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Capturing moods during a pandemic

27 January 2021.:
An omnibus survey in the UK and USA
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Executive summary

 We conducted an omnibus survey on ~560 general population in each of the UK and USA to
understand the impact of a pandemic on consumers’ behaviour, comparing results from the same
survey conducted in May 2020, August 2020, and October 2020 to see changes over time across
behaviours/sentiments.

* In terms of general mood, consumers are anxious, frustrated, and worried about both the health and
economic consequences of COVID-19. During this period of isolation, consumers watch
TV/streaming services and listen to music to pass the time; talking to friends and family, and
watching new TV shows helps comfort them.

« On the topic of income, more UK and USA consumers are now expecting no changes. Most
consumers are expecting to spend less across all categories (smaller share of wallet) and
save/invest more in the near future.

» Online purchases of all three of the top categories — clothes, groceries, and online deliveries saw
a decrease in both the UK and the USA.

» The perceived importance and impact of sustainability efforts differs across the UK and USA, with
reducing greenhouse gas emissions and lowering pollution each country’s priority, respectively.
Additionally:

— Consumers are willing to pay more for sustainably sourced products.
- Being environmentally friendly is the most important aspect of sustainable sourcing for consumers.

- Suppliers are whom consumers consider to be the most responsible stakeholder for ensuring sustainable
sourcing.
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Consumer profile: We surveyed general population in the

UK and USA

Criteria for consumers

* Located in the UK and USA

» General population, matching
gender, age, and income to
census

» Surveys conducted from 10-
14 December 2020

All responses

X Age
15-24
25-34
35-44
45+

@ Gender
Male
Female

1 Primary grocery shopper

Primary shopper
Shops equally
Non-shopper
No answer

18%
18%
14%
50%

41%
59%

72%
24%
4%
0%

USA

total sample size

(N: 566)

% in sample

12%
18%
26%
44%

49%
51%

75%
18%
6%
1%

%s in this report are out of the total sample.
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Consumers’ pre-COVID-19 incomes are nationally
representative

Q: What is/was your current household annual income, before the COVID-19 crisis (before tax)?

More than half of UK consumers earn less than £35,000 Almost half of USA consumers earn more than $49,999

annually annually
0, 0,
35% 330 I:l 35% USA
30% 30%
0, 0,
25% o 25%
22%

20% 20%

0 ° 18%

16%
15%

15% 15%

’ ’ 13%

1%  11%

10% 10%

) 8% 0

7%
5% 50 4%
0 0 3% 3%
2% 2%

0% 0%

) ) ) ) ) ) ) Q ) %) %) ) ) ]
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%s in this report are out of the total sample. ,‘: conjoint.ly



Over half of consumers do not have children in their
household

Less than 50% of consumers have children living in Of those who have children in their household,

their household majority are aged 3+ years
Q: Which of the following statement(s) applies to you? Q: Do children in each of the following age groups live in your household?
Please select all that apply. Please select all that apply.

| have children currently living in my 35%

household B s

15+ vears pumm 105

0, 0,
I live by myself ] ll:O//o 11-15years oy 1123@0
0
7-10 years 9%,
| am looking to get pregnant within the 8% 8%
next 12 months . 6% 3-6years pummm “{00s

19-36 months g 45%%

| am currently pregnant 3%
Y Pred % 13-18 months g %32
7-12 months m 23%//%

L . . 1%
I study botany as my major in university

1% 3%
| 0 0-6 months | 1%0
65%
39% O | 6506
None of the above _ 22
° 0% 20% 40% 60% 80% 100%
0%  20% 40% 60% 80% 100% UK BUSA
UK mUSA

%s in this report are out of the total sample. ,\:_ conjoint.ly ¢






Consumers mostly shop online for clothes and groceries

Q: If you shop online, which of the below do you shop for?

Clothes

Groceries

Food delivery

Books

Self care products ie: cosmetics, skincare, nail polish

Shoes

Tech products

Pet related products

Gaming related ie: Console, games

Activewear

Furniture

Holiday packages

Home workout items

| don’t shop online

57%
I E———— 58Y%

44%
I A5%

35%

I 33%

I — 2’7 Yo

35%

33%
I 32%

0,
d 37%

27%

I 30%

0,
d 24%
17%
R 220
0,
ﬂ 22%
15%
I 16%
0,
* 23%
12%
I 13%

0,
— 7%

0% 10% 20% 30%

UK mUSA

40%

50%

60% 70%

See next slide for trend

comparison

%s in this report are out of the total sample.
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UK consumers reducing spend on top online shopping
categories; USA consumers ordering less food delivery

Q: If you shop online, which of the below do you shop for? VS COMPETEDT

UK consumers have reduced spending on all three of USA consumers have reduced spending on food
the top online shopping categories delivery services

o UK - USA

60% 60%
59% 58%

54% 55%

50% 50%

46% 46% 45%
a4 43%
42% 42%
40% S 40%
38%
37%
3506 36%
33%
30% 30% 30%
20% 20%
10% 10%
0% 0%
May-20 Aug-20 Oct-20 Dec-20 May-20 Aug-20 Oct-20 Dec-20

Food delivery

Margin of error: 3 p.p. . conjoint.ly ©



Consumers are anxious, frustrated, and worried about both
the health and economic consequences of COVID-19

During the COVID-19 period, consumers are anxious,

frustrated, and worried.

Majority of consumers are concerned about both the
health and economic impact of COVID-19

Q: Which of the below is most appropriate in describing how you
are feeling in the recent 2 weeks?

A OUS  —— 50%
Frustrated o ——————C 357
. 0,
Worried o ———— 419
Calm e —— 540
Bored e 54%
Productive - p—— 199
: 0,
Iritated e ————— 279,
Lonely  p— 010,
0,
Happy - p—— 237,
. 0,
Inspired - p—— 149

Unbothered I 88%

» Scared
*  Overwhelmed
+ Depressed

Other -2?@%

0% 10% 20% 30% 40% 50%
UK mUSA See next slide for trend
comparison

Q: On a scale of 1 to 5, how concerned are you...

* Health: that you or anyone in your household may contract the COVID-19 virus?

* Economy: about the economic implications (loss of jobs, income, etc.) due the
COVID-19 crisis?

50%

% of top 2 boxes 46%
UK: UK: USA:
Health |Economic Economic
0, 0, 0,
0% 54% 60% 61% 65% 37%7%
30% 29%
2004% 2% 24%
° 23%
20% 19%9% 9%
12%
10
9% 19%, 9% 9%
10% 7% 9 %
0%
Not concerned Not concerned  Indifferent Somewhat Very concerned
at all concerned
UK: Health concern UK: Economic concern
m USA: Health concern USA: Economic concern

Respondents' answers have been edited for grammatical correctness. %s in this report are out of the total sample. ,;_ conjoint,ly 10



UK consumers are feeling less anxious and worried in
December 2020; USA are less anxious and frustrated

Q: Which of the below is most appropriate in describing how you are feeling in the recent 2 weeks? VIS GO DET o0
UK consumers are feeling less anxious and worried in USA consumers are feeling less anxious and frustrated
December 2020 than in October 2020 in December 2020 than in October 2020

- INUK - USA

40% 40%

30% 30%

20% 20%

10% 10%

0% 0%
May-20 Aug-20 Oct-20 Dec-20 May-20 Aug-20 Oct-20 Dec-20

Frustrated

- .
Margin of error: 3 p.p. %s in this report are out of the total sample. o COD]OInt.ly 11



Consumers take comfort in talking to friends and family;
watching TV and listening to music to pass time

To pass the time during isolation, consumers mostly
watch TV or streaming services, and listen to music

Talking with friends and family, and watching new TV
series generally keeps consumers comfortable

Q: During the time of isolation, what do you do to pass time at home?

A ———
Listening to muSiC  p— 5%%/0
Watching streaming settacl;vices ie: Netflix, Stan 5&%%
Housework  p— 4795
Talk to friends and family e ———— ﬂg%
Online shopping  p——— 4/ 0%
Real po 150
Scrolling on social media d"/%o%
Cook/trying new recipes  p— 3%%%0
Play video games ﬂ/" 39%
Self care (ie: taklrrrl]%rk:iituhrse,)g|V|ng yourself a ?6%2%

Working out at home  p— 23%%

Learning a new skill g }ﬂ‘(’/fg

Researching on my next holiday plans g 8‘]73'%

Exercise/yoga/self meditate
| work from home

Other . 6%/

0% 20% 40% 60% 80% 100%

UK mUSA

Q:During this difficult time, what brings you comfort?
Talking to my friends and family s ——— 5504/(‘)%
New TV series  p— A7F

It seems the end of the pandemic is not too (gg%
far off, | am excited to go back to my... N 21%

New Music - p—— 0360

Completing a home workout _1§’ﬁ>%

Find new ways/platforms to have fun with my 7%
friends and family 1%

Booking a holiday for the future g 11%/(3%

Discovering new games for my ]60
phone/console 5&%
New season of clothing g 1?%%

Adopting a new skill successfully _141°/§%

Release of new flavours from my favourite 06’
snacks’ brand I f?A)

Adopting a new pet g 7%&)%

Nothing comforts me during this time gy %%}0 Crafti
rafting

Experimenting with various
food and recipes

Other ] 4@%0

0% 20% 40% 60%  80% 100%

UK mUSA

Respondents' answers have been edited for grammatical correctness. %s in this report are out of the total sample.
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Consumers look forward to hanging out with friends and
family, dining out, and travelling overseas after COVID-19

Q: Which of the below are you most excited about, post COVID-19?
Please select all that apply.

Hanging out with friends and families 55% 62%
. 49%
Dining out B 53%
37%
Travel overSeas | 210 i
; ; 36%
Traveling domestiCally o 0%
Shopping in shopping malls/SNOPS o 310,
. 29%
OUtdo0r Vit N 37
i ; 29%
Going 10 the Cinema | 320/
. 0,
Going back to the oYM - e ———— 197
. Pl
Cooking less at home - p——— 1496
Not having to work at home again ﬂ’ 0
9% .
Seeing my grandson.
4% Going out with the family
Othel pummm 4%¢ Not wearing a mask
0% 10% 20% 30% 40% 50% 60% 70%
UK mUSA

Respondents' answers have been edited for grammatical correctness.

%s in this report are out of the total sample.
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Most UK consumers expect same income; more income

reductions expected in USA

Q: Would you expect any change to your current household income in the near future, due to the COVID-19 crisis
(including other sources of income, e.g. government support packages, investment portfolio, etc.)? If so, by how much?

60%

50%

40%

30%

20%

10%

0%

11%

7%I

v

75-100%

Cutting back on hours that | work
Unable to get back to work
Another lockdown

Loss of jobs

0 7%
7% (0 6%
5% 5%

v v v

v

50-74% 40-49% 30-39% 20-29%

7%8%

v

10-19%

54%

. Not working
. I'm retired my income is set
26% . My jop and galary are very secure
. I'm still working full time but working remotely
. More hours at work
. Business is picking up and there is
overtime
. More work
8% I\
6% ( \
3%
2%
I 1%1% 0% 1% 0% 1% 0% 1% 1062%
- ——— —_—— ] -
v L A A A A A A
0-10% No change 0-10% 10-19% 20-29% 30-39% 40-49% 50%+
UK mUSA See next slide for trend

comparison

- L.
Respondents' answers have been edited for grammatical correctness. %s in this report are out of the total sample. o conjomt,ly 14



UK consumers’ income expectations remain the same;
fewer USA consumers have reductions vs. October 2020

UK consumers’ income expectations did not change

Trend comparison

More USA consumers are now expecting no change in
income

Q: Would you expect any change to your current household income in the near future, due to the COVID-19 crisis (including other sources
of income, e.g. government support packages, investment portfolio, etc.)? If so, by how much?

May-20

Aug-20

Oct-20

Dec-20

(URY:

100%
a

80%

60%
40%

20%

0%
May-20 Aug-20 Oct-20 Dec-20

Expecting 4 to income Expect no change Expecting v to income

Margin of error: 10 p.p. for expecting decrease, 4 p.p. for expecting no change and 1 p.p. for expecting increase ,:) conjoint.ly 15



Overall, consumers are expecting to spend less across
categories, opting for increased savings and investments

UK consumers expect to spend less on entertainment
and shopping and increase savings/investments and USA consumers expect to spend less on eating out
rents and rent and increase savings/investments

Q-before: How have you allocated your income (in %) to each of the following items, prior to the COVID-19 crisis?

Q-after: Thinking about the near future, considering any expected changes in your income, how would you allocate your expected future income (in %) to each of the
following items? m USA

100% _ 100%
Other items, 7% Other items, 8% Other items, 6% Other items, 8%

T |, 5%
ravel, 5% Travel, 5%

90% Travel, 6% Travel, 6% 90%
Transportation
Transportation 80% and bills, 15%
and bills, 14%

Transportation

Transportation
%
80% and bills, 15%

and bills, 14%

Entertainment, 6%

70% Entertainment, 6% Entertainment, 5% 70% Entertainment, 5%

: Shopping, 9% Shopping. 9%
60% Shopping, 11% Shopping, 10% 60% opping, 9%

: . :
Eating Out, 5% Eating Out, 5% SCRER el Ok

50% 50%

) Groceries, 19% Groceries, 19%
40% Groceries, 22% Groceries, 21% 40%

30% 30%

Rent, 17% Rent, 22% Rent, 20%

20% Rent, 16% 20%

10% 10%

Savings/ Savings/ Savings/ Savings/

Investments, 12% Investments, 13%

Investments, 12% Investments, 14%

0%
Pre COVID UK Post COVID UK Pre COVID USA Post COVID USA

0%

See next slide for trend
comparison

%s in this report are out of the total sample. : l:onjoint.ly 16



Both UK and USA consumers are expecting to spend less on
rent than in October 2020

Trend comparison

UK consumers expecting to spend less on rent and USA consumers are expecting to spend more across
more on eating out and travel most categories and less on rent

Q-before: How have you allocated your income (in %) to each of the following items, prior to the COVID-19 crisis?

Q-after: Thinking about the near future, considering any expected changes in your income, how would you allocate your expected future income (in %) to each of the
following items? I_Q:I 25% USA

25%
20%

20%

15%

15%
14% 14% 14% 14%
130 g— ) 3o 13% 13%
11% 10%
\
0, e
10% 0% — 1% 10% % -— % %

8% 8% 8%

8% % % ——— 7%
% 7% 7% % — \-/-

% ——— 6% 9
° ° % R —

0% 0%
Pre COVID UK Post COVID  Post COVID  Post COVID  Post COVID Pre COVID  PostCOVID PostCOVID PostCOVID  Post COVID
May 2020 UK UK UK UK USA USA USA USA USA
May 2020 August 2020 October 2020  December May 2020 May 2020 August 2020 October 2020  December
2020 2020

Savings/ investments Rent Groceries Eating out

Entertainment Transportation and bills Travel Other items

Margin of error: 1 p.p. %'s in this report are out of the total sample. ,:) conjoint.ly 17



Additional sustainability quest
Sustainable Packaging




Most consumers’ choice of product packaging did not change
during COVID-19

Most USA consumers’ choice of products did
not change during COVID-19

Most UK consumers’ choice of products did
not change during COVID-19

Q: Before and during COVID-19, how did the choice of pre-packaged vs unpackaged products (e.g. fresh produce) affect your buying decisions?

I much preferred unpackaged vs pre-
packaged.

| slightly preferred unpackaged vs pre-
packaged.

I was indifferent to buying either pre-
packaged or unpackaged products.

| slightly preferred pre-packaged vs
unpackaged.

I much preferred pre-packaged vs
unpackaged.

0%

Before COVID-19 UK

USA

. <

13% I much preferred unpackaged vs pre- 10%

14% Prefer unpackaged packaged. - 9% Prefer unpackaged
L Before During Before
COVID-19| COVID-19 | COVID-19 jje{e)Y/ prule)
28% 27% 21%
15% I slightly preferred unpackaged vs pre- 11%

13% j packaged. - 11%

34% | was indifferent to buying either pre- 41%

34% packaged or unpackaged products. _ 38%

17% ) I slightly preferred pre-packaged vs 14%
Prefer pre-packaged Prefer pre-packaged
L Before During Before
COVID-19| COVID-19 COVID-19|e{e)v/pRke]
21% 38% 39%| | much preferred pre-packaged vs 25% 39%
10% 20% 30% 40% 50% 0% 10% 20% 30% 40% 50%

During COVID-19 UK During COVID-19 USA  ®During COVID-19 USA

%s in this report are out of the total sample.

., conjoint.ly 19



Consumers share different opinions on pre-packaged
products; most believe that recycling household waste is
Important

Consumers share different opinion on pre- Majority of consumers think that recycling
packaged vs unpackaged products household waste is important
Q: Could you explain your choice of pre-packaged vs unpackaged Q: How important is recycling your household’s waste to you?
products before and after COVID-19 began?
Top 2 Box
60% I UsA

78% 63%
A
r 1

49%

50%

40% 37%
30% 29%
26%
24%
* | bought unpackaged before it begin and currently. oo
0
+ | used to like pre-packaged prior to COVID-19 because it 15%
was more convenient. Now | am beginning to use more
unpackaged over my concern for the environment and 10% 7% %
. .y 0,
sustainability. I 5%
2%
* Pre-packaged is safer. 0%
) ] Not important Somewhat not  Neither not Somewhat Extremely
* | like both. I just need to wash the produce. atall important  importantnor  important important
important
» I don't really care about the packaging in either timeframe. UK mUSA

- .
Respondents' answers have been edited for grammatical correctness. %s in this report are out of the total sample. o conjomt,ly 20



UK consumers generally recycle more consistently than USA
consumers

UK consumers generally recycle more Most consumers recycle to do their part for the
consistently than USA consumers environment
Q: How often do you recycle your household’s recyclable waste? Q: What is the reason for your household’s recycling frequency?

61%

Always o
Kk Top 2 Box

UK USA
81% 60%

20%
Quite often .
32%

Occassionally 10% . .
25% * We recycle when we can which is often. We want to help recycle
products to do our part for the environment. | am trying to set a
good example for my family and friends and neighbours.

6%

Rarely - % * Help protect environment.
* To save on pollution on the earth.
Never 20 * Trying to do what we can for the environment.
i * To help improve the state of the environment.
0% 10%  20%  30%  40%  50%  60% 70% *  We just try to take care of the planet and do our part because its

not very difficult to recycle
UK mUSA

- L.
Respondents' answers have been edited for grammatical correctness. %s in this report are out of the total sample. o conjomt,ly 21



Majority of consumers think it is important that products they
buy use recyclable packaging

Plastics, cardboard/paper, and glass are most
common recyclables in both the UK and USA

Majority of consumers think it is important that
products use recyclable packaging

Q: What materials do you recycle in your household? Please select all

that apply.

Plastic
Cardboard/paper
Glass

Batteries

Metal

Kitchen/garden waste
(e.g. for compost)

Wood
Rubber
Qil

Other

— 15%

i_Z%
16%

I 30%

I 34%

I 19%

37%

I 21%

14%

I 65%

I 55%0

55%

52%

48%

I /6%

78%

88%

87%

1%

2%

Egg cartons

Aluminium cans

None of the above .10{?%

20% 40%

UK mUSA

60%

80%

100%

Q: How important is it that the products you buy use recyclable
packaging?

—_

32%

EXtremer important _ 29% Top 2 Box
E  usa
64% 54%

32%
25% _

Somewhat important

25%
30%

Indifferent

7%

Somewhat not important
M~

) 4%
Not important at all
M -

0% 20% 40% 60% 80% 100%

UK mUSA

%s in this report are out of the total sample.

., conjoint.ly 22



More consumers prefer using reusable products during COVID

UK consumers who prefer reusable products
increased during the pandemic

USA consumers who prefer reusable products
also increased during this time

Q: Before and during COVID-19, how did the option of refillable/reusable products (e.g. refillable hand wash dispenser) vs non-reusable affect

your purchasing decisions?

| much preferred reusable products vs
non-reusable products.

| slightly preferred reusable products vs
non-reusable products.

| was indifferent to buying either
reusable or non-reusable products.

| slightly preferred non-reusable
products vs reusable products.

I much preferred non-reusable products
vs reusable products.

0%

Before COVID-19 UK

20%
25%

20%
20%

35%
33%

13%
12%

12%
10%

20%  40%

UK

Prefer reusable

Before During
COVID-19| COVID-19
40% 45%

Prefer non-reusable

Before During
COVID-19| COVID-19

25% 22%

60%  80%

100%

During COVID-19 UK

I much preferred reusable products vs 16%

non-reusable products. - 19%

I slightly preferred reusable products vs 19%

non-reusable products. - 20%

| was indifferent to buying either
reusable or non-reusable products.

I slightly preferred non-reusable 12%
products vs reusable products. - 15%

I much preferred non-reusable products 15%
vs reusable products. - 13%

0% 20%

During COVID-19 USA

40%

Prefer reusable

38%

Prefer non-reusable

27% 28%

60%  80% 100%

® During COVID-19 USA

%s in this report are out of the total sample. Margin of error: 3 p.p.
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Most consumers use refillable/reusable products due to
environmental and cost-saving reasons

Q: Could you explain your choice of refillable/reusable products vs non-reusable before and after COVID-19 began?

COVID-19 has convinced me that it is important to use sustainable products like reusable ones.

Reusable are very safe and convenient way to save time and money.

Makes no difference about virus. Why not want something you can use again.

I've always used reusable water bottles and things of that nature. | have a problem with one time use plastics so | like to have reusable items.
Reusable containers could be contaminated by COVID 19 because it was previously used by other people.

* It saves money to buy refills.

%s in this report are out of the total sample. \:_ conjoint.ly 24



Additional sustainability questions:
Sustainable Sourcing




Most consumers think that being environmentally friendly is
the most important aspect of sustainable sourcing

Most consumers don’t know how they are
aware of the term ‘sustainable sourcing’

Consumers think that being environmentally
friendly is the most important aspect of
sustainable sourcing

Q: How did you first hear about the concept of 'sustainable sourcing'?

Social media

Television advertisement . 14%

Product packaging B 2%

Magazine/newspaper B

Radio o 5%

| haven't heard of it

I'm not sure .
I 6% +  Highschool textbooks.

* Volunteering at my local
aquarium.
» Government regulations

3%

Other (please state) 1 2%

0% 20% 40% 60% 80% 100%

UK mUSA

Q: What are the most important aspects of sustainable sourcing when
it comes to Consumer Packaged Goods? Please choose up to 3
responses.

Avoiding destruction to the natural 61%
environment I 52%

Protecting vulnerable and endangered 46%
animal species I 41%

Lowering greenhouse gas emissions [ . 3902‘)4%

Using reusable/recyclable 39%
packaging/product materials N 32%

Conserving non-renewable energy %
sources d 27%

Using natural product/packaging 18%
materials I 17%

Promoting ethical business practices do/é’s%

Preventing animal testing and cruelty gy 113%%

Using organic ingredients _11104‘1’%

Supporting communities in need i%lz%

0 * Don't care about any of
Other (please state): 802 this.

0% 10% 20% 30% 40% 50% 60% 70%

UK mUSA

Respondents' answers have been edited for grammatical correctness. %s in this report are out of the total sample.
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Consumers will pay more for sustainably sourced products;
suppliers held most accountable for sustainable sourcing

Most consumers are willing to pay at least 10%
more for a product that is sustainably sourced

Consumers believe suppliers are the most
responsible for ensuring sustainable sourcing

Q: How much more would you be willing to pay for a product that is

sustainably produced?

- 1%
| am willing to pay 50%+ more. l 2%

| am willing to pay between 40-50% 1%

more. l 4%

| am willing to pay between 30-40% 5%
more. B 5%

| am willing to pay between 20-30% 8%
more. B 0%

| am willing to pay between 10-20% 17%
more. B %

44%

- 0
I am willing to pay up to 10% more. _ 35%

- 25%
I am not willing to pay more. B o

0% 20% 40% 60%

UK mUSA

100%

Q: Which of the following stakeholders do you believe should be most
responsible for ensuring the sustainable sourcing of Consumer

Packaged Goods (Fast Moving Consumer Goods)?

20%

Supplier

- 8%
Wholesaler/Distributor
K

T tation/Logisti 8%
ransportation/Logistics
o~

6%
Retaile
. %

9%

I'm not sure

0% 20% 40% 60%

UK mUSA

80% 100%

%s in this report are out of the total sample.
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Consumers believe the manufacturer/supplier is most
responsible for sustainable sourcing as they control the
production process

Q: What is the reason for your choice?

* The manufacturer is the first step on the process if the follow the lead everyone else will too.

* The manufacturer is the one that actually uses the supplies. They should only purchase and use supplies that are
sustainable.

* The manufacturer needs to make sure that the products supplied to it are sustainably sourced, in order to state this for
its final product.

* The manufacturing process often produces unnecessary waste.

* They are in control with what they use to make their product.

- L.
Respondents' answers have been edited for grammatical correctness. o conjomt,ly 28






UK consumers believe that reducing greenhouse gas
emissions is most important and impactful to sustainability

UK

Importance
score
) ) ) 80
High importance, and low impact quadrant High importance, and high impact quadrant
- Focus on these
sustainability issues first
Limiting impact to wildlife ~ Recycled materials packaging
Reduces greenhouse gas
40 o i =
Plastic alternative packaging g g O EMISSIONS
ini i Lowering pollution
Minimal packaging Reusable packaging gp
20
Biodegradable packaging Impactful on
o . O— Promoting initiatives to combat climate... environment and
Rebuilding depleted resources 0 I:bFree of chemicals people score
-80 -60 -40 -20 0@ 20 - 40 60 80
Improving working - d Using energy saving strategies
conditions/wages -20 Having waste reduction
- Implementing preservation strategies
measures Certified sustainable sourcing
Having a transparent supply — Promoting strong local -40
chain economy (i.e. buy local)
o O -60
Strong business ethics Prioritise these issues later on
- L—
Low importance, and low impact quadrant .80 Low importance, and high impact quadrant
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USA consumers believe that lowering pollution has the
highest importance and highest impact on sustainability

USA
Importance
score
70
High importance, and low impact quadrant High importance, and high impact quadrant
Focus on these
50 sustainability issues first
X Lowering pollution
30 SEE B 2 el Recycled materials packaging
.leltlng |mpac.tto W”d“fe_ - Reduces greenhouse gas emissions
Using energy saving strategies " g
. Biodegradable packaging Impactful on
Promoting strong local Reusable packaging — 19 . . environment and
economy (i.e. buy local) wow EE Having waste reduction e core
strategies RECE
-70 50 _ -30 , Hox 10 30 50 70
Implementing preservation = #0 Rebuilding depleted resources
measures . . : N
Certified sustainable sourcing Promoting initiatives to combat
climate change
X Minimal packaging
-30 Plastic alternative packaging

X Strong business ethics
Improving working
conditions/wages

. . -50
Prioritise these issues later on
XHaving a transparent supply chain
Low importance, and low impact quadrant . Low importance, and high impact quadrant
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