Timberland Quarterly CSR Reporting: Q1 2009
CSR Strategic Pillar #4: Service

3. Fair, safe and non-
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1. Become carbon neutral
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Analysis: What do the results say? Are we tracking to the annual
target? What actions has this result catalyzed? How is this result
compared to historical data? If we see bad results, what are we
doing to correct this? If we see good results, how will we sustain
this momentum?
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The graphs display trend data and
future targets.
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Context: Puts this metric in
context of Timberland's overall
CSR and corporate strategy. How
<+— doesi it fit? How does it progress
our mission? Why do we measure
this? What value do we get from
this metric?




CSR Strategic Pillar #4: Service
Metric: Hours Utilization Rate (HUR)

Q1 2009 Data

Available Hours under Path of Service 199,080

Hours Used for Community Service 12,007

Hours Utilization Rate 6.0%

Hours Utilization Rate (HUR)
Year HUR
2006 39.0%
2007 39.9%
2008 38.8% 50%
Q1 2009 6.0%
2010 Target* | 41.0% 45% o
e have altered our 2010 target based on the fact that our 39.0% . 38.8%

employee headcount decreased since 2007 (when our short 40% -

and long-term goals were initially created) and we didn't meet

our target for 2008. The new target better represents a 35% -

meaningful challenge for increasing Hours Utilization Rate.

We will rely on our Global Stewards to drive increased

employee engagement in their regions. 30% - Legend

Q1 2008
25% -

Data Qualifier: Hours Utilization Rate reflects the percentage of

available service hours used each year. To calculate HUR we 20%

divide the number of service hours employees report by the

number of all available service hours for the year.

15% ~

Data Validation: All service metrics are based on self-

reported service hours. To report hours, employees must 10% -

report their community service time in the manner prescribed 6.0%

by the management of their country. A representative in each 5% 3.1%

country sends the total number of hours served to Corporate 07

HQ on a quarterly basis. At Corporate HQ, Community

Engagement staff review each country's quarterly report for 0% '

inconsistencies, asking for verification or revisions when

necessary. Community Engagement staff also compare 2006 2007 2008 Q1 2009 2010 Target*

quarterly reports to global employee headcount provided by

Human Resources.

Context While we know our quarterly numbers are under-reported since not all employees report their hours, we currently have no way of estimating how many hours are left unreported each year. Employees do
not serve consistently throughout the year. Our two global pillar service events are Earth Day in April (Q2) and Serv-a-palooza in September (Q3). These two events represent the bulk of our global
service activity. Our goal of 41% hours utilization rate is consistent with our goal to increase reported community service hours to 80,262 in 2010.

Analysis Our 6.0% Hours Utilization Rate (HUR) for Q1 2009 represents an 87.5% increase over our HUR of 3.2% for Q1 2008. This increase in HUR is directly related to the year-over-year increase we reported
in hours served. Our increase in hours served and HUR are due to the same factors: successful efforts to drive service among our retail employees particularly in the US, UK, and Italy and an increase in
service hours in our European Headquarters in the UK, our distribution center in Enschede, the Netherlands, Spain, Hong Kong, Japan, and Taiwan driven by our Global Stewards in those countries. For
example, in anticipation of having very limited time to serve during Q3 (retail's busiest quarter and also when we celebrate Serv-a-palooza worldwide), US Retail ran a "Spring into Service" campaign in Q1
to drive service hours at a time of year when retail employees have a more flexibility.

More on Timberland's CSR Strategy: www.timberland.com The Timberland Company: Q1 2009 Results



CSR Strategic Pillar #4: Service
Metric: Community Service Hours

Year Hours
2006 80,632 . )
2007 86,037 Hours Served in the Community
2008 79,018

Q1 2009 12,007
2010 Target* | 80,262 100,000

*We have altered our 2010 target based on the 90,000 86037
fact that our employee headcount decreased

since 2007 (when our short and long-term goals 80 000 80&2 79018 poz2
were initially created) and we didn't meet our !
target for 2008. The new target better
represents a meaningful challenge for increasing 70,000 1 Legend
employee engagement (see HUR) and total - Q12008
hours served. 60,000 +

50,000 —

Hours

Data Qualifier: Hours served reflects the total
number of community service hours reported by 40,000 +
employees.
30,000 +

Data Validation: All service metrics are based on
reported service hours. To report hours, 20,000 12007 I
employees must self-report their community 6388

service time in the manner prescribed by the 10,000 —
management of their country. A representative in
each country sends the total number of hours 0
served to Corporate HQ on a quarterly basis. At
Corporate HQ, Community Engagement staff 2006 2007 2008 Q1 2009 2010 Target*
review each country's quarterly report for
inconsistencies, asking for verification or revisions
when necessary.

Context While we know our quarterly numbers are under-reported since not all employees report their hours, we currently have no way of estimating how many hours are left unreported
each year. Employees do not serve consistently throughout the year. Our two global pillar service events are Earth Day in April (Q2) and Serv-a-palooza in September (Q3).
These two events represent the bulk of our global service activity. Our goal of 80,262 hours is consistent with a 41% HUR assuming the amount of available hours (195,760)
remains consistent between May 09 and December 2010.

Analysis 12,007 service hours reported in Q1 2009 represents an 89% increase over the 6,338 hours served in Q1 2008. This increase is, in part, the result of successful efforts to drive
service among our retail employees particularly in the US, UK, and Italy. We also saw an increase in service hours in European Headquarters, Spain, Enschede, Hong Kong,
Japan, and Taiwan driven by our Global Stewards in those countries. Our retail business is historically slower in Q1 than at other times of the year, and this provides our retail
employees with more flexibility to use their service hours. In Q1 2010, we plan to expand our efforts to drive service among our retail employees worldwide during this period nex
year.

More on Timberland's CSR Strategy: www.timberland.com The Timberland Company: Q1 2009 Results



CSR Strategic Pillar #4: Service
Metric: Benefit Utilization Rate (BUR)

Q1 2009 Data

Full Time Employees 4694
Part Time Employees 566
Total Employees _ 5260 Benefit Utilization Rate (BUR)
Employees Using At Least One Hour of Service 1487
Benefit Utilization Rate 28%
90%
Year BUR
2006 71% 0.8
2007 76% ] .
9 80% 0.76 0.77
2008 7%
Q1 2009 28% 0.71
2010 Target* 80% -g 70%
z
*Note to stakeholders: we have altered our 2010 target based on the $ Legend
fact that our employee headcount decreased since 2007 (when our o 60% — - Q1 2008
short and long-term goals were initially created) and we didn't meet <
our target for 2008. The new target better represents a meaningful g
challenge for increasing Benefit Utilization Rate by increasing our » 50% -
efforts to engage employees who haven't served before. 8
>
o
c 40% -+
IS
Data Qualifier: Benefit Utilization Rate reflects the percentage of L
employees worldwide who report using at least one community © 30% 0.28
service hour per year. c
&
Data Validation: All service metrics are based on reported service & 20% 169 I
hours. To report hours, employees must self-report their community °
service time in the manner prescribed by the management of their
country. A representative in each country sends the total number of 10% A
hours served to Corporate HQ on a monthly basis. At Corporate
HQ, Community Engagement staff review each country's report
quarterly for inconsistencies, asking for verification or revisions when 0%
necessary. Community Engagement staff also compare quarterly "
reports to global employee headcount provided by Human 2006 2007 2008 Q1 2009 2010 Target
Resources.
Context We believe that if employees use the Path of Service benefit once, they will use it again. We track Benefit Utilization Rate (BUR) to measure our reach and effectiveness in engaging employees in service.
While we know our numbers are under-reported since not all employees report their hours, we currently have no way of estimating how many hours are left unreported each year.
Employees do not serve consistently throughout the year. Our two global pillar service events are Earth Day in April (Q2) and Serv-a-palooza in September (Q3). These two events represent the bulk of
our global service activity.
Analysis Our 28% Benefit Utilization Rate (BUR) for Q1 2009 shows a 75% increase over our BUR of 16% for Q1 2008. This increase in BUR proves that our year-over-year increase in Hours and Hours Utilization
Rate between Q1 2008 and Q1 2009 is due, at least in part, to an increase in employee engagement (and not merely an increase in hours served by the same number of employees). See HUR for
explanation about retail staff taking advantage of a slower period in Q1 to build more hours.

More on Timberland's CSR Strategy: www.timberland.com The Timberland Company: Q1 2009 Results



