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ROXY IS SOLD IN MORE THAN 90 COUNTRI
GENERATED APPROXIMATELY 27% OF 0
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i 'SOCIAL MEDIA LIKE NO PRIOR GENERATION, WE EXPECT ECOMMERCE
* WILL GROW TO COMPRISE AT LEAST 10% OF OUR BUSINESS IN THE NEXT
. FIVE YEARS. WE'RE INVESTING IN MARKETING AND SOFTWARE SYSTEMS
! T0 DRIVE INCREASING LEVELS OF ON-LINE PURCHASING SATISFACTION
FOR CONSUMERS AND TO TARGET A “COMMERCE ANYWHERE, INVENTORY
ANYWHERE” BUSINESS ENVIRONMENT. WE'RE ALSO WORKING WITH OUR
RETAIL PARTNERS TO IMPROVE OUR B2B2C CAPABILITIES WITH AN‘END
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DEAR SHAREHOLDERS,

A year ago our improved financial condition enabled us to begin to transition
Quiksilver from a defensive posture of refinancing and restructuring to an
offensive strategy of investment, growth and profitability. I'm pleased to
report that fiscal 2011 was a good year for our company as we improved our
business through prudent investment and careful execution. Our solid
performance has positioned us squarely on our long-term plan for
substantial revenue growth and profit expansion. With the transition year
now behind us, we invite you to join the adventure as we embark on a
journey that we expect will produce $1 billion in revenue growth and a
doubling of EBITDA over the next five years.

When | reflect on 2011, I'm very proud of our team’s success in growing
our top line despite inconsistent world economies and the tragic natural
disasters that struck the Asia Pacific region, both of which could have
had a devastating impact on our performance. Our diversified business
proved its ability to withstand these types of shocks while also delivering
top line growth.

We pulled together and managed to achieve solid financial results and
we made significant progress on several longer term initiatives, such as
the initial implementation of a new global ERP system, the launch of our
Quiksilver Girls line, the resurgence of Roxy after repositioning the brand
to reflect its original roots and a continued investment in our Ecommerce
business that better positions this important channel for continued rapid
growth well into the future.

We also made some important appointments among our executive ranks
and added talented personnel in key markets. We promoted Craig Stevenson
to the dual role of Global Brand President and Chief Operating Officer of
Quiksilver, Inc. We've tasked Craig with leading our initiatives to increase
the efficiency of our global operation, including sourcing and product
development. We expect to expand our gross margin and streamline
Merchandising & Design by increasing the proportion of global product
in our lines. And in his global brand role, he'll help to ensure that our
brands are consistently represented in global product, global marketing
and global athlete activation. Rob Colby succeeds Craig as President of
our Americas region, a role for which he’s well prepared after serving as
the Americas Chief Operating Officer. In China and in South Korea, we
added executives with strong industry experience to manage our busi-
ness and to drive growth in these two key markets.

Summarizing our financial performance in fiscal 2011, consolidated
revenues were $1.95 billion, up 6% compared to fiscal 2010, and
pro-forma Adjusted EBITDA was $200 million as compared to $214
million in the prior year, with the primary difference resulting from the
effects of the earthquake and tsunamis on Japan and substantially
weaker markets in Australia and New Zealand, dynamics shared by
our peers in those markets.

With respect to the brands, Quiksilver revenues grew 5% in fiscal 2011
to $806 million. Although Roxy revenues were down 2% for the year, to
$519 million, each quarter of fiscal 2011 improved for the brand, finally
growing 10% in Q4 compared to the fourth quarter of fiscal 2010. And
our fastest growing brand was once again DC, with revenues up 15% in
fiscal 2011 to $545 million.



Looking at our regional revenues, the Americas business grew 8% in
fiscal 2011 to $914 million. In Europe, our revenues grew 4% to $761
million, and in the Asia Pacific region, revenues grew 5% to $272 million.

Regarding our balance sheet, we completed a highly successful €200
million offering of Senior Notes early in fiscal 2011 that underscored the
strength of our European business. We used the proceeds of the offering
to repay our European term loans and eliminate their required amortization
payments, giving us significantly more financial and operating flexibility
for the next few years.

This enhanced financial flexibility enabled us a year ago to develop and
launch our long-term plan to substantially grow future revenues and profits to
drive higher levels of shareowner value. We began early in fiscal 2011 to
invest in a number of growth initiatives we identified within our powerful
global brands Quiksilver, Roxy and DC. We've gained traction on each
of these initiatives over the past year and our momentum continues to
build. In that context, I'd like to summarize the company’s major growth
drivers looking forward:

e  First, we will focus our energy and resources primarily on the con-
tinued development of our three major brands Quiksilver, Roxy and
DC. We plan to expand our business through new distribution while
maintaining strong relationships in our core markets. Within this
framework, DC is our fastest growing brand and it represents the
company'’s single largest future growth opportunity.

e Second, we plan to grow through geographic expansion. There are
a number of countries and regions throughout the world with solid
business prospects where we've either had only a modest established

presence or that remain essentially undeveloped. These opportunities
include Germany, Russia and the Czech Republic in Europe, Latin
America and the non-coastal US states in the Americas, and China,
South Korea and Taiwan in the Asia Pacific region.

e Next, we plan to expand through product line extensions. Our best
opportunities include the Winter and Cold Weather market for each
of our brands as well as the Female market, specifically as we grow
our Quiksilver Girls, Quiksilver Womens and DC Girls product lines.

e We expect that Ecommerce will grow to become approximately 10%
of our overall business in the next 5 years, especially when com-
bining consumer shopping on our on-line stores with the B2B2C
proposition of driving sales through our retail partners’ web sites.
Importantly, our consumer lives on-line and they want to be able to
buy anytime, anywhere, from any device.

e And finally, we plan to improve the performance and profitability
of our company-owned retail store network through a number of
initiatives aimed at standardizing store formats and streamlining
our store operations.

We expect that these initiatives together will help us to drive our business
to a higher standard of operating performance. In fact, we expect that
we'll grow to $3 billion in revenues and we'll generate $400 million in
EBITDA on an annual basis 5 years from now.

Such improvements in our business would be impossible without the
tremendous global appeal of our three great brands - Quiksilver, Roxy
and DC - and the hard work of our teams. These brands have become
synonymous with core action sports and they continue to define the
casual outdoor sports lifestyle that our company represents.



Quiksilver remains the biggest and most respected action sports lifestyle
brand in the world. With fiscal 2011 revenues of over $800 million, the
Quiksilver brand grew its market share and demonstrated its resiliency
amid challenging conditions in many global markets. From a product
perspective, Quiksilver offers a broad assortment of apparel, footwear,
accessories and related products that represent a casual lifestyle for
young-minded people that connect with our boardriding culture and her-
itage. We continually offer the most innovative technical products in the
market, validated by the athletes we sponsor who help us develop and
wear our products both in and out of competition. In 2011, we success-
fully launched our new Quiksilver Girls juniors line after it had received
widespread acclaim. In addition, the Waterman Collection, our product
line for men over the age of 30, showed solid progress as a result of great
product and, in some small part, the rapidly expanding appeal of Stand
Up Paddleboarding.

With over $500 million in fiscal 2011 revenue, Roxy remains the largest
and most recognized girls’ action sports brand in the world. The most
exciting business dynamic across all of our brands in 2011 was Roxy’s
return to growth in the second half of the year after a lengthy period
of challenging business conditions brought about by global recession
and fast-fashion trends. Roxy footwear, classic beachwear and a reju-
venated sportswear offering drove better results in the second half of
fiscal 2011. Improved product and our strategy to better position Roxy
as a year-round brand appear to be key factors in Roxy’s continued
strong momentum. We continue to invest in coordinated marketing ef-
forts to support Roxy’s great new product offerings for Spring/Summer
2012 and beyond.

Generating revenues of nearly $550 million in fiscal 2011, DC clearly
has the most growth potential of our three core brands, particularly in
international markets. DC’s growth in fiscal 2011 was driven by strong
sales across the entire footwear portfolio as the best selling products
came from the highest priced high-tops as well as from the lowest priced
vulcanized models. Additionally, DC launched its product segmentation
strategy this past year which differentiates products exclusively offered
to core accounts through an increasingly popular DC flag icon. This pow-
erful brand presents particularly strong growth opportunities abroad and
in its overall apparel business, in the juniors market, in the area of newly
evolving action sports and in its snow and winter outerwear business.

With regard to our other brands, our snowboard company Lib Tech
continues to broaden its product portfolio and grow its business
through award-winning advanced snowboard technology, while our
Hawk brand, the namesake of legendary skateboarder and long-time
Quiksilver team rider Tony Hawk, also continues to grow in its exclusive
arrangement at Kohl's.

Fiscal 2011 was another fantastic highlight year for our athletes who
help us reach our important core demographic. I'd like to take just a brief
moment to mention a couple of particularly influential performances,
beginning with Quiksilver’'s incomparable Kelly Slater and his dominant
season-long performance in winning his 11th World Surfing Champion-
ship. This was easily the biggest news in the action sports world in 2011.
Additionally, rally driver and DC co-founder Ken Block once again gener-
ated millions of contacts with potential consumers with the release of the
fourth installment in his “Gymkhana” precision driving series, which has
now accumulated more than 140 million YouTube views.



We also enjoyed immense coverage of several significant Quiksilver, Roxy
and DC sponsored events in 2011. Most notable among them were the
inaugural and fantastically popular Quiksilver Pro New York that compli-
mented our WCT events in Hossegor and Australia, and for the second
consecutive year, DC brought Rob Dyrdek’s Street League skateboarding
competition to life with four terrific contests across the country with the
world’s best street skaters competing live on ESPN and ESPN2.

There were countless more athletes all over the world and events that
happened on a daily basis that helped us reach consumers in fiscal
2011 and we expect 2012 will be another year in which our ties to these
athletes and events provide us with substantial competitive advantage.
The global numbers of guys and girls that fall within our customer demo-
graphic are enormous and they are growing. As their interest in action
sports continues to grow, they are connected like no generation has ever
been connected, demonstrating the enormous power of social media in
our space, a strong suit for our brands and in particular for DC. As you
can imagine, we are extremely excited about the prospects for our
business in the future.

Quiksilver is a very special company whose spirit and reputation stem
from the strength of our core brands, the regional, product and chan-
nel diversification of our global business and the tremendous talent and
energy of our people. | would like to extend my personal thanks to our
employees for their hard work and dedication in 2011 and to their families
for their support along the way.

In summary, we exit 2011 in great shape to deliver improved perfor-
mance in 2012 in line with our long-term plans. Investments we've
made this past year to deliver strong Quiksilver, Roxy and DC products
in both new and established categories helped us to achieve our revenue
growth objectives. Additionally, despite particularly challenging consumer
environments in parts of Europe and Australia, we continue to see solid
growth in our emerging and developing markets around the world. Taken
together, we believe that fiscal 2012 will be another good year for Quiksilver
and our long-term plan to substantially grow revenues and significantly
expand our profitability.

Thanks for your continuing support.

furrs A

ROBERT B. MCKNIGHT, JR./ CHAIRMAN OF THE BOARD
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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 am, Tuesday, March 20, 2012

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

EUROPEAN SENIOR NOTES REGISTRAR
Deutsche Bank Luxembourg S.A.
Luxembourg, Grand Duchy of Luxembourg
Telephone (+352) 4 21 22-1

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 fiscal year
ended October 31, 2011 has been filed with
the Securities and Exchange Commission
and has been enclosed herewith in a format
that includes financial statements but
excludes exhibits. Additional copies of the
Annual Report on Form 10-K, including
financial 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 Quiksilver
corporate headquarters.

SAFE HARBOR

This document contains forward-looking
statements including but not limited to
statements regarding the company’s growth
initiatives, profitability and other future
activities. These forward-looking statements
are subject to risks and uncertainties, and
actual results may differ materially. Please
refer to Quiksilver’s SEC filings for more
information on the risk factors that could
cause actual results to differ materially from
expectations, specifically the sections titled
“Risk Factors” and “Forward-Looking
Statements” in Quiksilver's Annual Report
on Form 10-K and Quarterly Reports on
Form 10-Q. This document also includes
certain non-GAAP financial measures
including Pro Forma Adjusted EBITDA. The
reconciliation of such non-GAAP financial
measures to the nearest GAAP equivalent
can be found in the Company’s earnings
press releases which are filed with the
Securities and Exchange Commission (SEC)
and can be found on the Company’s web site
at www.quiksilverinc.com.
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