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Honest Generation
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The rewards of honesty
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3%

Corporate
Experts

Consumers are most
interested in transparency about
the products they buy.

Source: CGF/Futerra expert survey, July 2018. Respondents:
Corporate experts from 70+ companies in 26 countries.

70%

Consumers

| am most interested in
hearing about the sustainability
impacts of the products | buy.

Source: CGF/Futerra consumer research, October 2018.
Respondents: 3,621 consumers in 7 countries.
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6%

Corporate
Experts

Consumers are very satisfied
or quite satisfied with product
transparency on sustainability.

Source: CGF/Futerra expert survey, July 2018. Respondents:
Corporate experts from 70+ companies in 26 countries.

417,

Consumers

Products provide the right
amount of information
on sustainability.

Source: CGF/Futerra consumer research, October 2018.
Respondents: 3,621 consumers in 7 countries.
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Are you
honest?
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Are brands honest?

Perception that brands are never honest, or not honest enough, about:

How their factory
workers are treated

How environmentally-
friendly their products are

How healthy their
products are

How safe their
products are
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Source: Futerra consumer research, June 2019. Respondents: 615 consumers in US.
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Are brands honest? B vienias Bl Genz

Perception that brands are never honest, or not honest enough, about:

How their factory
workers are treated

How environmentally-
friendly their products are

How healthy their
products are

eqO|D

How safe their
products are

0% 20% 40% 60% 80% 100%

Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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Do you think

brands have a
responsibility
to make positive
change In
the world.
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Are you satisfied with the positive change
brands are currently making in the world?

12%| 15%

USA UK India South Africa

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.
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Which type of brands do Il Small business brands
you think are most honest? Bl Familiar, household name brands

o
66%
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USA UK India South Africa

Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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What you would do if you discovered Bl vilennials
a product was NOT honest?

If a product was NOT honest about a social, environmental, health or safety issue, would you be most likely to:

Not buy it
Choose an honest
alternative

Hold off buying and
do more research

Buy it, but get in touch
with the company

Buy it anyway

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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Please rank products based on how B vitenniais [l Genz
honest they they are about social,
environmental, health and safety issues

This data shows the % of each generation who choose to rank an industry as MOST honest.

Baby/Personal Care
Food
Phones & Tech BT
Household Cleaning T
Beauty & Cosmetics o I
Clothes & Fashion et

0% 5% 10% 15% 20% 25% 30% 35%

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.
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How much do you care, and how much Il How much do you care?
dO yOu thlnk brands care, about honesty? i How much do brands care?

Percentage of people ranking 7 or above on a scale of 1 (care the least) to 10 (care the most).

Millennials

GenZ

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.
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going on?
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Millennials drove brands to be purposeful
but Gen Z are demandlng proof.

| This generatlon were raised to question fake news

' /—w be susp|C|ous of secrecy and hold sincerity as sacred

- - M/

They are the Honest Generation and they don't expect brands
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How do we
reach this
Honest Gen?




FUTERRA

Transparent Pricing

We believe customers have the right

to know what their products cost to make.

S Egg Whites
@ - | > 14 Peanuts

MATERIALS HARDWARE LABOR DUTIES TRANSPORT 2 Dates

$4277 $6.10 $24.75 $12.55 $14.00

................................................................. No B.S.

$100

EVERLANE TRADITIONAL RETAIL
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Beef

<>

We trace it, so you can trust it.. Thanks to DNA
tracing technology, we can trace all our beef right
back to every farm and every animal. And because
we only work with farmers who share our high
standards, respect for the environment and the
food they produce, you know you'll always enjoy
responsibly reared, exceptional quality meat. Click
on the map or pick a country and county from the
list below and you'll see how many beef farms we
have in that region.

Select a country ¥  Select a county -

Vitamin B 50% « Phosshorus 75% |55
“Percent Daly Vakes e basedona 2000 80
calorie dhet. Four Dy Vakaes mury be Ngher T_'

THE ORIGINAL m
° M&S
I 8,152 100% 100%
2 i Total farms Farm M&S Select
® Assured Farm

Approved
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Being honest, even about Ml vitenniats [l Genz
problems, increases trust

How would it affect your trust of a brand if they were honest about a current issue they have with
a product, such as the impact on the environment or the way their factory workers are treated?

Trust more
Trust the same

Trust less

0% 10% 20% 30% 40% 50%

Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.



FUTERRA

Digitally
Altered

Original
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