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‘It Is All Connected’: Extreme Weather in
the Age of Climate Change

The storm that brought flooding and devastation to parts of
Europe is the latest example of an extreme weather event. More
are expected.

New York Times, 16 July
2021

Report warns climate change is

'widespread, rapid'

RTE.ie, 9 August 2021
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Key Insights &
Implications
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EXPLORE THE
INSIGHTS
FURTHER

SEGMENT &
TARGET WITH THE
RIGHT MESSAGES

SUSTAINABILITY
DEMANDS ARE
ACCELERATING
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CONSUMER Implications
TOPICS TO SHOUT

CONSUMERS
EXPECT FOOD
PRODUCERSTO
STEP UP

SUSTAINABILITY
BECOMING KEY
PURCHASING
CRITERIA

OPPORTUNITY
FOR LONG-TERM
SUSTAINABILITY
PARTNERSHIPS
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Key Implication / Topic Sheet -- R
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IMPLICATION / TOPIC :

RATE YOUR CURRENT FOCUS / COMPETENCY?
.. HOW DO YOU CURRENTLY MEASURE UP AGAINST THE
REQUIREMENTS OF THIS INSIGHT?

WHAT:
... ARE THE KEY INSIGHTS AND IMPLICATIONS

WHO:
... ISTHIS MOST RELEVANT FOR (CUSTOMERS/
CONSUMERS ETC...)

ACTION REQUIRED?
... WHAT KET ACTIONS OR CHANGES WILL YOU PUT IN PLACE
TO MITIGATE OR CAPITALISE ON THESE IMPLICATIONS?

T WHERE:
... WHAT MARKETS, CHANNELS OR SECTORS

WHEN:
..ISTHIS IMMEDIATE OR AN EMERGING AREA OF FOCUS
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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
Sy =

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

Origin
h Gregen

IRELAND



1:
MATERIALITY ASSESSMEN

f

14 in-depth interviews with:

Thought leaders Ireland Food Inc

An Roinn Talmhaiochta,
Bia agus Mara
Department ngucultu
Food and the M

ECONOMICS eagasc . BoRpmr @

International think-tanks BB o B Q‘ ipcc
International NGOs WbCSd Failte Ireland "F.Y ™
EU policymakers BORD BIA Q\Y/@ }FCDmp 2= Boniimaring
Irish trade associations IRISHFOOD BOARD T

Origin Green companies
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Senior Bord Bia staff (eit Food o L
.. Srgaafgog ;’{i ‘:EO ROIUDR E ELLEN MACARTHUR
Origin Green Ambassadors BIM pevelopment R O

Agency INSTITUTE

@ Eootitand Land Use R
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Online survey with:
- Origin Green team in Bord Bia ‘ g;’f,ff‘.;.‘rﬂf "\ : TESCO ZNFU

« Origin Green Ambassadors
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Research Sources S,
E %o O = Danish Agriculture {3 WbCSd —_—
- Over 60 research sources / Europe_an_ g p & Food Council ]
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documents

TosocixnS

ICMSA
THE FAMILY FARM ORGANISATION FoR McKinsey
: & Company
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CUSTOMERS DEPTHS S\/SCOW éﬂ? )
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Carrefour
, , _ vermaat .
25+ Senior Leader Global depth interviews W
Europe (Irl, UK, Holland, Germany, Italy, I&'\O\Ser

France) °b. S - 000 A .
US, UAE, China l l Rernrioviot .General ©’CONAD
T ottons @ @ Mills
Sustainability Leaders e .
Director of Sustainability and Public TONNIES , IE§(':9

Affairs. . \'
Global Director, Sourcing and yD.' ;E BRITVIC

Operations Sustainability
- Sustainability Head
Purchasing / Supply

VP of International Market
Merchandise

Head of Global Procurement
Supply Chain Manager

General Leadership _
- COO-Global Operations Director a m S METRO 5

] . . creating synergy Cash & Carry France
Chief Executive Officer

SAVINGS

HYPERMARKET

“Let’s Save”

Sligro Food Group




2(a):
CUSTOMERS BAROMETER

f

N=189 interviews conducted in total amongst those responsible for
purchasing/sourcing food and beverage items and/or responsible for sustainability
and CSR policiesin relation to food and beverage within their organisation.

All businesses are currently importing food and drinks products and have an annual
turnover in excess of €50m

Mix of channels across manufacturing, food service and retail with importation of
goods in key sectors such as beef, lamb, seafood, dairy, poultry and other consumer
goods.

Mix of roles across the organisation including:

Purchasing Directors
Operational Directors

Head Buyers

CSR Directors

Category Managers/Directors

Interviews conducted across
9 priority markets:




3:
CONSUMER QUANTITY GLOBAL

- SAMPLE

IISE1II= ==l
This research was conducted online among a total AN N

Global Sample of n=11,187 adults aged 18 -65. n= n= n= n= n= 50

1.005 1.023 1.017 1.009 1.006

The samples were quota controlled to reflect the population of each market based

on sex, age, social class, and region. .
— I

n=1.011 n=1.011 n=1001 n=514 n= 547




The Key Topics
of Sustainability

From an extensive audit of
published research and
perspectives on Food
Sustainability we uncovered the
Top 25 sustainability topics

The list is broad but not
exhaustive - it captures the most
commonly referenced items, all
items are seen as important

sorpBIA ()
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Greenhouse gas emissions
Climate change adaptation
Energy and renewables
Water availability and quality
Biodiversity

Deforestation

Land usage

SESUINE S ORID RIS

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

8. Food loss and food waste

9. Sustainable fisheries

10.Sustainable packaging

11. Organic farming and food production
12. Regenerative agriculture and soil health
13. Circular and Bio economy

14. Grass-fed

23. Sustainable livelihoods and a ‘just transition’

24. Market opportunity
25. Skills and training
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1. SUSTAINABILITY DEMANDS ARE ACCELERATING

The sustainability
agenda Is accelerating

The food and drink sustainability
landscape is accelerating - and
another tipping point is coming - more
will be expected and demanded from
customers and consumers.

5%

of consumers globally have made an
effort to buy more sustainably-
produced food and drink in the last
e — 12 months.
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The Food sustainability landscape:

The sustainability agenda has accelerated over the past 5 years.

This is a forward moving spectrum - all respondents cite an acceleration which will continue over the coming years.

BEFORE

Pre 2015:
Sustainability
siloed & not
integrated into the
business.

More academic
than public focus

soroBiA ()
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TIPPING PT.

2015-18 : ‘The Tip’
several factors -
Global agreements
(Paris, UN SDGs),
popular influence
(Attenborough & Co.)
- have moved
sustainability to
centre stage within
the business and for
consumers.

Important,
strategically critical
pillar - integrating
through the
business. Multi-item
programmes in
development &
expanding.

Continued
acceleration - IPCC,
COP26 / post-COVID

bounce -
increased regulation &
consumer focus.
Partnerships & holistic
issues to the fore.
Overall, higher on
buyer agenda.
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3 In 4 trade Interviewees say sustainability

IS Important to their business
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To your role To your
within the business consumers

To your
business

5%

04% 61%
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Carbon Numbers &

Carrefour piloting eco scores on ecommerce

Eco-Scores will platforms
change the game

(IGD, 2021)

Colruyt introducing eco scores for private label
products
(IGD, 2021)

Quorn introducing carbon labelling for their
products
(The Guardian, 2021)
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1. SUSTAINABILITY DEMANDS ARE ACCELERATING

The sustainability agenda is accelerating
' The food and drink sustainability
ke e p p ace O r rl S k agenda is accelerating - and another
—— tipping point is coming - more will
being left bek

be expected and demanded from
customers and consumers.

N .
“'.-.ﬁ-g'

A The industry must constantly
innovate to stay ahead.

A Sustainability must be a core

- , priority for your business as more
R — pressure comes.
S— B— —~ | A Embrace sustainability in

consumer and customer strategy.

A Essential to stay keenly close to
customer and consumer trends.
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Insight

Signal: Multiple Topics
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The Food sustainability
landscape & Key Players:

f

AGENDA SETTERS

The sustainability eco-system is driven
by influence with agenda setters the
catalyst actors and media / influencers
and now investment influencers exerting
significant influence on business and
consumers.
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Agenda setters |
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Media Influencers

$)

Investment Influencers m
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Sustainability Leads

(Customer) LAGGARDS
Commercial / Buyers o
(Customer) \@

Consumer




