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Awards received in the reporting period

= 2008: Connecticut Clean Energy Community = 2009: Recognition as a US Environmental
Award from the Connecticut Clean Energy Fund as Protection Agency Green Power Partner for
one of two Connecticut companies committed to purchasing 100% renewable electricity and
purchasing 100% renewable energy. ranking 8th in total green power purchasing

amongst US printing companies.
= 2008: Gold Award from the Paperboard Packaging

Council for Elizabeth Arden’s Brittany Spears = 2009: American Package Design Awards for
“Believe” Elizabeth Arden’s Brittany Spears “Believe”, and
for Organicare’s USDA certified organic skin care
= 2008: Gold Award from the Paperboard Packaging line.

Council for The Topps Company’s “Topps Triple
Threads” cards line.



http://www.ctcleanenergy.com/
http://www.ppcnet.org/
http://www.ppcnet.org/
http://www.ppcnet.org/
http://www.ppcnet.org/
http://www.epa.gov/greenpower/topl
http://www.epa.gov/greenpower/topl
http://www.gdusa.com/contests/apda

CEO Statement

Our industry must radically rethink packaging in order
to survive. Honesty about our impacts is the starting
point for this process.

At its most elementary level, Curtis
Packaging’s 165-year history is built around
the health and sustainability of our world’s
forests. Without trees, there is no paper
(or packaging!). Our goal is to purchase
100% of our paperboard through certified
paper mills to ensure the health of our
planet while minimizing or “right sizing”
the footprint of the packaging to eliminate
excess waste. We are committed to climate-
neutrality, powering our operations with
100% renewable energy, and progressively
improving our environmental performance.

We began our sustainability efforts in 2004 as our
Beyond Compliance campaign. Since then, our business
has doubled as our approach has evolved to include
internal innovation and extensive external partnerships.
Our customers have grown to include a great number of
market segments—each with customers seeking a lower
environmental footprint, greater corporate transparency,
and the assurance provided by our numerous third party
certifications.

Since 2004, we have:

Partnered with CERES and the Sustainable
Packaging Coalition

Achieved Forest Stewardship Council (FSC)
and Sustainable Forestry Initiative Certification
(SFI)

Won a CT innovation award for our
biodegradable and recyclable CurtChrome
printing process

Completed an energy efficiency retrofit of our
manufacturing facility and offices

Partnered with Yale's School of Forestry

and Environmental Studies to develop an
Environmental Management System and to
perform a Life Cycle Analysis of CurtChrome

Participated in the crafting of the Federal Trade
Commission’s (FTC's) Green Guidelines revision
to ensure environmental claims are honest and
avoid “green washing”



What started out as an environmental campaign
quickly evolved into an overall paradigm shift as
sustainability became embedded in our business
strategy. As the first company of our kind to adopt
robust environmental standards, we have faced many
challenges along our journey: from educating customers
to monitoring our supply chain. We weathered cuts during
the recession, but our sales are rebounding and we are
now hiring again.

We are establishing a series of strategic sustainability
goals with the input of multiple stakeholders from inside
and outside our company. They guide our priorities over
the short, medium and long term. Creating strong metrics
and a performance tracking system to meet the Global
Reporting Initiative’s standards both

» Captures savings through eco-efficiency and imroved
financial tracking, and

» Promotes internal initiatives to accurately track
environmental impacts and assess our risk profile.




As part of the ISO 9001 and ISO 14001 certification
processes, we are developing an internal communications
strategy that focuses the efforts and objectives of our
employees on improving our environmental management.
Informed and inspired employees are the core of our
operations. We will cultivate environmental leaders in the
company with the capacity to drive future management
priorities.

We can begin to transform our industry by example
and through cooperation. We will continue to reinvest our
revenues in creating eco-sensitive printing innovations.
We will seek to reduce the upstream and downstream
environmental footprint of our product through strong
supply chain collaboration and customer engagement.

In the future, we hope to achieve energy-neutrality and
leverage our position of industry-leadership to rethink
packaging and its place in an environmentally aware
society.

We are publishing our comprehensive sustainability
report in line with the Global Reporting Initiative
standards because transparent reporting is imperative
as responsible packaging pioneers. We are submitting a
Level C report this year, and look forward to publishing
more detailed annual reports as we standardize our
internal data collection and articulate our management
practices. While Application Level C requires 10 key
performance indicators, we are reporting on 24 indicators
to maximize our transparency and create a baseline for
more detailed future reporting. Ultimately, we hope to set
an example for the entire industry. This report focuses on
2009 data and provides 2008 data where available and
relevant.



At Curtis, we view transparent and standardized reporting as the next step in incorporating
sound environmental management into our business strategy. While we know that the

path forward will be challenging, our experience illustrates that implementing cost-
effective sustainability strategies will protect and support the long-term economic and
environmental health of the communities where we do business. These will also ultimately
improve our profitability. What is now called “sustainable” is what we have always called
sound corporate strategy. It is a simple commitment to being a good neighbor, employer,
and socially engaged corporate citizen.




Curtis At A Glance

Curtis Packaging Corporation manufactures folding
carton packaging and offers integrated printing and
packaging services to consumer-facing companies. We
are a family owned company incorporated in the state
of Connecticut, with a single manufacturing facility
collocated with our headquarters in Sandy Hook,
Connecticut. We produce luxury packaging for a range of
consumer products.

Cosmetics
Software
Liquor
Entertainment
Sporting Goods
Pharmaceuticals

Gourmet Chocolates

Health and Beauty



We see sustainability as a constant process of
questioning and innovation. Unwavering regulatory

. . ) . Employees 139 179
compliance is the first step—we have had zero issues or
complaints from regulatory agencies, our employees, or Net Sales $29,899,131 $39,361,684
our customers in 2008 or 2009_. We are a sn_1a|| company, Debt : Equity 1.407 1.545
so trust and external cooperation are essential to our
success. Please refer to the section on stakeholder Cartons Produced 160,376,638 197,995,000

engagement for a full list of our partners. These
partnerships will be invaluable as we delve further into
examining our upstream and downstream impacts in the
coming years.

2009 was a challenging year at Curtis. Sales, and
therefore employees and production, were significantly
impacted by the economic downturn and decrease in
consumer spending on luxury products. Fortunately, our
sales have already started to rebound through the end of
2009 and early 2010. We are excited about the coming
year, and have already begun new hiring—in many cases
bringing back the employees we let go during 2009.

Direct Material Input kg materials/$ 0.21 0.14
kg materials/carton 0.039 0.028
Direct Water Input | water/$ 0.0048 0.0046
| water/carton 0.00089 0.00090
Greenhouse Gas Intensity kg CO2-e/$ 0.075 0.087
kg CO2-e/carton 0.014 0.017
Waste Production ka/$ 0.15 n/a
kg/carton 0.028 n/a

Please refer to the Materials section for a detailed explanation of our environmental indicators.



Our absolute and relative
greenhouse gas emissions both
decreased significantly from 2008
to 2009. Our emissions intensity
improved by 14% while our
overall greenhouse gas emissions
decreased 35% compared to the
25% drop in sales.

Our energy efficiency capital
investments have reduced our
footprint by 321 metric tons of
CO2-equivalent (CO2-e) emissions
annually—lowering our 2009
emissions by 16%.




Goals

In 2010, we will maintain all of our existing
programs and fully integrate quantitative environmental
management standards into our existing framework.
In doing so, we will complete both an ISO 14001
Environmental Management System certification and
apply Life Cycle Assessment to quantify the effects of our
CurtChrome technology.

This report is the first time we have fully examined
our environmental impacts. As a leader in the packaging
field, we do not want to prematurely set unrealistic or
uninformed targets, and thereby pressure others in the
industry to do so. We believe that emissions reductions
goals should be based on solid data and are in the process

of establishing the systems and internal structures to
ensure accurate tracking going into the future.

Forecasting emissions is difficult. We have doubled
output over the past five years (the current downturn
notwithstanding). If we continue to grow, absolute
impacts may increase; however, since our products are
more responsible than the industry norms, an increase
in our total emissions could create a marginal emissions
reduction across the packaging industry.

Over the next five years, Curtis plans to make a
capital investment in a new boiler. We will continue to
reduce travel and implement more teleconferencing

that will reduce the air travel, hotels, and rental cars.
Additionally, Curtis may install solar photovoltaic cells,
purchase hybrid cars for the sales team, and convert the
delivery truck to biodiesel if a reliable supplier begins
operations in Connecticut.

10



About this report

This report covers the calendar year 2009. In most
cases the report includes comparison data from 2008.
We published our first sustainability report for the fiscal
year 2007, but did not report for 2008 because we
changed from a fiscal reporting year to a calendar-based
reporting year. The data included for 2008 are for the
calendar year. We consider this, our 2009 report, to be
our first complete Sustainability Report as it adheres to
the GRI Guidelines. We will publish future sustainability
reports annually.

As family owned company, Curtis Packaging is able
to focus on the needs of our stakeholders without the
pressure of quarterly earnings statements. We ask
ourselves the following core questions:

D we perform beyond societal and
O regulatory expectations?

A we a responsible and consistent

recommunity partner and employer

over time?

H can we minimize our
OWenvironmentaI footprint

through cooperation and

communication?

As a family owned and managed corporation
operating a single facility, setting the boundaries for our
first comprehensive report is relatively straightforward.
We include all activities that fall under our operational
control including our facility, delivery truck, and sales
force transportation. Our carbon footprint also includes
emissions from purchased electricity.

This report draws primarily on the G3
Guidelines published by the Global Reporting
Initiative and the Greenhouse Gas Protocol
endorsed by the World Resources Institute and the
World Business Council on Sustainable Development.
Our greenhouse gas accounting relies on the 100-year
global warming potential of each trace gas published by
the Intergovernmental Panel on Climate Change in 2007.

The highest level of responsibility for sustainability
sits with the CEO, Donald Droppo, Jr. The CEO directly
oversees all sustainability initiatives. Donald Droppo,
Sr. is the chairman of the Board of Directors and the
retired CEO. Our Board of Directors has two additional
independent members.

We invite you to comment on this report and our
operations. Please contact our CEO, Donald Droppo, Jr.,
at dondroppo@curtispackaging.com with any questions or
comments about this report.

11
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Our Employees

At Curtis, our employees are our lifeblood. Our products require skilled craftsmanship
that is increasingly scarce. We hire the top people in the field and keep them working
for us through fostering a welcoming work environment and a great company culture.
Over the next few years, we will look to develop a comprehensive human rights policy
that will cover our employees as well as employees in our supply chain.
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E Curtis Packaging M Connecticut Minimum Wage [OFederal Minimum Wage

We have 139 full time employees: 35 salaried, and
104 hourly. We do not have a significant number of part
time employees. Entry-level employees receive $10/hour,
21% above the Connecticut minimum wage of $8.25/hour
and 39% above the federal minimum wage of $7.25/hr.
Our employees are not unionized; however, we have
no policies in place to prevent them from doing so. In
2009, 78% of our employees received a formal annual
performance review. Our 2010 goal is to develop a new,
more comprehensive, performance review procedure.
This method will measure the past year’s performance
of each employee and will requirement management
to develop an individual development plan for each
employee. The development plans will be aligned with
the department goals for continuous improvement.

We provide our full time employees and their families
with three medical plans from which to choose, dental,
and eye care coverage. All full time employees have life
insurance and short-term disability at no cost. We also
offer our full time employees both vacation time and
holidays. All full and part time employees are eligible to
participate in our 401K Plan. We are constantly improving
our health and safety practices, and hold regular safety
meetings with our employees. We have had no incidents
of fatalities or occupational diseases. We do not currently
track absenteeism as a metric, but it is not a known
problem with our workforce. Between 2008 and 2009 we
reduced our injuries per hour by 18% and our lost days
by 8%.

Injuries Per Hour Worked 0.000036 0.000044
Lost Days Per Employee 0.47 0.51

12



Diversity

Diversity and inclusion are extremely important at
Curtis. Ensuring an inclusive workplace is the right thing
to do, is good for our employees, and provides us with
the variety of perspectives and approaches that are
essential to our operations. We have had no gender or
ethnic discrimination incidents and we seek to recruit and
maintain a balanced workforce.

Manufacturing is traditionally a male dominated
sector, and we face continuing challenges to achieve
gender parity. Our senior management has the highest
proportion of females, 43%, of any division, but currently
lacks minority representation.

Amongst our salaried employees, the male to female
salary ratio is 1.03 while it is 0.97 amongst our hourly
employees. Compared to the average composition
of the Connecticut population, we employ a much
higher proportion of people from Asian, Pacific Island,
and Hispanic backgrounds. We have an active non-
discrimination policy and welcome talented people from
all backgrounds as we expand our operations in the
coming years.

2009 Gender Diversity

2009 Ethnic Diversity

Hispanic
12%

Multi-Racial
1%

American Indian or
Alaska Native 0.4%

African American
10%

Asian/Pacific
Islander
4%

White

73%

Connecticut Ethnic Profile

Hispanic
24%

160 -
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120 + B Female

100 -
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60 |
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0 ‘ I == ==

Office Staff

Senior Professionals

Management

Overall Factory Floor

African American
1%

Asian/Pacific
Islander
14%

Source: US Census data, 2008.

White
61%



Employee Tenure

We experienced a lot of changes with our employees
during 2009. Mostly due to the economic downturn, but
some to retirement, our overall workforce decreased by
28% from 2008. Our business is growing again now and
we are making new hires. A significant number of these
hires are people who left the company in 2009. In 2009,
our employees had been with the company for an average
of 15.6 years.

Total Turnover 28%
Female 25%
Male 20%
<40 yrs. old 27%
40-59 yrs. old 22%

>60 yrs. old
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Our Community and Stakeholders

We believe in a broad definition of community; one that extends from houses
adjacent to our Sandy Hook, CT facility to the global community of all people.

We engage with our community through charitable Curtis selects stakeholder representatives that can
donations and through our stakeholder representatives. effectively provide constructive feedback and criticism
We supported seventeen local and national charitable on our practices. Each of our external stakeholders is a
organizations in 2009. For example, we have donated leading authority in the respective category: from the US
tens of thousands of luminaries to Relay for Life events EPA to the Connecticut Business and Industry Association.
held throughout Connecticut by the American Cancer Our goal is to maintain a regular relationship with at
Society. As an additional fundraiser, individuals purchase least one representative stakeholder from each of the
the luminaries and candles to line the course as the categories described on the following pages.

participants walk through the evening.
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We view stakeholder engagement as a path to both inclusive management and
risk mitigation: the more perspectives we understand, the better we operate.

Employees

We engage our employees directly through frequent
email correspondence, formal annual reviews, and
quarterly town hall meetings, as well as three or four
unscheduled company-wide meetings throughout the
year. Manufacturing statistics are posted in prominent
locations in our facility on a monthly basis. Our senior
management meets weekly to review our financial and
operating results, as well as our sales opportunities
and challenges. Our Director of Quality holds monthly
meetings with company supervisors to discuss
performance.

Customers and Suppliers

Curtis has the opportunity to create lasting
partnerships with customers and suppliers that enable
innovation and increase transparency. We communicate

frequently with our customers and suppliers about
sustainability, quality, logistics, and contractual
responsibilities. Through these communications, we have
the opportunity to educate and raise expectations both
upstream and downstream.

Curtis receives regular customer and supplier
feedback through formal score cards, quarterly meetings
with sustainability officers, and less formal weekly
meetings and phone calls. We incorporate changes
through our weekly management meetings. Customer
feedback has encouraged Curtis to participate in
certification initiatives such as the Forest Stewardship
Council, and cooperation with a supplier created
CurtChrome: a biodegradable and recyclable printing
alternative that won us a Connecticut Platinum Innovation
Award.




Community and
Non-Governmental Organizations

Curtis participates in a variety of coalitions and
organizations that represent local and global interests.
Curtis belongs to the Ceres Coalition, holds Forest
Stewardship Council and Sustainable Forestry Initiative
certification, and supports renewable energy and clean
development through the Connecticut Clean Energy Fund,
Community Energy/Green-e, and Reforest the Tropics.
We have always been an active member of the Newtown
Chamber of Commerce and frequently have executives
sitting on the board.

We meet monthly with the Forest Stewardship Council
and the Sustainable Forestry Initiative about packaging
and labeling standards. We attend Ceres’ annual meeting
and welcome their response to our sustainability reports.
We communicate quarterly or semi-annually with the
Connecticut Clean Energy Fund, Community Energy/
Green-e, and Reforest the Tropics about our shared
projects.

Government and Regulators

Curtis is an EPA Green Power Partner and is ranked
8th nationally for green power purchasing in the printing
sector.

Curtis cooperates with state regulatory agencies
through two engineering groups that track all of our
incoming and outgoing materials, ARCADIS and TRC. We
provide the groups with monthly data on what materials
we have used and the waste we produce. These groups
convert and report data to the state and ensure that
our policies are current with state regulations. They
review the current regulations to ensure our compliance

when we make new chemical purchases or changes to
manufacturing processes. These groups also handle site
visits from the Department of Environmental Protection.

Industry Associations

Curtis belongs to the Independent Carton Group, the
Connecticut Business and Industry Association, Cosmetic
Industry Buyers and Suppliers, and the Sustainable
Packaging Coalition. Our CEO sits on the Connecticut
Business and Industry Association Board, and actively
participates with the Sustainable Packaging Coalition and
Cosmetic Industry Buyers and Suppliers.

17



Our Customers

Our customers are our key partners in sustainability.

Our packaging quality and manufacturing
practices add value and protection to
consumer products, but much of the
value addition requires cooperation and
communication with our customers about
their needs and communication strategies.

We use feedback from our customers
to drive our continuous improvement
initiatives that are part of our ISO 9001
quality system. We gather this information
from formal reports that are supplied
to us by our customers on a monthly
or quarterly basis, depending on the
customer. This information is brought to
our management review meetings where
we develop continuous improvement goals
designed to meet or exceed the customer’s
expectations, which are measured on their
reports. During this meeting we reassign
resources to address any negative trends
from any internal indicators that are
measuring our performance to the goals
that have been established to improve
the customer satisfaction measures.
Confidentiality is core to Curtis Packaging’s
business. A significant proportion of our
business involves launching new products,
and we have never received a complaint.

18



Climate and Energy
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Climate change is the first major challenge that
humanity must address collectively. Despite recent
controversies, and the unfortunate decrease in public
understanding of the issue, there is no scientific doubt
about the reality and importance of human-made climate
change. Emissions from human activities have increased
the atmospheric concentrations of greenhouse gases
such as carbon dioxide, methane, and nitrous oxide.*

In turn, these gases trap solar radiation, drive the wide
temperature and weather fluctuations observed in
the past decade, and cause ocean acidification that is

destroying the world’s coral reefs. This chart illustrates
these impacts from 1845—the year Curtis began
operations.

*Source of CO2 Concentration data: Keeling, C.D. and T.P. Whorf. 2005. Atmospheric
CO2 records from sites in the SIO air sampling network. In Trends: A compendium of
Data on Global Change. Carbon Dioxide Information Analysis Center, Oak Ridge National
Laboratory, U.S. DOE, Oak Ridge, Tenn, U.S.A.

Source of Temperature data: Brohan, P., J.J. Kennedy, I. Haris, S.F.B Tett, and

P.D. Jones. 2006. Uncertainty estimates in regional and global observed temperature
changes: a new dataset from 1850. Journal of Geophysical Research 111:D12106,
doi:10.1029/2003JA009974.

©Crown Copyright 2006; data provided by the Met Office
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We take climate change seriously and
believe that businesses of all sizes should
address greenhouse gas emissions directly
and immediately. As a society, we need

to achieve 80% overall greenhouse gas
emissions reductions by 2050 in order to
preserve the integrity of our planet, improve
our quality of life, and radically alter the way
businesses function.

In response, we have worked to reduce the energy
our operations require, and ensured that any necessary
energy is climate neutral. We were the first carbon
neutral printing and packaging company in North America.
Our operations run on 100% renewable electricity and
we offset 100% of our unavoidable greenhouse gas
emissions in 2009 with verified forestry projects in the
United States. We are a US Environmental Protection
Agency Green Power Partner and received recognition as
a Connecticut Climate Change Leader in 2008 as one of
two companies in the state committed to purchasing all
renewable electricity .




Since we began our sustainability programs focused on climate
neutrality five years ago, our business has doubled in size.

We believe that much of our sales increase is attributable
to our identity as a responsible company. In this same
time, our energy efficiency capital investments have
reduced our footprint by 321 metric tons of CO2-
equivalent (CO2-e) emissions annually—lowering our 2009

emissions by 16%. These reductions were accomplished
through two projects. A lighting efficiency retrofit saves
us 572,000 kWh annually, and reduces our electricity bills
by $56,200. We also converted to bakeless printing plates,
and now save 170,000 kWh, or $32,000 annually.




Our Energy Footprint

Our absolute and relative greenhouse gas emissions
both decreased significantly from 2008 to 2009. Our
emissions intensity improved by 14% while our overall
greenhouse gas emissions decreased 35% compared to
the 25% drop in sales. Emissions intensity standardizes
emissions as a function of net sales in dollars.

Curtis Packaging consumes three types of primary
energy: fuel oil for heating the facility, diesel for the
delivery truck, and gasoline for the sales team’s vehicles.
We are considering a variety of options to reduce impacts
in this category, including investing in a more efficient
heating system and purchasing hybrid electric vehicles for
the sales team. Grid electricity accounts for all indirect
energy consumption within our operational boundary.

2009 Energy Use

Fuel Oil #4

Diesel (allunits in gigajoules) 2009 2008

Fuel Oil #4 5,127 8,149

o . Diesel 1,131 1,216
Electricity Gasoline

Gasoline 1,657 2,133

Electricity 14,196 21,574
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Curtis Packaging calculates direct and indirect
greenhouse gas emissions following the standards set by
the Greenhouse Gas Protocol. Indirect emissions include
our only Scope 2 source, grid electricity consumption, but

do not include any upstream or downstream emissions
from sources outside of the company’s operational
control. We offset 100% of our direct emissions through

The Carbon Neutral Company and purchase Renewable Total Emissions 2240 3438
Energy Credits through Community Energy to cover Direct (Scope 1) 550 870
100% of our electricity use. We retire all offsets and .

credits purchased. Scope 2 emissions use the electricity Indirect (Scope 2) 1690 2568

grid emissions factor for Connecticut. Including our
emissions offsets and renewable energy purchases, our
net emissions are zero—the requirement for our Carbon
Neutral Certification.

2009 Greenhouse Gas Emissions

Direct

Indirect




Greenhouse Gas Accounting Standards

As our next step in climate responsibility, we have
now voluntarily published an investor report for the
first time through the Carbon Disclosure Project (CDP).
The report covers the 2009 calendar year and uses the
accounting standards specified by the Greenhouse Gas
Protocol (GHG Protocol).

So far, our greenhouse gas accounting has covered
what the GHG Protocol terms Scope 1 and Scope 2:

e Scope 1 covers all “direct” greenhouse gas
emissions from the boiler at our facility, our
delivery truck, and the cars that transport our
sales force.

e Scope 2 covers the “indirect” greenhouse gas
emissions from purchasing grid-based electricity.
These emissions occur at the generating facility,
but we are responsible because we use the
electricity. We purchase verified Renewable
Energy Certificates (RECs) for 100% of our
electricity use, but the GHG Protocol and the CDP
require businesses to report Scope 2 emissions
based on the average greenhouse gas emissions
for the regional electricity grid. If Scope 2
emissions calculations included purchasing RECs,
our net emissions would be zero.

We realize, however, that our reporting scope is
limited. Curtis has not yet been able to obtain the data
to calculate our Scope 3 greenhouse gas emissions:
those upstream and downstream of our own operations
other than electricity. On average, Scope 3 greenhouse
gas emissions are 75% of a company’s total impact,
though this can vary widely. Current GHG Protocol
standards mandate Scope 1 and Scope 2 calculations, but
leave Scope 3 optional because it is significantly more
difficult to collect the appropriate data. In the future,



https://www.cdproject.net/en-US/Pages/HomePage.aspx
http://www.ghgprotocol.org/
http://www.ghgprotocol.org/

we hope to work with both our suppliers and our larger
customers to fully calculate our Scope 3 greenhouse gas
emissions. Until then, we will continue to use qualitative
environmental criteria to screen our suppliers whenever
possible. Please refer to the materials section for more
information on our practices.

Absolute Emissions
and Emissions Intensity

kg CO2-e/$ 0.075 0.087
kg CO2-e/carton 0.014 0.017

Companies report greenhouse gas emissions in
two ways: absolute emissions and relative emissions.
Stabilizing atmospheric greenhouse gas concentrations
requires an 80% absolute emissions reduction; however,
most businesses normalize their emissions to sales
to produce a relative emissions number expressed as
“greenhouse gas intensity”. Greenhouse gas intensity can
be a function of any relevant factor, but is usually based
on sales in dollars or sales in units.

Reductions in greenhouse gas intensity do not equal
reductions in absolute greenhouse gas concentrations,
and do not independently present a viable solution to
climate change. If a customer switches from a supplier
with a higher greenhouse gas intensity to a supplier with
a lower one, overall emissions decrease. Instead, though,
due to economic and population growth, both businesses
are likely adding customers. Each individual consumer
needs to buy less, while collectively; all consumers need
to buy more responsibly.
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Climate Change Risks and Opportunities

We do not expect to face direct negative financial
implications from climate change in the near future.
We have already internalized the costs of a carbon
neutral economy into our business operations through
our 100% carbon neutral and 100% renewable energy
policies. If anything, our energy and electricity costs
may decrease as the renewable energy industry achieves
better economies of scale. Our Connecticut facility will
not face significant physical risks and our supply chain
is reasonably secure and comes from a broad resource
base. Paperboard packaging is a product that does not
appear to offer specific opportunities in light of climate

N
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toxicity. While tradeoffs exist in some cases, we believe
that we offer our clients the combination of superior
quality alongside responsible materials.

Over the next few years, we are looking forward
to developing official standards for screening suppliers
on environmental and social issues. Such standards
will require the cooperation of our buying consortia
because Curtis does not have the purchasing power to
independently dictate supplier behavior.

We realize that 100% recyclable does not
mean that 100% will be recycled. Therefore,
we promote improved consumer awareness
as well as increased demand for post-
consumer recycled content products. We
need to work with our customers to ensure
that they include educational messaging
about recycling in their design choices. In
addition to our Forestry Stewardship Council
and Sustainable Forestry Initiative certified
products, we offer our customers both 80%
and 100% post-consumer waste content
options .
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Key Material Indicators 2009 2008

j— Direct Material Input kg materials/$ 0.21 0.14
f{f_ﬁ_{ :‘h'e‘l_._r_ : kg materials/carton 0.039 0.028
5 . M"‘ B v Direct Water Input | water/$ 0.0048  0.0046
e ‘ﬁ— | water/carton 0.00089 0.00090

E \ Waste Production kg/$ 0.15 n/a

f ’ kg/carton 0.028 n/a

Our key material indicators provide a snapshot of our
\\ performance on a per-dollar of net sales and a per-carton

shipped basis. Direct Material and Water Inputs measure
the actual mass of material and volume of water entering
our facility.

Total Direct Material Inputs

Material Intensity (kg/$) 0.21 0.14
Paperboard 1223 2508
FSC/SFI Certified 779 1746
100% Post Consumer Waste 389 672
80% Post Consumer Waste 55 90
Metallic Coating 1243 n/a
Aqueous Coating 2 n/a
UV Coating 23 20
UV Ink 14 14
All Other 365 n/a
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Waste production measures wastes generated at our
facility.

Total Waste Metric tons 4548
Waste Intensity kg/$ 0.15
Recycled Paper Waste Metric tons 1105
Recycled Metal Scrap Cubic meters 40
Liquid Waste Metric tons 3352
Incinerated Waste Metric tons 81
Landfilled Waste Metric tons 10

2008 waste data are not available

In 2009, 15% (by mass) of Curtis Packaging’s
recorded inputs were from post-consumer waste (PCW).
This compares unfavorably with the 29% (by mass) of
recorded inputs for 2008. However, the difference does
not reflect an operational change; data for a number of
inputs are not available for 2008. 2009 recycled content
stands at 46% if the inputs unavailable in 2008 are
excluded from calculating the percentage. For applications
where recycled paperboard is not appropriate, Curtis
Packaging offers Forestry Stewardship Council and
Sustainable Forestry Initiative certified products.

We have recently begun comprehensively tracking
our water use. The only use is incurred from cleaning,
maintenance, and domestic purposes. We aspire to
improve our water use overtime, but do not expect
drastic annual improvements because our manufacturing
operations do not require water. Before water use
tracking began, we installed waterless urinals. We plan
to improve further through selecting the most efficient
technologies when making new capital investments and
creating employee awareness.

Municipal Water (gallons) 37,822 47,255
Municipal Water (liters) 143,345 179,096
Water Intensity (I/$) 0.0048 0.0046
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Paperboard

All of our paperboard is either certified sustainable
virgin material or made primarily from post consumer
waste. We offer Forestry Stewardship Council and
Sustainable Forestry Initiative products alongside 100%
and 80% post-consumer waste content products because
more of our customers select virgin paperboard than
recycled paperboard, We source from suppliers with the
highest environmental standards in the industry such
as Mohawk Fine Papers and Monadnock Paper Mills,
paperboard suppliers operating on 100% renewable
electricity .

Inks

We choose to use completely VOC-free, UV cured
inks to move beyond compliance with laws limiting VOC
emissions and to protect our employees and community
from potentially hazardous health effects.

CurtCHROME, Foil Laminate,
and Metalized Polyester

CurtCHROME is our environmentally friendly ink-
based alternative to foil laminate and metalized poly.
The CurtCHROME process creates folding cartons that
are biodegradable, 100% recyclable, and less expensive
to produce than conventional processes. We continue to
use the less easily recycled metallic coatings, such as foil
laminate and metalized polyester, because our customers
request them. Looking into the future, we will work to
educate our customers and reduce our dependence on
these materials .
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Global Reporting Initiative

Reporting Level C

Disclosures and Indicators

Standard Disclosures Page
Number
=5
9T 2 Statement from the most senior decisionmaker of the organization (e.g., CEO, chair, or equivalent senior position) about the relevance of
c= 1.1 3
g c ) sustainability to the organization and its strategy.
n <
2.1 Name of the organization 7
2.2 primarv brands. products. and/or services 7
2.3 Operational structure of the organization, including main divisions, operating companies, subsidiaries, and joint ventures. 7
K] 2.4  |ocation of organization's headquarters 7
'§ 2.5 Number of countries where the organization operates, and names of countries with either major operations or that are specifically relevant to 7
[ : the sustainability issues covered in the report.
8 2.6 Nature of ownership and legal form
o
'g 2.7 Markets served (including geographic breakdown, sectors served, and types of customers/beneficiaries).
N Scale of the reporting organization, including:
H « Number of employees;
2 2.8 < Net sales (for private sector organizations) or net revenues (for public sector organizations); 8
o * Total capitalization broken down in terms of debt and equity (for private sector organizations); and
* Quantitv of products or services provided.
2.9 Significant changes during the reporting period regarding size, structure, or ownership 8
2.10 Awards received in the reporting period 2
3.1 Reporting period (e.g., fiscal/calendar year) for information provided 11
3.2 Date of most recent previous report (if any) 11
3.3  Reporting cycle (annual, biennial, etc.) 11
3.4 Contact point for questions regarding the report or its contents 11
Process for defining report content, including:
35 ° Determining materiality; 11
) * Prioritizing topics within the report; and
 Identifvina stakeholders the oraanization expects to use the report.
3.6 Boundary of the report (e.g., countries, divisions, subsidiaries, leased facilities, joint ventures, suppliers). See GRI Boundary Protocol for 11
" ) further auidance.
E 3.7 State any specific limitations on the scope or boundary of the report. If boundary and scope do not address the full range of material economic, N/A
ﬂE’ ) environmental, and social impacts of the organization, state the strategy and projected timeline for providing complete coverage.
il 3.8 Basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced operations, and other entities that can significantly affect N/A
s ' comparabilitv from period to period and/or between oraanizations.
v 3.9 Data measurement techniques and the bases of calculations, including assumptions and techniques underlying estimations applied to the 11
g ) compilation of the Indicators and other information in the report.
&) 3.10 Explanation of the effect of any re-statements of information provided in earlier reports, and the reasons for such re-statement (e.g., N/A
) meraers/acauisitions. chanae of base vears/periods. nature of business. measurement methods).
3.11 Significant changes from previous reporting periods in the scope, boundary, or measurement methods applied in the report. N/A
Table identifying the location of the Standard Disclosures in the report. Identify the page numbers or web links where the following can be
found:
* Strategy and Analysis 1.1 - 1.2;
* Organizational Profile 2.1 - 2.10;
3.12 ° Report Parameters 3.1 - 3.13; 34
) * Governance, Commitments, and Engagement 4.1 - 4.17;
» Disclosure of Management Approach, per category;
e Core Performance Indicators;
* Any GRI Additional Indicators that were included; and
* Any GRI Sector Supplement Indicators included in the report.

A GRI content report can be found at the Curtis Packaging website.
Please check out the Carbon Disclosure Project for more information about our climate and energy focus.
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https://www.cdproject.net/en-US/Pages/HomePage.aspx

Standard Disclosures

Page

Number
4.1 Governance structure of the organization, including committees under the highest governance body responsible for specific tasks, such as 11
E ) settinag strateay or oraanizational oversiaht.
o “i £ 42 Indicate whether the Chair of the highest governance body is also an executive officer (and, if so, their function within the organization’s 11
2 S ) manaaement and the reasons for this arranaement).
o 5 5 4.3 For organizations that have a unitary board structure, state the number of members of the highest governance body that are independent 11
H E g ) and/or non-executive members.
3 E g’ 4.4 Mechanisms for shareholders and employees to provide recommendations or direction to the highest governance body. 15
Ogcw
§ 4.14 |ist of stakeholder groups engaged by the organization. 15
4.15 Basis for identification and selection of stakeholders with whom to engage. 15
Performance Indicators Page
Number
° EC2 Financial implications and other risks and opportunities for the organization’s activities due to climate change. 28
E EC3 Coverage of the organization's defined benefit plan obligations. 12
w EC5 Range of ratios of standard entry level wage compared to local minimum wage at significant locations of operation 12
EN1 Materials used by wieght or volume 31
EN2 Percentage of materials used that are recycled input materials 32
EN3 Direct energy consumption by primary energy source 22
g EN4 Indirect energy consumption by primary source 22
°E’ EN8 Total water withdrawal by source 32
§ EN16 Total direct and indirect greenhouse gas emissions by weight 23
E EN18 [Initiatives to reduce greenhouse gas emissions and reductions achieved. 21
u EN23 Total weight of waste by type and disposal method 8
EN22 Total number and volume of significant spills 32
EN28 Monetary value of significant fines and total number of non-monetary sanctions for noncompliance with environmental laws and regulations. 8
LA1 Total workforce by employment type, employment contract, and region 12
LA2 Total number and rate of employee turnover by age group, gender, and region 14
. LA4 Percentage of employees covered by collective bargaining agreements. 12
_S LA7 Rates of injury, occupational diseases, lost days, and absenteeism, and number of work related fatalities by region. 12
)
= LA12 Ppercentage of employees receiving regular performance and career development reviews. 12
LA13 Composition of governance bodies and breakdown of employees per category according to gender, age group, minority group membership, and 23
other indicators of diversitv.
LA14 Ratio of basic salary of men to women by employee category. 13
cwn
2=
g ) HR4 Total number of incidents of discrimination and actions taken. 13
T
>
]
'S SO8 Monetary value of significant fines and total number of non-monetary sanctions for non-compliance with laws and regulations. 8
o
n
2
5 E PR5 Practices related to customer satisfaction, including results of surveys measuring customer satisfaction. 18
3%
T e
£2
a a PR8 Total number of substantiated complaints regarding breaches of customer privacy and losses of customer data. 18
o
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