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FROM 2022 ONWARDS, WE'LL BE B”IIL ING ON

OUR SUSTAINABILITY LREDENTIALS.
PART OF WHAT WE DO...

WE 60 FURTHER THAN OTHER BRANDS.

MINDFUL FABRICS
& MATERIALS

PEOPLE ARE AT TH HEART OF ANY ‘ < IFHE RAPERS SUSTANABLE D
A

BUSINESS AND WE WORK WITH SOME ' ‘ © EG Gl o ©\ ©N  oFTHE VEARAWARD 2020

AMALING PEDPLE ACROSS THE WORLD. t N e b e

WE WANT T0 MAKE A POSITIVE

DIFFERENCE TO THE LIVES OF THOSE

TOUCHED BY OUR BUSINESS. WE HAVE MADE HUGE EFFORTS
AND PROGRESS IN THIS AREA.

I'S AHUGE

FROM REDUCING OUR CARBON
FOOTPRINT, ENERGY USAGE AND HAVING
LERD WASTE LANDFILL, WE TAKE OUR
COMMITMENT TO THE ENVIRONMENT
VERY SERIOUSLY.

MINDFULLY
MADE"

GUARANTEED FOR LIFE

PROTECTING THE ENVIRONMENT AND
THOSE THAT LIVE IN IT 1S OF HUGE
IMPORTANCE T0 US.



.. BUT BEING SUSTAINABLE IS NOW EXPECTED, AND IMS
GONE MAIIISTREAM

40 Sustainable and Ethical Clothing Brands
For You to Be an Eco-Friendly Shopper

Because being green is a |ifesty|e—nof a trend. COSMOPOI_ITAN

. Zara clothes to be made from 100%
guardlan sustainable fabrics by 2025

~ DOINGYOURPART

#M ‘ WATER<LESS
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" “IT’S NO LONGER AN

Y OPTION FOR BRANDS TO

% HAVE A PURPOSE,

y  YOUNG PEOPLE DEMAND
ITAND THERE IS NO

TIME LIKE THE PRESENT

T0 DEMONSTRATE IT.”

Vice - ‘Youth in Pandemic: Hopes & Fears for an
Uncertain Future.




“THE DEFINITION OF
SUSTAINABILITY HAS BROADENED,
EVOLVING BEYOND ENVIRONMENTAL
CONCERNS AND ETHICAL
CREDENTIALS TO A MORE HOLISTIC
PURPOSE.

COMPANIES ARE EXPECTED TO BE A
FORCE FOR GOOD, ENABLING
ACCESS TO SUSTAINABLE YET
AFFORDABLE PRODUCTS, WHILE

ALSO HELPING TO REDUCE
ECONOMIC, Sl]EIAL AND IIEALTII
INEQUALITIES.’

Euromonitor International - ‘Rethinking Sustainability - no purpose, no gain.’







WE WON'T LOSE OUR CORE - BUT THERE IS A NEW
AUIDENCE WE CAN ALSO BE RELEVANT TO.

/TIIHSE WHO ARE ACTIVE ﬂllTﬂlIﬂRS\ BUT ACROSS OUTDOOR

SKEW YOUNGER LOVERS, ATTITUDES ARE
SHARED

ACTIVE OUTDOORS

18-24 35-44 55+

You can only get to

know a country by 88 88 89
experiencing its culture

When | go on holiday, ;

| like to go off the 69 69 72
beaten track

| like my holidays to

have some sort of 77 76 73
18-24 25-34 35-44 45-54 b+ physical activity

o !
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A NETWORK OF

121K +

09:18

craghoppers # @

1,860 26.5k 465
K_/ Posts Followers  Following
Craghoppers

¥ Tag #mycraghoppers to be featured
& Shop our #sustainable collection now
bit.ly/3vhb12Q

View Shop

O

@ shop

Edit Profile Promotions

TAKEOVER
INCOMING

@ INGAT30

.

Promote

More




INVESTING IN OUR SOCIAL CHANNELS

LA N J The leading Influencer Market: X  +

€ 5 C @ upfluence.com
upfluence

Ton

!J pf I u e n Ce o —— =) Work with the best influencers

Access over 4 million influencer profiles across all social media

platforms. Filter your results with over 20 advanced search criteria to find
the right influencers for your campaigns

Upfluence is the only influencer platform that lets you identify organic

life-changing journey

influencers in your own cu base & website audience. Collect socia

#antarctica data v sitor’s are browsing your site or du

expenses their social data, and add them to your affiliate
P #wetwo

antarctica
#adventure

d' TikTok

FALCONSOCIAL



EXPRESS : | ‘ ]) (ll)(/l LS Y STEL - DIDEN o I - XOOY o ACIE =
| -~ Bird
Watchlr?g : |
o The SINDEPENDENT
Jrish Examiner CON L
= COUNTRYFILE
Forbes e
Eaquine

- WomensHealth ~ Wellking

Mirs Outdoors.

iIrror HYPEBEAST magic
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ONLINE

170M + 0TV OF
THE BRAND

FEB - APR 2021

NATIONAL

- IN PRINT

YOUTH :

 GLOBAL
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2022 1S EXPECTED TO BE A BIG YEAR FOR 'l:’ETTIIIﬁ

AWAY', BOTH AT HOME AND ABROAD.

S

—

THE EVER-CHANGING COVID
LANDSCAPE MEANS THAT THE
FIGURES FOR 2021 ARE LIKELY TO
END A BIT LOWER

2020 2021 2022

Domestic -46 +64 +16

Abroad -79 +173 +45

Annual change % - Jan 2021 forecast MiINTEL

\ ,

-

TRAVEL |



S HAVE A WIDE RANGE OF MOTIVATIONS
S T0 TRAVELLING.

Of outdoorlovers agree that:

Like to go off
You'can.only ever the beaten
get to know a track when
country by -~ theyareon
experiencing its ~ . - holiday -
culture R €y e







THE §§22 CRAGHOPPERS TRAVEL STORY

It's our world, connect
with it & respect it.

ENJOY REAL EXPERIENCES
“& CONNECTIONS

- TRAVEL |
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TAPPING INTO THESE VALUES MATTERS T0 ﬂﬂR
CUSTOMER.

THE TOP VALUES THEY WANT TO
TEACH THEIR CHILDREN?

RESPEGCT RESPONSIBILIT

2x

More likely to
onlysshop at
brands that
reflect their

values than any

th ' ,
ger?eraetli’on. PARENTS WANT T0O EMPOWER THEIR CHILDREN

T0 CHANGE THE WORLD AND NOT HAVE TO
WORRY WHETHER THEY ARE SAFE, WARM & DRY

J4.5% 16%




BECAUSE THEY ARE SHAPING THE NEXT GENERATION
WHO WANT T0 MAKE A REAL DIFFERENCE.

Gitanjali
Rao 15

/3"
Angelina]olie 77
“I

EveningStandard.
Double amputee 5-year-old Tony Hudgell

raises more than £300,000 for NHS after
being inspired by Captain Tom Moore
Trechuggor

Meet 20 Kids Who Are Changmg the World Right

Now

Y news | -

Coronavirus: Boy, 10, has camped in his
garden since lockdown began to raise
money for North Devon Hospice




“OUR §822 KIDS
" RANGE ENABLES AND
\  EMPOWERS TODAY'S = &

~ KIDS TO GET OUTSIDE W Es s

AND PROTECT THE  ° % —aiie%
WORLD THEY LOVE., /[ W = &=y

y

-
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THANKS TO COVID, CAMPING HAS SEEN A RECENT

RESURGENCE.

The QINDEPENDLENT

CAMPING BOOKINGS UP 500% AS UK [
'f [ CAMPSITES SELL OUT FOR SUMMER

April, 2021
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The top 5 influences for people taking
their first trip camping are:

0/, THE LOVE OF THE
347 OUTDOORS

22U THINKING IT WILL BE FUN

3”% DUE TO THEIR SIGNIFICANT
OTHER

27% SPENDING TIME WITH THEIR
FAMILY

26 10 ESCAPE THE GRIND




AND WHILE SOME CUSTOMERS ARE HAPPY GOING BACK -
TOBASICS... | E

TRIBEI  TRIBEZ

42% 32

PREFER TO STAY AT PREFER LARGER
B SMALLER CAMPING SITES WITH

d SITES WITH FEWER &= EXTENSIVE
FACILITIES FACILITIES

[FEMALE BIAS]

..OTHERS ARE LOOKING TO RETAIN THOSE HOME COMFORTS.



V 0UR 5822 CAMPING
" RANGEAPPEALSTO

THE "‘LUXURY
-~ SEEKERS' AND
‘BACK TO BASICS™
ENTHUSIASTS
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WHILE COVID-19 WREAKED
HAVOC ON MOST OF THE
FASHION INDUSTRY, THERE'S
ONE CLEAR WINNER:
ACTIVEWEAR.

:

w \ ‘ \
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n outdoors
tivity 2020



CUSTOMERS ARE ENJOYING A WIDE RANGE OF OUTDOOR ACTIVITIES.




T0 BE CLOSE TO
IIATIII;I' ‘




THERE ARE TWO TYPES OF ‘ACTIVE’ PEOPLE: =

" THE GENERALIST > " THE DEDICATED EXTREMIST

. ” OF THE ACTIVE | | ” OF THE ACTIVE
OUTDOORS MARKET ”'ﬂurnatms MARKET
S B L3 |

o=
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[N =]
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P : : Lives life to the full. Enjoys the sense of adventure and Enjoys taking part in extreme sports and other activities -
» . Sense of being part of and exploring the |  pushing themselves physically. Personal achievement as well involving physical risk. The experience is all about the o
naturalyvorld. Physical activity is driven as ‘having a good time with their matesis important to them. adrenaline rush. They enjoy being out of control but are |

' by emotional purposes and revolves The countryside is a giant playground for Adventurers. willing for someone/thing else to manage the risk. -

k. around exploring and learning. May be

Dy e ADVENTU
=XPLORER @
l- b - J \ -— \ of7Ac/t?ve

Committed to their sport
or activity and take it very
seriously. Training and skill

improvement is important
to them as is competing and
30/0 winning. Likely to be part
7 of a specific club.
of Active

—

I I - l I - l -
v o G

€

9%
of Active
Outdoors
Market

Outdoors
Market

Outdoors
Market

33%

. SEEKER MEMEER

;i -, ‘ Put their body on the line and control the r—
battle against nature. Pushes self and focused - el i , -l
Primary purpose of visit to outdoors on personal achievement/reaching a goal [ N Sy w— Y

: . They probably don't enjoy the majority of the
is for learning/personal development, experience, enjoyment comes from

physical activity is used as a means gaining a sense of control and learning
by which to learn/personally develop. ?:;2;;:2?1":;;i["’e‘ggtz [.?Zm
These people may discover a love of '

a sport along the way.

EARNER
ahcte CHALLENGER

FITNESS
IN NATURE

Chooses to keep fit outdoors for the fresh

air and freedom. Prefers to be exercising

outdoors and generally doesn't like the gym or
| 4 indoor sports. Sense of physical and mental

wellbeing and challenging self is important.

Competing is not important.

21%
of Active
Outdoors
Market

by desk based research anly?) l

17%
b " y of Active
L E8 Outdoors
‘ Market

Market




W E 'R E T A [ K I ” ﬂ T” T ” E SEES THE COUNTRYSIDE AS A LOVES THE FREEDOM THAT KEEPING

PLAYGROUND ACTIVE OUTDOORS BRINGS

ﬂENERALIST- ‘ | ' ‘ KEEPING ACTIVE IS A MEANS OF

LIVES LIFE T0O THE FULL PERSONAL DEVELOPMENT &
CHALLENGE

PHYSICAL & MENTAL WELLBEING IS
IMPORTANT

FEELS AT ONE WITH THE NATURAL
 WORLD AND LOVES EXPLORING IT

THE GENERALIST =~



- OUR ACTIVE
~ _RANGE IS FOR
- GUSTOMERS WHO
- SIMPLY LOVE 10

KEEP ACTIVEE
SPEND TIME IN

THE OUTDOORS. Ay oo







FEBURARY MARCH APRIL MAY JUNE JULY

HIKE/TECHNICAL

@ KIDS
CRAGHOPPERS ARCHIVE

S$S22 CALENDAR EXPLORE/LIFESTYLE

I
I

I

I

I

I

I

I

I DOFE
I

I

I

I

I TRAVEL
I

I

CAMPING

; HIKE/TECHNICAL ; ACTIVE ; KIDS ; DOFE ; ARCHIVE ; LIFESTYLE ; TRAVEL ; CAMPING ;
CONTENT | | | | | | | | |
| | | | | | | | |
Photography [ X [ X [ X I X [ X I X [ X [ X [
| | | | | | | | }
Video | X | X I X | X | X | X | X | X |
| I | | | | | } }
| | | | | | | | |
| | | | | | | | |
DISTRIBUTION CHANNELS | I | I | I | | |
Soclal Medla ! X ! X ' X : X ! X : X ! X ! X !
| | | | | | |
Own Digital channels I X | X | X | | X | | X l X |
| | 1 | I | | | 1
Influencer marketing I X | X I | | X | | X | X |
| | | | | | | | |
Store/Retall actvity | X : X | X | X : X | X : X | X |
Pald media : X : X : X : i X : X : X : X :
Out of home advertising ' X | X | ! ! X ! ! X ' '
| | | | I | | | |
Press seeding I X | X I | | X | X | X | X |
1 ] 1 1 1 ] 1 1 1
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