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Definition of “authenticity’

« the quality of being real
« not false or imitation
e true to one's own personality, spirit, or character
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Authenticity in marketing

90.

of consumers claim
authenticity is important
inchoosing a brand

Product/serwce
Purpose '

Supply cham
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say environmental
responsibility is very/
extremely important
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Sustainability efforts are nolonger
just for your ESG report




Consumers want to know

How badis this Is this brand
product for the telling the truth
environment? ahout their

claims?
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Consumers just aren’t buyingit...

l 5
A I %

] - of consumers plan to avoid
| buying new goods for
“ sustainability reasons on

L= average globally.

48% plan toin the United States.
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Technology is helping their cause

1/IM

activeusers use Yukato
checkthe health and
environmental impact of the
products they purchase.
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4%

of Yuka users stopped buying
certain products due to their
low score on the app.
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Brands are standing out among these demands
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ompanies are striving
ouse business asa
orce for good

The rise of B Corps across the world

2012 2013 20714 2015 2076 2007 2078 2019 2020 2021 2022 20Z3*
@ Certified B Corps

Data provided by B Lab
*Indicates data as of 12/19/2023

Made with InFaegrarm
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B Corporations Gel a Boost With
\'ery Own Ad Campaign

B lab is showcasing some of its members in an effort to win over consumers with the
triple bottom line love
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Why agencies are getting B Corp
certified

Colle McVoy and Wieden+Kennedy are some of the latest to join the trend.
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Why more agencies are becoming B Corps

The process is hard and maintaining it is even harder, but firms say B Corp status has cultural and bottom-
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There are clear places for brands to start




A call for proactive transparency

=

‘ On and through In the product At point-of-sale
packaging description
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The proof is in the package

Consumers are
demanding
sustainable
packaging.
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They want brands to
clearly communicate
their sustainability

efforts on packaging.
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Consumer expectations /‘ ¥

Sustainable
packaging is
showing upasa
request from -
o o consumers :
70 7 ; across verticals.

say they are extremely or would be willing to pay
very concerned about the more for sustainable
environmental impact of packaging

product packaging
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What are consumers demanding?

® ® @

Produce Beverages Packaged DryFood = Household Prdducts

% ' 77% of people believe
plastic is least '
environmentally
friendly. '

Paper is considered

Petfood Frozenfood Dairy most environmentally
friendly by 55% of

participants.
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Authenticity is key to successful
sustainability messaging




Beware of greenwashing

of consumersinthe U.S.
strongly agree that they
would stop buying from
brands that have been
,, Provento make false claims
% about sustainability

AKA “Greenwashing”
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Things to avoid

* Greenlabeling
* Greenlighting
* Greenshifting
* Greenrinsing

* Greenhushing
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Where can you authentically
take action to deliver results?




Sustainable impact throughout the supply chain

Resources
Regenerative energy Processes
Investment Landa S10P Sortation
Recycling program MergedMail, Comail
Emissions reduction Virtual pre-market testing
Renewable energy (Franklin) Holdout testing . e
Press dryers (VOC’s) Optimized Design I_og'st'cs
[ ] [ J Chain of custody
. : : Synched to production
SOI.II’CIIlg ! ! Load planning
Ink Chain of custody ! ! Y POSta| system
Envirotech [ ) : : : Limited processing stops
o 1 H H
PaperMill Vo2 emissions ; ! ! l Mail tracking In-home
1 1 !
Responsible forestry ([ J ' ! ! | ? Proven Winners Online
1-3 certifications : 1 : : 1 : Household Fusion
Forestr ! ' ! ! ! Flowcodes In-Store
ores y ® ! . ! ' | | 14 Pixel to Print
Community partnerships ' . 1 ' ' ] ! ' Reuse, reduce, recycle
' 1 ! i ] ! ' ) [ Bellybands
? ! ! | ' ' i ! ! ! Lamas
1 1 1 ! 1 1 ! | 1 1
1 1 1 : 1 1 : | 1 1 ([ J
1
: | ! - : . | | : :
1 1
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