Find your
sustainable

_ opportunity space

in times of

uncertainty

GfK Inspiration Days 2023




GfK offers several angles from which to tackle sustainability
You can chose the angle(s) that are most relevant to you at the moment

Chose as many out of the three angles as you like

Discover how to leverage Learn the competitive position of Find the right sustainability target
sustainability in your category your brand(s) group for your brand(s)
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Discover how to
leverage
sustainability in

your category

GfK Green Sector Briefs




Sector briefs help you leverage sustainability in your category
What'’s in it for you?

Most relevant category insights

Where does the

environment rank as a Which eco aspects are Willingness to pay sector Sources of information
purchase driver? most relevant? sustainability premium? regarding eco impact?

Which relevance Which sustainable Whether you can expect Where to communicate
sustainability should have product features need to a financial gain from
In your business strategy be developed first playing sustainability right
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In detail: Report content and investment
GfK Green Sector briefs

Content in detail: > Investment per sector
= €5.500

= Includes PPT Insights report with summary
and recommendations

Sector User Profile
=  Who they are (important demographics)

= Position on sustainability (knowledge, concerns . .
vl g ) = As well as an online presentation of the

. results
Corporate Expectations

= Top responsibilities and expectations of companies P ———

= |ndustry ratings on sustainability

Sustainable concumption remalns top-of-mind

Sustainability purchase impact within sector

= Context: Where environment ranks as a purchase driver — _ anl il T e

* Important eco aspects in sector purchase decision
= Sources of info for learning about sector eco impact A

=  Willingness to pay sector sustainability premium

30-Mar-23
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Exemplary output of the sector brief
Example: Fashion

Demographic profile

Demographic characteristics of Germans who bought clothing in the past & months

7 2 ()‘{ of German

have bought clothin
past & months

Compared with 73%
total population

QD Marital Status
Single [never
wariar I 2
—
ol unian/living
together I 13%
Separated)

drvorced vidowed l 15k

GIK Graen Gaug

742602022 GiK Corsumer |

742802002
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more for the environment by being

Treat your target group as ecologically versed consumers

They feel they know quite a bit. While a third concede that they know only a
little or nothing about environmental problems, they don't seem to see this as
an issue. The vast majority of Gen X fashion buvers cannot be persuaded to do

Stepping up for the environment appeals to your target group

GFK

GFK

They appreciate companies being forced to publish impact statements,
responsible sourcing. Half of them claim companies should educate them - but

N

“I would
ZOO/ for the envi Require annual environmental impact st
o but | de It is important that companies responsi

Large companies have a greater

Companies should educate consum

Interested in buying product

New tech

Will not buy from cour
G Green Gauge Plus study 2002 5614; G6_3 Top
G Comsumer Life Germany Green Gaugs® Repart

Will invest in companies r

Interested in a job/ca

Prefer to buy from those whe

GIK Green Gauge Plus study 2022 A

07/12/2022 G Consumer Life Germany Green ¢

of Fashic only 20% say they would do more for the planet if they knew how

Ideally start with (further) optimizing manufacturing
Fashion buyers consider it the most important stage from an ecological
standpaint. In manufacturing, delivery and disposal, try to keep transporting

distances as short as possible

Stages at which it Is most important fi
environmentally friendly

45%
I ! I

Manufacturing
stage

Use stage Disp

G Green Gauge Plus study 2012 S5

742602002 G Consumer Life Gemmany Green G;

and coammonicate thic toovnor taraot ornon

Environmental impact can differentiate your brand

While the main purchase factors are quality, comfort and price, these are must-haves
that every brand (including you) has to deliver on to be considered. Fabric/ texture, look
and style, ease of cleaning and eco-friendliness are all vi™" o ’ ’
brand profile

Impaortant factor in clothing pur

Comforts

Enmvironmentalimpact / its cifect on the e

Past expesience with brang
The brand's coun

Wl

Iwanttobes

Recommendatic
Offers subscript

K Crmen Cauge Plus study 2022 $611 [Germary filter)
K Conzumer Life Gemany Green Gauge® Repart

F26/2022

Packaging is your main eco lever for clothing

Minimal and recyclable packaging are by far the most important green factors
for your target. While they are concerned about microplastic, only a third pay
attention to natural materials - which is below the total eco fashion buyers. In
general, Gen X eco fashion buyers are less picky than average

Impaortant environmental aspects In clothing purchase decisions
{amang these wha consider the environmentimportant]

Recyclable packaging

GfK Green Gauge Plus sudy J012 $541 [Germary fiterl. fitered an respondents wha lisbed ‘smviroomental Impact” 2 2 purchaze factor forclothing
GiK Conzumer Life Gemany Green Gauge® Repart

/3803012
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Learn the competitive

position of your
brand(s)

Brand performance module
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Brand performance module tells you how you measure up
What'’s in it for you?

Most relevant insights

How does your brand perform against green category expectations? How are your competitors measuring up?

L

Who your biggest What green strengths you What green weaknesses Where there are white
competitor is in the green should communicate you should mitigate spaces in the market you
space can claim
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In detail: Report content and investment
Brand performance module

Content in detail: > Investment for Germany
= €7.500

= Includes PPT Insights report with summary
and recommendations

Your brand’s performance on
= Rating of overall sustainability
= - i ili tati . .
Cross-category sustainability expectations = As well as an online presentation of the
= Sustainability expectations in your category results

= All of these aspects in comparison to the performance
of your key competitors comemai

GfK Green Gauge lens, per segment

=  Awareness and consideration of all brands

=  Popularity of all brands (first choice)

= OQverall rating of your brand on sustainability against the —  p—
competition /.

30-Mar-23
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Exemplary output of the brand performance module

Example: Major Domestic Appliances

Purchase Funnel performance of your brand versus the competition
based on each GfK Green Gauge segment (in %):

Cighmom'
e.g. u! URLCLEIN

AIDED BRAND
AWARENESS CONSIDERATION FIRST CHOICE

Conversion Conversion

Your brand 42 . 39 38 I 15
Competitor A 40 . 36 33 I 12
Competitor B m 44 . 38 29 I 11
Competitor C 10 | 7 57 | 4

If you were buying personal electronics, how important is low energy

consumption* in your purchase decision?
(in %, very/ extremely important)

100

75
50
25 I

Total DE GREEN /{mewa/’ Carb "n 1 DED
inDeed 4CREEN  Cironen JAOEL)
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*Other sector specific purchase drivers available




Find the right
sustainability target

group for your
brand(s)

GfK Green Gauge
Segment brief

‘,‘;.;\ =4 I L -~
30-Mar-23
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GfK Green Gauge helps you find the right sustainability target
What'’s in it for you?

Most relevant insights per segment

What is the segment
share among the total Which segment fits which Who are they? How to reach this
population? type(s) or brand? segment?

4 4 4 A 4
Whether it this a Which segment your Whether your current How to tailor your
mainstream or niche future sustainability target groups match your products and
target strategy should focus on focus segment communication to them in
order to maximize your
success

30-Mar-23 © GfK
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In detail: Report content and investment
GfK Green Gauge segment brief

Segment descriptions in detail: > Investment
= €6.450

= Includes PPT Insights report with summary
and recommendations

Who are they
= Socio-demographics
= Lifestyle, interests and activities

= As well as an online presentation of the
=  Personal values results

Sustainability motivations

Carben Demographics -~
CULTURED &

= Sustainability concerns and attitudes

= Green behaviors in general

= Green behaviors in your category

= Relevance of sustainability for shopping decisions in your
category

Shopping behavior

= Purchase relevant attitudes and behavior

= Sources of information and communication channels

How to engage

= Recommendations on how to engage each segment
enriched with examples

30-Mar-23
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GfK Green Gauge segments cover a spectrum of sustainability
They provide marketing guidance across the spectrum of sustainability

attitudes, behaviors, and opportunities

2 GREEN
inDeed

¢

( &'&meoar

CULTURED

\ Y,

In Need

30-Mar-23

Approach to environment

The most active in thought and action

How to engage them

Highlight safety/wellness benefits; support social
issues; invest in omnichannel retail

Green is a badge of honor/status symbol

Showcase eco-status; align with busy lifestyle;
leverage new technologies

)

Pro-environmental attitudes, but focus on “easy’
behaviors

Make going green easy; focus on need-to-know
information; highlight affordability

Willing, but not able - need the tools

Align with social values; offer value for money;
educate about emerging retail

Skeptical, cynical, but still participate sometimes

Focus on the basics; quell safety concerns; offer
dynamic in-store marketing efforts

© GfK 14



Exemplary output of the Green Gauge segment brief
Example: Fashion

Carbén Snapshot
CULTURED

E_Toa. Sl

The largest segment among Gen X fas
the Carbon Cultured cohort is more lil
and a member of the Boomer generat
involvement into the environment is s
segments. But they don't quite reach
commitment - and are thus not as am
Instead, wastefulness s their declarec
environmental actions to avoid wastir
money. Correspondingly, their main b
price.

GIK Congurmar Lifa Ganmany Graen Gage® Resort
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N orava ahank dha

C arbén Demographics

CULTURED

— .
e 15
o7 [

|
47% ‘56"0 (
\

Married Parents Some |
+7 pts from Total DE +7 pts from Total DE ed|
+éptsfi

Gk Consumer Life Global 2022 demographics (Ger

Jenuary 13 Gk Consumer Life Gemmany Green Gauge® Report

®

5
. i

Carb‘n Er:vuro?mengal1 F:nferns - .

CULTURED FBxtremely worried about our planet, especially pollution

92% .

of Carbon Cultured say “environr
pollution” is a very/ extremely se
+19 pts from the German total

87% =mmm

of Carbon Cultured say “glot
change/ global warming” i
extremely serious issue

+16 pts from the German tota

GIK Consumer Life Gloal 2022 GG_1 [Germary it

January 23 GIK Consumer Life Germany Green Gauge® Report

2y

Opportunity spaces for your brand

Exemplary output of GfK Green Gauge segment shares

Total Population

N GREEN
“» In Need

Glamour

JGREEN

GREEN
inDeed

Februzry 23 Win i the green space; *feasibitty 1o be dscussed

Ca rbé;n Mindset

CULTURED Deeply rooted environmentalism

e Rank #6: Preserving the
él environment: Helping to
preserve nature

+4 ranks
Rank #22: Being in tune

with nature: Fitting into
nature

+4 ranks

#19

X

&

Rank for Carbon Cultured out of 43 life attitudes
| go out of my way to make
sacrifices for the good of the
planet; +3 ranks from Total DE

Rank for Carbon Cultured out of 43 life attitudes
| feel guilty when | do something
that is not environmentally

friendly; +7 ranks from Total DE




Have we sparked your interest?
Feel free to get in touch with us

Tobias Schulz

Client Business Partner

Nadine Zehe

Client Business Partner

+49 911 395 4578
tobias.schulz@gfk.com

+49 911 395 3209
nadine.zehe@gfk.com
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