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Creating value from
sustainable products

What prompted Deloitte to embark on this
research initiative focused on Sustainable
Products? '




Bridging the Gap: Building Trust in Sustainable Brands
Consumers crave sustainability —but not all brands see this yet

What business leaders think

« 36%saylackofconsumer demand
36% * 24%sayitis not a priority

Business views e 17%saytheyare worried about doing it

authentically

What consumers are saying

549 * 40%ofconsumers have bought a sustainable

Consumer interest idol product

* 54%said that sharing facts why a product is
55% more sustainable is appealing to buy

* 49%see third-party certification seals as useful

* 55%said a globalstandard is even better
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Bridging the Gap: Building Trust in Sustainable Brands

Consumers and brands are misaligned —some brands are winning with sustainable products

Ofthe 66% ofbusinesses that have considered la unching a sustainable product, they
have said: "

i

81% developed a
sustainable

62% said 1t cost 75% said it was a

more in initial SUCCESS
product | R&D




Bridging the Gap: Building Trust in Sustainable Brands

The race to create sustainable products starts with purpose

94% of consumers said it is the brand’s
responsibility

61% of consumers said they should not have
to think hard about sustainability when
shopping

25% of Canadians make an effort to shop
second-hand for apparel

What part of the organization typically leads?

2%  50%

Product development Strategy
Sustainability Innovation
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multiple industries. Deloitte serves four out of five Fortune Global 500® companies through a globally connected network of member firms in more
than 150 countries and territories bringing world-class capabilities, insights, and service to address clients’ most complex business challenges.
Deloitte LLP, an Ontario limited liability partnership, is the Canadian member firm of Deloitte Touche Tohmatsu Limited. Deloitte refers to one or
more of Deloitte Touche Tohmatsu Limited, a UK private company limited by guarantee, and its network of member firms, each of which is a legally
separate and independent entity. Please see www.deloitte.com/about for a detailed description of the legal structure of Deloitte Touche Tohmatsu
Limited and its member firms.

Our global Purpose is making an impact that matters. At Deloitte Canada, that translates into building a better future by accelerating and
expanding access to knowledge. We believe we can achieve this Purpose by living our shared values to lead the way, serve with integrity, take care
of each other, foster inclusion, and collaborate for measurable impact.

To learn more about Deloitte’s approximately 330,000 professionals, over 11,000 of whom are part of the Canadian firm, please connect with us
on LinkedIn, Twitter, Instagram, or Facebook.
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