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mis s THE EDSEL No consumer
never before a car like it ObjECtS to addlng

sustainability to
products, but they
object to poor
quality, bad design
and high prices?

Ffifeal expironion of fine snginsering from Fard Mator Company

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

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



Top: 6 Premium WatErroor Boot In whaat Nubuck
Left Esrthisepers® Augged Lightweight Watsmproof
&* Boot In Brown Tumbied Nublck

gged LTD

Right: ta
Chukka in Tindra Travalbuck.
Botiom:

tage Rugged LTD
&" Boot In Tundra Travelbuck.

EST. 1973

BEST THEN. BETTER NOW.

TIMBERLAND.COM

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.







TIMBERLAND RESPONSIBILITY

Goals & Progress

sttt \illennials expect
companies to care
about social issues,
are more likely to
purchase items
PRODU;T S FACTORIES SERVICE aSSOCIated Wlth a
particular cause and
will reward
companies that
partner with the
right ones?

CLIMATE
Protecting the Outdoors

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




PILLAR CATEGORY 2011 FUTURE FEATURED .
GOALS PERFORMANCE | TARGETS METRIC e e e p I Ve

Actual Target P GHG Inventory

CLIMATE > GHG Inventory 16482 15870 15870 12,775  Metric Tons of Carbon Emissions '
Ren nergy 15% 15% 19% 30% I S e re O r

13.30% 20% 10% 100%

EEEo . . o, et those who

82.7% 100%  100%  100% 15.870

204% 233% 3b52% | 50.6%
Qur Greenhouse Gas (GHG) inve includes

“TAD Ear ST emissions from owned and operate
FACTORIES <R 3% 0% 18D facilities, as well asemploye?: air travel. Wa n t to ta ke
0.05% 0% TBD

erformance S 20% 40% 100%
veness 59% 10% TBD

4% 4% 8D the plunge

SERVICE R i Served 43% 42% 45% 60%
E ent 80% 80% 81% 84%
40% baseline TBD baseline

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




OUR FOOTPRINT

NOTRE EMPREINTE

We're committed to corporate social
responsibility. “Our Footprint” measures
the environmental impact of our products.

Nous nous investissons dans la responsabilité
sociale de notre entreprise. « Notre empreinte »

e Iy T o T e Ty A N u t r i t i O n
RENEWABLE ENERGY'
ENERGIE RENOUVELABLE? .
15, Label in every

PyCTREE FoOTWEAR box and on

94.7 -
RECYCLED, ORGANIC OR
RENEWABLE MATERIALS’ eve ry ga r m e nt
MATERIAUX RECYCLES, BIOLOGIQUES

R tells the story

TREES PLANTED BY

TIMBERLAND (2000-2011) Of O u r a n n u a I

ARBRES PLANTES PAR TIMBERLAND

3,557,721 corporate

and carbon footprint for owned and operated
s and employee air travel only, accounting for

f [ ]
% mberland’s overall carbon footprint in 2011
Empreinte carbone de Timberland générée par les
installations qu’elle posséde ou qu’elle gére et par les
déplacements en avion de ses employés unigquement,

représentant 4 % de I'empreinte carbone globale de
Timberland en 2011.

2 Measure excludes trace elements.
Cetie mesure ne prend pas en compte les éléments itraces.

3 Based on the measurement of 58.6% of footwear shipped
by Timberland in 2011 (exclusive of licensed footwe:
o of the footwear measured contains at least 10%
led, organic or renewable materials.
Base sur 58,6 % des chaussures livrées par Timberland
en 2011 (a exception de chaussures sous licences).
59,2 % des chaussures analysées contiennent au minimum
10 % de matiériaux recyclés, biologiques ou renouvelables.

For more information visit timberland.com/footprint
Pour plusd’information: timberland.com/footprint

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




Every pair of
Timberland’s
has a Green
neto g m | omen g s [ wemearponcs [ @X® that

Climate Impact Aaoransien st on a scale from 0 to 10
male lmpact: r 5] percustlonclimaligne: |-
tooeghperdiction. L0 | [T Ermissions de o etlne . - using a system created

. e serre suite & La fabrication. to cnmpare the envi- t h

Chemicals Baed: i I I I
P f hanardees l i FProduils chimigues . 0] ronmental impact of e a S u re S e
wibntances utiligis:
(P 4 Subvent ddbesives] Fréogmce du satens sechves Timberland products. .

PG et sdbdulfy b salvasl)

: [ The lower the score m t I

Ressurce Contumption: | 3
mu,mnﬂhgpu!;ul ! . mﬂhn| |0 . the smaller environ- e nV I ro n e n a
b it Ritule rce 4 st mental footprint asso- .

g ramoriabies ciated with making it - I m a Ct Of t h e
Fo o et ot v e g oo ok s amatts 1 wap e Tiodica Ba® from raw materials to p

s | B iees: || Minished product.

Ler o R AT h’l"-! Lomgany. B it 4360 eil St raslamd (3

product

Source: http://community.timberland.com/Earthkeeping/Green-Index TITI"bEi‘E!D.ﬂ




Boot.
Brand.
Belief.




TIMBERLAND EARTHKEEPERS

It s our most eco- -minded collection g

E

. We use'natural‘-”"' :
VAN ] i |

and recycled ' " materials and make it
& i

in eco-conscious ways. Earthkeepers |

i
footwear is held to our highest standards
J ;

1

. 1 JI=not so good.)

The. Timberland® Ear;hkeepe'rs"

collection—a small step in keeplng i l

;'. \)ﬁ,é : n

the outdoors: =

Story telling at
retail is critical
to getting
consumers to
care



z We've got the
RS o right to tell an
"EMBRACES. T

eco-story

THE EARTH

MADE WITH
RECYCLED
MATERIALS




And

TELL YOUR FRIEMDS  vou-ownent

IT CAK BE DORE
? o5
BOSTOR ¥ mcoom A —
DIG Y o e :
{ 105 ANGELES St I I
. “ SN PRangyggy e I )

EOR'  YOU LOVE EARTH.
WE LOVE EARTH.

CONNECT
LET’S BAND TOGETHIEER.
we do....
PLAY LT
SHOP s

PRESENTED BY

‘I]EMM.G
Earthkeepers




DOOLS 2% brown
manly refiable boring  ong-lasting masculine

e20yniversal r::ﬂmfnrtable warm
T;.tl?;lfhwﬁné pb Lllkv II'I"-'ISItIIE dﬂannet&
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Millennials are
the most
environmentally
conscious
generation in

| history

| -
Two-thirds believe global warming is real

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

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



THANK YOU
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