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U.S. GREEN BUILDING COUNCIL
EXPANDS GREEN BUILDING OPTIONS

|
|
|
| April 5, 2016

I  The U.S. Green Building Council
i (USGBC) issued an alternative

i compliance path (ACP) for LEED
i credits that recognizes wood

i from SFI.

|

|



USGBC ANNOUNCES
NEW PATHWAY TO
ENCOURAGE

ENVIRONMENTALLY
RESPONSIBLE FOREST
MANAGEMENT IN
LEED

Initial Distribution Report

e 145 websites

e 14,368,584 total potential audience
Key Pick-Ups Include

NEW YORK &

BUSINESS JOURNAL o

Marketwgwtgﬂ BUSINESSJOURNAL E_\' ws r'g

Frax



LEED PROMOTIONS

 Press Release

e Stakeholder Outreach

e Updated fact sheets

e Green building video

e 3" Party blogs

e Webinar

e Social media

e Continuing Education
Unit (CEU)









LEED COVERAGE BY CATEGORY

e USGBC Announcement & Coverage — 2
* Fun Support -2

e Environmental Support —4

e Government Support -7

e Association Support—12

e General Green Building Support —13

e SFI Guest Blogs -9

* International Support —8

* Negative/Opposition Coverage - 9




IUCN APPROVES SFI
FOR MEMBERSHIP,
ADVANCING

SUSTAINABLE FORESTRY
AND CONSERVATION
SCIENCE
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Key Pick-Ups Include

YAHOO! Marketho}gE NATIONALPOST, i. : REUTERS




IUCN
World IUCN WORLD

Conservation CONSERVATION CONGRESS
Congress
Hawai'i 2016

SEPTEMBER 1-10, 2016

 Held every 4 years by IUCN — single largest international gathering of
conservation stakeholders

e First time in the U.S.

 SFlis planning a visible profile through sponsorship of Mobile App and
(maybe) Conservation Campus

e Co-contributor to workshop submissions by WBCSD, NatureServ, PEFC






Name and branding change
occurred March 22, 2016




STAND.EARTH



STAND.EARTH




LEED







PRESS RELEASES

e SFl Conservation & Community Partnerships Grant
Program (Feb 11)

e NWTF Award (Feb 17)

e Wood Design Award (Mar 1)
e USGBC LEED (Apr 6)

e |UCN (Apr 14)




SFI PARTNERING FOR
CONSERVATION AND

COMMUNITY IMPACT
THROUGHOUT
NORTH AMERICA

Initial Distribution Report

e 185 websites

e 17,866,783 total potential
audience

Key Pick-Ups Include

Marketvr{atf:h NATIONAL POST

! REUTERS NIAVYR(OLVEE:=

..... BUSINESS JOURNAL ;"




2016 SFI CONSERVATION
GRANT RECIPIENTS

Focus on the connection
between sustainable
supply chains and the
natural resource values we
all care about, like water
quality, biodiversity,
wildlife habitat, species at
risk, and forests with
exceptional conservation
value.




2016 SFI COMMUNITY
GRANT RECIPIENTS

Bringing |
communities and i
youth togetherto |

shape a sustainable
future.




SFI RECEIVES LAND
STEWARDSHIP
AWARD FROM

Initial Distribution Report

e 207 websites

e 13,363,167 total potential
audience

Key Pick-Ups Include

boston.com

i % REUTERS Marketvrg%EgQ Business Times W




a——

I Using wood in innovative

and beautiful ways to
bring new life to a BC

=, community hub in

| Enderby, British

umbia, has earned KH

signs the third SFI \\

‘Award part of the 2015

‘%ﬁ : ’ North American Wood -

Design Awards Program.




COVERAGE



TREEHUGGER ARTICLES

Happy New Years President’s Day (US)
January 6, 2016 February 16, 2016
Tissue World 2016 St. Patrick’s Day
March 14-16, 2016 March 17, 2016

Lead Up to USGBC
Announcement
March 24, 2016

Earth Day
April 22, 2016



FRENCH COMMUNICATIONS OUTREACH

EN BREF

VALENTINES

GRANT PRESS

RELEASE




PROGRESS REPORT SNEAK PEEK







EVENTS

ol

2016

SUSTAINABLE BRANDS
SAN DIEGO

JUNE & -9

Conservation
National Leadership Conference

Conference

A
==t Intertribal Timber Council @A
National Indian Timber Symposium OFIA

ONTARID FOREST INDUSTRIES ASSOCIATION

IUCN

World
Conservation
Congress
Hawai'i 2016

Large Lands Workshop

Zero

Deforestation Duke

Conference NIV ERS Ty



JOIN US



SPONSORS
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IT STARTS AT HOME
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10.

WAYS YOU CAN SUPPORT
SFI IN THE MARKETPLACE

Label Your Products with SFI
Ask for SFl in your supply chain

Include SFI in your organization’s sustainability and procurement policies

Highlight your SFI certification in corporate presentations, conferences, trade
shows, social media, and industry gatherings

Buy office supplies certified to SFI — printing paper, shipping material, tissue,
toilet paper, paper cups, bowls and plates, and much more!

Choose SFI printers for your publications
Choose financial institutions and insurance companies that support SFl

Demand that the companies you do business with have an inclusive
sustainability and procurement policy

Build & renovate with SFI

Use Amazon Smile and choose SFI as your favorite charity, and choose
companies that support SFl when giving to others



ASK FOR SFI IN YOUR SUPPLY CHAIN



SUSTAINABILITY REPORTS &
PROCUREMENT POLICIES

Include SFI in your organization’s
sustainability and procurement policies
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Choose SFI printers for your publications
Choose financial institutions and insurance companies that support SFl
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HIGHLIGHT YOUR SFI CERTIFICATION

Highlight your SFI certification in
corporate presentations,
conference, trade shows, social
media, and industry gatherings

ommitted to
ustainable Forestry




COMPANIES USING THE SFI LABEL ON Support & Buy
FLYERS AND OTHER COLLATERAL from those

with Inclusive

Label Users Policies

Walmart Dean & Deluca Walmart

BJ’s Wholesale Weight Watchers JC Penny

Masonite Windows & Doors YMCA RONA

Jeld-Wen Arthur Beren Shoes Phar.masave
: Publix

PharmaSave Mudpie

Publix Harley Davidson

Sam’s Club Winn Dixie

Harry & David Best Buy

Safeway Viking River Cruises Publix.

Outdoor Research Bridgestone © 2012 Pubi Super Markets e

Sierra Trading Post Charles Tywhitt o

Disclaimer: Above list is a sample of companies using the label



MAGAZINES, CATALOGS & MAPS

SUPPORT THOSE WITH INCLUSIVE
POLICIES OR LABEL WITH SFI
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WAYS YOU CAN SUPPORT
SFI IN THE MARKETPLACE

Label Your Products with SFI
Ask for SFl in your supply chain
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Highlight your SFI certification in corporate presentations, conferences, trade
shows, social media, and industry gatherings

Buy office supplies certified to SFI — printing paper, shipping material, tissue,
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BUY OFFICE SUPPLIES
CERTIFIED TO SFI It Starts

These include printing paper,
shipping material, tissue, toilet
paper, paper cups, bowls and
plates, and much more!



It Starts

PACKAGING




It Starts

WARNING: 10 AVOID DANGER OF INJURY OR

KEEP THIS PLASTIC

AWAY

sustote Corifod Sowcing

Al Royale produt

§FiChain of (ustod
The SF1 label applies
Tous les produits Roy@l
enmaliere de chaipe

iquatte SF1

Hypoallergenic
Hypoallergénique

iada with a majority of Canadian ¢




SFI OFFICE PAPER SUPPLIES
Support & Buy
e hosewih

Staples brand envelopes Pendaflex products InCI.u_Sive
Ampad office products TOPs Products Policies
Mead paper products IP Hammermill copy papers Walmart
Daytimer products GP copy papers Xerox
Xerox copy papers Domtar Husky copy papers Veritiv
Sam’s Club copy paper Grand & Toy branded copy Central
papers National-
Fivestar paper products Hilroy paper products Gottesman, Inc.
Fellows banker boxes Pacon Paper & Arts Products
U.S. Postal Service envelopes Sealed Air Jiffy Mailer
Norcom products Tree House Pad & Paper Artist

line Sketch book

Disclaimer: Above list is a sample of companies using the label




It Starts

OFFICE SUPPLIES I@
HOME




OFFICE

SUPPLIES

TheSA certl

<§S ) ;%'EEYEXT\E)\ABLE that 70PS Prod
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It Starts

HOMAE

OFFICE SUPPLIES




It Starts

HOME

OFFICE SUPPLIES

O




SF‘ Certified Chaip of Custody
Promoting Susta 1

able For




It Starts

HOI@E

OFFICE

SUPPLIES
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CHOOSE SFI PRINTERS FOR YOUR PUBLICATIONS

www.sfiprogram.org/SFldatabase

>




CHOOSE FINANCIAL INSTITUTIONS &
INSURANCE COMPANIES THAT SUPPORT SFI

Support those with inclusive policies and label
with SFI

Label Users Inclusive Policy

Principal Financial Group Bank of America
(brochure/flyer)
Fifth Third Bank The Goldman Sachs

JP Morgan Chase (brochure/flyer) ~ Group, Inc.

Miller/Howard Infrastructure Fund JP Morgan Chase &
Franklin Mint Federal Credit Union  C©

Deutsche Asset Management
(Envelopes)

National Bank of Blacksburg %S@TIE@BLE
INITIATIVE

SFI-00001

Disclaimer: Above list is a sample of companies using the label
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BUILD AND RENOVATE WITH SFI

Anthony Forest Products

C&C Resources Ltd.

C&D Lumber Co.

Canfor Southern Pine

Canyon Lumber Co., Inc.

Carrier Forest Products Ltd.

Deltic Timber Corporation

Dunkley Lumber Ltd.

Durgin and Crowell Lumber Co., Inc.
F.H. Stoltze Land & Lumber Company
Georgia-Pacific LLC

Groupe Savoie Inc.

H.W. Culp Lumber Company
Hankins, Inc.

Hood Industries, Inc.

Huber Engineered Woods, LLC
Interfor Corporation

It Starts

J.D. Irving Limited

HOME

Jasper Lumber
Company/
Southern Wood Chips

Joe N. Miles and Sons, Inc.

Jordan Lumber & Supply, Inc.
King Forest Industries, Inc.
Louisiana Pacific Corporation
Norbord Inc.

Pyramid Mountain Lumber, Inc.
Sierra Pacific Industries
Stimson Lumber Company
Swanson Group Mfg. LLC

The Gorman Group of Companies
Weyerhaeuser NR Company

Yakama Nation and Yakama Forest
Products



It Starts

HOI@E

BUILDING
PRODUCTS




It Starts

HOME

BUILDING
PRODUCTS

G pRODUCTS

-

'LP| TECHSHIELD

RADIANT BARRIER

e ——y

may result in exposure to wood dust, known
INITIATIVE to the State of California to cause cancer.
100003

SUSTAINABLE Cal. Prop 65 Warning: Use of this product
FORESTRY

Get full product information and warranty details at LPCorp.¢/

©2012 Louisiana-Pacific Corporation. Al rights reserved. SFI is 2 registered trad

All other trademarks are owned by Louisiana-Pacific Corporation
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USE AMAZON SMILE & OTHERS

Choose companies that support SFl when giving to others

Choose SFIl as

your favorite
charity




LABELS: WHENEVER YOU SHOP -
LOOK, ASK, BUY SFlI

From furniture to printer paper to
labels and packaging, you can find
the SFl on-product label on a wide
range of items.




GROCERIES

Nestle Earth Friendly Products

Danone Yogurt Del Monte packaging

Utz Quality Foods Sun Maid Raisins

Chapman’s Ice Cream Wholly Guacamole

Florida’s Natural Orange Juice High Liner Foods box

SOLO energy bars Delicioso

Kind Fruit and Nut Bars Kemps-Yoplait

Skinny Cow Molson-Coors Beer

Stevia in the raw sugar Kellogg’s Rice Crispy Treats
pack

Disclaimer: Above list is a sample of companies using the label

Support & Buy
from those
with Inclusive
Policies

Publix Super
Market
Kellogg
Company

Pepsico
Tyson Food
Safeway




It Starts

O@E PACKAGING




PACKAGING

It Starts

more
matters

The SumMoid Seol i Your
Assurance of the Finest Quoly.

‘." @W Certified Sourcing
INITIATIVE www.sfiprogram.org
5




It Starts

HOI@E

PACKAGING




It Starts

HOAE

PACKAGING




PACKAGING

It Starts

HOI@E




COSMETICS / MAJOR o g
DEPARTMENT STORES Y

from those
with Inclusive

Label Users Policies

Whish Body Products Sensationail products

e Sears
Smashbox Makeup Vivier Pharma products Holdings
Hanes display boxes Babyganics products

e Walmart
Meijer brand tissues Arcona

* JC Penney
ECOS Laundry Detergent Irie Star - Blissoma
La Rocca Skincare Wally’s
Ultimate Cosmetics Aroma Naturals
Walgreen bags Juice Beauty

=NSATIONAIL. |,
(e}
1_

Disclaimer: Above list is a sample of companies using the label




It Starts
HOI@E



It Starts

HOME

PACKAGING

T
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FAST FOOD

KFC Buckets and cups
Panera menus & packaging
Arby’s Cups

Subway

Dominos Boxes

Chili’s 2 go containers

Nordstrom cups

It Starts

HOME




It Starts

PACKAGING
HORME

MINOS.COM o

J”MF

[ BAKE SHOP | ¢




It Starts
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SUSTAINABLE
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Certified Sourcing
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It Starts

HOI@E

PACKAGING
and
PRINT




PROTOCOL ON USING IMAGES OF SFI

LABELLED PRODUCTS FRIENDLY

REMINDER!

WHEN TO USE THEM

* For small customer meetings
* For small meetings with program participants
* For small meetings when you know who is in the room with you

WHEN NOT TO USE THEM

e For larger audiences when you don’t know everyone in the room

e For customer meetings with strong FSC proponents and/or reluctant SFl participants
* |n materials that will be printed on websites, handouts and in presentations that can

be sent around

ORIGINAL PHOTOS:
Link: https://sfiphotogallery.smugmug.com/SFlLabeledProduct/2015-SFI-Products/
Password: newstandard2015



https://sfiphotogallery.smugmug.com/SFILabeledProduct/2015-SFI-Products

SUSTAINABLE
FORESTRY
INITIATIVE

Partnership Review: 2016



Agenda

1. Who is Treehugger
2. SFl and Treehugger partnership

3. How Treehugger can work for you!



Who is Treehugger.com?

Treehugger is the leading
media outlet dedicated
to

. Partial to a
modern aesthetic, we
strive to be a one-stop
shop for

4

, and



Treehugger by the numbers

8M

Page Views Monthly

’ o [
Hours spent on TH.com in April 2016 Years spent on TH.com



Strong following of thought leaders,
influencers, and SFI consumers

Age College Education vs Internet Average
g 1.40%

30%
20%
1% .
0%

m18-24 m25-34 35-44 m45-54 56-64 65+

1.20%
1.00%
0.80%
0.60%
0.40%
0.20%
0.00%

B Seriesl Series2 Series3
Household Income vs Internet Average
1.10%

Treehugger Audience vs Web In General
1.05%

+10% 18-24

1.00% 63% between 18-44 +20% 25-34
+11% 35-44
0:95% . 48% wl/ college degree +19%
0.90% 19% w/ graduate degree +33%
W Series1 Series2 Series3 Series4

78



We reach millions more via social media

560K

Facebook Followers

4 million

People Reached Each Month on Facebook

345K

Twitter Followers

3.5 million

People Reached Each Month on Twitter



Followers you might know

398M people
worldwide




Treehugger is part of the Narrative Content Group,
publisher of top performing content sites

HO FROM THE PROJECT:
O
@)

SGHPRINE  UPTIME

@

81



Narrative also creates and distributes content for
many of the world’s leading brands

DUNKIN’
DONUTS

0 Jia
[[csx ]

o0 o

folmon-ffohmon

82



SUSTAINABLE
FORESTRY
INITIATIVE

Our partnership



Overview

Consumers are a critically important
audience for SFI.

Establishing a high level of awareness
and positive perception for SFl has a
direct influence on purchasing
decisions. In turn, it is important to
SFI's industry partners in the marketing
and selling of their products.

SFI’s partnership with Treehugger.com
provides a unique and effective
platform for consumer
communication.

84



Program Objective and Strategies

Objectives
* Educate consumers on the need for sustainable forestry.
* Build awareness of the Sustainable Forrestry Initiative.

e Further SFI’s position as a leader in sustainability and forest

land management.

Tactics

 Reach consumer opinion leaders through a mix of editorial
and sponsored content on Treehugger.com and its social
media.

e Create educational content intended to be shared via social
media. As we’re reaching a young, technically savvy audience,
the content needs to be fun, engaging, and educational. We
have to find reasons for users to want to share the content
with their friends.

*  Highlight recognizable SFI partners to provide instant brand
credibility.

85



Program Components

e Content Production
O 20 articles with images
O 5videos
O 5 infographics
O Content produced is owned by SFl and can be used beyond
Treehugger

e Opportunities to feature SFl content on Treehugger, MNN,
and other Narrative properties as editorially appropriate

e 18.5% of all promotional and content marketing units

* Narrative’s counsel in marketing and strategic activities
beyond Treehugger program as appropriate



SFl Performance 2015

120K 2:35

Page Views

37M 2M+

Ad impressions Facebook Accounts Reached

4,019 31

Social Shares Social Pushes

5,126hrs.

Engaged with SFI Content

950K

Max Twitter Reach Weekly

3.6M

Twitter Accounts Reached

87



Time on site +82% greater
than treehugger.com
average



Treehugger and SFI Traffic Continues to Grow in 2016
— Up 10% last 4 months for TH and 50% for SFI

TH Traffic

Last 4 months 2015 vs First 4 of 2016

35,000,000

30,000,000

25,000,000

20,000,000

15,000,000

10,000,000

5,000,000

0

Sessions

m 2015

2016

Page Views

SFI Traffic
Last 4 months of 2015 vs First 4 of 2016
120,000
100,000
80,000

2016 is 87% of the way to exceeding 2015 in less
than 50% of the time

Sessions Page Views
m 2015 m2016

89



Content Highlight — Timely content

1,000 2:33 43

Social Actions Social Amplification

195 39,000

90




Content Highlights — Engaging message positioning

18,901 2:06 616

Social Amplification

439 87,800




Content Highlights — Aspirational social hits

3,953 2:58 195

Social Amplification

350 70,000

92



Content Highlights — Unique takes on off-beat topics

1,615 2:20 23

Social Actions Social Amplification

39 7,400

93



Content Highlights — Editorial exposure

731 1:56 23

Social Actions Social Amplification

61 12,200



Content Highlights — Content amplification

95



Content Highlights - PR and Amplification




How we can do the same for you



Three Options to start your engagement -
Custom engagements available too



FINAL THOUGHTS

REMAINING 2016 COMMUNICATIONS
COMMITTEE CALLS

Q3 Cali
Tuesday, September 13 | 1 -3 p.m. ET

e Q4 Call
Tuesday, November29 | 1-3 p.m. ET

THANK YOU and SAFE TRAVELS HOME!
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