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Johnson Outdoors has always been
committed to building long-term value for
our consumers, customers, employees and
shareholders. The strategy we've carried out
over the last three years has positioned us to

do even more—to create Value Plus.

As a global leader in outdoor recreation
equipment, we provide Value Plus through
products and services that continually
enharnice the exvperi\eme\e for outdoor

enthusiasts. Leveraging our knowledge,

innovation expertise and extraordinary insight,

we seek to deliver the ultimate in long-term
value: sustainable, profitable growth.

Johnson Outdoors | AnnualReport 2012 | 1
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our vision
To be the premier portfolio of leading
outéaor equipment brands consistently

crea ing value for consumers, customers,
yees and shareholders.

mISS'!Oﬂ

To exceed the evergrowing expectations
of outdoor enthusiasts, and the channel
customers that serve them, with the most
innovative, most valued and most
sought-after brands and equipment.
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 Every year, Johnson Outdoors
products achieve new levels of
_innovation, performance and quality,
. earning recognition from industry trade
groups, publications and the all-important
‘consumer. That translates into a portfolio of
award-winning brands that outperform their
competitors and cr\eat}é\ new markets.

VALUE4PLUS

Jetboil Sumo™
Group Cooking System

The Jetboil Sumo earned Gear of the Year
accolades from Men's Journal, witha
dermonstration 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 Retailer's Choice
Awards, Army Times GearScout, and
Elevation Outdoors Best'in the Field:

Johnson Outdoors *|" Annual-Report 2012 | 5
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Business model for sustained success

Johnson Outdoors’ business modelis based
upon a long-term focus and strong corporate
governance, with an emphasis on outstanding
quality. A 2012 Credit Suisse study found that
family businesses—large and small, public and
private—with-this same-model perform wellin
hostile economic environments; the majority
delivered revenue growth of 5: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 externalleverags.

AVALUE+PLUS

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 industry’s
gradual recovery by the end of fiscal 2012, We
set the bar high—and delivered, growing profits
faster than sales and exceeding 5 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.

portfolio

Helen B Johnson-Leipoid
Chairman of the Board

Pre-tax income was 63 percent above 2011,
while a higher effective tax rate weighed on
agjusted net earnings yearoveryear.

These past three years were also a period of
transformation as we refined our vision and
clarified our mission. Today we are stronger

and more competitive, and 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.

Johnson Outdoors |- Annual Report 2012 | 7



The Value Plus proposition

Our definition. of Value:Plus is.embodied
Within our mission: to eéxceed the ever
growing expectations of outdoor enthusiasts
and the channel customers that serve them,
offering the most innovative, most valued and
most sought-after brands and equipment. it
encompasses every aspect of our business,
from: product design and development, to
sourcing and procurement; to production and
quality control, to marketing and customer
service: Success will mean being the best in
everything we do every day, not necessarily
the biggest.

Delivering Value Plus in the highly fragmented
outdoor recreational products.industry
demands in-depth market knowledge, product
expertise.and innovative insight. We possess
all, cultivated and leveraged over more than
40 years to become arecognized leader

in core fishing, diving; camping,. hiking

and paddiing segments. These strengths,
corbined with the unparalleled breadth and
depth. of our distribution-and retail. penetration,
leading-edge processes.and systems, and
iconic brands provide us 2 unigue competitive
advantage andability toprovide Value Plus:

Targeting enthusiasts
Theresiliency of the sutdoor recreation
industiy is evidenced by the consistent,
steady growth of participation in outdoor

2 | Johnson Outdoors | ‘Annual Report 2012

activities. in.both up and down: economic
times. Those whose enjoyment of active:
outdoor recreation has turned to passionare
enthusiasts who spend more time doing what
they love to do outdoors and shopping for the
latest and greatest gear to further enjoyment of
their favorite outdoor activity. Enthusiasts are
trend-setters. who value and reward-meaningful
innovation, with an expectation for the highest-
quality product, performance and: service:

They are the core consumer franchise of the
outdoor: recreation industry and account for a
disproportionately high level of the industry's
profitability.

Our challenge, and thus our opportunity, is

to gain even richer, deeper insights into our
fishing, diving, camping, hiking and paddiing
enthusiasts and to translate those into
continued winning innovation. Trust and lovalty
are-earned over years of mesting enthusiasts’
needs. Our legacy of success:in'doing sois
unmatched: eight straight years . with new
products generating a third or more of total
company revenue.

Reaching enthusiasts

Thepurchase experience isimportant 1o
outdoor enthusiasts. Product knowiedge-and
selection are Key, something they can find
oniy in retailers that 'specialize-in gear for
theiroutdoor passion. Diving, camping, hiking

and paddling enthusiasts tend to gravitate to
smaller local and regional specia!ty‘déaiefs,
while fishing enthusiasts often prefer farger
“hook and bullet” and:marine outlets:

Johnson Outdoors’ deep penetration:

across outdoor recreation channels gives us
unprecedented access.to enthusiasts. As a
result, nearly every Johnson'Outdoors brand
holds the #T\Qr\#zposition in‘its'market. Our
partfolio\éncom\paéses the active outdoors
equipment segments with the greatest
enthusiast participation and highest dollar
volume=—and with substantial room to grow as
we look to leverage existing and new brands to
expand-our channel presence and importance
through innovation and entry into additiénai
equipment segments. :

Preparing to win

Qur-new three-year Value Plus plan reaches
102015, and builds upon ourinnovation
expertise, channel penetration, mahufacturmg
and sourcing prowess, and enthusiast insight
and: connection: We will focus resources on
sustaining our technology leadership in
Marine Electronics; maintaining po:si:t}\/ge
momentum: in Diving: achisving %ead}é{éhip
inWatercrait & Outdoor Gear specialty
channels; and maximizing opportunities to
enhance the longterm proﬁtaﬁﬁ‘t}} of every
Johnson Outdoors business.



The bar has been raised across the outdoor
recreati@n %@stry, Consumers and customers
demand more, competition is flerce, and the
race for techﬁétogy and innovation is unceasing.
Johnson Outdoors is prepared for the challenge
and positioned to win:

Qur 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 confidentin our ability to deliver Value
Plus to our markets and enhanced shareholder
value long term.

Helen P Johnson-Leipold
Chairman & Chief Executive Officer

Johnson Outdoors | AnnualReport 2012 |- 9
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Strategic management yields strong financials

Over the past three years, Johnson Outdoors
has made significant progress toward our
!ong~term~g§ al of sustained profitable growth
and enhanced shareholder value. We're
pleased with where we are and-excited

by the potential for strong performance
in‘every business.

Fiscal 2012 results reflect a-mix of variables—

some positive, some not. Operating profit grew
\ year-overyear as we benefitted from increased

volume, legal and insurance settlements

and reduced legal expenses, which offset

higher bad débt costs related to Europe and
restructuring costs. However, a 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. We're evaluating all oppertunities 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“inn0vative new
products: Operétfmg profitincreased 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
contrels. In 2012, average working capital as a
percentage of sales declined, frorn 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.

VALUE+PLUS

rfori

Cash flow is robust, with every business
con‘cribuﬁng;Wé;expect the acquisition of
Jetboil®, which occurred in the first quarter

of fiscal 2013, fffee‘add more than $10 million in
sales and;énfaﬁditionafﬁﬁ million to operating
profit next*yéar. Qur 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.

Helen P Johnson-Leipold
Chairman & Chief Executive Officer

David W. John

son
Vice President & Chief Financial Officer

Johnson Outdoors | AnnualReport 2012 | 11




Disciplined management continues positive trends

Growith in Johhson Outdoors revenue and operating profit continued in 2012, while disciplined
capital management further strengthened our balance sheset,

Fiscal 2012 net income is the second-highest-ever.

Debt levelis-at an-all-time low.

Working capital a5 a percentage of sales is the lowest in five vears.
Every business contributed to healthy cash flow.

Net Sales ($ Millions)
SASUOHIY $):01044 Buneiedy

;b The bottom line: As we launch our new 2015 thres-year strategic plan;

Johnson Qutdoors is well positioned to deliver Value Plus. ;,12

2009 2010

201%

Net Sales
Compared to Operating Profit

*Excluding unusual items
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$231.2 M |

FY12 netsales

HUMMINBIAD. (D) LAKEMASTER

Powering success

Record sales for Marine Electronics; our largest Minn Kota i-Pilot® wireless GPS trolling system and expand our leading market position.
business and an essential growth engine and higher OEM channel sales helped fuel Next-generation integrated ﬁsh%a{zgﬁé 'stem
for Johnson Outdoors, drove increased total growth. Minn Kota and Humminbird brands technology, enhanced price/vaiue op
company sales for fiscal 2012, Net sales for each exceeded $100 million-in sales for the and expansion into adjacent categories

all Marine Electronics brands—Minn Kota® second straight vear, arare achievement in the are priorities for Minn Kota. Hummi/
motors; Humminbird® marine electronics, outdoor recreation eguipment industry. emphasizing new-to-the-world applications
Cannon® downriggers, and LakeMaster® and platforms to maintain technology
electronic charts—grew $9.1 million, or innovation will be key to continued profitable leadership in the years ahead.

4.1 percent. innovative products such as the growth in these brands as w to.protact .

Minn Kota Endura M
mount trolling mo

social media ites, fans interact with our Pro Sfaﬁ'”

follow ’iheirek; nxts an d i}xaﬂ b tsgs on success!
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Built to survi
extreme conditions

Jetboil Sof® Titanium
premium cooking
system
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VALUE+PLUS
strategy

A plan for winning in a new era

McKinsey & Co. researchers say consumers have “a new
definition of value, which includes price but also...quality and
convenience and enjoyment of the shépp‘mg experience.” Today's
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 animportant-new dimension:
Value Plus.

Clearer, fact-based focus

In-depth analysis of market and consurner data vis-a-vis our
strengths and challenges has:clarified growth opportunities and
our unigue capacity: for continued success. We've articulated

a business model to best meet the needs and expectations of
fishing, diving, camping, hiking and paddling enthusiasts and the
customers that serve them.

Exceeding everincreasing
expectations is key to success

Johnsen Outdoors | Annual‘Report 2012 | 211




Our \g@ais are straightforward: into our targeted consumers; win-win partnerships
s+ Keep the balance sheet strong and continue with our customers; and a culture that engages and
to grow profits faster than sales, energizes talented people. We'll build on established
strengths including deep category knowledge, multi-
Deliver sustained, profitable growth via channsl distribution; product and technology expertise,
Marine Electronics, Diving, and Watercraft and outstanding customer service. We'll continue to
& Outdoor Gear Specialty platforms. ermphasize efficient use of capital invest in-our businesses
and brands to keep them strong, evaluate new growth
segments and acquisition cpportunities, and pursue
operational excsllence,

Create enhanced, long-term value—Value
Plus~for consumers, customers and
shareholders.

Ourplan recognizes that change is a constant variable.
Embracing and adapting to change will be key to-our
continued success.

To.carry: out this strategy, we'll continue
to leverage our.core capabilities, including
meaningful innovation; richer insights

Jetboil Flash® personal
cooking system

iting p

22 1 Johnson Dutdoors | Annual Report 2012
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VALUE+PLUS

iﬁnavaaon

Uniquely, meaningfully better

Johnson Outdoors is focused on mesting enthusiasts’ high expectations for performance,
quality and service. Equipment must improve the outdoor experience, “and the va!ue
received must be worth the pnce. :

To deliver consistently enhan\cedﬁpriée\/valwe,\Jo\h\nson Outdoors seeks innovations in defs\ig\n\
or function that make a product better than what's out there—whether we're bringing

Value Plus to a familiar product such as a trolling motor, or entering a new category such as
shallow-water anchors.

We push technology boundaries, finding new ways to apply existing technoldgy and new
ways to use digital and electronic advances—exactly what appeals to our target market.

As the Leisure Trends Group hotes, “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 a row,
a third or more of sales have
come from new products

In 2012, it was 47.5%

Johnson Outdoors | Annual Report 2012 | 25




Driving profitable growth

The success of our Marine Electronics Group
shows how meaningful innovation at a
winning price/value point is g powerful driver
of profitable growth. We're advancing our
leadership with continuing innovation.

For example, take the i-Pilot® remote control
for trolling motors. Revolutionary? Yes; but

anglers.wanted even:more: they wWanted it

IRASCAO VA AR R O A LA

connected with a fishfinder. The new i-Pilot®
Link™ does just that, bringing together select
Minn Kota® motors, Humminbird® fishfinders
and LakeMaster® digital GPS maps. Anglers can
track a course, set waypoints; lock in anchor
spots, even follow a specific depth contour. With
i-Pilot’'s cruise control and advanced autopilot,
the boat and the miotor do the work, freeing the
angler to catch more fish—a true Vaiue Pius.

Patent-pending 360 Imaging™ from
Humminbird. voted Bestin Shovv:fa{:e{éctmmcs
atthis vear's ICAST creates a new winner’s
circle. Anglers get around-the-boat underwater
imaging in a 300-foot diameter circle, revealing
structure, contour changes; and most
important; fish. Orders rolled in months before
the product was available—showing a Value
Plus prpduct yields value plus resuits.
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VALUE+PLUS
insignt

Access, analysis and action

Over the last three years, we more clearly defined the Johnson Outdoors marketplace
opportunity:as outdoor enthustasts——-h|ghly engaged consumers who participate in their \
chosen activity more frequently, purchase more frequently and reward meamngful pr:ce/
value more than casual par‘mcvpants, ;

Now: we're strengthening our connection with these consumers. Johnson Outdoors'
market knowledge and insight already stand out in our industry, and we're 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 a place where they can talk with other enthusiasts

and knowledgeable suppliers abouit their experiences and their

eguipment.

In short, they want to shop where a retailer specializes in
egquipment and services geared to their chosen outdoor
passion. As the Leisure Trends Grrcpu\p says, “Consumers have
very positive opinions of ihdepén,dérﬁ 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 they're looking for

Johnson Outdoors | Annual Report 2012 31




Johnson Outdoors” broad, deep distribution in at-independent specialty and outdoor retailers:

consumers inthe specialty shops they prefer.
Foranglers, it often-means larger chain stores
like Cabela’s, Bass Pro and Gander Mountain.
Paddlers, campers.and hikers tend to shop

We are working to be the vendor of choice
across all these retail channels. Building on our
insight, particularly in the specialty channel, we're
offering enhanced inventory analytics, unique
retail programs and other services to create
winswin partnerships.

80-plus countries reaches the most engaged Divers almost exclusively favor small dive dealers,

internally, wwe draw on our enterprise resource
systerm to.improve data use. By gathering

data from customer touchpoints an nalyzing
weekly point-of-sale data from our ‘tfaé‘é
partners, we enhance our %~nsight~;—-‘-&h§3¢rans§ate
it into the Value Plus that keeps consumers

and customers choosing eguipment from
Johnson Outdoors.
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Board of Directors

Helen P Johnson-Leipold John M. Fahey, Jr.
Chairman of the Board since 1999. Chairman Director since 2001. Chairman and CEQ, National
and CEO, Johnson Outdoors; Chairman Geographic Saciety; Director, Exclusive Resorts;
and Director, Johnson Financial Group, Inc.; Member of the Board, Smithsonian National
Director, S.C. Johnson & Son, Inc.; Chairman, Museum of Natural History.
The Johnson Foundation.

: Edward E Lang
Thomas F. Pyle, Jr. : Director since 20086. Senior Vice President and
Vice Chairman of the Board since 1997 : Chief Financial Officer of the New Orleans Saints
Chairman, The Pyle Group; Director, and New Orleans Hornets; past President of
Sub-Zero Wolf, Inc.; Non-Executive Chairman of Business Operations and Alternate Governor,
Uniek, Inc.; Trustee, Wisconsin Alumni Research: . Nashville Predators; Director:and past Chairman,
Foundation and University Research Park, Inc.; Nashville's: Adventure Science Center,

Member, University of Wisconsin Chancellor's

Advisory: Council and Kennedy: Center National Terry E. London
Advisory Board. Director since 1999. President and CEQ; London

Broadcasting Company, Inc;; past President,
London Partners, LLC; past President.and CEO,
Gaylord Entertainment Company; Director,

Pier 1 imports:

VALU*E+?I.IIS W Lo Ml

oy Director since 2005. Director, Johnson Financial

?M f:ag é’i’% ? f ﬁ Group, Inc.; Chairman of the Board and Director,
\. Le Groupe Fruits & Passion; Director, Sigma

: Aldrich Corporation; Director, Coastal South

Bancshares, Inc.
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Our Value Plus organizatio
ex;}erxﬁnﬂed executive feam fha has

guided Johnson Outdoors thrgagh several

years of outperforming our peers.
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Executive Team

‘Helen P Johnson-Lelpold, Chairmian and CEQO
- Helen honed hermarketing skills at one of the world’s leading
advertising agencies, Foote, Cone & Belding, then joined consumer
products giant SC Johnson, where she held senior management
nositions before being named to her current role with Johnson Outdoors:

Helen is also chairman and director of Johnson: Financial Group, a $6 billion
financial services company.

David W, Johnson, Vice President a,.d
David joined Johnson Outdoors in 2001 as dé‘rect‘or of treasury services and
financial analysis, and in 2005 was named vice president and CFO. Prior to Johnson
Outdoors, he was with The Procter & Gamble Company, where he led teams in new
business development, brand and operational restructuring, and strategic analysis.

Kelly Grindle, Senior Group Vice President ~Marine Electronics & Diving

Kelly directs business operations for Marine Electronics and strategic initiatives for
Diving. Previously, he held strategic financialanalysis roles at S€ Johnsen, priorto
becoming a venturs manager at Johnson Keland Mat: He joined the company as vice
president = mergers, acguisitions and strategic planning, and was named group vice
president in 2000 and senior group vice president in 2009,

Bill Kelly, Group Vice President — OQutdoor Gear & Watercrafi
Bill directs business operations for our paddiing, camping and hiking brands; including
Eurekal®, Old Town® and Ocean Kayak™. An outdoor industry veteran, he joined Johnson
Outdoors in 1993 and served in a variety of corperate and operational positions
before being named Qutdoor Gear group vice president in 2001, In 2011, he added
responsibilities for Watercraft,

Joe Stella, Group Vice President ~ Global Diving
Joe directs business functions for SCUBAPRO® and SUBGEAR® brands. He
was a successful commercial diver and vice president of sales marketing
and business develooment for Dacor Corperation before joining Jobnson
OCutdoors in 1999, Joe is a Scuba Schools International Platinum Pro 5000
diver and holds two dive sguipiment patenis.



John Moon, Vice President and Chief Information Officer erlain e duthiseporl are

John defines and implements strategic use of information technology at  ptended | red by the & S5 for forwarc
Johnson Outdoors. He joined the company in 2006 after holding numerous , ned i the Pavate Secunibies Lt feforn /£
positions 'of increasing responsibility with Baxter International, including . ‘

corporate vice president and CiO, / a disctission

Alisa Swire, Corporate Secretary, Vice President and General Counsel
Alisa guides corporate governance, legal activities and strategic portfolio
management. Previously in private practice in New York: Before joining Johnson
Qutdoors, Alisa was director of mergers and acquisitions: for: Wal-Mart International.

www.johnsonoutdoors.com

2013 Johnson Outdoors Inc.
ublisher: Cynthia Georgeson

Sara Vidian, Vice President, Human Resources ; Vice President-Worldwide Coromun tion, Joh

Sara directs organizational efforts to.increase employee engagement; satisfaction Design:Lynne and 6 ' g Modermn M

and productivity and ensure Johnson Qutdoors:remains a workplace of choice. Editor i) olie

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 “a family company” ‘branding programs.
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