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Conserving resources for their true value

“The whaler was a kind of
pirate-miner - an excavator of
oceanic oil, stoking the furnace
of the Industrial Revolution as

much as any man digging coal
out of the earth”

- Philip Hoare, Leviathan
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Conserving resources for
their true value

1986: the International Whaling Commission’s
ban on commercial whaling offers populations a
chance of recovery.

Obstacles remain due to “anthropogenic
footprint” - human-induced challenges:

* Bycatch

» entanglement in fishing gear
+ plastic pollution

* noise pollution

* chemical pollution

 ship strikes.
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https://www.nature.com/articles/s41598-022-24107-7

Conserving resources for

their true value

$2mn

Price on the average “value”
of a whale, based on their role
in sequestering carbon.

S1trn

Value for the whole species.

Source:
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https://www.imf.org/en/News/Podcasts/All-Podcasts/2019/09/15/value-of-whales

The ROl on embracing sustainability

Operational

* Be resilient to disruption to - and exhaustion of

- commodities vital for operation. .
0 pe rat iIona I Input price rises Brand and

. . (price volatility) reputation - ke
+ Avoid compliance costs (eg carbon and e et

landfill taxes). compliance costs relations

* Motivated employees raise productivity.

Operational Business model

Strategic disruption and propositions

* Purpose elevates customer loyalty.

* Innovation can reduce costs (eg product re- Productlivity and stranded assets
formulation, closed loops, energy efficiency). angagement

» Divesting of devalued or liable assets (fossil
fuels, degraded soil, petrol/gas fleets) cuts
costs early.

Source: Environmental Resource Management (ERM) MINTEL



The Global Risks Interconnections Map 2020

How are global rnisks interconnected?
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Consumers experience risk
interconnections

Inaction against climate change leaves
governments and businesses exposed to
myriad environmental, economic and
political threats and challenges.

Sustainability has gone from being a

“premium nice to have” to an issue that is
impacting on consumers’ health and wallets.

MINTEL EeoINNURIINGC


http://reports.weforum.org/global-risks-report-2020/survey-results/the-global-risks-interconnections-map-2020/?doing_wp_cron=1633623400.0719180107116699218750#risks

Consumers experience the

threat of climate change

March 2023: the Catalan government
announced the closure of the Sau Reservoir,
since less than 6% of its water remained.
The emergence of the entire church of San
Roma de Sau (drowned by the creation of
the reservoir in the 1960s) acted as a sharp
symbol of the crisis.

“This is an anomaly that we had forecast
for 2050. This is a preview of what will
happen in Catalonia over the next few
decades” - Sarai Sarroca, Director, Catalan
meteorological agency

Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel




Consumers experience the threat of climate change

Increasingly frequent extreme weather events are activating consumers to protect themselves.

“Extreme weather events in the country where | live (eg T —_—
flooding, heatwaves) encourage me to personally do more per country/territory (2000-2019)
activities to protect the environment”
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Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel;
United Nations Office for Disaster Risk Reduction; Yale Environment 360 MINTEL



https://www.undrr.org/
https://e360.yale.edu/digest/extreme-weather-events-have-increased-significantly-in-the-last-20-years

Consumers experience the
threat of climate change

Increasingly frequent extreme weather events
are activating consumers to protect themselves.

20,000

People died in France, Germany, Spain and
Britain as a direct result from heatwaves in 2022.

+4 .1

Increased likelihood of extreme heat events every
10 years under a 1.5C warming scenario.

Source: Copernicus; The Guardian; Reuters; PubMed; BBC MINTEL Rl EUIRITINe]



https://climate.copernicus.eu/europe-continued-swelter-july
https://www.theguardian.com/environment/2022/nov/24/over-20000-died-western-europe-heatwaves-figures-climate-crisis
https://www.reuters.com/business/cop/europes-heatwave-may-have-caused-more-than-20000-excess-deaths-2022-11-24/
https://pubmed.ncbi.nlm.nih.gov/31192425/
https://www.bbc.co.uk/news/science-environment-58138714

Consumers experience resource price rises

In 2022, the UN’s FAO Food Price
Index (FFPI) averaged 143.7 points,
up from 2021 by as much as 18
points, or 14.3 %.

Record annual increases for world
prices of:

* maize and wheat (+24.8% +15.6%)
» vegetable oils (+13.9% percent)

Highest annual increases since
1990:

* dairy (+19.6%)
* meat (+11.2%)

Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel; FAO Food Price Index (FFPI) | Source: 16,000 online consumers

aged 16/ 18+; April 2022
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https://www.fao.org/worldfoodsituation/foodpricesindex/en/
https://www.fao.org/worldfoodsituation/foodpricesindex/en/
https://www.fao.org/worldfoodsituation/foodpricesindex/en/

Consumers experience resource price rises

How consumers feel about current prices
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Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel; Note: Leisure includes eating out, technology MINTEL



War footing: consumers
seek resource resilience )

30
War in Ukraine is a conflict-induced preview of supply
chain shortages to come due to climate change. ® 2%
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Source: United Nations Office for Disaster Risk Reduction; UN World Food Programme; Increasing risks of crop failure and water scarcity in global
breadbaskets by 2030; 2021, IOP Publishing Ltd MINTEL



https://www.undrr.org/
https://www.wfp.org/publications/unprecedented-needs-threaten-hunger-catastrophe-april-2022
https://iopscience.iop.org/article/10.1088/1748-9326/ac22c1

Reality check: Consumers focus on emissions and resources

Consumers priorities shift towards tangible public health threats (climate change, air quality) and resource shortages

Consumers’ Top 3 Environmental Concerns, 2021-23
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Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel
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Water Shortages are the world’s fastest-growing concern

2023: water shortages are the number one concern in Mexico Spain, France and are tied with climate in Italy.

Figure 1:9 Consumers citing water shortages as a top environmental concern, 2023
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Behaviours: consumers act to conserve resources and money
Popular, simple (recycling) or frugal (reducing waste and consumption) actions will grow
with inflationary pressures in Europe.
Global behaviours in past 12 months, 2021-23
Recycled packaging

Planned meals at home to avoid wasting food

Bought fewer new clothes

Bought a used/repurposed tech product

0% 10% 20% 30% 40% 50% 60%
2023 m2022 ®2021

Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel

70%
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Time is running out...

COP27: countries’ nationally determined
contributions (NDCs) for 2030 leave us course
for 2.4C of warming by 2100.

1.8C, if all targets were fully implemented.

51%

Of global consumers agree “My
behaviour can make a positive
difference to the environment

Real world action based on current policies t

2030 targets only
Based on 2030 NDC targets* t

Based on 2030 NDC targets* and
gt submitted and binding long-term targets
Policies A g. : :
& action OptlmISU( scenario
2030 Best case scenario and assumes full
targets implementation of all announced targets

only including net zero targets, LTSs and NDCs*
Pledges &

targets Optimistic
scenario

+2.0°C +2.3°C
+1.8°C

+1.5°C

+2.4°C

1.5°C PARIS AGREEMENT GOAL CAT Warmlng Drojectlons

£ ARE HERE Global temperature
: increase by 2100

November 2022 Update
PRE-INDUSTRIAL AVERAGE

Actibn
Y Tracker
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https://climateactiontracker.org/documents/1094/CAT_2022-11-10_GlobalUpdate_COP27.pdf

AND...they can!

59% Of the cumulative energy emissions reductions required to achieve net zero by 2050
are linked to consumer choices or behavioural changes.
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Key Takeaways

You still need to Consumers are being Consumers still feel they can
do this impacted by threats, have a positive impact.
shortages and costs
The principle pro-sustainability
business arguments remain

intact: conserving resources
to avoid challenges.

They want to be. Opportunity to build trust and
protection and sqlut1ons loyalty for the future, even if
from companies. they can’t pay premiums now.
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So, what
should you do?




Build on optimism
from the “Green
Arms Race”

China’s spy balloons/ civilian
craft used for “meteorological
and other purposes” shot down
over the US symbolise the
growing level of green
competition between America’s
Inflation Reduction Act and
China’s Five Year Plan.

Source: US Department of Defense



Build on optimism: Spasiba, Vladimir

War in Ukraine and the energy crisis
have accelerated the transition
towards renewable energy.

+30%

More renewable energy capacity will be
added between 2022-27 than originally
projected in the IEA’s 2021 pre-war forecast.

5-10

Years the war has brought forward the
transition to renewables, as investments
grew 17% in 2022.

Source: IEA Bloomberg NEF
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https://www.spglobal.com/commodityinsights/en/market-insights/latest-news/energy-transition/030223-clean-energy-growth-helps-stymie-pace-of-global-carbon-emissions-in-2022-iea
https://about.bnef.com/blog/global-low-carbon-energy-technology-investment-surges-past-1-trillion-for-the-first-time/

Make consumers feel they are part of a wider momentum

The European Union’s Green Deal Industrial Plan sees it competing with the US - “striving to be the first climate-neutral

continent” - whilst seeking to boost energy investment and prevent it from moving westwards to America.

The European j
Wi Green D

Source: Green Deal Industrial Plan Recovery and Resilience Facility (RFF) MINTEL



https://ec.europa.eu/commission/presscorner/detail/en/FS_23_514
https://commission.europa.eu/business-economy-euro/economic-recovery/recovery-and-resilience-facility_en
https://ec.europa.eu/commission/presscorner/detail/en/FS_23_514

Death to “Environmentally Friendly”

UK: Innocent’s Little Drinks, Big Dreams advert is banned by the ASA for falsely
implying that “purchasing Innocent products was a choice which would have a positive
environmental impact when that was not the case”. In the campaign, people

drink Innocent’s smoothies, whilst they “fix up the planet”.

Ejl
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https://www.thedrum.com/news/2022/02/03/innocent-becomes-latest-brand-be-accused-greenwashing-climate-activists

Act where you actually need to

Activism, journalism and media will awaken consumers to different areas
where companies and their products can reduce emissions.

16% 31% 27%

Plugging in

Getting around Making things
(Electricity)

(planes, trucks, cargo ships) (cement, steel, plastic)

19% 1%

Growing things Keeping warm and cool
(plants, animals) ‘ (heating, cooling, refrigeration)

Source: Bill Gates




Innovate for efficiency or don’t bother

Efficiency: Achieving more (or the same) with less
resources.

» Durability: Preventing or reducing obsolescence
» Longevity: Increasing the lifespan of the product.

» Dematerialisation: Using less or no material to
deliver the same level of functionality.

» Effectiveness: Solutions that add value in
sustainability terms - eg solar panels on buildings.

» Substitution: Replacing harmful or depleted
resources with alternatives.

» Mitigation: Preventing or lessening adverse
impacts (eg scrubbers on exhausts).

MINTEL EeoINNURIINGC



Innovate for efficiency or
don’t bother

Spain: . claims these fabric care
capsules are tough on stains and reduce the need for
hot water, which reduces energy costs by 60%, while
the biodegradable package is recyclable and reduces
the amount of plastic content compared with the
previous pack

Source: 2023 Global Outlook on Sustainability A Consumer Study, Mdy 2023, Mintel
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https://www.gnpd.com/sinatra/recordpage/10328210/
https://www.unilever.es/

What the f**k is a
tonne of CO,?!

2009: United Nations Climate Change Conference
Millennium ART installation depicting a tonne of COZ2.
We’ll need a new lexicon instead.




Convince and convert consumers through communications

Use clear lexicons, metrics, prove personal impact.

@ 3I10 | ‘[\,5’§)

INDICE DE REPARABILITE INDICE DE REPARABILITE INDICE DE REPARABILITE

S 7.,

INDICE DE REPARABILITE INDICE DE REPARABILITE

Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel MINTEL



Your challenge: Consumers don’t prioritise sustainability

Brand familiarity, quality and practicality must be adhered to before sustainability features as a differentiator.

Most important factors when choosing one home coffee product to buy
over another, 2021-23

43%
It is from a brand that | have bought before —2%
It is made from high quality ingredients 37%
The packaging makes it easy to keep the product fresh 31%

31%

It was produced in an environmentally friendly way (eg no
deforestation) 30%

25%
It comes in minimal packaging or packaging that can be recycled _ 25%

m2023 m2022 w2021



So, sell sustainability like
any other product

Source: 2023 Global Outlook on Sustainability A Consumer Study, May 2023, Mintel MINTEL



How to soft sell
sustainability

Tech reseller Backmarket valued at
$5.7bn. Its campaigns appeal to our sense

of individuality and desire to save money:
we avoid the herd in Freedom and receive

Airdrop’d deals in Hack Market.

13303 4BWNOR] 1D MoRY

Buy -
dlfferent

Ph xsaeb 379€ Q¢ |

Back«Market backmarket.fr

Source: Backmarket; Contagious; YouTube

A single
refurblshe(l
mobile saves
68,400 litkes

of water.”

That is a lot of pints.

Back< Market

p—


https://www.backmarket.com/press.html?_gl=1*gy7n8o*_ga*MTY4ODk2NTc1Ni4xNjgwMTc0ODg2*_ga_W101YGMKND*MTY4MDE3NDg4NS4xLjEuMTY4MDE3NDg4OS41Ny4wLjA.*_fplc*emtIUUJLaDNxcGE0RldrUExuellJNG80dWs3R0t5bWxMeHklMkJtNGFyUFFjUDdCTWhoWUNOVmcwMmRIWFBXWXAzU2RKd2tCV05XJTJCRzRKa095WG5TTDNLM1pJbTFxZk5FbzRMMThidVFhZ1dOJTJGVllpc010NWs2cnZXN1BVQUtRJTNEJTNE
https://www.contagious.com/news-and-views/campaign-of-the-week-second-hand-phone-seller-back-market-targets-apple-stores-with-airdrop-ads
https://youtu.be/-CIiL5yEq2Y

Key Takeaways

Make consumers feel they’re Get real on:
contributing to part of a wider, » Emissions sources
positive corporate, national, « Claims

societal momentum. e Communication metrics

Sell in value, individuality,
cool, with sustainability as a
differentiator.

s J4
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MINTEL

Thank You!

Richard Cope
Senior Trends Consultant

Author, 2023 Global
Outlook on Sustainability
A Consumer Study, May
2023, Mintel
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