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Dasigning is the capacity to stop just in time, to express no less and no
more than is necessary, Designing on bahalf of a Brand has an additional
level to consider, It requires a solid and shared foundation.

Az a global creative community, we all share a privilege and a responsi-
bility to help build this Brands identity, craft its expressicn and fine tuna
ite tone. Thiz book iz designed 1o halp you understand the TNF Brand, 1o
define the fundamentals and to establish that solid and shared craative
foundation.

This book is a methodical overview of the TNF brand elemeants, thair
reason for being and their usage guidelines. It's not a manual, it's not a

list of rules. It exists to challenge you creatively with clear and defined
direction.

Enjoy.

The North Face Brand Design team






EXPLORATION IS A MINDSET
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ON THE MOUNTAIN
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OUR MISSION WAS NOT TO SELL ANOTHER
SLEEPING BAG OR JACKET.

OUR MISSION WAS TO CHANGE THE WORLD.

- HAP KLOPP

15
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WE WERE
BORN
TO EXPLORE.

Bom on the toughest face.

Born to climb Everast, K2, and El Cap.
To charter Antarctic expeditions.

To make the first ascent,

To ski out of bounds,

And camp further in.
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WE WERE
BORN
TO DISRUPT.

Baom in the Bay in the 60°s.
Born to rethink the tent,
And lighten the load.

To design icons,

And climb every wall,

To wonder what if,

And ask why not.
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WE WERE
BEORN
TO LEAD.

Born to fight for peace,

And the health of our planst,

To plonaar rasponsible dawn,
And pursue the triple battam lins,
To ahrink our footprint,

And grow our impact.

To welcome all kinds,

And stand up for others,

21






ERAND PURPOSE

WE DARE TO LEAD
THE WORLD FORWARD
THROUGH EXPLORATION.
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OUR VALUES

LOVE WILD PLACES

SPARK CURIOSITY

DARE TO DISRUPT

CREATE COMMUNITY

LEAD WITH INTEGRITY
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VALUE 1

LOVE
WILD PLACES

We were born on the mountain and this will always
be at our core.

We want everyone to love the wild and find their
wild places—wherever they might be.

We will set the standard in sustainability and strive
to leave every place better than we found it.

With the health of our planet under threat, we

believe that wild places are worth protecting
at all costs.
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VALUE 2

SPARK
CURIOSITY

We stoke curiosity, because curiosity is at the
heart of exploration.

We ask why and never settle for easy answers.

We enable people to go outside their comfort
zones and explore new places and perspectives to
discover what is inside.

We Never Stop Exploring because we believe

exXploration is a mindset with the potential to move
us, forward.
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VALUE 3

DARE
TO DISRUPT

We are at our best when we dare to disrupt the
ordinary, innovating to change the game.

We support those who are bold enough to take a
risk, even when they fail.

We fight for what’s right, not just what’s profitable.

We use our voice to challenge norms, ourselves,
and others.

We don’t let fear hold us back because we believe
only the courageous can move the world forward.

a1
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VALUE 4

CREATE
COMMUNITY

We are explorers, driven by the desire to step
outside our world and create meaningful
connections.

We actively seek diverse perspectives and foster
inclusive communities, knowing that a rich life
demands understanding.

We invite all to journey with us because we see
an explorer in everyone. We understand products
don’t build relationships—people do.

We stand up against division, because the free
exchange of ideas and culture is at the heart of
exploration.

We pull each other up to push each other forward,

because years on the mountain have taught us that
collaboration is the key to progress.
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VALUE 5

LEAD
WITH INTEGRITY

We use our position to boldly lead the industry and
to set the standard for a better way.

We bring the right players around the table to
provoke meaningful dialogue and action.

We champion those who move their sports, our
industry, and our world forward.

We shape better business by focusing on the triple
bottom line and being transparent from the top
down.

We use our scale as a force for good because

we believe our place at the top comes with the
responsibility to lead.
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BERAND PERSONALITY

THE EXPLORER

We embody the spirit of the explorer with the courage
of a leader and the boldness of a rebel.

MOTTO
Never Stop Exploring™

GOAL
To experience a better, more authentic, and fulfilling life in a
way that moves the world forward

CORE DESIRE
Freedom to discover ourselves and the world through
exploration

STRATEGY
Boldly seek out new and meaningful experiences to better
connect with ourselves, others, and the world

BIGGEST FEAR
Inner emptiness and stagnation

TONE OF VOICE
Grounded / Inthe know / Confident / Unexpected

a7
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The Beginning: Cheap Rents and Frea Spinte

Ir 1966, & driven young climber tired of scavanging lor quality gear fram mail

crgtar and anmy surplus, took & few thousand dollars and created a giobal
cultursl movement,

The Morth Face retall siore at 308 Columbus Avenue in San Franoison's
bohemian North Beach neighborhood was a tiny space betwean blue-collar
bars and Beat hangouts, but the grand cpening signased a grand future, Cn
Cctober 26, 1866 Doug Tompidns' vision came to life in elecinc fashion az
the Grateful Dead played live, Joan Baex gacialized and the Halls Angsls
worked the deor.

Frosm the start, The Morth Face store served 65 & cultural mesting grownd
for the day's best climbers and adventurerz. With an In-howse museum of
ligtoric hardvwars denaled by Yoremites legendary elimbers and a wha's

who of American alpinism dropeing by any day of the week, the store took
an a [#e of its own.

Horth Beach and Fizsherman's Whar! were originally settied by Italian immi-
grasti, many of whem worked in the fizhing indistry, The dhéap rents, frés
spirits and flowing botties of wine soon attracted many of the mast icondc
Tigures of the burgesoning Beat Generation. By the 19508, Jack Kerousc, Naal
Casspdy, Alan Ginsberng, Lenay Bruoe and others were frequenting area oof
fee shops; bars and bookstores, helping te form a historic se=ne and paving
the way Tar the nexl wade of altemative thnkers,

By 1066, fer Dowg and Susie Tompkins, this was the perfect lsunch pad,
Within a year, the shop was humming slong, selling geer unavailable
amywhere else in the country and providing ezsentials o experience the out-
dort hayond rosdeide campeites. And with 1he in-houss Califennia Meun-
tainearing Guide servior, The Morth Face gould not only provide the gearn, but
alzo help provide the experience. With this appreach, Tomphins effectively
launched & revalution; helping to conmect squepmant and know=how fo an
Increasing number of young Americans who were drawn to regged natu-

ral gpaces Thaugh the waeed “hackpaeking” was ol pel part of anyone's
lexicon, within & couple of decades of starting The North Face, it would be
arneng the mest popular culdoar activities on the planet.

Tomphing produced a 19368 mall-order catalog and wrots a personal intro-
dustian b the brand and s sthee. The Bnguags walld besams gospel for
those who came after, providing an ethical readmap that contimees 50 years
laber “It is our express aim o halp people sguip themaslves with the most
practical gear to fit thelr needs and reduce over-equipping,” Tomkins wrote,
“In & sport which iz sacred to those who have taken it up in an attempt to
el sway fram the crawded ity o prave thammslves hearty for 2 dificult
climb, or to fesl the enjoyment of walking and carmying thelr own loads with
therm, the eguiprment manufactunars and retailers should not iry 1o reduce
the standards to the lowest common denomenator,.,, We will abeays aim

to provide adeguate and practical items to those interested in mowntain
gports,”

Sufi Poetry and the Mad Ones

A year later; Doug Tompkins feit the pull of the movntains and decided to
purgise his deaams of competitive thllng. Hlﬁ'lg e Eleras 1o Brathers snd
ski retallers Glen and Ame Helrsoux, In 1568, Kenneth SHap® Klopg, a reoent
Stanford University Business Schoal graduate looking for an opporiLinity

to enter the exploding cutdoor market, purchased both stores from the
Heirsocuxs,

That same year, The North Face introduced its new logo, designed by Dawid
Alcorn and featuiring the north face of Yosemites Half Dome. The north-fac-
Ing Approaah |5 the moest chadenging aspect of amy peak @nd the relerenoe
was intentionak The Morth Face eguipment was going further and higher
thar arything prien. The lago stands teday ag ons af the most reeopnizabls
brand kogos I the world.

Soon after Kiopp bought the business, he hred friend and feliow Stantord
alumnus Jack Gilbert to act &z presikdent'sales manager/production direcion’
facilities matar, With a hasdauanare mous [@nd new retail aisre) scross the
wiater to Berkeley, The Morth Face begsn manutacturing its ewn branded
gear with a few sewing machines in the back of the shop.

Wilizing surplus ¥istnam-=ra materials includng Bghtweight ripstop para-
chiite ryban and aircrall aluminum, The Nerth Facs wat abils 1o build miach
lighter and more functional gear. Recalls Gilbert, “There was the whole an-
ti-war and back-to-the-land movermient happening. And exploring the wilder-
mitss was a big part of this, But at lh'l‘m'l'i'lfﬂﬂll'lﬂ WAS S0 CUMDErSome
and heavy that you were really restricted. By making things a kot lghter and
mare funclions, we wers fresing peaphs up e go much Farther™

By 1970, with a small Tactery warshouss space and Credence Claarwater
Raevival practicing In an adjacent room, the stage was set for The Nerth Face
to w=her inan era of outdoor exploration.

The North Face was the definition of bare tones at this point. “The offerings
wisre basic: three or four modsals of packs, a covple of slesping bags, dovn
Jeckets, a few tents, but |t was snough,” Gibert says. “Demand was hagh
enough we could sell whalsver we made.” To set themasives further apart
frarm ather aibdaar manufacturare, The Narth Face affered a ifefims warran-
v on everything it made, The rationale: That a premium-priced tem should
last a lifetime, and with reduced corsumption, each piece of eguipment
would prodece & much lower toatprint =all of thiz wed bedore the terms
“recyciing” and “sustainable” were in use.

Aamong Gibert's early hires was recent Bay Area migrant Mark Erickson,
wiha would go on to help design and produce many of the company's most
legandary progucts. "l applied Thee times for 8 job at The NMorth Faoe,™ Erick-
son says, “and finally, in May 1970, they hired me. Jack Gilbert handed ms a
padr af IFimming esistors snd & Braom and said, 'Make sure yeu're Lging ans
or the other at all tmes.'" Afier 8 short stint as An assstant, GEoert pro-
mated him to lead designer “l supposs. . besause | was one of the peaple
wihed Showesd up @very dary not stoned and ready towerk, | alao think he dig
it becowse | knew whers all the patterns were stored,” Erickson says. “l just
biadke e B | wnd axciled and anteancsd by all these calarfiol piles af mylan, the
machinery, the bbb of activities... all of iL*

In short order, The North Faoe designers oreated thedr first breakthrough
plece; the Authsack —one of the first internal frame packs ever designed.
Prior ta this intradiiciian, hikees and clirmbars ware restricted ta Bailky
external frame packs with adoed weight and lss ergonomic function. The
launch of the Ruthsack proved an apening salve for the nexd half-canbury of
inmevation at The Morth Face, and 5 concept became the industry standand,

Ane wihils e leaps in gear bagan te dafirs the brand, the cermparny's
ethas began to define its soul, From Sufi poetry in early catalogs to advg-
cacy ol salar power during an era when most cars wens running on leaded
gascling, The Morth Face was proving it was muech more than paokets, tenpts
and pachs.

“We didn't believe in complaining,” Klopp recalls. “We believed in build-
irg clr own fubure, We were collecling a group of individuals who were
like=minded in that they wanted fo explore the wilderness themselyes, as
well as being evangelists for bringing others cutdoors.”

Klopp cites two personal creative influences on the early days of develop-
irg the ethics of The North Face bramd. The first was a classic-coffes table
bame by great nature photographer ERot Porber tithed “in Wildness & the
Preservation of the Workd” publiched by Siema Club founder David Brower.
The baok it 4 #hinsing collection of New England inagery sst 1o Henry Da-
vid Thoreau quetes, The other influence was San Francisco’s own adopted
son, Jack Kerouas, “This is the passage that really did it for me, when |

first read this, | thought, ‘thes 15 4. This |5 who we are,' Fiop then quoates
methodically from “0On the Aoed™;: The only peopls for me are the mad ones,
e anes who are mad 1o lve, mad e talk, mad o be gaved, detirous of ay-
erything at the same time, the ones who mever yawn of 5ay & commonplace
thing, but burn, burn, burn Bke fabulous yellow Roman candles.”

Ultimately, Kiopp determined to do things differently. “I°d seen how other
cmpanbes could regativaly aMect thar etafl,” be taye “Hasically, I'd t8en
corpoTate Amarioa =it didn't work.

In addiion ta bailding aad guaranieseing e best equapment in the world,
The Horth Face began adwocating strongly for wildemnme sz presersation,
nating in iheir 1868 catalog, “Perhape Dad con s the gusesn, Bl anly man
can save the wilderness® and providing contact information for the couniry's
leading environmental groups.

With groundbreaking gear backed by a lH=time warmanty, a strong company
#ha and & growing repatation, eommittsd advanturert and sxplomes folind

themselves drawn o The Morth Face. And perhaps none ware a5 sigrificant
s Med Gilletee,

Med Gilletts, Scot Schmidt and a Short Bike Rids Arowund the Werld

& product of the Mew England woods, Giletie was a native of Barme, VT,
captain of Dartmouth’ ski team and an afternates to the 1068 LS. dympic
Nordic team in Grencble, France.

I 1972, The Marth Facs appraached Jekannas Van Trapp, wha wak min-
ming the Trapp Famity Lodge and fts ski touring program n Vermont, fo
assist them in setting up a cross country ski pregram in Yossmilte Vallsy, He
hedped them plan the program and suggested two of his employees come to
Calfomia to hely run it — Hed Gillstte and Jim Speck. From thers, The North
Fase relatiorshis with Gillatte Mourished, Gilletts began envizioning and
exgouting a series of breathtaking adventures that were more like Shaokie-
torleval sxpeditions than resrealional touns

“People e Hed becames spokespeople,” Kiopp says; “not becauss we
ired e, Bl besdists o sqispment ekl halp therm accanrylich teair
adventuring dreams, In Ned's case, he probably wasnt the greatest skier, or
mauntaineer, but e had a creative intermal spark and did things no one &lss
did or ever dreamed of ﬂﬂlﬂ!;l."

Amoneg the fire of Sees sduentures wak a 1072 trip that dovatailed well
with The Morth Face wilderness advocacy, A 30-cay, 300-mile traverse of
Alaska's Brooks Rangs following the Koyuhuk and Ithillik rivers along the
then-proposed Alaska Plpeline route, Not coincidentalhy, the following year's
catalog featured a plea from David Brower and Friends of the Earth to stop
e pigeline’s cansirisction,

Utilizing The Morth Face gear that was dramatically lighter weight and
vearrmer than anything elss available, Gilette completed the Brooks Range
tredk; realizing how many other sxpeditions would now be possible. With
early The Marth Face praducts, inckiding Sherra parkag, Authescke, and
Mountaln end Tuclumne tenta, Gillette and crew usherad in & new kind of
spanzared afllets whils spearheading a powerlul message of conservation.
Thraughout the 'Ts, The Narth Face continued to be the vanguard of the
outdoor equipment revolution while supporting “evangelists for the out-
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daare” and remaining a principled camparme.

Though many greal ideas, patberns and concepls weare coming out of the
Berkeley factory, arguably the most notabds was the Infrodustion of the Owal
InTENTIon, the world's first geodesic dome tent. While prior tents, including
the Maltsin, Tuslumne and Marming Glary, wers peal sduances with their
reducaed weight, the Oval changed the game completady,

Traditional A-frame tent design had served generations of campers, but for
more adventuresome hikers and climbers, A-frames were challenging in
high winds and heavy precipitation. Phes, with their heavy polss and lines,
thedr walght was burdensoms on anyone going & longer distance,

In 15975, atter parnering with Easton Aluminum, Tha Morth Face created
Bightweight collapsible poles using flexible armow shafts. Combdned with
Eghter ripelap ron, the Oval INTENTIG wat a fraction of the weight of
mast previous tents. But the most siriking thing about the Oval was its
shape. Inspired by noted architect and inventor Buckminster Fuller and his
geEodesc dome designs, Enckson's revelutionany tent was the first of s
kind; providing hikers with a lightweight, momy, serodynamic shefter unlike
anything availabla,

The Owval InTENTIon bamstonmed the market, lsading to the rexi series of
tents, thi VE-24 and the VE-28, which shelered the era's most significant
=y peditions.

Cornbined with other product offerings e the Bigieot and Yeti sieeping
bags, which utilized Polarguard® insulstion and averlapping shingle cen-
struation to retain body heat, The Maorth Face led the culturad march to the
hills: *“You haws to remember” Klopp says, “the word backpacking didn't
suen axint wihen we Harted, We argusd far s years if that should sven be
the cormect term. Finally we said, ‘Sorew it everyone is caling it backpack-
g™

Within the mix of explorers, business lsaders amd imnoviators wers other
beid pubis rarmbais of The Marth Facs fanmily, whose eaalifibul] cad wers
avery bit as sipnficant as those who stood on the face of Mt Everest, ingrid
Harshbarger, cree of the ariginal The Morth Fase design team members, ks
one such individual, Hired by Enckscn soon after The Morth Face moved a
fewr blocks from the original mamnufactuning facility on 1234 Fifth Street to
1071 Ghbman Siresdt in 1970, Harehixarger lent 3 esnke of legitlimacy i the
group of seff-taught textile designers. Harshbarger and Ericlkson ware soon
joined by sarmgle rmaker Hisako Haskine, and the three worked togeather for
mare than 10 years, creating the original Gore-Tex® fabric Stowsweay and
Mountain jackets; the Bigfoot sleeping bags, and the Cval ImtTENTion and
WViE-24 fenis,

With additional product mmovstions including the Black Magic Pack [1976;
first axternal frame pack with “independent suspension™), the Blue Kazoo
sieeping bag [1977; mo side batfies, allowing down to be shifted o top or
Bottem (o sdjust for insulation) and the second-gensration dorme bani VE-24
{1978), explorers and cBmbers could go farther, higher and stay longer with
anth iechrical avolution.

Skisrs wers soon to follovw, with the releass of The Horth Face Full Functian
ki wear i 1070 Additionally, the prisr intrsdhiction of Qors-Tex® falkiie

to the product line in 1577 allowed The Morth Face fo oreate the first dny,
breathable and trily all-condition shi waar,

“hotealy, | was totally opposed to getiing into the ski market orkginalhy:™
Klapp saye, laughing. "The focus of the ehi-wear market was all fashien at
the time and | wasn't sure par approach was goéng 1o fhe 'We went ahead and
outfitted the Vail Ski Patrol in Colorade and the Hoodoo Ski Patrol in Oregon
S we ooudd test iotally difierent conditions, Wihat we found is the Gore-Tex
worked squally well for both. The Squas Valley guys —5cot Schmidt and the
Egan brothers, particularly, were réally interatted in the gear. |t isak off frerm
there and [t became pratty clear our gear was perfect for seripus skiers,”

While futurs ski legend Scof Schmict was showoasing The North Face gear
n ‘Warren Millsr movies, plenty of others were also pushing the known Bmits

af nubtdasr axplaration,

In 1876, Tha Morth Face supported athlste team, including alpine icon Fred
Beckey, nailed a irst ascent of the west face of Alaska's Mt Hayes, regand-
=d then amd now a5 ons of the most challenging climbe in the Western Hemi-
sphara. And parhaps the mas! natakla The Merth Facs alpine schisyamant
of the "705 was socomplished by a crew of womaen, when the first all-fermale
tearmn, led by Arlene Blem, summited 25, 5k-foot Annapurra. Shirts and lags
from the trig were emblazoned with the mantra, *A Woman's Place = on
Top." Blum later penned the book “Annapurnz: A Women's Place.”

In 1577, The Morth Face intreduced the tagline “Expedition Proven,” refer-
encing 10-plus years of the warld's 1op explarers pushing The Nerth Face

g=ar to higher and higher performance,. The tagline would go on to guids the
product develrpment procsss for the next 18 years.

A Company That is Prinoiphed

Throwghout this time pericd, Tha Morth Face brand’s advooacy and ethas
woukd only grow stronger, calling for energy; land and water conservation.
While siher riall arder and autdass squiprment satalogs of the ara featursd
gear and people using #, The North Face would go well beyond,

Alang with Brower's powerful crifique of the Alaska Pipeline, The Morth
Face's 1874 catalog featured articles calling for snergy conservation and

indreadad kalar powar

Im 1875, the company catalog infroduced the fee-Mine Award, named for the
garth-killing substance in Kurt Yonregut's novel “Cat's Cradie.” The first
lo=-Mine fvward was given to the Atomic Energy Commission for its tragic
mmnaperrent of nislear pawel and wespans, "The swsatd wai gart af aur
corporate philosophy, to preserne the natural world,” Klopp says, “We want
bey hawe & company that l= principled.” From the beginning, The Morth Face
had been built in such A way that principles and passion for conservaton
wers hardwired inte its culture,

The 1476 catalog Inpluded an Frticls about rafting Calfornia’s Salmon River
and championed the Wild and Scenic Rivers Act, speaking oul sgainst
damming the Tuslumne River. For the 1977 catalog, land conservation got
the ned with @ strong editoral in suppert of the Alaska Lands Conserve-
fhan Act The Raacdlast Arsa Rayisw wias rant and carber in 1070, with Tha
Haorth Face calling attention to this important pisce of legizlation impacting
millians of acres across America, The message wat clear I was nal enough
simply to go mto the wilderness, it was imperatve 1o act 1o protect it

By 10Rd, in just laes than a decade and & hall, The Narth Face mansged
1o ge from a single store to three retail spaces, & manutactuing facility, a
peve-oi-a-kind product laboratory and a sisl of 400, In less than 15 years,
tine Mad Ones lead & major revoluticn i corporate cultbure, advocacy and
adventure,

Cur tree north ethos

The orset of the 19305 heralded a complex set of challenges and opportuni-
ther across Morth America and beyond. While the 18605 and “TOs had birthed
an swarsnees o srvirenmentsl issues, Begisning with Rochsl Carsan's
seminal book “Silent Spring” =g groundbreaking treatize on the overuse of
pesticides —the 'Bls saw a wave of protests addressing acid rain, nuclear
waste and fossl tuel dependence, Though Tha Morth Face had been an ac-
tive conservation advocate from the start, this era fostered an even greatsr
ratehating up. Commitment to being a privcpled campary and foBawing

a true north ethos grew For The North Face, its true north describes ita
sontinued dedication 1o protecting, restoring and connesting to the natural
ervironment. Through comerenity audoor engagement, mindtul product ce-
sign and responsible business practices, The Morth Face contimesd o orent
thit dinetion throughaul the T,

Exploration remained a critical part of that equation, and, in 1881, Gillette,
Along with Jan Reynodds and & team of comenitted adventurers, set forth on
a uniguee and creative jowmney: to “circumambulzte® the baze of the workd's
higghest mountain, A millispor endeavern, the crew skied, ke climbed and
hiked through Mepal and Tibet in an amb&ious tour of high alpine Asia.

In 1982, The Horth Face catateg festured anothier cpen letter, this tme from
one of history's most important adpinizts, S Edmund Hillary, promoting the
Hirmalayan Trugl, 3 nongralil dedicated 1o bringing guality sducstion, safs
water and better healtheene to commaunities living in the remote maoun-
tainous regions of Nepal. The Morth Face was a partner in this effort from
day one End remalns so today. The 1982 catalog also noted the iIncredbls
diversity represented by the The Horth Face stadf: 13 different nationaities
epeaking 20 languages and dalects.

The international drive o explore only strengthensd with some of Gillstbe's
greatest and most quizotio |ourneys, moluding 19805 first-ever winter trek of
arguaily the highest and towghest route out theres The Karakoram Traverse,
Stretching inta Palistan, India, China and Afghanistan, the Karakesam
region features the greatest concentration of 8,000- plus-meter peaks In the
warld. The Hindu Kush falks 1o one side, the indus River Valley to another. It
i among the most remmote and challenging wilderness regions on the planat.
Adding winter to the mix only made the crew of Gilletts, Kim Schmitz; Dan
Agtay and begendary pholegrapher Galen Rowall mane determined to maks
it. Leading a first crossing of Biafo Pass, Gillette took the orew westward
through raw-disputed termritary along the Indian and Pakistani borders, The
taur cempleted the grusling 300-mie adventure,

Alang with suscsesful ki raverees, The Marth Face's alpine shisrs alea
shanged the game with Soot Schmidt's shunning descents and aliff jumgs
Teatured in such classic Warren Miller films as “Ski Teme™ and “Stesp and
Daep.” Having cut hés edges studying the techniques of such origenal Eu-
ropean “extreme” skiing l=gends as Sylvain Saudan and Jean-Mare Boivin,
Sehmadt uped Tahas's sl lined 1o redeling what ould be dand amn a pair of
shkiz, And with the launch of Extreme Gear, again utifizing Gore-Tex® fabric
throughout the ne, The North Face continued to set the standand for func-
then on the alopes,

Other gear advances fram this tirme nelude the 1005 intreduction af The
Mowntain Jacket and Pants, providing the same level of comior and mation
1o clirmbers and trekkers as their skiing brethran. With Gore-Tex® tabric in
each plece, the suit became the genesis for an entre ine of sxpedition ap-
parel. The Denall jacket was added in 1989; a mip-in fleecs compatible with
the Mauiatain Jacket, the Deaali instantly bacama aa icanie it aod remaine
A maingtay to this day

With an inoreased need to tote gear around the globe, The Morth Face intre-
duced the Bage Camp Duffel in 1886 Featuring “bullstproot™ fabric and zdp-
pare, Base Carp DuMsls surive Baggags handlars frem the Kenai Pennsiils
to Kerya and all points betweer, Porters, camels and sled dogs continue ta
haud them in every maginable condition,

The Morth Face brand's belisf in a tree north vision also implies a desp
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earmmitiment 16 eammucity, and whils maet of the couniry was strigiling te
talk gbout the AIDS crigls in 1936, The Morth Face hosted an AIDS Benedit
Warshouse sale, generating $730,000 in sales, with 20 percant going to the
San Francisoo A0S Foundation, The same year, The Morth Faoe baiilt “*pro-=
peace bants” for the Great Peace March for Global Muckear Dizsarmament; a
natiamwide sction to raise swarensse of neclear praiferation snd the need
for veriflable ebmination of nuclear weapons,

Everest, & S0-Mile Row, and History is made in Yosemite

1087 eavw the launch of 1he Srewbind BEvsreit Edpedibon, with The Marth
Face's own Sally MocCoy on the climbing tearn. MoCoy, one of the most
infuential employses of the era, had come west, landing In San Francisca,
like so many of the early crew, in 1888, she becamae the first temale Vice
President of The Horth Facs; as the ¥P of Product and Marketing, “It waz
an incredibis place 1o work,” the saye, “he place was raucsus and wildy
creatve. Berkeley was A creative hub and The North Face was emblernatic
of the fime, There were 18 different languages spoken at the factory and
incredible talent fn every area == from mameaciuring to product and sales
and all the sales repz”

The Snowhird Expedition team had emaenged as a quasi-zales lead, “Tom
Lare, the head of The North Face ski program, really wanted Snowbind Ski
Area's unitorm business,” MoCoy say3s. “And Dick Bass [Snowbind™s then
owner] was helping et up an Everest trip. Mo American woman had sver
gLimirnited Evaresl ot that ine,” and Tom ald, "We shoildd da thig and yau
should go.' MeCoy commented, “0f course, | was up for it and everybody st
the Gompany wis supportive and sxcited.” The sxpedition was during the
fall post-monseen season and atter 55 days on the mountain the clim end-
ed with what the Shenpas’ called at the time, “the worst storm in 40 years.™
e el gummiled Pl seaeon

“What started off &= 2 bit of a creative boordaggle snded up baing a great
investment for the company and the brand, There is a lot of tims on &n ex-
pedition to think about gear and Expedition Systems came out of experience
an thal cimb®, The Muptes, the Lhates, e Sagamarifia, ard the Denali,
combined with the Mountain and Meuntain Light Jackets went on o power
sales and kientity for The Morth Face. Chriz Noble's photos from the expedi-
tion powerned the brand’s stonytedling.

The fallevwing year, Todd Skinnesr and Paid Piars upped the fres-climbing
ante to mind-blowing levels, Bving on Yosemite's Bl Capitan for a week and
cernpleting every move free on the hallowed Salathe Wall. It was the first
majar free climb of & big wall In Yoesemite and set the bar for & new gener-
atian. Todd becomes the 3rd athlete on a retsiner and goes owt on the road
sharing the elory of the Yosemite's first free climb of a big wall “Frés At
Last™ on the first of many athlete dealer tours,

The Mad Ones contnue to go well beyond with Gillette's next eplo endeavor,
a G00-mie joasmey from the tip of Palagonia across the Drake Pazsage 1o
Antarslics in & B-foot-long aliminum rwbaeal dubbad the “Sea Tomats.™
Atfter weather conditions deralled the inftial attempt in 1987, GBette returned
the Tellowing year, along with ariginal crsw mamber and sccomplished polar
mariner Mark Echenberger, plus adventurer Jay Mormison and enginesr Fred
Trembly; to set a world rowing record. Departing from Gape Horn, the four
carmpheted the voyage in 14 daye, landing near King George's leland an the
Antarctic Peninsuda, The Morth Face proyided 524,000 In support for the con-
siruclion of the somewhat bulbous red crafl. along with the gear that proved
Indes pensabie for the condifions,

Ir 1988 sn Amiar amdastuning brokerape and lagistics sompary Ddyesey,
owned by Bl Simon, parchased The Morth Face, joining the lower cost of
Azian production with The Morth Face's valeed brand.

Thowugh Simon's tenure was marksd by no shortage of company challengss
af The Marth Face siruggled b get cantial of finaneses whils managing o
challenging retall situation, he Initiated some impertant programs. Stepping
up the company's dedication te conssrvation even further, in 19808 Simon
heiped found the Dutdocr Industry Conseration Alllance with industry
giants ALl Patagonia and Kelty. The growp distribwtes its annual dues o
graserocts consencalion srganizatisns warking to protect Amsrica's las
wild places, To date, the group has ralsed more than $18 millien, provid-

&t 503 grants, probected 45 million acres of land and 3,000 miles of rived
remowed 28 dams, acquired 11 climbing areas and designated five marine
TEFE e

Cloging out the decade, The Morth Face and Gore: Tex collaborated to
sponsar the Trans-Antarctica Expedition, featuring an international t=am of
cold-weather bad-asses Wil Steger, Jean-Louls Etienne, D Victer Boyarséyy,
Geoft Somers, Kelzo Funatsu and D, Gen Dahe. The firsl-ever dogsled cross-
ifg ol the ward’e soldest conlinent tack seven montls and causrsd naarly
4000 mfles. The subsequent signature outensear collestion is a global hit.

‘Wih increased attention to emenging action sports, The Morth Faoe
lmunched the Aage collection in 1885, the first ruly functional Gore-Tex out-
ervear gpecifically designed for enowhboarders, Warm and dey in e back-
counbry, off-the-grid The North Face rders Jim Zelfers, Torm Burt and Bonnis
Leary — now Bonnle Zellers - bacame the envy of their shredding peers.

Between 500 miles a1 sea and a weeh-long free cimby, The Horth Face
arplorers contimeed 1o 2l the bar and chart a coures for an sxphading
outdaors cuttune, And with induestry consortms raising rmilicns for con-
servation, crasting awarensss and fundraising for AIDS arganizations and
giving back to Mepalese communities, The KBorth Face continued fo grow its
principled compamy.



Thee 19805; Sherpa Power, Came! Trains and Hamging with Jemy

Closmg n on the final years of the 208h century, The North Face continued to
double down on their core dentity, even oz the label grew from & funky West
Coatt ieuchelans 19 a0 intariational S,

The plapgraund expanded when The North Face sponsored and hosted e
1990 World Cup Chimbing Championships courtesy of Bay Area conesrt guru
Bill Graham. Seeing the potential for success In The Morth Face svents, the
campany collsharated with Bill Orakam the follawing surmmear to prodace
o Mowntain Music festivals, one in Telluride, C0O and anather in Souaw
Valley, CA. Unlike most festival concerts, attendeéas did more than sit and
watch, with a Telluride pavilion dedicated fo conservation growps, and
buttons reading 1 Scaled the Mouniain for Jemry®™ for Squaw attendses who
aachaimad the chairlift and instaad hiled ta the venus, 0F colrss, tha miiss
was phenomenal with acts like the Alman Brothers, Los Lobes, the Jemy
Carcia Band, the Meville Brothers and Jackson Browne.

The arrival of the 19905 also marked a doubling down on an already rich
legacy of axplaration, starting with the firel-aver all-Sherpa Deam e summil
Everest, bed by The Morth Face adventurer Pete Athans and longtime friemd
Lasuing Sherpa. Climbing’s unsung beroes since the 1920, Sherpas had
handed gear, set lines, fixed maals and cared tor olients for decades, bt

no Eherpa had been as recognized as the sight climoers who accompany
Athar in 1900,

Finaly, in the sarne year, The North Face athlste Greg Child, along with Steve
Swenson and Greg Mortimer, climbsed K2, the werld's secaond-highast peak
at 28,250 feet—and often regarded as a more difficult cimb than Evsrest—
Wikl s plemental axirgEn

Proving in 1981 that adveniure encompasses all types and abilities, Yozam-
it Mational Fark ranger Mark Wellman partnered with tellowr alimber Mika
Corbiett to become the first paraplegic climber to conguer Half Dome wsing
A eamipler rape ascending tactic, The Narth Faes desigred and craabed spe-
clal “ohags™ to protect Wellman's legs throughout the climt, Catohing the
nations's attention, the tao were invited to the White House and congratu-
Lated by then Fresident Bush,

Prauict innasation cantinuad in 1007 with the constan fesdback laap af ax-
plorers, adverturers and a growing corps of Mad Ones. Steap Tech ski wear,
a firet-ever athlete-inspired ski clothing ling by Scot Schmidt for The Morth
Faca took ¥t ines and rops Bnes by storm, Featuring & first-of-ts-kind ven-
tilation sy=tem, ergonemic compartments for radios and gear. ples a pack
anl harfidee gyetem, Steap Tech was the culmination of hindreds of holre
of Inmovation and discussicn between Schmidt and The Morth Face design
tearn. Schmidt described the jacket as “the molocress garment of the
mountains, designed for those who live, work and oimb in the mowntains,”

1003 an the acdcditicn of the Nuptes jackel Tibatan for Seeat paak,” e
Muptse incorporated an innovative new batfie conatrecsion that minimized
shifting of down insulstion and increased warmth, [Ewas instantly recog-
nized as the puify jacket for cold environments from the Himalaya to down-
town Manhattan. The Muptse's clean styling and lofty P00-fll goose down
provsd a perfect cambinatian far the harshness of New York wintars and
pestowsd an inherent sense of stature. |15 eredibility made it a stapie on the
slraels of NYC which quickly carmied inlo the world hig hop. By the end af
the ‘S5, the Muptse had become a vbequitous part of the hip hop wnifonm =
showing wup on the backs of legends like Miszy Elliet and Notorious B.4.06.—
A rerraing £o o this dag

Al rowirg the Drake Passage, traversing the Karakorarm in winter and
circurmmavigating the base of Everest, Gilkette and wite Susie Patterson

et thedr sights on a new [and very old) adventure: the S8k Aoad. Dublsed
the East-West BExprace, the twa srmbarked an the firgt madern carauan of
this route 1=ing traditionad means - camels, The second century B.C, trade
route links the ancient worde of Asia sad Europe, os Med and Sushe rade
along the Great Wall, inte the Soviet Union and across the Kyzyikum desert,
following antiguity trading paths all the way o the Biack Ssa.

Thie Morth Face continued o make athiete feedback the centerpiece of the
danign procees throughowt this era, lesding to bao more majer product
breskthroughs: The Himalayan Sult in 1384 and the launch of the Telowane
fing in 1384 Featuring fully baffied construction for high-altitude climbing
amd cold-weather survival, the Himatayan Suit becames the gold standard in
the world of thin-cxygen and polar environments, Tekware represented The
Morth Face's first all-synthetic ling of apparel for layering and base carmp.
The tag line “cotion kills™ accompanied the release, Long, sweaty approach-
=5 were suddenly more comfartable,

1998 s more progression ameng the board-riding crew with The Merth
Faes tearn mermbers Jim Zellers and Term Burt executicg a first snowboard

desoent of Mepal's hauntingly beautiul 23, 484-foat Pumor,

Biek in the Easl Ray arsa, the tag lne: "Mever Shap Explaring” was nthe-
ducad, which remains the company mantra today. This dedication o enplor
ing conlinues bo apply as equally to products ag il does to their usags. This
mandset results in significent product advences n 1986 including Polarguard
A0 inzulation, which was developed in collaboration with 30, allowing for
Eghtier and warmer sleeping bage. Additionally, the Salaist Bivy sack hit tha
market i 1998, an ultratight shelter-zpck for the most intrepid of explorers.

The decade closed cat with a sekes of phenomenal adventures, including
1867's Ous=en Maud Land sxpedition to Amtarctics with Alex Lowe, Corrad

Apkar and Jan Krakausr The thies sxplored the lee cap snd estabEzhad a
first ascent of the Rakekniven wall, National Geographic traveled with the
crew, capluring the journsy for a film and festure article, The Tallowing year
Liower, Jared Ogden, Mark Synnott and Greg Chisd Ived for 20 days in port-
a-ledges to nail an unclimized 3,800-foot wall on Baffin isfand in Canada’s
Madthwes! Tarriflaries. Matlioral Geagraphic was adgain an hand 1o dosiment
tha event,

Fimalhly, in 1988, stunning the alpine and snowboard world shmuftaneously,
Zellzrz made the first descent of the feature on The Horth Face's lego: Halt
Dhomree, Leflers |sar sayd of the 47-degnes raife threading thraugh 2, 000-faa
oliffs, “It would have been sater to BASE jump "

Taking a cus from their fresh tag lne, The Morth Face said goodbye to the
decads with the majer launch of a new category: footwear Within a few z=a-
ware, The Merth Facs would da for (kail runners and ultrs maeathaners than
what they've almady done for alimbers and skiers,

Betereen exceptionaly long camel rides and sxoepticnally amazing moun-
1ain concerts; betwesn first ascents and descents; between warmer sieep-
ing baage and drier eki jackets, aur true north inspiration continued inte the
neye millenninme. With the Mad Ones and devoart evangelists for the outdoors
leading the way, The North Face grew dramatically while rermalning cormmit-
ted to an original vision of a principbed company,

et Century: Sesing the Light, Into the Abyee and 50 Marathane in 50 Daye

Dropping Into & new decads and 8 néw millennium, The Morth Face alza
antered A mrw a upon being acquired by VF Corporation, Combining the
strengthy scale and global business platforms of YF with The Necth Face
prosiuct apiality snd affinity with censumare, tha brans saparisnssd an Ln-
precedented peried of growth. This hrave new futune oontinoed toe drive the
sarme Jewel of innovation and quality as the previous 35 years,

Dut of the gate; The North Face released the Proghet Pack In 2000, featuning
Dyneama® fiber and carbon fiber X-frames for lighter-weighl explaration,
Technology advances in winter appaned alzo took a quanium (eag in 2001
with the introduction of the “warmith on dermand”™ Intelligent Garment Tech-
nefagy system In the new batteny-powered Mets Jacket

Just a lew shart years after sntering the tpace with an initial produet affer-
ing. the Ultra GTX XCH running shos was named “Outside Magazine's" 2004
“Gear of the Year” winner for trall running. Az well, “Trail Runner Magazine”
named it the winner of their Editor's Chodoe pwerd, securing twe of the
industry’s most prestigicus accolades.

The North Face athietes also continued to set the global pace for explorers
with mare firs ascents, first deseants and leng drops inte the abyss,

Climbing legends Lynn Hill and Nancy Feagin notched a 2001 all-female
aseenl an the slhensal Tatermn Pale epiee jutting aut af the water aff the eams
of Tasmania, In 2003, the Benegas twins="Wilie and Damian= scooped A
neny route on the Morth Bultress of Nuptse, Nepal. The feat earned the two
brothers the coveted Golden Piton Award from “Climbing Magazine,” and a
stunning view from atep the 25, 7890-foot Himalayan peak.

The era also sew & contineed push forward with sustainability, conservation
and youll-outreach programs for the brand. An example is the $250,000
cherter grant for The North Face Explore Fund in 2010, With a missicn to
help kids get outzids, sngage in the natuvral snvircnment and conmect this to
thiair s health, The North Face stepped up big.

‘While The Maorth Face had always been mindiul of sustairability and social
responsibility, nothing had ever peen formally codified and benchmarked,
‘Within & few short years The Horth Face would pastner with Sluesign, an
nchiedry sutiainability group that provide: gheen compliance standards far
chemical usage in preduct supply chains. Additionally, the company meds
the commitment bo build = new headguarters in Alameda, Calil.; to LEED
Platinum standards, as well as ceveloping the Responsibie Down Standends.

‘While initinting changs within a brand the sizs of The Norih Facs iz not aaty,
the rewards ane manitest. So suocessiul has The Merth Face besn with s
sustainabillity programs that. nol anly does the company lead the cutdaor
incdusiry, but it has also provided dmection for how parent company VF man-
ages Bz own sustainability program.

Stepping wp arcund the globe and building wpon a strong history of give
ing back 1o alpine communities all over the world, The Harth Facs bached

20085 Himatayan Cataract Project, In fwe remote villages, an expedition of
The Morth Face alpinisis led and helped stage a mobils eye clinic complete
wilh surgeons who cired 500 patiente of blindrees, RuehTV filmed the
etfart for a feature called “Light of the Himalaya." “Most of the athietes falt
rewarded with the summil success of climbing Cholatse, nearby Evarest”
team member Pate Athans says, "but to 8 person, SVeryons Nas memares
from the Ey= Camps that will kast a lifetime —memaries and 3 sense of ac-
earnplithment that elimbing does rot always secampany™

Greundbreahing product Bunches gathersd additienal momentum in 2008
a5 Tha Morth Face infroduced Flight Serkes, an uliralight and uttra=-functiona!
lirve of running appare| that does for tradl rats and marathon fiends whest the
Ovall InTEMTion and Futheack did far alpinigte a ganeration earlier.

The Morth Face's burgeening running program gained sven greater vigihity

in 2006 when Dean Karmazes ran an incredibie 50 marathons in 5 states
over 50 days. Karnazes began on Sept 17 with the Lewis and Glark Mara-
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Hhan in Messour and fnithed an Mo 5 with the Mew Yark City Marathan.

Kamazes then promptly tumed around and ran the 3,000 mites baok home:
to San Francisco.

That same yeas, in a marathon seres of alpne achievements, The North
Face athlets Kit Detlaurier: bacama the firet paroan 1o ski dawn the Saven
Summmits, Including Bn on-foot ascent and on-ski descent of Everest, “USA
Today" declared har Everest feat the "Crowning Glory of a Seven Peak
Dream.”

In the pring of 2007 The Merth Face buret onto the urban scene thrauigh
an unlilkely parinership with skateboarding brand Supreme that sparked
the beginning of what was (o becorme one of the most talked sbout sireef-
wesr codaborations of all e, The first release featured a pair of Summit
Series™ jackets In two distnect colorsmays, which miked sarth tones with
bright, Bd's-ingpired vall cohors and & Eeapard-print lininge. Far
Suprerme fownder James Jebbda, it wasn't just about style. His aim was o
supply skaters with technically praficient, high-perfarmancs gear Lo hit the
sireets undeterred by weather. After mone than ten years and 21 seasons,
the collsboration has become o influsntial it contnues to make headlines in
e industry with svany release,

It wis also in this tmes that a big-eyed, big-sared loaner kid frorm Sacramen-
to was about to umwittingly furm the climbing mdustry on its collective head,
At 21-year-ohd, Alex Honnold found himeslf spending much of his time cimb-
ifg alans, s this ealifude, o apposed b ary sor of guset far howsras-
ship that led him to climb without & rope, also known as free-solaing.

‘Wenile hie would leter come o be known a3 2 climber of many different tal-
ents, it was this part of hiz climbing that made an initial ripple, a cignal to the
vearid that a parscEgm wat abaut te thifl in climbing.

And 2o, in 2007, Honnald 1oak o Yosemilla's Rostrem and Asfroman,
free-solaing both routes In one day. The clim caught the eye of somes,
and in particular The Horth Face owing 1o Az tie to one of itz most storked
athlatae an the team, Pelar Craft, wha was B firel te camplals the res sala
link up of Rostrum and Astroman in 19467,

“| got sponsored by The Morth Face In 2007 and cur relationship has been
bleszoming ever since,” Honnold says. “And that's definitely how it has
wearked cul. Bacaiins af all the suppoert and all the traval, The Marth Facs
has alfowed me to really explore my alimbing in any direction | want, which
it awesorne, They've been my best sponsor by far over the years because of
Al those opportunities.”

In 2008 Hannald toak to Zian Natienal Park's Moonlight Bultrese for another
legendary climb, but it was 2008's tree spdo of iconio reguler North West face
of Hall Dome in Yosemite Mational Park, and a subsequent feature on the
ioaner kid that made Slex A household namae.

Bringing i1e desply seaded cammitment inta the fexl eeatury, The Marth
Face instalied a one-megawatt solar amray in 2008 at the compamy’s digtribe-
fion headguarters in Wisalia, Ch. 550 individual solar pansls help 1o reducs
the company's energy footprint by 25% peroent.

Al i J00E, The Norih Facs inftiated tha Lagaey Fund with a 51 millian
grant to anchor the permanency of the Conssrvation Alllance founded in
1980 to help support local erganizations in their fight to preserve wild spac-
&5 for habitat and recreation, &s part of an ongoing effert to connect youth
to the outdoors and these wild spaces, in 2009, The North Face launched
Planst Explare, an anlns communily dedieated ta getting peagpls aiteids.

Gising deep rather than up, Mark Synnotl, Conrad Anker, Kevin Thaw, Adex
Honnold and Jimamy Chin dropped down=—way down=a 10,000-fcot abyss
spiitting Mowunt Kinatalu in the Crocher Rangs of rorthern Bormeo, They
elimbied aul af the subberranean warld vin & maksive granits i,

Closing out the decade, The North Face invests in a future of kids engaging
in the outdoors and the environment, annownacing a new intative at New
Waork City's 3010 Gutdoor Hation Yoarth Summit a £250,000 =ndowment
ealled Tha Marth Fass Biplars Fungd, The fund seeke b suppant nanpeat
organizations warking to get youth cutdoors, Teday, the Explome Fund pro-
vides rare than 5500,000 annually to organizations that halp connect kids 10
nature throwugh backyard and backoommity sxpariences, The fund also helps
support programs that provide education for kids on both personal and
svtuiranrnantal health, Taday, the Explass Fund has furmishesd o b S00
grants and The Marth Face kas provided more than 522 milion in funding for
the program,

To create new. svangelists for the outdoors, the next generation must
Badane ok l‘lﬂﬂgﬂf i e nalieral wakldd as they sre n ﬂsﬂﬂ EERRFAAEaRE,
The North Face continees to commit to praviding leadership and funds ina
growing effort to get vouth sidacrs, Tor now and the fullire.

Future Nows Memnu, Sochi and a Tesnage Phenam
Az the first decade of a new millennivm comes fo 8 close, The Morth Fase

remained guided by fe principles and a deeply committed family of Mad
Ones.

Iri el vy The i le af e PO0E, The Maith Face alvmbsis
and emissanes Conrad Anker, Jimmy Ghin and Renan Ozturk were plofting
4 seermingly impossilile mission te a peak that had shown no mersy 1o any
who had tried 1o conquer it betore, the trio included.



Sitting at 20,3040 fasl in the Garbweal Himalaya region of India, Meru's Shark's
Fin iz & merciess rock spéne jutting out of a high-altitede tangle of snow,

ice and big walls lis unforglving complexity was the reason it remained
unalimbed in 2011, just as Conrad confemplaied winat would be his thind,
and potentially final attempt on it “U'l try a climis three tmes before | walk
apiay. Third tire lucky or thind swing and you're aul. By the time the 20701
expedition sterted, | was a tightly woeund spring with the goal of making the
summit” Aniker recalled.

Foltowing a failed attemnpt in 2003, in 2008 Comrad aszembled what he
baligved to be a4 climbing drearm beam o attack the pesk, Jirmy Chin was
making big waves in the clmbing waorld with his talents in big wall, kigh
alpine and backesuntry skiing. And Renan Ozturk was a wanderiust-filled
enlgma, mpressing svenpone with same of his climbing feats in seuthern
Liah.

And the talents of the three comglemented one another in thelr strong 2008
attempt. But Mother Nature had other plans for them as she pinned the
thres hagh fo the wall, keft to sit owt 4 bistering storm In their portaledge for
18 days. ¥When they smerged, weary from the unexpected wait, they decided
b ke ane et go for the tap, Bul o they Taught thelr way te the top, the
day sped past, leaving them 1o call the alimb off 100 meters from the summit
far fear that they would face the dire conssquences of being stuck exposed
an the wall that night.

The three, worn, frosthitten and beaten by Meny, wers unanbmous in their
dacizion that thay waild nst refurn, Bul o with all greal explorers, after
time, the rebuke of the Shark's Fin began o fich at thelr collective ocuriesin

And 5o, in 2011 they decided once again to make & go at the workd's hardest
climix The team arrived perhaps even mons prepared than bedore with
epecially degigred sutsrwenr —The Mari KM, o five-piace el dasigned by
The Morth Face to see the athietes throwgh the Shaek's Fin imtensely varied
canditicns,

They spent 30 greeling days fighting their way up Meru's daunting walls,
and an Detolber 2 1he thres reached the slimmil, becoming tha first peaple
to ever accomplish a climé of this route. |1 was Bn mmensely meaningful
moarnert for all tres,

“The location of the peak and the deep connection to Hindu mythology
added anather layer af myeliciem, Mars Than a physical jourday, Mard was
spirfual quest,” Anker said

In 2015, the film “Meru,” directed by Chin and his wite Elizabeth Ghad Vasars
helys, premiered at the Sundance Fiim Festival, it proved to be an nspiing
et arvdd vean the LLS. Dacumentary Audancs Aaand belone Being picked

ug for naticnwide release in August that year, “Meru not only represents
eaploration in the pure sense of dimbing but alss in the creative realms of
wrpedition storyteding. We always [oke that making what became the final
film to share with sudiences, and all the nEsnees imelved, was masch harder
Ehar slimrmiting the mountsing® OFturk added,

With climate change an undeniable reakty, in 2008 The North Face bagan
working with Protect Our Winters (POW) and in 2011 pledged itseif 1o a
unigue inftiative, “Hot Planst God Athlete., Founded in 2007, POW secks
thraiigh the "Hat Planet Cool Athlate” initiative ta provide o platform for pro
athletes to talk to shedents about climate change. The athiete's personal
maLiniain experiances help make the issue of climate changs understand-
able for jurdor high and high school students, By the end of 20168, PFOW has
hosted aszemblies at more than 70 scheols with 31,000 participants in 12
ebated and Canada,

2012 saw & rajor milestons for The North Face stafl snd aperations with

a short move from San Lecnardo, CA to meighboning Alameda, It was,
however, along leap for the brand's commitment o sustainability with a
1d4-mera, LEED-Platimum-certilisd campue that redafines the concagpl of
corgorate headguarters with & working garden, solar panals, wind turbines
and a finess center. Recyding and compeost efferts divert 88 percent of the
faollbes” waste saay froon landtils,

A tha dimbing workd £ill peratehes e eallective head over sy Honnald's
fres solo up Half Dome, he retwurned to Yosemite in 2092 1o take on The
Triple Crown. With Tommy Caldwell, the duo free climb the scuth face of ML
Watkins, Free Rigar (on El Capitan) and the Regular MW Face on Half Dome
=in a combinsd record time of 21 hours @nd 19 minutss. Lese than a month
latai, Hanrnald repaals B came leal eels in 10 haire and 50 mbndies,

The Marth Face continued to showsase a design process driven by athletes

and exploration with the 2013 release of Thermoe&all'™ insulation. Developed
over years of testing, iIncluding two trips to Merw and Eversst, ThermoBall™

it @ syrihatic insdlation that elasaly mimic: down clusiers, The jackets were
an instant consumaer and athiets hit, and became arather iconio style,

Sustainabiity contineed to increase for The North Faoe with the 2013 launch
of the Clothes the Loop program. Allowing consumers to drop off unvwanted
clathing and feotaeat fram any brand, in any condiien, a1 The Narth Face

retall stores, and cutlets, The program has collected 42,000 pounds since its
laurch.

In the tme between Scot Schmidt's ciff-dropping heyday and 2013 there
Favel Biser & hige evelition in ressking, Cills were still Being dropged in
the backoauntry, but on the other skde of the hill were droves of athletes
dropping into halpipes md shiding rails. With a nod to its deeg roots in the
sport, The Morth Face decided to broaden its freesking pragram, which
included ot only bringing halpipe and slopestyls athietes onto the team,
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but becoming the LLS. sponsor fior the upcoming Olymples newest sparts.
The Narth Face signed on to sn sight-year parirership with fhe U5, Ski and
Snowhoan Association, making the brand the officlal year-round appar

el muspplier for the U.S. Freeskiing Team, am well as the maker of the WS,
Dilympic Fresskiing Team uniform, And a1 the 200 & Games The Narth Face
athietes did not disappeint, with Aaran Bnok making the men's halfpipe
firtats, Devin Logan earning a silves in women's slopestyle, Maddis Bowrnan
winning a goid in women's halfpips and Kaltiyn Famingion taking home a
godd medal in women's snowboard halfpipe.

Product development continued to blow up in the foehwear category with
2014 baunch of the UMra Saries, a line of hiking, rail running and raining

shoes that offer the protection of heavy-cuty MEIng boots, with the perfor-
mance, flexibility and Eghter weaight of a running shoe.

Pairing cansumers with athletes, gear and motivation, The North Face

unched Mowsmain Athletics n 2074, An Rnetructional and sell-raining intia-

tive, Meuntain Athletics connects Individuals with The Nerth Face athistes
for group workout regémens designed to help each porticipant achiewve their
oo gk,

Thee zame year also sa the lunch of FuseFarm™, the groundbreaking

fabric that weaves together two different texises Inte one seambess plecs,
‘Without welded peams, each waterproof garment io Bghter and more com-
Tartshls,

The Narth Face brand's tree North mindest mardates that it is net encugh
10 Just make things DEMer; things M0 MuUst De Produoed E5ing a better
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metivadi. In this spirit, The Morth Face announoed the Responsibis Dawn
Stantdard [ADS in 2014, a third-party cefificabion 1o insure hamane reat-
mant of gesse. Lpon competion, The Morth Face gified the progam to the
Textile Exchange to administer and evolve the inftiative as needed. With a
goal of enshling traceahility and mprose animal waltars in e down industy
as A whale, all in-ine The Marth Face dosn predusts met ADS certificaton
by fall of 2016,

Continuing to blow minds and notch routes, Honnold nails yet another free
sala i 2004, Topping out on Mexicss hig-wsll racte op Bl Sendra Luminess,

Honnald makes it up the &, 12-grade olimi with 18 pliches in less than three
Heiirs,

But in the years to come, Honnold contineed to bramnch out in hia climbing
meadivens, though =till continuing to stun peaple with amazing results as
he did, inciuding & 2014 first traverse of Patagoenia’s Fitz Roy massit with
Tommy Cabdwell and & 2015 speed recond of 20 hours and 40 minutes on
Fatagania’s Tome Traverse with Golin Haley

Whils Tha Marth Face continued ta geow a8 a brand, inits beart and foun-
daticn remained the need to provide the best gesr pessible for sxplorers.
Lavnched in the Fall of 2000, Surmmit Series represented the pinnacle of The

North Face products, But with new technobagles and iInnovations develaped
by The Morth Face there was an opportunity in 2018z to revitalize the Summit

Saries collection with the mast innowative products Buill specifically forite
intended user = the cere mountainesnng and climbing cammunit

The first iop In this evolution was The athdetes, The Norih Facs wanied o



know what they neaded in an sssential kit, The espenass was a call for sim-
plicity. Six layers, inchuding a base layer, fleacs, mid layer, shell jackst and
pant, and belay Jcket, With thelr fTeedback, Summit Seres was redetined
and released Foll 2015 to be the best in class athlete produsct, featuring The
MNaorth Face tschnologies FussFom™ and ThermoBali™.

Exploting further and further down the traill, The North Face runrers Mike
Wolte and Mike Foobe took off froam thelr front doors in Missoula, MT n
26—and ran §00 miles to Banfi, Canada akong the Crown Traverse. Croas-
ing anly thees majer raads, the taa illustrated that you don't kavs 0 basnd 8
Thght to Mepal to have amazing achrentures = they can cften lie juat outside
your awn back doak

Prowing youth s no barrier, teen climbing phenomenon Ashima Shiraiohi of
M York City channels her snergy into achisding the extraordinary, & week
shy of her 18th birthday, Mot just the younges: person 1o eeer sucoesaiul
Iy elimb & V15 boulder problem, but alzo the first werman, she causes the
climbdng warld fo sgin 55 collecthve head in her direotian,

The following month Honnald and Felipe *Pikuira” Camarngo climb the
sagand sseant ol Corazdn de Ensuefia in Getu, China —an utterly insans
sight-piteh 140, Amang the mest challenging big wall routes an the planaet,
the Corakdn astends more than 200 meters up and o0l of the undedslly of
the masshee Gatu Arah,

The Marth Face showe products can once sgain be prodeced in 4 simi-
lar mamner, Ina return 1o its domestio predugtion reats, The North Face
edpands the Backyard Project series to 15 times itz initial lsunch size. All
piEces In the secpnd colleciion are made in the U.5.A = a chalenging feat

ghven the reduction in domestic manufacturing,

Twa years laier, Honnokd shocked the climbing warld once again by deing
the unthinkable. On June 3, 21T, he completed the fist-ever free solo of
Yiomarnite's Bl Capitan and sccamplished whal may be the greatest faal

of pare rock alimbéng in the history of the sport. After more than a yeer of
training and practice, Honnold ascendad the 3,000-fool Freerider (Vl, 5.13a)
In just @ hooers, 56 ménuies, Consldering most parties radifionaly climb the
route in 33 pitches over 3-8 days, it's no surprise that climbing legend and
friend Tommy Caldwall callad the fent 'The moan landing of free salaing.” A
team of filmmakers, led by Jimmy Chin, one of Honnald's longtime cimbing
pariners, and Eizabeth Chal Vasarbelyi, capiured the aseant for a Natioral
Geographic Dooumentary Flims featune,

Ir1 triis Mad Ones atyls, tha athlets team clogsd out the yaar with one of e
mast amiitious expeditions to date. In December, all-star climbers Cedar
Wright, Conrad Anker, Alex Hennold, Savannah Cummine, Anna PRaff and
Jimimy Ghin fraveied o Guesn Maud Land, &ntarcica to expione are of the
most remate and inhoapitable mountain ranges bn the workd. The Drygaleki
Mauntaing, an ice-haund calacton of granits spares |etabed in the sonti-
met's bamen interion, are a major challenge just to get to, mech leas climib,
The t@am endured unimaginable cold, relentless wind and sharp, [oose reck
o suooessiully dimb 15 peaks and estabiish 12 new roames noheding one
on Uvetanna, the crown jewel of the isolated Wolf's Jaw massif. ‘Thens iz
rabady aut thers, And all of 3 sudden yau'ne now [ing on yaur un tsrme.
ANl of your decisions have real consequences,' Chin says.

From 308 Golumbas Avenus to 1234 5th Sreet in Barkeley to 1011 Gliman
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1991 Trans Antarciic expedition
photo: Will Steiger

1o San Leandro to Alamada, The Rorth Face has continued to nourish a
culture it helped create. “AMer BD years, its the same type of pergan wha
works here,” 5ays Ann Krolk, 56 Diresior of Communications and Qutdaor
Exploration. Kroik knows what she is talking about, having orlginally wworked
at The Marth Face frorm 1885 to 1992 in cuslomer seryics and marketing be-
fore returning in 201 1, “People get atter it; fhey olimb, run and bike together,
they go cafl aftar work together, thare is angolng collaboration — and Tun, It
|5 @ much bigger company now, but T3 58l 8 very tghi=-Knit oomemamn |ty of
individuals wheo are driven, creative and entrepreneurial.”

That passion has bean here since the start. in Boug Tompkins’ original ketter
o customens in the first The Morth Face catalog, he made clear s désire
0 outit eaplorers with “necessiy bafore hoosry ™ and o bring an end to the
“gimmichs and godgetry” he saw being produced in the outdoors i

The North Faces continues this mission today, producing the highest quality
outdoor grar avaliable, sl with a Metime warranty —no gimmicks or gad-
getry. Az well, reflecting an emly commitment 1o conservation, The Karth
Faog has only gone desper in this direciion. Throwgh the collective affors
of hundreds of Mad Ones over 50 years, The Morth Face has beoome one of
the world's mast recogrizabls brands. Reprezenting sxplamtion, gusrantesd
quadity and a commitment to protect and consenne wild spaces, the brand s
as healtby and rebsvant as ever

The future iz limitlzos as people once again turn up the trail, grab that first
handhald o elick inte thair bindings. This ssrtirment has guisied The Marth
Fooe wall since 1965 and will for the next 50 years,

Mever STop BEploring.
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THE
NORTH
FACE

EaM FRAMCIEGE

1966

Doug Tomphins: founds The
Nerth Face a5 & small ski

Al Rckgaskang redsd and
md-nrder opera@on in fan

Francieco's Blorth Beach area

at 308 Columbus fva.
Tha Gratedul Dead plays ai

e slore's opening

THE
NORTH

1968

Cakfomia-basad designar
Dawid Aleom designs tha
guarter-circle logo for
Tha North Faca, It evokes
Half Dome. 8 massie
granita maonolith in
“fazemita Matiomal Park.

1968

Factory producSom is in
e back of Ul Berkeley
retsd slore,

mFACEh @

1969

Manuszchring and office
mova from Bedkelay sloee

to 123 Fifth 5t Beshelbey
Creadence Clearwater Revival

can oflan ke heand rehearsisy
st decr,

" B

“MAKE
THE BEST
PRODUCTS
IN THE
WORLD"

- v

1968

Mizzion Statements
“Btake B best prodiscis in
ez wuehd™ aned “Bring e
cesiomar book,”

1968

The firet intemal frame
pack by The Narth Face,
e Ruthsack, is e 5t
of o revolufonary line of
lightwaight backpacks,

1969

T Morth Face supplies gear
for a high-altitude study by
Eha Arcic Instibete of Norkh
Amemica on Mot Logan
{17,800 1, Yukon Tamdory,
Canada, This in the first
eepedstion spomsanad by

Tiea Morih Face.

1972

Brooks Rangs 5% Travarss,
Alaska: In the era before the
Alazka Pipaline, Hed Gillatia
and-tesm make a F-day,
30-mlle fraverss of the
Koyuhulk and [8il6k o,

A

1968

1968 and oowards: Using
catalogs thal incefporafe
Eforimation and afices &5 is
mouthgieoe, The North Face
ambarks on & mul-yaar trend
of emaoamestal stewandship
and sustainakbility asmed at
profecing Me wid places
whebe our e s used

CO...

1975

The Morth Face maugrates the
Ica-Mine Award for the antity
that has contribuiad e most
i ecodogical destrucion. The
Agomic Enargy Commisson
wing. [ea-Nine is an apocshyptic
foem of wter in Kued Yormagut's
Cai's fradis. Says CED Hap
Elopp of the avward, ! states
our conpodata phdosaphy, which
k5 1o hefp preserve e natusal
wearid, We wand b have a
company that & prnciplad.”

a woman'’s

place is on

CGORETEX “EXPEDITION o

1975

Geodetie dome deslgn
replaces the radilons
#-shaped tent with Sie Jval
InTENTion. Inspirad by B.
Buckmanster Fuller's theory
of spheticiy, @ Incerporales
masemun efficlency with
minieiem matersls and (1%
tha first tent fo adept Bexiblie
aluminwm poles

1976

Thie Marth Face Duality Contrel
Lt The testing of matemals
authenticates our brand and
kicks off collaboration with
millz and iellow mansacheers
o make fabiles Tt dor
arveilune.

1977

The North Face Incorperates
GARE-TEY products inlo the

mitersvaer ling and promaotes
the Eahiric.

48

1977

‘Expadition Proven” becaitbes
i compasy Tag lne

Annapurna
1978

Asmapena, Mopal: Weating
T-sharls willls the slogen

“W woman's place i on top,”
a 13-woman Americen taam
summits Anmapuma (25, 504
1) In Mepal, Leadsar Adans
Bluim writes the dages

anpidition bosk A
A Woman's Flace,
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1968 Mall Order Catalogue
pholo: Kazuhiro Shiraishi




1990 Jim Zellars - Ruth Sorge
photo: Shris Noble
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1281 SteepTech - Utah
photo: Ghris Maoble

51



: il £ 7 - -.._. :
S, R e e
T, L =
iy o gt
ot~ N
o

-

_
< TR i =. -: -
e gy e -_'ﬂ_'

e




1980

Karakoram Ski Traverse,
Paiistan: Gaken Rowell, #Kim
Schitz, Bed Gillette and Dan
Astay complele 8 grielng
first- @ 300-rmile winber sid
travverse of the Kasakonam,

1987

Snowabird Euerest Fxpachtion
$=°|Ili.I Micloy, direstor of
eguipment for The North Facs,
5 o0 (e expedson's cimbing
eam, which inspires fhe
Euwpadition Systam fina

fhat Ineludes perennial
outeswear classcs named
after paaks and glaciers in
he e such & e Neplse,
Liatse, Bhumby and
Sagamartha jackats,

1989

Trans-Antarctics Expedifion,
fntarciica: The Mori Face

anl Gore send an inlemational
faam of cold-weather explorare—
Will Seger. Jaan-Louis Etiarme,
Victor Boyarsky, Geofi Somers,
Knizo Fumatsu and O Dahe—aon
the first dogsled cressing of the
cebdest continent. They frawel
4,000 miles in 2even moenthe. This
signaturs colecSon of puterwear
i=a giobal hit.

NN
_ophe

1983

Estreme Gear, usmnp GIRE-TEX
tzbric, hils the sklwea: market
Produet lesters Inchide Souaw
Vallay, C8, siclars Seol Sehmdd
and the Egan Brothers, They
Ferrn Bhe nuches of The
“Extreme Team™ and are
featured bn Warren Millar's

akl Bmea

1988

Firat Froe Encenl of Salafhé
Wall; Tedd Skinpes and Paul
Prana usher (i a niw S of
i -witll climbing after Bing
an 3.000-faat E1 Capitan in
fnsamaia for 8 moath and
comphesng the frea chmd of
this classie mefe

1990

K2 Horth Ridge, China: Greq
Chaid, Steva Swanson and
ey Mortimer climb the
sucand-highe bul most
diffici-to-clmb mogrtain
B2 withoul oapgen

1985

Mountzm Jacket and
féountzin Panl sre ntrodueed,
Thie 24 in Ehe peness of

am enfire expediton appered
lirve: based on GORE-TEX

weather peotection

The Conservation

Allian

D Basenrin Seriay Back i ce Deedern

1989

The Bosth Face nétiabes the
Gomservaon Alkanoe with
indusiry eants HEL Patagonia
and Kelty, The Consarvation
Alliance disburses s collective
annuad mambarship dues f2
grassmants anvrnmental
crganizations warking o
prrmanently profect Mok
Armeracas last wild places, To
date, the fonseration Alince
haz contribated mome then 50,5
méllian i cossenalon projecs,

ISTEEF' TEC‘HI

1991

Stzap Tach akiwear, inspired
and dasigned by Scot Schmidt
wiith bedp froen The Reorth Face
dusgn team, abes the sloges
by storm
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1986

The Borth Face builds “pro-
peace fants™ for the Great
Pance March for Global
Muctaer Dizarmament, &
natiormaide sciion o Ak
avaren s of nucear
profiferaton and the nead
foe varifiable efmination of
alomls wanping

1989

Denall Jackat is infreduced
% & Zho-In mid Feyer o, the
Mauritaln Jackal

1992

Ruptze Jacket is inbroduced.
Mugrtza, which & Tibatan

for “wagt peak,” s a mils

o Baest of Maunt Everast,
Thea jackat Bcomporates

an innovative new baffle
constrecSon that minemizas the
shifting =f down and incraases
warmth_ and It instanily
bacames thy lconie pulty ket
fhat’s perfact for cobd-weather
concifions, from a Himalayan
base camp 1o downtown
Manhattan

1986

Bzga Camp Duffel debuts.
Macde of buely {sbrics,
thousands of these gear-toles
have ciremnasigaled e
gl sundved the world's

pouigieest alrport bay
hnﬁ':m ml:i bean cﬁn by

portera, paks el camets to
evory wild reglon on Esrtl

TYYYYYYYYTIYYYNYYY
| | = ————
ko kb bk Rk A

1989

Introdustion af tha

flzge Collection, the

firs! clathing Bne by The
Mafh Face dedicated o
sooveboinding, Styde nammes
ncluda the Shraddar Suit
amd Alr Fasta Pullowes:

18992

Trange Towes, Peldstan: Grag
Child and Mark Wiord blaze
& newd rouke op thee 20,500 i
peak. A masshve nosklal
namewly misses Bem and
obierates the route, which
thay name Run For Cover.






1994

Tha Hermadayan Sull je
rideased Ths dully baflled
dhesw- Insulated su for
I-ﬂ-alwﬂt chemnbang and
cokd-waathar sumial bas ow
Rakan bundreds of exploress L
this heghust snd moet-froesn
peirts af thie sardh,

FLIGHT
SERIES

2004

The Ultra GTX KCH= munning
shown deduts and wins Outside
maigazme’s Gear of tha Yedr
Award for trall running and
T Weanvimtr i sgriing s
Editar's Cholca Award

TEKWARE"®
1995

Tokware launches, ths
farst B ol all-symibetic
appared, The markelng
camndlgn ncudes The
tag line  Gotton Kilke "

2006

Sk on Evarest; 054 Today
duks Kit DesLauriers’ cimb-up
&nd shi-alf of Everest as the
“Crowining Glory of a Saven-
Poak Dream™ &o she baomas
fls fired peessom ln sk Bhe

apex of every continel—

The Serven Summis,

1995

Bumon enowbasnd descanl:
o Telers rides fram Fie
samendl of Bis shapely

22 0001 Megalese peak

2006

The Marathon Manc Thse Morlh
Face athlole and residen
superhisman, Dean Kamazes,

comgietes & mind-bogghing 50
maratoas @ 50 slates @ 50

dlays. And Hhexl i |ust 2 wam-
up, Atter Besn concudis his
sacta Wi Hhe Meaw York ity
Marathon, he rung 10D miles
back lome 1o San FranciEco.
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“NEVER STOP
EXPLORING™”

1997

The Horth Face adopbe &
new fag Bne, “Newer Slap
Exploring,” 1o supersede the
wellwom 1977 tag bng,
‘Expacition Proven.”

2007

2007 marks e first-e
colaboration betwsen The
Blarth Face and She sireatwen
glant Sugreme. Dabutiag

wwiith bwvn Baapasd-prst-Sned
Summd Seres™ fackels, the
propect sets @ bigh bar for the
seasana| drops that Tollow

SUMMIT
SERIES”

2000

Irfiroducton of Sursmit
Serles™; Lasnching in the a8
af 200, Sumemit Serles™ sa
c:alesBan thal mpresents the
pinnacle of The Borsh Facs
products, Bummit Berkes™ i
Biiilt for ashlabes and tealad
o exgpediions,

2008

i tha et of s danng
Trea sobo of the mulll-plch
reude Maonlight Busiress

in Zlon Mationad Park, UT,
Alox Honaold fnee-sobas
the Beguler Northwest Face
(V1 5:12a, 23 pitches) of
Hall Dome in Yosemite,



2008

Mercurial Jacket is released.
This reversible two-in-one
garment utilizes smart
fabrics and a unique baffle
construction to absorb and
repel heat as needed.

2010

Turkish rock climbing tour: The
North Face Asia team member
Yuji Hirayama climbs the route
Devers Royal (8c+/5.15a),
achieving the hardest-ever on-
sight ascent of a sport climb.

FACEN

FUND

2010

The North Face Explore Fund™
is announced at the 2010
Outdoor Nation Youth Summit
in NYC. A grant-giving program
with a base of $250,000,

it will support nonprofit
organizations seeking to get
youth outdoors and into nature
and adventure.

255

™ EXPLORE

2011

Meru: Conrad Anker, Jimmy
Chin and Renan Ozturk make
the first ascent of the Shark’s
Fin on 21,700-ft Mount Meru in
India—considered one of the
most challenging and dangerous
peaks in the Himalayas. Three
years before, the same trio was
defeated after 19 grueling days.
This time, they successfully
ascended after 30 days of
climbing.

2012

ABS pack is introduced. It
features an inflatable dual-airbag
system that can be deployed if a
person is caught in an avalanche,
and the surface area allows the
person to float on or near the
surface of the avalanche flow.
With a harness, hipbelt and ski/
snowboard carry system, the ABS
pack puts function and alpine
safety at the center of design.

BLACK

/‘ o ™
rTHERMOBAL L N FREESIVING "
v POWERED BY @ m SE RI ES

PRIMALOFT. OFFICIAL SPONSOR

2013

Clothes the Loop program arises

from our commitment to reduce
the environmental impact of our
products at all stages of their
life cycle, including extending
the life of apparel and footwear
to keep it out of landfills. Since
we started Clothes the Loop,
people have brought in more
than 70,000 pounds of clothing
and footwear to The North

Face U.S. stores for reuse and
recycling.

WALLS
ARE
MEANT

FOR
CLIMBING

THE!
NORTH\
FACEN

2017

In August 2017, The North
Face launches the “Walls Are
Meant for Climbing” campaign
to showcase and unite
people through climbing. The
campaign raises $1 million
for the Trust for Public Land
to help build public climbing
walls in U.S. communities
and brings more than 20,000
people together to participate
in Global Climbing Day.

2013

ThermoBall™: After years of
testing, including use on trips
to Meru’s Shark’s Fin and
Everest, ThermoBall™ is ready
to be launched by The North
Face. ThermoBall™ is a new
type of synthetic insulation
that closely mimics down
clusters. ThermoBall™ jackets
are an instant success and
become another iconic style
for the brand.

ANITED STATES

2017

Alex Honnold, El Capitan,
Yosemite National Park:

On June 3, Alex Honnold
becomes the first person ever
to free solo 3,000-ft El Capitan
in Yosemite National Park. Alex
completes the climb in 3 hours
and 56 minutes.

2014

Sochi sponsorship: In 2014,
Freeskiing makes its debut at
the Sochi 2014 Olympic Winter
Games. The North Face was

a founding official partner of
the U.S. Ski and Snowboard
Association and was the
uniform provider for the team.

VENTRIX.

2017

Ventrix™: In Fall 2017, The
North Face reveals state-of-
the-art Ventrix™ insulation
technology, which features
laser-perforations that allow
it to balance warmth and
breathability. Ventrix™ is
designed to expand to release
heat and to contract to retain
heat as you move.

56

2014

Responsible Down Standard
(RDS): Officially launching

in January 2014, the RDS

is the most comprehensive
global, third-party-certified
animal-welfare and traceability
standard for down and feathers
that’s available for use by any
company. More than 350 farms,
raising more than 100 million
birds, are working with the RDS.

2017

Antarctica Expedition: In 1996,
Conrad Anker, Alex Lowe and Jon
Krakauer traveled to Antarctica to
establish first ascents in Queen
Maud Land. In November 2017,
Conrad Anker returns with a new
team: Alex Honnold, Jimmy Chin,
Cedar Wright, Anna Pfaff and
Savannah Cummins. The team
accomplishes seven first ascents
and 14 summits collectively, and
it puts up multiple new routes
including one on Ulvetanna.

2017

Black Series™ is introduced:
Our most technical and
progressive streetwear, it’s our
first series-level product that’s
expressly designed for those
who are exploring in cities.

Q55
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OFFICIAL SPONSOR

2018

Seoul sponsorship: The

North Face is the official
uniform supplier for the U.S.
Freeski Team. The U.S.-made
uniforms are worn by the U.S.
Freeski Team at the 2018
Olympic Winter Games in
PyeongChang.



2018 US Freeskl Team Uniform
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ICON 01

THE 2 METER DOME

Inzpirad and approved by Buckminster Fuller,
tha domea tent =t the standard for

basecamp abodes in 1975, and remains the
standard today.

Launcn;
1975 | (the Oval INTEMTIion)

Spart milestone:
1987 | Snowbird expadition

Cultural milaatona:
1986 | Pro Paace March

Evolution:

Subtle changes over the years have
led to the current 2-Meter Dome Tent
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ICON 02

THE MOUNTAIN JACKET

While skiers had benefited from durable, adaptable appars! for
years, tha introduction of the mountain jacket gave climbers
gear that could comfortably endure extreme elements,
Thanks 1o its heavy dose of GORE-TEX, the jacket spurrad on
an antire line of weatherproof gear made for expeditions.

Launch: 1985

Evolution:
1990 | Alpine-style slant pockets

Sport milestone:
1986 | First Americans to do the six classic
north faces of the Alps in a season

Cultural milestone:
1980°s | Adoption by wban kids in NYC,
leading to the GORE-TEX Hoarder
phenomengn
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ICON 03

THE BASECAMP DUFFEL

Made of burly fabrics, and built to be transporied
via porters, yaks and camels, thousands of thess gear
totes circumnavigate the globe, surviving

the world's roughest airport baggage handlers.

Launch:

1978 | Named, "Soft Luggage Duffel”
This hard wearing soft luggage was buitt
with vinyl laminated fabric, and was the

precuraor to the iconic Base Camp Duffel.

Euvalution:

1969 | Mare Than A Duffel adds siraps
1880 | Renamed, “Base Camp Duffel”
1886 | Introduction of D-doar

63



sk 'ﬁ |
o E
i 4 . ﬂhi;: iy
.-""J._!‘l-_.ih ®
} E:'Ef:if\;w.jl;l",-'._ﬂapul 1990




ICON 04

THE DENALI FLEECE

The criginal Denall jacket made its debut on the backs of Todd Skinner
and Paul Plana during their historic Salathé Wall ¢limb.
Durable snsugh 1o endure many days and nights of extremaly unpredictable

conditions, the Denall secured its foothold as the new standard for
ightweight flasce parformance on that fataful first ascant.

Launch: 1988

Sport milestone:
1988 | Todd Skinnsr and Paul Plana fres
climb the Salathe Wall

Cultural milesione;
2000 | The campus uniform across the US
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ICON 05

THE NUPTSE JACKET

Tibetan for "weat peak,” Muptse lies a mile southwest of ML, Everest,
and the jacket named after it was the first to use an innovative
new baffla construction that minimizad down shifting and increasad
warmth, From a Himalayan base camp to downtown Manhattan,
tha Nuptze jacket inatantly becamea iconic for thriving in frigid conditions.

Launch: 1982
Sport milestone:
1994 | Becomes part of tha axpadition systam
that is taken on multiple expeditions around the waorld,
Cultural milestone:

1990's | Adoptad as the cold-weather jackst
of NYC hip hop.
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ICON 06

THE HIMALAYAN SUIT

Az world class climbers startad reaching new haights,
they needed protection from increasingly harsher conditions.
Tha Himalayan suit became tha gold standard for thin air
and polar envireonments,

Launch: 1904
Sport milestone:

2006 | Kit DesLauriers i3 the first
person to ski all seven summits.

(&
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OUR AUDIENCE
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EXPLORATION IS A MINDSET

While tha Brand territories are strong and essential pillars for the company
to develop targeted assortments and collections for specific consumer
groups and activities, they are not considerad to be “sub-brande.”

The common denominator that keaps the Brand truea ta ita DNA Iz
Exploration. Not juat tha act or its pursuit but the mindset.

This truth allows us to stay true to our heritage and legacy on the mountain
while acknowiedging and growing our relevance in cities around tha world.
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MOUNTA

INDUSTRY-LEADING
DESIGN AND INNOVATION
X

ATHLETE TESTED
EXPEDITION PROVEN

MOUNTAIN SPORTS
MOUNTAIN LIFESTYLE
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UNTAIN

A LEGACY EARNED
ON THE MOUNTAINS
X

STREET

APPROVED

URBAN EXPLORATION



THE BRAND: 2 AUDIENCES

Allrry

ON MOUNTAIN OFF MOUNTAIN

T



ﬁ photo; Pablo Durana - Antarctica 2017 f
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BERAND DESIGN PRINCIPLES
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PERFECTION THROUGH EDITING

We don't overpower the consumer. We should never come across as “try-
img,” let alona trying too hard. Trust the strength of the product, and lat it

sing. Every line, word anc datail must e considarsd cntical, or cut out.

CONFIDENT AND UNDERSTATED

50 years of legacy has earnad us the right to be confident. YWe pressnt
praduct simply and tastefully. No bells, no whiatles.

NEGATIVE SPACE

Draw attention to key storles by giving them room,

TALK, DON'T WRITE

We're a brand of expertize and a band of experts, We share—we don't zall,
Our wiords are neither commarcial ner alitist. They're proud and honast,

PRODUCT IS KING

Mot all stories are campaigns, and not all storiea nead an In-situ action
shot. Celebrate tha character, the story and the craftsmanship by letting the
product and its design be front and center,

a3



photo: Ted Hesser - 2017 Athlete summil
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THE LOGO

83



THE
NORTH
FACE

SAMN FRANCISCOD

1966

Tha original THF lago

THE
NORTH
FACEN

ALPINE EQUIPMENT SPECIALIST

1968

Calfornia-basad designer
David Alcorn designs The
Morth Face's quarter-circle
logo. It evokes Half Dome,
a massive granitic monolith
in Yosamite Mational Park,

THE
NORTH
FACEND

1972

Simplitied lock [1Ts3

THE
NORTH
FACEND

Made 0 tha LLS.A

1970-1988

Brown Labels,
Made in the U_S_ A lack up.



THE
NOHTH‘
FACER

1980

Introduction of Box logo

THE
NGHTH‘
.FACER

1995

Registration & shows up.

HMorizonial left &and af the
dome gets flattenad

THEh
NORTH
.FACEI

NEVER STOP EXPLORING"

1998

MEVER ETOP EXPLORINGT™
lock wp.
Introduction of red DOX

a7

THE
NORTH
.FACEN

2012

Half Dome goas back to ife
original dezign. Lines and
propoertions are cleaned up



THE
NORTH
FACE

TYPEFACE

HELVETICA BOLD: 5aMNS SERIF CLASSICAL TYPEFAGE
TIMELESS, MODERN anD BOLD

88

ICON
STYUZED REPRESEMNTATION OF
THE HaLF DOME PEAK B YOSEMITE, Ca



“HALF DOME” LOGO




USAGE OF THE REGISTERED ®

Qur trademark protection rules require the use of the registered ® mark
in certain applications. It is not neceseary in all uzage. Fleasze refar to the

list below for usage information:

THE
NORTH
FACEN

WITHOUT &

Internal/Corporate

Oifice buliding branding / Press
releases S Businees cards £ Sta-

fionary / Intermal presentations S

Intermal events § Indernal videos ¢
Emgdoyves email signatunes

Diggitad

Hormepage branding [ Secial re-
clis Brancsng S Email brandineg /
Social content beanding £ Long
farm content

Evants

Consumer facing swent branding /
Frass/media evants £ inmfiuenoer
events ¢ Evend imvilations /£ Event
roencin /S Abhlets bl branding ¢
Stickers

Advertising
Frirt & OOH 7 TVWAGINEME spats
Social conient

Rodnil

Store frort £ inkernzl sagnage
GEift-cerds £ March-cans £
Hangers / Shopping bags /

Gift boxes / Branded thind parly
items / Catalogue tover

Whaolesals

Permanent fictures / Lange over-
heads ¢ Pop=up striciuras f
Segsonal signage [ Evergresn
senans £ Digikal campalgns /
Frint campaigns

Product
External branling ! Graphics

a0

THE
NORTH
-FACEN

WiTH 4@

Praduct Packaging
Hangiags £ Foobwear haoxes
Product boses S Product packag-

ing bags

Ecom Packaging
Ehpping boxes S Maller bags

Product
Internal ak=ling



LOGO SIZING

The Half Dome is as classic as it is subtle. The shapes, the strokes, the
negative space—thaey all behave differantly depending on the scale of

the logo reproduction. Pleasa use the comect version of the logo for tha
scale of the intended executian.

LARGE

THE
NORTH
-FACEN

Should be uzed whan the lago s
LARGER than 1.5 inches wids,
Prirt and wel,

SMALL

B
mFAEEn

Should be used whean the
Iogo is SMALLER than 1.5

inches wids, Print and wekb.

In this version, the regls-
tered trademark and space
betwean the domasz s
larger to prevert plugging

in smaller sizes,



THE
NORTH

-FACE m

BE MINDFUL OF THE ®

SEE P. 90 FOR USAGE GUIDELINES.

ol
i

DON'T RECREATE

THE
NORTH
FACE

DON'T FLIP

f

THE
NORTH
-FACENM
DON'T USE OLD VERSION.
LOCK FOR FLAT SECTION ON TOP OF

SMALLEST DOME SHAPE.
IF IT'S FLAL IT'S OLD.

THE

g

NORTH

DON'T CHANGE THE FONT

THE
NORTH
@FACE.

DON'T ALTER PROPORTIONS

92

THE
NORTH
-FACER

THE
SOUTH

ﬁFACEm

DON'T ADAPT

THENORTHFACER

DON'T REARRANGE



DO'S AND DON’'TS

Please respect the iconic Half Dome mark by following these guidelines
that protect the trademark. Breaking the rules equates to poor branding,

and weakens our ability to protect our legal ownership of the mark.

oeg left examples for improper use,

THE
NORTH
FACEN

YES.

93
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THE “BOX” LOGO EXECUTION
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LOGO SIZING

The Half Dome is as classic as it is subtle. The shapes, the strokes, the
negative space—they all behave differently depending on tha scale of
the logo reproduction. Pleasa use the comect version of the logo for tha
scale of the intended execution

LARGE SMALL

«FALCEN

THE
NORTHIS oI5

.FACEN

Should be uzed whan tha lago s Shauld ba usad whean the
LARGER than 1.5 inches wides. Iogo is SMALLER than 1.5
Prirt and wel, inches wids, Print and wekb.

In this version, the regls-
tered trademark and space
betwaan the domas 12
larger 1o prevert plugging
in smaller sizas.

ar



COMMUNICATIONS

VLA

DIGITAL/SOCIAL

ATH LETE i
TESTED

EXPEDITION N8 vl R

PACKAGING

VLA

PRODUCT

5L
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BOX OR NO BOX?

A few decades old now, the box logo has earned its place in our history.
it's a notoriously challenging branding device as it automatically cuts
down the actual logo size by about half,

That said, in certain applications it actually works harder than the pura
Half Dome logo. Spacifically, when the logo neads to bae izolated from a
background, like a store front

As we aim to strengthen our brand recagnition, and build a consistent
visual language we are therafore doubling down on the pure half doma
loge, and reserving the use of the box logo to situations where it is
needed and justified.
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1/3

2/3

100

THE
NOHTH‘
FACEN

2/3

1/3



BRAND TRIGGERS

Because of its lconic placement and stark contrast, the Half Dorme
logo —a symbol of exploration, and a badge of quality and status —has
become a powerful and well-recognized asse! worldwide.

Legend has i, a few decades ago, a marketing team asked the product
team to move the logo from the chest to the shoulder blade to aolve the
product branding issua in climbing photography. This solution meant

TNF did not have to compromise the authenticity of climbing footage;
rather, it organically eambadded tha branding.
This placemant, parad with the consistent and highly recognizable black/

color-blocking of the mountain jacket, Nuptse and Himalayan suit, has
since produced some penpheral yet important brand triggers.

UPPER-RIGHT CORNER
ONE-THIRD - TWO-THIRDS

WHITE LOGO ON BLACK BLOCK ABOVE
ICONIC COLOR BLOCK

101






TYPOGRAPHY
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YES. HELVETICA.

The most versatie, timeless and elegant typeface ever designed. It's bold
and simple, and |ts bean embeadded in our logo since 1068, whan David

HEADLINE

SLEHEAD

BODY COPY

BoODY COPY
ALTERMATIVE

Alcorn designed the Half Dome logo.

HELVETICA NEUE
BOLD
UPPERCASE
TRACKING: -25

HELVETICA NEUE
BOLD
UPPERCASE
TRACKING: -25

Helvetica Meue
Regular

Lowercase
Auto Kerned

GZA
Seminegra
Lowercase
Auto Kerned
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limbing in NYC

Vhen | first met Ashima,

he was just an eight-
ear-old girl in the gym

limbing, and | was just
fifteen-year-old kid in
ne gym climbing.

Ve are New York City
ids. This isn't exactly
ne mecca of rock
limbing, New York City.
low she’s inspiring tons
f other young kids. You
o to Brooklyn Boulders,
nd there are climbing

.ﬁ.h.l‘-l LL.H'

Aalliniag, UcLduat LTy
could be that girl, too.

Fame and recognition
can close you off from
people. Ashima just has
no ego about It. She's
down to climb with
anyone. She's down to
give beta to anyone in the
gym. She's not like, “I'm
the best in the world, a
I'm gonna separate my
from those who aren't.”
She's just so friendly to
everyone. She's climbing
on the same walls as

everyone else. She doesn't

mind falling in front of

other people. She just has

the confidence to know

it doesn't matter. Instead
of being like a lot of other
athletes when they're
young, secluded and
training with their trainers,
she's in a gym full of a
bunch of regular people.

Rock climbing is such a
social sport. You get your
friends together, you go,
and if you're friends with
Ashima, you're climbing
with the best climber in
the world, but it's still just
a social activity.

Becoming famous

Ashima and | have in
common the fact that we
both found what we love
to do at an early age.
I've been singing and
dancing and acting since

I AN I""i;l"lﬂ Ql'\ﬁ?l‘f l"qﬂﬂl'!l

IL aliud a11S 2 oLl W] s

it, and she still loves to
do it, | think it's a great
lesson for a lot of people
who are looking up fo
her and should look up
to her, because it just
goes to show If you love
something and you're
doing it, just keep doing
it, and thin |

that can get a little weird,
but Ashima handles i
really, really well. S
looks everyone in t
like they're a huma
and says, “Thank you,
genuinely. Sometimes that
can take a lot o
A lot of people d
that. She takes the
and the effort to re
be warm and real w
everyone.

What people might not
know about Ashima

She's sixteen-years-old
and she acts her age

in certain ways. She is
a regular kid who goes
to school and she's a
teenager who's dealing
with teenager problems,

o e L e B iyt gt W e 1 gt S R ] |



SHIRAISHI

ANSEL ELGORT







COLOR

Fall 2018
Mouniain Jackst
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ICONIC COLOR

Color is a central part of a brand's identity. TNF has a rich history of col-
of, spanning maora than 50 years as a technical outdeor brand.
The North Face's [conic colors are pulled from our deslign legacy and

represant a powerful visual trigger, especially when paired with the black
and white brand blocking.
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TNF RED™
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TRADEMARKED TNF COLORS

TNF BLUE™
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TNF YELLOW™
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THE THE
NORTH NOFITH‘
FACEN FACEN

WHITE BLACK TONAL

BRANDING COLORS
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phita Ted Hesser = 2017 Athelete summit




GRAPHIC DESIGN
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NO _
SHELTER

ULTRA-SOFT / IMPOSSIELY DRY

GORETEX

MOVE
AHEAD

DESIGNED FOR CLIMBERS,

BY CLIMBERS

122




SIMPLE

Mo bellz and whisties, Use negative space.
Confident design restraint.

STACKED

For titles and staterments, stacked words represent a subtle nod 1o
climbing. This treatment should be central to our communications across
channels.

PRODUCT IS KING

Graphic design restraint allows the subject matter to be the main take-
away, Mever overpower the meessage with degign.

DETAIL

Minimalist design is unforgiving. Make sure the details are clean and
tight. This iz elevated minimalism, not conveniant minimalism.
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JULY 2078
Dutdoor Aetailer lradeshow, Denver Go.
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BREAKING DOWN "
BARRBIERS =

YOSEMITE FACELIFT
BROWN GIRLS CLIMB

MAUREEN BECK'S |
"EFF YOU" APPROACH

SAM ELIAS GOES
THE HARD WAY

COLLECTIONS

il
——
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Collection

FALL 2018 Catalogue

editorial content epreads
procuct spreads
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EXCLUSIVELY
AVAILABLE IN
JACKSON SQUARE,
SAN FRANCISCO
AND CARNABY
STREET, LONDON

MOVES

02717 "ZUEN MMOWLH’WNMTAINS

SEE HER STORY AT THENGRTHRACE. COMSHEMOVESMOUNTAING,

MEVER ETOPR EXPLORING™

Social madia post Spring 2018 campalgn exploration
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THE
NORTH

@FACE.‘\ MEN'S WOMEN'S KIDS'

FREE 2-DAY SHIPPING, TODAY ONLY

We've got new gear for your gift list. (You're gonna need a bigger bag.)
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THE BRAND'’S VOICE

GROUNDED

Fewer taglines. Fewer punz,
Let the product and collection names work harder. Use them. Be honest
and descriptive. Mot every story iz a campaign.

IN THE KNOW

Share, don't sell. Be knowledgeable, not &litist. Be inclusive, not exclu-
sive. Give access to the backstory.

CONFIDENT

Mo need to overstate or ovarsall, Mo fluff, just knowledge.

UNEXPECTED

Dare io disrupt, Embrace spontaneity when the story or subject matter
allows it. Edge, parsonality and humor are OK... No slapstick, nothing
offansive or polarizing.
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ALLOW
ME TO
RE-INTRODUCE
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NEVER o B
STOP NORTH

EXPLORING™ 1 &= FACEN




NEVER STOP EXPLORING™

First intraducead In 1987 and lncked up with the red box logo in 1008,
Mever Slop Exploring™ has been a key part of our marketing language
and messaging for 20 years. Its place within the messaging hlerarchy has
cartainly shifted over that time, from campaign tagline to a sign off ona
hangtag. But make no mistake about t—MNeaver Stop Exploring™ Is THE
ling for the brand. It's an impactful call te action, and perfectly articulates
the brand purpose. Our intenticn s 1o position this powerful statement at
the center of evensthing we do.

NEVER
STOP
EXPLORING"
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Chalk concept store - Bridgepart, Oregon
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ATHLETE! -
TESTED. " 4
EXPEDITION;
PROVEN >




ATHLETE TESTED.
EXPEDITION PROVEN.

“Expedition proven” has been in the Brand's lexicon since 1977. The
addition of “athleta testad” iz more recent and rounds out the brand's

promise. THF's design and developmeant has historically leaned onour
gthletas’ expertize and involvement. From brainstorming around unmet

needs and biue-sky congepting to rigorous in-the-field product teating,
the “Athlete tested. Expedition proven.” statement acts as a certification
of supeariority and a badge of exceallence,

This fine is uzed exclusively for Series level communication,

ATHLETE
TESTED.

EXPEDITI
PROVEN.~
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FALL 2018 Summit Serles Print Adwvertising
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SECONDARY LOGOS, MARKS AND LOCK-UPS

photo: Jimmy Ghin - Antarctica 2097
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SERIES

HELVETICA FAMILY FONT



SERIES LOGOS

They'ra badges of quality. They represent the very best that the brand
has to offer. These logos show up on product, at retail and in-brand
communications, and have, over time, built some equity and recognition.
SUMMIT, STEEP AND FLIGHT series logos share a
common grd a type lock-up.
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SUMMIT FLIGHT STEEP
SERIES SERIES SERIES




O

FUTURELIGHT

FLASHDRY..

VENTRIX.

DRYVENT.

WINDWALL.

THERMOBALL..

FUSEFORM..
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TECHNOLOGY LOGOS

The Morth Face iz committed to innovation. Season after season,
we uze trusted technologies, as well as the latest and greatest in textile
enginearing. Their branding is sscondary, however; first, they are badges
of suparior guality.

All tech wordmarks are trademarked and in Helvetica.
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FILMS FROM iR
= L D SPEAKER

& ikh & aiistion SERIES

sxtura, triumeh and cullure
Irarm & apnds ¢ e aartlh.

Cedar Wright, Clare Gallagher,
Alex Honnold, Emily Harrington
Breckenridge, €O / Monday 8/11 ¢ Riverwalk Centar

Tickets at thenorthlface. com/speakerseries

YETI
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BRAND PLATFORM LOGOS

Brand platforma are long-term investments. They exist to bring to life
activations that connect to consumers in authentic ard meaningful ways.
The identity associated with these experiencas |a a critical part of the
aquity bullding, it's the glue that pulla all the moments togathar and
craates a recognizable ownable property.
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EXPLORE FUND

PRINT/DIGITAL
LARGE

pr v g

THE
VTR

EXPLORE
FUND

Should be usad when the
loge is LARGER than 1.5
Inches wida, Print and wab,
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PRINT/DIGITAL
SMALL

Should be used when the
Ioge is SMALLER than 1.5

inches wide. Print and wakb.

In thiz version the space
betwean the dome shapes
is larger. This is to prevent
plugging at the smaller
zize,

DIGITAL
BUG

wilt
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SPEAKER SERIES

PRINT/DIGITAL
LARGE

THE
NORTH
FACER

SPEAKER

SERIES

Should be usad when the
loge is LARGER than 1.5
Inches wida, Print and wab,

PRINT/DIGITAL
SMALL

RORTH
FACE

SPEAKER

SERIES

Should be used when the
Ioge is SMALLER than 1.5

inches wide. Print and wakb.

In thiz version the space
betwean the dome shapes
is larger. This is to prevent
plugging at the smaller
zize,
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ENDURANCE

PRINT/DIGITAL
LARGE

A

VLA

ENDURANCE
CHALLENGE

h 4

Should be used whan the
logo is LARGER than 1.5

inches wida. Print and web.

CHALLENGE

PRINT/DIGITAL
SMALL

THE
mm
ENDURANCE

L] ] ERESE

Should be usad when the
logo is SMALLER than 1.5

inchas wide, Print and wakb.

I this varsion the space
between the dome shapes
is larger. This is to prevent
plugging =t the smalles
size.

DIGITAL
BUG
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NEVER STOP
CHICAGO




NEVER STOP (CITY)

PRINT/DIGITAL PRINT/DIGITAL DIGITAL
LARGE SMALL BUG

TR %
NORTH

NEVEH STOF
CHICAGO

THE
NUHEH\
FACED

NEVER STOP
CHICAGO

Skyline shaped top line of Should be used whan the
bax should be evocative of logo iz SMALLER than 1.5
actual location, inches wide. Print and web.
Should be usad whean the
logo is LARGER than 1.5
inches wide, Print and wehb,

In thiz version the space
betwaan the dome shapes
is larger, This is to prevent
plugging at the smaller
size,
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THE
NORTH
FACEND

IDEAL PARTNER BRAND LOGO
PLACEMEMNT
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BRAND COLLAB LOCK UPS

Whila these partnerships are based in a "drop” culture that
operates largely on the elements of surprise and freshness, it is
impertant to uphold some simple branding rules,

These ruleas apply to packaging, retail and communication,
NOT PRODUCT BRANDOING.

THE NORTH FACE FIRST

EQUAL SIZE LOGOS

USE THE LINE TEMPLATE
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photo; Pablo Durana - Antarctica 2077
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PHOTOGRAPHY
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AUTHENTIC
ACTION

“ULTIMATE
STORYTELLING"

ATHLETE + LOCATION

DOCUMENTARY-5TYLE

FROM WIDE AMNGLE
TO EMBEDDED

GRITTY, HOMEST
EPRIC ACTION

ON-BODY
NARRATIVE

“IM TS HATURAL
HABITAT

QON-800Y + LOCATION
LEGIT BACKDROPS

MOT ABOUT PRODUCT
DETAILS

HATURAL STYLE

CRED THROUWGH

CASTIMNG AMND
LOCATION

ON-BODY
PRODUCT

“STAAGHT UP*

ON-BO0Y + STUDIC

HOMNEST +
EFFORTLESS

AICH DETAIL
AGAD

MATURAL ETYLE AND

PRESENCE THROUSH
CRITICAL CASTING

174

PRODUCT
STILL LIFE

“WORSHIP THE
OEJECT"

QFF-BODY + STUDND

HARD ANGLE
LIGHTING

DEEF DETAIL
MAGED

BUTTERY AND RFCH



4 PHOTOGRAPHY TIERS

Whether it's a jacket or bag, an athlete or expedition, our subject matter
iz real and honaest. Authenticity is critical to the TMNF story —art direction
i3 simply how we draw attention to it. Confident and minimalistic, our
approach to photography is elegant and real.

We celebrate the beauty in everything that bares THF name. We explore
the many dimensions of our athlates, and travel the world to tell the tales
of their exploration, proudly and thoughtfully.

The building blocks of our photos might be consistant, but our images
sarve different purposes. To ensure aach leval of production is calibrated
againat ita objectives, we've outlined the following tisrs:

ACTION
ON-BODY NARRATIVE
ON-BODY PRODUCT

PRODUCT STILL LIFE
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photo: Pablo Durana - Antarctica 2017
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ON-MOUNTAIN ACTION:
EXPEDITIONS

The North Face has a long history of planning, funding, producing and
documenting expeditions in far-flung cormers of the planet.
Whether born of an athlete’s outrageous vision, or an oppartunity to test
the limits of a new technology in outerwear or eguipment, the outcome is
consistent: an authentic window into the elite of mountain sports.

A documentary-like capturing of moments defined by the action and
tha anvironmant, No filter needad.
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photos: Pablo Durana - Antarctica 2017
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photo; Tim Kemple - Jordan 2477
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photos: Tim Kemple - Jordan 2017
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Paul Bratt - BS 2018

photos:
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OFF-MOUNTAIN:
STREET CULTURE

As the brand continues 1o grow beyond the mountains, We must
acknowladge the nuances of storytelling in street culture.
Street photography brings its own set of rules, assthetic cues
and imperatives. From vibe to subject matter, shooter to location,
authenticity in storytelling off the mountain iz az impoiant az it is
crn-mountain.
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photos: Ghristaan Felbar - NYS 2078
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photo: Alex Pines - NY G 2018
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STYLE AND PRESENCE
Matural vs, posed. Comfartable and affartleszs,
Mo swagger, just candid.




PHOTOGRAPHY - CASTING

All talent should be natural with a stylish edge.
Youthful, but not juvenile. Gritty, but not granola.
They must represent the intersection of all territories, not the extremities.
An athletic build is essential. We want visible muscle tone, not skinny.

A city kid who snowboards.
A climber who collects sneakers.
An artist who camps.

CULTURAL FIT

Some understanding of TNF sports/activities.

DIVERSE

All ethnicities reflect The North Face and the use of models
from various backgrounds is preferred.

YOUNG AND YOUTHFUL

Noticably more youthful than current. 20-25, or so.

STYLE AND PRESENCE

Natural vs. posed. Comfortable and effortless.
Not swagger, just candid.

GRIT AND CHARACTER

Freckles, tattoos, scars, etc.
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DIVERSE

All ethnicities reflect The North Face and the use of models
from various backgrounds is preferred.



GRIT AND CHARACTER

Freckies, tattoos, scars, atc.
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*  CULTURALFIT
ne dferstanding of TNE sports/actiites
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PRODUCT
ON-BODY NARRATIVE

Mot just action, not just product.,
On-body narratives capture the essence and intention of the
product or collection,

Legit casting, believable locafion and relevant action are critical,
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photo: Greg Mionske - Portland 2017













PRODUCT
ON-BODY

Gone are the days of the “decapitated dads.” On-body product images
don't only show fit, but also the appropriate consumer.
Youth, vibe, presance and natural sense of style are critical.

THESE CASTING CRITERIA APPLY EVEM IF
THE FACE ULTIMATELY GETS CROPPED OUT.
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ON-BODY
LIGHTING SCHEMATIC

Lighting Is critical to on-figure photography.
It enhances the textures and elevates the product details,
By aimply lowering the light sources, shadows ars more pronounced,
making the image more strking.

Sea diagram for lighting guidelines.

BKG

Subject
46"
OBG

GHall Black Cmi @

L]
e
rECOBG
it ool l
CEmers
{aT"
43
L1 Measure to center of head 424 Silk 148" 0BG
230" OBGiof background) #5" OCR (Centar of C-Stand)
1207 OCR {off center right) 53" H

88" High

Pack 1 - 7.0 Powad/J00W - Profais BA
Light Moefer Reads F5 6 8010 (from subjact
pointed at kay light side)

12x12 Sitk S3°t1
on 2 med risera

A- 112" DBG
139" OCR

L2 Fack 2 - Secondary Head m Clcta 39‘ 0
8.4 Power/T22W - Profoio BA B 1857080
Light Mater Faads F11.5 47" OCH

Camerg S-Mimg:
L1 & L2 Both inside af Large Octabank Fi0 & 1125150320
Front bafle atlachad
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ON-BODY
PDP CROPPING

Budget and rights of usage determine whether we can show the talent’s

face. In the case of high-efficiency imagery, showing faces is often cost
prohibitive. Plaass follow these cropping guldelines.

Thiz eropping does not soften the casting rules. Cropped or not, please
ensure the person wearing our product feels youthful, We want personal-

ity and nuanced prasence. Pay attention to body language and/or subtle
details, like tattoos, hair, ato.
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ON-BODY
ANGLES AND DETAILS

Each product category has specific mandates for angles and details. See
saparate product photography guidelines,

Lighting, easting and styling rules apply equally to alt product photogra-
phy, whether for fit or colorway, online or catalogue, Aveid posing —allow
the model ta stand naturally, with confidence and ease. Hands, mave-
ment and gesturing are only ok when pointing out features or details,
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PRODUCT STILL LIFE
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PRODUCT STILL-LIFE
LIGHTING

Lighting is critical to product photography.

It enhances textures and elevates details.
Lowering the light sources makes shadows mone

pronounced, in turn Improving the image.

Saa diagram for lighting guidelings.
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PRODUCT STILL-LIFE
LIGHTING SCHEMATIC

L3
BKG
S _~BLK flag
62" H to bottom of flag
Jmera
L2 -
L1

ket

42 0CR

317 Hight 1o bottam of net

SB* Ll down
L1; Dctabank L2 Small Qetabank Rotaflex L3 Magnum Reflector
Draped in 12x12Z Full Silk 5" 0BG points at cailing for bounce
55" OBG 78" DCL a0" O8G
78" OCR 34" High 64" QOCR
52° High (Pivod point on head) 0 tilt 128" High [Pivol point on head)
527 Tilt down Light Mater Reads: 5.6 Light Meter Reads: 4.0 7710
Light Meter Reads: 11 (from center of table/point at  (from cantar of table’point
ifrom centar of table/paint light source) straight up)
at light source) *Light modifer is-halfway below

tabletop

“*Llse silver bounce card to fill in dark products
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PRODUCT STILL-LIFE
STYLING

Please refer to the following step-by-step explanation
of key item styling guidelinas.

TECHNICAL JACKETS
TECHMNICAL PANTS
LIFESTYLE JACKETS
LIFESTYLE PANTS
TEES AND TANKS
HOODIES
FOOTWEAR

BAGS
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10

iR

12

13

STYLING
TECH JACKETS

Styling has dimension with a natural, asymmetrical flow.
Praduct has a easually “worn' feal, while maintaining accurate shape.
One collar falling open, one more structured,

Mot stiff, not taut, not starched.

Arms have a relaxed curve to them.

Creaszes faal natural, and emphasize tha product lines.

Styling highlights layers, rich color, texture, detail,

Matural shadows,

Hoods, if applicable, are up and have volume, a slight sag.
Pockets closed, pulls vislble.

TriClimate Jackets should be open to reveal inner layer (closed),

Single-layer products can be styled open to reveal intenor features,
or closed, if not applicable, For referance, ses rad jacket with powder skirt,
Zip height variations encouraged.

Product datailz and lighting are rich and sompalling.
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10

STYLING
TECH PANTS

Styling has dimenslon and a natural, asymmetrical flow.
Praduct has a casually “worn' feal.

Leg shape is hinted at in styling around knees,

Mot stiff, not taut, not starched.

Creases feal natural, and emphasize the product lines.
Styling highlights layers, rich color, texture, detail.
Matural shadows.

Zips closed, pulls visibie,

Fasteners closad,

Product detailz and lighting are rich and compalling.
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STYLING
LIFESTYLE JACKETS

Styling has dimension with a natural, asymmetrical flow.
Product has a casually “worn' feel,

One collar falling open, one more structured.

Mot stiff, not taut, not starched.

Arms have a relaxed curve to them,

Creagea feel natural, and emphasize the product lines.
Styling highlights layers, rich color, texture, detall.

Matural shadaows,

Hoods, if applicable, are up, and have volume, a slight sag.
Pocketz clozed, pulls visible,

Styling can be thoughtfully playful for sslect products only — Le.. hand in

pouch for Fanorack.
Product detailz and lighting are rich and compelling.
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STYLING
LIFESTYLE PANTS

Styling has a natural, asymmetrical fliow.
Product has a casually ‘worn’ fasl, highlighting fit (straight, relaxed).

Leg shape is hinted at in styling around knees, Ensure a slight, natural curve —
do nat make parfectly straight.

Mot stiff, not taut, not starched,

Creases fesl natural, and emphasize the product lines,

Styling highlights color, texturs, datail.

Matural shadows.

Zip fiy halt open, button undone,

Close belt fasteners and untied drawstrings, where applicable.
Product detalls and lighting are rich and compeliing.

Plzase referance this subtle gradient for all laydowns.
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STYLING
TEES AND TANKS

Styling has a natural, asymmetrical fiow.

Praduct has a casually “worn' feal.

Not stiff, not taut, not starched.

Creases feal natural, and emphasize tha product lines.

Graphic prints and patterns are clear and sharp, not cbscured by creases.

Matural shadows,

Pleasa rafer to hoodie sieeve direction for long-sleeve tess.
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STYLING
HOODIES AND TOPS

Styling has a dimensional, natural, asymmetrical flow.
Praduct has a casually “worn' feal.

Not stiff, not taut, not starched.

Creases feal natural, and emphasize tha product lines.
Graphic prints, patterns, and textures are clear and sharp,
not obsoured by creases.

Matural shadows.

Sleeves have a slight natural curve,

Hoods are up, and have valume and a slight sag.

Zippers, if applicable, slightly open — one side should fall open
at the neck, while the other has structure.

Drawstrings to fall naturally down the middle.
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0z

03

04

05

0g

a7

STYLING
FOOTWEAR

Laces tucked tidily away.

All angles shot as pairs, apart from the sole.

Hero shot pair should be staggered to make most of lacing In back pair visible,
Drop shadows are real, not featheared in.

Match the angle shown hens for the rotation of hero palr.

Match the spacing shown here for top and hesl views.

All angles should be shot laterally or overhead,
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STYLING
BAGS

Hero shot bag closed — looks packed, but not stufed full.
Maintain a slight sag.

Drop shadows should be real, not featherad in,

Match perspectives shawn here,

Details are compelling and rich.

Props —phones, laptops ete. —ok for approved day bag
and back-to-school backpacks only.

All angles should be shot laterally or overhaad,
Always include a 3/4 angle.

241



242



COLLECTION / GROUP STILL LIFE

Group laydowns ane an industry go-1o. Avold clipped and pasted flat
laydowns —elevate product through artful executions.
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photo: Pablo Durana - Antarctica 2017
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CONTENT
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Imagination - HhEri"Eﬁﬂ clnama 2017
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NARRATIVE

The outdoors have always been framed in a light of the unattainable.
Historically the contant mada in this epace finds itself gravitating towards
the extremea and the unknown. Tha Nerth Face has made their name in this,
astablishing themselves through expaditions to places the average person
does not go and accomplishing things the average person will never do,
Aasthetically this lends itself to picturesgue landscapes and heroic
narratives but, consaquently, dizconnects itoelf emotionally from the
mass of viewars.,

We want the content that we create to bridge this gap betwean assthetic
and historical narratives to emotional relatability. Every piece should be
made with the intention of humanizing the cutdoors, moving away from solaly
objective baszed narratives to add more personal ones. Answer the question
of why somathing was achieved, before answering the guestion of how
something was achieved, An average viewer should be able to s2e
themsalves in some part of the character even if they cannot see
themselves in what that character iz achigving.

Cur film content, long or shert form, must:

COMMUNICATE HUMAN TRUTHS
CELEERATE THE MOTIVATION AS MUCH AS THE ACTION

HIGHLIGHT THE RELATABLE ALONG WITH THE REMARKABLE
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PRODUCTION PARTNERS

The Production Partner needs to match the creative need. i this is a
climbing story, it needs to have the right top angle shooters, If it's 8 unning
story, the production team needs to ba able to keep up in the mountains.
if it's & snow story, do thay have avalancha training?

Understanding the sport is only one aspect of production partner selection.
Their story telling ability needs to match the character- and narrative-driven
stories that The North Face is known for,

TECHNICAL

Kaeep it brief, capture attention quickly,

Establizsh character, conflict and premise in first minute.
Characters should speak in their native languages and add subfitles.
Avoid over edit post production, keep tones and actions as real as
possible (e.g. wise uze of slow maotion).

TONE

Tona should always be authentic to the pieca that is being presentad.
Grounded, In-the-know, Confident, Linexpectad, Candid,
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THE CONTENT CHANNEL STRATEGY:

Anfarcitica - Cedar Wright 2018

PLACES

Protecting Exploration

These Stories are about the places we explore, why
they are important, how they impact us, and what we
are doing to protact them, Mo longer are we telling
storles with a sole narrative centerad around a physical
faat, these piecas must includa anothar layer of par-
sonal, environmental and/or cultural prograss,
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2018 WS Fraeski Uniform - Stapt Studios 20717

el

PRODUCT

Enabling Exploration

We have a deep dedication fo quality in design, re-
sponsible sourcing, and innovation in all that we make,
all with the intent of enabling others to explore,

These are stories about product, collections and
deasigners that will give people a reason o buy,



Emily Harrington sends Golden Gafe - Loudsr than 11 2015 imagifation - Sherpas Cinema 2017

PEOPLE 147
Defining Exploration Inspiring Exploration
We are @ community of explorers with one shared These are the stories that are the most unique, break-
mindset: to improve the world through exploration. through stories that give energy to the brand.
Stories under the Explorers category are about what Typically binger and more unique productions that
it means 1o be an explorer, These stories are maant carry a specific namative or story independant from the
to enable and inspire people to define themsslves other 3 channsais.

as such. This extends 1o all brand ambassadors {not
exclusively athletes) and cover physical, emotional,
creative, and cultural exploration.

253



254



PACKAGING
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NEVER NEVER NEVER NE'
STOP STOP STOP ST
* EXPLORING™ EXPLORING™ EXPLORING™ EXI

Mailer bag with NSE repaat.
Black on recycled plaslic grey
Mo THF logo
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PACKAGING / ECOM SHIPPING

E-comm packaging i5 purpesefully understated to avold doorstep theft.
That said, a few subtle detalls help bring the brand to life.

NEVER NEVER NEVER NEVER NEVER
STOP STOP STOP STOP STOP

EXPLORING" EXPLORING™ EXPLORING™ EXPLORING"™ EXPLORING™

MSE repeat for all shipping itams.

257



Shipping boxes with M5SE repeat.
Black on raw paper tapa,
Mo THF logo.

258



Shipping box design
Branding applied on inlerior flap
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Shopping bags
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Gift box + Shopping bags
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VOLUME

Hign-recycled content craft card with

minimal ink coverage,
Whhibe insert with black ink.

SERIES

Flat black card with tonal spot UV gloss
varnish senes logo hit.
White insert with black ink.
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VANS

"OFF THE WALL"

ICONS - COLABS

Baspoke design or colorway for each
collection colab and/or season,
White Iinsert with black Ink.



PACKAGING / HANGTAGS

The intuitive hangtag system is composed of simple tering, consolidated

gizes, and succinct product information. This reduces waste and com-
plaxity, and allows the 1ags to tranacend terrtories and categories.

VOLUME
SERIES
ICONS/COLABS
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HANGTAGS
VOLUME
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LABELS

The simplified Label design system is compoasad of two sets, the “black
box" lzbal, and the “brown™ labal.
The Black box label is the main system, for use on all product excapt
haritage-inspired Mountain Lifestyle product which features the Brown
label,

Weaava textures wara inspired by the original, vintage pieces found in our
archives, Graated with the sharp detail and high quality of today's woven
standards.

100% recycled poly
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BLACK WOVEN LABEL SYSTEM

INTERIOR AND EXTERIOR WOVEN LABELS EXTERIOR ONLY
Eh

ICONS AND ICON-INEPIRED OUTERWEAR / BACK INTERIOR

-l - N-RN

OUTERWEAR / BACK INTERIOR

R
BACK-NECK INTERIOR / IN-SEAM
STANDARO M-S LR TEAN-AWAY

e

I
- g
¥
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BROWN WOVEN LABEL SYSTEM

INTERIDR AND EXTERIOR WOVEN LABELS

i N N T

EXTERIOR ONLY

i =A -4 " -

ICON AND ICON-INSPIRED OUTERWEAR

i - <R

OUTERWEAR ! BACK INTERIDR

BrANDARD |-DEas
il
. =l
=
B
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' L jfer NUPTSE avent - NYG 2018
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BRAND EXPERIENCES
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DESIGN DNA

The North Face's lsgacy and heritage brings a distinet design language

that is rooted in the brand’s DNA, These desgn tenents carmry the soul
of the brand. Whan followad and amplified, they ara the ingredients
that ensure not only consistency across all TNF expenences, they also
convey the unique character of the brand.

The Morth Faca brand axpearience deaign ia:

MATURAL
METICULOUS
SUSTAINABLE

ICONIC
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NATURAL METICULOUS

Simple, natural and relevant materials that capture the Skilled fabrication based on craftsmanship and atten-
eagence of a brand rooted firmly in exploration. tion to detall are a nod to the qualkty and innovation

that infuse TNF products.
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SUSTAINABLE

A fundamental guiding principle. Beyond matearial
chaolees, sustainability should dictate how we markat,

sommunicate, package and make every design and
activation decision.

ICONIC

Branding, color, materials, imagary, athletes, voice—
our exparienceas must convay 50 years of lsadership

and innovation in the fiald. Our iconic designs don™t
nead to ba the focal paint, but they do need o evoke

discovery,
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MATERIALS

The North Face's heritage and cultural capital bring a design language

that must be captured through materiats, Since our brand celebrates
exploration, tha materialz wa choose must be natural. And because we

also stand for quaity, the structures we make must feel sturdy and well-
built. The fundamentals of our Brand DMA and environmental dasign
include:

NATURE : WOOCGD

DESIGN : STEEL

L]

HERITAGE : GRANITE
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WoobD.
A reference 1o our heritage in the outdoors.

STEEL.
A reference to design and quality.

GRANITE.
& ned to ouwr heritage in the mouniains.,
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SPACE

From flagship stores to pop-ups, endurance challenges to music
events, we design immersive spaces that tell brand-relevant stories, The
location, environment and vibe, as wall as light, negative space, sound,

imagery, dimension and color harmonize to create impactful expeneances.

The North Face Brand expariances arg;

INVITING
CONFIDENT
IMMERSIVE

ELEVATED
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INVITING

Nevear exclusive or pretentious, our brand experiences
are inviting. The space should not feel overwhelming
or densa—it should feal open, accessibie and com-

fortable. It should invite you to stay and hang out. Tha
warm vibe doesnt just come from the design; staff,

music and programming are also key.
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CONFIDENT

Less i3 more when it comes to prajecting brand confi-
dence. Over-merchandized floors crowded with signs
and massages will never achlave the slegance of our
concigs brand storytalling. The future of our rich brand
expariance boilz down 1o fewer and more carefully
curated items.



IMMERSIVE

An impactful brand experience is immerslve—it tran-
scends the products sold on the floor, and elicits
fealings by hitting all the senses. This is an art that
raquirss nuance and desp brand awareness. It's not
about blanketing spaces with images and massages —
it's about targeted tactics. including the right music.
scent, staff and lighting, as well as installations vs.
imagery or statements, where applicable,

283

ELEVATED

If everything is impartant, nothing is important,
That's why we must present our key products with a
sensa of absolute and ralative importancs,
Abszolute: wal-designed, wall-written ways we draw
attention to the noteworthy product.

Relative: craate spaces around the tam to let it rise above
the rest of the line.

How we dasign experiances ia an extension of how we
feal about our product. Start with a gallary/artifact goal
v, a retall/product mandate.



Extra Butter Pop-Up - Denver 2018
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US Freeskl team uniform launch event - 2017
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US Freeski team unitorm launch event - 20017
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STORYTELLING

Storytelling is the epicenter of the consumer journey, and The North Face

has many stories to tell, From expeditions to design, athletes to preduct,
diving deap into the backstery |5 the bast way to breathe life into brand

experences. Assume the audience is interested, and make sure our
sxperience s interasting.

TREAT OUR PRODUCT LIKE AN ARTIFACT
THINK “"GALLERY" NOT “RETAIL"
UNCOVER THE BACKSTORY
FOCUS ON ONE STORY

NEGATIVE SPACE, SCALE AND REPETITION
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US Freeski tlunlm launch event - 2017
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291



292



THANK YOU.

Plsase consider this tha foundation upen which wa can keap the con-
versation going. A commaon vision across all giobal and regional creativa
teams and partners is critical to achieving the conzsistent and elevated
consumer journey that The North Face deserves.

Far any gquestions, files, assats or agditional guidance, pleass contact
The North Face Brand Dasign team.

THE NORTH FACE CONFIDENTIAL — INTERNAL USE ONLY
Thiz Book is for internal use only and cannot be used or reproduced
without the express written conzent of The North Face.
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