SUSTAINABEE PACKAGING

WHAT CONSUMERS REALLY } T IN PACKAGING



Share of consumers in Canada that shop for items with sustainable packaging during
the holiday season in 2021, by method

Avoid the use of plastic and single-use materials 43%

where possible

SUSTAINABLE
PACKING HAS

Buy items with less packaging 39%
Look for products with envornmentally friendly 33%
POPULAR
0% 10% 20% 30% 40%

Share of respondents

Source Additional Information:
PwC Canada: PwC: Late August 2021; 1,160 respondents
© Statista 2022



Canadian consumers' likelihood to switch to a grocery store demonstrating stronger

Not very/not at all likely 35%

Sources
Canadian Grocer: EnsemblelQ

© Statista 2022

commitment to sustainability in 2022

e D OUT OF 3
CANADIANS
WOULD
CONSIDER
SWITCHING
e GROCERY
STORES

Canada; EnsemblelQ; 2022; 1.000+; 18 years and older
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Minimizing
Packaging and
Related Costs

Enabling
Effective

Produce

Marketing &
Labelling

Providing
Consumer
Convenience

and Accessibility

Ensuring Food
Affordability

Minimizing
Plastic Waste
and Pollution

Sustainable
Packaging

Decision

Delivering Food
Quality, Choice

and Availability

Minimizing
Greenhouse Gas
Emissions

(GHGs)

Beyond GHGs:
Additional

Environmental
and Social
Impacts

Ensuring
Compliance

with Food
Safety
Regulations

Minimizing
Food Waste

BUT CREATING
SUSTAINABLE
PACKAGING
HAS BECOME
INCREASINGLY
COMPLICATED

@ THINKBLINK



WE ASKED 1,000 GROCERY
SHOPPERS TO DETERMINE WHAT
MATTERS TO THEM

Male

Female

16-17

18-24

25-34

35-44

45-54

14%

22%

25%

25%

59%

Do not do any grocery shopping
2%

Do little of the grocery shopping
7%

Share equally in grocery shopping
16%

Do most of the grocery shopping

20%

Dc all the grocery shopping

55%

@ THINKBLINK



KEY QUESTIONS WE WANTED TO ANSWER

» What consumer segment is the most predisposed to purchasing
sustainable?

* What materials are perceived to be sustainable and which are not?
* What other forms of sustainable practices can reduce reliance on plastic?

* What is the role of the retailer in reducing reliance on plastic?

I
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SO WHAT IS THE
FUTURE OF

SUSTAINABLE
PACKAGING?




RECYCLING CLAIMS DON'T HAVE MUCH OF AN
IMPACT ON PURCHASING DECISIONS

| pay attention to
recycling claims
but does not
Impact my purchases

| do pay attention to
recycling
claims on products
| consume often

| do not pay attention
to recycling claims

| only purchase products
where the packaging
can be recyclable

-

WHICH OF THESE STATEMENT BEST DESCRIBES YOU WHEN

@ THINKBLINK



THE FUTURE OF
SUSTAINABLE
PACKAGING IS
DRIVEN BY
ELIMINATING

EXCESS
PACKAGING AND
PLASTICS
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RESPONDENTS RANKED TOO MUCH
PACKAGING AS THE MOST
IMPORTANT FACTOR TO OVERCOME...

WHILE RANKING CONFUSION OF
RECYCLING MATERIALS AS THE
LOWEST

SUSTAINABLE PACKAGING STUDY
‘ sld THINKBLINK
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WHAT MATERIALS DO CONSUMERS PERCEIVE AS
RECYCLABLE?

Paper
Cardboard
Glass

Tetra containers
Metal

Pouches

Plastic

! Most Enviro Friendly B Ease of Recycling

@ THINKBLINK



WHAT IS THE
DRIVER OF
SUSTAINABLE
PACKAGING?




THE FUTURE OF
SUSTAINABLE
PACKAGING IS
DRIVEN [N-
STORE
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REUSABLE
GROCERY BAGS
ARE KEY FOR
SUSTAINABLE
CHANGE



72% OF
CANADIAN

CONSUMERS
PREFER THE
STORE*

*SOURCE: SLD E-COMMERCE FOR CPG STUDY

sld THINKBLINK



98%
S U STAI N A B L E C’t)cf> (r:gfril IT l;renrigiessawetpea:\ :)h r? etg?gyeicga’:irgne sr
SERVICES ARE
KEY TO 65
G ETTI NG Of consumers said they would try recf?ll
SHOPPERS services with a convenient location
INTO THE 399,

STORE Of consumers said they had an higher
perception of brands with at least one

circular service offering

I
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THE
OPPORTUNITY
IS THE




WHO ARE THE KEY
GROUPS BUYING
SUSTAINABLE
PACKAGING?




THE GREEN-ASPIRER

*Environmentally sensitive

*Loyal to brands who are engaged
INn environmental discourse

*Highly motivated by

and

» Too much packaging is the

challenge

sld THINKBLINK




ENVIRO-SAVERS

* This is the largest group that can impact
the course of sustainable packaging

* Aware of the impact of packaging

- Wants to aid in environmental issues as
long as it reduces grocery Dbills

» Highly motivated by cost savings while

also being good fo the planet

20




A VISUAL
EXPLORATION
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DESIGNED FOR COMMUNITIES.... PEOPLE TASTING SHO PI'NG‘

— BN

RAPID SHIP
DRONE PORT

SUSTAINABLE ROOF
SOLAR PANELS

& WATER COLLECTION/ IR
RECYCLING R —
= EASY ACCESS

BOPIS & DELIVRY

AZING TO ALLOW
FOR NATURAL
LIGHTING

DIGITALSE ~-§_-
SHOWS NEW

OFFERINGS TO IN
\USTOMERS
\-—"’

E-BIKE & SCOOTER
CHARGING

g

SUSTAINABLE FLEXIBLE ( C/
CONVENIENCE

PARKING
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DISCO SONALIZATION

FEATURED MEAL KITS OFFER “NEW TASTES IN ™=
FAMILY AND PERSONAL SIZES

E
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COMMUNITY

" SUPPORT LOCAL & SUPPORT THE
. ENVIRONMENT & INCREASE _
CONTROL OF SUPPLY CHAlN‘

GROWN LOCAL
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- DISCOVERY + COMMUNITY

" EMBRACING THE FOOD TREND OF PLA !
~ BASED PRINTED PROTEIN
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IN SUMMARY
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IN SUMMARY

Sustainable packaging change happens in small steps.

Eliminating excess packaging is the biggest concern among consumers, shifting from plastic to
glass and paper substrates.

Bring sustainability claims on packaging to the front panel, with new, simplified iconography to
indicate 100% recyclable.

Drive promotions for reusable shopping bags and provide incentives for using reusable
containers.

Increase the availability of bulk items.
Consumers are willing to participate in circular services in stores as long as they are convenient.

Green-Aspirers and Enviro-Savers are the primary consumers that will accelerate the change to
sustainable packaging.

Sustainability doesn’t end with packaging.

I
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| THANK YOU

jplacroix@sld.com



mailto:jplacroix@sld.com

