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2015 Shareholder Letter 

Dear Fellow Shareholders, 

In the future when we reflect on fiscal 2015, I am confident that it will be viewed as an important inflection point in the 
evolution of our Company. As a result of the investments we have made in product innovation, marketing and 
technology, the connection between our brands and consumers has never been stronger. At the same time, our 
business has become more diversified in terms of collections, channels and geographies. Our focus on the consumer 
and on diversifying has created the most compelling opportunities for growth in the Company’s forty-year history. 
With great teams in place across the organization and an enhanced global infrastructure, the stage is set for us to 
take Deckers Brands to the next level. 

Our recent success can be measured quantitatively as well. In fiscal 2015, we grew sales nearly 15% to a record $1.8 
billion highlighted by double digit growth for the UGG®, Teva®, Sanuk® and HOKA ONE ONE® brands and a 7.8% 
increase in Direct-To-Consumer (DTC) comparable sales. We also expanded earnings per share nearly 15% to 
$4.66, while simultaneously investing in strategic initiatives that we believe will drive sustained growth and increased 
profitability over the long-term. We ended fiscal 2015 in a very strong financial position with over $225 million in cash, 
even after buying back 1.4 million shares of our common stock for $107 million during the year. Further underscoring 
our commitment to generating shareholder value, the board of directors authorized another $200 million share 
repurchase program in January.  

Our Brands 

Our brands are now more strategic than ever in how they develop product. For the UGG brand, we have successfully 
evolved the lifestyle nature of the brand by building on the strong foundation created by the enduring popularity of 
core classics. The key to this strategy has been to infuse the luxurious comfort that consumers love about classics 
into new collections across both footwear and non-footwear categories.  The work we have done to grow our product 
categories over the past several years culminated in the most diverse holiday product performance we have ever 
experienced when demand for specialty classics, weather and casual product outpaced expectations. This demand 
created momentum that further advances our product diversification strategy. We saw this when our wholesale 
accounts shifted more of their future inventory commitments towards non-core categories when they booked their 
orders for Fall 2015. As I look ahead, I believe UGG is still in the beginning stages of leveraging the love consumers 
have for UGG comfort to drive diversified growth globally. 

Teva had an exciting and productive year in fiscal 2015. A year ago the brand embarked on a new strategic course 
focusing on its roots as the original sport sandal. Building on the brand’s “original” foundation, we have successfully 
extended Teva’s sandal offering while also infusing design elements from its heritage collections into other 
categories. The brand’s new direction has garnered significant industry and media attention and led to several high-
profile collaborations. The increased publicity, along with our enhanced product development and marketing 
programs, has placed Teva at the forefront of current footwear trends, which is attracting new and returning 
consumers to the brand.  As a result, Teva is successfully repositioning itself from being a traditional outdoor brand 
into a broader, active lifestyle brand. We believe that all of these changes are creating greater relevance 
domestically, while also helping to grow international brand awareness where Teva’s market share is 
underpenetrated. 

The transformation of Sanuk over the past few years has been remarkable. When we acquired Sanuk in 2011, it was 
primarily a men’s surf brand with limited distribution outside of core action sports retailers. By focusing our efforts on 
growing the women’s business through the development of compelling product like the Yoga Sling collection, we 
have evolved Sanuk into a global lifestyle brand that now sells in leading department stores and mainstream specialty 
retailers. With the business now evenly split between men and women, the brand has created significantly more 
opportunities to expand shelf space with existing partners, as well as to open up new distribution opportunities 
worldwide. We believe we can achieve this by continuing to develop comfort product that is true to the brand, while 
addressing the desires of a more style-conscious consumer who is looking for fresh colors, prints, and new materials 
in their sandals and casual shoes.  

In last year’s shareholder letter, I wrote that HOKA was on to something big. One year later I am happy to report that 
the brand continues to perform exceptionally well. Bolstered by an expanded line of great products, accolades from 
esteemed media publications and consumers who are fanatical about the brand, HOKA made the leap from a niche 
brand for serious runners into a brand for a broad range of runners. The enthusiasm for the brand is growing every 
day and with new product introductions and expanded distribution to sporting goods stores, we believe we are well-
positioned to capitalize on the tremendous opportunity in front of HOKA. 



With respect to our emerging brands, including Anhu® and recently acquired Koolaburra®, we see great potential for 
growth. Beginning with Anhu, we are focused on establishing the brand as the leader in performance-based Yoga 
footwear. This is a burgeoning category that we believe will benefit from consumers’ growing desire for active lifestyle 
product that supports health and wellness. We are also optimistic about the latest addition to our brand portfolio, 
Koolaburra. We plan to re-launch Koolaburra as a more accessible comfort brand for the mid-tier channels that will 
allow us to compete against lower-priced, classic knockoff brands.  

Our Omni-Channel Evolution 

We opened our first concept store in December of 2006 to go along with our domestic branded E-Commerce 
websites. That year we did $36 million in DTC sales. At the end of fiscal 2015, we operated 142 stores, and 
generated $617 million in DTC sales. Over the past several years, we have transformed our company from a North 
American wholesaler into a global, multi-channel operator. Our enhanced Omni-Channel strategy has fueled the 
majority of our growth, and more importantly, has given us more control over the direction of our brands and the 
consumer experience. I am proud of the amount of planning and effort that our organization has put into envisioning 
and developing our Omni-Channel capabilities.  

With the investments we have made in technology, combined with the shift in consumer shopping behavior, it is not 
surprising that E-Commerce has been our fastest growing channel. Our teams have done an excellent job delivering 
the brand experience digitally and providing world class customer service. This past year we refreshed the North 
American sites for all of our brands and launched new international sites that reach our consumers in their local 
language. All of our new sites deliver an improved mobile experience and make it easier for consumers to shop from 
a mobile device.  

We continue to intertwine our stores with our E-Commerce sites through technological initiatives that make 
purchasing our products as easy and seamless as possible. This past year we further expanded Infinite UGG, which 
gives our stores the ability to sell every SKU available from the UGG brand through our in-store POS system. We 
also launched Retail Inventory Online and “Click and Collect”; both programs leverage the advantages of an in-store 
experience and online accessibility to deliver an elevated consumer experience. Additionally, we are continuing to 
adapt and adjust our DTC expansion strategy in order to best serve our consumers and maintain our strong operating 
margins. In fiscal 2015 we opened 30 new stores. Our enhanced Omni-Channel capabilities have allowed us to refine 
our store model to a smaller footprint with lower buildout costs and reduced inventory levels. 

During the past year we made several strategic decisions to drive long-term growth and increased profitability. 
Notably, we converted our German distributor to a subsidiary in order to better capitalize on the opportunities we see 
in this large and important market. We are confident that Germany can evolve into one of our top performing 
international countries given favorable economics, demographics and climate.  Another important initiative has been 
the growth of our partner retail business, specifically in China, where our partners operated 23 doors at fiscal 2015 
year-end. By pursuing a partner model in China, we are able to more efficiently penetrate this market with less 
committed capital. This model frees up resources so that our DTC team can focus on the top-tier cities, particularly 
Shanghai and Beijing. 

With our sights set firmly on the future, we have spent the last few years investing in an enhanced global 
infrastructure to support long-term growth. While a good deal of the heavy lifting has been completed and we can 
begin to leverage these investments, we must continue to make investments in our brands and technology that will 
get us closer to the consumer. Next steps include developing a loyalty program and CRM capabilities that will 
improve our knowledge and understanding of our consumers in order to drive increased engagement and conversion.  

Our Future 

Deckers transformation is taking place at a time when the retail industry is changing dramatically. In the face of stiff 
industry headwinds, we successfully navigated through challenges, executed our strategic plans and delivered mid-
teens sales and earnings growth in fiscal 2015. Given this dynamic environment, we believe it is of paramount 
importance to continually adapt and evolve. It is clear that in order to compete, retail companies cannot just develop 
good products, they must nurture strong brands, and create ways for consumers to access those brands in seamless 
and integrated ways.  Delivering a brand experience and connecting with the consumer is at the heart of who we are 
as a company. With a team of great people who are passionate about our business, we are moving at full throttle to 
build on our market leading positions. I am very excited about the opportunities that exist in front of us as we leverage 
the strength of our brand portfolio to drive sustainable growth and profitability.  

I sincerely thank everyone for their support, and I believe fiscal 2016 will be another year filled with important 
progress as we execute on our plan to further diversify and grow our business globally.  

 
 
Angel Martinez 
Chair of the Board and Chief Executive Officer 




