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1. Contextual Trends (Chris)

2. The Sustainable Market Share Index (Randi)
3. Views from IKEA (Malin)

4. Views from PepsiCo (Emma)

5. Discussion and Q&A
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Exciting New Research Platform!

Participating Countries
2019

Representative online samples of approximately
1,000 adults per country in each of 25 countries
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1. CONSUMERS ARE STUCK
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Healthy &
Consumers are largely stuck SRR

Rewarded Company for Being Responsible, Average of 16 Countries,* 2001-2019 Living
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*Includes Argentina, Australia, Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Nigeria,
Russia, Spain, Turkey, UK, USA. Not all countries were asked in all years. This question was previously asked
using an in-person and telephone methodology.

T7. Over the past year, have you considered rewarding a socially responsible company by either buying their products or speaking positively about the @_Eﬂ
company to others? Would you say you have...?
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2. SUSTAINABLE LIVING IS NASCENT
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Very few consumers sae/ they currently live a completely healthy Healthy &
and sustainable lifestyle Sustainable
Currently Living a Healthy and Sustainable Lifestyle, Average of 25 Countries, 2019 gt L

A Global Consumer

_ Insights Project

. Not at all
A little 2

14

Completely

Moderately
47

R19_12ac

Q12a. Thinking of your life overall (especially what you eat, what you buy, how you go from place to place and how you consume energy), to what extent do wﬂ
9 you think you are living in a way that is good for you, good for others and good for the environment, all at the same time?
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3. FOOD & ENGAGEMENT BEST DEFINE SUSTAINABLE LIVING
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Healthy eating and ethical consumption are most connected to healthy ..., 5
and sustainable living
Drivers of a Healthy and Sustainable Lifestyle, Individual Actions/Attitudes,
Average of 25 Countries, 2019
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Connection to healthy and sustainable living

‘ Reward

o Eat healthily

Buy socially/environmentally
responsible products/brands
°
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Statistical analysis shows that healthy eating stands out as more connected
to healthy & sustainable living in France than in the UK, where ethical

consumption is also relatively strongly connected
Drivers of a Healthy and Sustainable Lifestyle, Individual Actions/Attitudes, France vs UK, 2019

12

Connection to healthy and sustainable living

‘

France

® Eat healthily

® Avoid single-use plastics
Buy socially/environmentally

Reward

Eat locally ;esponsible products/brands
producedfood % Improve own/family health /
well-being
Energy-use @ § °
CONSCIOUS Avoid packaging o Recycle
Eat organic food A ® Exercise fepair instead of replace
Support brand advoca . Use own
s 2 2 Speﬂd time in .shopping bag
Help others / volunteer JEili
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Support environmental/social mobility
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® Buy second-hand
®Eat less meat
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iy > 49

Frequency of behavior/attitudes

JT0ETAIPTETISH

4

Connection to healthy and sustainable living
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UK
‘ Reward
Buy socially/environmentally
responsible products/brandsg Eat healthily
[}
Support brand
advocacy
Avoid packaging
Spend time .
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o .
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Cost and lack of leadership are the main barriers to becoming

. . Healthy &
healthier and more sustainable globally sustainable
. . . . . vin
Barriers to Improving Lifestyle to Be More Healthy and Sustainable, Total Mentions, ,;;;.ob;cgw;n;,
Average of 25 Countries, 2019 s o

Too expensive 49
Not enough government support 47
Not enough business support 31
I'm not sure how 27
| like the way | live now 25
Not enough NGO/charity support 22
Other people not doing it 21
Don't trust what | read/hear 18
Inconvenient - 18
. , | B Leadership
Won't make any difference | 18 BEm Convenience
| don't have time 16 Motivation
Il Cost
I'm not personally concerned 9 Information
Q13. What is preventing you from living in a way that is good for you, good for other people, and good for the environment? Please select 3 things from @_Eﬂ
14 the following list in order of importance, with 1 being the most important, 2 the second most important, and 3 the third most important.



North American consumers are less likely than others to cite a lack of
government leadership as key barrier to leading healthy and sustainable lives

Top Barriers to Improving Lifestyle to Be More Healthy and Sustainable, Total Mentions,

by Region, 2019
Europe

g e ot eoveeres I
support
Too expensive [ 59 Too expensive. [ D -
Not enough government _ 35 Not enough business _ 34
support
I -

support

| like the way | live now

'm not sure how _ 27 I'm not sure how _ 25 .
. Too expensive
Not enough business _ 26
support Not enough government
support

I'm not sure how

Latin America
hotenough governen I 5
support
Not enough business _ 42 Africa / Middle East
suppert Rotenoven governmers NN s
I'm not sure how _ 30 support
Not enough NGO/ charity _ o8 Too expensive _ 56
support Not enough business _ 34

support

Not enough NGO/charity _ 32
support

| like the way | live now

Inconvenient

Healthy &
Sustainable
Living

A Global Consumer
Insights Project

ke the way 1 five now | 25 Asia-Pacific

47

41

30

27

I'm not sure how _ 22 HSL19_13_reg
GLOBE

Q13. What is preventing you from living in a way that is good for you, good for other people, and good for the environment? Please select 3 things from

the following list in order of importance, with 1 being the most important, 2 the second most important, and 3 the third most important.
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Young people are more anxious and guilty about environmental impact; their ~ fealthy &

brand loyalty is motivated by being part of larger movement and positive impact—LVing

A Global Consumer

_ Insights Project
By Age, Average of 25 Countries, 2019

Frequency of Feeling Feel Guilty about Negative Brand Loyalty Motivated Brand Loyalty Motivated by
Stressed or Anxious Impact on the Environment by Being Part of Movement Making Positive Impact in
Bigger than Myself Community/World
| All of the time B Strongly agree B A great deal B A great deal
B Most of the time B Somewhat agree m A fair amount E A fair amount

Total

Genz
(18-24)

Millennial
(25-44)

Gen X
(45-54)
Baby
Boomers+
(55+)

HSL19_10_11ab
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Younger people less likely to feel they are currently living a

: : Healthy &
healthy & sustainable lifestyle sustainable
Currently Living in a Way that Is Healthy and Sustainable, “Completely” and “Mostly,” \I:rv:rlgr”
by Generation and Region, 2019 Insights Project

25-country average

Africa / Middle East

Latin America

Asia-Pacific

Europe mGen Z (18-24)
m Millenial (25-44)
" Gen X (45-54)

North America Baby Boomers+ (55+)

HSL19_12a_gen_reg

1 Q212a. Thinking of your life overall (especially what you eat, what you buy, how you go from place to place, and how you consume energy), to what extent do wﬂ
8 you think you are living in a way that is good for you, good for others, and good for the environment, all at the same time?
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6. LEADERSHIP IN SUSTAINABLE LIVING WIDE OPEN
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Early days in corporate leadership in sustainable living

Top Spontaneously Mentioned Company/Brand Enabling Healthy and Sustainable Living,

By Country, Total Combined Mentions, 2019

Argentina
Australia
Brazil
Canada
China
France
Germany
Hong Kong
India

Italy
Indonesia
Japan

Kenya

Natura (7%)
Woolworths (3%)
Natura (12%)

Tesla (1%)

Alibaba (7%)
Biocoop (5%)
Alnatura (5%)

The Body Shop (1%)
Patanjali Ayurved (8%)
Coop (4%)

Unilever (12%)
Suntory (11%)

Safaricom (19%)

Mexico
Nigeria
Philippines
Russia
Saudi Arabia
South Africa
South Korea
Spain
Sweden
Turkey
United Kingdom

United States

Bimbo (7%)

Nestlé (6%)

Nestlé (9%)
Samsung (2%)
Saudi Aramco (4%)
Woolworths (9%)
Yuhan Kimberly (8%)
Mercadona (6%)
ICA Group (4%)
Torku (5%)

Tesco (2%)

Walmart (2%)

Healthy &
Sustainable
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56%

can’t name a
company that
helps

HSL19_15_tbl

Q15. Please name a specific company or brand that helps you live in a way that is good for you, good for other people, and good for the environment; Q15bt. Some
companies and brands are thinking about their overall purpose. That is, how they can make a positive difference in society through their products, services, and GLOBE

operations in a way that enables them to be financially successful. Can you think of a company or brand that comes to mind as having a strong purpose in this way?
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Limited engagement between marketing and sustainability functions

Strategic
Research and Pplanning  Product
development . development

\

Finance

Marketing
T/
Human Technology
resources
Investor Sustainability Corporate
relations Function communications
Supply chain /
Legal procurement

Public affairs

Risk
Management

Corporate ;
board Operations

GLOBE
* Source: BSR-GlobeScan State of Sustainable Business Survey

CEO's
office
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Sustainable Market Share
Index
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Senior Scholar
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Research Questions

Have purchases of sustainable
products increased over time?

Are there specific product categories
where the purchases of more
sustainable product options out or
underperform less sustainable
alternatives?

Bl NYU|STERN
|c rrrrrrrr 27
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Methodology

» Partnered with IRI to access Point of Sale data (POS)

» Data on all scanned packaged goods purchases
in all U.S. outlets in measured channels

* POS data examined to date: |
— 36 categories; 40% of total U.S. dollars volume
— 5-years: 2013-2@18

« Identified all SKUs for each category marketed as s@stainable
with on-package communication (e.g., 3rd party certification,
USDA Organic, no phosphates, plant-based, no-phthalates, FSC)

+ Analyzed $ Sales Data

:

Bl NYU|STERN

Center for 28
Sustainable Business




Key Findings

Across All Categories, Sustainability-Marketed Products Delivered $113.9B in Sales in 2018, up 29%
Compared to 2013 and Are Expected to Grow to $140.5B by 2023--a 23% Increase from 2018!

$160
. $150 $140.5
_ 82 sl
L O
2 X= 8130
g =
S>80 8120
n 20
» =2 $110
TQ »n $100
S5 ¢ "G
ST $90
<5 g
S 2 $80
wo )
$70 Actuals Projected (based on linear regression)
$60 I T T T T T T T T T T 1
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
*The total value of sustainably-marketed products is estimated, based on the actual sales of 36 product categories,
representing approximately 40% of the total market in measured channels, excluding alcohol and tobacco
Bl NYU|STERN
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Key Findings

Across all Categories Studied, Sustainability-Marketed Products Account for 16.6% Share of Market
($) in 2018, Up From 14.3% in 2013...Translating to a 16% Share Growth in Five years

25%

20% .------------------------'>
1

15579,  16.26%  16.50% 6.63%

150, 1431%  14.85%

10%

Marketed Products

5%

0%
2013 2014 2015 2016 2017

Annual $ Share of Sustainability-

Based on 36 product categories examined

Bl NYU|STERN
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Key Findings

Despite the Fact That Sustainability-Marketed Products are Over 16% of the Market,
They Delivered More Than Half of the Market Growth

$ Share of Market $ Share of Market Growth
(2018) (2013-2018)
49.9% Sustainability-
Marketed Products
83.37% Conventional

Products

16.6%

B NYU|STERN

Center for 31
Sustainable Business



Key Findings

Sustainability-Marketed Products Grew 5.6x Faster Than Conventionally-
Marketed Products, and 3.3x Faster Than the CPG Market

—e—Sustainability-Marketed Products ~ —#—Total Market = —#—Conventional Sustainable
130.00 5-YR CAGR:
4.45%
125.00
120.00 Total Market
115 00 5-YR CAGR;
1.35%
110.00
105.00 —— f Conventional
=l = .
100.00 5-YR CAGR:
2013 2014 2015 2016 2017 2018 0.80%

Based on 36 product categories examined

B NYU|STERN

Center for 32
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Key Findings

Over 90% of Individual Product Categories, the Growth of Sustainability-
Marketed Products Dramatically Outpaced the Growth of Their Respective Categories

—~ 150%c _* * * * * . .
9 m Sustainability-Marketed Products
o 130% -
Py 0
S 110% m Category
N—r 0
(%) 90% + *Note: Actual sales growth for sustainability-
Q 70% - marketed products in these categories from
&)5 2013-18 were 1906%, 478%, 247%, 187%,
- 50% - 162%, and 150%, respectively
() 30% -
o
= 10% .
@
N
(=)
> -30% - —
o" & S g ef" S \ s & & P L P @ IR \Q&;
& 60 O\rb \\é@q é\‘< ot’o @Qp \*\Q'Z’% o 000\ @ ) \Q N A8 O Oo& \e? 00 50‘0 & @&y ey ‘\‘b@ o %Q®° \@6\\ 06{\ {bc‘}g' <& & &o‘“ <& Q ,Z,Q
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Sustainability-Marketed Products Share as a % of the Category

Sustainability-Marketed Products $ Share of Category

<5% Share
Trash Bags
Laundry Care
Carbonated Drinks
Energy Drinks
Sanitary Napkins
Pet Food
Deodorant

Pet Treats
Diapers
Toothpaste
Laundry Detergent
Floor Cleaner
Cookies
Chocolate Candy

5%- 18% Share
Dish Detergent
Paper Napkins
Cups and Plates
Household Cleaner
Frozen Dinner Vitamins
Soup

Cereal

Paper Towels
Weight Control
Soap

Skin Care

>18% Share
Crackers
Natural Cheese
Fresh Bread
Salty Snacks
Bottled Juices
Coffee

Facial Tissue
Milk

Yogurt

Toilet Tissue

Bl NYU|STERN

Center for 34
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Summary y. | \\

Products Marketed as Sustainable are x ¥
Driving Product and Category Growth A

» Across all categories, delivered $113.9B in sales
in 2018, +29% vs. 2013

» Across all categories, account for 16.6% ($ share
of market), up from 14.3% in 2013

» Overall, delivered 50.1% packaged goods market growth
(2013-2018), despite representing only 16.6% of the category

» Grew 5.6x faster than products not marketed as
sustainable (5-yr CAGR)

— Over 90% categories examined (33 of 36
categories)* saw sustainable products outperforming,___
both category and their convention counterparts

» The market share of sustainability-marketed products
aligns along a continuum based on perceived category.
functionality or efficacy. However, even in categories
with low shares, shares have been increasing.

B NYU|STERN

Center for 85
Sustainable Business




IKEA's Experience

Malin Pettersson-

Beckeman

Head of Sustainability
Communications &
Engagement
Inter-IKEA

IKEA
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Malin Pettersson-Beckeman
Head of sustainability Communications and Engagement,
Inter IKEA Group



Inspire and enable
more than 1 billion

people to live a better
life within the limits of
the planet by 2030
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T
uide to Navigating Through the

Process of Designing
Circular Products
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Example: Circular business 2030

Testing refurbishing services

BEFORE

Damaged and stained cover Dirty cushions
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Example: transforming plastics to be more sustainable

Phasing out single-use plastic
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Example: Renewable energy at home
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Example: Offering affordable solutions

GUNRID air purifying curtain

\
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Example: Changing behaviours

Small things can

have a big
impact!




' New IKEA

icon




We're optimistic about the future
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PepsiCo’s Experience

Emma de Szoeke
SVP, Insights & Analytics
PepsiCo

% PEPSICO



2 PEPSICO

HELPING TO BUILD A
MORE SUSTAINABLE FOOD SYSTEM




SIX SUSTAINABILITY PRIORITIES ¥ pepsico
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NEXT GENERATION
[~ )

AGRICULTURE
e POSITIVE WATER
\ IMPACT
e oo @Y CIRCULAR FUTURE
et FOR PACKAGING

\ g

T IMPROVED CHOICES
~ , ACROSS OUR PORTFOLIO

IMPROVED
CHOICES ACROSS  CIRCULAR FUTURE

OUR PORTFOLIO FOR PACKAGING

v CLIMATE CHANGE
I\ MITIGATION

PEOPLE &
PROSPERITY




KEY PROGRAMS

@ PEPSICO

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

JA007

RECYCLABLE

100%
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PLASTIC

Empty &
l-‘(epla‘:’:tey Cap

"
LT

PLASTIC

ojurajohoaigmoy

(1

54



DRIVING A CIRCULAR ECONOMY

% PEPSICO

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Chart reflects 2018 Data

L1

NON-RECYCLABLE

)0D GRADE rPET with

ENHANCED RECYCLING

e
e
loop &

CARBIOS

ent Polymers Lifecycle
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» water, perfect ta
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sparkling water sparkling water

pineapplelsufs}:

pineapple flavor with other watermelon flavor with othe!
naturol flavors natural flavors

AGLJAAFlNAl

pure water, perfect taste

Purified Still Water
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THANK YOU | _...gm

evidence and ideas. applied

www.globescan.com



http://www.globescan.com/

