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HOW BRANDS CAN COMMUNICATE ON
SUSTAINABILITY & DRIVE PROFIT
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Sustainability is
non-negotiable

‘q\-: ]
!
Climate change Sustainability
is personal sells
76% believe climate change 79% consider sustainability
directly impacts personal when making purchases
health across verticals
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Brands are
already using
seals to signify
sustainability
features
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FORESTS
FOR ALL
FOREVER
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Our

objectives

What sustainable
product features
have the biggest
impact on purchase
decisions?

02

How familiar are
people with
sustainability seals?
(like USDA Organic
or Energy Star)

How can brands
communicate
sustainability
efforts effectively?



Our approach

Sustainability features

Scenario testing to quantify the

. X . ‘ T : B~ ¢ 3 Groceries
impact of product sustainability on ' AARRATRNER, - " Organic product
buying decisions and explore how L TRER RN SR RS gfgggce:tratlve agriculture
brands can best communicate their ) . bR SN N Regenerative organic

. . z F W W Agriculture product
sustainability efforts Non-GMO

Animal welfare
: . Reduced packaging
+ Nationally representative sample ' Refillable packaging

across age, gender, race/ethnicity, fegyclaplepackaging

. Personal care products
and income

+ Materials sourced responsibly
Reduced packaging
Plastic free packaging

ey cssn e ey
States, N=607; Canada, N=605) b ,

+ Ages 18+

Clothing

+ Materials sourced responsibly

+ Recycled material in product

+ Organic product

+ Regenerative agriculture
product

Regenerative organic
agriculture product
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SUSTAINABILITY BENEFITS PE
TO PAY MORE
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PeOple don’t j“St Care \lfl\lei!cli:cgor:zs:ctrgsga\)ler:;ic;;elsfor sustainability features
about sustainability —
they’ll pay more for it

o
6 3 % '

Would pay more v
for products that offer
sustainability features (like
organic ingredients or
recyclable packaging)

M/GNA [ %~ sharethrough EQUATIV Scenario testing N=1.212



For groceries,

ethical animal B eatres Poop R Wiking to ey Moy
Welfare iS Worth Supports ethical animal welfare practices

a premium

Uses organic ingredients

17% would pay more for grocery Uses non-GMO ingredients
products that prioritize animal welfare g
practices, such as cage-free eggs Uses refillable packaging 1%

Uses ingredients from regenerative ll(y 7
organic agriculture practices 70

Takes measures to reduce the ot
0
amount of packaging used 10%

Uses recyclable packaging 90

are willing to pay more
for groceries with Uses ingredients from regenerative 0
sustainable features agriculture practices 9%
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For personal care
prOdUCtS ’ reﬁllable \I:;\?il;lsir(:;:::%:\";hljll;?-:l::(;trl:eatures People Are
paCkaging drives Relative Importance (%)

decisions, even more

[ )
s0 than plastic-ree
[ J
packasins e
Uses recyclable packaging 20%
24% would pay more for
personal care products that
Takes measures to reduce the
ging

use refillable packaging
44% i

are willing to pay more

for personal products
with sustainable features
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For clothing,
responSibly Cllc)thing Feature?oF;eople Are Willing to Pay More For
sourced materials

justify a higher cost — L
for most people e

Uses recycled materials in its products 19%

Uses materials from regenerative 0
clothing products that agriculture practices 18%
source materials
responsibly O/ 16%

O 0

25% would pay more for
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In fact, 1in 4
consumers
are eco-

spenders

Meaning, 23% would pay a premium
for sustainable features - no matter
the product
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Younger shoppers
are more likely to
be eco-spenders

Among Millennials, nearly 1/3"¥ exclusively opt to pay
more for brands that offer sustainable products

250

15%

People who exclusively opt to pay more for brands
that offer sustainability features, by generation

GenZ Millennials Boomers Silent Gen
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People want to hear from brands on
their sustainability efforts

>
>
>

92..

Say it's important
for brands to
communicate their
sustainability efforts

Overall average across
verticals

2223223222325

2223223222325
2232223225
2232223222325
2232223222325
2223223222325
2223223222325
2223223222325
2223223222325
2232223222325
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Those unaware of the seal or its meaning

Sustainability is valued, =~

Certified B Corp 85%

but hard to spot

The majority have limited awareness or understanding of the

) ) Regenified 84%
different seals brands might have to offer

Regenerative Organic Certified 83%

Certified Sustainable Palm Oil RSPO 82%

Importance of seals (USDA Organic, Regenified,

and Regenerative Organic Certified) Forest Stewardship Council 829%
% very/somewhat important

ReefSafe

N
%
>

Rainforest Alliance Certified 75%
Certified Biodegradable 74%
Peta-Approved Vegan 74%

Certified Humane Raised & Handled 72%

Certified Recycled Content 66%

USDA Organic 61%

Energy Star 39%
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Beyond
awareness, a

deeper @
understanding  comwmsrmon
is needed

2N

RN

Leaping Bunny Standard

Certified

Certified B Crop

Corporatian

roral Forest Stewardship Council

& ReefSafe

» Peta-Approved Vegan

} é{;\erse;\

- & ;) Water Sense

4

N Epats

(€} Rainforest Alliance Certified

= Certified Recycled Content

USDA Organic
Energy Star
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Familiarity with the seals/certifications

Don't understand  Aware and understand

® Aren’t aware

25% 16%
57% 26% 18%
27% 61%
16



Product
packaging and
advertising
should play a
key role in
education

M/GNA [ % sharethrough EQUATIV

Channel preference for learning about brands’

sustainability features
% want this

17



Advertising is a preferred mode for
learning about sustainability, especially
among younger generations

Channel preference for learning about brands’ sustainability, by generation
% want this

GenZ Millennials Gen X Boomers Silent Gen

Brand website

Product packaging

Advertising

Social media

Reps such as influencers 59% 65% 32% 25% 24%

Newsletters 47% 63% 49% 53% 70%

_ LESS MORE
Sample Size N=1,212

Q: How do you prefer to learn about what brands are doing to promote sustainability?

M/GNA [IM % sharethrough EQUATIV . .
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Key findings

People aren't just interested in sustainability — they're
willing to pay more for it, especially when it comes to
ethical animal welfare, refillable packaging, and
responsibly sourced materials

People value sustainability but struggle to recognize it.
Brands must educate through a variety of means such
as product packaging and advertising to build
awareness and drive sales

19
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Marketers  To-Dos
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Private-NGO partnership is Advertising is a key

critical in driving public messaging vehicle for
awareness of sustainability educa,tmg people about
seals brand’s sustainability seals,

with retail media (including
on pack) as non-negotiable
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