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Welcome

I'm Tim, the founder of on-demand consumer research platform Glow.
We are delighted to bring you this inaugural sustainability benchmark
report for the US Food & Grocery (F&G) industry.

Investors, employees, customers and consumers want to see more
progress in terms of sustainability initiatives that support people, the
environment and the planet. Brands are increasingly sharing their
credentials, communicating their milestones and publishing
performance against their ESG and sustainability goals. Consumers
now have access to more sustainability information than ever before
from a variety of controlled and uncontrolled sources.

As a result, consumers are making their own impact by shedding the
brands that don't meet their sustainability expectations, and moving
to brands that better align with their values.

This report highlights the scale of this movement, provides insight into
what consumers expect from F&G brands and highlights those that
are leading the way.

It provides benchmarks to allow brands to assess opportunities
relevant to them and practical direction on how to optimize current
ESG programs and marketing activities.

The report leverages Glow’s unique Social Responsibility Score (SRS)
along with data and insights from NielsenIQ research studies.

We hope it will help you in your sustainability journey so that you can
create greater impact.

Thanks for reading,

Glow Founder & CEO

Glow.
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Glow, a research technology (‘restech’) company, is on a mission to
make consumer research faster, more transparent and more
accessible to all businesses. Glow’s supported software offering
enables clients to conduct high-quality consumer research faster for
concept testing, audience insights, category evaluation, brand
tracking, and more. It enables businesses to make better decisions
that fuel their growth and support their customers, stakeholders and
the planet.

Glow is a proud member of the ‘data for good’ movement which
encourages businesses to use data to help better the world. Glow
uses its technology to produce the largest syndicated
ESG/sustainability brand tracker of its kind, Social Responsibility Score
(SRS), which measures 600 brands in three markets. SRS enables
brands to diagnose and benchmark consumer perception of their ESG
performance over time, across audiences, markets and competitors.
This report contains data from SRS and a range of proprietary Glow
research studies.

This report uses data from Glow and NielsenlQ

NielsenIQ

NielsenlQ, a global information services company, delivers the gold
standard in consumer and retail measurement, through the most
connected, complete and actionable understanding of the evolving
global omnichannel consumer. NielsenlQ data, connected insights
and predictive analytics optimize the performance of CPG and Retail
companies, bringing them closer to the communities they service and
helping to power growth.

The complete and clear NielsenlQ Product Insights provide purchase
signals that unlock new pathways to growth, tied to the most
important consumer values and lifestyles.

This report contains data from NielsenlQ and other proprietary
NielsenlQ studies.

Visit nielsenig.com

Glow.
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Data sources

\ Score
\\/ powered by Glow.

-y o
/ Social
‘ Responsibility
The majority of the data in this report comes from Glow’s proprietary
Social Responsibility Score (SRS) diagnostic & brand tracker, with
additional data from Glow studies and the Catalyst program.

The SRS data is from Apr-Dec 2022, from over 33,000 respondents.
Using a nationally representative sample of US consumers based on
age, gender and geography to obtain their views on 165 food and
grocery brands.

SRS measures consumer perception of social and environmental
responsibility and is reported as a single number (range -100 to +100)
for easy comparison across brands & time.

SRS is underpinned by 13 drivers across Environmental, Social and
Governance dimensions that explain the overall score and provide
brands direction for action. Other data comes from a range of Glow
proprietary studies, as referenced.

To find out more visit: socialresponsibilityscore.com

NielsenIQ

This report also contains data from NielsenlQ studies including data
from NielsenlQ’s proprietary Product Insight. NielsenlIQ offers detailed,
reliable product data and insights to help clients understand what is
driving growth in today’'s complex market.

NielsenlQ Product Insights (NPI) combines NielsenlQ's robust market
measurement and Consumer Panel insights with more than 1,500
in-depth product attributes from Label Insight’s deep product
metadata.

NPI covers thousands of attributes, married up against NIQ's total store
database, aligned to the most important consumer need states today
bring together ingredient-based attributes, nutrients, plus package
claims and certifications to allow clients to achieve more holistic and
focused marketing, and innovation success. With both stated and
qualified versions broken out, NIQ reveals the full product view.

To find out more visit: nielseniq.com

Glow.
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Outtake

Insight

Key outtakes from the report
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Sustainability is
good for business

Sustainability leaders
grow faster than those

perceived as laggards.

Current sales & future
share are at stake and
the impact will only
grow

©

~”

Consumers are switching
based on sustainability

considerations

Switching is seen across

all categories, and
younger consumers
switch at much higher
rates. Brands that lead
in ESG perceptions are
benefiting most

T
()
S’

Sustainability can be
a barrier to trading
down

Trading down is
widespread due to cost of
living concerns. For a
number of consumers
sustainability is a reason
not to do so - especially
for younger generations

()

\\ /
Where and what you
communicate matters

Many brands aren't
getting the recognition
they deserve because

their ESG story isn't cutting
through

()
S’

F&G leads but an
opportunity exists in the
expectation /
performance gap

Environmental concerns
in particular are not
being met. Expectations
differ across
departments

Glow.
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02. Expectations

Consumer
expectations
are high.
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Sustainability isn’t just a growing internal
imperative. Consumers expect more

Consumers are increasingly willing to spend to align their purchases with their values. A range of studies, including multiple by

Glow and NielsenlQ, showcase that attitudes and behaviour are changing for the better and progressive brands are benefitting.

Belief

consumers believe
it's important for
businesses to act in
a socially and
environmentally
responsible way'

Influence

of consumers say a
company’s
purpose and
values play an
important role in
their purchasing
decisions 2

Purchase

consumers say
they've changed
F&G brands based
on perceptions of a
brand’s ESG
performance °

Price

of consumers will
pay more for
products
supporting
communities and
vulnerable groups 4

Loyaity

of consumers say
they are more
loyal to purpose
driven brands °

NielsenIQ

Glow.
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Sustainability is a key decision criteria and
growing in importance

KApbwwing

Importance of sustainability TODAY

respondents to a NielsenlQ study stated sustainability

suonnyoadx3

concerns were ‘more important’ than 2 years ago, with more
than 4 in 10 stating it was ‘much more important’.

slaALq

This results in over 9 in 10 respondents stating that Very Important Somewhat important
m Not at all important / No opinion

sustainability is either ‘very’ or ‘somewhat’ important today,
with over half of all respondents viewing sustainability as ‘very
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Change in importance v. two years ago
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Much more Important A little more important

NielsenIQ Glow.
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Consumers expect brands to behave responsibly,
but younger consumers expect more
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Under

of US residents surveyed believe that it All Adults GenZ Millennials Gen X Boomers Male Female $50k

is important for businesses to act

Over $50k

slaALq

responsibly when it comes to society

and the environment.

More than 1in 3 believe it is very

important for businesses to do so with 88% . .
o . 83% b 86% 86%

this rising to almost 4 in 10 for Gen Z

and Millennial consumers.

Glow.
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1in 5 rank ESG [ Sustainability in the top 3
purchase drivers when choosing F&G brands
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= Price and quality are, unsurprisingly, the

. . Purchase Driver Ranks (high to low)
o top purchase drivers. And while 30%
T ()
8 sustainability ranks 6th of 7 drivers .
a ' . ' 1. Price
g overall - 1in 5 consumers view it as More than 1in 5 rank
? significantly more important and rank it ESG/Sustainability in top 3 2. Quality
o in the top 3 drivers when selecting F&G 20%  drivers with the biggest impact
g brands. on their purchasing decisions 3. Availability / Convenience
@ 4. Ease of Use
5 10%
&

5. Features & Benefits

S
g Millennials rank ESG/Sustainability in 6. Sustainability / ESG Performance
5 the top 3 purchase drivers and 1in 10 0%
§,. as the most important - ahead of even Most Impact < — Least Impact 7. Customer Support
o
3

Price or Quality!

Z
[
X
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Glow.
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Sustainability is a barrier to trading down

(%2
[=
3
3 Cost of living is a huge concern with almost 7 in 10 respondents
2 actively switching F&G brands to save money and 65% of them ,
m switching all / almost all or a large number of products.” Bty cane | 20%
3 Pantry ! 13%
8 Similar to the top ranked purchase drivers, the primary barriers to :
= . . . . . . Frozen food - 1%
3 trading down were price and quality - in this case a lack of price 1
saving or loss of quality. However sustainability was a significant Meat and seafood , 10%
'Ec"- consideration for many, and of particular importance in Baby care Health and beauty 10%
3 K
@ where 1in 5 cited it as the main reason they did not trade down. Dairy & eggs ' 10%
3 For Millennials it is an even more important reason to not trade Household ' 10%
3 1
o down. In fact in Baby Care, Household and Dairy & Eggs it was the Bakery & bread . 8%
0 2nd most important factor. Beverages 7% |
3 :
2 Petfood and pet products 5% :
3 1
g 0% 5% 10% 15% 20% 25%
o I
3 1

Average across departments: 10.2%

Z
[
X
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Glow.
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Perceptions are contributing to switching
and leading brands are reaping the benefits

consumers say they This switching Consumers say they

have started or rate is higher for are switching* into

stopped using a F&G Millennials and the top 10 ESG .
brand based on the People with performing F&G L7 .
brand’'s ESG children. brands (as e
behavior. measured by SRS) at »”

twice the rate of the
average across all
tracked brands. volalf

% Nett Switching Consumers

0 10 20 30 40 50 60 70

Social Responsibility Score (SRS)

NielsenIQ Glow.
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Sustainability perceptions correlate

with revenue growth

Across 2 separate studies, Glow has compared Social Responsibility Score
with US sales and consumer data (supplied by NielsenIQ).

Study 1focused on sales growth of 50 randomly selected F&G brands (from
nearly 200), while study 2 analyzed sales growth of the 150+ tracked F&G
brands in the US SRS program; utilizing over $1Trn in annual sales data. Both
studies showed a positive correlation between SRS performance and
revenue growth.

The latest study showed that a 2 point higher SRS was equivalent to 1% point
more in revenue growth over 3 years.

For example, a $500M turnover brand that had an SRS 10 points higher than
their similarly sized competitor would, on average, expect to see an
additional $25M in revenue over 3 years.

This supports NielsenlQ analysis (see Section 5) that shows brands with
sustainability claims on pack grow on average 1.7% points faster p.a. than
those without.

3 year sales growth %

80

60

40

20

20

-20

-40

-60

25"

30

350 0

Social Responsibility Score

55 60

NielsenIQ

* 65

Glow.
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It is vitally important for companies to contribute to supporting
society and the planet. And there is a growing body of evidence
that doing so is more than the right thing to do, it is good for
business. This report provides further evidence from Glow and
NielseniQ that those who are leading in consumers’ minds are
already reaping the commercial benefits and are best placed for
future success.

Founder & GEO PLANET—>FWD

Glow.
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03. Drivers

What drives
sustainability
perception.



The F&G industry is seen as a leader in social and
environmental responsibility
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Rank % Difference

(vs. average of all industries measured)

Supermarkets and Convenience..

suonnydadx3

Food and Grocery Brands

Pharmacies

SA9ALIA

Retailers

The F&G industry is deemed to be one of the industries leading the way
. . . Department Stores
to a more sustainable future. It ranks second of 20 industries measured
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Superannuation Funds

=

in this research, behind supermarkets and convenience stores.
Fashion Brands |

Consistent with previous research conducted by Glow, Social Media Media and News Networks | |

latforms are viewed as the most socially irresponsible industry by US
P y P y oY Alcoholic Drink Brands

=

residents by a significant margin.
Social Media Platforms i 1

uonpdiunwwio)
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What is most important to
consumers differs by industry.
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There are 13 key drivers that influence consumer perception of a
brand’s ESG credentials.

These drivers are consistent across industries but differ in

spupag

importance based on industry.

The 13 Environmental (E), Social (S) & Governance (G) drivers
have been developed from 18 months of research, using over
100k data points across 3 markets and have been derived from

uonPIUNWWOD

investigation of over 40 issue areas.

The drivers enable brands to undertake detailed diagnostics

IXSN

and action planning in any stage of their sustainability journey.

Strictly private & confidential. Copyright Glow 2023. GlOW.
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Consumers expect F&G brands to
focus on Environmental issues

KAipbwwing

The drivers that are most important in overall perception for Food
& Grocery brands are:

suonnydadx3

e Reducing emissions & climate change
e Respecting & protecting natural resources

SA9ALIA

e Protecting wildlife and ecosystems
e Taking care of supplier welfare
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The expectations of consumers are weighted towards the E
(Environment) with 3 of the 4 drivers being deemed the most
important, and the 4th not far behind.

This balance shifts across industry type (i.e. consumers want

uonPIUNWWOD

Financial Services to focus far more on Governance), but for Food
& Grocery brands, caring for the environment and supplier
welfare are the most important areas for the industry to focus on.

IXSN

Glow.
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The largest opportunity gap for brands in the US F&G industry exists in

the Environmental drivers. They are the most important but consumers

are the least satisfied with the industry’s overall performance across
them.

More than 3 in 10 consumers are not satisfied with the industry’s
performance on any of the four Environmental drivers - with reducing
emissions & climate change both the most important AND the lowest
scoring driver of satisfaction measured.

Environmental drivers represent a significant opportunity for the Food
and Grocery industry to raise their game to meet consumer
expectations.

In addition to climate change, there is significant work to do in
Protecting Wildlife and in the Governance area of Supplier Welfare. For
brands that have initiatives focused in these areas, opportunities exist
to further educate consumers.

There is a gap between consumer expectation and
industry delivery

Country Industry
All Food and Grocery Brands

ESG Drivers for Food and Grocery Brands Food & Grocery Category - US - December 2022

Caring about their customers

Doing the right thing
0.74 Caring about my health & wellbeing

- 7in 10 consumers satisfied

Acting with transparency & honesty

g Giving to charity & helping others
g Being an inclusive, fair employer Supporting education & employment programs
S
S [ N e ]
a
Contributing to community projects
).68 Reducing plastic & managing waste Respecting & protecting natural resources
0.6
Taking care of supplier welfare
ing wildlife &
Reducing emissions & climate change
0.425 0.480 0485 0,490 0,495 050 ) 50" 51Q
Importance
Environmental Il Governance Social

SRS is a syndicated data product, produced and published under licence by Glow. All rights reserved.
Data not to be shared or republished without prior written approval from Glow.
SRS data is based on a nationally representative sample of adults who are asked about their perceptions of the social and environmental performance of a number of brands.
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with industry performance

Glow.
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Social and Governance issues increasein
importance within specific departments
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Environmental issues remain important across every
department, but we see variations of importance of
other drivers.

3 key changes we see within departments are:

Health & wellbeing has increased importance for:

Baby care

Bakery and bread

More Importance

Transparency & honesty
Customer care
Community contribution

Less Importance

Supplier welfare

Emissions & climate change

- Beverage Beverage Doing the right thing Supplier welfare
Health & wellbeing
w - Health and beauty :
% This is likely driven from the very different angles of Dairy &Egg Transparency & honesty Plastic and waste
(2]

uonpdiunwwio)
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sugar v ‘wellness’

Transparency & honesty and Customer care become
key drivers for Baby care as consumers consider the
impact on their most precious family members

Plastic and waste jumps to be of greater importance
to the Household department reflecting a focus within
these products to move to more sustainable
packaging options

Frozen foods

Health and Beauty

Household
Meat and Seafood

Pantry

Pet Food & Pet Products

Doing the right thing

Health & wellbeing
Education & employment

Plastic and waste

Community contribution

Charity support

Supplier welfare

Supplier welfare
Wildlife & ecosystems

Supplier welfare

Supplier welfare

Glow.
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Sustainability is driving switching across all

departments.

As we have already seen, 1in 2 consumers are switching brands
within Food & Grocery due to sustainability.

At a department level we see rates of between 30 and 40% in
every one. The risk is even greater in some departments (H&B,
Meat, Beverage & Household) and brands here need to ensure
they have have an active strategy that consumers are aware of
and find relevant.

However, this data shows that no category is immune from this
growing expectation. While the risk in Bakery and Dairy may be
lower, no business can risk losing up to a third of its consumers!

Health & Beauty
Meat and Seafood
Household
Beverage

Pantry

Frozen Food
PetFood

Baby Care
Bakery and Bread
Dairy & Egg

0% 10% 20% 30%

% stopped or started using a brand based on ESG credentials

Strictly private & confidential. Copyright Glow 2023. Source Catalyst Q: % of consumers who have stopped or started purchasing a brand in{department} due to how you perceive their social and

environmental behavior

40%

Glow.
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Identifying brand specific risks & opportunities is
vital to capitalize on switching

Example: Brand A is a leader in the category and this can be seen by the strong overperformance against the industry benchmark (green ring) across a

number of the drivers. When comparing to competitor Brand B, we can see they have a significant opportunity to utilise this position of strength in a

number of areas, but in particular in relation to “Reducing emissions & climate change’ and ‘Acting with transparency & honesty’ where their strong

overperformance is coupled with their competitor's underperformance.

Being an inclusive, fai

Caring about their customers

Giving to charity & helping

others

Supporting education &

employment programs

r employer

Brand A

Respecting & protecting natural

resources

ns Reducing emissions & climate

no . change
105 ‘

Contributing to community

projects

Caring about my health &

wellbeing

. 100 Protecting wildlife & ecosystems
95 .
20
85 . Doing the right thing
80

Reducing plastic & managing

. waste

. Taking care of supplier welfare

Acting with transparency &

honesty

Brand B

Respecting & protecting natural
resources

ns

Reducir

Being an inclusive, fair employer

Caring about their customers

Giving to charity & helping
others

Supporting education &
employment programs

Contributing to community

projects

Caring about my health &

wellbeing

no
108

100‘
95
oo ©
0. ®
® @«

g emissions & climate

change

Protecting wildlife & ecosystems

Doing the right thing

Reducing plastic & managing

waste

Taking care of supplier welfare

hone:

Acting with transparency &

sty

Glow.
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Are you leading the way in your industry?
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Do you know which Does your current ESG
issues consumers strategy align with
expect you to these issues?
address?
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Strictly private & confidential. Copyright Glow 2023. GlOW.
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Consumers already have an
opinion about your brand

g
3
3
Q
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Individual consumers have a valid and clear opinion about brand ESG
-r.f credentials. Two in three (66%) consumers had a strong opinion about the Food and Grocery brand average SRS* = 45
a brands they were aware of, with the top brands performing almost twice as
g well as the bottom brands.
? 80
) The distribution of scores pivots around an average SRS of 45. However,
3 scores above 50 are reserved for the group of brands that consumers are 60
[J
recognizing as leading in social and environmental responsibility. o)
o}
g 5
>
c
0
g S 20
o
2 g
§' 2in 3 consumers The top 10 F&G Gen Z are the harshest = "
s h.ave a point of brands S critics scoring brands N HEEh _ S
viewonyourESG  almosttwice as 14% lower on average.
g credentials. highly as the Social Responsibility Score
- laggards.

Glow.
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Where does your brand sit?

The chart provides examples of
tracked brands in the distribution
of scores, using a selection of
brands from the 165 currently
under measurement in the US.

The leading brands score above
50 with the top 22 detailed on the
next two pages.

Brands performing well below
average, labelled as ‘laggards’
have been anonymised.

Are you leading or lagging?

Lagging

Brand A:
@ Shampoo

1h Brand B:
Coffee

Brand C:
Water
Brand D:

™
=" Chocolate

Brand E:

B soft Drink
Brand F:
Pet Food
[l Brand G:
ED Cosmetics

. Brand H:
7 Energy Drink

Brand I:
Medicinal

Least Socially Responsible

Industry Average
NIVEA
Gillette Chobani
_ Vi
Nestle PERLESTER
o )
AT e*‘i’lc«) BEYOND MEAT
©ARNICR \\@
Gty SENSODYNE /
EVEREADY. DURACELL

Dr.

Leading

Most Socially Responsible

Glow.
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The most responsible F&G brands,

according to consumers

The top 10 most socially and environmentally responsible F&G brands*
according to consumers span a range of categories across household,
health and beauty, and breakfast.

The majority have strong environmental programs, focusing on efforts to

reduce their footprint and avoid chemicals that are toxic to the environment.

However social and governance programs are also represented via Dove
(Health & Wellbeing), Quaker (Health & Charity), and Cheerios (Fair &
Inclusive) among others.

To find out where your brand stands, contact us at
socialresponsibilityscore.com

DAWN

+42%
vs all brands

02

’\
Seventh
GENERATION

+41%
vs all brands

03

+23%
vs all brands

04

BAND-AID

ooooooooooooooooooooooo

+22%
vs all brands

05

Dove

+22%
vs all brands

06

+19%
vs all brands

07

Cheerios

+17%
vs all brands

08

+17%
vs all brands

09

+17%
vs all brands

10

5555555

+16%
vs all brands

Top 10 Brands

/ "> Social

S

Responsibilit
\ ”/I Sco}r)e ¥

Glow.

Glow.
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Other leading F&G brands

Another 12 brands have an SRS of over 50, marking them out as brands being
recognized by consumers for their efforts in the ESG space.

These brands span the dental hygiene, medicinal, chocolate, pantry,
household and juices categories.

To find out where your brand stands, contact us at
socialresponsibilityscore.com

n

Colgate
N’

+16%
vs all brands

12

TYLENOL

+15%
vs all brands

13

mems

+15%
vs all brands

14

Helloggs

+14%
vs all brands

15

OralB

+14%
vs all brands

16

7
.
o@ses)

+13%
vs all brands

17

ne

+13%
vs all brands

18

Gampbells

+13%
vs all brands

19

Tropicana

+13%
vs all brands

20

+12%
vs all brands

21

Mim_lte

Maid

+12%
vs all brands

22

HERSHEY'S

+12%
vs all brands

Glow.
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Spotlight on #1 D u WN

Dawn.

(%2
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3
g Dawn uses partnerships to activate their ESG mission, with a focus
< . I . .
on environmental contribution. Dawn engage in long-standing
_;é‘ collaborations with organizations that save wildlife, especially those
g affected by environmental disasters such as oil spills, where the
]
s Dawn product is used to clean birds’ feathers to prevent them from
¢ drowning.
9
s Hear what consumers like about Dawn'’s social and environmental
@ behavior:
Donations and They take pride in helping Cleaning up animals
9 helps clean up save wildlife that have been injured il
g environmental by oil spills BIRDRESCUE Mammal Genter
c . PARTNERS IN SAVING WILDLIFE
3 disasters
[1]
2
=
3 Male [ 35-44 years Male [ 55-64 years Male/ 55-64 years
Arkansas New Jersey Alaska

r4
[
X
-
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Spotlight on #2

: eventh
Seventh Generation. generation.

Seventh Generation is named after the principle of considering the

Apbwwinsg

next seven generations in all decisions and products it produces. *

Seventh

The brand epitomises the focus on long-term impact with programs
that span the ESG spectrum, but consumer recognition is primarily
driven by their actions focussed on reducing their environmental

suonnydadx3

impact.

What people like about Seventh Generation'’s social and
environmental behavior:

=]
=
<
(]
=
]

Their laundry detergent Their products are Reducing harmful
9 is biodegradable and more natural than practices
g made with plant-based  others. The containers
c . N —— . ... ZeroWaste Packaging: Progress & Decreasing Our Carbon Footprint: Bad
S materials and safer for are recyc|qb|e Sustainable Sourcing Targeted Priorities Shimieir s oo = News, Good News
§ the environment
g.
Female [ 55-64 year Female [ 65 years or over Female [ 35-44 years
New Jersey Ohio Michigan

IXeN
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Spotlight on #5

Dove

Dove is an example of a top 10 brand that focuses very clearly on
the social element of ESG. Dove is best known for its real beauty
initiatives, a range of programs designed to promote positive body
image, self-esteem, diversity and inclusion amongst both adults
and children. Their work with youth is increasingly pertinent given
growing challenges around mental wellbeing, self-confidence and
body image amongst this audience.

What people like about Dove’s social and environmental behavior:

Going against body Helping young girls They embrace women of
shame feel better about all races and sizes. They
themselves are totally inclusive
Male [ 18-24 years Female [ 55-64 years Female [ 55-64 years
lllinois Pennsylvania Alabama

Positive body
confidence — ht

social media can
affect body image

Why do young people love
social media? And could their
use of it cause body
confidence issues? Advice on
minimising the negative

+

Ul E
R A ,
‘\\/‘ Y Lyl

Dove

Welcome to the Dove Self-Esteem Project

mmunication
Help your child value
their cultural
background and
uniqueness.
When teens are ok
with fitting in,
help them rate
individuality and cultural
differences? Use our tips to
teach..

Glow.
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Spotlight on #6

KleeneXx.

Kleenex has a multi pillar ESG commitment, with significant programs
operating across both environmental and social dimensions.

When it comes to caring for the environment, Kleenex undertake a
range of initiatives, including sourcing 100% of wood fibres from
sustainable sources and utilising wind energy to power 100% of its
tissue production. They also partner with Arbor Day to plant trees. On
the social side, their efforts centre around improving educational
outcomes for children.

What people like about Kleenex's social and environmental

behavior:
Kleenex is It comes in a paper box They use recycled
destroying less and the tissues are paper materials
trees and helping of which both are
plant more for the biodegradable
future
Male [ 35-44 years Female [ 55-64 years Female/ 55-64 years
Georgia Alabama Pennsylvania

Strictly private & confidential. Copyright Glow 2023.

Guide to Tree Pollen Allergies

Read our tree pollen guide to learn everything

®

BRAND
TISSUES

Lok 8% (D) S

Cool Ways to Reuse Empty Upcycled DIY Desk Organizer
Kleenex® Tissue Boxes Made with Empty Tissue Boxes

Kleenex® Brand
$1,086,389 given to projects

2X Match Offer 2021

Glow.
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Spotlight on #10

Quaker

Quaker’s focus on nourishing Americans is at the core of the brand'’s
social contribution. They are enabling this through donations to bring
food to those in need across the US (via $50m and 50m nutritious
meals). This is supplemented with the provision of essential relief to
over 40 other countries around the globe.

What people like about Quaker’s social and environmental behavior:

Is heart healthy and | like their sustainable Reflects back to better Eat for Your Heart
does things for the farming methods eating choices s g e g e By
. nuts and legumes, and non-tropical vegetables oils.
community s e

Red meat should be limited, along with saturated and trans
fats, added sugar, and sodium. And since obesity is a risk
factor for heart disease, calories matter. Keep things in
moderation.

Female [ 45-54 years Male [ 25-44 years Female/ 45-54 years

lllinois South Carolina Virginia

QUAKER

=12 WES7/7/=

Nourishing America
when 1t matters most

.. Helper of Hearts

eart pumps blood - which then carries oxygen your body

.. That you probably already knew. But what you may not ki
Q ‘,/'t role food may play in keeping your heart healthy. We're hd

Glow.
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Even the leading brands
have cohorts of fans

(%2
[=
3
be differences in perception across
demographic groups, making it important to GenZ Millennials Gen X Boomers Male Female U$n705|?<r Over $75k

understand who your fans are.

suonnydadx3

Example: Quaker and Kellogg's are both in

the top 15 F&G brands in terms of consumer
perceptions of social and environmental
responsibility.

Both brands are underperforming when it

Quaker SRS

O
=
<
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-
(7]

spubn.g

comes to Gen Z, especially Quaker. But that's

Boomers are driving Quaker’s score while Genz Millennials Gen X Boomers Male Female U$n7%?<r Over $75k
Gen X are driving Kellogg's.

where the demographic similarities end.

uonpdiunwwio)

When it comes to household income, there’s
a slightly more favorable opinion of Quaker

among lower income households, whereas n

there is no difference for Kellogg's.

Glow.

IXaN
Kellogg's SRS
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Social and environmental performance is critical even in an
economy with rising cost of living. Now more than ever, if brands
want to retain and win consumers, they must stand for
something.

All consumers are looking for ways to save money. They will
need a compelling reason why they shouldn’t walk away from
your brand for a cheaper alternative! Along with quality,
sustainability is a key barrier to change, especially for
Millennials.

Managing Director Data Products

Glow.
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Are you reaping the rewards
of changing behavior?

Apbwwinsg

& &

Who are your What are they
. sustainability responding to?
] advocates

suonnydadx3

(and detractors)?

@

@
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Are you benefitting What is driving
or losing from ESG switching in or out?
led switching?

IXeN
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Telling your
story.



suonnydadx3 Atbwwing

slaALq

w
=
]
3
Q
(2]

uonRPIIUNWIWIOD

IXSN

Where you communicate matters

The most common places where people learn about brands’ ESG efforts are via news and media coverage, through advertising and via social networks.

When you consider where people would prefer to receive ESG information, there are some significant changes. Trusted news sources and advertising

remain key, but brand communications on-pack and via brand websites become significantly more important. It is also important to consider target

audiences as Gen Z and Millennials view social media as more important than other demographics. Overall, this highlights the need for brands to

leverage their owned assets to tell their sustainability story as well as using marketing campaigns to broaden their reach.

Where do you [jll{nalI[\"A=1{4) about a company or brand’s
environmental and social programs and behavior?

35%

31%

29%

27%

17%

16%

N%

4%

News & media coverage
Advertising
General social media

Friends/family

Instore (physical or online)
Company/brand social media activity
Company/brand communications

Events and conferences

Where would you [JEEIREYETI§)) about a company or brand'’s
environmental and social programs and behavior?

News & media coverage

Advertising

General social media

Friends/family

Instore (physical or online)
Company/brand social media activity
Company/brand communications

Events and conferences

28%

26%

22%

19%

18%

15%

14%

5%

Glow.
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Brands with on-pack claims grow faster

KAipbwwing

Packaging is a key channel to communicate ESG . . .
Products that make environmental, social, and governance-related claims have

response and one that consumers want brands to utilize achieved disproportionate growth

more. But the use of on-pack ESG claims is also linked to

clear sales returns. Retail sales growth, US, CAGR 2018-22, %

suonnydadx3

NielsenlQ’s analysis of growth from products across over ,
Products without

30 categories with on pack wellness [ sustainability ESG-related claims

slaALq

claims showed an average increase of 1.7% points p.a. Products with

q ESG-related claims
revenue growth versus those products without.

percentage
+1 .7 points

w
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Q
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Across 32 categories analyzed, products with claims have experienced 1.7%
points more growth p.a. (8.1% points cumulative) in the past five years than
products without them.

uonpdiunuwwo
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What you communicate on-pack determines
the growth impact

(%2
3
g According to NielsenlQ data, Animal Welfare claims are the type of on-pack messages driving the highest growth over a 3 year period - a clear opportunity given
< these are less prevalent than the other message types.
m
-§ However, the data reinforces that the messaging also needs to be relevant to the product category itself. For example BevAl, Vitamins and Pet Care have the largest
g growth from social responsibility message types, while in Pet Care sustainable packaging is more impactful than elsewhere.
5
(7]
o 4 $ % change - total store
E' . Environmental Social Sustainable
2
P AL AL y P y packaging
w
= >
S : ALL ENVIRONMENTAL Total Store +43% +28% +29% +26%
& = ALL SOCIAL SUSTAINABILITY
] RESONEIY Total Food & Beverage +41% +32% +38% +31%
%) +25% é
0 % TOTALSTORE ™
g b Household Care +43% +22% +1% +16%
3 a
= g ALL SUSTAINABLE BevAl +10% +16% +31% +19%
3 2 PACKAGING
%_ - Beauty/Personal Care +51% +17% +25% +20%
3 =
& Vitamins/oTc +22% +18% +84% +31%
Z
o . Pet Care +43% +40% +156% +81%

“Total Store Expansion”- Count of U.S. categories

NielsenIQ Glow.
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Not all on-pack claims are equal - specific
claims see more significant growth.

BIOBASED PRODUCT

’ CRUELTY FREE

e Regenerative Agriculture CLAIM CERT
=]
= ° Plastic Free RERELE RGNS ‘ RENEWABLE ENERGY
g LESS EMISSIONS CAGE FREE B CORPORATION
@ e Cruelty Free SRARSIFED NOT TESTED ON ANIMALS
@ COMPOSTABLE

w
=
]
3
Q
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e Water Footprint
e Renewable Energy

These claims are currently
concentrated to far fewer
categories than claims that see
lower growth rates such as B
Corporation, Eco Friendly
Certified and Organic.

i ETHICAL
ZEROWASTE @ 4

ENERGY EFFICI

CERTIFIED CERT 0

FAIR WAGES

BIODYNAMIC

H "
FOREST STEWARDSHIP LIMANE

COUNCIL STATED

FAIR TRADE ‘

RESPONSIBLY SOURCED

SUSTAINABLE

X FARMING .
‘\

100% RECYCLED PAPERBOARD

. FOR THE PLANI
ME&ER CERT

ECO FRIENDLY CERTIFIED

REDUCED CARBON IMPACT
6 RAINFOREST ALLIANCE CERTIFIED
CARBON FOOTPRINT
WATER CONSERVATION

7
c

3

3

g

< NielsenlQ analysis of on-pack

m claims against sales growth @ ANIMAL WELFARE

E shows the largest growth drivers REGENERATIVE AGRICULTURE @ ENVIRONMENTAL SUSlTA|NABIL1TY
g . RE— @ SOCIAL RESPONSIBILITY

= are: SUSTAINABLE PACKAGING

a WATER FOOTPRINT

ORGANIC

v

Source: NielsenlQ RMS Scantrack; Total US xAOC; 52 weeks W/E 11/05/22 vs 3YA. NielsenIQ Product Insight, powered by Label Insight. .
Copyright © 2023, NielsenlQ NielsenIQ Glow.

Strictly private & confidential. Copyright Glow 2023.
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Greater breadth of on-pack claim types is
associated with higher growth

(%2

[=

3

2

< . . . . r .
NielsenlQ onoly3|s shows that StOCklng of claims across the 4 types (See Sales growth vs share of retail sales by number of ESG'-related claims made by a product, US,
previous chart) results in higher long term growth - with each additional 0%
claim type the average growth rates increase. 0 | Meimberchcls:

suonnydadx3

The importance of on-pack messaging is also clear from analysis of the top ‘
performing SRS brands. The top 10 have both greater stacking of claims and
more claims overall than those ranked 11 to 30:

slaALq

e 40% of top SRS brands have claims across all 4 types (vs. 10% in brands
ranked from 11 to 30)

e 60% of top SRS brands have claims across at least 3 types (vs. 40% in
brands ranked from 11 to 30)

e The top 10 SRS brands have on average 50% more claims overall than
brands ranked 11 to 30

Sales growth,
CAGR, %

w
=
]
3
Q
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m

uonpdiunuwwo

This analysis suggests that becoming an ESG leader in consumers’ minds

requires clear and clever use of on-pack messaging to reinforce your ESG

ol 1=

100

o]
o

credentials. 0 20 40 60

Share of retail sales, %

IXSN
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Measuring opinion supports program
optimization

KAipbwwing

Mondelez is a leader in their categories and a corporate brand with a purpose (“the right snack
for the right moment made the right way”) that puts ESG elements at the core of what they do.

-
Glow partnered with Mondelez to embed SRS within their measurement and insight framework. I onde lez I

International

Research confirmed that consumers in Australia see the Mondelez chocolate brand, Cadbury,

suonnydadx3

as an ESG leader within its category and pinpointed areas of strength that drove this
outperformance.

The program also measured awareness of 6 key ESG programs run locally and globally by

Mondelez. The findings showed SRS was a massive 94% higher for people aware of any of the .
9 9 peop Y 94% higher

slaALq

brand’s specific programs compared with people who weren't. - >
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The implication is clear - brands must actively and effectively communicate their program
efforts and progress in order to gain the recognition they deserve.

uonpdiunuwwo

Glow'’s ESG program has provided us with fresh and powerful insights into Socldl Responsibllity Score

consumer perceptions of our ESG performance that will influence not only our
program communications strategy but also our investment approach.

IXSN

Dion Brogan
Senior Consumer Insights Manager, ANZ

Glow.
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Consumers want to hear about what brands are doing to
support people and the planet. And they want that information
through credible sources, including close to point of purchase:
on-pack and through digital discovery on retailer sites. Brands
doing that well can be seen as sustainability leaders and reap
the benefits in terms of growth.

NielsenIQ

VP Total Wellness

Glow.
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Are you
communicating the
journey or the
destination?

Are your consumers
aware of your
specific programs?

Are you telling your story effectively

Are you telling your
story in the right

places?
(especially on-pack)

Are you maximising
the consumer
impact of your

actions?

Glow.
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06. Next steps

Your
sustainability
journey.
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Questions to answer

uonpdiunwwio)

Outtake

Opportunity

Key outtakes from the report

(&,
&)

Sustainability is
good for business

Are your ESG priorities
aligned with your
consumers’
expectations?

Build or evaluate your
strategy to ensure it
addresses stakeholder
needs, including end
consumers

©
) g

Consumers are switching
based on sustainability
considerations

Are you ahead or behind
the competition?

What is your risk/reward
profile?

Use your market position
to create opportunity
or reduce risk

.
()
S’

Sustainability can be
a barrier to trading
down

Who are your fans (and
detractors)?

Where are the growth
opportunities?

Understand fans to drive
faster growth

Where and what you
commuhnicate matters

Are you using the right
communication channels?

Is your messaging
optimal?

Optimize your
communications to
improve ROI

()
S’

F&G leads but an
opportunity exists in the
expectation /
performance gap

Is there an investment or
communication gap in
the programs that
matter most to
consumers?

Develop programs
designed to create
impact

Glow.
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Glow can support your sustainability journey.

PHASE 1
Assessment

PHASE 2

Test & Ledrn

PHASE 3
Monitor

GOAL: Establish a baseline & identify opportunities

& risks to set [ evaluate your strategy

Glow.

Evaluate current perception
against industry / competitors

Understand what matters to SRS Snapshot
consumers in your industry / PN
department (|
Identify your supporters and =
detractors SRS Diagnostic
NielsenIQ

Size the opportunity to build strategic plans
- Guide investment prioritization

- Build business case

Understand the sustainability claims that
impact your category - what are the trends?

Find out more & request a data demo at socialresponsiblityscore.com

GOAL: Maximise the value and impact of
existing and future programs

Glow. mp
F:oncept testing to evaluate AP
impact on SRS and consumer

relevance of: CUStO“:‘
_ NPD resedrc

- New ESG programs
- Comms [ messaging

NielsenIQ

Identify opportunities for your brand through
competitive analysis

Activate

- Target the right segments with the right
message

- In-market innovation tests

GOAL: Understand which changes move the needle

and report progress to the business

Glow.

Track and measure how your
actions and those of
competitors impact consumer SRS Tracker
perceptions.

What moves the needle v

what should you not look to

repeat?

NielsenIQ

Sales data by brand and product

100+ on-pack sustainability attributes for all
categories to measure performance,
understand consumer demographics and
identify purchase drivers

Find out more at NielsenlQ Product Insight or contact your NielsenlQ client team

Strictly private & confidential. Copyright Glow 2023.
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https://nielseniq.com/global/en/solutions/nielseniq-product-insight/
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What next

Watch the explainer video

Social Responsibility Score
in 90 seconds

Contact Glow

to discuss your sustainability insights
needs and to learn where your brand
sits.

| —

Request a data demo

Email

Contact NielsenlIQ

to learn more about how
sustainability is playing in your
category.

0o

[

Contact NielsenlQ

Access the resources

Free reports and data - see next

page.

Glow.


https://campaign.glowfeed.com/socialresponsibilityscore
http://socialresponsibilityscore.com
https://nielseniq.com/global/en/about-us/contact-us/?lead_name=Know+your+Consumers&Know+Your+Consumers
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Free Reports

Learn about the risk and opportunity for your business. Request a free report from Glow:

g

3

3

8

<
Category Tracking Report Brand risk report

'§ Switching is happening based on sustainability perceptions. This There is a relationship between perceived sustainability, consumer

(1]

g report provides benchmark data from a key set of brands in one switching and brand revenue growth. Brands leading the way can

% category of your choosing. It showcases current brand tap opportunity, while those seen as lagging risk being switched
perception, momentum and strengths/weaknesses across out. This report helps quantify the $ value of consumer ESG

=]

%- demographic cohorts so you can see how relevant brands are risk/reward for your brand.

@ performing.
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oft D Social Responsibility Score
Social Responsibility Score Brand Risk Report

Tracking Report

74
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IXSN

Glow.



#
#
#

Resources

Please find below additional resources that may help inspire
and support you and your business on your ESG journey:

g
3
3
Q
2
o Mondelez Case study NielsenlQ + McKinsey NielsenlQ
T
§. How Mondelez used Glow’s ESG diagnostic Joint research study - Consumers care US consumer health and wellness data
§' to help gather insights on its sustainability about sustainability & back it up with their relevant to F&G brands.
? journey. wallets
Q
3
o
[J ° ° °
Catalyst The Business of Purpose Triple Pundit
w
g Multiple pieces of data and analysis on Curated ESG stats to support the reasons News, views and opinion on the business
& consumer attitudes to a range of social and why an ESG focus is good business strategy. case for sustainability.

environmental issues from an open-source
research program powered by Glow, Cint and
other partners.
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o
3
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If you want to find out what consumers think of your brand’s ESG performance, request a data demo at

Glow.



https://campaign.glowfeed.com/social_responsibility_score_case_study
https://www.triplepundit.com/
https://portal.glowfeed.com/store/2ec8ae04-328f-406e-b233-d5063f7076f0
https://campaign.glowfeed.com/socialresponsibilityscore
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/
https://nielseniq.com/global/en/landing-page/health-wellness
https://www.businessofpurpose.com/statistics
#
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