NEVER STOP EXPLORING

THE
NORTH

FACE

Ruchi & Lauren




e Created in 1966 by Douglas Tompkins &
Susie Tompkins

e First product : Parka sierra & Backpack

e First shop in San Francisco

e Products related to sports activities in
the mountains




Brand Name

"The North Face" "La Face Nord"

: e e Descriptive Name -> We clearly know what it refers to

= i e To evoke both the north face of a mountain (the most difficult
to climb)

e The neighborhood in which the tompkins are located, North

Beach



Brand Logo
& Tagline

THE

NORTH
PACEN

THE
NORTH‘
"FACEN

e Including logotypes, the
name and a symbol

e Symbol mean the Half Dome

e 1966-2010 : Black color
(sophistication elegant classy)

e 2010-now : Red color

1966-2010 2010-now dynamic, existing associating

with love







Life-time
guarantee

A 4

The Family Man

N

Brand Identity |~

'The North Face' of a mountain is the most treacherous,
unforgiving part and biggest challenge for climbers. The Quality and trust
North Face isn't just a brand but an idea giving people the
mindset to push themselves to their limits and face bigger Images
challenges. Our focus isn't on the achievement but rather
how you get there; the journey you take with the assistance
of our products.

modern day street

style

"Built on innovation, The North Face® brand offers
unrivalled, technically advanced outdoor products designed
for everyone from the most accomplished climbers,
mountaineers, snowsport athletes and endurance athletes
to novice explorers in search of adventure."

Colour

. . . The voice ili
"The North Face is the premier supplier of Versatility

authentic and technically innovative products...
products that inspire and enable our customers to
Never Stop Exploring."

The Family Man wants quality and trust between
the brand to provide quality products for his
family. The actual style is of little importance but Athletes; insightful, The power in Me
buys into The North Face for the practicality and confident and

reliability of our products. humorous




INNOVATION
Unigue Materials

B ra nd I mage Were the only ones in the niche market

MANUFACTURING AND OUSOURCING
Manufactured all products by own

High cost

Supply more, less demand

b

They changed the numbers of profit and sale from
the previous 2 years financial statement

The north face artificially inflated their revenue and
gross margin recognition

as a resul share fell down and core members started
resigning

VF CORPORATION

Owner of VANS
Bough The NORTH FACE for 25.4 million dollars
Gave the brand new growth
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Less Trendy Trendy

patagonia

MOUNTAIN
RSP & Columbia

& '@ Columbia

Sportswear Company

Brand Position

Durability HIGH

trend HIGH

Cost HIG K |

Low price

Style _OW

Performance HIGH

Sustainability Moderate

Vita Verde Winter Promotions 2025



Brand Competition
e Patagonia

Columbla

Spor’tsweal Company.

e Columbia Sportswear

e Nike



SWOT
ANALYSIS

Patagonia is a major risk
to the north face because
both firms target the
same market.

Strength Weekness Opportunities threats
inconsistency, Growin
product Y 9
. . poor technology Strength of
North face innovation, .. )
communicati branding Local
trendy .
on distributors
Committed to not
. environment . . Compeiors
Patagonia worldwide outsourcing
change, are more rend
assessable
culture
) Family brand, ]
Columbia y no a famous collaborations
product . not so popular
sportswear brand , co branding
technology
expansion in .
. Marke leader P Counterfeit
Nike work culture outdoor

global brand

products

Products
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Collaborations
KAWS
Supreme

Extra Butter
Brain DEAD




Q&) #TheNorthFacexGucci Campaign
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1,984 likes

thenorthface This is our nature.
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1.Innovation 2. Sustainability 3. Collaboration 4. Direc . Globa
customer focus expansion



Sustainability

« Exploration without compromise »

0% 57% 72% 100%

2010 2021 Autumn 2021 Goal before 2025

4 steps to be sustainable

* Complete the circle ¢ Make the best e Extend our reach e Rethink packaging
better



Brand Equity

-> BRAND AWARENESS

Strong Reputation

environmental
responsibility

Loyal customer base

300 stores

-> BRAND RELATIONSHIP

e By wearing the north face clothing
the consumer feels like a sportsman

e The brand's ease of entry into the
consumer's mind

-> BRAND PATENTS

e They protected their Image wit many
patents for the clothing, equipment
and shoes.



Most valuable fashion brands

The North Face net worth

40%

The FashionUnited Index of Most Recognized Fashion Brands gathers the

largest fashion brands in the world by brand value. FashionUnited created an
unigue formula and benchmark for fashion brands to calculate current brand E
values of publicly and privately held fashion brands.

The North Face income

Brand 2020 Brand Value $
1 Nike $36.8b
LAST 7 DAYS LAST 30 DAYS LAST 90 DAYS 2 Louis Vuitton $32.3b 20720% —
23 The North Face $5.6 b @ APAC @ EMEA Americas @ Global

Brand Assets

Brand Finance has calculated the brand value of The North Face brand 8
times between 2015 and 2022. The The North Face brand valuation has
featured in 19 brand rankings, including the strongest and most valuable
Global brands, the biggest Apparel brands, and the best US brands.



https://brandirectory.com/rankings/global/2021
https://brandirectory.com/rankings/global/2021
https://brandirectory.com/rankings/apparel/2022
https://brandirectory.com/rankings/us/2022

Co - Brand

THE
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Our Position on Co-Branding
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The North Face is an outdoor company with a deep connection to wild places.

Everything we do is with an appreciation of how the world’s natural

environment enables outdoor activities that enrich people’s lives.

We’ve recently been criticized for how we choose to manage requests from
other companies to produce co-branded clothing and equipment. We want

to provide some context about how our business works and clarify this

position.

As we do, we will partner with like-minded organizations and groups
that have already begun, or want to join us, in this fight to protect the
planet and move our world forward through innovation and
exploration.

We allow outside companies and organizations to
place their logo next to ours on The North Face
gear for various uses such as company gifts, as an
example.

Letting another company put its logo on our
products and essentially affiliating our brand with
theirs isn't a choice we take lightly, which is why
these inquiries are thoughtfully considered with
our brand DNA and long-standing outdoor values
IN Mind.

Vita Verde Winter Promotions 2025
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Brand = Price/ quality
Development ]] I

Quality

ow Migh
e Considered as a Mountaineering brand at § [ g ] o s ]
the beginning to a Global brand now

e Analysis of the growth rate E l




Outdoor

NQRTH VANS il
FACEh Tlll\bﬂ'hl\d & icebreaker "OFF THE WALL" klthq A ARAREIRY
r a n Founded: 1966 Founded: 1973 Founded: 1995 Founded: 1966 Founded: 1987 Founded: 1987

. Smartwoold -2 s
Portfolio

Founded: 1994 Founded: 2009 Founded: 1952 Founded: 1967 Founded: 1975

W I !
Bulwark r;;%:r Walls

PROTECTION OUTOODR G00DS

Founded: 1922 Founded: 1923 Founded: 1971 Founded: 1998 Founded: 2003 Founded: 1938
VF CORPORATION reERRAG WorkrieelD) [GKODIAK (SR

Founded: 1971 Founded: 1973 Founded: 1910 Founded: 1937

Portfolio Evolution

Designing, producing, marketing, and distributing

branded lifestyle clothing, footwear, and accessories kipling

are the specialties of VF Corporation, a world leader in SO gz oo lIBY oo mose  Smartwool ¥ . e

the industry. With a portfolio of 30 strong brands that ”‘%EE“'\ V_ - Timberiand & s icebreaker

are extremely diverse and covers a wide range of | | | | |
markets, product categories, consumer demographics, 2000 2004 2007 2011 2016 2017 2018 2019
and distribution channels, VF has a unique l 1 l 1—' |
competitive advantage and the capacity to generate VANITY FAIR dlamoss  esnsogone / P Wrangler Leg
long-term, sustainable growth for both its clients and Variy Fa branc Sledih A vanmoer pib s

fotignind Majestic g %D
shareholders aJes AR A

Acquisitions @) Divestitures -
INVESTOR DAY 2019 / THE POWER OF AND




Brand Extension
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The North Face is currently expanding
worldwide. They are slated to open
several more stores internationally

within the next year.

They are also expanding their target
market to include other extreme
action sports. This year, they are

sponsoring the Winter X-Games this

upcoming snow season.

TWO INDEPENDENT COMPANIES WITH ENHANCED PROSPECTS

FOR LONG-TERM VALUE CREATION

80 ) VANS B ettt 42

Global apparel and loolwear powerhouse anchored
in activity-based outdoor, acfive and work lifestyles

Wrangler Lee

Global apparel leader with sirong iconic brands
steeped in rich heritoge and auvthenticity

—

Revenuel!l ~311B Revenuell ~52. 7B
EBITDAM ~51.88 EBITDAD ~SI85M
Operafing - Operafing -

Cash Flow!" S18 Cash Flow(' $225M
Long-Term Target ~ 7, Long-Term Target ~5%,
Dividend Yield Dividend Yield

14 - 16% Long-Term TSR Target 8- 10% Long-Term TSR Target

w o etfimaiet ¢ onltned B Aogud 2018 evesftr preseaialios Srimdarily reflect i remenfal Sondaicne Subikc

~—

VE CORPORATION ANNOUNCES
INTENTION TO CREATE TWO
INDEPENDENT, PUBLICLY TRADED
COMPANIES



Our Perception

How the North Face can become a luxury brand ?

1 2 3 4 5
Be more creative on New collaboration Have a Fashion Promoting an Have their owns
the storytelling of with a luxury brand Event, showcasing exclusive product omni-channels
the products the products
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Thank you

for your attention



