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AN Agenda

stakcholder rescarch associares

= What's driving reporting
* How are companies creating value
* What are best practices

= How to get out of the starting gate / pick up
speed
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AN What's driving reporting

stakcholder rescarch associares

= Globalization: # of stakeholders; complexity of
relationships; stakeholder power

= Social capital issues: poverty, scarcity, ecosystem
= Environmental issues: climate change, water

= Supply chain, transparency on global operations

»= Decreasing trust of financial measures

= Pull from investment community

* |[ncreased regulations

= Enlightened leadership
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How are companies creating value

stakcholder rescarch associares

= Value from external communication
= Building trust
= License to operate
= Reputation, risk management

= Access to markets, development of business
opportunities

= Value from internal learning
= Align corporate vision
= Motivate, attract employees

* |dentify ways to reduce costs, encourage
Innovation
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Best practice and trends

stakcholder rescarch associares

Opportunity

Learning Stakeholder Expectations

NON-FINANCIAL
REPORTING

Dissemination Engagement Capacity

Execution
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7 questions for reporters

stakeholder research associates

Opportunity

1. Are we addressing the issues that are of strategic
importance to our organization?
2. That are material to our operations and activities?

3. That our stakeholders care about?

Execution

4. Are we framing those issues and our performance against them in
a way that is comprehensive, comparable and future-
oriented?

5. In a manner and tone that invites believability?

Dissemination

6. Are we communicating information on issues in a manner and
mode that is accessible to our audiences?

Learning

/. Are we engaging our stakeholders and learning from the
experience?

Communicating Performance: March 18, 2010



Q1: Strategy

stakeholder research associates

wiaw caption

ANABILITY AT
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Chairman and CED Letter
B

,ETHICS
CE

EMPLOYEES Sustainability at Baxter

ENVIRONMENT, HEALTH

AND SAFETY Being a great company requires more than financial success. It requires acling as a responsible
corporate citizen and making a difference in cormmunities worldwide.

Baxter plays a unique role in healthcare, Virtually every productwe make is used to treat a critical,
life-threatening condition. Qur therapies are infused, injected or inhaled an egfjpres e

Evtablnting Sestoinoliobty e Parl o our Culss

times a day, in mare than 100 countries, to save and sustain the lives of people
immune disorders, end-stage kidney disease and other critical ilineszes.

The sustainability challenges we face as a society are no less critical. Poverty, ¥
change, resource depletion, and lack of access to guality healthcare and educa
ofthe threats to the well-being of fulure generations. At Baxer, we are committe
SLSTAINABILITY same dedication and spirit of innovation to improving the health ofthe planet as
REFORTING developing new and better therapies for patients.

PUBLIC POLICY

QUICK L YWe define sustainability a5 a long-term approach to including our social. econo
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ility baxter.com/sustainability_at_baxterfindesx.html

Establishing Sustainability as Part of our Culture

Since joining Baxter as chairman and chief executive officer in 2004, | have been highly supportive
of accelerating Baxter's sustainahility efforts, and | am proud of the progress we've made in making
sustainability part of our culture.

CQur formation in 2006 of an executive-level Sustainahility Steering Committee to guide our global
sustainability efforts was a significant step forward. It further institutionalized sustainability at the
company and elevated accountahility for sustainability across the company and to the highest levels
of management,

The creation of nine sustainability priorities in 2007 was the next step in this process. These
priorities, which are the focus of our print report this year, define what we consider to be the most
important sustainability areas as a company and help us channel our resources where we can
rmaximize our impact. Since then, we have added long-term 2015 goals for each priority to further
clarify our expected progress. Advancement toward these targets is measured guarterly and
reported to management.

PUBLIC

efine sustainabilév a3 a lono-berm avoroach o meluding our social economic and

Cur sustainahility priorities tie to larger societal goals. For Baxter, increasing access to healthcare,
promoting diversity and inclusion, strengthening education and reducing our environmental impact
are all areas where Baxter's success contributes to a greater good while also henefiting us as a
company. Acting with intearity, ensuring the health and safety of our ermployees, and developing
partnerships with suppliers to foster a "greener” supply chain are eqgually important to industry
leadership.

In early 2009, we added to our product stewardship priority an animal welfare goal to identify
additional opportunities to replace, reduce and refine ("3Rs") the use of animal testing. While we
have long-standing policies and practices designed to minimize animal testing, the addition of this
goal reflects our continuing commitment to build on our history of conscientious action and
innovation in this area.

2008 Sustainability Highlights BAXTER ETHICS AND COMPLIANGE BTRUCTURR

Baxter had numerous sustainability highlights in 2008. Mare detail is contained in our full
sustainability report online, as well as our print report. These highlights include: i
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BAXTER ETHICS AND COMPLIANCE STRUCTURE

Audit Compensalion  Corporate Finance Public Policy Science and
Committee Committee  Governance  Commitles Commitles Technology
Committes Committes

CORPORATE RESFPONSIBILITY OFFICE

Vice Prasident Two Senior Corporate General Vice President
Corporate Audit Business Vice President Counsel Ethics and
Leaders Human Resources Compliance
| |
] |
\- Corporale Audit Regional Ethics and Ethics and Compliance
ot Staff Compliance Committees Staff
sustainability rap A% Our orint reg J
| | |
Asia Pacific Europe Latin America
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AINABILITY AT
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EMPLOYEES

NYIRONMENT, HEALTH
ND SAFETY

ot Downloads

Studies

mmary Data Table

stainability Homea
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Business Value

Fursuing sustainability reflects Baxter's walues, supports its social-responsibility commitments
and reduces the company's environmental impacts. Sustainability enhances Baxter's husiness,

as described in the following tahle.

COST SAVINGS

Environmertal Financial Statement
Enerqy savings from operations

Improved packaging designs
Optimization of supply chain

MARKET ACCESS

#®  Product quality and safety

® Efforts related to Buropean Union Wiaste Bectrical and Bectronic Equipmernt (WEEE) Directive, Restriction of

Hazardous Substances (RoH$) Directive, upcoming Evaluation and Authorisation of Chemicals (REACH)

Regulation and similar regulations worldwide

COMPETITIVE ADVANTAGE

® Talent acquisition and retention, and employee development
® Requests for proposals (RF Ps)including environmental criteria
® Reduced operating costs

HEW AHD EXPANDING MARKETS

Pertoneal dialysis
higterals innowations

Pandemic preparedness
Products and solutions specifically targeting those at the " Base of the Pyramid"'

STAKEHOLDER AND INVESTOR EXPECTATIONS

Inclusion in socially responsible investment indices
Leadership in addressing global climate change and other sustainability initiatives
Disclosure of sustainability performance through this report and other communications

ENHANCED BRAND AND REPUTATION
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Baxter 2008 Environmental Financial Statement

Egtimated Envi ntsl Costs, | Saving s and Cost Avoidance Woridwide” IIlCCIIIE TOTAL
DETAIL ON INCOME, SAVINGS AND COST COST  FINANCIAL
ENVIRONMENTAL COSTS (dollars in millions) 2008 2007 2006 2005 AVOIDANCE FROM 2008 ACTIVITIES (dolirs i milins) BAVINGS AVOIDANCE | BEMEFIT
LATED WASTE DISPOSAL
CORl ENVIRONMENTAL — TR T TR REGUI WASTE DI COST FEDUCTION 3(0.2) 80.1 %0.1)
AENER M= ANDIRHAHED B ISR LN R e REGULATED WASTE MATERIALS DOST REDUCTION 23) 10 (1.3)
AUDITOR AND ATTOANEY FEES 0.3 0.4 04 0.4
NON-HAZARDOUS WASTE DISPCSAL COST REDUCTION 08 (0.1) 0.7
ENERGY PROFESSICNALS AND ENERGY FEDUCTION PROGRAMS 1.2 11 1.1 1.0
NON-HAZARDOUS WASTE MATERIALS OOST REDUCTION 1.9) T 17
CORPORATE ENVIROMMENTAL - INFORMATION TECHNOLOGY 0.4 03 o3 0.3
BUSINESS UN TREGIONAL EACILITY ENVIRCNMENTAL = = = = RECYCLING INCOME E.1 0o 5.1
= PRSERRY ENERGY CONSUMPTION COST REDUCTION (25.6) 307 5.1
POLLUTION CONTROLS — OPERATION AND MAINTENANCE 2.0 a1 a2 28
WATER CONSUMPTION CCST REDUCTION 1.2 12 0.7
i FPOLLLUTION CONTROLS — DEPRECIATION 24 08 08 0.7 TOTAL $(25.3) 3372 $14.9
e BASIC PAOG RAM TOTAL sles 31571 §l4s  siae COST AVOIDANCE DETAIL FROM EFFORTS INITIATED IN
THE SIX YEARS PRIOR TO REPORT YEAR folles nmilions) 2008 2007 2006 2005
ATTORMEY FEES FOR CLEANUP CLAIMS AND NOTICES OF VIOLATION  $0.1 0.1 0.1 $0.1 REGULATED WASTE DISPOSAL $0.1 04 $12  #E
SETTLEMENTS OF GOVERNMENT CLAIMS oo [:1:] 00 0.0 REGULATED WASTE MATERIALS (0.9 12 48 29
WASTE DISPOSAL 78 B2 &6 63 NON-HAZARDOUS WASTE DISPOSAL 35 22 28 2.0
CAABON OFFSETS? 0.2 [iR] 00 0.0 NON-HAZARDCOUS WASTE MATERIALS 1B.2 164 188 218
ENVIRONMENTAL FEES FOR PACKAGING! 08 02 09 ikl ENERGY CONSUMPTION 642 489 509 444
ENVIRONMENTAL FEES FOR ELECTRONIC GOODS AND BATTERIES 0.1 04 o1 0.0 WATER CONSUMPTION 48 42 40 239
REMEDIATION/CLEANUP - ON-SITE nPe ns D1 0.1 ety $00.0  $764  $824  $756
REMEDIATION/CLEANUP - OFF-SITE 01 0o [ ¥:] 0.0
REMEDIATION, WASTE AND OTHER RESPONSE TOTAL |1 e e I8
TOTAL ENVIROMMENTAL COSTS $26.0 $250 $228 $21.2

ENVIRONMENTAL INCOME, SAVINGS

AND COST RVOlDlNGE dollars in mil
sea Datail on Incoma, Savings an ﬂu‘lé donca hll;lr:la]h:é?cmﬁnm ngh) 2008 2007 2006 2005

FROM INITIATIVES IN STATED YEAR

REGULATED WASTE DISPOSAL #®o1) @7 301 304
FEGULATED MATERIALS*® 13 28 06 05
NOMN-HAZARDOUS WASTE DISPOSAL o7 0.0 o) 0.2
NON-HAZARDCUS MATERIALS® 1.7 16 20) 5.0
RECYCLING (INCOME) B1 43 43 ae
! Financial nunbers rounded fa searest US$100,000 o melect wlwmdl‘.umlnn::u; ”‘;‘leum:n ll-ﬂulllillﬂﬂl‘ll nosis mqn-:.ll.l
ENERGY CONSERVATION &1 42 23 73 Ermironmmnt, H:llsul n!mly[!ﬁ!mr:umlmlumlt IE.'I'H.F were lntzgraled zmamn-n-mn"a lwrllllr:JllInll!Inl!l‘:lI:I_
ne, 83 hoss oasts IIWIII . TCostal
WATER CONSERVATION e G (D wrten o des g g Cakagoca
() and e sl 'FOIM OI'IIHﬁﬁ-!WB Ml:ﬂl o, Bewcler IIII!IIIIIM‘II(.I:JIﬁIIIM’I
FROM INITIATIVES IN STATED YEAR TOTAL* e a1 #5.6 Fird] and 1nanchal savings nmlmluln ol': reducion nﬁllnunlm it this neitam In fu
" Refiects change [poslthe for decrease and negathes for | In marterial use of fo ond msodated
A5 A PERCENTAGE OF BASIC PROGRAM COSTS 70% 4T% g% 126% jenerafon of waste I calcufating umJ'lm st ldimhr-r nengy- and -hﬂumdiul mMHu It ks mmsuned that production asd
lﬂ\lll.guarnl i Bactar's plﬂlﬂ shried castal mld:.;l- m:ﬂiu o nin L i hﬁm: Baclerustsa
I L ® anrual 1 e for na: ur. men-yuar rollngaverag was
%%Wm%ﬁr" E SIX $800 §78.4 §821 §7B6 5 'm o 3008; 3 prrcent far 20T, 2 per T 206; and 5 peraat for 2005 This mileg average |1| 1 it to cermin
TOTAL ENVIFONMENTAL INCOME, SAVINGS soquldtiornsd veetiures and the delayed envirosmental eifects fron changes in produciion.  © Ta be conservative, n :nululnprnlo-l
AND COST AVOIDANCE IN STATED YEAR so40 $03.5 077 $02.6 :nnnnl :ru-n mlupn;:m llnim In prior ‘_;u::m:-u ater sevm yllll e |5::|n|u duraion of fuchiy sonservation asd

8.5in
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dress 'Ejhttp:.I'.l'www.Fc-rd.curn.l'rnicrc-sites.l'sustainabiIity-report-ZDDB-Dg,l'deFault ~ . Go Links
I Report Home Contact Downloads GRI Index J UMGC Inde:x | Site Map | Glos=zary | Search
Back to Ford.com Sustainability Report 2008/9

OVERVIEW OUR OPERATIONS MATERIAL ISSUES GOVERNAMNCE ECONOMY ENVIRONMENT SOCIETY Fast track to data... ~ ]

Blueprint for Sustainability | Our Future Works

EXPLORE TOP TOPICS

PREVIOUS . climate change,
- . P downsizing, emissions,
CLIMATE CHANGE governance, human
We're cutting greenhouse gas || ; rights, innovation, materiality,
emissions from our products and ot s mobility, safety,

operations and pursuing sound stakeholders

limat licies. 1
climate policies technologies, waste
READ MORE (3

ABOUT THIS REPORT

EXFLSHE This repart is aligned with the Globe
N . o MATERIAL Reporting Intistive (GRI G3
HU ISSUES Sustainability Reporting Guidelines,
RIGHTS SAFETY at an application level of &
: . =5 Print report
Welcome to our 2008/9 Sustainability Report B bownioad files

£ 2
"Alot has changed since our last report, but our blueprint for sustainability and our commitment to
pursuing it have not changed. Ourvision is to provide sustainable transportation that is affordahble
in every sense of the word: socially, environmentally and economically”

. Alan Mulally, President and Chief Executive Officer @3 READ MORE
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Q2: Materiality

Our value chain and its impacts

As a major multiational enterprise, our activities have tr-reaching impacts on
environmentdl, social and economic systems. The diagram on hese pages
organizes te issues by the major stages of our valu chain. On the pages
snmedately following wou will find a deseription of 2 *materially analyvais® we
camied out b priorize the mest sonificant issues dentified in our valae chan

Some [ssues we idenifed as important are nok shown in this dagram becase
they do not pertin th & parficular lifeeycle stage. In addifon, broad sustainabilty
challenges zat the context for @l of the lifecycle atages. These include population
growth, urbanization, poverty, educaion, gender equality, child morklity, matemal
health, infecfous dzeases, bicdiersily and loss of ecosystem sendoe.

Expanding connections
‘We recogrize that these izaues ane inlerconnected at each stage and that positive
and negative effects in one pert of the chain can reverberabe in e other parts.

Increagngly, we ane binging our of awide range of

issues ity the stages of our value chain. Ervirormentally, we are improving our
manufoctuting effciency, cuting the emissions of aur wehicles, designing vehickes
witt end of lifi in mind and increasing the recyclabilty of our vehicles and cur use
of recycled materis, Socialy, we seek b strengthen the communities we're part
of, expand the connections within fem and improse our relabionships fireughout
the walue chain, Economically, we are rdng to build our capacity to adapt and
regpond to the variety of chalienges and cpporbunifiss present at every stage,
meeting our custimers’ needs as wel as our zmkeholders’ expeciionz.

END OF LIFE

ENVIRONMENTAL SOCIAL

PRODUCT PLANNING AND DESIGN

ansportation) iy RAW MATERIAL EXTRACTION

ENVIRONMENTAL SOCIAL ENVIRONMENTAL SOCIAL ENVIRONMENTAL SOCIAL ECONOMIC

® Hesillh and salety -

» [Ivwrsity
* frminchwe

PARTS AND COMPONENTS

ENVIRUNMENTAL SOCIAL ECONOMIC

* Heaith and satety
® Employes salistaction

Varadon iinn) v,

ASSEMBLY AND PAINTING

ENVIRONMENTAL SOCIAL ECONOMIC

 Husalth aind safety
® Emplopes: satislaction

SERVICE USE

ENVIRONMENTAL ENVIRONMENTAL ECONOMIC ENVIRONMENTAL ECONOMIC

o skt
* Mot
* Viatilty of pubc

.k oty

* Uommuity desrphion
hicagh land i

® Jraffc ¢

® Emerging markets
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& | http:/ fvmvaw . Ford.comfmicrosites/sustainability-report-2008-09/issues-materiality-matrix v B4 Go Links

——— ST E T e B AL B AR T [T | = ™ oo

Back to Ford.com SUStalnab”Ity Rep()ft 2008/9

ddress

OVERVIEW OUR OPERATIONS MATERIAL ISSUES GOVERNANCE ECONOMY ENVIRONMENT SOCIETY Fast track to data... v R«

Materiality Matrix

Below is our interactive materiality matrix. In it, issues are categorized according to their concern to
stakeholders and their current or potential impact on the Company. Click each box to see which issues
~* Materiality Analysis are categorized within each sector.

¥ MATERIAL ISSUES

+ Materiality Matrix
Climste Change CLICK A BOX TO EXPLORE THE ISSUES... REPORTING PRIORITIES
B zsues in this box set the

Makbility agenda for our material
. issues section and printed
Human Rights LOW IMPACT, MEDIUM IMPACT, HIGH IMPACT, B g
: HIGH CONCERN HIGH CONCERN HIGH CONCERN ’
Wehicle Safety @ ssues in these boxes set
e the agenda for the rest of
sl o the web report and future
Perspectives on Sustainahility reporting
LOW IMPACT, MEDIUM IMPACT, HIGH IMPACT, @ Issues in these boxes are
MEDIUM CONCERN MEDIUM CONCERN MEDIUM CONCERN nat currently covered in

= Print report detail by reporting

E] Download files

LOW IMPACT, MEDIUM IMPACT, HIGH IMPACT,
LOW CONCERN LOW CONCERN LOW CONCERN
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“'lmmlmnum

A fresh perspective...

Our First Social Impact Report
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Performance indicators index
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Q4: Comprehensive, comparable, future-oriented
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Environmental Performance At-a-Glance

In 2008, Baxter concluded its third year of progress on its 2010 environmental goals and launched
a set of longer-term 2015 sustainahility goals. As the graph below indicates, Baxter met or
exceeded its 2010 water usage and greenhouse gas (GHG) emissions goals and is ontrack to
meet or exceed its 2010 energy usage goal. However, progress toward the total waste-reduction
and environmental incidents-reduction goals slowed due to increased waste generation from
Baxter's BioScience operation and continued wastewater exceedances at a single location in
Europe.

PROGRESS AGAINST ENVIRONMENTAL GOALS

Performance and goals Indexad TOTAL WASTE
1o revenue, except environmental 100% 2008 Progress -11%
incidents, comparad to 2005 a0 2010 Goal “30%

ENVIRONMENTAL

INCIDENTS WATER USAGE
2008 Progress -32% 2008 Prograss -26%
2010 Goal -50% 2010 Goal -20%%
205 Goal -35%

GREENHOUSE

GAS EMISSIONS ENERGY USAGE

2008 Progress -219% 2008 Progress -18%

2010 Goal <207 2010 Goal 20

2015 Goal -45% 2015 Goal -30%

2005 BASELINE 2010 GOAL 2015 GOAL
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A Message from Phil Knight

We've been fairly quiet for the past three years in

Corporate Responsibility because of the Kasky lawsuit. So we're using this report to play a little catch-up
and draw a more complete picture. It makesfor along report, but [ urge you to read it from cover to
cover. And then some: because probably the most significant piece of disclosure linked to this report is
actually on our Web site. It's & listing of all factories that produce Nike-branded products, worldwide.
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Q5: Believability

Hazardous Materials

Child Care Management Hazardous Waste
PCB Machine Guarding
usT = PRE - General
Asbestos s Ergonomics
Contractor Safety ‘ = :’_ ‘\ Maintenance Safety
Non-ionkzing Radiation /'l"“%;"" Electrical Safety
Heat Stress ,.@\\\E ,// ‘\ Blaadborne Psthogens
( \\\ .-; 2 A Fire Safety Management
- == - =t
AST \ "// il Medical Services & FirstAid
Confined Spaces \l’ /// \\\ ~ Emergency Action
PPE - Respiratar ‘ ~ . General Work Envionment

KX TH
s

Occupational Health Management Drinking Water
Canteen Sanitation
Fall Protection Occupational Noise
Air Emissions Solid Waste
Wastewater Control of Haz ardous Energy
Occupational Exposure Limis
- FY0)7 e FYOS FY09
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Q6: Accessibility

File
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Favorites Tools Help

Timberiand &

MEN  WOMEN  KIDS

ABOUT
TIMBERLAND

Dverview

Working Here
Investor Relations
News and Information
Intermational

Store Locator

Authorized Retailers

CORPORATE SOCIAL
RESPONSIBLITY

Environmental
Stewardship

Community Engagement

Global Human Rights

Transparency &
Accountability

CUSTOMIZE

CSR | Strategy

Overview

COLLECTIONS

TIMBERLAND PRO"

Email Signup | Find a store | Customer Service | My Account

TR

SHOPPING BAB

Timberland's commitment to corporate social responsibilty (CSR) iz grounded in the values that define our community:
humanity, humility, integrity and excellence. For over 30 years, "community” has been synonymous with the ethic of
service—the desire to share our strength for the common good, Owr approach to building and sustaining strong
communities includes civic engagement, environmental stewardship and global human rights.

Timberland's Long Term CSR Strategy: 2008-2015

During calendar year 2007, the transition of Timberland's Corporate Social Responsibility team from four different
business units to one unified department led to analysis of current capabilties, priorities and strategic choices, The
result of this year-long process is a unified strategy with clearly articulated social and environmental goals. Through
greater stakeholder svwareness and collaborstion, we intend to demonstrate transformative value to our communities

March 18, 2010

and advance consumer and regional objectives.

The Four Pillars

In 2005, we released our new long-term CSR strategy focused on four strategic goals, or "pillars". Each pillar is
supported by several key intiatives with near and long term quantitative targets and was vetted through a rigorous
stakeholder engagement process. Click on the different pillars below to learn more.

BECOME CARBON
NEUTRAL BY 2010

Carbon neutral
means that
Timberdand will
eliminate or offset its
owen footprint by
reducing the
emissions created by
its facilities and
employee travel,

DESIGN RECYCLABLE
PRODUCT

Our apportunity is to
create product at a
lower cost, with |ess
harm to the
environment that
produces new,
revenue-generating
products and services
after its life as a shoe.

FAIR, SAFE AND
NON-DISCRIMINATORY
WORKPLACES

A= a global brand, we
have a responsibility
to ensure that our
products are
produced in
wotkplaces that are
fair, zafe and
non-discriminatony.

SERVICE CAMPAIGN:
COMMUNITY GREENING

Wfith 15 years of aur
employee volunteer
program behind us,
wee are launching a
bwo-year service
campaign to enargize
and engage our
employees in sernioe.

LEARN MORE
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File Edit View Favorites Tools Help Z‘.

r[i I l ] % More than 1 million § TREES FWFVTENGTTS JOIN THE MOVEMENT

Become an Earthkesper now,

Keepers.

e dl WHAT'S'AN TAKESZ MEETy ATTEND &ABOUT _SHOP
WITH US EARTHKEEPER? STEPS ¢ HEROESQY EVENTS“ THE GEAR ¥FroR GEAR

CORPORATE SOCIAL =
RESPONSIBLITY

% Voices of Challenge Corporate Social Responsibility (CSR)

sk Reporting + Downloads . -
Corporate Social Responsibility

Thanks for visiting Timberland's CSR pages on Earthkeeper.com. CSR stands for
Corporate Social Responsibility — and you'll find infarmation here about Timberland's
commitment to being a socially and environmentally responsible company. How we
manage our footprint — that is, our impacts on the planet and its people — is a reflection
of Timberland's values and core business strategy. VWe aim leverage our corporate
Find Earthkeepers @ : i i sl
s influence to make a positive contribution to the world. That's what Earthkeeping is all

s Our Impact

sk What We're Doing

Jlll n [r% {‘1 @_ about. See below for the different ways you can engage.
Voices of Challenge g P

Print In orde_r ta infarm and const_a_ntly improve_strategy and_programs, we turn to the
expertise of partners and critics alike for input on key issues and best practices. We
are looking for your feedback — whether you are a practitioner, NGO, investar, student,
or consumer — to help us tackle social and ervironmental challenges we and our
industry face

Jain the conversation and have your say in ane of four forums focused on corporations’
role in fighting climate change; creating sustainable products; ensuring fair, safe and o s oo
non-discriminatory workplaces; and engaging communities at the Voices of Challenge Dialogue.

Reporting

Timberland is committed to being transparent and accountable for our impacts. By communicating our performance publicly,
stakeholders measure our progress and hold us accountable for planned improvements. At our Reporting & Downloads

Communicating Performance: March 18, 2010
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File Edit View Favorites Tools Help Z"

CORPORATE SOCIAL

RESPONSIBLITY

%k Voices of Challenge Repo rtl ng & Down |OadS

Reporting + Downloads ‘
* Our Most Recent CSR Report
sk Reports Archive

e 2007-2008 Corporate Social Responsibility Report
sk Our Impact e View the 2007-2008 CSR report GRI Index

s What We're Doing

Complementary Dig Deeper Papers
Find Earthkeepers @ White papers that correspond to Timberand's Four C5R pillars:

m fou - oy e Energy Pillar - Timberland's Climate Strategy
J [} l ) C--’ e Product Pillar - Grading our Products: Timberland's Green Index Program

» Waorkplace Pillar - Beyond Factory Walls: Engaging Workers & Strengthening
Communities
e, Primt Service Pillar - Engaging Employees: Timberland’'s Global Stewards Program

Quarterly Reporting

Beginning in 2008, Timberland now reports on key CSR performance indicators on a quarterly basis. We believe this
reprasents an evolution in our CSR reporting process from static data presentation to dynamic infarmation exchange; from
corporate statement to stakeholder engagement; and from delayed annual reports to guarterly updates.

View our most Recent quarterly CSR reports

o 03 2009: Dashboard

= Q3 2009: Energy

e 3 2009: Product =

e Q3 2009: Workplaces Comlng SOO“

s 03 2009: Service

« Q3 2009: Factory List Podcasts
Archived Reports

» View the CSR Report Archive Your Comments
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'
' b ) o G S o R PR s
udllwlwld% Email Signup | Find a store | Custamer Service y Account Seare >

MEN WOMEN KIDS CUSTOMIZE COLLECTIONS TIMBERLAND PRO®  SALE

Every Timberland shoe now carries a nutritional label. So you know
exactly what went into making the shoes you put on your feet.

OUR FOOTPRINT NOTRE EMPREINTE

Climate Impact' Incidences sur le climat’ ...ua.n.'.l‘ldnd P:;—" L e e ariice nivlaccount [ Saarch e
Use of rerewable energy
Wi atlls & dnardl® ranouvelabie 6.6% MEN WOMEN KIDS CUSTOMIZE COLLECTIONS TIMBERLAND PRO*  SALE

Chemirals Used’ _Produits chimigues utilisés’ . oy
PVC-free ) Sans PYC 744% O CSR I En ental Stewardshij

TIMBERLAND
mﬁurmtf;ﬁn tion _Consommation de ressources

Eco-consijious materials® Overview
Wivriellx écofogiques 24% rk imberland i itted f i d d ducting busi ] bl
Working Here Timberland is committed to manufacturing products and conducting business in a socially responsible
Recycled cuntenl_ of shoehom_ way -- and we believe that consumers should ask guestions and hold companies accountable for the
Contenu en matiéres ."".'CyCI'BBS de la boite de Investor Relations way they conduct business. In spring 2007, Timberland introduced the "Green Index” - a measure of
chaussures 100% the environmental impact of our products. Qur goal is to provide consumers with visibility into the
~ News and Information footprint our business creates. For 2008 the Green Index program will expand to include a full range

Trees planted through 2006
Nombre d'arbires plantés en 2006 600,000 OUR GOL | International

of outdoor product from boots to sandals.

Store Locator \
P— eREEN INDEX" KR
CORPORATE SOCIAL Clmat Impact 2
RESPONSIBLITY e g i B e

Chemicals b L]

CSR Strategy

Briseria Cotsamptsin 4

GREEN INDEX*®

1. Climate Impact

Communicating Performance: March 18, 2010




Q7: Engagement and learning

sta I\ < h 0 I d Cr rescarc h associates

MEDIA GALLERY

willyoujoinus.com JOIN THE DISCUSSION
— —
E:-i_z::::::nzs:uﬁ;z_ﬂ:ncwg.:: f’ = z?
To deliver the world’'s energy, THIS IS YOUR CITY.
ﬁ ‘ et Sy HOW WILL YOU POWER IT?

WE NEED YOURS FIRST.

0il, energy, the environment. It is the story

of our time and leaves no one untouched. Every
day the demand for energy becomes greater,
and every day it becomes harder to find.

Where will it come from? We invite you to join
the discussion to help find newer, cleaner, more
abundant ways to power the worid.

Choose energy sources to power
Your city today and through 2030.
Your decisions affect your city's
environment, economy, and security.
PLAY ENERGYVILLE

What are the challenges of paowering
a city economically and safely, while
also safeguarding the environment?

> JOIN THE DISCUSSION

X Join now to voice
your opinion »

0O 000 2 5 7| 6

by CTyankee on 09.05.07

Aspen ldeas Festival presents:

Until we accept a bit more "risk” in our Fuels for the Future
energy supplies we will continue to suffer
the costibenefit punishment ...

Read more

DISCUSSION ANAL
In-depth summary a

Sponsored by Chevron

by NAA on 02.15.08

Wiith all feedstock prices going higher every
day, wa believe that Algas may be the next
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2 http:/iwww.timberland.com - Timberland: Earthkeepers | Unexpected Obstacles - Microsoft Internet Explorer E“ | EJ

Timb
UNEXPIC

: FOREST

1.8 MILES

EQUIPMENT

EARTHKEEPERS™ BOOT  INSTI

30% RECYCLED OUTSOLE N

WATERPROOF AND LIGHTWEIGHT ve you got w a sful busin

Welcome to BT's Better Business Choices Game.

This is your chance to test your entrepreneurial skills. Your job is to design a business
that is profitable, responsible and sustainable by making the right choices.

To add an extra dimension, you'll be launching your new company into one of three
different 'world scenarios’. Each is a little different than the world today, and each
presents its own dangers and opportunities.

It's possible to thrive in each, or go bust in your first year.

Good luck!

o, Y
reset game help & British Telecommunications plc 2008 BTQ
&1 pone B Intermet
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ﬂ\ Getting started / picking up speed

* |nternal support
Senior buy-in, cross-functional team of champions
Five-year plan — where do you want to be
Audiences, communications plan
Time and resources
= External support
Stakeholder panels
Peers
Service providers
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For more information

stakeholder research associates

= www.baxter.com

= www.ford.com
= www.westpac.com.au
= www.nike.com

= www.timberland.com

= www.chevron.com
= www.bt.com
= www.stakeholderresearch.com
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