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Historical key consumer interests
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New key consumer interests
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Soiling or microwaving these potatoes rather than

roasting or baking them; per 2sog
Boiling with the pan lid on can reduce the energy you use :
sy as much as 25% serving

working with the Carbon Trust




Changing consumer expectations
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Changing consumer expectations

Plan A MARKS &
Because thereis no Plan B SPENCER
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Changing consumer expectations

HOW TO BE AN

ETHICAL

Sustainability Wikipedia,
a matter of time




Resilience to recession

Sustainability is even more important in the current economic climate

Sustainability issues have been put on hold due to the current economic climate

B 1o0%

Sustainability is out of fashion

2%

Source: IGD Poll, April 2009




‘Eco-Nomics’

Al Gore

“... the financial crisis and
the environmental crisis
originate in the same
thinking mistake: exploit
today at the expense of
tomorrow...”




Climate Change

Agriculture with 30% second largest contributor to Green House Gas Emissions

External costs of mineral fertiliser
not accounted for in costprice:

* Climate change

* Soil degradation

» Water holding capacity of the soll
* Loss of biodiversity

daebid o « Decreasing pest & disease restistance

: Rica .
e Biomass production
CHa+MNa0 i

o Fortiiser burning

production
Nitrous oxide

from fertilised soils

Methane from
cattia enteric
fermentation




Changing consumer expectations

12% of all Germans consider climate change as the most urgent issue

Die Deutschen zeigen sich beziiglich des Umweltschutzes
im internationalen Vergleich am besorgtesten

... % der Befragten nannten Umweltschutz als dringlichste Aufgabe in ihrem Land
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Changing consumer expectations

Almost every second German would pay a premium for climate friendly products

Ein Aufpreis flr klimafreundliche Produkte wird von fast jedem
zweiten Verbraucher gedanklich akzeptiert -

Angaben in %

Gesamt bis 49 Jahre 50 Jahre u. alter

® Wiirde klimafreundlichere “

Produkte bevorzugen, auch
wenn diese viel teurer
waren.

= Wiirde klimafreundliche
Produkte bevorzugen, auch
wenn diese etwas teurer
waren.

Wiirde klimafreundlichere
Produkte bevorzugen, wenn
diese nicht teurer waren als
vergleichbare Produkte.

® Ich bin mit meinen
derzeitigen Produkten
zufrieden und wiirde diese

- auch weiterhin kaufen.

Wenn es ein Kohlendioxid-Label in Deutschland gdbe, wilrden Sie dann beim Einkauf zukiinftig darauf achten?

GfKConsumerScope 2008




EU policy response

Food Safety

Food Safety, Food Security, Health,
Traceability & Transparency, Consumer Protection

‘Green and Blue’ Services

Clean soils, waste, recycling, water, air, emission reduction,
biodiversity, animal welfare, nature conservation, country side

Rural Development

Regional Integration, Community.
Care Farms, Cultural Heritage, Landscaping




Global organic market in US$ billion

2001

Source: IFOAM Market Data 2008




Who Is driving trend

Connie
Concerned

O % Organic Buyers
Eddie Extra

E % Organic Turnover

Annie Airmile

Source: TNS 52 w/e May 2008. Segmentation based on CMA data




Beyond Organic

Age between 20 and 85
Females

Families with young children
Educated

Concerned

Urban

Cosmopolitan

Recession resilient

-

Income Categories

- Civil Society
- LOHAS
- Moral Hedonists
- Urban Regionalists
- Cultural Creatives
- Innovaters & early adapters
- Trend setters
\. - Opinion leaders

Potential
20-25%
of society

Majority medium income:
awareness elite, no economic elite

Source: CMA 2008




Multi value communication

In anticipation of the sustainability Wikipedia...




Multi value communication

Re-grouping social and environmental Key Performance Indicators

Social Footprint:

- Personal development and culture - Freedom
- Community and equal opportunities - Justice

- Fair distribution of wealth - Solidarity

Environmental Footprint:

- Soil, mineral resources, waste - Earth
- Water resources - Water
- Biodiversity

- Clean air, CO2 - Air

- Animal welfare

- Energy - Fire




Sustainability Flower
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Sustainability Flower

Sustainability Flower™ :
energy

B O 2o

' freedom
~ justice
- B solidarity
plants water
- soil

minirals
resources




YOU’Ve gOt mall "

enter 123 3¢ |
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(play YouTube Movie)




(end YouTube Movie)
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FEBSBSRIIEENES

Products
Organic Social Fairtrade Climate

Welcome to our
new and
improved
website!

‘We hope you like the

PRODUCT CODE . = changes we have
made | We are still working hard to make the

| £ § L ) site even mare interesting, consumer friendly

[ and infarmative and therefore we genuinaly
SITE SEARCH % C welcome any tips, comments or ideas you

may have. many thanks |
enter keywords ¥ %

SUBSCRIBE TO Bio Exotica

NEWSLETTER af” pineapples now Fair

Trade !!

‘We are proud to

announce that as of the
T 2 beginning of May 2009,

gy all aurorganic
energy FAIRTRADE pineappllgs from Ghana
At Welcome are also Fair Trade

enter email

frandom Nature & More was created in response to consumer demand for healthy,
Jjustice arganic and fairly traded food. Cur aim is to communicate the commitment

Solidarkty and effort that individual growers make towards the planetand its people in
plants order to empower consumers to make informed purchasing decisions.
Product of the week:

Fresh, Green, Juicy Organic Limes from Javier Moreno / Fairtrasa.
Enter code 450 and learn more about this passionate grower

Mature & More strives to continuously increase transparency, mutual awamreness and shared responsibility of all stakeholders
in the food supply chain with regards to food quality, ecology and social justice.

Contact | Aboutus | Disclaimer | Login
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Farm Description
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Check his carbon footprint...
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nature &
more

Growers | Products | _%l.

| oOrganic | Social Fairtrade | Climate

Climate

Qur lifestyle in the Western world has a tremendous influence on the worldwide climate. Through extensive use of
technology we generate a Iot of greenhouse gases. For example every time we use a means of transport or we grow C”mat& N
or manufacture feod. Through any use of energy we releaze CO2 which has the largest impact on our climate. Eutral

CO2 collects in the atmosphere and acts as an insulation shield, which means that excess heat iz no longer releazed
into the universe. As a result of which the temperature on earth iz gradually increasing. Ever since the beginning Df Cal'bg

since the industrial revelution the average temperature of our planst ” djﬂ}fjd

atmnspf.Em da
Thers iz overwhelming agreement that the average world temperature is rizing ever since the beginning gince the tra“ﬁpl::rt -
industrial revelution.  Scientists estimate that it will rise further between 1.4 C and 5.8 C over the next 100 years. '(”Ot' i"CJ g!:"]“, Wap g
uain andg dj .
Store}, 2 ¥our ti ﬂlstributlon
aHon to the

Rather than engage in the endless debate about whether - and to what extent — we, as humans, are rezponsible for
climate change, Nature & More is encouraging ite affilated companies and growers to act.

One of the possibilties te reduce COZ iz to plant mere trees, which bind COZ. This iz being done by many intiatives To ney -

{guch as hitp:thwww plant-for-the-planet.de). Organic growers have the possibility to increazse the CO2 holding . t"ath thiS I

capacity of their soil by incorporating humus-rich compost. Nature & More stimulates compost product in many ways. S V”'G‘JH“E",!. th
Product ape (o o

In cooperation with Soil & More International, we strive te address the world's biggest environmental and agricultural
problems, guch az soi degradation, climate change, increazing carbon dioxide emizsions, the excessive use of water _ at Q’ Ciif"b
L

and the increasing amount of waste. Using a sustainable business approach that unitez ecological and social aspects o - ga“it EDI"DU £i
P Sting
’
the

with econemic success, we contribute to making thiz world a healthier, better place for future generations.
If you want to suppert our grewers’ efferts, look out for products bearing the Nature & More climate neutral logo: Dl“crgpa i

For ma i
re mfm-matinn click pep
[~

Send this — Print this —

onsibility of 2l sta!

Contact | Aboutus | Disclaimer |




Green House Gas Emissions
throughout the supply chain, in
CO2 equivalent per kg product.
TUV certified.
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Verified Emission Rights issued by
Kyoto Protocol designated authority

* Methane gas avoidance
* Nitrous Oxide gas avoidance

» Carbon sequestration

TOV certified
climate neutral labelling

Nature & More
Climate Neutral Policy
- Inform

- Reduce
- Compensate (with sector internal carbon credits)
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Communicate...

Angebote giiltig vom 23.2. bis 28.2.2009

vierlinden .j u bE| prEise. oo
Bio Supermarkte ...bei vierlinden!
Beste Bio-Supermarkte 2008

Sieben Bauern Harbranz

Bio Birne Williams Bio Vorarlbergkase Langen
MLl - Angenehm wirziger, dunnurh
< . Frischiine salzarmer Bergks .
Per s mlﬁlg:#:jﬁ-:: - AlS unsc-rurEudwnung-?tth a.
) 1o E

Bio Lyoner/Fle

ALS Unsarar

% Argentinian

.!}m:let_r:user ['.latur Bicland
Bio Korniger ___/
Frischkise :

20% Fatt.

zo0 g Becher

80335 Miinchen » SeidlstraBe 5/Ecke MarsstraBe 25 » Tel.: 089-512657 87 » Offnungszeiten: Montag - Samstag, 7:00 - 20:00 Uhr

Frlil:h .Pur.Bio. Angebote geften auch fir unseren vierindenBioSupermarkt in 85386 Eching = WielandstraBie 14




...and his sustainability
flower

air
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Capitalising on sustainability

Why commodifying your product if
you have a unique story to tell !

HEALTHY
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