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Johnson Outdoors has always been

committed to building long-term value for

our consumers customers employees and

shareholders The strategy weve carried out

over the last three years has positioned us to

do even more--to create Value Pitis

As global leader in outdoor recreation

equipment we provide Value Plus through

products and services that continually

enhance the experience for outdoor

enthusiasts Leveraging our knowledge

innovation expertise and extraordinary insight

we seek to deliver the ultimate long-term

value sustarnable profitable growth
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Jetboil SumoTM

Group Cooking System

The Jetboil Sumo earned Gear of the Year

accolades from Mens Journal with

demonstration on the Today Show and

was also named in Outside magazine

Gear of the Year Explore magazine 2012

Gear Guide Bicycle Retailer product

picks Fish Alaska Retailers Choice

Awards Army Times GearScout and

Elevation Outdoors Best in the Field
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Johnson Outdoors business model is based

upon long-term focus and strong corporate

governance with an emphasis on outstanding

quality 2012 Credit Suisse study found that

family businesseslarge and small public and

privatewith this same model perform well in

hostile economic environments the majority

delivered revenue growth of percent or

more in the recent recession This family

business model has paid off consistently over

time creating value for all shareholders and

generating superior cash flow that enables

companies to finance growth internally rather

than use costly risky external leverage

This business model was the framework for

our 2012 three-year strategic plan The goal

strengthen operations and enhance performance

in the midst of the outdoor recreation industrys

gradual recovery by the end of fiscal 2012 We

set the bar highand delivered growing profits

faster than sales and exceeding percent

compound annual sales growth over three years

The result we outperformed our competitors

and our markets in key measures of success

during this timeframe

Strategic clarity produced positive results

in fiscal 2012 as we achieved double-digit

operating profit growth on higher revenue driven

by strength in U.S markets which more than

offset continuing economic issues in Europe

AVALUEPLUS
portfolio

Helen Johnsen-Leipold

Chairman of the Board

Pre-tax income was 63 percent above 2011

while higher effective tax rate weighed on

adjusted net earnings year-over-year

These past three years were also period of

transformation as we refined our vision and

clarified our mission Today we are stronger

and more competitive dud we know where we

can win and how We have built the foundation

essential for sustained profitable growth and

enhanced shareholder value We are now prepared

to move beyond building value to creating Value

Plus the focus of our next three-year plan
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The bar has been raised across the outdoor

recreation industry Consumers and customers

demand more competition is fierce and the

race for technology and nnovation is unceasing

Johnson Outdoors is prepared for the challenge

and positioned to win

Our capacity and capability for sustained

profitable growth is greater than ever before Our

people offer unmatched expertise creativity and

passion for the business am excited about our

future and confident in our ability to deliver Value

Plus to our markets and enhanced shareholder

value long term

Heen Johnson-Lepod

Chairman Chief Executive Officer





ry
Over the past three years Johnson Outdoors

has made significant progress toward our

long-term goal of sustained profitable growth

and enhanced shareholder value Were

pleased with where we are and excited

by the potential for strong performance

in every business

Fiscal 2012 results reflect mix of variables

some positive some not Operating profit grew

year-over-year as we benefitted from increased

volume legal and insurance settlements

and reduced legal expenses which offset

higher bad debt costs related to Europe and

restructuring costs However significantly

higher effective tax rate of 49.1 percent driven

by losses which occurred outside the U.S

where no tax benefit is recorded reduced net

earnings Were evaluating all opportunities to

bring the tax rate down

Looking beyond these moving parts the picture

is clearly positive Net sales increased 1.2

percent to $412.3 million with more than 45

percent of sales generated by innovative new

products Operating profit increased 21 percent

to $21.4 million due to improved sales and

efficiencies as well as one-time items noted

earlier Pre-tax income was up 62.7 percent

though tax accounting meant net income

of $10.1 million or $1.03 per diluted share

compared unfavorably to 2011 Even so fiscal

2012 net income is the second-highest ever for

Johnson Outdoors

We continue to focus on disciplined working

capital management and rigorous inventory

controls 2012 average working capital as

percentage of sales declined from 30.8 percent

last year to 28.5 percent Record-low working

capital levels helped reduce borrowing costs

and bring debt to an all-time low

Cash flow is robust with every business

contributing We expect the acquisition of

Jetboil which occurred in the first quarter

of fiscal 2013 to add more than $10 million in

sales and an additional $1.5 million to operating

profit next year Our solid cash position gives us

the flexibility to pursue strategic opportunities

to make the investments needed to grow our

business and to create Value Plus

Keen Johnson1epod

Chairman Chief Executive Officer

DavdW

VALUEPLUS

Vice President Chief Financial Officer
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Record sales for Manne Electrorics our largest

business an ar essential engine

for Johnson Ou doors drove increased total

conpany sale forfsc 2012 Ne sales for
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Jetboil SoP Titanium

premhm cooking

system





VALUEPLUS
strategy

fl

McKinsey Co researchers say consumers have new

definition of value which includes price but also. .quality and

convenience and enjoyment of the shopping experience Todays

consumers research products online Shop with smartphones

in hand And enable marketers to gather ever more detail about

what when and where they buy

These continuing dramatic changes in technology and consumer

behavior mean continuing fundamental changes in the outdoor

recreation market Thus the three-year strategic plan Johnson

Outdoors launches in 2013 continues to emphasize sustainable

profitable growth but embraces an important new dimension

Value Plus

Cearer fact-based focus

In-depth analysis of market and consumer data vis-a-vis our

strengths and challenges has clarified growth opportunities and

our unique capacity for continued success Weve articulated

business model to best meet the needs and expectations of

fishing diving camping hiking and paddling enthusiasts and the

customers that serve them

Exceeding ever4ncreasng

expectatons is key to success
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shallow-wate

We pushtec waystt
ways to use digital and electronic advancesexactly what appeals to our target market

As the Leisure Trends Group notes Sports enthusiasts are more apt to purchase high-

performance products and products with the latest technology than the general population

Retail results show our innovations meet enthusiasts ever-increasing

expectations For eight consecutive years new products have accounted

for more than 33 percent of our sales

For eight years in row
third or more of saes have

come from new products

2O2 was
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VALUEPLUS

ces oi

Over the last three years we more clearly defined the Johnson Outdoors marketplace

opportunity as outdoor enthusiastshighly engaged consumers who participate in their

chosen activity more frequently purchase more frequently and reward meaningful price/

value more than casual participants

Now were strengthening our connection with these consumers Johnson Outdoors

market knowledge and insight already stand out in our industry and were finding new and

better ways to access and analyze relevant data and turn it into action to deliver Value Plus

to enthusiasts

We understand that for enthusiasts shopping is an extension of their chosen activity

They want place where they can talk with other enthusiasts

and knowledgeable suppliers about their experiences and their

In short they want to shop where retailer specializes in

equipment and services geared to their chosen outdoor

passion As the Leisure Trends Group says Consumers have

very positive opinions of independent specialty stores The

merchandise is authentic people care and they can be trusted

But the definition of specialty differs by outdoor activity

We give enthusiasts the

experience theyre ooking for

equipment
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John FaheyJr

Director since 2001 Chairman and CEO National

Geographic Society Director Exclusive Resorts

Member of the Board Smithsonian National

Museum of Natural History

Edward Lang

Director since 2006 Senior Vice President and

Chief Financial Officer of the New Orleans Saints

and New Orleans Hornets past President of

Business Operations and Alternate Governor

Nashville Predators Director and past Chairman

Nashvilles Adventure Science Center

Terry London

Director since 1999 President and CEO London

Broadcasting Company Inc past President

London Partners LLC past President and CEO

Gaylord Entertainment Company Director

Pier Imports

Lee McCoflum

Director since 2005 Director Johnson Financial

Group Inc Chairman of the Board and Director

Le Groupe Fruits Passion Director Sigma

Aldrich Corporation Director Coastal South

Bancshares Inc

Helen Johnson-Leipod

Chairman of the Board since 1999 Chairman

and CEO Johnson Outdoors Chairman

and Director Johnson Financial Group Inc

Director S.C Johnson Son Inc Chairman

The Johnson Foundation

Thomas Pye Jr

Vice Chairman of the Board since 1997

Chairman The Pyle Group Director

Sub-Zero Wolf Inc Non-Executive Chairman of

Uniek Inc Trustee Wisconsin Alumni Research

Foundation and University Research Park Inc

Member University of Wisconsin Chancellors

Advisory Council and Kennedy Center National

Advisory Board

VALUEPLUS
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John Moon Vice President and Chief Information Officer

John defines and implements strategic use of information technology at

Johnson Outdoors He joined the company in 2006 after holding numerous

positions of increasing responsibility with Baxter International including

corporate vice president and dO

Alisa Swire Corporate Secretary Vice President and Genera Counsel

Alisa guides corporate governance legal activities and strategic portfolio

management Previously in private practice in New York Before joining Johnson

Outdoors Alisa was director of mergers and acquisitions for Wal-Mart International

Sara Vidian Vice President Human Resources

Sara directs organizational efforts to increase employee engagement satisfaction

and productivity and ensure Johnson Outdoors remains workplace of choice

Prior to joining the company in 2001 she led HR functions for Morgan Stanly/Dean

Witter Rainfair and Lacrosse Footwear

Cynthia Georgeson Vice President Worldwide Communication

Cynthia directs strategic corporate investor and employee communications

Prior experience includes SC Johnson where she led global public affairs

environmental and family company branding programs




