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Our experienced and committed team partners
with many of the world’s most successful, influential and forward-looking organizations.
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Agenda

* Permissive Context for Catalytic Leadership

« Greendex: A Global Index of Sustainable

Consumption

« Changing Behaviour

« Brand leadership

GLOBE



Evidence Sources

Global public opinion tracking
(n=24,000)

can Radar
2014

Participating Countries

Global sustainability expert

tracking

(n=900)
The 2014
Sustainability
Leaders

A GlobeScan/SustainAbility Survey

AResearch Project by National Geographic & GlobeScan

Global consumer opinion and
behaviour tracking
(n=18,000)

GREENDEX 2014:
Consumer Choice and the Environment —
A Worldwide Tracking Survey

®

» A PRESENTATION BY TERRY GARCIA & ERIC WHAN
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Permission to Lead

Trust in NGOs, National Government, and Global Companies
Net Trust,* by Region, 2015

can Radar
2015

Africa

North America

Asia
Europe -21 - NGOs
-19
- Global companies
Latin America -24 [ National government

v

*'A lot of trust” and “Some trust” minus “Not much trust” and “No trust at all”
GLOBE

Q3bt. Please tell me how much you trust each of the following institutions to operate in the best interest of our society.



OPTIMISM INDEX: People in Indonesia, China, and India express the
most optimism for the future of their family and the world

Optimism for the Future of Family and World
By Country, 2015

Canada
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Fgan(_:e
pam f e
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Greece

Mexico

Ghana — Nigeria
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Peru
Chile

Pessimistic about future -

than we do today.

can Radar
2015

Russia

Combining scores on
both optimism questions
for future generations
and the direction of the
world, we find citizens in
Indonesia, China, and
Australia India display particularly
high levels of optimism.

\35.3.1— Indonesia

- Optimistic about future

Q5At. For each of the following statements, please tell me if you strongly agree, somewhat agree, somewhat disagree, or
strongly disagree. bt) The world is going in the right direction. ct) Our children and grandchildren will have a higher quality of life

GLOBE



Globally, ‘ethical consumerism’ is now at its highest level

since 1999

Have Rewarded Companies Seen as Socially Responsible
OECD vs Non-OECD Countries,* 1999-2015
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= OECD countries

Average of 18
countries**

Non-OECD
countries
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Q12Bt. Over the past year, have you considered rewarding a socially responsible company by either buying their
products or speaking positively about the company to others? Would you say you have...?

can Radar
2015
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Greendex/

GREENDEX 2014:

Consumer Choice and the Environment —
A Worldwide Tracking Survey

A Research Project by National Geographic & GlobeScan

NATIONAL
GEOGRAPHIC

» A PRESENTATION BY TERRY GARCIA & ERIC WHAN






Greendex/ » WIDESPREAD CONCERN:
| AM VERY CONCERNED ABOUT ENVIRONMENTAL PROBLEMS

PERCENTAGE OF CONSUMERS IN EACH COUNTRY, 2014

GREENDEY 2014

[l Strongly 4 2 I strongly
agree (5) disagree (1)

Total (18 Countries) 3|

Brazilians ]
Chinese
Mexicans | ZTINN
Argentineans |[IINEE-E
indians IR
South Koreans
South Africans
Russians
Spanish
French EFEE
Australians
Hungarians
Japanese
Canadians
Americans [JIEEEE
Germans
Swedes
British NN

The white space in this chart represents “3" (on a scale of 1 to 5 where 1
means “Strongly disagree” and 5 means “Strongly agree”) and “DK/NA."
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A Research Project by National Geographic & GlobeScan EIEAglgRr\k?)hc
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ndex/” » ANXIETY IS GROWING:
Munus | AM VERY CONCERNED ABOUT ENVIRONMENTAL PROBLEMS

‘AGREE (4+5),” PERCENTAGE OF CONSUMERS IN EACH COUNTRY, INCREASES: 2008-2014
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A Research Project by National Geographic & GlobeScan gégg&/;hlc m



In calculating the total Greendex scores, the sub-indices are weighted as follows:

Everyday Big-ticket
consumption items
50% 50%

Transport
30%

Housing
30%

Greendex
100%

A Research Project by National Geographic & GlobeScan gé&RAPHIC



G ,,
eeaiaxy » CONSUMER BEHAVIOR IS STUCK:

snidgbyot s GREENDEK: OVERALL SCORES

TRENDS: 2008-2014

m— |ndians

F Chinese 65 — (Germans
South Koreans Spanish
61.4
60 Brazilians 60 Swedes
’ 575 = Argentineans Australians
55.5 R g e British
55.7 Mexicans
55 - gig 2570 55
-—-_:/' 2 :
/& 53.3 Hungarians ——  French
e Japanese
Russians | —— 513 509 P
— =
1 ¥ ;". ggi Canadians
South Africans X
48.4 49.0
472 Americans
¥ 43 44.6
g 40 NGS14_Grdx_line
X P O ~ A& ® & O a >
P P ° P PN SN S -
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Greendex/
EMPOWERMENT VS GREENDEX SCORES

High Greendex score /
. Less empowered

GREENDEX 2014

High Greendex score /

More empowered
o
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= ® * Argentineans
J
v
o] ° .
: Germans ® Spanish
o Swedes
5 ( @Australians
British @ Japanese
® .
French Canadians
) =
Americans a
o (¥
lﬂ"l
Low Greendex score / 3
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4 »2
Empowerment
A Research Project by National Geographic & GlobeScan gégg&%hlc m

SUSTAINABLE CONSUMPTION INVERSE TO EMPOWERMENT

Note: “Empowerment” refers to the
extent to which one disagrees with
the statement “the impact that our
society has on the environment is so
severe that there Is very little
individuals can do about It.”



Greendex/!

A Research Project by National Geographic & GlobeScan . S CAN



Greendex/!
» ATTACHED TO OUR FOODS:
Munws FOOD IS AN ESSENTIAL PART OF MY CULTURE

PERCENTAGE OF CONSUMERS IN EACH COUNTRY, 2014

Strongly 4 2 [ Strongly
agree (5) disagree (1)

Total (18 countries) |

indians | NN
Chinese
Spanish
Mexicans |IIIIIETE
South Africans
South Koreans
Brazilians
Germans
Hungarians
Japanese
Russians
Argentineans
Americans
Australians
Canadians
French
British
Swedes

Hl.h‘.‘-_-_-l.h‘..l

EEMMEMMEI._.M._.M

The white space in this chart represents “3” (on a scale of 1 to 5
where 1 means “Strongly disagree” and 5 means “Strongly agree”
with the statement) and “DK/NA."

A Research Project by National Geographic & GlobeScan EIEAglé)R'\}G’%'IIC



Greendex/" » DEMAND FOR KNOWLEDGE:
ITIS VERY IMPORTANT TO KNOW HOW MY FOOD IS PRODUCED

GREENDEY 2014
PERCENTAGE OF CONSUMERS IN EACH COUNTRY, 2014
Strongl Strongl
-a;reeg(‘;) ! : - d?sagrge’; 1)

LA |

Total (18 countries)

Indians
Chinese
Russians
Brazilians |ETE
Mexicans
Argentineans
South Koreans [EENE
South Africans
Spanish [IENE
Germans
Hungarians
French
Japanese
Americans [JIEENE
Australians IEE
Canadians
Swedes EEIE
British

The white space in this chart represents “3” (on a scale of 1to 5
where 1 means “Strongly disagree” and 5 means “Strongly agree”
with the statement) and “DK/NA."

A Research Project by National Geographic & GlobeScan EIEAglgRr\k?)hc



Greendev »BUT, LACK OF TRANSPARENCY:
| FEEL WELL-INFORMED ABOUT THE QUALITY, SAFETY, AND ORIGIN
OF FOOD | EAT

PERCENTAGE OF CONSUMERS IN EACH COUNTRY, 2014

[l Strongly 4 2 || SFroneg
agree (5) disagree (1)

GREENDEY 2014

Total (18 countries) [

«
cHINA Indians
Argentineans [
Hungarians [EJ
Brazilians
Chinese
Mexicans

Germans
South Africans
Canadians
Americans
British
Australians
Swedes
French
Russians
South Koreans
Spanish

Stel-EELE]- BT
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Japanese

The white space in this chart represents “3" (on a scale of 1 to 5
where 1 means “Strongly disagree” and 5 means “Strongly agree”)
with the statement and “DK/NA."

A Research Project by National Geographic & GlobeScan EIEAglgRr\k?)hc



Greendex/ »

GREENDEY 2014

DISENFRANCHISED:

CONSUMERS HAVE LITTLE INFLUENCE OVER HOW FOOD IS PRODUCED

PERCENTAGE OF CONSUMERS IN EACH COUNTRY, 2014

A Research Project by National Geographic & GlobeScan

Strongly 4
agree (5)

Total (18 countries)

Hungarians
Russians
Indians
South Africans
Chinese
Australians
British
Mexicans
Spanish
Argentineans
Americans
Brazilians
French
Germans [JiEH
South Koreans |EJ
Canadians | 11 |
Swedes [Tl

Japanese §

Strongly
disagree (1)

EEHMEHHEHHHENHEHEH |

The white space in this chart represents “3" (on a scale of 1 to 5
where 1 means “Strongly disagree” and 5 means “Strongly agree”

with the statement) and “DK/NA."

NATIONAL
GEOGRAPHIC s
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GREENDEX 2014

» INFORMED CONSUMERS ARE..

« Empowered
« Connected
« Engaged
» Positive
» Willing to pay
» Good for all stakeholders

A Research Project by National Geographic & GlobeScan gégglyﬁll\’li’ilc m



Greendex/

CHANGING DIETS

A Research Project by National Geographic & GlobeScan Eéggwwlc



Greendex/
V » POSITIVE SIGNS OF CHANGE:

sRectghy 2014 FOOD SUBINDEX CORES ARE UP IN MANY COUNTRIES

TRENDS: 2008-2014
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Greendex/
reendex _ o\ up:
W FREQUENCY OF CONSUMING LOCALLY GROWN FOOD

“‘DAILY” AND “SEVERAL TIMES A WEEK,” PERCENTAGE OF CONSUMERS IN EACH COUNTRY,
RECENT TRENDS: 2008-2014
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A Research Project by National Geographic & GlobeScan gégg&/;hlc m



Greendex/” » GROWING MARKET:
() ITIS WORTH PAYING MORE FOR LOCALLY OR ORGANIGALLY PRODUCED
"l < FOODS

‘AGREE” (4+5), PERCENTAGE OF CONSUMERS IN EACH COUNTRY, TRENDS: 2012-2014

A Research Project by National Geographic & GlobeScan gé&%lmc m



Greendex/

UNLOCKING
FURTHER CHANGE

A Research Project by National Geographic & GlobeScan Eéggwwlc



Greendex/! ) | £ss BAD, MORE GOOD:

CURRENT CONSUMPTION VS FUTURE INTENTIONS AFTER LEARNING OF
g ENVIRONMENTAL IMPACT

“DAILY” CONSUMPTION AND “SEVERAL TIMES PER WEEK,” TOTAL CONSUMERS, 2014

A Research Project by National Geographic & GlobeScan

Environmental Impact of Foods Shown

Lamb
Beef
Pork
Fish

Chicken
Grains

Beans

Vegetables Source: Environmental Working Group

NATIONAL m
GEOGRAPHIC ol



Greendex/ >
MAPPING POTENTIAL FOR CHANGE:
SRR RELATIVE POTENTIAL FOR FOOD CONSUMPTION BEHAVIOR CHANGE

BY COUNTRY, 2014

Swedes
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: French 4 . Japanese
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Argentineans Most potential for change -

[ 8

Least patential for change

A Research Project by National Geographic & GlobeScan gégg‘{iﬁhlc m



Gr ee"de"’ » THE IDEAL MARKET:
snemtxzdm RELATIVE POTENTIAL FOR FOOD 00NS“M|’T|0N BEHAVIOR CHANGE

BY DEMOGRAPHICS, 2014

SHOPPING FOR FOOD/
GENDER OTHER HOUSEHOLD PRODUCTS

MAINLY RESPONSIBLE

EQUALLY RESPONSIBLE
NOT RESPONSIBLE

HOUSEHOLD INCOME
PARENTS

AGE

=

ot
Koilmmmm— | £\EL OF EDUCATION  TYPE OF COMMUNITY

| MEDUM

A Research Project by National Geograph ic & GlobeScan E‘?&%L'_"c m



Greendex/'  \0sT POWERFUL LEVERS
DRIVERS OF FOOD BEHAVIOR CHANGE — WHAT THE STATS SAY

GREENDEX 2014

1. Peer influence (inbound and outbound)

Leverage consumers’ trusted tribes and networks for positive
feedback loops

2. Connections between humans and environment
) Create cognitive linkages

3. Concern about various environmental issues
» Establish the big picture

4. Other sustainable habits

) Take advantage of other conducive behavior patterns by
inserting food into existing values equations

NATIONAL

A Research Project by National Geographic & GlobeScan GEOGRAPHIC m



Who Experts Think Can Cause Change:
Expectations vs Performance

©
3 National governments The 2015
[ Sustainability
I Leaders
rivate sector A GlobeScan/SustainAbility Survey

' Multi-sectoral partnerships/collaborations

United Nations

City/local governments .

' Citizen-led mass scocial change movements

Who Should Lead

NGOs
International Multilateral .
financial institutions organizations Independent

research/academic . ‘ Social entrepreneurs
organizations

Should not




What's Inzide
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What We re Mades

A CARE TAG FOR OUR PLANET

MACHINE WASH COLD

31

Inspire and enable millions

w of customers to live a morel

sustainable life at home.

DON’T BUY
THIS JACKET

THIS SEASON, SHARE SOME VALUES

Learn more about our Common Threads Initiative,
and take the pledge to reduce consumption

AN e
G;_;%,LJJ_‘;;;Q

Select
a farmer

« Rob Borrill
Lincolnshire

'
E\/

P\ -
Treating ducks with
respect and affection.

W FISH

. EGGS & DAIRY
\ FRUIT & VEG
W FLOWERS

@ WINE




Destination, not the Journey
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So?

= Most consumers are followers, not leaders
= Empower change-agent leaders through collaboration
= Education is not enough on its own, and civil society can’t do it all

= Resist price premiums: ethical consumers should not be responsible for
compensating perverse subsidies / partial-costing

= Change the rules of engagement from less to more, from sacrifice to success

GLOBE



GLOBE

evidence and ideas. applied

GlobeScan is an evidence-led strategy
consultancy focused on stakeholder intelligence
and engagement. Offering a suite of specialist
research, and advisory services, GlobeScan
partners with clients to meet strategic
objectives across reputation, sustainability and
purpose. GlobeScan’s overarching purpose is
to help our clients redefine what it means to be
in business.

www.globescan.com

Eric. Whan@GlobeScan.Com



http://www.globescan.com
http://www.globescan.com
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Who (and Why) We Are

GlobeScan is an evidence-led strategy consultancy focused on stakeholder
intelligence and engagement.

Traditional solutions are no longer sufficient in the face of today’s urgent
economic, social and environmental needs.

Trust in societal institutions is at an all-time low, and business as usual is no
longer an option.

Our purpose is to help redefine what it means to be in business. We work
collaboratively to enable a sustainable and equitable future.

The destination matters more than the journey.

GLOBE



Overall, people have become more likely to be pessimistic than
optimistic about the prospects of future generations having a better

life...

Our Children and Grandchildren Will Have a Higher Quality of Life than We Do Today
“Agree” vs "Disagree,” Average of 13 Countries,* 2001-2015

can Radar
2015
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*Includes Canada, Chile, France, Germany, India, Indonesia, Mexico, Nigeria, Russia, Spain, Turkey, UK, and USA.
Not all countries were asked in all years.

Q5At. For each of the following statements, please tell me if you strongly agree, somewhat agree, somewhat disagree, or G\W'_Eﬂ

strongly disagree. ct) Our children and grandchildren will have a higher quality of life than we do today.
36



Greendex/

~ > GREENDEX SCORE VS FEELING GUILTY

cRicdotyat 4 Consumers in Each Gountry, 2012

Y High Greendex score / High Greendex score /
Not very guilty Very guilty
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Chinese
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g Russlians
o] °
= Germans Spanish ®
o British y
= Australiansg S“':i es h
Japanese @ renc
. -
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Americans
[ )
Low Greendex score /
Very guilty

»
L

Feeling guilty about own impact on environment

A Research Project by National Geographic & GlobeScan
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Greendex/" ), o- - N iZED PROBLEM:

GREENDEY 2014

GROWING GLOBAL POPULATION

A Research Project by National Geographic & GlobeScan

<CHINA

PERCENTAGE OF CONSUMERS IN EACH COUNTRY, 2014

I Very large Large changes Moderate
changes needed needed changes needed

Total (18 countries)

South Africans. | TR
Mexicans

Brazilians
Hungarians |EE
Argentineans
Indians
Canadians
French
Swedes
Australians
Chinese
spanish TN
Americans
British
Germans
Russians
Japanese EN

South Koreans

The white space in this chart represents "DK/NA."
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NEED TO CHANGE PRODUCTION/CONSUMPTION OF FOOD TO FEED

small changes [ No changes

needed needed
29 7
17 1
11

14
17 R |

16
22 2|
34 3 |
27 H
26 0|
33 b |
28 2|

27

39 3 |
37 3 |
30 4 |
34
55 R |
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