Out of the crises:
does green get the
best deal?

Insights from the FMCG industry

18/10/2023

Silke Leibmann

Global Commercial Director, Advanced Solutions
Consumer Panel Services GfK
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Main Sources today

Sustainability
concerns and context

Consumer Household
mindset \ / realities

Purchasing decisions
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10/18/2023

Sustainability and product choice:
how does it affect shopping decisions in key industries?

= Who Cares Who Does

= Europanel, GfK, Kantar

= 5th edition in 35 countries, 112,000 households

=  FMCG & plastic waste

= Consumer Panel Why2Buy

= Today: EU-16: BE, CZ, DE, DK, ES, FR, GB, HU, IT, IE, NL, PL,
PT, RO, SE, SK

WHO CARES? WHO DOES? 2023

GET AHEAD OF THE
SUSTAINABILITY CURVE

Harmonized survey from 35
@ countries - 9 more than last year!

/"\. Understand 5 year eco segment trends
and other sustainable behaviours

Link segments to category databases to look
C at what is bought by those that say they care
about sustainability

Country reports are now available!
Visit also our latest Webinar:

“ouet v ICANTAR 0 57
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Who Cares, Who Does 2023

m Global harmonized survey of 35 countries and
112,000 respondents - to understand how to gain a
competitive advantage from sustainability

m Single source linking attitudes and needs with actual
purchase data using Consumer Panel data

Our survey respondents
are grouped into three
segments based on their
actions taken to reduce
environmental footprint:

O \ Eco

ACTIVES

ECO

DISMISSERS

© CPS GfK



Through all the crisis also sustainability became more differentiated
From shoppers’ perspective

2018/2019 2020/ 2021 2022 2023
Quality and Sustainability Sustainability and Price and Pragmatism Pragmatism and
Fridays for Future Premium Ukraine war & Inflation acclimatization

Sustainability

© CPS GfK 5



Five years, five learnings

Europe - and
Germany - still

at the forefront.

In all but 1
European
country (DK)
higher level of
eco-actives
than 5 years
ago. Biggest
increase in NL
at arate of
+12 ppt.

Environmental
concerns are
stronger than
ever and
skewing more
toward climate
change.
Solutions still
hinge on local,
packaging and
plastic waste,
yet the tide is
turning

Action does
not equal
purchasing.
An increasing
number of
households
takes regular
measures, yet
purchasing
green is slowed
down by the
Cost-of-Living
crisis

Widening trust
gap. Much is
expected from
manufacturers,
yet shoppers
often do not
recognize nor
trust their
efforts. The
crises have put
governments
more center
stage.

Price remains
the largest
barrier to
purchasing
sustainably, but
much is to gain
when other key
barriers like lack
of know-how
and perceived
product
functionality are
overcome

© CPS GfK



Eco-actives
pushing through

the crises

© CPS GfK 7




Eco-actives reach
highest level
so far in Europe

Global 2023 Europe 2023

Europe: 16 countries © CPS GfK 8



European eco-actives surpass €250 bn worth

€254
BN

+6.2

PPT

+1.1

PPT

Eco-active FMCG worth
Opportunity to build
Addressable market

Eco-share growth vs 2022
16/16 grow vs 2022
10/16 eco-actives above 25%

Likely average growth rate
1 in 3 will be eco-active in 5 years
Cannot afford to ignore

A ‘most likely’ scenario puts eco-actives up to one-third in 5 years

35%

30%

25%

20%

15%

10%

5%

0%

B

2019

2020

2021

2022

Eco-actives (EU)

2023

2028
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Global warming prime concern, worries about water shortage swell

2023 No. 1 Environmental Concern, % of households Vs. 5 years ago

Global Warming 23 A

Water shortage 12 A
Plastic Waste 9 w
Food waste 9 A

Water pollution 9

© CPS GfK 10
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“It upsets me how
much plastic | end up
with”

Europe

67%

Global 62%

“I try to buy products
packaged in an
environmentally
friendly way ”

Europe

537%

Global 63%







The difficulty behind the actual circumstances
Inflation & Sustainability

Inflation - Sustainability

Price competition % Complexity

Limitations k@ Investment

Brand pressure & —| Regulations &
- obligations

Source: CPS GfK DE © CPS GfK 13



GFK

Delegation of responsibility

44% 34% 16% 5%




Going green & Cost-of-living: less in store, more in home

41%
36%

2022 2023

| (almost) always take the environment
into account when making a purchase

2022 2023

| always save energy in my home

© CPS GfK 15



Price remains major barrier, but ‘total’ approach means mending
other barriers as well

What are the major barriers stopping you from buying sustainably?
% households, strongly agree & agree

Europe, all shoppers

62%

43%

32%
27%

Expensive Not an expert Hard to Find Don't work functionally

® @

22%

Too busy

© CPS GfK
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Shoppers need to be (RE)activated

| CAN MAKE A
DIFFERENCE
In-store Loyalty
conversion booster
RO IT
«
| feel | can personally
make a difference SK
SE PL
IN STORE GAP DE PURCHASE DRIVER
DK
CZ
HU
T i I Transformative
rnsactons BE | NL

HARD TO MAKE A
DIFFERENCE
© CPS GfK 17



Local and packaging still top choice drivers
Carbon neutral up and coming, but often not understood

Top product choices

Top 3 - Choose this regularly Top 3 - Don’t but would like to

@ iLﬂc;a;}l(ljy; ::tt;rced @ Carbon neutral @ Fully vegan @ Carbon neutral

Providing Meat / dai o, ) Featuring diversity in
o o 0 ea airy 5 |
@9 Locally owned 69 sustainability tips 329 alternative % advertising

799, | Packaging from 259} Company donates 18%) Features diversity in 129 Protecting / promoting
recycled material to charity advertising biodiversity

Top 3 - Don’t and won't Don’t know what this is

(3 )
()







GFK

“Companies only care about
profits; sustainability claims
are just a marketing tool”

highest in Europe...and growing

“l trust brands not to have
raised prices more than
necessary”

(o)
327 40%

A

© CPS GfK 20




Low brand recognition, especially in beverages
//8 out of 10 can’t name a brand, 6 can’t name a retailer

*I CAN‘T name any brand that does a good job protecting the environment®

Food brand Beverage brand Personal care brand Home care brand

© CPS GfK 21



Brands that are successful in reaching eco-actives

The Flower Farm

Spend per buyer vs YA Rel. Penetration vs YA
= Value growth vs YA +64% @ 109

= Penetration 11% to 14%

107
@ 107
Share Granoro > Serla

= Value growth vs YA +5%
= Penetration 6% to 7%

= Value growth vs YA +64%

= Penetration 8,5% steady
= Rel. penetration eco-considerers ix 105 = Spend/buyer eco-actives ix 151

= Value growth vs YA +14%
= Penetration 39% to 41%

© CPS GfK

= Spend/buyer eco-dismissers ix 116
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Long-standing A-brand HAK has made a green turn
Overall penetration growth from 26 to 34%

Onze duurzaamheidSreis
O Value %

2023 -
o m PUBLICATIE 2
MAATSCHAPPELLIK 5

IX 1 1 O PUBLICATIE MAATSCHAPPELUK IMPACT RAPPORT 2021 o

‘sPRoRSELIE IMPACT RAPPORT 2018 ' 3

3
3
¥

10
2022
EERSTE CERTIFICAAT HAK TEKENT BEAN DEAL

ON THE WAY TO PLANETPROOF

Ketendekkend initiatief
RODE KOOL oom de teelt en verwerking

van eiwitrijke gewassen

= MONITOR
3 " —= o op te schalen Certified
e L @ ° ° L] e . L e °
Motto van de familie Hak: g —_—

GROENE AKKER

PN
HAK
-

s mﬁﬁm
£

L]

'LEVEN UIT w v .@
AFHANKELLKHEID =" BIO

m m § MILJOENSTE POT
GROENTEN VOOR DE SEPTENBER B CORP
I RSTE B ISCHI
O ol i (e ELEANER 2021 GECERTICEERD TRt AT
KEUKEN
” ALLE NEDERLANDSE NEDERLANDSE OP DE MARKT
0 ol Booobog GROENTEN OFFICEEL KIDNEYBONEN
ON THE WAY TO PLANETPROOF
Name a food brand e

https://hak.be/nieuws/hak-lokaal-en-geoogst-in-het-seizoen

© CPS GfK 23



Example: Schwarzwaldmilch - Regional Community, Holistic Thinking

Despite

+0,13 €
Heimat zum Genielden Q-price
increase

Schwarzwaldmilch

" AUS DEM SCHWARZWALD...

. und extra viel Bio Hafer zu 100 % aus unserer Region
* Hafer Kochcreme, als Barista Edition oder mit extra viel
Calcium ~ wir sind von Natur aus guter Dinge!

Source: DE GfK Consumer Panel CP+ 2.0 FMCG | brand Schwarzwaldmilch & brand velike | MAT June 2023/2022 & https://www.schwarzwaldmilch.de/ & https://ve-like.de/ © CPS GfK 24
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Tetra Pak®

On-pack messaging for rPE

Kreislaufwirtschaft leisten!
Contribuons ensemble
=

J
|

w

Werpackung mit zertifiziertem "
Kemststoff*, der des Einsatz von
rezykdierten Materialien (n der

Kossstoffproduktion) fordent. |

Hift. dass weneger fossile Materiatien >
eingesetzt werden.

Consumers see the code
on the package & scan it.

What if
you could help

Dot werpachung
1 rack pew riabres rertirient
1 belegt, 2215 fonsie w eTTIgTIChenS
Vesgo maplites W

UND C8 UNS DE FEEDBACEY

lanet?
: protect our plane!
- h’
. Bamit das RECYCLING weitergeit -
ntdecke ene Sammelstee 1 dener Nave 2!
www getraenkebarten h ** ***

emmi-good-day.com

Go nature. Go carton.

i

Let's contribute to a circular economy together!

The plastic in this packaging is certified to support the use of materials that have already been used once.

Packaging using certified recycled plastic* that promotes the use of recycled materials (in plastic production).
Helps ensure that fewer fossil materials are used.

*The plastic in this packaging is certified according to a mass balance procedure. It proves that fossil raw
: materials have been replaced with an equivalent amount of recycled materials.

Learn more about the path to a closed loop economy and give us feedback (scan QR code).

To keep RECYCLING going: discover a collection point near you at www.getraenkekarton.ch

The Tetra Pak quiz — how it works with the QR-code designs
A consumer journey through the Tetra Pak world

Consumers are taken to or
web page to read more about
sustainability.

Consumers play the quiz while
we collect data. At the end, they
are prompted to “read more”.

A

Go nature, Go carton,

How can w feed the world while pratecting the

Campaign landing page:
www.gonature. tetrapak.com

2 different types of quizzes
(roulette, questions)

Tetra Pak — GfK | Sep 28, 2023

25



A The Tetra Pak quiz — how it works with the QR-code designs

- A consumer journey through the Tetra Pak world
Consumers see the code Consumers play the quiz while Consumers are taken to or
on the package & scanit. we collect data. At the end, they web page to read more about

are prompted to “read more”. sustainability.

What if
you could help
protect our planet?

£: Tetra Pak®

Go nature. Go carton.

How can we feed the world while protecting the
planet?

Campaign landing page:

www.gonature.tetrapak.com

2 different types of quizzes
(roulette, questions)

Tetra Pak — GfK | Sep 28, 2023
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Driving behavior change

DOUBT

Emotion Opportunity

OUTCOME EXPECTATIONS



Driving behavior change

DOUBT

Rewarding
Inclusive

Transformational

Scaling-up, not upscale



Sustainability Insights of Consumer Panel Services GfK

Sustainability
concerns and context

Consumer Household
mindset \ / realities

Purchasing decisions
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10/18/2023

Sustainability and product choice:
how does it affect shopping decisions in key industries?

= Who Cares Who Does

= Europanel, GfK, Kantar

= 5th edition in 35 counries
= 112,000 households

= FMCG & plastic waste

= Consumer Panel Why2Buy

WHO CARES? WHO DOES? 2023

GET AHEAD OF THE
SUSTAINABILITY CURVE

Harmonized survey from 35
@ countries - 9 more than last year!

/"\. Understand 5 year eco segment trends
and other sustainable behaviours

Link segments to category databases to look
C at what is bought by those that say they care
about sustainability

Country reports are now available!
Visit also our latest Webinar:

“ouet v ICANTAR 0 57
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WIHO CARES? WIHO DOLS? 20235

GET AHEAD OF THE
SUSTAINABILITY CURVE

Harmonized survey from 35
@ countries - 9 more than last year!

U Understand 5 year eco segment trends
| | and other sustainable behaviours

Link segments to category databases to look
C at what is bought by those that say they care
about sustainability

Country reports are now available!
Visit also our latest Webinar:
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https://www.gfk-cps.com/insights/cps-gfk-wcwd-2023-on-demand

by CPS GfK Germany
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Klicken Sie auf das Teams-

Symbol neben dem Datum
(Alternativ: Links Klick und Link 6ffnen oder
Link auf Seite 2 6ffnen).

19.10.2023 W

Die Inflation ist im Personal Care Markt angekommen - dieser
muss sich flr die Zukunft risten:

Wie verhalten sich Marke und Handelsmarke zueinander?
Kann Naturkosmetik bei knapperen Budgets noch wachsen?

02.11.2023 WS

Die junge Generation tickt anders, hat eine andere
Einstellung zum Preis und mdchte sich anders
ernadhren. Zeit fir einen kurzen Ausflug in die Welt
der Young Shopper?

16.11.2023 W

Handelsmarken gewinnen immer mehr Marktanteil. Welche
Veranderungen ergeben sich dadurch am FMCG-Markt? Gibt
es noch den typischen Handelsmarkenkaufer? Welche
Kriterien sind bei der Handelsmarken-Wahl relevant?

26.10.2023 g

Nachhaltig zu handeln und zu planen ist unumgéanglich. Doch
welchen Platz nimmt die Nachhaltigkeit mit ihren verschiedenen
Facetten in den aktuell unsicheren Zeiten bei den Shoppern ein?
Welche Ankniipfungspunkte gibt es fiir Hersteller & Handler?

09.11.2023 WS

Aktuell ist die Entwicklung fleischanaloger Produkte gebremst,
zugleich bleibt die Kategorie hoch relevant. Welche Barrieren
existieren bei den Shoppern? Wie kénnen diese beseitigt werden,
um (wieder) Wachstum zu generieren?


https://teams.microsoft.com/l/meetup-join/19%3ameeting_OTVkZDM3NWMtMjc1ZC00M2E4LWEyZTAtODAwNTc5ZWU5YTRi%40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-dbc5572fc839%22%2C%22Oid%22%3A%2216fb4335-1fb1-444b-9f2c-160eb7484932%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%22a%22%7D&btype=a&role=a
https://teams.microsoft.com/l/meetup-join/19%3ameeting_MDMwNWU0NTMtYmQ5Ny00MDNjLTgyNDgtMDgzOTNkNjI4ZTM0%40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-dbc5572fc839%22%2C%22Oid%22%3A%2248bb380e-9025-42a8-9a6a-886fa19c901a%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%22a%22%7D&btype=a&role=a
https://teams.microsoft.com/l/meetup-join/19%3ameeting_M2JkNDBkNDgtM2EyZC00Zjk5LTljYzktNDZhZWUwOWIzNDhm%40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-dbc5572fc839%22%2C%22Oid%22%3A%22d880da95-5e0e-4529-a45d-3252bb8f58b0%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%22a%22%7D&btype=a&role=a
https://teams.microsoft.com/l/meetup-join/19%3ameeting_NzQ2NzMyMDEtMmMwOC00NzdmLTg1NjQtZDhkMzFhMTFlNjc1%40thread.v2/0?context=%7b%22Tid%22%3a%2260f3f635-a520-4eb7-a859-dbc5572fc839%22%2c%22Oid%22%3a%227434e597-2aa2-4d3d-8283-d147b7676694%22%2c%22IsBroadcastMeeting%22%3atrue%7d
https://teams.microsoft.com/l/meetup-join/19%3ameeting_NTg0MTBjZmEtYzZmMi00NWY3LWI2MzktOTY2NTIzMzNmMWU2%40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-dbc5572fc839%22%2C%22Oid%22%3A%22370a2ba8-46ce-40d5-95ab-15c9adadef13%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%22a%22%7D&btype=a&role=a
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Kopieren Sie bitte den Link
in Ihren gewohnten Browser

19.10.2023

https://teams.microsoft.com/l/meetup-
join/19%3ameeting_M2JkNDBKNDgtM2EyZC00Zjk5LTIjYzktNDZhZWUwOW!IzNDhm
%40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-
dbc5572fc839%22%2C%220id%22%3A%22d880da%5-5e0e-4529-a45d-
3252bb8f58b0%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%2
2a%22%7D&btype=a&role=a

02.11.2023

https://teams.microsoft.com/I/meetup-
join/19%3ameeting_NzQ2NzMyMDEtMmMwOCOONzdmLTg1NjQtZD
hkMzFhMTFINjc1%40thread.v2/0?context=%7b%22Tid%22%3a%226
0f3f635-a520-4eb7-a859-
dbc5572fc839%22%2c%220id%22%3a%227434€597-2aa2-4d3d-
8283-
d147b7676694%22%2c%221sBroadcastMeeting%22%3atrue%7d

16.11.2023

https://teams.microsoft.com/I/meetup-
join/19%3ameeting_NTgOMTBJZmEtYzZmMiOONWY3LWI2MzktOTY2NTIzMzNmM
WU2%40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-
dbc5572fc839%22%2C%220id%22%3A%22370a2ba8-46ce-40d5-95ab-
15c9adadef13%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%2
2a%22%7D&btype=a&role=a

26.10.2023

https://teams.microsoft.com/I/meetup-

join/19%3ameeting_ MDMwNWUONTMtYmQ5NyOOMDN;LTgyNDgtMDgzOTNkN;jl4ZTMO0%
40thread.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-
dbc5572fc839%22%2C%220id%22%3A%2248bb380e-9025-42a8-9aba-
886fal19c901a%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%22a%22%
7D&btype=a&role=a

09.11.2023

https://teams.microsoft.com/I/meetup-
join/19%3ameeting_OTVkZDM3NWMtMjc1ZCOOM2E4LWEYZTAtODAWNTc5ZWUS5YTRi%40th
read.v2/0?context=%7B%22Tid%22%3A%2260f3f635-a520-4eb7-a859-
dbc5572fc839%22%2C%220id%22%3A%2216fb4335-1fb1-444b-9f2c-
160eb7484932%22%2C%22IsBroadcastMeeting%22%3Atrue%2C%22role%22%3A%22a%22%7
Dé&btype=a&role=a



by CPS GfK Germany

x4

Siehe Links auf Seite 2

Was ist ein Pop Up by CPS GfK Germany?

Muss ich mich vorab anmelden?

Erhalte ich eine Aufzeichnung oder Charts im Nachgang?

Auf welches Land fokussieren sich die Inhalte?

In welcher Sprache ist das Pop Up?

Darf ich die Einladung Intern weiterleiten?

Habe ich die Méglichkeit Fragen wahrend des Pop Ups zu stellen?



Silke Leibmann

Global Commercial Director
Advanced Solutions

Consumer Panel Services GfK

silke.leibmann@gfk.com
T: +49 911 395 4495

M: +49 160 905 17035

GFK

CPS
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