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WHAT DOES IT MEAN TO “MAKE IT BETTER™?

At Timberland, we live by a simple challenge and
a common commitment—“Make it better.” Every
day, we apply skill and passion to finding new
ways to improve our products. Strengthening our
relationships with stakeholders. And enhancing
the communities where we live and work.

“Make it better” is straightforward, practical

and common sense. It is a journey and not a
destination. It can be found in small measures of
goodness and in revolutionary breakthroughs in
product technology. It's the shoes we craft and
the green spaces we restore. And at the end of
the day, our hope is that, through the people and
places we touch, we do our share to create a
better world and a more beautiful planet.
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VOICES OF CHALLENGE 2.0

The Voices of Challenge sections throughout this report give you a flavor of the conversations
that are happening around the world in conferences, coffee shops, factories and boardrooms
about the material environmental and social issues of our industry.

Last year’s Corporate Social Responsibility (CSR) report included essays about these issues
from prominent leaders in other organizations. This year, instead of a series of monologues,
we are offering a dynamic dialogue among a variety of stakeholders. After all, we operate

in a global economy and must be responsive to stakeholders at all levels in order to remain
relevant and competitive in a changing landscape. As you read this report, you will see the
thoughts of a factory employee next to those of the Executive Director of a non-profit or a
senior executive of a large organization. Our hope is that, in this way, our Voices of Challenge
will provide a more nuanced picture of the environment companies operate in as they work
to become more responsible citizens.

The conversation doesn’t stop here. If you want to have your voice heard, tell us what you
think at csrinfo@timberland.com.

TABLE OF CONTENTS

From the CEO

The Timberland Footprint
Summary of CSR Indicators
.“The Organization

Glohall Human Rights
Environmental Stewardship
Community Involvement
Stakeholder Engaggmeﬁi
.Iiéport Scope

Standard Disclosures =



mailto:csrinfo@timberland.com

T ENIREEREREDREE $_f'?ﬂ*

P T o

O S R

a0 O DV O 1 P 5
AR RNEEETEA L YF

TEEEENNNUMERMRA DL

N PR LB

T [ I ——— o~ HE
PACANA ETSAEEL N
JIIIIILlm-HIIIIIIIIIIIIIIII

AEENEED NN IEEEEEE R RE SN

B i IR

[ g

e L T T T TP el L[ P |
FENEIEEEEEEENANE SEFTET 4A8E
SlEL: "IaEEEEN INESN ! Z:.E
¥

]

IIIIIH-IIIE_ I
FEERET HE=C TIHEE |
I Ill!!f\ﬂHImI.
FIL IEETE:5EHEE aEr

HMELiEGZAAAENEAENET T $JEEEEE
““"!mﬂlllllll’ ] | | ]
‘THEENEN” L~ aEmm
INENEND” 7T AFEE
IEEEp’ ¢ . EXZED
INEP .4 |[|IEEEW [,
P «EEL [iEEEEEE
T T T T T T T TR e [ | [~
Jllll--lllllllllll Piy AEEEEA

|7
L | | | ey
"WER W Al
T T TR AWEP
RN TR e o R
e | T LI TUENE

il i
fiadioi s

E
E
[ |
LTl
a
[ |
i
[
4
|
a

i
had

.]L;‘.-h-ul

L | INLL ] [ ]|
-lllllllg-iﬂﬂal"lllllL [ [y "TEEREETEMM OIS AN D
AN e, B SN TN ] Y
-lIllllllllllllllllllllllh'”--'; 'Ii-'lﬂl.lllllllll
A I X v v ANe s HEl @ (EEEEE

-lllllllll HEEE |
----------

] ]

oy

mullﬁﬂwlmllulll
NN EENE NI
(AR
T T T SIS I
5 O e ™ 2V
lllll“mmﬂldll
r—ﬂﬂp 3

"F.ll-l-'—‘l

AMK & B 3 [ | |
NAFER:INENP T UEREED M TR Gl "GE. . SENOEEEEY RS T E
I N S G 0 Y YO R S 5 O A O I

Timberland employs 5,500 people worldwide in positions ranging from accounting to retail. 5500




FROM THE CEO

2006 CSR REPORT 5




I EEE—————
THE TIMBERLAND FOOTPRINT

FRAMEWORK FOR COMMERCE AND JUSTICE

Corporate Mission: To equip people to make their difference in the world.

J

Core Values: Humanity, Humility, Integrity and Excellence

4

Bold Goals:
e Become the authentic outdoor brand of choice by providing inventive and practical products to our consumers
e Be the business partner of choice by providing distinctive value to our customers
e Be atop employer of choice globally
e Be the reference for socially accountable business globally

e Deliver exceptional financial performance for shareholders

OUR APPROACH

For more than 30 years at Timberland, two things But gear is not enough. Not when you pursue a global
have endured: standard for both commerce and justice. As a community
1. Values that are absolute of men and women, we aspire to stand firmly in the

L . L civic square, committing passion, skill and resources to
2. An enterprise vision that is ambitious and ) .
. X ideas—and people—that generate civic energy for the
defies expectations ) ) )
common good. These relationships can be with any of our

As a business, we invent premium, pragmatic solutions stakeholders, from employees, consumers and business
that challenge aspiration, test personal limits, deliver and community partners to the media and Wall Street.
a brand truth and exceed expectations of performance, It's all part of Timberland’s commitment to sustained,
technology and quality. Timberland equips you—most positive impact in three strategic areas:

literally—to make your difference in the world. e Environmental stewardship

e Global human rights

e Community involvement

THE CSR ORGANIZATION AT TIMBERLAND

 onomocome:

| CEO |
j

| CORPORATE CULTURE OFFICER |
|

| VICE PRESIDENT OF CSR |
| | | |
EXTERNAL TRANSPARENCY | | ENVIRONMENTAL GLOBAL COMMUNITY
RELATIONS AND STEWARDSHIP HUMAN RIGHTS INVOLVEMENT

ACCOUNTABILITY




CRITICAL ISSUES

As a global brand of footwear, apparel and accessories,
we are held to the highest standards of responsible
corporate citizenship. Our industry is highly scrutinized,
and the recognition factor of our brand adds to this
responsibility. National standards and social contracts
differ, which means that we face a highly complex
network of factories, distributors, customers and
consumers. To help make sense of it, we rely heavily on
our stakeholders—that is, consumers, non-governmental
organizations (NGOs), suppliers, shareholders and

our own employees—to help guide us to be a more
accountable corporate citizen.

In this report, we have focused on three critical issues
for our organization:

e Working hours in factories

e Global warming

e Nonprofit partnerships

These three issues also happen to correlate with three of
the pillars of our CSR organization: Global Human Rights,
Environmental Stewardship and Community Involvement.
We didn’t come up with these issues on our own. These

are the important topics our stakeholders have asked for

more information about, through formal and informal
feedback. We've even reached out to our competitors,
and they agree on the importance of these issues.

ORGANIZATION OF THE REPORT

While this report represents a comprehensive view of our
CSR work, we've tried to focus each section around one
of the critical issues bulleted to the left. Each section
opens with a case study that brings the critical issue to
life through a short story. Then, the body provides more
detail on the work Timberland is doing in this area. We
conclude with a collection of outside voices—our Voices
of Challenge—weighing in on the subject matter to
provide context and perspective. It is our hope that these
three issues create general motifs that flow throughout
the report.

Finally, if you still want more information, some of the
sections include a link we've provided to a “Make it
better” brief on the subject. There you'll find a deep dive
into our past, present and future work, as well as best
practices from the industry. We hope it provides you with
a complete picture of how we are dealing with what we
feel are the most important issues facing our industry.
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SUMMARY OF CSR INDICATORS

For the past two years, Timberland has published a set of Key Performance Indicators (KPls) at the beginning of each

CSR report. While this list has included important metrics, we believe they were an inadequate gauge for overall CSR

success. Currently, Timberland is developing a robust “dashboard” of metrics that will give a better demonstration of

our overall progress on global human rights, environmental stewardship and community involvement. Until we land on

an official KPI list, we commit to including a summary of important indicators in our CSR report.

GLOBAL HUMAN RIGHTS

Coverage

Designation

Immediate Actions'

Score Improvements

Percent of Factories Assessed

Percent of “High Priority” Factories

Percent of “Partner” Factories

Frequency of Working Hour Violations in Continued Factory Partners
Frequency of Ethics Violations in Continued Factory Partners
Frequency of Wages Violations in Continued Factory Partners

Percent of Continued Factory Partners with Improved Score

ENVIRONMENTAL STEWARDSHIP

Chemicals

Energy

Resources

Systems

COMMUNITY INVOLVEMENT

Path of Service™

Charitable Giving

Service Impact

DNT = Did Not Track
NT = No Target

Millions of Footwear Pairs using Water-Based
Adhesives in Stockfitting

Millions of Footwear Pairs using Water-Based
Adhesives in Assembly

Total Metric Tons of Carbon Emissions

Percent of Energy Purchased from a Renewable Source
Organic Cotton as a Percent of Total Cotton Purchases
Environmental Assessment Score for Tanneries

Environmental Assessment Score for Footwear

Benefit Utilization Rate (BUR): Percentage of
employees that use at least one hour of service

Hours Utilization Rate (HUR): The percentage of hours
used for service compared to hours available

Hours Employees Spent Serving in the Community

Charitable Giving as a Percent of Previous Year's
Operating Income

Number of Trees Planted

94%
DNT

DNT

DNT
DNT

DNT

7.0

25,084
4.3%
2.1%

DNT

DNT

69.7%

28.8%

55,008

2.10%

DNT

! The 2005 metrics for frequency of Immediate Actions is reflective of all factories, not continued business partners only.
2 We will release a climate change strategy document with targets in Fall 2007.

94%
54%
25%
50%
18%
17%

DNT

8.4

3.4
26,854
6%
2.1%
DNT

DNT

68%

31.1%

65,139

1.60%

DNT

99%
50%
29%
39%
12%
16%

55%

8.4

4.6
29,071
6.6%
5.7%
2.53

2.12

71%

39%

80,632

1.68%

DNT

100%
45%
30%
30%
10%
12%

60%

12.2

58
NT?
8%

6.5%

75%

46%

98,000

NT

50,000





