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Today's presenters

Petra Suptitz Lenneke Schils Benjamin van der Kloet

Director Marketing and Global Insights Director Head of Marketing (Benelux, Italy
Consumer Intelligence Consumer Panel & Iberia) at Innocent drinks
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The global story of people,
sustainability, and consumption

Business for

Crisis as The barriers to
Good @ Innocent

a catalyst being green

The Home as The importance of Recommendations
the Green Hub consumer trust
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The full picture

Intelligence on sustainability and the what and the why

of shopping behavior with a global or local perspective

THE WHAT AND WHY

Consumer attitude
GfK Green Gauge (Consumer Life Study)

Holistic and trended perspectives provide a full view of consumers relationship with
sustainability. Understand why and how sustainability impacts brands in all
industries

REPORT 202

CONNICTING WITW THE FUTLes OF
MALANASLITY AROUND Nl WORLD

= 25 countries

= 36,500 consumers; between 1.000 and 1.500 per market

L)
= Crisis as catalyst: staying ahead with green consumers

Sustainability & FMCG

Who cares, who does

Understanding the importance, development and real impact of eco-conscious shopping
in FMCG for future opportunities.

# WHO CARES?20
WHO DOES? 20

23 countries

>80,000 consumers

= Single-source purchase data

© GfK 4
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How are current
trends in green
values impacting
European
consumers?
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Despite (or because of) the crisis, environmental  Ffi%
concerns are top and rising

Preserving the Environment

Helping to preserve nature
(rank)

19

#23

2016 2018 2020
Bl Up 10+ ranks #15 personal value (out of 57) in 2020 in Europe,
B Up 5-9 ranks
Up 2-4 ranks up 8 ranks from 2016,
Up/down no more than 1 rank Up in 21 countries around the globe surveyed in 2020

GfK Consumer Life Global 2020 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 6
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Cynicism about the environment declines; CFK
support rises amid a global pandemic

GfK Green Gauge Global classification of consumers. Based on environmental concerns, attitudes and behaviors

Change in Europe from 2011 - 2020

(;’A{'ﬁ((*{//’
: hd

3 GREEN
inDeed

O 5ot Q +20ts Q +ops
-5 pts

GfK Green Gauge Global 2020 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
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Global youth leads on sustainability

In 2019, Gen Z led record Preserving the Environment
strikes for the environment to
urge their governments to slash Rank out of 57 personal values (Europe)

greenhouse gas emissions

GenZ #29 #15

2016 2020

Gen Z is “greener” than Millennials at the same age

% European 15-21 year olds (2011 vs. 2020)
38
26

Take the environment into consideration in purchase decsions

® 2011 (Young Millennials) m2020 (Gen Z)

GfK Consumer Life Global 2011 to 2020 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
= Crisis as catalyst: staying ahead with green consumers
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But it is not only Gen Z who acts sustainably

Gen X and Boomers take over responsibility for the environment

Preserving the Environment

Helping to preserve nature
(rank) 6 6

#10
13

16

15-19 20-29 30-39 40-49 50-59 60+

GfK Consumer Life, 2020 and 2014, C1 (Western Europe = BE, FR, DE, IT, ES, SE, UK)
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 10
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Conservation of energy is the top behavior GFK

Top sustainable activities in 2020 (European average,

—J - ) ~ahile Conserve water at home

Conserve energy at home 4 2 R~ “,...-. N lﬁ‘ 65%
G @ - -

Recycle

Travel in an eco-friendly way
when possible

Consider environmental protection
when making purchases

een Gauge Global 2020 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
s as catalyst: staying ahead with green consumers
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A+++: BIEAIE
European i e
MDA Market
40 Energy efficiency is the most important feature when selecting
20 I appliances (Europe Average)
o
2013 2020

MR Highest in GER (48%)
BIEE |owestin FR And GB (28%)
11 Growing fastest in Italy (24%)

68% ) 65% ()o62%

Dish washer Refrigerators Washing machines

Market Intelligence: Sales Tracking, MDA: Cooling, Washing machines, Dishwashers, Tumble Dryers, Cooking
GfK Consumer Life Global 2020 GfK Green Gauge Global 2020

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 13



Energy efficiency plays a lesser role for TVs GFK

because other aspects are more important here

European PTV/Flat market: energy label development (units)
A++

A+

7%
Other

2014

Market Intelligence: Sales Tracking, PTV/Flat; GfK Consumer Insights Engine; Europe
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers

Importance when selecting a TV (Europe Average)

5 6 % Display quality
5 5 0/0 Smart TV online

app access
Importance of energy
efficiency when

selecting a TV (Europe
Average)

24%

— .

© GfK 14



Expectations are also changing in the
area of mobility

...of households
own an electric car

Consider an
electric engine
for their car

55% B Total Europe

I Green inDeed

GfK Consumer Life Global 2020 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers
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Eco-activism in FMCG is rising

Biggest concern is plastic waste

% of shoppersin EU10, 2020

Top: Germany (38%)
Top concerns EU-10:

#1 Plastic Waste

#2 Climate change
#3 Air pollution

Low: CZ (18%)
Off the chart: Russia 5%

In 2019, global eco-activism was
at 16%. This year, it's up to 20%.
In Europe it's even higher: 24% are
taking prompt measures to cut
down plastic waste.

GfK Who Cares Who Does 2020 EU-10.

= Crisis as catalyst: staying ahead with green consumers © GfK
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Top/bottom actions and behaviors

r:' . ' . ;
68% / )
. ’I’ \ :
When | buy grocerie n I go out and tak I ill‘pack.is avallab

drugstore articles, | have a bag / |th me, | use refil h it
basket with me to carry my o mg bottle »

purchases. i .

v

.f.f

I dellb avoid buying
drinks in plastlc bottles

g 2] o '
GfK Who Cares Who Does 2020 EU- 10_ \
28-Apr-21 = Crisis as catalyst: staying ahead W|t en consumers - fK
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FMCG

Plastic singled out as it is the main concern, but those that take action

take wider sustainability measures

170%

More likely to
avoid plastic

90%

26%
More likely to More likely to More likely
avoid buying be looking for to “always”
products recycling labels recycle plastic
packed in on packaging in

plastic store

GfK Who Cares Who Does 2020 EU-10.
= Crisis as catalyst: staying ahead with green consumers

Eco-actives
(Index vs. average shopper)

More likely to look for
alternative ways in all
areas of life

64%
48%
32%

More likely to More likely to Taking

be sharing recycle clothing alternative

goods with travel to the car
others more more vs.
than last year last year

80%

More likely to
be looking for
Fairtrade or
animal welfare
labels

...and more likely to
‘stretch’ sustainability

27% 26%
More likely to More likely to
be eating less try to buy from
meat than companies that
last year pay fairly
© GfK

GFK
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FMCG

Eco-actives are open to many different solutions

Eco-actives (Index vs. average shopper)

More
availability of
organic products

More
availability of
carbon neutral

products

Products Refill
that use

systems to bring
less water

own containers to
the store

138% A 137% A 134% A 130%

GfK Who Cares Who Does 2020 EU-10.
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers

More
availability of
local products

126%

Packaging
that is free from
single-use plastic

120%

© GfK 19
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VWhat do
companies have to
overcome?

© GfK
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Relayed responsibility

Manufacturers & governments are expected to act

Who can make the biggest difference to controd
and limit environmental damage (EU 10, 2020)

Manufacturers

40%

Government

GfK Who Cares Who Does 2020 EU-10.
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 22
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Opportunity GEK

Consumers are waiting for eco-friendly offers that suit their lifestyle

The environmentally friendly I' would do more for the The environmentally friendly I'm too busy-to make my
alternatives for many of the environment, but | don't alternatives for many of the lifestyle as environmentally
products | use are too expensive know how products | use and need just friendly as | would like

don't work as well

GfK Consumer Life Global 2020 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS).

Crisis as catalyst: staying ahead with green consumers © GfK



Urgence and acceptance differ

Need to make it an integral part of category management

...but prioritization of measures depends on the category
and perception of the shopper

Focused Invest in
solutions different
needed solutions ‘
i 1 H 2 Home Care
Need to rethink solutions in { » e

Personal Care

Home and Personal care

adjust sub- Communicate
-2 ordinately the advantage

Dry/Packaged food

Beverages

GfK Who Cares Who Does 2020 EU-10.
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 24



Perception of viable solutions differs

Refill systems

or bring own

containers to ‘
the store

Products in

packaging that can .
be 100% recycled

Solutions to reduce the environmental impact of grocery shopping: nghter-welght
Which work for you? packaging
Category: home care

GfK Who Cares Who Does 2020 EU-10.
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 25



Business cannot ignore
By 2025...

$860bn

...Eco-active o ...Eco-active
population share / spend on FMCG
O globally

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 26
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No do consumers

trust and how can
brands stay ahead

the game and
ve the agenda?

© GfK

/
GFK



Most types of institutions only enjoy trust
from less than half of consumers in Europe

% who trust groups & institutions to tell them the truth

Academics 64 #1 inall
Non-governmental a1 European
global organizations (NGO) countries

Charitable organizations surveyed

Media

w

Your country's government
Businesses

Well-known individuals 2

w

U . N
(0]
~
N
=

Religious organizations 20

GfK Consumer Life Global 2019, T3 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 28



Only a minority of consumers completely trust CFK
company claims about sustainability

Believe environmental claims on
labels/advertising

Trust claims companies make
about their business practices
related to the environment

GfK Consumer Life Global 2019, B9 (Europe = BEL, F, GER, IT, ES, SWE, UK, RUS)
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers
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Crisis as catalyst: staying ahead with green consumers

Business for

@

© GfK

/
GFK

31



)



AN

‘““

Al
.. >
=

=N\
| am Ben(jamin)

head of marketing BLINI @ innocent drinks
ambidexter
Benanas




Douglas Lamont
Chief Squeezer

Jessica Sansom

Sustainability cheer leader
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Conor Love

Lemonardo Da Vinci

Christiaan van Doornik
Elderberry
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Lois Hinx

Pro-juicer

Benjamin van der Kloet

Benanas



my top 5 tips for a successful
purpose led business

(so that you don’t have to lie at a beauty pageant when you say you want world peace)



1.
be in it for the long run






consumer
perception



2.
be serious about your purpose
be fun with your people
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3.
be purpose driven
and values guided



why do you do what you do?




how do you things?

(innocent) values

be natural

i e
be entrepreneurial

r

be responsible

Be yoursell & the besl version of @
Speak up, horeally and openly

Treal elhers e way you'd e 1o be
teated - dinkers, cuslomars, avarsons

L _J
e

Make things hoppen - doa't wait lo be

asked
Ity re 7O zure, then go for @

Feves, avar give in - lind o way

thad woarks

L_ _J

-

Keep promaes & shck

I eamrilFmenis

Leave thangs beser than you find them,
el in ke kdchen, the

busimess or the wider world

Dran’| e lama

-
be commercial

Alwiays negoliale - be lough & gel

a greal resul

Maleh the Bme pud in la
the value erealed

I

k Keep the mamn thang Ihe main thing

I"'

be generous

.

Give quality reakime feedback ko avery-

one & don't miss sul the
taugh shulf

Make lime 1o say thanks & celebrale

success along the way

Lend a band wilth Bme, skills,

experience & cups of tea J




4.
be a brand reflected by the inside



Gh

we are innocent



where we come from
who we are
how we behave

parg

O



3h

-

Fruntsfpck 06,
A bitlike last yeur
“but with taller trees

and drfferenf bands. :

| 5th .~ 6th Augusf 12-9pm. Free 4]
Regenf's Park, tondon, g

- Live music from Arrested Development, NormanJ;ly ' .
Nouvelle Vague, AIM, Breaks Co-op and London Community
‘Gospel Choir. Plus @ DJ tent, posh food ond dinks stalls,

formers’ market, tons of kids' entertainment, yoga, ‘,1 iy

mungoomer ﬂwﬂhﬁmmundmavhowma
smoonna or two. o

" A free festival for nice people, organised by{us Jot e

uﬂmucouf www _fruitstock.co.uk

s D\m‘ﬂnrgef to bring your loose chunge )
for our charity, Wellchild,-and cakes for oUr 4
hommnder.akqﬁul i L *

iﬁ&ﬂlﬁ?ﬁ&ﬁ m

&%




5.
become a B Corp



we became a B Corp in 2018

3h

B Corps zetten zich in om met

bedrijf goed voor onze -

ploneei te zorgen.

g



it’s not an overnight job

Certified Certified B Corporations meet the highest
standards of verified social and environmental
performance, transparency, and accountability.

We are people using business as a force for good.

— https://bcorporation.net/
Corporation



https://bcorporation.net/

my top 5 tips for a successful
purpose led business

in only 10 minutes

1. bein it for the long run
2. be serious about your purpose, be fun with your people
3. be purpose driven, and values guided
4. be a brand reflected by the inside

5. become a B Corp

6. don’t think you’ll get there with just these 5 tips
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Behavior Change Loop

A strategy for each step

Trust Motivation

Result @) Triggers

Enable

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 57



Gen/Z is redefining what it means to be CFK
an environmentalist

Think tech savvy and green as a “badge of honor.”

What

resonates
with Gen Z?

Provide ways to showcase a green “badge of honor” through signals
that explicitly communicate eco-friendliness (e.g., logos)

‘7

Align product and service offerings with the needs of a busy,
mobile lifestyle

‘7

Offer sustainable products through streamlined retail experiences
that leverage new technologies (e.g., social media shopping, visual
search)

Apple’s trade-in program encourages owners to do “one last great thing
with” their device. “Do what you love while respecting the planet”

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 58



Use the right triggers to convince and SR K
Inspire your target group

The BMW electric Mini Amazon’s Frustration Free Packaging
triggers positive experiences limits negative unboxing experiences

Fisher-Price Toys
Standard vs Frustration Free
Unboxing Experience and Waste Metrics

Standard Tier 1: Frustration-Fre¥

19+ -95%

8,736 -88%

6,683 :=-99%

https://www.mini.com/en_MS/home/automotive/allelectric.html;

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 59


https://www.mini.com/en_MS/home/automotive/allelectric.html

Enable and educate your target group
on environmentally friendly behaviour
©

P 0 N

Vue d'ensemble Toutes mes transactions

3,252 (QBCC

Emissions de COZ
UT YOUR CARBON FOOTPRINT IN HALH

WITH SIMPLE EVERYDAY ACTIONS

https://www.ikea.com/us/en/this-is-ikea/sustainable-everyday/a-better-world-starts-at-home-pub2c6b4861; https://www.greenly.earth/
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 60



https://www.ikea.com/us/en/this-is-ikea/sustainable-everyday/a-better-world-starts-at-home-pub2c6b4861
https://www.greenly.earth/

Build scale and therefore convenience

©

B-Corp boutique at a leading Dutch Terracycle’s The Loop teams up with
retailer increases product manufacturers, retailers and food service to

findability for conscious shoppers create a closed loop for packaging reutilization

S O @

J
SAMEN VOOR EEN
o~ ESE—
| _“BETERE WERELD
B S .
—_—

About B Corps, about us and about you
New and positive enerty

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 61
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Be prepared for market disruption

b

U4y LEaNSEpOs

GfK ConsumerPanel Germany FY 2020 data & Why2Buy

= Crisis as catalyst: staying ahead with green consumers

©

own a (similar) machine

Non-user: 232L/year
Active user: 133L/year
That’s 100 liters of bottled water less!
A 100 bottles saved

© GfK
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Unite in results (- (9%

Increase commitment and loyalty by making it visibly personal

T

Picnic’s personalization of . Ecosia invests much of the
shopping data helps H&M turns old T-Shirts into a orofit in tree planting and

visualize contribution levels baby blanket or a new sweater communicates the results

123.968.776

Lass uns Baume pflanzen!

Moche Ecosio 2u deiner neuen Suchmaschine ur

https://www.ecosia.org/
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 63



Build trust. Claims/certifications will be more CFK

critical, and more scrutinized than ever before
@

Adidas is a founding member of Elon Musk is donating $100 Million for
the NGO Parley for the Oceans New Carbon Capture Technologies

——

FUR DIE OZEANE

wr Wie bammplen fur Ozesne shne Punstic uad
machen aes Plastkenill funiticosle Sporisecduate

https://www.mini.com/en_MS/home/automotive/allelectric.html;
28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 64



https://www.mini.com/en_MS/home/automotive/allelectric.html

Behavior Change Loop

A strategy for each step

Trust Motivation

Result @) Triggers

Enable

28-Apr-21 = Crisis as catalyst: staying ahead with green consumers © GfK 65
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GfK Sustainability Reports

GfK Green Gauge

GfKGreen Gauge® delivers an in-depth look into
sustainability-related consumer trends, attitudes, and
behaviors in 25 countries. At the heart of Green Gauge
is its five-part segmentation based on sustainability
attitudes and activities. Built with the marketer in mind,
this global system empowers targeting of large
consumer groups based on a holistic view of their
sustainability perspectives.

Find out more about Green Gauge Report

and register to receive a sample report

= Crisis as catalyst: staying ahead with green consumers

- |4 WHO CARES?20
WHO DOES? 20

Who cares, who does?

In this report you'll get a detailed understanding of perceptions of
sustainability among FMCG shoppers, the actions shoppers are
taking to be more environmentally friendly, and the actions they
expect from manufacturers. We link the survey to our purchase
panel data so you can directly see the impact of environmental
concern on brands chosen as well as product formats purchased
at a macro level and for your category(s).

Find out more about our Who Cares Who Does Report

and request a sample report

© GfK
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https://www.gfk.com/gfk-green-gauge
https://www.gfk.com/global-report-sustainability-concern-action?hsCtaTracking=d5a7c645-a707-4a68-b35f-1f1edf87b812%7Ce56e4c32-d80d-4f29-a8a9-981e0ac99cff

Contact us for more details

Lenneke Schils

Global Insights Director Consumer Panel

Petra Siiptitz

Director Marketing and Consumer Intelligence

E Petra.Sueptitz@gfk.com E Lenneke.Schils@gfk.com
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