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Topics we will be covering today

« How consumers’ « Consumers’ « How consumers rate » What's ahead for
and companies’ sustainability industries on their corporate disclosure,
view of priorities and how sustainability and how can
sustainability is they align (or don’t)  records—which are companies do a
expanding beyond with corporate leaders and are better job of
environmental priorities laggards—and how conveying their
issues this compares to sustainability story to

corporate consumers?

disclosures
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Today’'s Speakers THE CONFERENCE BOARD @

Paul Washington Thomas Singer Denise Dahlhoff, PhD
(Moderator) Principal Researcher, Senior Researcher,
Executive Director, ESG Center Consumer Research
ESG Center The Conference Board The Conference Board

The Conference Board
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Making the most of the webcast

Ask Questions
(via the Q&A box )

Share with your

colleagues
(available on Demand)

Start Group
chat

Group Chat

Download
resources

Available Resources
E] E
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SIGN UP FOR
C PE (NASBA) AVAILABLE CPE
v Click the link in the CEU Request Widget to sign up CREDIT
for credit

v Stay online for the entire webcast
v Click ‘ok’ for 3 popups that occur during the program

v Credit available for participation in live webcast only

>
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Audience Poll Question 1:

How would you rate how well your company is communicating its sustainability initiatives to
consumers?

 Excellent
« Good
 Fair

e Poor

« Not sure
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In our recent polling, half of respondents were dissatisfied with their companies’
dialogue on sustainability with consumers

How satisfied are you with your two-way engagement on sustainability with:

o mN/A
37 °°/o 44%
. 8% m Very satisfied
0,
15% 20%
299, 15% Satisfied
28% 30%
32%
41% Neither satisfied or dissatisfied
(neutral)
29%
24% 23% Dissatisfied
- m Very dissatisfied
Regulators Employees Consumers Business partners Institutional and
n=30 retail investors

Source: The Conference Board, 2021.
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Companies are broadening sustainability disclosures...

= More than 90% of S&P 500 companies publish
sustainability reports, up from 53% ten years ago

% of S&P 500 companies publishing sustainability reports

90%
81% 82% 85% 867 °
o
72% " 5%
53%

2011 2012 2013 2014 2015 2016 2017 2018 2019
Source: G&A Institute
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= More than half of S&P Global 1200 companies
disclose climate-related risks in annual reports

% of S&P Global 1200 companies disclosing climate-related
risks in annual reports (2017 — 2021)

58%
44%
38%
25%

2017 2018 2019 2020 2021

Source: The Conference Board / Bloomberg, 2022.




Including reporting against key frameworks ...

References to sustainability reporting frameworks (2014 — 2021)

S&P Global 1200 company reports (financial and nonfinancial) mentioning some of the
most prominent sustainability reporting frameworks

Number of company reports

800 TCFD
UN SDGs
GRI

600
SASB

400

200
lIRC

0 |

2014 2015 2016 2017 2018 2019 2020 2021

Source: The Conference Board/Datamaran, 2022.
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With over 200 issues that fall under the heading of ESG

Environmental (~80)

Biodiversity and
conservation

Plastic, packaging,
and materials

Climate Waste
Ener Water and
9y effluents
Greenhouse gas
(GHG) Air pollution
emissions
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Animal rights and
welfare

Corporate
citizenship and
philanthropy

Economic impact

Human rights

Corporate political
activity

Public health

Product safety

Supply chain and
procurement
practices

Corporate culture

Diversity, equity,
and inclusion (DEI)

Talent recruitment
and development

Employment and
labor relations

Employee health
and safety

Sexual harassment

Governance (~50)

Anti-competitive

Data security &

behavior privacy
Ethics and -
: Crisis management
compliance

Corporate purpose

Litigation

CEO succession

Intangible assets
and innovation

CEO performance Corporate
evaluation reputation
Shareholder
Tax strategy
engagement
Stakeholder :
Risk management
engagement
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Consumers still associate sustainability with social dimensions are catching up
What US consumers associate with sustainable products

Conservation of natural resources

Climate change

Fair prices

Alternative sources of energy

Fair wages

Pollution

Use of natural ingredients/GMO

Fair labor conditions

Support for democracy, voting rights, free speech and press
Gender/racial/LGTBQ+ equity in the workplace
Compliance with anti-bribery, corruption laws
Political lobbying & contributions

Public positions on social issues

Corporate philanthropy, support of historically disadvantaged communities

0% 5% 10% 15% 20%

(W%
[9)]

o
W
o
[
a

]

40%

Note: 1,923 US adults surveyed
Q: We are interested to know how you think about sustainability for all products and services. Select the top 3 issues which you associate with sustainable products.
Source: The Conference Board + Harris Poll Sustainability Insights
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Alternative sources of energy have become a less widespread association.
Will this change as the world reorganizes its energy sources?

What initiatives US consumers associate with sustainable products
2021 vs 2019

Frequency of mention relative to

average
1.8
m 2021 2019
1.6
1.4
1.2
1.0
0.8
0.6
0.4
0.2
0.0
Climate Change Alternative Sources of Fair Price Pollution Fair Labor Conditions

Energy

Note: 1,923 US adults surveyed; values denote the ratio of the association's value to the average value of all associations with sustainable products.

Q: We are interested to know how you think about sustainability for all products and services... (2021)/rank (2019) the top 3 issues which you associate with sustainable
products.

Source: The Conference Board + Harris Poll Sustainability Insights
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What sustainability topics are S&P 500 companies most commonly disclosing?

Board gender diversity 100%
Whistle blower policy 99%
Anti-bribery ethics policy 99%
Business ethics policy 98%

Equal opportunity policy I O 7 %
Health & safety policy I 97 %

Climate change strategy ~IEEEEEEG——— 387 Sustainability topics with highest disclosure rates
Social supply chain management policy I 86 % (S&P 500)
Child labor policy S 81 %
Energy efficiency policy I 819 = Board gender diversity
Human rights policy T 50% » Ethics and compliance issues
Environmental supply chain policy I 77 % = Health and Safety
Waste reduction policy 1 — 77 % = Climate change strategy

Gender diversity in the workforce NI 7 1%
GHG emissions I 7 1%
Water policy I 62%
Energy consumption I 62 %
Gender diversity in management IEEE————— 60%
Climate change risks GGG 54Y%,
Green building policy I 53 %

Source: The Conference Board / ESGAUGE, 2021.
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What sustainability topics are S&P 500 companies least disclosing?

Fair remuneration policy I 36 %
Renewable energy use IS 34%
Waste recycled I 32%
Lost time incident rate I 31 Sustainability topics with lowest disclosure rates
Hazardous waste I 30% (S&P 500)

Total fatalities I 29 : -
otal fatalities 0 =  Fair remuneration

Minorities in the workforce IIEE—— 24% » Fatalities and accidents
Employee turnover I 19% =  Environmental fines
Amount in environmental fines  IEEG—G—— 6% = Biodiversity

= Gender pay gap

Minorities in management I 16% ) i
= Diversity beyond gender

Biodiversity policy I 15%
Water stress exposure I 12%
Number of suppliers audited I 12%
Gender pay gap breakout N 10%
Recycled water use I 6%
Workforce accidents I 4%
Disabled employees Wl 2%

Source: The Conference Board / ESGAUGE, 2021.
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Meanwhile consumer brand purchases are driven by economic “fairness” issues

Fair prices, labor conditions, and wages motivate consumers most to buy sustainable products

mVery much/quite a bit Not at all/a little
Fair prices

Fair labor conditions

Fair wages

Conservation of natural resources

Support for democracy, voting rights, free speech and press
Pollution

Compliance with anti-bribery, corruption laws
Climate change

Alternative sources of energy

Use of natural ingredients/GMO

Public positions on social issues
Gender/racial/lLGTBQ+ equity in the workplace

Corporate philanthropy, support of historically disadvantaged communities

Political lobbying & contributions
Note: 1,923 US adults surveyed 0% 20% 40% 60% 80% 100%

Q: To what degree would information about a brand's actions on the following issues influence the brands you buy?
Source: The Conference Board + Harris Poll Sustainability Insights
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What people most associate with sustainability isn’t necessarily what drives purchases

Associations with
Influence purchases sustainable products
very much/quite a bit (among top 3)

A7 20a ] s 0%

Fair prices
Fair labor conditions e Il oo
Fair wages 5

s
B

Conservation of natural resources

Support for democracy, voting rights, free speech and press
Pollution E 25%
Compliance with anti-bribery, corruption laws N 11%
Climate change s
Alternative sources of energy k0%
Use of natural ingredients/GMO I 23%
. s1% L 10%
o s1% B 3%
[] 8%
[ ] 10%

Public positions on social issues

Gender/racial/LGTBQ+ equity in the workplace

Corporate philanthropy, support of historically disadvantaged communities
Political lobbying & contributions

Source: The Conference Board + Harris Poll Sustainability Insights

Questions: We are interested to know how you think about sustainability for all products and services. From thelist below, please select thetop 3
issues which you associate with sustainable products.

In general, to what degree would information about a brand's actions on the followingissues influence the brands you buy? Very much, quite a bit,

alittle, not at all
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Fair prices

Fair labor conditions

Fair wages

Conservation of natural resources

Support for democracy, voting rights, free speech and
press

Pollution

Compliance with anti-bribery, corruption laws
Climate change

Alternative sources of energy

Use of natural ingredients/GMO

Public positions on social issues

Corporate philanthropy, support of historically
disadvantaged communities

Political lobbying & contributions
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Influence purchases very S&P 500 disclosure

much/quite a bit rate
72% n/a
62% 80%
61% 36% |
61% 15% |
58% n/a
58% 77%
57% 99%
57% 88%
56% 34%
55% n/a
51% n/a
51% 10% |
51% 45%
48% 82%

Some notable gaps between what drives consumer purchases and what companies
are disclosing

Proxy
n/a

Human rights policy
Fair remuneration policy

Biodiversity policy
n/a

Waste reduction policy
Anti-bribery ethics policy
Climate change strategy
Renewable energy use
n/a

n/a

Gender pay gap
Charitable contributions

Corporate political contributions




Equity and climate efforts are well covered in public discussion but people disagree
quite a bit on how much they motivate their purchases

Sustainability features impact brand purchases differently across consumer segments

0, -
85% mmm Total influenced to buy
+ + + + Max share across consumer segments
75% + + + + m Min share across consumer segments
- - -
=+
- F
65% =+
55%
45%
35%
25%
Fair Fair Fair Conservation Pollution Support for Climate Compliance Alternative Use of Public Gender/ Corporate Political
prices labor wages of natural democracy, change with sources of natural positions on racial/ philanthropy, lobbying &
conditions resources voting rights, anti-bribery, energy ingredients/  social issues LGTBQ+ support of contributions
free speech corruption laws GMO equity historically
and press in the workplace disadvantaged
communities

Note: 1,923 US adults surveyed; Max and min across respondents is based on segmenting by gender, age, income, race/ethnicity, geographic region, urbanity/rurality , and political leaning
Q: To what degree would information about a brand's actions on the following issues influence the brands you buy? Showing "very much" and "quite a bit" responses only.
Source: The Conference Board + Harris Poll Sustainability Insights
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Different gender and income groups disagree the least on whether sustainability features
sway their purchases—in contrast to people with different political opinions

Why consumer segmentation matters in marketing sustainable features:
Opinions vary the most depending on political leanings, least by gender

Variation within
characteristic 30%

25%

s oy
L)
--.,'..
e,
.

@ 20%
15%

10%

O
c---u--cocococ..

5%

0%
Political Urbanicity Age Race Employment Geographic Income Gender
leaning status region

Note: 1,923 US adults surveyed; shows variation of the share of those respondents across demographic characteristic (measuerd as average max-min range) whose purchases
are influenced very much/quite a bit by the following sustainability features: fair prices, fair labor conditions, fair wages, conservation of natural resources, pollution, support for
democracy, voting rights, free speech and press, climate change, compliance with anti-bribery, corruption laws, alternative sources of energy, use of natural ingredients/GMO,
public positions on social issues, gender/racial/LGTBQ+ equity in the workplace, corporate philanthropy, support of historically disadvantaged communities, political lobbying &
contributions.

Q: In general, to what degree would information about a brand's actions on the following issues influence the brands you buy?

Source: The Conference Board + Harris Poll Sustainability Insights
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Climate change efforts influence different consumers’ purchases quite differently

How different demographic groups respond to a brand's

80% actions on climate change
70%
60%
50%
40%
30%
20%
10%
0%
= @ o X a2 + ey =) Iy = ] c 5 L c = = o =
[ = = =] 3} v < o [(s] + = © @ c © ey © O Ij—:
¢ 2 £ B 8 8 & X ¢ B s g T 5 £ 2 € o & 9
o L v g & 3 9 003 =2 E B 2 E 2
© [=)) [=)} [=)} - < o w0 -
S £ £ + c =
N o < ) 3 3
s £ § § R~
o (=]
o é o @ 5 c
s}
Gender Income Age Race Urbanicity Palitical leaning

Note: 1,923 US adults surveyed

Q: In general, to what degree would information about a brand's actions on the following issues influence the brands you buy? Very much, quite a bit, a little, not at all
Source: The Conference Board + Harris Poll Sustainability Insights
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Audience Poll Question 2:

Which of t
disclosure
sustainabi

Food

Tech

ne following sectors has both the highest sustainability
rates and is perceived by consumers as doing the best on

ity”?

Airlines
Auto makers

Hospitality/hotels
Pharma

Utilities
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On average, utilities, materials, and consumer staples companies have the
highest sustainability disclosure rates

Average disclosure rates by sector, select environmental and social topics

(Russell 3000, 2021)
459
44% o
379% 38%
33% 33% 329 . 32%
28% 30%
25% 25%
20% e 21%

(1]
I

14%
12%

Communication  Consumer Consumer Energy Financials Health Care Industrials Information Materials Real Estate Utilities
Services Discretionary Staples Technology
m Average environmental disclosure rate m Average social disclosure rate t t

Source: The Conference Board / ESGAUGE, 2021.

>
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Utility, food, tech companies consistently perceived as top 3 regarding sustainability

US consumers see need for more change,
even among leaders in sustainability

Q: Industries that need to change to become sustainable. - Q: Organizations making a positive impact on sustainability.
% responding "very" and "somewhat" significantly; % responding "very much” and "quite a bit"; excluding
excluding "not too" or "not at all" significantly. "just a little" or "not at all" responses.

o . 59%
Non-profit organizations —52%

Utility providers

Food manufacturers
Technology companies

US federal government

US state and local government
Home builders

Auto makers

International organizations
(e.g., United Nations)

Restaurants
Pharmaceutical companies
Home appliance makers
Retailers

Airlines

Hotels

Financial institutions

Clothing manufacturers

A 800

73%

48%
47%
45%
44%
A44%
447
43%
42%
42%
41%
39%
39%
38%
38%
38%

72%
71%
78%
76%
69%
1%
72%
68%
72%
67%
69%
76%
67%
b57%

59%

Source: The Conference Board + Harris Poll Sustainability Insights Note: 1,923 LS consumers responded
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Another perspective on sector performance: Results from sustainability ratings

Number of companies (by sector) receiving a score of A- or better Number of companies (by sector) receiving S&P
(2022 Corporate Knights Ranking) Global Gold Class distinction (2022)

, Consumer discretionary
Industrials

w

Materials

5

Consumer staples

Utilities

a Industrials N
Health care [
Consumer staples
Energy ]
Financials |
Real estate
Utilities | IR
Materials Communication services EA
Real estate Kl
Source: Corporate Knights, 2022. Source: S&P Global, The Sustainability Yearbook 2022.
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And we're :
provider in the nation.
That’s why Eversource has been

named the most responsible energy
company in America.

Eversource. Our future is clean energy.

0% Waste*
100% Way to go

"W are working on anew bottle that is
totally bindegradable and rmade from
wood fiber. Probably the way to go.

Think different.
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~ OnBlack Friday, .* -
we're donating 100%
of sales to grassroots

environmental groups.




Younger, urban, non-White consumers recognize corporate sustainability impact most

Views vary among US consumers on degree of positive impact
on sustainability by corporations

% responding "very much" and "quite a bit"; excluding "just a little" or "not at all" responses

Gender Income B Age B Race B Location
Millennials Efﬁl‘?r(i:::(aﬁr Urban
Gen Z 2(56_%%} American Hispanic
$100K+  (aqe P
Gen X slan or
Male 18-24) (age Pacific
41756) Islander
Overall
<$50K 450 509k

Female Suburban
Boomer+

Rural
(age 57+) .-

49%Q53% 46% § 31% 40% | 54% § 47 % 54% 58% | 33%§ 38%

Q: To what degree do you believe each of the following types of organizations are making a positive impact on sustainability?
Showing "very much" and "quite a bit" responses.

Source: The Conference Board + Harris Poll Sustainability Insights Naote: 1,923 US consumers responded
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Related content

Sustainability Features That Sway US Consumers Are Changing (Apr 2022)
https://www.conference-board.org/publications/perceptions-sustainability-efforts

Five Reasons Private Companies Care About ESG (Mar 2022)
https://www.conference-board.org/topics/sustainable-business-integration/5-reasons-private-companies-care-about-ESG

US Consumers Want Business to Do More on Sustainability (Feb 2022)
https://www.conference-board.org/topics/consumers-attitudes-sustainability/US-consumers-sustainability

Six Ways Businesses Can Reduce Ocean Plastic Pollution (Feb 2022)
https://www.conference-board.org/topics/plastic/six-ways-to-reduce-ocean-plastic-pollution-report

Sustainability Disclosure Practices: 2022 Edition (Jan 2022)
https://www.conference-board.org/topics/sustainability-practices/sustainability-disclosure-practices-2022

Telling Your Sustainability Story (Aug 2021)
https://www.conference-board.org/topics/ESG-reporting/telling-your-sustainability-story-overview

Consumers’ Attitudes about Sustainability (Feb 2020)
https://www.conference-board.org/topics/consumers-attitudes-sustainability/consumers-attitudes-executive-summary
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https://www.conference-board.org/publications/perceptions-sustainability-efforts
https://www.conference-board.org/topics/sustainable-business-integration/5-reasons-private-companies-care-about-ESG
https://www.conference-board.org/topics/consumers-attitudes-sustainability/US-consumers-sustainability
https://www.conference-board.org/topics/plastic/six-ways-to-reduce-ocean-plastic-pollution-report
https://www.conference-board.org/topics/sustainability-practices/sustainability-disclosure-practices-2022
https://www.conference-board.org/topics/ESG-reporting/telling-your-sustainability-story-overview
https://www.conference-board.org/topics/consumers-attitudes-sustainability/consumers-attitudes-executive-summary

Upcoming Webcast Programming from The Conference Board

= COVID-19 Year Three: Intentional International
Corporate Giving (April 26)

= Communications Watch: Corporate
Communications Practices — What Lies Ahead?
(April 28)

= Governance Watch: Cybersecurity and Data
Privacy: Requlations, Risks, and Litigation (May 3)

View all of our upcoming webcast programs at
https://www.conference-board.org/webcasts/upcoming/
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https://www.conference-board.org/webcasts/upcoming/
https://www.conference-board.org/webcast/specials/international-corporate-giving
https://www.conference-board.org/webcast/marketing-communications-watch/cco-best-practices
https://www.conference-board.org/webcast/governance-watch/cybersecurity-data-privacy

NEW Podcast Series: CEO Perspectives - Insights for What's Ahead ™

EERSP EESRE S
Insights for What's Ahead™

o

Listen & Subscribe

Hosted by our CEO, Steve Odland, this bi-monthly
series features in-depth interviews with thought
leaders from The Conference Board to provide
business executives with data-driven insights to

prepare them for what’s ahead.

Available on our website at https://www.conference-board.org/podcasts/ceo-

perspectives-podcast or on most popular podcasting platforms, including:

LISTEN ON

@ Apple Podcasts
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' 15.' Listen on
*.1" Google Podcasts



https://podcasts.apple.com/us/podcast/c-suite-perspectives/id1565427142
https://podcasts.google.com/feed/aHR0cHM6Ly9jc3VpdGVwZXJzcGVjdGl2ZXMubGlic3luLmNvbS9yc3M?sa=X&ved=0CAMQ4aUDahcKEwjI8MDA4LfwAhUAAAAAHQAAAAAQAQ&hl=en
https://open.spotify.com/show/2Y7c9gtdZJqocXdak7MOY5
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