02/06/2025

FIFTY SHADES OF GREEN
THE CONSUMER & SUSTAINABILITY

PROF. GINO VAN OSSEL

L SUSTAINABLE
WHEAT INITIATIVE
EiRane

of Earopeaﬁ‘i

name

. climate
nvironment”
0'3:big issues

Kantar’s Sustainability Sector Index 2025



02/06/2025

R TRAVELWEEKLY e o

lament newes 3nd andiyss

NEWS  INDEPY STINATIONS MEDIA COMPETITIONS JORS EVENTS  TRAVEL WETKLY WUB

Travel &gents  Tour Opeestors  Crutse A Accommodation  Tourmg & Adventure  People  Finamce  Regulation

European airports surpass pre-Covid
passenger levels

Feb 12, 2025 0732 GMT by Phil Davies

(¢]x]im]a] .

Most Popular / |atest

Cratae
Agont racks up £330,000 in PEO Crulses
bockings In three days

Hraval Agarts
Kolly Cookes to loave Advantage for
InteleTravel

Srtprn ) doarargatagsy § o beckh ot pe Ll L tam St anartes DAMT /Lt e it oegy




02/06/2025

THE CONSUMER EXPOSED

light green consumer dark green consumer
(the majority) (a niche)
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dark green consumer fear 9 ContrOI

(a niche)

dark green consumer fear 9 ContrOI

(a niche)
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light green consumer =
(the majority) enJOY & care
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NielsenIQ

& Company

“tracking dollars
instead of sentiment”
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600,000 product SKU’s
- 44,000 brands

32 categories in food, beverage,

personal care & household
93 claims reduced to 6 types:
gy - animal welfare, environmental,
e _ organic, plant based,
" social responsibility and
sustainable packaging

S e 5years ("17-'22)
= - intheUS
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onsume r stai nd b it up with their wallets”, McKinsey Feb '23
1Q based of 600,000 SKU's in the US — cumulative growth 2017-2022)
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FMCG products
with a sustainability
claim grow

faster than
those without

“Consumers care abo tainability—and back it up with their wallets”, McKinsey Feb '23
(analysis by NielsenlQ ba al sales of 600 SKU w_

CUSTOMER VALUE EQUATION

functional & emotional benefits

customer value =
price + effort
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CUSTOMER VALUE EQUATION

clean 97%
smell biodegradable

functional & emotional benefits

customer value =
price + effort
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CUSTOMER VALUE EQUATION

— +
clean I like 97%
smell biodegradable

functional & emotional benefits

price + effort

light green consumer
(the majority)
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CUSTOMER VALUE EQUATION

clgan I want 100%
smell biodegradable

functional & emotional benefits

price + effort
+ +

dark green consumer
(a niche)
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CUSTOMER VALUE EQUATION

clean >
smell -

functional & emotional benefits

price + effort
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HOW ABOUT YOU ?

A VERY SPECIFIC CONTEXT...

mass, high indirect strategic
not niche involvement sales category

26
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A VERY SPECIFIC CONTEXT...

N

mass, high indirect strategic

not niche involvement sales category
27
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French baguette gets Unesco heritage
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Flora Drury
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A VERY SPECIFIC CONTEXT...

< g . A
mass, high indirect strategic
not niche involvement sales category
29
TOP 15 TREND MENTIONED BY CEO’S
B Top1-3trends [l Top 4-7 trends ¥ Increase/ decrease of ranks compared to last year's survey

@ Cost and margin pressure

@ Downtrading of consumers

(3) IT modernization

@ Private label

@ Supply chain disruption and availability

30
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The equation for Scope 1 and 2 is directionally solved and accounts for
a minor share of emissions, while Scope 3 remains a key issue.

Grocery retail GHG emission breakdown, % of COze L_ _} Key Categories

Key focus area in the coming years

Others—L &

Meat
Beverages?
“——— Scope 3
PO B emissions Scope 3 - breakdown
Scope 1 BB el
Dry food'
Packaged food' Dairy

b Processed meat, processed seafocd and others (pizza, ready meals, soups, etc.)

Both alcoholic and soft beverages
Source: Euromonor; Poore & Nemacek

The State of Grocery Retail 2023 (McKinsey & EuroCommerce)

The top ten European grocers are on a final sprint to meet their 2025 goals.
Selected Share of retailers with Reported progress on targets
sustainability 2025 targets set
dimensions = : Target On trsck {>50% - Lacking progress Progress
@ Target set No target met of target already {0-50% of target not reported
achioved) met)
Scopes1and 2 D 00009 O 2 - -
Scope 3 00 oo
Note: Tap ¥ Europesn grocery retalers: Schwnn? Group, ALDH Sid, Ahold Deihas, Tesco, Edeka. Aewe. Lecianc, Carrelour, Salnsbury, Casine
Soma of the retaders have mulliple Tgets per Calegory. Indiuding suppier goate
Sowrce: Campany sustanahiity reporta; campany websites
Schwiez Group. ALDs S04, ANoid Dafhads. Tesco, Eonba, Rews, Leciern, Casralnut Samabury, and Casnty Euromonilon scoassed
“ Scope s deect smiazons gonermad by an organeton. S0ope I 1S Smissans encrated by prodaction of DorThanec snergy. Scope I 5 indrect smessions from wp
Una oown ths vadus chain
Scope 1 relers 1 nl gesnhouse Ges saunsiors thal happen in Dhe value Chn Dedore or glee grocery retadiers (that ie, sappiiers sned consumers)
* RAogeneratve sgriculiune incudes farming snd graning practices thal improve soil healith, crop reshience, setriend density, water management. snd biodwersity, as wel
5 The hslinoods of farmars
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“To solve for net zero,

I expect brand owners
to address their Scope 1
and 2 emissions.”

Ole Robert Reitan
CEO, Reitan Retail

 network of 3,850 grocery, convensence, and mobility
stations across seven countnes, including Norway,
Denmark, Sweden, Finland, and the Baltic states.

I Reitan Retail employs more than 43,000 people and has

34
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A VERY SPECIFIC CONTEXT...

mass, high indirect strategic
not niche involvement sales category

35
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CUSTOMER VALUE EQUATION

\»

(ﬁu
SUSTAINABLE

functional & emotional benefits

WHEAT INITIATIVE price |+ effort

EUROPE t
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SUPPLIERS FAQ  SCIENCE  CONTACT

COMMITMENTS  WHY THEBCC?  THE POLICY

THE BETTER CHICKEN
COMMITMENT

The Better Chicken Commitment is the leading set of
standards for broiler welfare driving the food industry
towards higher welfare practices.

40
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Biologische vieeskip

5%2 week oud = B
940 gram Plofkip

5Y> week oud
2.900 gram

Beter
Leven % ABOUT THE LABEL  PARTICIPATE  REGISTER  PROJECTS  NEWS  CONTACT Q & BB~

ok ke .

What is the Better Life label?

as of 2023:
only "1 star Better Life” chicken.in
Dutch supermarkets

The Dutch Saciety for the Protectian of Anemals is the founder awn e Batter Lde [a n this capacity it establishes the araeria refating to animal
wellare which must be compling with by the partcipating comparses, In addton 10 1hig, the Better Life label Foundaton was founded in 2012 The Batter
Life label Foundation is the private certdication arganisabon respansdble for correctly assuring the Better Life label and for communscation with the businesa
F o Botwr | F i i
(=]
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one size
“ doesn’t -
, fit all
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CUSTOMER VALUE EQUATION
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price [+ effort

L]

48

24



02/06/2025

“focus on healthy eatin
1% EREs Y Sating

to oless | N=14,543 :
McKinsey & Eu_roComny’ce) '
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“buy products from local
roducers & farmers”

Net |ntent % |ntend|ng to do more mlnus % |ntend|ng to do Iess ]‘i\l 14 5\??g
The State of Grocery Retail 2025 (McKlnsey & EUroCommerce))
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; o) “buy environmentally
| 1 3 /0 frie'ndly products”

Net intent: % |r&te|:1d|ng to do more minus % |ntend|ng to doless | N=14,543
The te of Grocery Retail 2025 (Mc¢Kinsey & EuroCommerce)

.

“BUY ENVIRONMENTAI!RIENDLY PRODUCTS"”

20% 19% et
o)
. 19% 16%
f 16%
L 14% .4 13%

12’

boomers

-7

A '
Net intent: % intending to do more minus % |ntend|ng to doless | N=14,543
The te of Grocery Retail 2025 (MdKinsey & EuroCommerce)

.
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%

to the stors

Conserves snergy use
Conserves watar

Repairs products rather than
regiacing them

e°“1'

Follows sustainability content
' on social media

Avoids buying brands that are
harmful to the environment

| Checks products’
sustainability ratings

Reviews corporate
sustainability policies
PY Validates sustainability

claims

—9- Pays extra based on

sustainability claims

27



02/06/2025

CONCLUSION
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one size
“ doesn’t -
, fit all

light green consumer dark green consumer
(the majority) (a niche)
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functional & emotional benefits

LI

price

L]

+ effort
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The State
of Grocery
Retail

the retailer 11!
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may the forse be with you

61
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Prof. Gino Van Ossel
gino.vanossel@vlerick.com

BE DIGITALL HYSTERNM YOORBI)
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