CGF Healthier Lives:

Impact Through Collaboration
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As representatives of Association members, it is our shared responsibility to ensure
that this meeting is conducted in accordance with the Statutes of the Association

which state:

Anti-Trust

Ca Ution "The association shall not enter into any discussion, activity or conduct that may
infringe, on its part or on the part of its members, any applicable competition law.
By way of example, members shall not discuss, communicate or exchange, any
commercially sensitive information, including information relating to prices,
marketing and advertising strategy, costs and revenues, trading terms and
conditions with third parties, including purchasing strategy, terms of supply, trade

programs, or distribution strategy”.
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Tips for a smooth session today

- All participants are on mute to enable good sound quality for the webinar

- Your role as a participant — please do ask questions via the chat or by
email: hw@theconsumergoodsforum.com The CGF team will follow up
with everyone on all comments/input you may have to help us reach our
healthier lives ambition

- CGF will share an executive summary of the session with you

- The session is being recorded so you can share with your colleagues

L Al »



mailto:hw@theconsumergoodsforum.com

Askmg questlons today & follow up:
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You can ask questions during and after the webinar:
»Via email at: hw@the consumergoodsforum.com

» Directly through the chat room of GoToWebinar

A: Tous - Tous les participants v _

Responsible Marketing to Children - Insights
to New Nestlé Policy

Identifiant du webinaire : 399-976-331

&) GoTowebinar
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Sharon Bligh Mark Frans Muller Emmanuel ngur '!'ort Isabelle Grosmaitre  Marcus Osborne Bright Dairy and
CGF Schneider Ahold Delhaize Faber Migros Ticaret Danone Walmart Food Co.. Ltd
Nest|é Danone Y

Xulin Guo
Freshippo
Alibaba Group

Kieron Boyle Judith Robinson Daniel Servitje

GSTTC Tesco Grupo Bimbo Giraldo Moreno GAIN Unilever Insead
Grupo Exito

Carlos Mario Lawrence Haddad ~ Rebecca Marmot Pierre Chandon




Welcome to the Coalition of Action on Healthier Lives R Ok=

Mark Schneider Frans Muller
CEO President & CEO
Nestlé Ahold Delhaize

CGF Board Co-Sponsors for Collaboration for Healthier Lives




Impact and Scale Through Collaboration e (O

Emmanuel Faber Ozgiir Tort
CEO CEO
Danone Migros Ticaret

CGF Board of Directors Co-Chairs




Healthier Lives: The Global Movement

Isabelle Grosmaitre Marcus Osborne
Alimentation Initiative Catalyst Vice President
Danone Walmart Health

Co-Chairs CHL Steering Committee
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EMPOWER PEOPLE TO LIVE HEALTHIER LIVES —
WHILE CREATING SHARED VALUE

DIGITAL INNOVATIONS
; &
DATA SHARING
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PARTNERS IN ACTION

34 CHL Coalition members
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114 organisations acting locally
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COUNTRIES IN ACTION
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Bowl Skyr, granola et fruits frais

1. Verser le Skyr dans un bol

2. Couper les pommes et les ajouter

3. Ajouter le granola.

4. Agrémenter le bowl 4 vatre guise (miel,
fuits secs...) - clest prét |

Toutes les recettes “On s'y met” ont un nulriscore A ou B
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FRANCE
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i
Soupe poule aux vermicelies, haricots et petits legumes
1. Emincer le chou et découper les carottes
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COUNTRIES IN ACTION
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GLOBAL LEARNING MECHANISM Lo | (@) oot

A web platform to inspire companies and stakeholders to put health & wellbeing at the core of their strategic agenda
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Latest Covid-19 Insights & Resources
VIR o«

#COVID1!~ g ..,‘..m_'m.. e (PN
p CASESTUDIE_ = = .= Jeieneiare

CaseStudy 28 May 2020 Learnings & New Normal

Framework Overview — All 12 Report 1 "29 May 2020
COVID-19 Case Studies:
Actions from Retailers &

Modules — Employees,
Consumers & Business Global Retail Trends 2020:
Models Preparing for the New Reality

Responding to Covid-19 |

Primer and Implications Manufacturers (Complete Set)

COoVID REPORTS THOUGHTFUL
CASE STUDIES FROM LOCAL LEADERSHIP
& NEW NORM INITIATIVES  PERSPECTIVES

17

www.globallearningmechanism.com



CHL China:
Collaboration for Healthier Lives in a Digital World
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Shaohua PU Xulin GUO

Chairman Chief of Staff &
Bright Dairy and Food Co. Ltd Business Assistant to CEO

Freshippo/Alibaba Group




| CHL china

2020 CHL Targets

Explore digital
Initiatives

»

Offline activities in
scale
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2019 CHL Pilot

*  Offline health shelf

*  Student education
activities

*  Chinese consumer
health & wellness
survey

2020“0One for Good”

Activation for National Nutrition Week-NNW, 17th - 231 \May

PARTICIPANTS

Co-chairs: Carrefour China & Nestlé

,‘ Retailer & Platform

Ag:gggba Group Gx—;ﬁ'ﬁ
METRD
Auchan|3ETAIL CiHT1Z Eok
i
(& 5zem zme  BFRESHIPPO
()
——8 Manufacturer
: 7 MARS
» © Emy e
e DANONE s 75X Nestle
JZ%‘ 0*0
CeatiZ; China et EREH & PEPSICO

|_| Academic & Pro-bono Partner

I
@ Academician
‘;f. Junshi CHEN
®& OLIVER WYMAN hiclsen

ooooooooo

hEEFFS

Chinese Nutrition Society
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TOPICS

Balanced nutrition,

INITIATIVES CHANNELS

Online:

* Nutritionist Live stream: 6 cities; 7 Live Streams, +48000
viewers

. Xirtual Health Shelf: 2 platform(Carrefour applet, Ele.me

pp

* Health interaction in community: Comments+Likes,1000+

Offline:

* Offline Health Shelf: 7 cities; 16 stores,1 year for some
stores

* Published educational article : +25,000 viewers

Others.

Interpretation on Big Data and Nutrition of Food
Consumption: Published in NNW with Chinese Nurtrition
Society, viewer in real time: +340,000

. Of\?lm brand of healthier products: Taunch both online and
offline

Upto 1st June: related news has generated +110 clippings with +2.7 billion impressions on multi-media channels.




Let More People Enjoy
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Lives

Dairy Industry Revitalization, Quality Development, Fresh Future [ @) fcaier

Lactoferrin| Immunoglobulin | Lactoperoxidase
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Bright Dairy has established the highest freshness assurance standards covering the entire industry chain. The upgraded
Bright Premium Fresh Milk launched at the D20 Summit contains a higher content of active proteins and active enzymes,
|nclud|ng |mmunoglobuI|ns > lOOmg/L Lactoferrm >30mg/L LactoperOX|dase >2000U/L
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One For Good Initiative

Healthier

Lives

“One For Good’ initiative of CHL China

Bright Dairy set “One For Good” label for the low-sugar and reduced-
fat yogurt Momchilovtsi, the yogurt without any additive “Ru Shi”, the
skimmed and semi-skimmed fresh milk "U best”.

. - LA



Freshippo Launched “Zero series” in May RO

< FRIERLT [GR=] “ 0 LBERE
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2020 05 18 EH— FEBYHL

v’ 80+ SKUs

v’ Vegetable, Meat, Dairy, Seafood,
Fruit

v’ 70+ stores in Shanghai and Beijing
v' More SKUs later



Online Talk Show to Prompt the Concept o (@) oot
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v’ Partnership with media and content
providers to stimulate more conversations
in various consumer circles

v Online show + offline broadcasting,
maximizing customer reach

v’ “Zero” cost campaign

NM™A \A/IADDIEC HTEEE x B3

e 3. v CHL endorsement
7 i |

FOOD- 7
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(AMIANI NO WORRIES SUPERMARKET




In-store Live Video to Further Prompt the Idea EROk-

SREFERN AEHER, REED. RENERE
BRRMXPIAEEARERRESFAAR, BaIURNt
MRS BIPN"! BtXHBEFIMe/\FIB3
FHA, MELEHTEERD, HRERSHUER
RIBY, BIREALAHE., BERD0RIHR
ERRME! —R#ESA19816:00, MERM... 232

~ PN 11 e aes

a8 x RDWHEH

BN REET

GLIREIERERFERCEIY

- nranacrrn-ma”

919

£ Enuiamn
WEAFBEE |

v’ Leverage the advantage of offline stores
v’ Leverage the power of technology

v’ Leverage the expertise of experts and
KOL and KOC

v’ Leverage the resource of partners




Delivering on our goal in CHL UK: what have we learnt,
impact on the community and future ambition
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5
\ Kieron Boyle Judith Robinson
Chief Executive Head of Health — Product
Guy’s & St Thomas’ Charity Group Quality

Product Development
Tesco




Why do we need to act?

Societal Consumer Busmess
Impact demand benefit
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London Bridge

=

The areas with the highest rates are

concentrated along a corridor that runs
across both boroughs.

12 local wards within this area also have
the lowest median incomes and highest
proportion of BAME population.

Camberwell Dulwich
Green Village
Child obesity Child obesity
prevalence prevalence

£31,840 £58,400

avg household avg household

income income GUY'S &
6in 10 2in10 STTHOMAS'
residents from residents from

BAME background BAME background CHARITY




A disconnect between the evidence and the public's L (@) e
understanding of childhood obesity

Lives

~N ~N

an Mapping the Gaps an

Experts Public
TYPE OF ISSUE
CHILD OBESITY
PREVALENCE
INDIVIDUAL BEHAVIOURS
CHILDREN'S TASTE
FOOD ENVIRONMENT
ST  INTERACTIONS BETWEEN S-E FACTORS — [N CeC o
SOLUTIONS
APPROACH




CHL UK launched in Lambeth & Southwark in March 2019
with an ambitious agenda across 6 core goals

< Healthier
= (@1
— Lives

Increase consumption of

: . Improve oral
healthier categories P

care outcomes

Enable switching into

better alternatives Reduce smoking

prevalence

N\
/\\\

Non-food
goals

Reduce calories
(foods outside of
Eatwell guide)

Drive "Stay well
this winter"

Core initiatives launched in March 19
and looking to scale up now




... driven by a broad set of stakeholders

e Coordination / Organisation
7\
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BOSTON
CONSULTING
GROUP

Greater London Authority
Food Policy Team

Q Retailers
/’\\

TESCO

co
B M&S 55

Sainsbury’s

e Health authorities & academics
7\,
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@ Manufacturers
Ve

@ & PEPSICO @

yDANONE  MARS
% ONE PLANET. ONE HEALTH E”_f}}\’ \\

=
(o

Public Health England
University of Oxford

0 Local stakeholders
7\,

N Nestie
JMondelez, FERRERO
gcﬂwm:v‘nqgefwmyu ‘P COLGATE-PALMOLIVE

GUY'S &
STTHOMAS'

CHARITY

Southwark & Lambeth
City Councils

@ Other key partners
g -

Capgomini@®

Spoon
g GBru*‘




Strong traction so far, with 34 initiatives landed

across a humber of different levers

34

Out of 46 planned
initiatives have
landed in stores and
online to date
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O

Pricing & Range
promotions Changes

© O

Point of Secondary Educational
sale displays

Share of
shelf / location

e

=N

Employees Digital




3 examples of recent initiatives = (@ e

. d
Educatlf)n & 3iesc|;)|2y: rg{ Sainsbury’s Shelf space re-
sampling promotions |

"

allocation




We've learnt a lot...

Need to align goals early with all participants and internal
stakeholders

Engaging with public health bodies and academics
critical for external credibility

Important to have at least 2 retailers driving initiative, with
a central accountable PMO lead to co-ordinate launch &
planning

Manufacturers should reduce burden on retailers by
coming with fully fledged, category-wide initiatives

CHL should be part of the CEO T2T agenda to facilitate
collaboration, and internal teams (sales / commercial)
briefed early

... but a number of
challenges remain

Balancing ambition & pragmatism

Aligning goals & actions



What'S neXt fOI‘ CHL UK? :;EE @ Healthier

Lives

Planning for 2021 trials Three avenues to scale
1 Sustain
- _ . Ensure Lambeth & Southwark action
% Foog Fivotinterventions to . sustained going forward
health & sustainable diets :

2 Replicate
. Replicate existing and introduce new

S _ interventions in another UK city
¥ Non- Build on current

# Food momentum 3 Nationwide

Develop specific initiatives for integration in
joint business plans individually




CHL LatAm: Reaching the Most Vulnerable in = @t
the Age of Covid-19

Daniel Servitje Carlos Mario Giraldo Moreno
CEO CEO
Grupo Bimbo Grupo Exito




CHL LATAM

COLOMBIA

CENTRAL
AMERICA
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TAKE AWAYS

Regional Boards : crucial to accelerate Coalitions of Action.
LatAm coalitions : H&W, GFSI, Food Waste, Data

. Healthier
P Lives

Collaborate for sustainable, impactful & replicable strategie
Engage companies governments, academia, civil society and communities.

Innovate & adapt to new context

Measure impact & use data and leverage collective capabilities
Learn, strengthen and scale initiatives.
Track behaviours : define new strategies and develop new portfolios.

e.g. Sales +11.7% in México measured by BCG & 38% sales gap tracked by Nielsen in Colombia




New Labelling Regulations in Mexico (@) foner

. CONTIENE EDULCORANTES, NO RECOMENDABLE EN NINOS

EXCESO
GRASAS

i CONTIENE CAFEINA — EVITAR EN NINOS

The strictest regulation worldwide until now applies only to packed food and beverages.

Nutritional profile (limits for critical nutrients) the toughest worldwide

Complex and costly implementation times: 15t. phase on October 2020 (nutritional facts) and April 2021 (commercial
dispositions)

Very aggressive communication campaigns are expected

- New definitions and amendment to nutritional facts
- New Front of Pack labelling =

Aligned to PAHO nutrient profile. Seals or recommendation legends * Children’s characters aimed to
T?re_str_“"fjs btaf'edt on ﬂ}e Calor'fs or recognition by professional children that incite, promote or
ot critical hutrient In reterence to organizations or associations. encourage their consumption.

the total calories of the product. Nutriti | & healthv clai ) e
The fewer calories of the utritiona ealthy claims. This rule poses a constitutional

product, the more restrictive will question since it would prohibit
be levels to meet. the use of figurative trademarks
In many cases reformulation to in food and non-alcoholic

improve  products  becomes beverage packages.
unfeasible.
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Grupo Exito, Solidarity and
business in the Corona Virus ‘
Crisis.




4

2. Suppliers Support

}

~L 3. “White phone” & actions for
1. Children’'s nutrition N & ! vulnerable population

, g
4. Solidarity basic basket
| Y

5. Textil reactivation
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Employee Health & Wellbeing:
The Workforce Nutrition Alliance
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Lawrence Haddad Rebecca Marmot
Executive Director Chief Sustainability Officer

GAIN Unilever




Most global burden of disease risk factors are linked to diet ’ ol

Child and maternal malnutrition

Dietary risks

High systolic blood pressure
DALYs

Air pollution

High fasting plasma glucose

High body mass index

Alcohol and drug use

Tobacco

ngh total cholesterol _

Occupational risks Abajobir, Amanuel Alemu et al.

The Lancet , Volume 390, Issue 10100, 1345431422.
2017.



Over half of the global population will spend at least 1/3 of their adult lives P
at work. They can and do benefit from workforce nutrition programmes

Lives

M=
M=
Organization M=
level benefit M=
Reduced Enhanced Lower rates Greater job Financial
absenteeism productivity of accidents satisfaction benefits

and mistakes

GOODHEALTH DECENT WORK AND

ECONOMIC GROWTH

0 IR0
£ HUNGER AND WELL-BEING

Macro level
impact W —M L)

o

SDG 2 (zero hunger) SDG 3 (good health SDG 8 (decent work
and wellbeing) and economic
growth)

44




The Workforce Nutrition Alliance helps employers .

. . U/ . .
set up effective WFN programs and evolve into = galn = W@l
becoming champions

Warkplace nutrition 000 \
programmes have C ([ )
significant benefits for

employees, employers REDUCED ENHAMNCED LOWER RATES GREATER JOBE
and the society ABSENTEEISM PRODUCTIVITY OF ACCIDENTS SATISFACTION

- a m arvm al ] a [
The Workforce Nutrition bom .n ' be b = b @
Alliance scorecard makes chB c [ ] c B c [ ]

it easy to assess where

you stand and where you HEALTHY FOOD NUTRITION NUTRITION-FOCUSED BREASTFEEDING
AT WORK EDUCATION HEALTH CHECKS SUPPORT
/ © =/} i ¢ * %
ASSESS SET A DEVELOP ACCESS e REAP
SITUATION TARGET PLAN SUPPORT REWARDS

Beginner

Global Alliance for Improved Mutrition | The Consumer Goods Forum



Employee Health & Wellbeing = OT ~ius

3 focus areas for all CGF members to put
employees at the heart of our agenda

1. Promote safety first

2. Support the CGF/GAIN
Workforce Nutrition Alliance

3. Development of wellbeing KPIs

46



ﬂwm Lamplighter — the business case for employee wellbeing Healthier

LAMP

is Unilever’s health
and wellbeing programme:

assessments
assessments
tools
» Bespoke
 On-line material

employees from
countries attended our
Lamplighter programme in
2019

Aggrégatéd data

over the last 8-years

showed a ROI "*’i
%\é”@@

Q&w

Unlover

’:‘f@ﬁu@ﬁ



SEEDg‘%F Seeds of Prosperity — delivering benefits in tea estates — O

PROSPERITY

Evaluation of Seeds of Prosperity found:

Diets became more diverse
in both locations in India.
=]

Handwashing frequency
improved in Assam.
Program participants viewed the

‘. program positively and reported
feeling increased loyalty to

employers.

“Since | take care of better nutrition and
hygiene in my family, | am able to reduce
the medical fees for my children.”
Poornima, smallholder farmer in Tamil Nadu

“Since | eat more food groups, |
am less tired during my plucking.”
Neha, estate worker in Tamil Nadu

Healthier
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Seeds of Prosperity — Scaling for further impact

S @
FORUM

® Qms ~2016 @
Develop the

Seeds of
Prosperity model

2,600

direct reach
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2016 - 2020
Test
effectiveness
& re-design
for scale

133,000

direct reach
= ﬁ /I -
U

Global Alli: for
Tmproved Nutrition
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2019 - 2022

Sector wide
approach to
healthy diets
In tea
communities

880,000

indirect reach
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A new ecosystem of collaboration with academia : s

Pierre Chandon
The L’Oréal Chaired Professor of Marketing
Innovation & Creativity, Director
INSEAD Sorbonne University Behavioural Lab




The Business School
for the World®

A new ecosystem of
collaboration with

researchers

Pierre Chandon

The L’Oréal Chaired Professor of Marketing - Innovation
& Creativity at INSEAD

Director, INSEAD Sorbonne University Behavioral Lab




Collaborating to Create Trust A (o) i

Who do you trust to provide reliable
information about healthy eating?

Health
professionals

Consumer
associations

Farmers

Health
ministry

Media

Covid-19 has put the spotlight on science

T s -
 Governments and opinion leaders seek
scientific advice.
] 7%

« The general public has become educated

P 6% about the scientific process.

B 19% Low trust in food sector

Food
retailers

Food
producers

N 3%

* Especially around
transparency.

« Even among sector
employees.

Source: Credoc (France, 2009), Edelman (US/EU, 2019)
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Collaborating to Produce Evidence

Recent academic publications using data from CGF members

Journal of the Academy of Marketing Science
https://doi.org/10.1007/s11747-020-00723-5

ORIGINAL EMPIRICAL RESEARCH

Effects of front-of-pack labels on the nutritional quality
of supermarket food purchases: evidence from a large-scale
randomized controlled trial

Pierre Dubois’ « Paulo Albuquerque? - Olivier Allais® - Céline Bonnet" - Patrice Bertail* - Pierre Combris®
Saadi Lahlou® - Natalie Rigal® - Bernard Ruffieux® - Pierre Chandon?

Received: 1 November 2019 / Accepted: 1 April 2020
© The Author(s) 2020

Abstract

To examine whether four pre-selected front-of-pack nutrition labels improve food purchases in real-life grocery shopping
settings, we put 1.9 million labels on 1266 food products in four categories in 60 supermarkets and analyzed the nutritional
quality of 1,668,301 purchases using the FSA nutrient profiling score. Effect sizes were 17 times smaller on average than those
found in comparable laboratory studies. The most effective nutrition label, Nutri-Score, increased the purchases of foods in the
top third of their category nutrition-wise by 14%, but had no impact on the purchases of foods with medium, low, or unlabeled
nutrition quality. Therefore, Nutri-Score only improved the nutritional quality of the basket of labeled foods purchased by 2.5%
(-0.142 FSA points). Nutri-Score’s performance improved with the variance (but not the mean) of the nutritional quality of the
category. In-store surveys suggest that Nutri-Score’s ability to attract attention and help shoppers rank products by nutritional
quality may explain its performance.

Keywords Nutrition - Labelling - Supermarket - RCT - Food - Field experiment - Policy
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"Surveys have shown that consumers like the idea of simplified nutrition
labels and lab studies have suggested that they help identify the
healthiest options, but do they work in real life?" Learn more from a
new JAMS study! knowledge.insead.edu/marketing/what...
@INSEADKnowledge
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What's Up Front? The True Influence of Nutrition Labels in Real Life

A major randomized controlled trial finds that nutrition labels help healthier
foods but do not hurt junk foods, leading to a much smaller boost than in lab

knowledge.insead.edu

Les leaders de l'industrie #agroalimentaire n'ont aujourd’hui plus le
choix, ils doivent s’impliquer. ow.ly/xAU250yad1w par @pierrechandon
@INSEAD #nudge #marketing #alimentation
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Collaborer pour promouvoir des comport:

ires plus sa...

Les leaders de l'industrie agroalimentaire n'ont aujourd'hui plus le choix, ils
doivent s'impliquer. A en croire certains, l'industrie agroalimentaire ne

hbrfrance.fr




One sugar cube = 10 kcal

Collaborating to Bootstrap Action A (o) i

Behavioral
@ nudges 32

Meta-analysis of healthy eating nudges
(Cadario & Chandon 2020)
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Collaborating: Do’s and Don’ts

In principle

 Adopt along-term view because .
academic timelines are different.

* Pre-register study design and .
performance indicators.

* Nodirect funding or consortium .
model.

L Al »
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The Business School @ Healthier
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In practice

Collaborate from the start, not just
at the measurement stage.

Discuss data sharing agreements
ahead of time.

Balance scientific/reductionist goals
and impact/holistic goals.
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X Healthier
Q&A s

Sharon Bligh
Healthier Lives Director
The Consumer Goods Forum




Closing Remarks " o

Mark Schneider Frans Muller

CEO President & CEO
Nestlé Ahold Delhaize




Thank You!
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www.tcgfhealthandwellness.com
hw@theconsumergoodsforum.com

@ @CGF_Health
The Consumer Goods Forum




