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Context of research

The research set out to uncover the Sustainability Outlook from the perspective of three core groups:

1:
MATERIALITY ASSESSMENT :
THOUGHT LEADERS /

STAKEHOLDERS
R —

Including NGO'’s, opinion leaders,
Policy groups, Clients and Bord Bia
experts

AUDIT OF

60+

PUBLISHED RESEARCH PIECES
& 14 INTERVIEWS
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2:
CUSTOMERS

A: Buyer Barometer - multi-market quant
barometer exploring views of buyers.

B: Depth interviews - multi-market
qualitative interviews focusing more on
more senior roles with a connection to
the sustainability interview to give depth
and context to sustainability within the
customer organization.

189 25

FOOD BUSINESS GLOBAL DEPTH
BAROMETER ACROSS  INTERVIEWS WITH

9 MARKETS SENIOR FOOD
BUSINESS LEADERS

3:
CONSUMER

f

Multi-market quant survey testing
attitudes and opinions of consumers
aged 18-65 around sustainability

11,000+

ONLINE CONSUMER SURVEYS
ACROSS 13 MARKETS
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. 1. Greenhouse gas emissions 8. Food loss and food waste
Key Toplcs Of FOOd 2. Climate change adaptation 9. Sustainable fisheries
. . 3. Energy andrenewables 10.Sustainable packaging
S u Sta| nabl llty: 4. Water availability and quality 11. Organic farming and food production
o - 5. Biodiversity 12. Regenerative agriculture and soil health
Materlal|ty 6. Deforestation 13. Circular and Bio economy
7. Land usage 14. Grass-fed

Assessment

’ 15. Animal health and welfare

16. Human health and nutrition

17. Food safety and quality

18. Product labelling and traceability
19. Alternative protein

20.Human and labour rights

21. Food security

22. Digital technology

23. Sustainable livelihoods and a ‘just transition’
24. Market opportunity

25. Skills and training
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There are two clear

“spheres in the

sustainability AGENDA SETTERS

conversation ” QOT_F:
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i TOPIC PLACEMENT IS i
' REPRESENTATIVE BASED i
i ON QUANT & DEPTHS i

Critical to focus
on the right
topics for the
right audience
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TRACEABILITY NUTRITION
[ ] SuUS ANIMAL SUS
LIVELIHOOD WELFARE PACKAGING
EMPLOYEE
WELFARE FOODWASTE
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SAFETY/QUALITY

FOOD GRASS FED
SECURITY
PLANT-BASED
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Agenda Setter Perspective

r ©

Current

Big 4

Sustainable livelihoods
& a just transition

Animal health & welfare GHG emissions

Biodiversity

Human health & nutrition Water availability Circular & bio economy
& quality
, , Regenerative Ag o
Sustainable Packagin Digital Technolo
ging & soil health g &y

\_ J

There are 4 key issues that are top of the agenda today and will continue to be top in 5 -
10 years time.

These ‘Big 4’ are at the heart of a sustainable food system. Origin
\-Green
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The sustainability
agenda is accelerating

_quickly..
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Consumers want to make more
sustainable choices in the future and
expect food producers to help them
do that.

43%

Say sustainable production of food
and drink is very important or
essential when grocery shopping -
but still behind taste, health and
origin.

15%

of consumers globally have made an
effort to buy more sustainably-
produced food and drink in the last
12 months.
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61%

Say it will become more important
to them to buy more sustainably-
produced food and drink in the
next 3 years.

3% b

Say they are willing to make
changes to their lifestyle to be
more sustainable
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2%

Say they’d like to buy more
sustainably-produced food
but it is too expensive
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IS QUALITY ASSURED

The Top 10
Sustainability
Grocery Influencers

All Consumers 18-65 (Global); n=11,187

IS A NATURAL PRODUCT

LOW OR NO ADDITIVES
SUSTAINABLE PACKAGING
REDUCES FOOD WASTE IN GENERAL
IS ORGANIC

IS LOCAL - LOW FOOD MILES
When it comes to choosing food &
drink products in general, when you
are shopping, which of these things
impact on your choices, if any?

IS WITH HIGH STANDARDS OF SAFETY

PROVIDES HIGHER NUTRITIONAL CONTENT

HAS HIGH ANIMAL WELFARE STANDARDS
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The Market
Nuances

f‘

Western Europe has a
greater focus on higher
welfare and local
produce.

As you move to Eastern
markets nutrition, safety,

quality and community
contribution become
more relevant.

The US market sits
between with a broad
range of associations with
sustainability.

(All Adults (Global); n=11,187)

* Is fully traceable.

* Reduces food wastein general.

Is with high s{andards of safety.
L
2NN

Is fair to workers and suppliers.

I Minimises Deforestation

Certified Responsible Fisherias
Standard {eg MSC)

| . It supports - .
: : . . = . Contributes to the community.
Has high animal welfare  Uses sustainable packagiegosystems/biodiversity. = ty

-st)lndards. . I it —

local with low food il Has a low/no carbon footprint. , P e hgaltthy50|l S
s local with low food Kiles. Has low or no additips@duction.

_I_ LN
I
: -
Is a natural product. ;

Responsmre Water Usage and

. * Is quality assured
Quality management quality

Animals are grass-fed / pasture-
raised.
* Is plant-based.

. Provides higher nutritional

. content.
* Is organic
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Critical Sustainability Drivers in Germany f—

Responsible Water Usage and Critical Drivers

Minimises Deforestation — g Quality management _
/Q Reduces food waste in general /Q

Supports ecosystems/biodiversity
Certified Responsible Fisheries Standard (eg... QNatural oroduct

Promotes healthy soil in its production /0/ Q'
o g et

Fair to workers and... ‘K
OFully traceable \Q - Means animals are grass-fed / pasture-raised Q\

Contributes to the community Has low or no additives

Future Drivers

X Produced with high standards of safety Q' Quality assured

Plant-basedg 0 Organic

Provides higher nutritional content

Low Impact Tangential
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Influences my choice (grocery general)

(All German Consumers 18-65, n=1,009)
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Critical Sustainability Drivers in China

Future Drivers Critical Dmiters
Supports ecosystems/biodiversity’ ‘ Contributes to the community Quality assured

Responsible Water Usage and... Uses sustainable packaging

Minimises Deforestation ‘
Low/no carbon footprint Fully traceable

‘ A I ‘\ Reduces food waste in general
Promotes healthy soil in its production —

Certified Responsible
‘ Low or no additives

Animals are grass-fed / pasture-raised

Avoids Palm QOil and Similar Ingredients
‘» Plant-based
e)rganic

Fair to workers and
suppliers

Produced with high standards of safety Q

Is a natural product

Provides higher nutritional content

Low Impact Tangential

This is definitely what sustainability means....

Influences my choice (grocery general)

(All Chinese Consumers 18-65, n=1,011)
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Critical Sustainability Drivers in USA

Future Drivers Supports ecosystems/biodiversity Critical Drivers

Low/no carbon footprint. Q Q/ Q

Responsible Water Usage and Quality
management

Q/ Minimises Deforestation
Promotes healthy soil in its Q I_ _

production '

A
ertified Responsible Fisheries U Quality assured

Contributes to the community
Fully traceable U J U
Standard (eg MSC) d y U\ Produced with Low or no additives
F

\Q air to workers and suppliers high standards of ¢

safety

Local with low food miles Organic
Plant-based Q/ \Q Q\

Provides higher nutritional content

Avoids Palm Oil and Similar Ingredients .
Low Impa& Tangential
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Influences my choice (grocery general)

(All American Consumers 18-65, n=1,011)
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Beef: Prioritisation (USA)
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5 ) Natural product
[
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o0 ') Haslowornoadditives
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B L with L

&U Localwithlow &  provides higher nutritional.. Produced with high standards of safety

food miles

_,'C_, Responsible Water Usage Uses sustainable \0

‘6 and Quality management packaging -~

; Has a low/no o « Reduces food waste in general

@  carbon.. Fully traceable Fair to workers and
Contributes to the suppliers

. = Supports ecosystems/ biodiversity
community \

Protects healthy soil in its production

Appealing

(Base: All US Beef Consumers 18-65, n=507)
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Key Take-Aways...

EXPLORE THE
INSIGHTS
FURTHER &
COLLABORATE

EMERGING IMPAC
AREAS REQUIRE A
HOLISTIC FOOD
SYSTEMS
APPROACH

SUSTAINABILITY
DEMANDS ARE

ACCELERATING AT

PACE

o
o
%

A

PACKAGING,

WASTE AND COMPLEXITY OF
ANIMAL WELFARE ; CONVERSATIONS
ARE THE KEY ACt!on ?he WITH CLEAR
CONSUMER TOPICS Implications ADOPTION
TO SHOUT ABOUT HIERARCHY

5

CONSUMERS EXPECT
FOOD PRODUCERSTO S
STEPUPBUTNEEDTO 4

SUSTAINABILITY
BECOMING KEY
PURCHASING
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. P BE BROUGHT ON THE g OPPORTUNITY CRITERIA |
T h I n kl n JOURNEY FOR LONG-TERM EMBEDDING
SUSTAINABILITY

PARTNERSHIPS &
NEED FOR
COLLABORATION
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Collaboration & Partnership
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Origin Green Ambassador Programme

i
D

LIM

UCD Michael Smurfit
s Graduate Business School

WY

. Ten professionals

. MSc in Business Sustainability

= | HARVARD
- 4-5 years commercial experience g‘:ﬁ BUSINESS SCHOO
®
. Run in conjunction with'UCD Smurfit School, Harvard Business School, Y
MIT & NYU Stern TITIT

| NYU|STERN

MITSIoan

MANAGEMENT

. Three 6- month industry placements with leading
global food organisations

S5 |
Walmart . TESCO N%%- 0 Cetitely ﬁrigi’n sodexﬁ Vi b} @ PEPSICO

@Tyson Sainsbury’s @ DANONE mw EE[ENeDn

Foodservice
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Thank you!

Contact:
Deirdre.Ryan@Bordbia.ie
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