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“Every single pressing social and
global issue of our time is a
business opportunity.”

- Peter Drucker
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Millennials as Consumers

*  89% are likely or very likely to switch from one brand to another (price and
quality being equal) if the second brand is associated with a good cause

*  83% will trust a company more if it is socially/ environmentally responsible

*  74% of Millennials are more likely to pay attention to a company's
messages if the company has a deep commitment to a cause

*  69% consider a company’s social and environmental commitment when
deciding where to shop

*  66% will recommend products/services if the company is socially
responsible
Source: 2006 Cone Millennial Cause Study
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"Millennials" — consumers ages 13 - 25. 1,800 respondents divided almost equally between

male and female (895 and 905 respectively).

Since this study, rel ated Frfersieeanrdclhy "h gs osdhuocw re
services regardless of price advantage.



Slide 4

Q
SUSTAINABILITY WORKING GROUP )

A sustainable business agenda brings us
closer to our employees, our communities,
our investors

e
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Green IS Green; aside from strengthening relationships with our stakeholders, it also provides
us with an unequalled competitive advantage.
Discuss Risk management and additional potential benefits here.
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Our Strategy

- Understand Impacts

* Develop business platform

* Actively engage stakeholders

* Be authentic & transparent

* Measure, educate, & benchmark
* Create value

* Incremental change = Paradigm shifts
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Each brand has an opportunity to meet our customer needs in new ways. Will we rise to the
challenge?

This is NOT a marketing platform.

This is NOT a short term solution.

This is creating long term value for your shareholders by meeting consumer demand, while
actively inspiring and engaging our stakeholders and solving environmental issues.
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Sustainability Working Group Membership Structure

YES Steering Group

Main decision-making body
PARTIAL Stakeholder Group
Working Comittees

[ (O ) [nformation Only Members
Com insfer

Initiator Suggests strategy, projects, budget
Approves budgets Reports results
©EOG SWG Workshop OutDoor 09

European Outdoor Group

How are we going about implementing our strategy? We have broken the group up into three
levels of membership: the Steering Group, which is our main decision-making body; the
Stakeholder Group, comprised of working committees (currently R&S, EoL, Stakeholder
attraction and retention, Website and Budget); and Information only members.
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Key Focus Areas

* REACH and Restrictive Substances
* End of Life Options
« Stakeholder Engagement

« Carbon Footprinting
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Given our limited resources at the moment, we are trying to keep as focused as possible on

what we feel are the most pressing issues currently facing our industry . . .
With carbon foot printing we have entered into recent discussions with Lancaster University.
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There are over 100,000
synthetic chemicals in
commerce today. Only a
handful have been
tested for human health
impacts.

- Story of Stuff
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lt*"s our job to help the outdoor industry wun
mechanisms to Chemicals of Very High Concern and the resulting legislation in Europe,

REACH. From hosting bluesign at ispo to holding an information workshop here at

OutDoor, we hope to widen the industry knowledge base and provide useful navigating tools

and solutions and to our companies.
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We are also actively addressing end-of-life options and best recycling practices.
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Process ™ §

o 2 99% of original
94% of raw .. - materials
materials become waste
become waste within 6 weeks
during of sale
production
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*Statistics from Story of Stuff . . . US-centric, but not that far from the picture here in

Europe.

You see, many products
perceived obsolescence” in mind

are designed
(explain).

These issues will be addressed at by the End of Life Committee during the Sustainabilty

Workshop.



Slide 10

SUSTAINABILITY WORKING GROUP )

Sustainability Tool Database
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The intention is for all of these areas to eventually come together under ONE over-arching
initiative: the creation of a solutions-based, comprehensive Sustainability Tool Database
including all relevant and updated information regarding regulations, end-of-life options, and
(eventually) best CSR practices, et cetera

Set of tools and methodologies to aid the industry in different elements to sustainability that
will help individual businesses

OPEN SOURCE
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www.europeanoutdoorsustainability.org

SUSTAINABILITY WORF
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Please sign on to our website to receive frequent updates as an information-only member or
apply for other areas of membership. Please encourage your employees and colleagues to do
so, as well. Thank you!
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Non zero sum mentality (win-win)

Unite TO Prosper

“The best way to pr edpPeetDrutkdre f ut ur e
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For further information, please contact:
Anne Girard
Kilian Hochrein
Cortney McDermott
Hilke Patzwall
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Il n closing, we"d I|ike to stwagtivdyeigagdintlet al |
process and look to nominate someone to participate. Please contact the executive committee
members for any further information. Many Thanks!!



