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Climate issues being part of the TOP3 global concerns, sustainability and
sustainable issues are indeed important to consumers across Europe
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When it comes to food sectors, deforestation, intensive farming,
and loss of biodiversity are key concerns for people

KEY CONCERNS RELATED TO THE FOOD INDUSTRY

Ocean plastic and microplastics pollution
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Source: Kantar Sustainability Sector Index 2022, Zoom on European results (16 countries)




Regarding Palm Oil, European consumers assume that it is mainly used in
food industry and they mostly think negatively of it, being often seen as the
worst oil in many aspects
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Indeed, perceptions of Palm Oil impact are negative across countries, and
especially in France and Austria
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Moreover, sustainable palm oil is still very little known — from 27% in the UK to
only 9% in Spain
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Q. Have you everheard about Sustainable Palm Qil?
Source: Fats and Oilsconsumer perception2021, conducted by Kantar, on behalf of a food/beverage company. 1000 interviewspercountry, 8 European countries (Austria, Belgium, France, Germany, Italy, Poland, Spainand the UK)
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The overall Value Action Gap

of people want to
live a sustainable lifestyle

When purchasing a product...

take careful note or sometimes

consider the causes brands support
when making purchase decisions

BUT ONLY
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1 10/ of people are actively
O changing their behaviour
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Yet, trust in companies about their
sustainable claims is limited,
proof would be needed to boost credibility
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«:\d?jﬂ 5 9 % worry brands are involved in social issues

just for commercial reasons

ONLY...

——
@ 1 6% claimed to have never seen or heard false

or misleading information about
sustainable actions taken by companies.
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The industry needs to move from ambition into action

DESIGN FOR SUCCESS SCALE SIGNAL
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In this regard, improving awareness of certifications, and especially RSPO,
appears essential to prove Palm Oil’s sustainability and the commitment of the

Industry
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While having in mind the most reliable sources of information on palm oil to do
S0: science magazines, TV documentaries and environmental associations
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