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Why now? Demand for sustainability integration is growing

Climate change Mounting regulation Pressure from
consumers

» The increasing frequency of
extreme weather events and
loss of biodiversity increases
the risk profile of companies.

» Climate preparedness is
becoming a strategic priority
across the value chain and
requires fundamental long-

term investment and planning.
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» Governments are accelerating » Companies face increasing
environmental reqgulation to pressure from consumers who
reduce emissions and meet demand that they embed
globally agreed targets. sustainability in their agenda,

» Uneven requlation in different purpose and products.
countries, requires companies » Consumers increasingly want
to adapt operations, products to know more about how the
and supply chains. products they buy are made

and how raw materials are
sourced.

Global accords and principles

>

Transparency needs
across stakeholders

Investors, NGOs, regulators
are also demanding greater
transparency in supply chains
to assess the impact of
businesses on the
environment and society.

Stakeholders are increasingly
holding companies to account
for their activities in relation
to climate security, waste and
biodiversity, and social
impacts.

Sustainable finance

Technology & innovation

COVID-19




World Economic Forum Global Risk Report 2021

Top Global Risks by Likelihood

Source: WEF Global Risks Report 2021
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Five key takeaways from the August 2021
IPCC report:

1. The last decade was hotter than any period in
125,000 years.

2. Scientists can now link specific weather events to
human-made climate change.

3. Scientists have narrowed the estimated range for
how temperatures respond to greenhouse-gas
emissions.

4. The Earth rewards good behavior.

5. The IPCC's volunteer scientists build consensus
with all UN governments before releasing this report.


https://www.bloomberg.com/news/articles/2021-08-09/ipcc-report-on-climate-science-5-key-takeaways

What consumers consider to be sustainable

% ranked as top 3 sustainability issues % highly concerned about the issues

Promoting sustainable use of ecosystems, preserving biodiversity _ 29
Combating climate change and its impacts _ 29
Affordable and clean energy [ EGTEGTTNNGEGEGEGEGEGEGEGE 26 Water pollution 73

Clean water and sanitation _ 25

Plastic waste 73

Air pollution 71
Good health and wellbeing of citizens [ 23
Responsible production and consumption of goods and services _ 23 Climate change 69
Ocean conservation and protection of marine life _ 22
Ending hunger and achieving sustainable agriculture _ 21 Wildlife conservation okt
Ending poverty [T 15 Human rights 68

Quality education for all [ 13
Creating sustainable cities and communities [T 13 Marine conservation 67

Decent work and economic growth _ 13

Wealth inequality 61
Global standards of justice, and a commitment to peace _ 11
Investment in industry, innovation and infrastructure _ 10 Dirty enengy /;[ie i fiesll] fizls (5Y0)
Reduced inequalities _ 8 .
Gender equality (I 6 Modern day slavery 57
Source: EY Future Consumer Index, May 2021 et
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Characteristics of global consumer segments on sustainability: Tomorrow

Always brings reusable shopping bags to the
store in an effort to live more sustainably

Considers the amount and type of
packaging when making purchase decisions

Will not purchase products/services from an
organization that does something socially or
environmentally inappropriate

Sustainability scores (e.g. 1-5 stars) printed
on product are very influential in deciding to
buy sustainable products and services

But, has not paid a premium for
products/services with sustainability claims
on packaging or in advertising

Source: EY Future Consumer Index, May 2021
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Affordability
first

» Prioritize
affordability

» Least concerned
about sustainability

5

38%

®® oY

Y-1{:14Y
first

» Prefers companiesto
adhereto actin
appropriate way

58%

449

85%

GROBONORT

MENE
first

» Limiting
environmental

footprint
» Mindful consumption

OROUNONORY)

Society
first

» Influenced by
sustainability claims
in packaging and
labeling

66%

ONORONORO

Experience
first

» Indifferent to
sustainability



There is a conflict in priority between sustainability and affordability

Affordability first

31% of respondents

Financially concerned
Largely unchanged
Saving, not spending
Price comes before planet

pay more for products they believe are
produced in a sustainable way

&

are more cautious

about spending

are purchasing

only essentials

say sustainable

products cost too much

say high price deters
@ them from purchasing

sustainable products

Source: EY Future Consumer Index, May 2021
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say price has become
more important

would not pay a
premium for anything

are concerned about
climate change

are doing all they can
40%)) for more sustainable
purchasing decisions

ORONOR)

Planet first
18% of respondents

More mindful consumption
Optimistic about the future
Favoring local products
Expecting transparency

pay more for products they believe are
produced in a sustainable way

pay more attention to the
environmental impact of
their purchase

o) would pay more for
@ sustainable products
%

are purchasing only
@ essentials

are concerned about
their finances

@

&

say local sourcing has
become a more important
purchase criteria

say the environment will
be a priority in how they
live and buy

are thinking more
carefully how they spend
their money

say price has become
more important



Affordability First

(32%)

83%

66%

69%

Source: EY's
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Ayopdlouv pdvo 1a
anapaitnta

Toug anaoxohei

0 QVTIKTUTIOE TN
mavanuiac atnv
oIKOVOUIa TS XwWpag

Aev Ba kdvouy online
ayopéc yia Tpddipa

‘Exouv oMAdEEl pdpkec
mou ayopdfouv, yia va
UEIWoOUY Ta EE0BA Touc

Ba gival o MpooEKTIKOL
ota £Eodd Toug

Ag Ba mhnpwoouv
mapandv yia Tinota

85%

Touc anagxorei

0 avTiKTUmoS ne
mavanuiag otnv uyeia
NG OIKOYEVEIAS TOUS

Touc anaoxorei
0 avTikTumoS ne
navanuiac ota
OIKOVOUIKA TOUS

MNiwfouv dfoka va
petakivnBoly pe MMM

Emokéntovral puoikd
Kataotrpata Myatepo
ouxvd

‘Exel ahMAEEI O TpoMOC
mou Ywvidouv

Eival SiateBeipéval va
mANpWoouy mapamdv
yia mpoidvta mou
npowdolv Thv uyEia

Planet First

(18%)

80%

40%

63%

Gewpolv 4TI N
BiwoipdtnTa Eival
ONUOVTIKATEPD KPITRDIO
and 6,TI mpIv Thv
mavanuia

Gewpolv 4TI [ TOMKG
napaywyr eival
ONUAVIIKATERD KDITAPIO
and 6, T mpIv Ty
mavanuia

H gupnepidpopd piag
EMXEIpnong givan
TO00 onuavtikn, doo
Kal Ta mpoidvTa mou
npoodEpel

Eival SiateBeipévol va
TANPWooUY Mapanav
yia Biwoipa ayabad

Eival SiateBeipgvol va
TANPWooUY TMapanmdvi
yia mpoidvta mou
mapdyovtal JE neikd
Tpomno

Ga dwoouv
peyahltepn Epdacn
oTov MEpIBarlhovTiKG
QVTIKTUMO auTwv mou
ayopdlouv

Experience First

(16)

18%

18%

ORORONORORO

Ba danavouv
TEPICOATENO OE EPMEIPIES

Niwfouv dveta va
napakoAouBnoouv
Bedpata pe peydio kovd

Gewpolv AydTepo
onUavTikd To va €xel
napaxBei TomKad 10
TIpoiGy

Agv Exe1 aAMNGERI

0 TPOTOE mou
KoIVwvIKomoouvTal Adyw
¢ mavanuiag

Aev EXEl ETINPEQOTEI O
Tpanoc mou fouv T Lw
Toug and tnv navdnuia

Touc evoxAei n EAAENDD
molkIAiag dtav Pavidouv
online

Society First

(14%)

81%

86%

40%

@ewpolv &1 ta brands
TMPETEI va yivouv
KaTardTec BETIKAC
ahhayric otov kKdopo

Gewpouv 4TI N TOmKR
napaywyrj eival
OnUavVTIKGTEPD KPITHpIO
and 4,Ti Tpiv TNV
navanuia

Ba xprnopomnoiody
hydtepa petpntd oto
pEMNDOV

Qewpouv om1 Ta
brands mpénel va
OUUMEPIGEPOVTAI LE
neikd Tpomo

Eival diateBeipéval va
MAnpwoouy napandvo
yia nmpoidvta upnAfc
noigTnTag

Ba puvidouv
MEPIOOATEPD OF TOMKEC
ETMXEIPHOEIS

i
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https://assets.ey.com/content/dam/ey-sites/ey-com/en_gr/topics/future-consumer-index/brochure-ey-greece-future-consumer-index.pdf

What matters most?
Indicative example of material sustainability issues for the F&B sector

Dimension General Issue Category ©

ironment

Source: SASB Materiality Map®
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Five sustainability imperatives for consumer CEOs to consider

1. Embrace sustainability as a driver of value creation

2. Take a holistic perspective, but act on what matters

to your business

3. Be authentic and be prepared to prove it

4. Drive positive impact across the value chain

5. Re-design your operating model for sustainable

execution, then build it fast

Source: EY Future Consumer Index, May 2021
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are doing all that they can to make
51% B purchase decisions which support a
more sustainable future

think that businesses should adopt
25% " safe and inclusive labor conditions
and fair pay for all

say deceptive marketing is a key
60% B deterrent from purchasing
sustainable products

believe businesses must ensure that
68% B all their suppliers meet high social
and environmental standards

say responsible production and
38% B consumption of goods and services

should be a top 3 priority for companies

-
EY



Thank you

Kiara Konti

Associate Partner

Climate Change and Sustainability Services

Ernst & Young (Hellas) Certified Auditors Accountants S.A.
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