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CGF Overview

400 members from multinationals to SMEs
directly employ 10 million people and
estimated revenues exceed €3.5 trillion.

50+ global CEOs on our parity-based Board of
Directors, embracing both retailers and
manufacturers.

1,500 industry experts involved in our working
groups, helping to shape industry agenda.

40 events and working groups provide unrivalled
networking and knowledge sharing
opportunities.

1 global network committed to action and
driving positive change through collaboration.



CGF FOCUS AREAS
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WORKING TOGETHER EFFICIENTLY FOR POSITIVE CHANGE

IDENTIFY FOCUS AREAS,
~ DEVELOP & SHARE SOLUTIONS, ~
SPEAK WITH A COMMON VOICE
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KNOWLEDGE & BEST
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Expert
survey

130 respondents

70+ companies

CGF and
Chartered Institute
of Marketing

FUTERRA

How we built this guide

Expert
Interviews

19 leaders

Consumer goods
companies
+
Expert
organisations

Desk
research

Global surveys
Academic research

Marketing best
practice

Consumer
survey

3,621 consumers
7 countries (UK,
US, France, Japan,
China, Brazil and
India)

Mobile platforms
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Why did we
build this guide?
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EVERYONE KNOWS: There’s a crisis of trust

50%  42% 89%

“I do not know which “I do not know which “Institutions do not have my
politicians to trust” companies or brands to best interests in mind”
trust”

President Trump cries ‘fake The Duﬂg Gglegt[l]]h

news’ and the world follows =777~ =
@he Washington Post Horse meat scandal ‘breathtakmg IQYEARS
o i i e 1@ MILLION

== et DOCUMENTS

Source: : 2018 Edelman Trust Barometer
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YOU KNOW: Consumers want transparency

95%

Consumers

will be more

Interested In
future

* on social, health, environmental and safety issues

Source: Honest Product Guide 2018 Futerra/CGF
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S0, why isn’t transparency
working?
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Companies and consumers agree on the big issue: products

710%

Corporate experts: Consumers:

“Consumers are most interested in  “| am most interested in hearing
transparency about the products  about the sustainability impacts of
they buy” the products | buy”
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BUT...companies and consumers disagree on how well it’s going

Corporate experts:

“Consumers are very satisfied or
guite satisfied with product
transparency on sustainability”
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BUT...companies and consumers disagree on how well it’s going

41%

Consumers:
“Products provide the right
amount of information on
sustainability”

Corporate experts:

“Consumers are very satisfied or
guite satisfied with product
transparency on sustainability”
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Modern consumers expect to find information on-pack and online

12%

Company reports

12%
Instore/P0OS 7
36% ‘ I
Product labels %
of shoppers turn to the
internet for answers when
they don'’t find the
information they’re looking
13% —7 for from the manufacturer.
Advertising

27%

Company website
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The high growth new brands
already get It
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Breakthrough brands are honest in 3 ways:

CORPORATE PRODUCT BRAND

PRACTICE PROOF PURPOSE

Communicates policy Communicates

Communicates proof

and performance clearly values and beliefs

to consumers.
to experts. to consumers.

“What’s the impact
“How is this company P “Does this brand align
. of what I’'m actually .
progressing?” . with my values?”
buying?”




CORPORATE

PRACTICE

.=

i

e

good to the core

making sure every supplier
meets international
sustainability standards

innovate in
sticking to our sustainability
commitments

grow a green business by
using less energy, water
and stuff generally

g things better than we find them

protected futures heroes of change

invnsrinll:hel\l'l'ureofotfr e e e e
growers through innovative and plant-based

agriculture projects tackling e o

global issues
do our bit to keep climate transform the way we move
change below 2 degrees our preducts to reduce
warming road miles
transform lives by commiting champion green
10% of our profits to charity bottling in Europe
share our journe

J

FUTERRA

Innocent

PRODUCT

PROOF

pure juices and abso

ingredients nutrition information
{per 180ml carton) typicol values per: 100ml  180ml
Energy 233k 419K

N S 55keal  99keal
V Fot 003 00g

R (of which saturates) 0:09 0.0g
(3 Carbohydrate  13.0g 23.4g
\/ e (of whichsugors’)’ 1199 '21.3g

Fibre 06g llg
1 pressed apple (70%), Protein 049 07g
s of a mashed banona’, Salt 0.00g 0.00g
4 pressed grapes ond Vitomin C 22mg  40mg
8 squashed blackcurrants (4%) NRV 28%  50%
R Py NRV = Nutrient Reference Volue
180mi =1 serving

looking after your smoothie

Keep refrigeroted 0-5°C. Gently p d, just like
milk. For best before date, see top. Shake before
opening, not offer. Once opened drink straight away.

perfect for lunchboxes
Our smoothies will last happily out of the fridge for up. 3
1012 hours, so they're perfect for packed lunches and days out.

=

the innocent promise
Tastes good. Does good.

0 & ©

Tasty Sourced 10% of our profits
produdts  sustainably  go o charity

180mle
4 x cartons

See innocentdrinks. com /chority for more delods

* contains only naturally occurring sugors from fruit

BRAND
PURPOSE

goooood

innocent
on the bright side




CORPORATE
PRACTICE

FUTERRA

Lush

PRODUCT

PROOF

IN.IIDIIHT&
o Freen
Avena sa\’Na) F
Otga(m Bananas (Musa
isica), Water (ﬁ;\ua)
Almonds (Prun
Ground e

Kaolin, Talc
Vasnt:::lgw ()Vaml\a p\anwo\ta)

Vanilla Absolute (Vaniiia .

planifoiia), Sanda‘dedonicum

(Santdum aus nmd s
vieill), Benzo zoin R65|'Coumann

BRAND
PURPOSE

FRESH

HANDMADE
COSMETICS

:‘\‘iIL-lu':E;I'I
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Tony’s Chocolonely

BRAND

CORPORATE PRODUCT
PRACTICE PROOF PURPOSE

GHOCOLONELY.

annual (eaRy L

2016/2017

CGRAZY ABOUT GHOGOLATE, SERIOUS ABOUT PEOPLE

i

r
g

™
\
CHOCOLONELY,

lgl)

0
i
( m"GOLONELY.

Ffﬁn Ay
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It's not about transparency,
It's about honesty
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“This bottle is made from
50% recycled plastic.
We’re working on
the rest” (Innocent)

“If it still has GMO
ingredients, we let you

know” (Dannon) “Meet a farmer who

grows rice for Special K
cereal” (Kellogg’s)
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The Honest Product Test

Is your product building trust in a human way?
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The Honest Product Test

Is your product building trust in a human way?

ilIHIHIl}
Takes
risks
Are data-in-progress
and problems shared
as soon as they are
available?
OR
Does your product
hide information
until it’s perfect?
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The Honest Product Test

Is your product building trust in a human way?

ilIHIHIl}
Takes
risks
Are data-in-progress
and problems shared
as soon as they are
available?
OR
Does your product
hide information
until it’s perfect?
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Everlane

Transparent Pricing

‘We believe customers have the right

to know what their products cost to make.

EVERLANE

TRADITIONAL RETAIL

Has good intentions

Makes humble claims

Always a work in progress

Goes above and beyond

Is truly helpful

Takes risks

Stands for something

NANANANENANES




Intermarche

FUTERRA

Intermarché

YOU
ARE NOT
READY YET

#SUGARDETOX

Intermarche

Honest Product Score

Has good intentions \/
Makes humble claims n/a
Always a work in progress |n/a
Goes above and beyond \/
Is truly helpful \/
Takes risks \/
Stands for something 4
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Monzo

| - . .
- 1 Cash withdrawals abroad Has good intentions v
<« Geal It costs Monzo money every time you withdraw cash abroad, Makes humble claims \/
so we introduced some limits after a vote by our customers. .
MDM’ Always a work in progress \/
[ Withdraw up to £200 every 30 days for free. If you've used
E your free allowance, there's a 3% charge on withdrawals Goes above and beyond \/
£7324 after that.
ATM - Is truly helpful \/
Palmizana 33, 21450, Svet Kiement, Crostia We only aim to cover our costs, and don't make a profit from
‘S:"I?:;T::;T‘, -1 these charges. Takes risks \/
° Stands for something n/a

Add note
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What's the 15-second
version?
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Consumers care about product
honesty, not company transparency

Products should be honest, like people

For brands to obsess
about honesty



Thank you
bit.ly/thehonestproduct

@ GreenSolitaire
@futerra

FUTERRA



www.tcgfhealthandwellness.com

hw@theconsumergoodsforum.com

Health &
Wellness

@CGF_Health

Health & Wellness
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