’S BUSINESS

• Plan to grow women’s business from ~50%, to
more closely align with the industry at ~60%
• Launched a new Fall Winter collection in
September 2022 with styles, silhouettes, fabrics
and trims to appeal to women with first all-female
global campaign
• Early response to the campaign and collection has
been excellent - Gen-Z and Millennial women
make up the core customer for the collection at 2/3
• Plan to launch a new collaboration in December
2022 which will also lean into a more feminine
expression of Canada Goose’s functionality
18

Fall Winter 2022 Collection

19

Canada Goose x Feng Chen Wang x Xu Zhen
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Expand Margins
CHANNEL
MIX

PRICE
OPTIMIZATION

Capture incremental gross
margin and realize higher
operating margins as mix
continues to shift towards DTC

Capture full value
of our existing products
Incrementally introduce new
styles at higher price points

MANUFACTURING

Expand in-house down-filled
jacket production to realize
efficiencies and capture
incremental gross margin to
fund investments in new
product and cost inflation
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Resilient Operating Model Helps Insulate Margins
UNIQUE SUPPLY CHAIN AND VERTICAL INTEGRATION MITIGATE SUPPLY CHAIN
UNCERTAINTY AND COST PRESSURES AND GROSS PROFIT
• While many peers are guiding to lower gross margins in
FY 23 due to supply chain disruptions and expedited
freight costs, our operating model is helping insulate
gross margins
• High Average Unit Retail (AUR) prices also help to
insulate gross margins from inflationary cost pressures
• Our geographic supply chain mix is unique:
• 84% of our units were made or purchased in
Canada and 14% in Europe in calendar 2021
1 Responded very high or high impact

Source: BoF McKinsey State of Fashion 2022 Survey

87% of fashion executives in BoF McKinsey State of Fashion 2022
Survey expect supply chain disruptions to negatively impact margins
next year

• As a vertically integrated manufacturer, we have a high
degree of flexibility in inventory position, while many
peers struggle to respond to rebounding demand and
are faced with more significant inflationary pressures
22

Financials
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Resilient Top-Line Performance
REVENUE BY CHANNEL
(C$ in millions)

REVENUE BY GEOGRAPHY
(C$ in millions)

Total revenue
grew 21.5%

$9.5

$54.3
$740.4
$527.2

FY 21

FY 22

YoY Growth

Canada

$217.7

$219.2

0.7%

United
States

$226.1

$303.7

34.3%

EMEA

$195.9

$246.9

26.0%

$322.2

$348.5

APAC

$264.0

$328.6

24.5%

FY21

FY22

Total
Revenue

$903.7

$1,098.4

21.5%

Wholesale

DTC

Other

“Other” revenue includes PPE and employee sales in FY21
and employee sales only in FY22

In FY 22:


Excluding FY 21 PPE sales (of
$47.2M) in Canada, total
revenue and revenue in Canada
increased 28.2% and 28.6%,
respectively



DTC global e-Commerce +15.9%,
driven by strong growth in all
major markets



United States + 34.3% driven by
re-opening of existing retail
stores and digital growth



Wholesale growth +8.2% in all
major markets
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Durable High Margin Business Model
GROSS PROFIT 1
(C$ in millions / % margin)

ADJUSTED EBIT 2
(C$ in millions / % margin)

554.0

FY 21

(C$ in millions/ % margin)

7.8%

14.7%
733.6

FY 22

8.6%

15.9%

66.8%

61.3%

NET INCOME

132.6

174.6

70.3

94.6

FY 21

FY 22

FY 21

FY 22

Gross profit in FY 21 included the impact of $47.2M of PPE sales, $13.5M of COVID-19 related government payroll subsidies and $4.3M of manufacturing overhead costs for production stoppage
due to COVID-19. Excluding these above items, gross margin was 63.7% in FY 21

1

Adjusted EBIT is a non-IFRS measure and Adjusted EBIT margin is a non-IFRS ratio. See "Non-IFRS Financial Measures and Other Specified Financial Measures“ in the Company’s MD&A for the
fourth quarter and year-ended April 3, 2022 for a description of these measures.
2
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Earnings Growth in FY 23 Outlook

1

TOTAL REVENUE: $1.2 - $1.3Bn
DTC: ~70% - 73% of total revenue
•
•

Driven by higher DTC mix vs FY 22
Stable channel margins
Conversion of Japanese distributor
business to a joint venture (JV)

ADJUSTED NET INCOME PER DILUTED
SHARE 3 : $1.31-$1.62

ADJUSTED EBIT 3 : $215 TO $255M FOR
MARGIN OF 17.9% - 19.6%

GROSS PROFIT: % IN HIGH 60s
•
•
•

Wholesale: revenue growth of 6%

Impacted by DTC comparable sales decline in the low-single digits at the lower
end of the range to growth of high-single digits at the top end of the range2
Continued channel expansion

•
•

Higher DTC mix vs FY 22
Lower SG&A (incl. D&A) growth vs FY 22

•
•
•

Represents 20% to 49% growth from FY 22
Effective tax rate in the low 20s as % of Income before Taxes
Weighted average diluted shares outstanding of 105.8m;
does not assume any share buyback activity

Other assumptions:
•
Improved traffic and lower levels of operating disruptions globally, including mandatory closures, in retail stores relative to FY 22
•
The impact of Covid-19 restrictions in Mainland China does not materially worsen from the extent experienced to date (Nov 2, 2022) in Q3 FY 23
•
$60-$65M in total revenue expected from the Japan JV
•
Approximate % of fiscal 2023 total revenue by quarter: Q3 50% Q4 22%
1

The FY23 outlook constitutes forward-looking statements and forward-looking information within the meaning of applicable securities laws. The purpose of this outlook is to provide a description of management’s
expectations regarding the Company’s financial performance and may not be appropriate for other purposes. Actual results could vary materially as a result of numerous factors, including the extent and duration of
operational disruptions that may affect our business as a result of the COVID-19 pandemic and other risk factors, many of which are beyond the Company’s control. Please refer to "Cautionary Note Regarding
Forward-Looking Statements“ and to the Q2 2023 press release issued on November 2, 2022.
2 DTC comparable sales growth is a supplementary financial measure. See “Non-IFRS Financial Measures and Other Specified Financial Measures” in the Q2 2023 MD&A.
3 Adjusted EBIT is a non-IFRS measure and adjusted EBIT Margin and adjusted Net Income per diluted share are non-IFRS ratios. See
3

2023 MD&A.

"Non-IFRS Financial Measures and Other Specified Financial Measures“ in the Q2
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Quarterly FY 23 Outlook

1

Q3 FY 23 OUTLOOK
Total revenue: $580 to $660M
Adjusted EBIT2 : $220 to $255M
Adjusted net income per diluted share2: $1.47 to $1.72

•

Q3 FY23 SG&A (incl. D&A and used in the computation of adjusted EBIT) in the low to mid 30s as a % of revenue. (Note: The
Company expects lower SG&A growth in the full fiscal year 2023 than FY 22 per previous slide)

•

Note: FY 22 was a 53-week fiscal year – the extra 14th week in Q3 FY22 generated ~$24m of revenue to consider when
comparing growth Q3 FY23 to Q3 FY22

1

The FY23 outlook below constitutes forward-looking statements and forward-looking information within the meaning of applicable securities laws. The purpose of this outlook is to provide a description
of management’s expectations regarding the Company’s financial performance and may not be appropriate for other purposes. Actual results could vary materially as a result of numerous factors, including
the extent and duration of operational disruptions that may affect our business as a result of the COVID-19 pandemic and other risk factors, many of which are beyond the Company’s control. Please refer
to "Cautionary Note Regarding Forward-Looking Statements“ and to the Q2 2023 press release issued on November 2, 2022.
2 Adjusted EBIT is a non-IFRS measure and adjusted Net Income per diluted share is a non-IFRS ratio. See "Non-IFRS Financial Measures and Other Specified Financial Measures“ in the Q2 2023 MD&A.
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