
In Green We Trust 
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No consumer 
objects to adding 
sustainability to 
products, but they 
object to poor 
quality, bad design 
and high prices1 

1 Source: Trendwatching.com 
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An interest in 
green does 
not necessarily 
always 
translate to 
buying green2 

2 Source: Boston Consulting Group - , “The Millennial Consumer:  Debunking Stereotypes,” April 2012 



The product has to look good.   It has to perform well. 
And, then, all things being equal, redeeming eco-
friendly qualities are a gift with purchase. 



S P G 
STYLE PERFORMANCE GREEN 



Millennials expect 
companies to care 
about social issues, 
are more likely to 
purchase items 
associated with a 
particular cause and 
will reward 
companies that 
partner with the 
right ones2 

2 Source: Boston Consulting Group - , “The Millennial Consumer:  Debunking Stereotypes,” April 2012 



The deep dive 
is there for 
those who 
want to take 
the plunge 

Source: http://responsibility.timberland.com/reporting/2015-targets/ 



A Nutrition 
Label in every 
box and on 
every garment 
tells the story 
of our annual 
corporate 
footprint 

Source: http://community.timberland.com/Earthkeeping/Our-Footprint 



Every pair of 
Timberland’s 
has a Green 
Index® that 
measures the 
environmental 
impact of the 
product 

Source: http://community.timberland.com/Earthkeeping/Green-Index 



Boot. 
Brand. 
Belief. 



Story telling at 
retail is critical 
to getting 
consumers to 
care 



We’ve got the 
right to tell an 
eco-story 



And  
tell it,  
we do…. 





Two-thirds believe global warming is real  
 
 

Source: Roosevelt Institute’s Campus Network (RICN); Time magazine 

Over 40 percent believe it is caused by human 
activity, levels much higher than other generations 

Millennials are 
the most 
environmentally 
conscious 
generation in 
history  
 



THANK YOU 
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