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Introduction 5

For most companies, business as usual is based on a fundamentally unsustainable
model, with linear definitions of growth that are making way for new imperatives around
sustainability. This is why we made sustainability a critical part of Fabric’s mission.

With this 2022 report, we share our second annual study into Sustainability in Japan. Our
goal is to enable organisations to rethink their approaches to sustainability — aligning to
Japanese principles like sanpo-yoshi, an Edo-era idea of creating shared value between
the business, their customers, and society.

We know that brands are already bringing sustainable value propositions to consumers,
with business leaders interviewed in our 2021 report sharing a belief that all of their
products and services will take part in a sustainable transition, although many
organisations are only at the start of this journey.

The decisions made in this transition will determine which brands and businesses
succeed in the future, adapting to a new model around sustainable growth.

Each category transition will be shaped by a unique set of factors, and we have already
conducted category specific studies with clients in lifestyle, food, technology, and
financial services to help develop their sustainability and brand strategies. This overall
‘Sustainability in Japan 2022 report’ is a broader study with outcomes for brands across
categories.

The study focuses on the role of consumers in Japan, as understanding their key
enablers, drivers, and barriers will support sustainable transitions across all categories,
while providing longitudinal trends around the pace of change.

ZLOLEIFIHERBEZRICESRXIETILEBRELTED UV THERARERDZIRRDOEZIFIIY T T
EVTFAEWSHFAREICEAL. BEERDSNDOHBDET, KNS T2 bR T7IVYIDEER
BIyaryO—DeLTHRTFEUTAZUEMITTVED,

CD2022FE/MLAR—FTIE BRICEITZ VAT FEV T ICAT22EEEHOAERREZBNLTVE T, FA
BB REINYRTFEUTAADT7IO—FZRELIFRRANSEHS [ZHLLI EVWSEE
ICRENZ L S5HBEADGHRIARIICKV., PE BE. HAENEETEEMEEEAHET LT,

WKODDREEFTTICHRATFINBMEZEEEPHRICHLTRELAH TV E T, 2021FRLR—F
THLENA Y REa—LEEYRIA) —HZ 153 A% BHOEERET—EREFRTFITILBRICBET
TEBLVLSERZEF >TLWELED ZLORERFELTRTFEYTAANDREZBDTEDNDTL &S0

COECORRICEVWTRENEDLSHBRBREEZT I BONSERIRTFIILGREZ#HE LT
FLOWEFILICERL. RIhZIRO B CICBRBIDESIHERDTVWILICHBZTL LS,

YRTFEVTABEADT TO-FREALBREARBOERICL>TERAINE T, MABEIFTTICFITIR
AN BR. T/ A0 — @Y —ERREDISAT U2 BLTERBEEZRELTED YXTFEY
TAPTSUNICHATIHBREEEXELTEE L AFER. SERTEHIBZ TSV FENRIC. KDIEE
EOREZIT>TVET,

KIAETIF BRICBIFZH AT FEV T DEEICEITZ TEEEORE L ICERZT Y TEL. BN EDE
ERESELDN EDLSICHERIETVKDD., FIZDOEEIFETICHZ DD HALERTTHAINZE
HWARNLYROP Y RTFIINBEENCDLESBR—IATETITZ2ONEFALES,
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By putting people at the centre of the study, we’re able to identify critical insights
into sustainability behaviours in Japan that can fill a key insight gap for brands and
businesses, as well as government, not-for-profits, academics, and all stakeholders
in Japan’s future.

We've also applied a systems thinking approach, looking at systemic social and
environmental challenges in Japan, and working with experts in key areas like food
to explore the underlying problems in their industries.

Throughout the report we refer to people as consumers, not to play into narratives
around consumerism, but because it’s the clearest descriptor when looking at the
relationships between businesses and their customers.

People are critical for achieving a sustainable future, but these futures are still unclear,
which is why it’s important to enable shared value creation between all stakeholders
in society.

HEBEZRHBEOHROLICERZZLICED BRICBITZT AT FEUTAOITBICETZEELIV T MERFS
CENTEZIED REPTSURZIFLH BT NPO. HEE. ELTHADKRRKRICEDLZINTORT—2
FLNA—ICEoTEEBRA VT A LORENUBZNBIENTEBLSICARDET,

Tl . BEROERIATLALARZRALTIO—FZEAL. BRICE I3 RRNEHE - RIEFEAICBEZR
T BRBEDEBDHFOEMRLBALT FERICE T RANGREZRIERL £ L.

KRLR—bTE AL%Z TEHEE EIFATVWEIA CHiE. Whp3IY 22— VXL CHEEER) ICDL
THLPER TR ERCBETORARZRILTRONBLRRTHSZN5TY,

YRTFITNBARREZRRIBICBAOREDEETTN TORRIBELFTERHTT, KHSITHEDRT
— VRN A—FRTHHETEZMEEEDEEZLSICTEENEELDTT,
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Japan losing ground
HEN3BXOHRTFEUT 1

Sustainability consciousness in Japanese consumers is shaped by layers of societal
and economic context, and it’s important to understand this before jumping into the
behaviours identified in our study.

The framework many brands are using to shape their sustainability strategies for Japan is
the United Nations Sustainable Development Goals (SDGs). Their ubiquity across business
and government narratives around sustainability in Japan makes them a key model which
forms a structure around our consumer research.

According to the Sustainable Development Report 2022, Japan has a score of 79.6%,
which means it dropped two places to 19 out of 167 countries since our previous study
(Sachs et al, 2022). Japan has failed to make significant progress on national priorities of:
‘gender equality’, ‘climate action’, ‘life below water’, ‘life on land’, and ‘partnerships for
the goals’. Some of the systemic challenges for Japan include:

- Decarbonising its energy sector, where renewables currently make up 6.3%
(Sachs et al, 2022);
- Reducing plastic waste, with 8.2kg per person exported annually (Sachs et al, 2022);
- Reducing food loss, around 25 million tons annually (MOE, 2021);
- Addressing the ageing society, with 34% of people projected to be over 65 by 2040
(Ha, 2020); and
- Population decline, dropping by a record 644,000 in 2021 (Kyodo News, 2022).

AARDHEEZEDYZTFEVTAICHITZREHIE HEWN BENLEROBVARLICE > THRABRETEREN
Y HETHSMIARSIHBEEDITHRA LT TREBNGHZE T TOEREERIBZLIEETT,

ELOT VRN BRICBIIBT AT FEU T BB ZRET B0, BEICLD A LRREER
(SDGs) | DR EAEFALTWVE Y, SDGsIF .V RTFHEU T ICBATZHAD R ECBAFOXARICELSRE
LTED. B EEERBEOREAZRMTEIEERETILELR>TVET,

ST RE AR R EE 20220 ICLD . BERDSDGSEREIZT9.6%THD. HIBIDRAEN 525V I FH>T
167nERL9 e D E L (Sachs et al, 2022) o BAIF. PV A —FEFZRHALLS) . TREZHICER
MRz TBOEBNIETFE5). EOENIDHTFE51. IN—rF+—2v T TEEZEEERLELSI BRE.
ENEBELTEROEATVWITEICSVWTASTAERZFIT2UHTEEHATL . HEDSZXTL DR
BICIE UATOLSBHEDONHDET,

CIRILF—EPIDBRRL BERREIRILE—DEISIFIRE6.3%TY (Sachs et al, 2022)
TIAFVIREVOHIR  INETDEBB2kgDETZAF v INBEEHINTWVWET (Sachs et al, 2022)
- BROIOHIE  E£/1250078 F Y OBRNMNEEINTWLET (MOE, 20214)

cBERIEHEERADHIS : 2040FICIE34% DAD6SRU LICHRZEFRATNTULET (Ha, 2020)

TAORD 12021 FICIIBERB L BRD64F4TAORDZREL L (HFEBEL. 20226F)
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Business and governance issues
RELANFYROMBE

Over the past decade, Japan’s publicly listed companies started coming under pressure
to disclose their sustainability performance to international investors and fund managers,
who together own around 30% of Japan-listed securities (Nikkei, 2021).

As Environmental, Social, and Governance (ESG) became a standard practice globally,
Japan’s corporates have had to play catch up, spending time and resources on audits
and metrics, with few progressing to take meaningful action.

In October 2020, the Japanese government announced a net carbon neutral target
of 2050, and many of Japan’s corporates have followed this pledge. However, these
announcements have come with few details about how to reach that goal (MOFA, 2021).

One of the reasons is that Japan’s industries are already relatively energy efficient due to
a national response to the 70’s oil shock, with another push made after the Fukushima
nuclear disaster in 2011. The biggest challenge is switching away from fossil fuel imports,
which requires a coordinated national strategy.

There has been a coordinated government and business effort to develop a hydrogen-
based energy infrastructure, although there is no guarantee that this approach will
work. Other solutions that fit Japan’s geography are also possible, such as solar sharing,
offshore wind, and geothermal.

But even if renewables can drive innovation in the electricity industry, Japan will still need
low carbon industrial process heat to ensure its valuable high-grade steel - responsible
for 15% of carbon emissions — and other material industries remain globally competitive
(Zissler et al, 2021).

CC105FM. BROLEHBEER, BARERPI7 VYR —Iv—DS B XATFEUT A DEREEZRTT S
FSENERITFHOTVET,

BE -#H2-ANFUR (ESG) MERBELRBZICONT. BREERBENEMORES LEEVAEICKRBE
BRZBECLTERLIN AERBTHZECIERFIFLACHDEEATLS

2020108, BARBAIZ2050FEFTICRY MA—RYZa— S EERTIEEERERL. E<OAELEN
CORMICRWVWEL e LH L. SO LIEERKIZ. BEEERTIABICOVTOFMICIFIFLACHNTLEY
A (SAFEHE. 2021F) ,

ZOEADVEDIE. BRDEXRBTOERDF ALY 3y IICHZEIF THBLEIEICED. I TICIRIL
F-HEAFLEBHSD 27 ICICMZ 201 1FOBEFRRERRICTRILF —OMRENTSICHESNIC
ETY RADRBR. LAREOBADSORANTHD . CNICIEERNEBEIARURETT,

BRCEEMFALT KER—IDOIRILF—IVTS2HEL. FROT V-V IRLF—HOBLF LR
BRCMDPATVETH. COT7TO—FHRIDITBRIEEHDEEA. TOMY—F—>z 7V I E LR
N HBBE BAROHBHNRGICEoY)a—2 3> HEISNET,

LHOLBHAS e ABEFRIXILF—DEHERO A/ R—2a efETZICICRIILICELTHAR
& REBFHEDIS%ZLHD 22 ASRUBLEOEMERNERRENZHERTELODICEREDOTE
TOERAZHBBLLTVET,
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Japan’s power market was deregulated in 2016, but change is still slow (Pilier, 2016).
Many businesses find it difficult to hit their climate targets with Japan’s carbon intensive
energy grid. Companies like Amazon Japan have taken this into their own hands,
developing solar generation assets in partnership with Mitsubishi Corp., an example of
the market disrupting impact of global businesses in Japan.

We should welcome government and business announcements like the 2050 carbon goal,
but this must also come with significant pressure to speed up the transition, while clearly
articulating the journey.

Within ESG, it is governance that will be hardest to shift. The average age of a Japanese
CEO is 60 years old, with many holding deeply engrained beliefs around social impact and
gender equality in particular, making it an imperative for organisations to to set out clear
visions that include governance policy innovation, removing doubts about the capacity
for change (Nippon.com, 2022).

This ESG transition could be hardest for Japan’s small and medium businesses, who
account for the majority of jobs and gross domestic product (GDP). They are dominated
by the service sector, but also include thousands of manufacturing companies who are
critical for Japan’s trade balance, exporting components and machine parts into global
supply chains. The levels of embodied emissions in this ecosystem is increasingly

a competitive disadvantage for these exporters, and without good measurement
practices, they could struggle to reach the reporting requirements of global markets.

This is a challenge, as there are significant sustainability goals Japan needs to work
toward beyond carbon emissions - particularly social and governance areas around
gender equality. Again, global companies in Japan are the ones pushing progressive
employment conditions and higher standards, attracting top talent while forcing local
employers rethink their policies.

AADBAHIZIF2016FICHBALEINE LD BHITEPHTT, ZLOREIEF. BEOREENN LI RIL
F—RTRIURERDOERNER THBILEITVET, PRV VY SYN VD ZEBEERELTABGARES
EZRRTZRL. B5O0FTREEEOERZRRIZEELHDETH Chid. BEEENBRICEVT
HO-NILEEICKEEZBENTVWEEDHEXZ—AITT,

2050FDRY MA—RYZa—bINEROEISBBAPERORERIZEUWINS T TORRICITEEHZ
ARICTIBENHD RFICIRLF —BROBITESEZMESEZIRELANBETY,

ESGOH T, BZ5< KRODEGWHEHELDIEHNFT VI TY, BARDCEODFHEMHIZ60m THDRFICHEIIK
HoNBZY—2vILAI VNI EDRIERPRIEICEBETN AW I VA —FH LW o T—TICD2VWT B DHR
EICRIDAFNEEEIEFOADNDELHEDEFEA. LEDN>T ANF U IABEKOEFRREHERRES 3>
ZITBHL. BRICHIZR 22 TI A EBICE>TRARTT,

CDESGORITIE. ERCERMEE (GDP) ORBAZLEHZAXDHNEREICE>T EhHTRELRLDL
BRBEARMDHOE T, FNEREFT—EXRELROLTIN JO-NIUW BT TS FI—VICHmP MBS

ZHHITIHERLE  HAOERNIZOHEBICEVWTFAIRABREZRLELTVWEY, COTIALRTLILE
WTERTNBZRAFHEOEEKLLIZ. COLCBAHERICE>THLRHDORINEICBR>TED. THIC B
NICAEFED BTN JO-NILHBANOREEHZH/ITLETHELOARELNBD X T,

AEDREHHEBORBELERICSBEMDBEOCARIEERTITTEVTA BB B VA —FF2DHL<B
HBREANT YV RAOREHRELNFEELTVET, CCTHER ARICH TR O0-NILEEIIEENLER
KUEPENEELINDGVWEEZRRLT. BERAMZIEDIIZLARKIC. BROBEICHLTRUS —0DR
ELZRELTVWEDTY,
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Environmental issues
EIEPE

Japan is a naturally green country, with 68% of land mass covered by forests, thanks
to historical forest preservation policies and practices (Nippon.com, 2020). Of these
mountainous forest regions, 60% are designated natural and there are around 3,000
not-for-profits working on forest restoration (MAFF, 2020).

There are challenges around conifer plantations, which are an increasing environmental
liability and source of pollen that causes allergies for the Japanese population. These
were mass planted in the post-war years to replace natural forests that were used in
construction, covering 27% of land (MAFF, 2021).

Climate and disaster risks are significant in Japan, with the combination of extreme
weather, typhoons, flooding, landslides, and earthquakes making it one of the most
challenging locations in the world.

50% of the Japanese population lives on land that would sink below water during flooding,
and 75% of assets are concentrated in urban areas (Nikkei, 2022). Japan recently came in
4th on the global Climate Risk Index, largely due to high per capita deaths from extreme
weather events, with responses to these events estimated to cost around 0.5-1% of GDP
annually (David et al, 2021).

Investing in climate risk mitigation will benefit both Japan and its regional and global
partners. Japan has led in the past around technological innovation and geopolitical
diplomacy around containing China’s ambitions in the Asia-Pacific - it is now critical that
governments and business do the same on sustainability and climate. Japan needs to
start by building credibility around the new contemporary framing of sustainability.

H<HOBHERYNILTELAREE. REDELD68%ZHZMA EHH I EEHNRETY (Nippon.com,2020) ,
ZD>5560%DLMKMIEARAMTH D, $93,000DNPONBZHOBEICEDBATHEYT (BMKES,
2020) o

HEMOEMIIREARESD. FLEHEORREAZ R AXERICE>TAEABELA>TVWET, 5
L7 ERHIE. MBRICEME L TEDNIEXAMOR DD ICABICHEMESN TS DIRETIIELD27% % 5D
TWET (BHMKESR. 20214F) .

S[URPKEDURIAARZVEEIZ. BERR. BA. HK tWHEN ELY BRKEZSITE I AIEE
OEVBARRICATFNIHRATROELVHEBENZFOEO—D2TT,

HADAODS50%IE. HKHINEIZ KA FISEADRAEVEIHICEFELTED. BADEEDTS%IEZS LT
T (FICEHE) ICEPFLTVWET (BRR. 2022%F) . BRIERA HROKRI X IERTALICHRDELE
M ZDOERERIF. BEERGRICEIZIKEORETCEATVNSTT, BEELIRADOHEIZERGDPD#0.5~1%
DARRHDIDBEHETNTVET,

KBV DBRICH T3IRE G Bt - R ON—rF—DOWAICHRZDH5LET, BRIZINET,
RMDA/R=2 32 POTREFMBICEFZ2FEOHF O MM T I REMBFNAREZ ) -FLTEXL
e SO BDAXIE. FFHRTFEVTAEVWSIRADFH B REZBRT ZREHICOVWTEENE
FHEEZRDZ D SHRDBIBENHDET,
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The SDGs include a spillover index, which assesses external effects along key
sustainability dimensions, with higher scores relating to more positive and fewer
negative actions in that country. Japan’s (67.3%) score is below the OECD average
(70.7%), indicating there is still a long way to go. Another useful metric is the overshoot
index, which indicates Japan’s resource use is 7.9 times a self-sustainable level (Earth
Overshoot Day, 2022).

Japan doesn’t appear to be a high polluting society on a surface level, but this is often
due to approaches that hide the impact of convenience and customer-centric lifestyles.
This includes the greenhouse gas emissions that consumers don’t see day-to-day, which
in Japan are around 9 tons per capita, about the same as Germany, but twice as high as
France (MOE, 2013).

Consumers do participate in recycling systems and carefully divide rubbish into 3 or
4 streams, providing a perception of action - but this is often then used in thermal
recycling that burns waste to generate electricity. This was world leading technology
20 years ago, but not today.

We explore Japanese consumer awareness around their lifestyles and how this connects
to broader sustainability challenges in depth later in the report.

SDGsICIF. EHYRXTFEVTAIBEICSVWTAHABI SOFEZ HELTIRAEILA—N—-ZOAT7HHDET,
RAT7HBWVEE ZFOETIRRS T4 T RTIIavhEBL XATTRTIa>yRAPHN ZICEEL
F9. BADXOT7IE67.3% £ OECDDFIHE (70.7%) ZFEI>TED. FLEZDEDDIFERVWECEZXZTLL
5, B3V ODEABREZRIF—N—2a—MERTY, COBBICELZ L BRRLIERTIHRAUELERE
BOEDTIEZEELTVWEY (F—RA—N—>a—k7—,2022%F) ,

BERIZREMNICITERENZTVHETIIBRVESICRIEFTH. CNIFFEMCEHBERODOBERDL S FERN
BICODBRWVWESICLTVWARERTY, BEINBRICIK. BEEHNHLBICTZZEDRVEEMNRAIBEE
NTED, —AYTEDHILDHHEBIZRAYVEIFIEFRIL T, 75V RD2MEDKEISELTVET,

HEZERVTAILSZATLICBML. CHZEI~ABRICTEALDELTVETA T5LEIHDE IR
CHEBPLTRETEZT—IILUTAIILICFIBENTVET, CHIF20FEFICIIHRAZY—RIERMTLE
M RERFESTREHDEEA

ALKR—FTIE. BEADHEEBEDS A I7AZAIICETRIERL. ZOLSBRERBNMBLVTIRTFEVT1D
BELEDESIHKEUTDVTVEZMIDVWT ELUBNALTVET,
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Social and cultural issues
BISRIE

Japan has a collectivist, conflict-averse culture that solves problems through ‘kizukai’,
a mindset of being conscious about your impact on others.

These narratives about Japanese society are real, but don’t fully account for the cultural
differences that are a legacy of Japan’s history, the role of non-Japanese residents in
influencing change, and the underlying tensions that can drive social transitions.

The shared experience of the COVID-19 pandemic has been a significant driver of shifts
in Japanese society, particularly around work culture.

Remote work proved that Japan’s long office hours weren’t accurate measures of
productivity, and had been constraining the work-life balance of many in the workforce.
New hybrid work policies led by international companies have trailed behind global
standards, but are still a big change for Japan.

The pandemic also amplified challenges around workforce participation, with people

of a working age decreasing to just 59% of the population, partly due to the intersecting
problems of gender equality, an ageing society, and marginalisation. The employment
policies and societal expectations that are preventing gender equality are of immediate
concern, with a gender pay gap of 22.5% and female representation in parliament at 9.9%
(Sachs et al, 2022).

EFAFENTHIAZBINELGHETR AANOREZERLILBEVD TRONV ICL>THRAGREZ
BRI BZEEMHABDEI,

LOLEDS. REICIEAXDOH B ITESREBREZR DEEPNABATI LI T T B LAXHERED
BICELZRILSBRVERTORRERIEFEITNIE. AAORERRICRVEENRIEFETNZNEHLN
FtAo

FREOOF VLR EWSRABONICEIZHRDBHBELIE. HBIERKRESLLEAZDIERICEZDHOD
THH BERETEH>7cH BROBIAREZRSHETEILICBDRLT,

DE—RT7—23. CNETELDOHBEDT—ISAINSVRAZHN LTS LARAORBEREH BN, SVEE
MERIERANOX—FZ—TIFBWVWIEXHERALELE, BEGENTETINITUYREOBEEAIE. 70O
—NINRAZVA—RICIERFTEEBNZE>TVWERHDD,. ENTHHARICE>TIEREREHL T,

F HBEIOFICLRIG. BBAOICETIREEZZTEOICLEL, VY4 —F&, gttt a.
HEWENARECOBBELIEENIERLIELD. FBAOAODTHEI%ICHILELE. BELOESKED
22.5%. KEERZFEDHEDZENEHDLITHIINTHBZRE. PV F—FEEHATLIERARIS—%
HERBEIE, LEBICHLIRSIBETH S EXFT (Sachs et al, 2022),
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The pace of change
ZDR—ZR

Japan’s biggest challenge going forward isn’t the ability to evolve and adapt, but to
ensure sustainable change happens fast enough. There is a narrative that a regenerative
revival in Japan is difficult due to a passive public, where people expect government
and business to solve big, wicked problems, and people just follow. This mindset leads
to policy making designed to protect current affluence and quality of life as much as
possible, resulting in a slow decline.

The Japanese political system reflects this, with a relative lack of democratic
engagement, a turn out of around 55% in the 2021 general election (which was actually

up from a record low in 2015), and participation dominated by elderly voters (Nippon.com,
2021). Despite the urgency of sustainable change, much of Japan’s political bandwidth is
taken up with economics, regional geopolitics, security, and constitutional reform.

This is why brands and businesses need to take the lead in driving sustainable transitions
in Japan, working with consumers and employees to develop new value propositions that
accelerate the pace of change.

Brands are certainly constrained by the context described above, but they are also
able to move at a rapid pace, with a closer relationship to consumers and culture,
while playing a critical role in the Japanese economy. The opportunity for shared value
creation is huge. To do this effectively, brands need to understand the emergence of
the conscious consumer in Japan, from their behaviours and barriers through to the
opportunities for engagement. This is what will inform brand stainability strategies,
and be the starting point for future growth.

D SDEFRICEITERADRBIG. EILPHELITZENOBAETRE+ABREETYITFHINBEL
MECBHLIICTEETY, BAERRBEBRNRHNLERMEL H 570 BENICE{LZKRD B KD HEA
PREORDIEILICRSEVWSKENHBDET. TOENTF AT FIILBHEANOEEZHELILTWSOD
BLNEEA COLSHERENMRTHICEHS. BRICEBNICANT REOEBHBREFZTEBZROTFS

S BELEBEREICORDD MRNICECPHBRBEDLSLIMLBEEA

BADBUGRDBENMMNIERRIECOEZADNRBREINTVWEY, BERNMEFTHILVWSREFZZXAZERD
BUABMOEBHNEBHNRESNY, 2021 FRBEFORERIFIHS5%ICTET (oL bBERED2015FKE
MEIRREFLELR) . ENBEICRHEOREEEIRELTVE T Y AT FILBELIE—ZDOBEFHBRVIRE
TN BROBABEHDZIE. BF. 7O 7 HBOMEE. RERE. BERELEDOTVET,

LIch>T  RESHBEPRESLLBIC. BHOR—IZMESEZIHLWANVa—-TORI 3024 H
HL. BROYRTFHFINBHEANDBTE)—FLTWKHBELHDET,

EEDLR.RENICHRATF I ZHET I VS EZISHEN K ROFNZZIT TVSDIENTT A

AAREICEWTEEGREZRALLODDH HEE XL BELRREZRELAELRRE-FTEHIILY
TEBIFTTIFRTFINELVWSHRPACOREMEZRETEF vV RAEELDHTREVDTT, 5L

TREEZMRNICITSDIC. BRI BRICETZRHOGVHEEOHRZ. ZOTHPEENST VT —

DXVEDBRICEZE T TRICEBRLBISLTVKBERDBDET, 5 LIERIGH BRDOFIXTFEU T+
HERICRBREIN. SBORRANDODHERLBZDTT,
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Approach
F7O0—-F

Our research approach for the ‘Sustainability in Japan 2022’ study was designed to help
businesses understand consumers in Japan, providing a foundation to kickstart their
category-specific sustainability strategies.

We used a series of methods to explore the problem space around sustainability issues
in Japan by triangulating data from: a quantitative consumer study, thought leader
interviews, trend analysis, additional data, and synthesis workshops.

NR022FRBAFDHRXTFEUTAHEL IZ EEDNAAOHEEZEREL. ERTCOYRTFE T 8B
ZHRIRTBODERBREZRMIBZCZENELTVED,

AAETIE. EEBRFE. A=AV —L—ADAVEE2— FLY RS D=0 3y TRBREDFEZRL
T BonfcT—22HMEaL. BRICEIZ Y RTFEV T OFBEEHSHILE LT,




Introduction 17

1. Quantitative consumer study | E2#=&

Fielded to a panel of 6,800 Japanese respondents aged 15-69. This is designed to be
a representative view of the Japanese population across demographics and prefectures,
with the ability to define segments and groups based on the responses.

15/ ~69RDBAANEEEG6,800%ZNRICKEL L. COREIF. ARADRRNGADOFET CEERT
BRIAOBRSICEDE EIXAVMETIL—TZEBTEBLSICKIFATNTVET,

2. Expert interviews | EFRADA > ZEa2—

Engaging industry experts throughout the research process to develop the study, expand
on trends identified, and gain insight into actions and opportunities. These included:
brand leaders, business owners, academics, activists, community members, and policy
makers.

AETOELRLFZBLTEROEMRICAIVEE2—ZTTW. AERNBZ DML BHSDICRTchLY R E
EBOTIF BDS3702 a3 PRRUEIZA T ERELI A VEE1—DHREICIF. BED)—
A— RBEE.ZE. FEPIR. AZ2 =271 AVN— HERUERELINFENET,

3. Trend analysis | LY ESHR

Scanning and analysis across qualitative and quantitative sources for pieces of data that
collectively indicate trends, including: social behaviours, government policies, academic
studies, and business or startup investments. We continually sense/scan at the edges of
society for sustainability related data points.

HRTEH. BAOBE. ZMAR. EZRIAPRE— Ty IANOREBE FLYRERTT—RZELHN -
EBMICIREL. 9MLELT, AABIR.FRTFEUTAICEHETET — 2RIV hZ2BICH R DIHAD S
RATHERIELTLET,

4. Additional data | &ms—#%

Complementing the report with longitudinal data from previous years, consumer
ethnographic research (interviews, contextual enquiries) we completed over 2021-2022,
and industry specific data from studies completed with partners.

2021FH52022FICMFT TRELICEEEIR /S 74RAE (A FEa— AV T IRAMAE) N—bF—
COHBABICLIZERBEDT —XBRCEZEML. RESE2/HTLEL .

5. Synthesis workshops | #ig7—o>av”

Workshops with our team and partners to synthesise the qualitative and quantitative
data above into the themes, focus areas, and outcomes in the report.

tROEM -EEBT -2 2. REEDT V. ERDH. RELTMEIBLOHICHMEF—LBLUN—FF—
tDI—vavFeRBLELT.
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Defining sustainability consciousness
YRTFFEUTAICHTEIRBOESR

As part of the 2022 study we’ve developed new methods for understanding consumer
behaviours and attitudes around sustainability and brands, building on the approaches
introduced in previous years.

In the study we measure sustainability consciousness through a 54 question scoring
matrix that covers: 6 sustainability dimensions, agree/disagree statements, and
behavioural questions. From this we assign scores of -4 to +30 for each participant

from the 6,800 panel of people aged 15-69, identifying their overall sustainability
consciousness. This data is then triangulated with attitudes and behaviours identified
through the other methods above, synthesising this into an understanding of the different
groups.

This study also includes some changes from previous years, which could impact the
longitudinal parts of the study, the biggest being the shift from measuring ages 18-65
in 2021 to 15-69 in 2022.

We’ve also shifted from a sustainability engagement score in 2021 to a sustainability
consciousness score in 2022, to more accurately distinguish between awareness and
behaviour in our analysis.

This is explored in detail in ‘Part 1: Conscious Consumers’.

20225 DAETHIBR VAT FEUTALT IV R DB HEEDITHLEX A BB TBHOHLL
FEZEELELI.

CORETIZ.6P2DHRTFEVTAONHF2REXER TN HEPBEAOTHICHITZEENRUEE
NBREZICARTZDEN ZRS54DRMZEL T RATFEUTABEHZRAELTVE Y, 15mH 569
ETD6,800 NDFEBMEICH L. -4D5+30XTORATZERX T MEMBTITFEV T BHZFTML
Fllco COT—RIE LEEOMOAEDSTONLEBECTHEEDIC. REAICHIZERICRETNTY
9o

2021 FEIF I8N 565METENRE L. 2022F IF15MHS6IRETENRETZBRE. SEIDRHETIE. &
HNREICREZEINRBVEERNHDE T,

o DICEVWTERCTHELDERICK B T3/DIC. 2021FEDHY RTFFEYFa IV F =XV R R
AT7HB2022FQHRTFEY T4 - AV v R -ROATICEITLELT,

CORICDOWVTIE. MTPart 1: BB HESE) THLEBALTVWED,
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Defining sustainability consciousness
YRT7FFEVTICEIREHOESR

Sustainability Approx market Consciousness descriptors
consciousness level A size** B 3
YRFFEVTAEH BBLZOHHRE
3% 2.46 million People who are highly aware of sustainability,
24675 A\ consistently making conscious decisions

across social, environmental, and economic
impact areas.
YRTTEVTAICHTREENELOTHELBREN
5232 BEBENOXEZERL—BELLERRE
ZLTWVWBYIL—T,

Moderate 12% 9.83 million People with a good awareness of sustainability,
1T L\ 983F A making conscious decisions in some social and
environmental impact areas.
YRFFEUTAICH I B RBNBLBRBENEZXD
HEPBRBEANOXEZMINICERLEBREZLT

W3JIL—">,
19% 15.56 million People with some awareness of sustainability,
15568 A occasionally making conscious decisions about

a specific issue they care about.

HRTFTEVT12H3BRERHLTED . QICHIBED
FIREICOVWTR S DEHMICHETLTWAIIL—T,

63% 51.61 million People with limited awareness of sustainability,
51615 A rarely making conscious decisions about their
impact.

YRTTEVTAICHTIERME BRENERD
REIIDVWTERNICHMT 3 e D BnIIL—7,

Negative 3% 2.46 million People who are disinterested or disillusioned
EEM 24675 A and reject the ideas that underpin
sustainability.
YRTFEVT12XRZABEZHICEBEOTHS
MNEORLTEEREZTRTIIL—T,

*% study participants in 2022, 6,800 panel of people aged 15-69.
15-69 ETD 6,800 ADABTLMEDEE (20225F)
** eStat, 2022
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Defining generations
HEDES

When defining generational differences we acknowledge the biases, assumptions, and
generalisations made by business, media, and the public when using these terms. There
are shared societal and historical experiences which influence their decision making,
although nowhere near the level assumed in the public consciousness.

Balancing this, these terms are also widely understood by businesses in Japan, and by
comparing differences between sustainability consciousness and demographic age
groups we can start to unpack some of the generalisations about these groups. We are
also able to measure longitudinal shifts between generations, looking at their beliefs as
they change over time.

Our 2022 study includes participants aged 15-69, adding more to both Generation Z and
Baby Boomers groups, although this is still a smaller range of these groups than other
definitions.

MEROERI ICOVWTHBICDEITBICHTED EVRIAATAT. HE3VE—ROALDINSDHERER
THEZFERATZIHE. EBREPERN. FLRFVERICRITZRZB/EDNESNZEZEBBELTVWETH HA
CEDHEN. BEENGRBRIALDBRERREICKEBERIELTVALHEZIILEXADBENETFN B LIF
BHTY,

COLIHER BRORRTHI TIKLKEREINTED Y RTFEUTAICHT2EHEFHRBICLDEL
ZHBIBLICED CS5LAEHICHIZ —RIEO—HZHRABIEDNTER T, £ HHABORBNE
EzREL. BEOBRBLLBICEZANELTEIHRFHVONDET,

FIcBD2022FEDOFHETIE. 15D S56IRDBMEEZRNRICLTS D, ZHRENE-T—T—BIBIELE
M INSDERICEENBIALRDEBENRICLIEDIFTEHDEEA,
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Generation

j:8ae

Years covered in study
ARAEICHTREENF

Age range in study
FHRE “PHERE2022FH R

Approx market size**
BBLTOHBRR

**eStat, 2022

Defining generations
HEDER

Baby Boomers Generation X
NE—T—Li#H XA
1953-1964 1965-1980
Born in Showa Born in Showa
BMEEh BMEEh
58-69 42-57
18.23 million 28.50 million
1,823 A 2,850H5 A

1981-1996
Born in Showa

and Heisei
BMEEREFH

26-41

22.11 million
22115 A

1997-2007

Born in Heisei
TREEN

15-25

13.08 million
1,308 5 A
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All sustainably conscious purchases require awareness from both sides of the
transaction: a brand needs a value proposition that demonstrates a sustainable aspect
of a product or service, and a customer needs to be conscious of the social or
environmental issue it has an impact upon.

As brands explore building sustainability into their value propositions, consumer
awareness of sustainability becomes a critical part of any business decision — but
often this insight is missing.

Our 2022 research study responded to this business problem with the development of
a ‘Sustainability Consciousness Score’, measuring consumer awareness of issues across
the 17 Sustainable Development Goals (SDGs).

These goals are categorised under six dimensions of sustainability, allowing
participants to be mapped on a bell curve of five groups from Negative to High levels
of consciousness. The score represents the potential for brands to engage consumers
with sustainable propositions.

This enables analysis of the distinct characteristics of each group in terms of their
behaviours, attitudes, and demographics — supporting good business strategy and
the design of sustainable products and services.

YRT7TFEVTAICREBLIEBEZREITZICIE. BARCRZEAONADEVERZHFOCHEETT,
CEFEARCT—EXOYRTFIILLAEZ T IHERGHSN - RIENLMEECRIHZRIHELNHD.
—HHEER HRP Y —EXNESZIZHEN - BIENAEZEICOVTERIZEIROSNET,

EEINTRTFEVTAZEDLSICBHOMBREOFICHACTH ZRERTZH. FRXTFEVTAICNT S
HEBEOERHPRHIT. HOWBIEEDBERBREILEVTANMERVDDICAE>TVET, LHL. LIFLIFE
EATOHEEBEORHPEXAICHIBERIRELTVEENHDET,

B D2022FDFRETIF. TV RFOHRTFEVFAICETIRBICHIE T B0 1TORKIAIREL R
B1Z (SDGs) DR BICH I HEZEOEREZRAETS Y XTFEU T ICETZEMHM X7 (Sustainability
Consciousness Score) ] ZBFRL L7,

SDGSORRBEE Y RTFEUTAICETZ6D2DRIEICHETZILICED ALBIEFHRTFEUT DR
BNMBEVLANLLDSEVWLARILET. AERBMEEZSDOERICHELTERSHHELICIYYEY T LELT
CORATIE TSIV ROYRTF I BRRICH L TEEE LB OZF OTEEEZRLTVET,

CHSEIHINARATICE ST HBEDORIIL—T0TE. BE. BERCORBEINTEZLNT
ITISUVROBNIEDRIABEP Y RTF I AEHE - —ERORAEZETEIENTESLSICHD
3_0

Mt G (1
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Our study shows that most consumers are still at the low consciousness end, although
this has grown significantly in the past 12 months at this critical part of the spectrum,
with mass media coverage of SDGs, and more brands launching sustainable propositions.

This overall shift to higher levels of consciousness is steady but not dramatic, and it
would take 10 years at the current pace for the peak of the population curve to sit in
the middle of the spectrum.

Sustainability consciousness is spread relatively evenly throughout the generational
groups in the study, with Baby Boomers (born 1953-1964) being the most conscious
overall group. Across the six dimensions of sustainability the goals these consumers,
led by Baby Boomers, care most about are: managing environmental resources and
conserving the natural world.

SDGSICET BV AAT A TOMER. Y RTH I BRBEETSEEDEBMICED. BENFATHEEOER
EEELTVWBRIEA DD >TVET HEELADNBVERLANILABRICBITLTEDE TN ThiET—
ZRVTBINEEXTERZELTIIHBDEHEA,

AOMBOE—I DN AR MLOFBICMUBT 5L 5ICBBICIF REDR—ITRIOELNDBELEISNET,

HRFFEVTAICHTR3EHIZ. AENROERBDICEVWTHEBRNEZEICAN >TVERTH AE—T—L4
X (1953-1964F £ FN) OERHRIPRHIEE>TVET Y RATFEU T D6DDRAEICEWVWT. RE—
T—LtREROETIHEEHLNROBAOEFTEIEEIL. REEROTE ¥ TERRORE L>T
WX,
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Consciousness in Japan
SEIREYS ¢

In contrast with the activist-led image of conscious consumers in the West - Japan’s
sustainability conscious are better defined as active, informed, and thoughtfully engaged
people, who build deep relationships with the brands they care about across categories.

This makes them highly valued and influential customers.

They have the time and resources to engage with sustainable propositions, and are
driving the need for innovation to meet their expectations around quality products and
services, with sustainability being a primary way they define quality.

Japanese media have been most influential in triggering change in sustainability
behaviours, with the influence of brands and environmental groups being skewed
towards the higher consciousness groups.

The insight that brands are trusted sources for information on sustainability is a positive
sign for the investments businesses are making. This is offset by a distrust in social
media influencers and celebrities when it comes to sustainability, which is a problem
for brands in categories like lifestyle, fashion, and sports who rely on them for their
marketing.

The practice of boycotting brands is less common in Japan, and when it does happen it’s
generally not about sustainability. This adds weight to the idea that category transitions
are going to be driven by choosing better options, rather than rejecting legacy ones.

BRICEIIZHRTFEU T DEBOBVHEHEEI T/ TAEARTEDAXA=IHELDICHL. BERENS
WHADHEEEIIBRBHNICBESEREED. FEXTTHL. LOERTH>THERICADDT IV RFERWN
BEREREANREERETICENTEFET, COLALEHEEIZ. REHORVAYILZBETERDET,

WEORCEOYRTHFINAHAALATESHREAEVY —X2HFEHETED . HXTFEUT 2B RLLE:
A/R—F4 ) TEREREREY—ERICHITIEVHFEEVTVET,

BRTFFEVTAIFBESHEEOHREP Y —ERDREZRBEDHI—DDEELHE>TVWET, BEDAT 47X
OJZF AT FEVTADITHEEZIZIoMFTE LTI —RBUICIIRDEENI DD DEPEIERESD
BDICFDHLEDNRADIF. LOBHOBVWIIL—TITR>TVET,

PERIYITFEVTAICETRIBERRELTEETNTVILWVWSRAR. BEMT>TVEIREICHLT
RETATBKBIEEEZETI. V2V IATATEDA Y ITINIOY—PERADRETZIHRTFE
UTAICET 3B RICH L THEEOR TR ERNEETEIEDHERTT, 77y Y avyeIAR—YRLEDAT
JdU—TC . RX—T T4V 7 2WEIEKEFELTVB TSV RICE>TIDILIRBEBLA>TVWET,

AXTRISVROREETIHED —RNTRIBDEEAD . FEEFNE oL LTH, TIIZ—MREIIC
YRTFEVTAICETEDDOTIRHDELEA COFEIEF SDLVEREZRRCLICEL>TATIV—D
BITMHEESTNBLVWSEXAICEAZEXITVETY,
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Consumer understanding
HEEDER

Contemporary ideas around sustainability, as framed by the SDGs, are a cultural import
to Japan that differs from Japanese practices like sanpo-yoshi. Brands across categories
are using these goals as a common framework for their sustainability strategies, making
it important to understand awareness among Japanese consumers.

Our study found over the last year more people who scored low on sustainability
consciousness have started to associate SDG issues with the word sustainability,
raising the overall rate of association by 5%.

Mainstream consumer awareness is still limited, with most people in the low
consciousness group unable to demonstrate knowledge of any specific goals.

At the same time this low group have shown the most growth in overall awareness
of sustainability between 2021 and 2022.

Lower consciousness groups are more likely to associate sustainability with economic
issues that have a direct impact on their quality of life, while higher consciousness groups
are more aware of environmental issues.

There is a critical need to increase alignment between consumer awareness and national
priorities. Gender equality and protecting life on land being highlighted by the UN as
challenges for Japan, but there is a bias toward environmental over social issues among
consumers. This gap is starting to close as social issues are slowly being recognised by
mainstream audiences.

The most familiar SDG is life below water, a key issue for an island nation with seafood
as a primary food source. Sustainable food production connects to a complex set of
social, economic, environmental, and geopolitical factors, making it a shared issue
across Japanese society.

SDGSICKDHESNIEREDH AT FEYTAICETZEX A FIZIE T=ZALLI OLSHBXABEEDOTH
HREZEZHEIGEV. E5BNIE. BATNILDDTHRIELEZABZTLLD MAABERICEVLWT, BEIFTX
THEU T ESDGSDTIL —LT— VIR >THEBELTWVWS D ThZNhOREIZBRDEEEDOHRT
SDGSHEDLSICIRZISNTVE D ELKH>TED R TIERDEE A

IcEDRAEICLZE. COIEMTHRATFEVTAICH ITBEEDNMED o7 AIZE. SDCSORBEHF T FE
VT4 WS EEZBEMITRLSICAD 2HROEENITOREGMN%ERLIECEHOND XL,

LH L. KZHOBEEEDERIIFARAMVADDICEEF>TLET, ERNBEVEDZIZEKRNRSDGSD
BEERELTITVAVDTY, —A. 2021FEH52022FICMF T TS LEEBRMNBEVEN Y T FE Y T o
2RI ITZEREZIOLEAEVHIRIEIVDHELERBDTY,

BRHOBVWIIL-—TR EFEOBEICERZEZEISREANCHBELY AT FE) T ZBE DT 3 ERH HE<
Rons—7A. BHOBRVER. RREMEZLDBIEHELTVET,

HEEOEBMCEROBAEHELOEBEUERDIUNHERICEETT, D vd—FEFE2RRLLSIL
MEOBENTHTFA5I NEARORBLLTEETRASIATLETAN BRI’BVWEEEOBTIZES Lt
KEELOBRBHABICERIAVTVET, COF v v T HENREPXA VI —LOF—T1I VR

ICIRARICBETINBICONT BEDD2HDET,
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Communities in Japan are also increasingly impacted by climate change at a local level,
with challenges for traditional ways of life that are connected to the land and seasons,
tying to substantial issues around regional revitalisation.

For brands trying to play a meaningful role in these issues, they should note that the SDGs
still feel foreign and remote to mainstream consumers.

AAANCERDHEBSDCSOBRRIE TBEDENTZETE5 TH . BEMZEIREIZBRICE>TEELRE
EROTVE T HRTFIILLGEHMEEIR. 4210, BFEN. RIEN RFNLESER B>\ e, AKX
HELEORBLVIET,

Fl  BAQAZ 2 =70 I3 L ANLTRBREFOREZR T D0oHD . THCFHEBEV OV EROE
EERAOEFINEEICRBIEH. HFFEELOLTHOREIRBMELR>TVET,

COLIREICHLTERBUBEMELELSETEREIF. SDCSHASHDBEEEICL>TIFERLRETEL
BFHETHBLRULSNBILICERTIBENHDET,

Consumer shifts
EEEDST R

In terms of consumer shifts, product packaging is the part of sustainability with the
most substantial change in beliefs over 2021-2022, with around a 25% jump. Over 90% of
consumers believe there is too much packaging on the products they buy, and 77% would
switch brands for more sustainable packaging.

This shift was likely driven by repeated states of emergency due to the COVID-19
pandemic, where an increase in delivery and food related packaging was arriving in small
Japanese homes, leading to a new build up of home rubbish. This has coincided with
ongoing media coverage around the issue, with stories around ocean plastic, circular
innovation, and general anti-plastic sentiment.

For brands looking to make an impactful start to their sustainability transformation,
packaging is an open opportunity.

2021~2022F T THEEDEZEZI DN RDODAIKU T LIEDBREGRNNY T —2 (BHREE) TLE (925%
ER) . 90% U LDBEEEN. BALILEENBRHIETHILEZTED . TTHRDHEEN . Y X7+ T A
HENYT—CZROTIT SV RZEETI0RMEDIHILEZLTVET,

COEZADREE FEIOFVANNIDOFRITICEZHEESTREEN’RDRLAELENLER. LBHZRLV
BADREEICEREXPRMBEEONY T —JICLZREIINFLICBREINLILDVRATHZLEZSN
9, CNF BETSIAFYIRBREA/R—230 TIZAF VI 2HBELBOTERRBBREEXTATH
BMELLTEOEIF REZEDRTDESHZEHETVET,

YRTFEVTADRBFICBITEEEDLEDIAVNI L DHBRIA—ZHIDTVWEERBREICE>T. H5
WERBARMBEORRSAKEIBF vV RERDET,
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Positive impact
ROF4 IS

‘Agency’ — the belief in the power to change systems through your actions - is generally
low in Japan, with just 256% of people believing their actions can change companies,
markets, or the world.

In terms of generations, Generation Z (born 1997-2007) feel the most empowered about
their agency at around 33%, while Millennials (born 1981-1996) feel the least, with their
increased socio-economic responsibilities reducing their optimism.

Consumers who feel agency also feel a sense of responsibility for the implications of
their lifestyles, and are three times more likely to engage in ways to reduce their impact.
For brands this means framing their sustainability propositions in a way that enables
positive impact, and gives people clear actions they can take.

Agency around environmental issues has increased from 22% to 24% between 2021-
2022, although this is polarised across sustainability consciousness levels, at 10% for
the low group and 98% for the high. This belief in the ability to achieve environmental
impact is higher than general social agency, suggesting that these high consumers see
new opportunities for impact outside the traditional economy, as well as through making
brand choices.

Overall these results suggest that by only focusing on the low consciousness mainstream,
brands will miss underlying shifts in sustainability literacy. These shifts open up
opportunities with highly conscious groups, while incentivising sustainable options for the
mainstream - parallel objectives that many organisations are already moving toward.

Agency (I—2z vy —) —BRBHAEFE—BATIE. BSDITHICL>TIRTLEZERZENTEFR LW
SERZERT NAgencyl (I—S x>y —) OBRFIDEBELBESOITENEEPLHB. HERZEIXSNDZILELT
WBADEIEIF. DT D25%ICEEEDET,

HABICRB L. ZHA (1997FE~2007FEEN) BEFOI-C VP —ICELTRD AL HBLRELTED
(¥33%) . YL (1981F~1996FEFN) IF. HEW - BEANEENMEI KB LA SEBENAR AN
ZED.BEOI-C IV —ICRYBFHENRHESB>TVET,

I-CIrvy—%2BRETIHEBEER. BSDSAIRXAIUDBIoITREICEERZHE. BSNECEREE
BRT3HEICHDBOITREREINIERG B> TVET, COFRIZ. TFVRDBIRI T TR EBZEHHTH
ETHRTFEVTAZRETNIE AL ETNICHIBLTHER T3V 2 RCITRIZIRETI SN

NHBLEBEKRLTVET,

I-Srry—0BREREANOBENLZIEAIE. 2021FEH 52022FICHF T22%H 524%IC ML E LT
M ZORRIGYRTFEVTFAICHTRIBEHLANLICK>TIRIELTED BEROBEVWSIL—TFTIE10%. B
BOBWI I —TTIFI8NEH>TWVWET, CO MRIB I ICHFREEZE5XZ3 I -V —DRWMERIZ. THE
B BERBICRTZI2HDELDHBLBH>TVET, BRAOBWVWEESZIZ. 77V ROERZEL TRITTIERL
BEORBTHEBITIINI M EEZHEZIHLLFr Y AERELTVWRLEZISNET,

DIRANBEERRTLICHBZ LD DDDELT COLSHELIF. S<OMBABICEELTVEERE
BRECHDEBS>THED ASHOBEEBICH LTHRAT T INBERKREMBLSBIFLLADS. —H T, B#
DEVERICHLTI- VIV — 2R EBTEIRRZRMIZLOEERZTIDBOTT,
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Transition dynamics
BAOLIFIIR

There is a sweet spot of people who want more sustainable products and services at

a higher level of ease and accessibility. This group are most common at the moderate
consciousness level. This creates an opportunity for brands to create value by answering
their needs, both for incumbents innovating their products and services, or challengers
entering new categories.

A category transition towards sustainability typically starts with new propositions
entering at the premium end, which then steadily becomes more common and
accessible.

Unlike daily purchases, bigger decisions around products like cars come with
sustainability implications throughout their use, making them particularly important.
These category transitions can be difficult to follow for consumers, even at higher
consciousness levels, and most people will fail to do the research if the value proposition
is too complicated.

In these contexts government policy and regulation play an important role in setting the
course and removing uncertainty, which is why brands connect with government through
trade bodies and lobbying.

In all cases, brands that can tell compelling stories and ensure consumer choices are
easy will be valued in an era of sustainable transitions. Transitions will proceed fastest
when sustainability comes with direct, tangible benefits to the consumer, and when
decisions are complex or value propositions are unclear, transitions will slow down.

EOHRTFFINBEHBP T —ERZHEBEIATHREICFICANTLVWEEZIZALEAVWE T, COERIE.
BRTFFEV T DEHEBDZTATLOBICEVWTRDLKASNET, BFEOHRRPY—EXZREBIELSL
TRREDHB.FHLLWATIOV—ICBATEZF YLD v—H . COBD—XICIGRB I LICED. MEZEIET S
BRZEAHT DN TEET,

HRTFFEUTF ICAEFATIV—0OBTIE. BE. NTIZYRAIOFRBANSHED . ZOBRERIC. £&D
—RETEERDBDICHE>TVEET,

AEMNAEWVICRELRD, BBERCOMAMICEIZERAER. 2fAMBEZEL TIRTFEUTrIC
TETEUREBEMSOFICEELERERBEY, C5LEATIV—0EEBR. HEZEOERELANILLE
WEETERLERIBZCHRETHD., HEEREVEMI T LARZSHOANICIZERTERIADET,

COESHBRRT. FAMERELAEERMEZHR T 37010 BROBECRAIHINEELRINEZRLE
T TLT REFERAKCOL—EFSHZBEL THBFACERTICICHEDET,

CDESBHZBEICEVWTH. RBHOHBZRA—U—%ED HEBEOBIRZBRICTIENTIZREIF. YR
TFEUTANEEREINBITITIRRICEVTELTFMEINITLLS YATFEU T HEEEICEEND

DEFMARREZSHLS5TIHER BITRRARICEA BENEMLTHEATH IV IRERMENFAELIZE.
BITIEE<ADET,
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Emotional benefits are powerful, and conscious consumers are already feeling a sense
of pride in sustainable purchases, making sustainable impact part of their identity. This
drives a positive feedback loop for brands, where customers start to share the brand
with their peers, using them as a trusted representation of their values and beliefs.

This opportunity is actionable by brands and businesses of all sizes. Larger companies
like Tesla have achieved this globally, making electric vehicles aspirational to a mass
audience, catalysing their entire industry. In contrast, small Japanese startups like
mymizu have designed clever recognition mechanics into their experience, creating

a virtuous cycle that builds engagement.

The food category is one place these category transitions and loops are already having
an impact, driven by the systemic interconnectedness between sustainability and health.

Conscious consumerism is more apparent in food than in any other category, making
food a nexus of sustainability beliefs, and a space that can already provide lessons for
brands and organisations looking to drive social and environmental impact.

DEFHENZHRAMEITETOHBANTYT, BEROBVWHEER I TICHRTFILBERP T —EXDHE
AZBEDICBWYRTFINBA NI ZBSDTAT Y TATADO—MELTRATVES, BEIZ TSN
ZHBEHEL. BOOMERCERZRRI P LTERTESFEELLTISVFZFBTSZLSICRB
B, EVRIAICBVWTHERIEENE T,

HEOWBMBEDEEN COHLIBRETFRTBZUNTEEI, TRATDLSBALEII. EREHEZAROD
BAOMELTUEMIFZICICED ER2MFZFM S E. JO-NILBLANLTOBITICHEILEL .
—A. mymizuD LS HEHADNRELZEZ— b7y TREER BRI LEOODILN-LtEsz1—H—
FERICHAAAT. TV IRV ZREITRHBEREESHHLTVET,

REERI YRTFEVTALBRDT—RIRATLEARTHEICKEZRIFTLICED. ERL2EKDOBIT
PFRED T TICA NI S ZEEZTVWBEFFI T,

BEHOBVWHEBEOEAMIZ. MO ONHFLDIBRERICEVWTHEEICRSNET, BRlF. AROY T
FEUTAICETRBRROPRZICHD . HELBBICA VNI M 25X LS5 TR RERHEBICE T T TICH
NeE5EZXZ e TEREIBICETIELTVET,
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To understand conscious consumers, we can start with one of the most common
purchases there is today - a cup of coffee.

Applying a simple value framework of price, quality, and convenience to describe choices
around coffee, we can start to understand how conscious consumers become aware of
the impact a coffee producer can have on their local environment and the people they
employ.

Our consumer - let’s call them Hana - isn’t going to give up on coffee, but is curious
about finding varieties of coffee beans that don’t come with deforestation and child
labour, which is part of how Hana personally defines quality for the product.

Finding a coffee shop with similar conscious beliefs becomes important, with a barista
who can match Hana’s preferences to a sustainably certified bean the shop has in stock,
representing convenience.

And as this proposition meets expectations, Hana is happy to pay a price premium of
around 10-15% to continue to enjoy coffee.

This demonstrates three key principles that underpin sustainable transformation of
a category:

1. Hana is conscious of a sustainability issue that the category impacts;

2. The brand provides an increase in quality of a product or service in this area; and

3. Hana engages with that brand, consciously making a connection between the
proposition and the issue.

YRTFEVTABHOBVWHEHBZEOH L WMEERZERTZHIC. RD—RNBEVYO—D>THBI—
E—ZFICEDEL &S, BESIFMEE. BE. FIEHLVWS SO DI RMEROZREAEHEAEDLE. O—E—
EEENMMIBRIBECPEATIARICERIZHEZRANICRBLERIBZALETT,

HBEEE RICTNFIELED) IZO—E—%2PDHZ32HDIEHDEEAD . HEMBBLREFH@EEDLLZL
dA—b—S%BLEVWEEBSTVET, COLSIC. NFIZEDAEDD TRE | HEZRDTVET,

NFICESTRBILELSABREREF>TVWEA—Et—>a3v T2 BDII3EHREETHD. NUREZHNFTD
FHRICEDE T ZDOBEICHZVRTHFIIRBIEERITLEEEZBATINZ LS ICAR>TANIE. BLICEo
TZEDI—k—>av 2RI ERINRONBZDTY,

NUZRZICEBCDORENPFISTHSDBDDOTHNIE, /\FIE. 10~15%RBED S L I VLMK EZI>TTH.
ZOOd—b—%2RIHHEITLEVWEBSLSICHEDET,

COIEYV—RRBRABEIRIICEVWTHY RTF I ABEMELZZZ3DOEELRFRAZRELTVET,

1. NFIREDERNEEEEZZTATFEV T ORBZDHLTVES,
2. BEIRTRTFEVT+Z2EBEL. BRFELBY—EXOREZELETETVET,
3. NFTREDEEORREETF AT FEV T DRBEZBHNICKEUDIFTTULET,
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This story can be contrasted with Hana’s friend - let’s call them Hiro — who chooses the
exact same coffee because of the design of the label.

Although the transaction is the same, Hiro isn’t an example of a conscious consumer
because there isn’t a sustainability connection made. By not engaging with the
sustainable part of the proposition, Hiro didn’t recognise that as part of the decision
making around quality.

Hana sees the social and environmental impact in the moment, while Hiro doesn’t. Both
can become loyal customers, but Hiro could easily switch to competitors that replicate
the design and taste of the coffee.

This means sustainability is a fundamental differentiator for brands, and can become
a key part of the value proposition for their customers. This starts with consciousness.

If we know how many consumers have the potential to make conscious choices of this
kind, it becomes a valuable measure of Japan’s state of readiness for sustainable brand
propositions, as well as the potential of shared value creation throughout the entire
economy. The challenge is in quantifying this.

CDFERE. FRILDTHA VBN TEL/KALI—E—E2RBALNTORA(TEOL ELET) #HELT
HELLS A—E—ZBATIEWSTHIEFALTIN Y RTFEU T LEESHE THEBALLDITTIEHRWL
720, EOREBOEWVEBEELIEERAFBA. EORB Y RATFEV T 2 BRRBICETIEEREDERMGL
LTIFEHELTLWAWVLDTY,
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Ao

DEDHRTFEVTAIBT IV RICEo>TIRAMBEFCERICHDEZ2 DT, BRICH I3 MEMEREDVE
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Scoring sustainability consciousness
YR7FFEVTAICETERH

This quantification is what the Sustainability Consciousness Score was designed to do.
It starts with the Sustainable Development Goals (SDGs), grouping the 17 goals into
6 core dimensions:

Support basic living needs;

. Promote economic and technological development;
Promote social development;

Achieve a more equal society;

Manage environmental resources; and

. Conserve the natural world.

N

This is an important pillar of our data, as it reduces the complexity of the SDGs into
a workable set, allowing us to understand how different consumer groups relate to
sustainability issues, as well as how much they trust brands to deliver on them.

This doesn’t mean we lose this context, instead it humanises the SDGs into statements
that our 6,800 participants can agree or disagree with on scales, across areas of
personal, societal, and environmental.

From this we can assign scores to each respondent, through a representative set of
the Japanese population between the ages of 15-69, identifying their sustainability
consciousness.

COHBEORAZEEILTROHIC. Ahlzbld THXTFEY T ICETE3EM R 7 (Sustainability
Consciousness Score) 1 #FRETLELFe CORAT I, IFHEATRE AR BIZ (SDGs) hSIRED . 17TOBE
Z6DODDHFICHBELTVETD,

BEXRNBREFT—IDTR—k
B - BT RE
HENREDOEE
SOFEBHEDRR
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CHUE. SDGSE R DEMIEZRAMBREODDNFICELLAA ERZIEEEIIN—THYITFEVT1D
BBICEDESICED>TULED. ol PEZEDEEGELTIVWIN ZERTZIHDT. Wb T—20E
BELRRCARZHDTT,
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. AW RENGESF CTERILIIRNOBRZT TN TER LS. b DR TVERLDHZE LI
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6 dimensions of sustainability consciousness score
HRTFEUTICETZERZATD6DDREH
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Sustainability consciousness groups
YRTFEUTAANDEHLANLICIEL 5207V —TF

There are five groups that emerge based on their level of consciousness, with natural cut
off points between them. Hana, our sustainably conscious consumer, is most likely to

be in the Light (19%) or Moderate (12%) groups. Light people are only conscious in some
areas, while Moderates are getting to a broader awareness - the people already making
sustainable connections for everyday purchases like coffee. People who identify as
women make up around 60% of these groups.

We don’t define High (3%) consciousness people as the only ones able to engage with
sustainable propositions, although they are the most likely to be making these choices.
The High group are a minority of the population, and are unlikely to represent a large
proportion of any but the most extreme sustainable actions.

The Low (63%) consciousness group are the mainstream who are yet to join the dots
around sustainability. Hiro, our design-led consumer, is likely in this group — who we
emphasise aren’t against sustainability, they just don’t prioritise it. People who identify
as men are a slight majority in the low group.

The Negative (3%) group are characterised by disinterest and rejection of the ideas
that underpin sustainability, across a broad range of issues. They make up a very small
proportion of the population, and only have a limited relevance, so we haven’t explored
this group at depth.

With consciousness defined in this way, with principles that define sustainable
engagement between a brand and consumer, and five consumer groups along

a spectrum - we have the foundation to understand how our conscious consumers
are driving brand futures.

AFETIF. AENREDOHRTFEUTADEHBLANIICKHLTESODIN—TE2RELF LI, A—E—ICX
ITR3HRTFEVTAADERNBVEBETHZ/N\FIE. 1B (19%) FLESTAT7LE (12%) DI IIL—
FTICBT3THEMENEVEVIET, ST MEBIE. —BORBTFEERLTVWBRIEITTIN ST TFLBIKIELEW
DHETHRATFEVT4Z2ERLTED. O—E—PZOMOEENABEERICEVWT I TICHRTFIIR
DHEMDEBRELTVET, COTIL—TORTLEETHILEBELAIFNE60%ZEHHTVET,

icbid. BEPEVE B%) 2. W RTFIABRRRICRDBELCIENTEBH—DIN—TTHBERDD
IFTRRWEBAD KBS5IF REICFIBESICHL. ROETCTREENELREVEETY, BEENTVEIZDEUR
THO. ZDMOIT IV T —ZhDBBZRRLTVEDIFTREHDEEADN WKICH T FINRTHZ
CBBTHBHLEZXBTLLS,
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FHTATHE 3%) 13, SETFRRBICH L Y RATFEUT(OEBELRZEXHICEBOTEENTSH S
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Consumers’ sustainability consciousness
YRTFEVTAICHTBHEEDORH
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Mainstream shifts
ITaVT1—BOEZBOEL

With our annual studies, we are able to track levels of sustainability consciousness over
time, across a range of metrics. The biggest changes between 2021-2022 were shifts at
the lower end of the spectrum, with several million people moving from the negative to
the low group, and an upward shift within the low group.

This is significant due to the size of the population involved, indicating there has been

a shift in education among mass audiences over this period. The media usage of the
Low group is weighted towards TV, and they are likely to have been influenced by regular
sustainability and SDG content across news, documentaries, and advertising.

The upward shift for the entire population is significant but not dramatic, with the peak
and median shifting up one point on the scale.

At the current rate of change we would have to wait until around 2030 for the peak in
population to sit in the middle of the spectrum.

Transitions like these are rarely steady, and they tend to hit a tipping point that triggers
a mainstream shift.

Bl BERABREER T I UICED AT FEUTAICETR3EHBLANILESEZIERIBIETHRYT
BN TEFT, 2021FN52022FICHT TORKDODELRIF. MEAAD AT TBHSEHDEVE
ICBITL. BROEBVWVEDOASM CTHERBM LD I RSNAZETY,

SITRLIEAADRKEVEVWSERREETY, COMBICHBICEMDH /e RLTVET,

BHOBVWEBOXTATHRBIETLEIR>THED Za—X FFaxXya)—  REIKEITZHRTFEUT
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LEEVIEEA REOBILEDFELETZE AODSHEDS A MEBICESETBICIE. 2030FEE TR
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Sustainability consciousness by generation
YR7FEVTICET B EH (HAR)
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Consciousness by dimension
EHRTFEUTA DHFICBITZER

We can also consider sustainability consciousness by intersecting generation with the
six dimensions of sustainability — with a key pattern emerging around the expansion of
consciousness with age. While the difference between younger generations is negligible,
this expands out with Generation X, and again with Baby Boomers.

Baby Boomer sustainability consciousness exceeds all groups in all areas, with ‘promote
social development’, ‘conserve the natural world’, and ‘manage environmental resources’
out in front. Only achieve a ‘more equal society’ is relatively close between all the
generational groups.

Fle . BERLT AT FEUT D60 DR HFENBLANSYRTFEUTAOEBHEERT B L. FivL LD
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There is a correlation between higher sustainability consciousness in Japan and people
who are able to make space to engage with social and environmental impact. A Japanese
concept to describe this is ‘yoyu’, which relates to having the time or resources to feel

a sense of ease.

There are a range of groups who over-index on sustainability consciousness:

+ Baby Boomers (born 1953-1964) as a generational group;
+ People working in larger companies;

+ Higher income households;

- People who identify as female; and

-+ A significant proportion of people who don’t work.

There is also a link between sustainability consciousness and people who lead active
lifestyles — with many people in the High (44%) and Moderate (35%) groups also being
into exercise, sports, and health. A similar pattern emerges in other areas, with highly
conscious people also able to focus on social activities and personal care, as well as
music, film, and books.

This ability to make space could be seen as a form of privilege, with the highly conscious
often being the same people with ‘yoyu’, or the time or resources to become aware and
informed about sustainability.

AATIEHRTFEVTAICNTEEHOE L HEN - RENA VNI ZECTHZ IR M HBFE
OEICHERRAHDET, CheRIBEOERIELT. ITREBI LVWSEENYTRIEDET,
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Engaged, not an activist
BHEEVN FTITIERRTEEY

In contrast with the activist-led image of conscious consumers in the West - Japan’s
sustainability conscious are better defined as active, informed, and thoughtfully engaged
people, who build deep relationships with the brands they care about across categories.

This makes them highly valued and influential customers - putting pressure on brands to
innovate for these customers and develop sustainable value propositions.

There are few people overall in Japan who have boycotted brands based on social

or environmental issues (17%). This increases the Moderate (20%) and High (34%)
consciousness groups, although this is relatively rare in contrast to other actions these
groups are taking.

This strengthens the image of conscious consumers in Japan as participants in the
system, working with brands on a shared journey toward more sustainable futures.

Low (15%) and Light (14%) groups have also boycotted brands, which is high for their
consciousness levels, suggesting that brands who break with social conventions in
Japanese society are at risk of corporate scandal, negative media, and losing trust.

The 2022 backlash to Yoshinoya’s misogynistic marketing strategy and executive
response is a striking example of this, as well as the resignation of the 2020 Tokyo
Olympics President due to sexist comments, highlighting the depth of Japan’s problem
with gender equality.

MAROYRTFEVTABEDNSVWHEERIZTITAEXAMNTTA BROYRTFEU T BHEH LT L
HEEIZ BUREIEWV, SKEXTHSTEICBL. BENICHERZED. [ICBRZT IV ReEATIV-—%
BHI FVERER ORGEEELERTELHTEXY,
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Some consumers are boycotting organisations when these scandals hit, but
a mainstream audience is yet to connect this to underlying sustainability policy issues,
such as changing brands because of their inequitable gender pay gap.

Japan does have a history of post-war political activism, and there are many passionate
groups working to promote critical causes today, but this isn’t the mindset shaping
conscious consumer behaviours.

Instead of boycotting or rejecting brands, high consciousness appears linked to
consumers engaging with sustainable propositions, making informed choices around
quality they feel are in line with their personal values and identity.

COLIEZAF v AN ERIT L EZOREDHRERIIVEIZEBEEDVETH KEBOEHEERIELRE
WBYFRTFEVTAOFBLEUDIITIERXTESY BREADRRTFRESKREZERICEEIZEERE
EETBHEVOLTECIIRATVEEA,
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Ccommuhnications channels
AZaz=5—=>a>yFvoxRIL

There are a range of channels and events that influence sustainable change in consumers,
from TV media through to changes in government policy around plastic usage.

The High (54%) and Moderate (45%) consciousness groups placed TV and radio highest,
reflecting that while they are engaged with a variety of media, these traditional
channels are trusted institutional sources around sustainability. The High group rated
environmental groups (33%) above brands (26%) and family and friends (26%), while
Moderate and other groups placed family and friends second and brands third.

Brands are a relatively high trusted source of information on sustainability, a positive sign
for the investments businesses are making. This outcome is consistent with the pace and
regularity that Japanese consumers engage with brand communications, and the high
level of trust that brands have in general.

Sustainability will be received in a similar way to any other new proposition, and
brands need to ensure they are educating consumers and sharing a compelling value
proposition.

HEBEDOYRTHFINBREHRICEREDLSTFvURILPARYMEI TLEXTAT7HSTSIAF Y IEAIC
HI2BEREEDOBRICEZET. RABLANLTEIRICEDEELET,
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Channels that influence sustainable change
YRTFITNBEICHEEEZZFroRIL
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Influencing conscious consumers
BHOBVERECHENIS

This is offset by a disinterest in social media influencers and celebrities when it comes
to sustainability, which is a problem for brands in categories like lifestyle, fashion,

and sports who rely on them for their marketing. Influencers and personalities were
considered a poor source of sustainability information by all groups, from the high (13%),
to everyone else (7%).

Essentially the standard brand playbook for lifestyle, fashion, and sports brands is
unlikely to work for sustainable propositions.

In the United States and Europe, there are influencers who have the knowledge and
reach to speak about sustainability performance, endorsing some brands while critiquing
others who are doing poorly.

In Japan we have identified influencers who share sustainability content, although
this is usually lower impact and effort, making it passive support rather than a social
movement. There is a strain of self-censorship in Japan based on a social aversion to
challenging systems, with a risk to public endorsement that could damage reputation.

People who speak out most often on sustainability are specialists, academics, or
government or not-for-profit leaders — experts who can connect on a professional
level but without mainstream cultural influence.

FRTFFTEVTAICETBBEHRIRELTIE SNSRIV ITLIVH—RHEAICH TEIRERNRESNZH.
AT TELTREBBENTVEEA 77 v ar®SA 7RI BEERBE AV INI VY —I—T T«
VOB EKBFELTVET IV RICE>TEIRBEE>TVET AV ITILI VY —PZLY M BBV BVE

(13%) DS ZDMHMIRTOE (7%) ICEZET. IRTOKEAISH AT FEU T DBRBFLLTR+DTH
BELEZSNTVET,

T7voaveIAITREANT SV ROBRENBFEFI Y RTFILBRREICIEALESICHDEEA,
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FHERBELTLESURIDH B0 BRI ZERIHDET,
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Openness to advertising
LEOZAN

With the consciousness groups, the higher the groups are, the more open they are to
advertising for products they are interested in. This is consistent across the High (82%),
Moderate (79%), and all other groups (51%).

This may seem counter-intuitive, although we should note that this is about being
engaged with products they are interested in, across sustainability and potentially other
areas like health - rather than all advertising.

People who would prefer not to see advertising map in the other direction, with High (8%)
and Moderate (7%) consciousness at lower levels, and all other groups tracking above
this (23%).

This means that conscious consumers are open to hearing storytelling about sustainable
products, and are likely to be highly engaged with this content.

This is an important insight for brands, as it adds to the context that these consumers
are active and informed people, who are open to building deep relationships with the
brands they care about across categories.

BHEABVEHIEE. MO ZEI2HADLFICENRERLEEA. CHiF. BEDBVE (82%) . 747
LE (T9%) . 20D (51%) ICEWVWTH—BLTRSNBMERTT,

COBERIBBNMIBONEZDNDBLNELAD BORFINEIRTOLEFICHTIZEZDITTRALTRTFE
VT PRRBEZEH. BORRBEOZF - TV A RHALIIEBHNICEADD ZHOILERLTVET,

LEZRBVWILZEEALDEER. BEIPBVE 8%) EIT7LRE (T%) TIREVKRFLB>TUVWEY
M MDOITRTORE (23%) TIE LOBLVHELES>TVET,

2FD. BROBVWHEER Y RTFIAREAICEHIZRAM——FT UV JICH LBEEBHNICEZ BT, H56
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Openness to advertising
LENDFBE

I'm open to advertising if it's for a product I'm interested in
HkOHBIERESIERD

High Moderate Light and below
= STAT L SAEUT

I'd rather not see advertising
CABEETHOTHEBARB L

23% 7% 8%

High Moderate Light and below
= STAT L SAEUT
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There are deep roots around sustainability in Japanese culture, with practices like
‘sanpo-yoshi’ and modern contributions such as the 1997 Kyoto protocols, while newer
ideas around sustainability, as framed by the SDGs, can be recognised as a cultural
import to Japan.

Brands across categories are using these goals as a common framework for their
sustainability strategies, making it important to understand awareness among Japanese
consumers.

The SDGs were first published in September 2015, introducing a new semantic and visual

language to global sustainability thinking. This means that there are likely to be Japanese
consumers who are conscious of sustainability in a local context, who are yet to connect
the SDGs to long-held cultural concepts and principles.

Our study mapped how Japanese consumers define the word sustainability (3¥#: el g€,
H# 27+ EUTr), and which of the SDGs issues they associate with it, through a model that
reduces risks around language biases.

There were a series of clear shifts between 2021 and 2022:

- In 2021, there were very few making a connection between sustainability and SDG
concepts, with the top response being ‘None of the above’ (30%). Individual SDG
recognition ranged from 9-24% of people.

- In 2022, there was a positive trend with ‘None of the above’ dropping to 22%, making
this lower than half of the SDGs. Individual SDG recognition increased by an average of
5.1%, now ranging from 12-30%.

BEOXICIF. TEALLI BEOGHRLSREEES(1997F) ZIELHETIEEOEMICES T . HRT
FEUT A ERKERLTELEMERDSEINIIE, SDGSDESBYRTHFEUTAICEAIEZHLWVWER S
3 BERANDOXLDOBMALMEDIITZZEHTEXRT,

BIFICOIZEEICBTRREN Y AT FEU T HEOHEBORMAA L LTSDGSDBEZEZFERLTHED.
F5LIBREIEFBRARDHEEBEDHYRTFIINICHTRIEBERLANIINEZEBIZCNEEBL LR >TVETD,

2015F9BICHIO TRRENSDGsIF YO—NILBHRXTFEUTABEICH L. HLBAEOERPEY 3
YEBHSLELT LIEA > T HABERTYRTFEU T4 Z2BHLTVWBHEEOHICIE. BATREED
NTELXEMBE R RAESDCsZHEUDITSNTVHVWADN VB AREMD B D F T,

AAETIZ. BXOHEEED FHRAERI . HBIVE FRTFEUTAI LVWSEEZEDLSICEEL. SDGs
DEDEBZYRTFEVTAERUDITTVELZ SEBONATIAERIBZVRIVZERITBETINEAVWT
BRSMCLELT

2021F X 2022F DRIICIE. SDGSDIEMRICEH T3 —EDBHREAZT(HARSNE LT

c 2021F P RTFEU T ESDCSOBEMZEKUDITTVWBAIFIEREICD AL, TSDCsDEDERICHZY
LAV DI (30%) TLTco A DSDGSEIZEDRAEIFAODI~24%T LT,

« 2022FICIE TSDGSDEDIEBICHEZE LBV B22%ICTHD, 218EEDSBEI0UICRZIRE. R To
JiRERANESNF LTz, B4DSDCSEIZEDRAMEIFFH5.1% EF L. 12~30%DEHEICHED E LT,
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Consumer recognition of SDGs
HEEICLBSDGSORM

A key objective of the SDGs is to highlight the interconnectedness between social and
environmental impact. All the SDGs work across these two impact areas, and when you
consider what appears to be an environmental issue like ‘protecting life below water’,
there is always an underlying social challenge, like fishing communities anxious about
their futures.

While recognising this objective, to make the study understandable to consumers, we
mapped each SDG to the impact area consumers most associate with them, with some
categorised as mixed.

This has demonstrated a consistent bias toward environmental issues by Japanese
consumers, with the top three SDGs all being environmental. Lower consciousness
groups are more likely to associate sustainability with economic issues that have a direct
impact on their quality of life, while higher consciousness groups are more aware of
environmental issues.

There were four SDGs with the highest of jump of 7% between 2021-2022, indicating that
the gap in awareness between social and environmental issues is closing: ‘taking action
on climate change’, ‘eliminating hunger’, ‘reducing inequality’, and ‘achieving gender
equality’.

SDGSDERIE HEH - TRIFMW A VNI FOHEREZRBIZCICHD E T, IRNTDSDGSHIEIF. CD
2204 VNI SFFICRDBATED, TEOBNTZTFS5 AL —RIBLREBECEDNZBRICD.
ZOREICIE. TSP FRBHABBEII AT ALV HENRELNBICEENTLETD,

CHOBENEREBLOD. HEENAAEZEBRBLPOPTUVLSIZ. cBIEESDCsEEZX HEENRHRGER
TR2ANIEDHICIvEYILEL. —BEREESEICHELFL .

ZORER BROHEEZRZ—BLTRRHAEICEELZFE TED HEED LU3DICBIF/SDGSEIRIZY
RTREBMETHEICHBALEL, £l BROBVWER . Y RTFEU T 2EFOBEICERRZEEZ523
BEEBECREMTZERIEL BEHF’BVER. REEEZLDEBEEALTVES

BHE2021IFENS2022FICMFT THRBEIZEN LR L/SDGSBIZ (T%)IF. TRIZEHICEXNLXTERZ] .
Mz L0 TACEOARFEEZAHRLCESI. P4 —FE2RELLS) THDH HEMBLRIBERE
DEFBOENBNLTWVWBRZEHHBALE LT,
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Another comparison is how Japanese consumer SDG awareness lines up to the four
priorities for Japan identified by the UN:

+ Protecting life below water (1 in consumer awareness, 30% of participants);
- Taking action on climate change (3 in consumer awareness, 28% of participants);
+ Protecting life on land (11 in consumer awareness, 21% of participants); and
+ Achieving gender equality (13 in consumer awareness, 20% of participants).

This indicates there is a critical need to increase alignment between consumer
awareness and national priorities, with ‘protecting life on land’ and ‘achieving gender
equality’ appearing extremely low.

Gender equality is a specific imperative for all brands and businesses to focus upon
in their sustainability strategy for Japan - ensuring their female and gender diverse
employees and customers are able to play meaningful roles and increase their social
agency, enabling organisational resilience and growth.

5 —DOLEIF. BAOEREDSDGERN HENEHLLAKICHII 340 0BERBL L SHET 379
T,

TBOENTZTS5) CHEERHTIELL. BMED30%)
IRREEICEAN BN EZ) CHEERB TIIIM. BI0E D28%)
MEOEHNTHTFS5) CHEERHTIELILL. 2MED21%)

Do —FEZRFLLS) CHEERBTIZL3M. BMED20%)

COZENG, TEOEHNTDHTE5]. DIV d—FEZzRRLELS ICHTIRHDNSOHTE HEED
BHCEROBAFHLODEARZSDZILHEETHBLHADNDET,
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Climate change hitting home
SREBOHE

The SDG where there is clear awareness and alignment between Japanese consumers
and national priorities being ‘life below water’. This is a key issue for an island nation
(BEH 5’ is a common Japanese saying) with seafood as a primary food source.

Sustainable food production connects to a complex set of social, economic,
environmental, and geopolitical factors, making it a shared issue across Japanese
society. These issues impacting awareness of ‘life below water’ include:

Fish stocks dwindling due to overfishing, including by Japanese fleets;

+ Sushi growing in popularity around the world, with continual expansion of restaurants;

+ Fishing becoming a micro-industry in regional communities, with lack of jobs
driving depopulation;

+ Climate change impacting migratory patterns of Japanese staples like sanma
(mackerel pike), threatening ecosystems;

+ Japan’s poor reputation around ocean life due to ongoing, yet limited whaling practices;
and

+ Unregulated Chinese vessels fishing in Japanese waters, including deep sea trawling in
which these factory ships are most culpabile.

BADEEEHNPRICEHEL. BOBEFEHED—BLTLSSDGsEIRIZ. TBOEHNTZFS5] TY. Ch
3. BEYEIRETZIBEICCOTEERRBLERET,

Y7 FTABEREER M. BEN. REN MBEZNLBERCERICETOVWTED. BREa 2K
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In the context of sustainability transitions, the consumer and national interest around
this issue is significant and likely to drive broader political and social action. Communities
in Japan are increasingly impacted by climate change at a local level, with challenges for
traditional ways of life that are connected to the land and seasons, tying to substantial
issues around regional revitalisation.

There have been similar shifts in other countries linked to their local climate challenges.
The 2022 Australian election was won by a government making strong commitments

on climate, partly in response to bushfires and disasters, and people in California
consistently vote for pro-climate policies, expecting action on droughts and forest fires.

This means we don’t need to rely on altruism to drive consciousness and personal
choice, with the self-interest of consumers being increasingly aligned to sustainability
and climate issues.

For brands trying to play a meaningful role in these issues, they should note these
national challenges, while recognising that the SDGs still feel foreign and remote to
mainstream Japanese consumers.

YRTFEVTAZDHSBRANEBIZHRT. COMEEZDSBZHEELEDOBDIAEI SBREVERET
BUAK - HEMNTENFREINZICEISNET, BAOIIaZT R HMELANILTSBREHORXEEZT
DOHD WP EMLBFUOVIGRHBREERRNBDN TN TUVEY, Thid, HIFER (L ZHBZREN
BRBEDREUDOVTVETS,

ETH. ENOSBREHOMBEICEVWTEKOEMDNECTVET, 2022F 04— S UT7RERETIE, LXK
FOKEICHG TS [RICETZBVIAIY MY R EBIFLEBRSBRILE L, s AV TALZT
DERIF FEDPHEMAKAORNEZMFHL. BEFRERRICHLBICERRZRLETVLET,

DEDHEERSOMNBRN Y RTFEV T PRBREFBECREBLO2HH. BLPHPERICEST L
H.EAAOEHBECRRERT CEIFAELDTY,

COLIEREBICBVWTHRERERRYZRLTSLIBREIE. BAOKRSHOEEEDNSDGsZXLRETEY
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SDG literacy

SDGsDU TS —

The biggest shifts in sustainability consciousness between 2021-2022 have been across
lower consciousness levels, and this is also where we’ve seen the biggest shifts in SDG
literacy.

Lower consciousness groups are more likely to associate sustainability with economic
issues that have a direct impact on their quality of life, such as ‘clean, affordable energy
for all’ and ‘eliminate poverty’, while higher consciousness groups are more aware of
environmental issues.

For the Light group who make up 18% of the population, there are large jumps between
2021-2022, ranging from 8-13%. Jumps for the Low group appear less dramatic, but are
more significant as they make up 63% of people.

This means mainstream Japanese consumer literacy is starting to align with global
definitions of sustainability, building on existing cultural histories and knowledge. This is
likely driven by a combination of media indicated earlier, combined with lived experience
and daily exposure to problems like climate change and gender inequality. Despite this,
‘None of the above’ is still the most common answer for the Low group.

This leads to questions around how shifts in literacy align to a broader sense of agency
and empowerment in Japanese society, and how brands can respond to these changes.

2021 52022FICHA T T HRTFEUTAICH TERBNRDAICEMLEDIIEHOBEVETHD.
SDGSDUN T2 —IBEVTH, BRHOBELVENROASIELRLTVET,
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Top recognised SDGs by Light and Low consciousness group
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Sustainability premiums
BRTFFEVTAICRTEITLITL GEMBE) OZIW

As consciousness grows with the availability of new sustainable value propositions, this
raises the challenge of how much brands should be charging for them, and how much
different consumer groups are willing to pay.

Producing new products in a business which hasn’t been reshaped around circular or
regenerative models is likely to add costs, which are then passed onto the consumer.

Our study found that many consumers are open to paying a premium for sustainable
products, and that this varies by generation. Baby Boomers (26%) are more open to
paying a premium, followed by Millennials (20%) and Generation X (20%), with Generation zZ
(19%) the least likely to pay a premium. However, Generation Z have the highest tolerance
for overall price, with 20% saying they would consider paying double.

Different groups have different tastes and sensitivities, and when developing sustainable
value propositions they need to provide clear rationales based on consumer insight.

Many brands that ask consumers to pay premiums based on social and environmental
impact have struggled to gain traction, and sustainability does not automatically mean
consumers will pay more.

This puts pressure on companies to rethink their overall business around sustainable
principles, which is a slower process, but less of a risk than failing to innovate toward
consumer needs.

FLWHXTFFITNBADOEHRIBEZICONT, IV RPZORRICEODBREDMEERET INIH.
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Sustainability price premium sensitivity by generation
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Packaging shifts
BRvT— (BREE) 0T+

In terms of consumer shifts, product packaging is the part of sustainability with the
most substantial change in beliefs over 2021-2022, with around a 25% jump. Over 90% of
consumers believe there is too much packaging on the products they buy, and 77% would
switch brands for more sustainable packaging.

This brand switching metric jumped from 33% to 77% between 2021-2022, with a similar
change in those willing to pay more for sustainable packaging. This indicates there was
a large cultural shift and shared experience over this period.

The shift was likely driven by repeated states of emergency due to the COVID-19
pandemic, where an increase in delivery and food related packaging was arriving in
relatively small Japanese homes, leading to a new build up of home rubbish. Work from
home policies also became more common during this period, as well as lengthy school
closures, resulting in additional waste as more meals and activities were happening

at home.

‘Mottainai’ (a Japanese concept around reducing waste) values run strong throughout
Japanese society, with COVID-19 triggering a reality check among Japanese consumers,
who for the first time could see the full impact of convenience-led packaging culture.

Brands like Kao, Shiseido, P&G all introduced circular packaging options throughout

this period, alongside the introduction of TerraCycle’s Loop recycling model at AEON
supermarkets. In addition, multiple lifestyle and sports brands have run prominent “end
plastic waste” campaigns, with Adidas drawing attention to ocean plastic waste and ‘life
below water’, and Nike in partnership with local startup mymizu.

BNy —JICELTIE. 2021 FEN52022FICHT THEZEOER I H25% LR L. RDKRIEWLIEE
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These have combined with ongoing media coverage around the issue, with stories around
ocean plastic, circular innovation, and general anti-plastic sentiment.

For brands looking to make an impactful start to their sustainability transformation,
packaging is an open opportunity. Circular innovation is a key way brands are responding
to this, and companies that once made products based on customer-centric
convenience are starting to experiment with circular approaches that rethink linear ideas
of growth.

Note: We explore sustainability price premiums and circular product packaging further in
Part 2: Food systems, with a particular focus on health and food.
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Packaging attitude shifts 2021-2022
2021F A 52022F LT TORENYT—JICHATEEZHFDI T

© 2021

There’s too much packaging on most of
the products I buy

BRARINTVZIERANSZVERS

Packaging should be able to be recycled
as many times as possible

BEBFMETHIFAIILTERLSICTRER

More shops should offer refill options
EDZBVBENEOFTOPII1) (BHEX) LD
BRFEHEEREIREE

I find it difficult to recycle packaging
ARV ILDELW

There’s too much packaging on the mail
order parcels I receive
FHEAEEEBMLTCEZ-LBPTSAFVIRMD
Nyr—JFATELHEL

I would switch brands to avoid excessive
packaging
BREEZRITBHICTIVREYDEZZEES

I would pay more for eco-friendly
packaging

RBICEBLEGETHNIE . HoEB2EHLTH
LWNEBS
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Agency is the belief in the power to change systems through your actions — and to
understand the agency Japanese consumers feel they have around sustainability,
we need to understand their sense of agency overall.

This sense of agency is generally low in Japan, with just 25% of people believing their
actions can change companies, markets, or the world. In terms of generations,
Generation Z (born 1997-2006) feel the most empowered about their agency at around
33%, while Millennials (born 1981-1996) feel the least, with their increased socio-economic
responsibilities reducing their optimism.

Our study also identified levels of consumer agency in relation to business, the
environment, and their own lifestyles - indicating a consistently low sense of agency
across all areas:

- Agency toward business is 25% with Generation Z (31%) feeling the most empowered,
while consciousness level varies progressively from Negative (13%) through to High
(63%), with only High people believing their actions can drive business change;

+ Agency toward the environment is also low, with all generations around 27%, apart
from Baby Boomers (34%) who have a slightly higher belief that humans can avert
ecological disaster; and

- Agency toward the impact of ones personal lifestyle is 26%, with Baby Boomers (28%)
and Generation Z (27%) slightly higher.

I-CIro—tid. TEEEF O TESDITH TURATLEEZRZ NP HZLVWSEZIHADILE T, BEADH
BENGRTFFEUTAICHLTRLTWRI-V oy —%2BRT3ICE. £9HEEOI -y o —Icx
TRIEMNBEZ A ETERIZINENHDET,

BEATE—MBNICI-C Y —BRIZE BROTBHHRECHB HRAEEISNZLBELTVIARD
TH25%ICBTEFHA. HABTIF. BSDI—J V> —DEBANTHZIEEZIZHNEHNRDHZ L (933%) @
I$ZE (1997~2007TFEEFEN) T, —AH. SLZT7ILHA (1981-1996F &£ Fh) FI—JI>>—DhH%ER
HRELTEST . HEN - BENSEFTOEMICLD REEHZHIFFATVWBZLHEAZIET,

Fle A PABICED. BE . RE. SAT7RZMICHTRIHEEEDI -V —DKELFBL, TRTOE
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EVRRCETEI—Vz oo —hDHILEXDIFE25%T, Z#HHK 31%) "RIRI T T TT, BHELA
ILTRZ L. BHOEBVE (13%) hSEHEIEVE (63%) FTERENICEML. BSOTHIES RO
ZERITELEZBARRHEPTVEDATT,

- REBICATZI -y —NHI B LEEHLERNE 2HATH27T%TL ., L. RE—T—
LR (34%) 13 AP REREZEBW TEZLEZZEED HOERLDODINICEVERICHED X
L7

SAITAZAINICHTRII-—VI VS —HHBREEZIREEIF26%T. NE—T—LHA (28%) rZiHK
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Levels of overall agency reported by consciousness group

I-Jzro—bBHB3BERADEE (HRTFEVTAEHF)
25%
2022 Average
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Negative Low Light Moderate High
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Sustainability consciousness level
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Levels and types of agency reported by generation
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Overall agency
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The optimistic and empowered
EHEWTIVONT =AY BEWVEES

With agency measured by either consciousness group or generation appearing relatively
low, we assessed whether there was another way to measure this in the data from the
study. This identified a group with higher agency, the optimistic and empowered.

These people felt agency across business and the environment, forming a group that
makes up 42% of the participants in the study. Baby Boomers (46%) indexed highest,
followed by Generation Z (44%), Generation X (39%), and Millennials (38%).

These optimistic and empowered consumers who feel a greater sense of agency also feel
a sense of responsibility for the implications of their lifestyles — and are a massive three
times more likely to engage in ways to reduce their impact.

Societal agency evidently comes with strong feelings of responsibility and lifestyle

guilt for many consumers in Japan. This could lead to the idea of using guilt to drive
sustainable impact, which not-for-profits have done for many years, both in Japan
and globally.

This is not the right path for brands.

Our study has found that agency and responsibility are intertwined, and brands should
focus on creating positive engagement with a customer to build long term relationships,
rather than negativity or guilt. For brands this means framing their sustainability
propositions in a way that enables positive impact, giving these optimistic and
empowered consumers clear options and actions they can take.

=PI Y=Y RTFEVTAEHEL AP HARICAE TS L EBIHBEVERDI H B0 Fhc5id.
BETF—4NS5I—2zr—ZRETZROFEEZRFLEL, ZORR. RENTABICHINTIAL
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(39%) . Y11 (38%) AV TWVE T,
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The optimistic and empowered, as a proportion of population
EENTIVONT—XVIDBEWVHEZEDR S

41.6%

The optimistic and empowered
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Impact purchases
TYRIFEEXBHWA

In our study we explore the idea of Dollar (or Yen) voting — that as a consumer you are
able to decide on the future you want through purchases, and that these can have
a positive impact.

This shows similar results to other ways we have measured sustainable impact, rising
from 22.5% in 2021 to 24% in 2022 across all Japanese consumers. However, when we
map this by sustainability consciousness level it is highly polarised, at 10% for the Low
group and 98% for the High. This is one of the strongest overall beliefs for the High group.

This belief in the ability to achieve environmental impact is higher than general social
agency, suggesting that these High consumers see new opportunities for impact outside
the traditional economy, as well as through making brand choices.

In the food space, this could mean: engaging with alternatives like farmers markets
and community assisted agriculture (CSA) models, buying direct through platforms like
‘Tabechoku’, or growing and making food ingredients themselves. This is explored in
‘Part 2: Food Systems’, and has implications for many categories.

Given the Low group are at just 10%, and that they make up a large proportion of the
population, this could lead to the conclusion that it is too early for sustainable value
propositions.

This is a mistake — and risks overlooking future tipping points in consumer transitions.
Instead, these insights suggest that by only focusing on the low consciousness
mainstream, brands will miss underlying shifts in sustainability literacy.
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These shifts are opening up massive opportunities with highly conscious groups, while
incentivising sustainable options for the mainstream - parallel objectives that many
organisations are already moving toward.

CLB. BHDBEVRZHROEEEDOHICTA—NRTEL RRERBHEEEOYRTFEUT - UTS2—DE
bz RRETIEICBDHREEA COLEELIE. BEDOBVWHEEEICATARIZEIB LABICKZHD
HEBEICODYRT T ILGBRRRERMBMLEZI VS ZKORENTTICHELTVLWIBRLSHEESDET
WE9,

Consumer belief in ability to have a positive environmental
impact through purchase decisions
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The sweet spot
AA1—FRRy b

These insights are reinforced by the 36% of people who want to have a positive social and
environmental impact, but just don’t know how.

This is consistent across the sustainability consciousness spectrum, with Negative (31%)
and Low groups responding at relatively strong levels, Light (38%) above these, then
peaking with the Moderate (45% group), with a slight drop for High (41%).

This suggests there is a level of consciousness where the desire for impact intersects
with sustainability knowledge, balancing these out — wanting to have a positive impact,
but not knowing which brands are sustainable, or feeling confident enough to make
informed choices.

From Low through to Moderate, the increase reflects a growing desire to have a positive
impact, but less knowledge. The decrease from Moderate to High reflects that they likely
know how to have a positive impact, having already made sustainable changes to their lives.

This is a significant insight, with this unmet consumer need at the Moderate peak being
the biggest opportunity for brands to engage. This Moderate sweet spot is the most likely
place to achieve return on investment and growth around sustainable value propositions
- although could vary between categories depending on how progressed they are in their
sustainability transition.

CORBIFHEBLRBICLVWEEEZSEZILVWEEITVWEHDD. ZOFENRDOHLSEHRVEVSAHL36%D
WBEWSERICE>TEMIBNTVET,
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If we consider the basic framework of price, quality, and convenience, we could see this
is a demand for a new type of quality, but a lack of availability. People in the Moderate
group likely want more sustainable quality at higher convenience than is provided today.
This could lead to multiple scenarios for consumers and brands:

+ Consumers finding specialist providers, increasing their popularity;

+ These specialist providers expand to meet the unmet need;

+ Mainstream providers expand to meet the emerging demand; and/or

- Consumers find alternatives outside of the current system (eg. growing their
own vegetables).

Brands that aren’t acting upon these are leaving future growth opportunities and
competitive advantages on the table.

As more people want to make an impact, and this sweet spot moves toward larger
population groups, it will become increasingly valuable. This is an opportunity for
challenger brands who can ride the wave to the mainstream, as well as large incumbents
who can capture this and move beyond the sustainability status quo.

flitg. ME. FIEREVWSEANBREATEXZ L. TRATHIINBREICHTIEHEEDOERIFE. HLWEE
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Wanting to have a positive impact, but not knowing how
RETATBAVNI M EEZ VB FEDNDHSBVWADEE
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Part 1— Conscious consumers
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5.Category
transitions
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There are no two categories of brands that are the same, and no two transitions
will follow the same path. Our study explores a series of sustainability transitions in
the coffee category, contrasting this with mobility and electric vehicles.

BERRBENENEBLERLBZD. EROEBLENTNESEZLEDET, BOHETII.
J—E—RRICBIBZBVRXTFIEUTADEEZ. BHEPERAHNEXROEBUNLELDODREL

Fll
m— LT v T T
i — lllhll LT
=5 TITTNT ﬁgl
e -
114 H""

.u"r’—H &




Part 1—Conscious consumers / 5. Category transitions 83

Coffee category
d—b—E#

Thinking about the availability of sustainable options in the coffee category, most of the
specialist coffee retailers in Japan today are likely to offer Fairtrade and Bird Friendly
varieties. While ethically sourced, these high-end specialist stores only account for

a small minority of the coffee consumed in Japan.

Cafes and coffee retailers like Starbucks are not quite in this sustainable category,
but have positive brand perceptions for impact, and have made efforts including
collaborating with Conservation International.

Coffee is also a complex industry with several sub-categories where sustainable choices
are not provided. Canned coffee that targets mass audiences are widespread in Japan,
a model dominated by brands owned by Suntory, Kirin, Asahi, and Coca-Cola. This model
is years away from the scenarios where consumer demand drives a sustainable
transition, and may require pressure at the corporate level, but there are other ways

to show leadership.

When the value proposition in a category is innovated, this usually starts at the premium
end, becoming cheaper to produce with learnings and economics of scale, then
achieving ubiquity.

Regular, low-priced purchases like coffee are significant in sustainability transitions
because of the volumes involved, with product velocity enabling rapid transitions, but
constraints coming in production. For coffee, the impact of land use practices on climate,
biodiversity, and social impact mean there’s much at stake.
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Mobility category
BEEEE

Products with slower purchase cycles like cars come with sustainability implications
throughout their use, making them particularly important. They require a large amount
of resources during production and have an ongoing footprint, referred to as Scope 3
emissions in the case of carbon, but this can be applied to other impacts like water use
as well.

These infrastructural purchases have a more complex value landscape, especially when
the product has a long life span and system changes come into play.

A car purchased today can be complicated to assess in terms of carbon emissions, due
to the infrastructure around mobility:

+ Quality: model design, comfort, lifestyle, trip range (range anxiety), energy
efficiency, materials;

+ Convenience: reliability, charging point and petrol availability, infrastructure resilience;
and

+ Price: purchase cost, electricity or petrol cost during lifetime, home charging installation.

These complex decisions require consumers to be motivated to learn about these
factors, and they aren’t just limited to the infrastructural purchases.

Around 50% of the high consciousness group think about social and environmental
impact before making a purchase, with 42% doing research. 22% think about impact
across all consumers, with 16% doing research.
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For categories like mobility where the sustainability proposition is complex, or electric
vehicles that need knowledge of entire systems, the effort required to assess impact
is high. This is beyond most consumers.

Uncertainty in how infrastructure evolves and at what pace makes it hard to make
choices with confidence, illustrating the role of government regulation in these
transitions. These barriers are significant.

Category transitions can be difficult to follow for consumers, even at higher
consciousness levels, and most people will fail to do the research if the value proposition
is too complicated. The role of the brand is to make this considerably easier for
consumers, providing heuristics around purchase decisions, while aligning their value
propositions with consumer principles and aspirations.
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Emotional benefits
BB BAZT vk

In both of these cases the shared value created with the customer around the
sustainable innovation is critical.

Although a sustainability premium is expected, electric vehicles are already cheaper on
a lifetime basis in many countries, although this might not be apparent for consumers.
Many of the factors around consumer decisions also exist for price-conscious people,
making this just as hard for these customers.

When the proposition isn’t clear, consumers will follow existing loyalty and relationships,
risking the progress of the transition.

Mobility is a category with significant climate change issues, but it’s also a space where
brands are leading transitions — Tesla have used a sustainable value proposition to create
an emotional benefit for consumers, accelerating shifts in the industry.

Our study found that consumers are already engaging with sustainable propositions and
feeling this emotional benefit. This ranges from High (71%) consciousness groups, through
to Low (16%), with 22% overall.

Emotional benefits are powerful, and conscious consumers are already feeling a sense
of pride in sustainable purchases, making sustainable impact part of their identity. This
drives a positive feedback loop for brands, where customers start to share the brand
with their peers, using them as a trusted representation of their values and beliefs.
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Emotional benefits of sustainable purchases
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Positive loops
B8

]

Tesla have a small market share, but they have a massive share of attention, helping to
drive the transition toward electric vehicles. At the heart of their value proposition is that
electric vehicles are exciting and aspirational to a mass audience, with benefits around
both zero emissions and high acceleration, and a technology story around software and
entertainment.

This was so successful in creating demand that competitors began shifting their research
and development budgets toward electric vehicle platforms, and while traditional cars
are still ahead in sales, it also pushed governments worldwide to ban carbon emitting
vehicles from as early as 2030.

For purpose-led brands designing a recognition mechanic into the customer experience
can be the difference. This opportunity is actionable by brands and businesses of all
sizes.

mymizu have successfully done this in Japan as part of their goal to reduce plastic bottle
usage, with a loop between retail locations, users, and community — creating a virtuous
cycle that builds engagement. We explore this further in the mymizu case study below.

This means this opportunity is actionable by brands of all sizes. If they can successfully
make sustainability part of their value proposition, as Tesla have for mobility and mymizu
for hydration, they can accelerate the transitions in their categories.
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Food transitions
BRERDER

Sustainability will ultimately transform all categories, and sustainability is on track to be
a global standard in a similar way to health and safety compliance today. Between now
and that point it will be one of the biggest opportunities for brands to differentiate and
create shared value.

The food category is one place these category transitions and loops are already having
an impact, which is why we’ve focused on ‘Food Systems’ in Part 2 of this report.

There are multiple reasons food is the category most likely to reach a tipping point,
all driven by how unsustainable food systems are today:

+ Food is responsible for 30% of global carbon emissions;

-+ Agriculture is causing land degradation, on land which could be used for carbon
sinks or biodiversity;

- Exploitative labour practices around global food production; and

- Japan wastes 5.7 million tonnes of food per year, around 30% of the food that
enters the system.
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This represents a massive opportunity for food brands to have a positive social and
environmental impact, playing an important role in a country like Japan which places high
cultural value upon food. Japanese households spend around 25% of their annual income
on food, in contrast with the United States where this is closer to 6%.

Our study found an interconnectedness between food and health, with a strong
correlation between sustainability consciousness and engagement around personal and
family health.

Consumers feel a comparatively higher sense of agency around their food decisions
having a positive environmental impact, with an average 29% of people across Japan,
ranging from the High (71%) group through to the Low (22%).

Food also makes up a substantial part of the problem with packaging in Japan, an area
where conscious consumers are already pushing for change.

This all makes food a fundamental part of our lives with high relevance across
consciousness groups and generations. Conscious consumerism is more apparent in
food than in any other category, making food a nexus of sustainability beliefs, and a
space that can already provide lessons for brands and organisations looking to drive
social and environmental impact.
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Agency around the positive impact of food choices
BROBRICEZRSTAITRANIMNIEATEII—JT > —

By sustainability consciosness level
HRFFH VT EHS

25%
2022 Average
1 20225 D 7 22
Negative Low Light Moderate High
BEH fEW STk SFATL =1
By generation
juiad:l]
33 33
26 28

%)

Baby Boomers Generation X Millennials Generation Z
NE=T—LitR Xttt SLZ7ILHR Zifg



Case Study: mymizu
TF—=ZRRE T4 mymizu

How we built a movement of conscious

consumers in Japan
BRICEIIZHRTFEV T BEHOBVHEEBDOL—TIAV P ZEDLSICEBELED

Mariko McTier (Co-Founder, mymizu)
VAT 47 (mymizutFEAIRE)

Go to any convenience store in Japan and you’ll find an astounding amount of single-
use plastic packaging. That’s why we launched mymizu in 2019 - a circular economy
initiative to tackle single-use plastic waste and encourage people to think and act on
the environment in their everyday lives.

There was a growing recognition that plastic consumption in Japan was unsustainable,
but as a society, we were stuck. The companies we spoke to recognised that they
needed to reduce the amount of packaging they produced, but in the same breath
bemoaned the “lack of consumer demand”. On the other hand, more conscious
consumers were complaining that they couldn’t find companies or products that
offered sustainable alternatives.

There was clearly a gap, which meant there was also an opportunity.

We asked how might we find a way to tap into the energy and influence of

a growing population of conscious consumers? Could we grow both interest

in sustainability, and the opportunities for brands and businesses to serve this
growing market?
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Leverage points
LNLy SRV B

Borrowing an idea from systems thinking, we saw a ‘leverage point’ — a fun, creative
way to hook people into the sustainability movement, and a first step towards

a larger transformation of consumer behaviour that would have a significant and
lasting impact.

This leverage point was refilling water bottles. Everyone needs to stay hydrated, and
Japan has drinkable tap water. Yet we consume millions of plastic water bottles every
day, in a mindless act of environmental destruction. Our solution was two-fold:

1. Make it easy for people to stay hydrated using a reusable bottle, crowdsourcing
a network of refill spots; and
2. Create a social movement supporting a behavioural shift away from single-use.

We would build a platform that would develop an infrastructure for plastic-free
hydration while shifting people away from single-use PET bottles. At the same time
we would create content about the ills of plastic waste, building a movement for
sustainable living.

Thanks to our active community, we’ve built a platform of over 200,000 crowdsourced
refill spots worldwide to date. We’ve had over 200,000 people use our mymizu app

to find a place to refill their bottle and welcomed over 2,000 refill partners across all
47 prefectures in Japan — shops and businesses where people can refill their water
bottle for free. We’ve worked with some of the world’s leading brands to achieve this,
as well as city governments and educational institutions across Japan.

We haven’t entirely replaced single-use bottles, but we’re certainly a step closer.
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Learnings about driving consumer behaviour
HEETHERINR

1. Pull, don’t push

If you want people to join you, focus on what you have to offer, not on making them
feel bad - invite them to imagine what their future could look like. Invoking feelings of
guilt might be one way to get people’s attention, especially given the severity of the
environmental crises we face, but it can often lead to disengagement and polarisation.

As we’ve seen in the data in this report, 77% of people say they would switch brands to
avoid excessive packaging, and 29% report to feel proud when they buy a sustainable
product.

In the case of mymizu, we highlighted the problem of single-use plastic starting with
PET bottles, and then helped people to connect it to their own choices, and realise how
a small change on their part could contribute to solving it. No guilt. No shaming. No talk
of ‘sacrifice’. Just an invitation to choose a solution that is better both for them and the
environment.

Ensuring that the value proposition for mymizu goes beyond environmental benefits
has also helped us to reach beyond the highly-engaged, and target people who are
just starting to become aware of sustainability issues. For a refiller, one of the core
value propositions is staying hydrated conveniently, for free. For a shop owner, it’s an
opportunity to connect with new potential customers and increase footfall.

Even as a tiny operation, this approach has helped us to gain over 200,000 users
of the mymizu app across some 50 countries, and have many more join us through
collaborations with brands and local governments.
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2. The power of co-creation

These are multiple examples of the mymizu ‘community’ that plays a key role in
building and growing the platform and movement:

- Individuals encouraging their local cafe to sign up to mymizu;

- Shop owners who are proud to promote themselves as a mymizu Refill Partner;

- A whole team of volunteers checking and translating every spot that is added to the
mymizu app; and

- Journalists coming to us on a personal mission to tell our story and promote our
cause.

We’ve empowered people to go above and beyond the role of a ‘user’, becoming
ambassadors and even co-creators of mymizu. We started a movement by offering
our community the chance to join us in co-creating their future.

Extending an open invite to be part of creating the solution has also helped us to work
with some of the world’s biggest brands. We’ve collaborated with the likes of Audi,
Nike, LUSH, and IKEA, creating win-win partnerships to engage their customers in
meaningful ways, from plastic-free running activations to the creation of co-branded
videos that promote a lifestyle aligned with nature.

Every one of these brands — even the most sustainable - is in part responsible for the
environmental degradation we face today through their business practices. However,
as strong brands they also hold the power to influence customers in a way that no
government or not-for-profit could alone.

2. #HEloA
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The public has been incredibly receptive to our collaborations too, suggesting they are
keen to support the brands working with us to create change, even if they aren’t yet
perfect.

And it’s not just us taking this co-creation approach — mymizu reportedly served as the
inspiration for a Presidential Hackathon in Taiwan in which Digital Minister Audrey Tang
combined the concept of mymizu with that of Pokemon GO - creating a gamified, plastic-
free tea service!

As the data in this study shows, there is a still small but growing part of the population
that is highly engaged on the topic of sustainability, and by inviting them to co-create the
solution with us, we’ve been able to turn their energy into real results.

From students creating their own mymizu posters and rallying local businesses to join, to
partner shops spontaneously creating large mymizu branded banners to display on their
shopfronts, we’ve been fortunate to harness this potential in a meaningful way.

It may have only been a few hundred people to start with, but those highly-engaged
individuals who were willing to adopt and advocate for an alternative helped us to

take mymizu from an idea to a platform that has now reached millions of people. Don’t
underestimate the power of a minority of motivated individuals, united behind a shared
vision for a better future.
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3. Increased awareness is a major opportunity

The data in this study shows a dramatic increase in awareness of the issues
surrounding single-use plastic, as well as a growing consciousness of social and
environmental impact more generally.

Our experience of empowering conscious consumers to build mymizu into an award-
winning initiative suggests that, as a growing number of people try to figure out
where to start, there is a major opportunity for brands, entrepreneurs, and activists.
Together they can identify and communicate with conscious consumers in a genuine
and positive way, building lasting value through co-creation.

Those who can harness the power of this growing cohort of consumers will be the
ones who lead the charge and generate social, environmental, and economic value
that can benefit us all in the long run.

3. BHORLERASTAER
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Mariko McTier is Co-Founder and Representative Director of Social Innovation Japan and
Co-Founder of the award-winning circular-economy initiative, mymizu. She has worked
extensively with global brands, governments, and startups to redesign systems for a
circular economy and create meaningful change, and serves in several advisory roles,
including as a Council Member for the World Economic Forum’s “Global Future Council on
Japan”.

RUOT47 XU —fxtE#E ASocial Innovation Japan {REE, SAKEZEoMNFICED T XTFFTIL A4t
KROKDICWDEEL Tmymizul OHRARIFE. HREFT+—FL TGlobal Future Council on Japani 77
VUNRAIYN=ZBEDHZRE JO-NILIT SV RPEAE. RZ— Py TREroR®. 2HEL ST —F25—
IO/ DRDDIRTLITHFA VR EEAI<DICERD AT,

The mymizu app is available for download on iOS and Android.
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Modern consumer culture has made access to food easier than ever before, particularly
in a place like Japan where a high level of customer-centric convenience - symbolised by
the ubiquitous convenience store and vending machine - is a societal expectation.

With climate and sustainability becoming higher priorities for Japanese consumers,
food systems are acting as an entry point for increased sustainability consciousness,
essentially a way for people to reconnect with the planet.

Food brands have a unique intimacy with consumers, and as an industry have been
relative leaders in conversations around sustainability, recognising that consumer trust
in food systems is critical for their future growth and resilience.

With Japan’s ageing population and world leading healthcare system, the underlying
connections between food systems, health, and sustainability are an overarching trend
that emerged in our 2022 study — creating unique opportunities for brands that can reach
across these spaces.
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Systemic challenges
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Japan has a complex and rich food history, from seasonal and prefectural specialities
to modern convenience store staples, with broad recognition that the country plays
a distinct role in global food culture.

This history has created a sense of stability among consumers in Japan and globally, but
there are major tensions and contradictions between the perceived abundance of food
in Japan and the reality of our food systems. These tensions appear in multiple ways:

+ Globalised production: 61% of food in Japan is made overseas, with diets diversifying
beyond domestic production to meet demands around convenience and cost. The
amount of food produced overseas has increased in recent decades, creating new
risks around food security and reduced local capacity (Barett et al, 2012).

+ Food exports: Conversely, the volume of food exports exceeded ¥1 trillion in 2021,
with Japan perceived as a premium market by global customers, and local producers
seeing stronger returns overseas (Kyodo, 2021). One of our interviewees, Mimura Ichiro
from Mikuniya, shared that ‘Japanese people are forgetting the value of good nori due
to supermarket monopolies and a decline in gifting culture. There’s a future where
people have a better chance of coming across high-quality nori through overseas
sushi bars than in Japan.”

- Increased volatility: In the future, strains on the balance of supply and demand are
expected to grow, with increased volatility in climate and geopolitics. This can have
a negative impact on Japan, from natural disasters and global shipping delays, to key
crops like rice and fruit being impacted by rising temperatures.

BRICIZ. GOBMPHBORERNSIVEZIVIAXMNOALZOBMICESZET. EHTHELRROESR
PHOHRAOEICEVWTHRBEDREZRLLTVBEVWSRBHIIAECRBELTVET,

CORBELRIAFCHEHAODHEEEICROBREEAHLELED ThEFRIC. BETNTVEEHRDOREZD
BODEHLTL BADT—FIRATLORELDMICIF. KEBFEHEFELERREZBATVLET, C5LK
FRIRTETEBZETRATVLET,

s HEEOIJO-NILE BAROEBROD61%IFBATEEINTVET, BRI TRELERZROIEICHR
3. ENOREYRITTHRTET I HGRMPZRELTVBDTY, CIHHE. BATEEIND
BRmOENEX. BRLZE2REZHIF AV BENBREEEDETZ3ITRILTVET
(Barett et al, 2012),

- BHOBEH —A T BANSORREHIF2021FICIIAZBREL. BRARHADOBEENSSLIT
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51t 2021%F) . SERMLI.ZBEEO=N—BKIF. TBERAFZI—N—ICLZ AN RRFTPEEOEIE
DREBFICED. BLLWEBBDOEZSND2DOHDET, CnhHS5iF. BEERERELDHBNADEIEDS
M EBERBBICHESFrYADNEVDLDBLAEEAI EBRTUVET,

c BPFIRIOLER 5% [BREHCHBENEHORXELNLHD. FHNTVRCVOTHAELEZ AT
BEINFEY, BAKEPERBEDEE. HEVIIKPRYPLV TR FYHITELROREEZRITSL
WoeFE T BRICHBEZEDNEC MR EE A
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Essentially, at a micro level, food is a universal need with a unique intimacy for
consumers, but at a macro level, there are massive interdependencies to consider.

By zooming out, we can start to see the scale of the processes required for food to reach
the consumer - from production through to supply and distribution, processing and
packaging, retail, consumption, and afterlife, tied together through complex systems of
governance.

The complexity of this life cycle has contributed to the disconnect between consumers
and their food — and the emergence of conscious consumers, who do seek to
understand the system, makes this disconnect a substantial risk for incumbent brands.
This disconnect is amplified by the siloed nature of the system, where brands at each
stage don’t consider the up and downstream impact of their actions.

COLIEMBRAEFTEZRELTVBLICED BRDT— R RATLLBEEELOREREDSELTED.

COREREIE SATLDORFRAMICEIOTESICEALTVET, 7O XDOEREEZESTSVRHN B50D

TP TOCRDLERPTRICEDESBREEZEZZDZERBLEISELBRVNSTY, LHL. YRTLZE
BLESEIBEHOBVWHEENHRLILZLICED, COFBERI. BFEORBREMFICE>TRERIRIL
BOET,
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Consumer understanding
HEEDER

There is limited understanding among Japanese consumers of how food systems work,
with just 21% of people wanting to know where their food comes from.

With minimal experience with problems like food scarcity, these mainstream consumers
simply haven’t seen the need to engage with the underlying challenges in the system.

In contrast, the high consciousness group are very engaged with their food, with 57%
questioning where it comes from, aligning to their overall sustainability consciousness.
These are the people seeding future change.

On the surface level, mainstream consumers continue to focus on traditional factors like
price, taste, product quality, and value - but there are underlying motivations that have
a massive impact on how they actually define these areas.

The ‘country and region a food product comes from’ is the primary information people
want to know across all engagement levels, followed by ‘nutritional effects’ and ‘who
made it’. These are areas we explore in this chapter as ‘transparency’, ‘provenance and
localism’, ‘collective health’, and ‘circular product innovation’.

It is these considerations, in all cases led by highly conscious consumers engaging with
sustainable propositions, with mainstream consumers following, where brands have the
greatest opportunity to innovate.

HADBEEBEICLZT7—ROATLDNBISITERY. RIFITHEICHEIIERIIEHTRENTHD. BOD
BRYIOBAEREMDEVWEEZZAR AT FILEROFVABVATELHZHDD. FHT21%ICLY
FoTWVWETY,

AREHDOEEEIZ. BRTAEORBICEBLIEBRNBWVWICELL 7-FIRTLORRICHZBEICEDS
HEUZRHLTVWEVONERKTY,

—H. BREOEODZERNICKLS L I3RHMORVHEEZEORIIEIMLTVWES YXTFEU T 24
DEHDBEDZHERIC. RMOHAMICH I B3RO ZR OARREEDSTRICEoTVET. COLSBALDN
D SOEDEEZHVTVBDTY,

REHOHEEEZG. REMNICIIMEE. K. RE. BELVSLINETEDDERZERLKITTVWEIN Ch
SOERNROSNTVKREANGEFITHEZIIBOZRLBOTVLET,

BRO TEEM & TRER] . BANOBELODEEVEROTALDRRDIDI-WVERTHD., TREI & TEE
BIDINSICKETET, COFICOVWTE A/N—bD NERM) . TE#eO—HI XLy TEFAOEE] .
MEREA/R—2a3 >V ICBVWTHRETLTWVWET,

CORNEBICEVWTH. FRATFIIILBRREICEAOZHODEHEOBVEDHEENEICU—FL. XZSHD

HEBEELNZNICHECANDRSNET, LD 2T INSDREREFTEIET. ISV RRM/R—=>30%
EBIITRADF YV RZEHTECNTESRTLLS,
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Levels of interest in where food comes from
BROEMICHTIEOE

21%
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Sustainability consciousness level
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Taking action through innovation
1/ R=2aVEBLIATH

As people in Japan start to actively seek out and ask questions about their food, more
brands are investing in responses to the underlying challenges, focusing on the key
areas of: transparency, provenance and localism, collective health, and circular product
innovation.

The level of relevant innovation brought to market will determine the value Japanese
consumers perceive in these brands in the future, with businesses that fail to adapt
being left behind.

It is imperative for brands to empower consumers to better understand their food, while
respecting history and culture, with innovations that recognise and respond to tensions
and contradictions around convenience.

Food is the entry point, providing the trigger for substantial changes in how Japanese
consumers will think and act in the future — and these changes provide lessons for
brands across industries, with similar expectations emerging around fashion, technology,
and just about any product or service.

AAADPREARBRZEEBHNICIRLRDID. BRICEBZF DL SICHBICONT, NEHEM) . TEM
M. TEFAOBRI . BLU MBEREA/R—232] EWSEEFHFZzHOIC. BROFIRANGREICH
BT 2HDREZITIEENEBITVET,

SBIOLERREICHIZAERDOEHEEDOFMIZ. EORED A/ R—2a Y ZHIFBICRATESNCOD T
EOBEBICKBLUIERIIIMDZEINEZLICRDEY,
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BLENEDHTEETY,
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“For the consumer, transparency simply means knowing how a product was made.

A transparent food brand would provide its customers with information on the product’s
ingredients, sourcing, production process, sustainability, and so on.”

— Alexina Cather, NYC Food Policy Center.

Transparency is a broad area that encompasses: product development, social-
environmental issues, regulations and standards, accreditations, and adjacent spaces like
provenance. The term is often used interchangeably with traceability, which is the process
of mapping the entire supply chain to know which part of a product comes from where.

Brands have mainly used this to identify and resolve problems with defects or issues in

a product, but technological advances have started to put this knowledge into consumers
hands. Providing this useful data to a consumer allows them to make educated and
informed decisions about what matters to them - which is especially important in food.

Our 2022 study found that the country and region a food product comes from is the
primary piece of information that consumers want to know before purchase. This is 42%
on average, even among those with negative perceptions of sustainability, and jumps to
a massive 76% for the high consciousness group.

FEBEEICC T BHMEIE. — S TESCLHENEDLSICESNTIAZBZ L TY, BBAUIKWERINT
W3RREMEIF. HEOREMB AE EEIR VAT FEU T ACDBERZERICRELE T, |
— Alexina Cather, NYC Food Policy Center.
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WiZETSCEDARRICADEL . BRTIE. COTLIREDDITEELRHKREZRBE T,
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BEHOBUVWETIRT6%ICHkR ENDFT,

The importance of knowing the country and region a food product comes from
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History intervenes
S HoiR 48

There is history behind why transparency is a concern for Japanese consumers,
stemming from a social movement that took place in the 1970s as an aftermath of the
Minamata disease outbreak in Kumamoto prefecture (Kondo, 2021).

This was a wake up call for the population, who made a connection between food from
the region and mercury poisoning, questioning the impact on their health. Professor
Narumi Yoshikawa, from Waseda University, recognised it as: “among the biggest shifts
I've seen in the way people communicate about food. What once used to be selling
just vegetables as they were, overnight people started talking about the quality of the
produce, how it was made, by who, and where it came from.”

These reactions were repeated after the Fukushima disaster in 2011, and again
throughout 2020-2022 as Japan emerged from the COVID-19 pandemic with increased
consciousness around the connection between food and health, with transparency
and provenance as the entry point.

HEDHEBENESHUEEZERTELSICHEERICIE BRETRELLKRFEEZEETI1970ER D
LEHNHDET (Kondo, 2021)

ChiE KROBKENDEERKBHEOHEERZERL. BERANORZEZBVHITE. ALANDEETL
BUYLEAFOF)NREREEF. COBFHERDESICRIFIESTVEY, RICEHATZIALDIZIa=r—oa
VICDOVWT RA B DEHDICLEZRADERD—DTL e DO TRBEREZZDEEFToTVDIS, —&IC
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Regulations and standards
LIRS

Regulations and standards surrounding transparency and traceability are becoming more
rigid due to increased global trade in food products, alongside the increased consumer
consciousness. Brands who share transparent information about products with
consumers tend to build a greater degree of trust.

The World Health Organisation (WHO) advise using transparent labels on food products
as a policy tool to tackle health and wellness issues such as obesity and diet-related
diseases (Bend and Lisner, 2019). They also have an entire sub-organisation called the
Codex Alimentarius who guide international food and safety standards including labels
and transparency.

In 2020 in Japan, the regulations surrounding product labelling were updated to meet
global standards around nutrition, ingredients, and provenance. Change in the update
included mandatory calorie count, provenance for the most used ingredients, as well as
the explicit listing of allergy causing ingredients (CAA, 2020).

According to Yoshikawa, Japan is still not doing enough and is relatively weak compared
to global leaders, with the European Union setting the benchmark for product standards,
which brands then end up using globally.

Overall there is increasing pressure from consumers, governments, and global bodies
for brands to take action around transparency — with benefits for the brands who lead,
and a slow loss of trust for the ones left behind.nection between food and health, with
transparency and provenance as the entry point.

HEEORHOBEDICMAT. 7O0-NILEBEREDEMICED BRAMP L —FEU T+ ZHBREP
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What makes you trust a brand sustainability claim?
HRAFFEVTAICET RISV FOEEREZEETIEH

53 1° Have nationally recognized accreditations (JAS, etc.)
1%  mravrmrrzocusuasnr)Be

45 8° Have internationally recognized accreditations (Fairtrade, etc.)
O% mmwrmrrzicusCrriL—rEY) BA

3 5 8° Use of environmentally-friendly packaging
L] A BEBICEBLIEN\Y T —JOFERALTVRHEE

3 0 4° Have been recognized by the government
% smicmesnTassa

Have been picked up by the news (ex: NHK)
Za—XTEO EFS MBS (Bl:NHKBREZ<DAICERE)

Have donated to important causes
18.9% szncworsitosensmnceLcuzsa
18 5° Participation in local community engagement events
oD MHHARHAAYIAOEMELTNGES
1 8 4° Recommendation from a trusted friend / family member
N EETEIRARENSORBERIFLBA
1 7 6° Just from the quality and the messaging in their products
O% maoamexve-vuryToEETS
Work with schools and public sector activities
' 13.0%  sivoms ammmosseLcuana

1 0 3° The design aesthetic of the product
oD% waoFr U EELLLTLESE

1 0 3° Impactful ads with inspiring messaging
° A RBHBAYE—ITAUNIDHILREEITEH LSS

9 9 o, Heard from educational activity taught to children
oI%  mmEmromLLEE

9 9° Seen positive reports on social media
J% V=S w X T4 T TRVWREN B DEHIIHE
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Consumer trust
HEEDEE

This focus on consumer trust is paramount for brands, with growing awareness among
consumers of issues like greenwashing and fake organic labelling of foods. In the context
of food transparency, there is a particular distrust of companies using influencers and
advertising to talk about their social impact.

When asked: “What makes you trust a brand sustainability claim”, impactful ads with
inspiring messaging were among the lowest sources of trust for consumers, at just 5%
of study participants. In addition, social influencers had little impact on decision making
around food and sustainability, with 56% of people averse to this form of storytelling.

In contrast, the highest amounts of trust were when there were national or international
accreditations attached to a brand or product, as well as when recognised by the
Japanese government, local governments, or credible news sources.

Credibility is critical for Japanese consumers when it comes to food and sustainability,
and building partnerships and relationships with credible organisations is how brands can
build trust.

J)=>0xwia (REBEBZLTVWARLSICEVWTENTITA) PHBA—HZvIRTACOBBEICHEEN
BLWBZBITALSICHZPT, CXEIFHEBEOEEEZE TCVWUELBDET, LIS AYTILIVH—®
LREEFMALTESOYRTHFINAENICLIHANTEELZERTZREICHLTE. HACIIRFICRERK
HELTWET—IXHRSNET,

FRFFEVTAICETZREDOEREZFER/IIEBHIFMAA LVWSEWICH LT, NEE] » MFENEXY &
—PIEBERIDBRABSMEOOTHSNTHD . HEZICL>TRLBEENMBEVWCEADADR LI T5
ISV =S v AVTILI Y —HREPTRTHFEUTAICEAIBHMICIBEEACHEEZEX T 56%DAD
COLIEAR=U=FUVTICBRERERLTVET,

—A.BRHEEELNEN >7DE DECESRNECEEEERE O LNEELISOREEZITTVWRHEE.
HBZVWEARBFRPHAEBRE. EETEZ 22—V -RCE>TREHSNTVWBIFETL
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N=bF—=2yTPEROBRIZH. EENMERETEAETHILVRET,
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Accreditations
SREE

In terms of making this actionable for brands, accreditations are a way to move forward.

This is essentially asking third party organisations, usually not-for-profits or government
agencies, to do an external audit of a particular area, such as: use of organic produce,
fair labour policies, regenerative practices, energy usage, or business ethics. If an
organisation or product passes standards set by the certifier, the company can then
use the accreditation as a mark for ensuring trust with consumers. If they are not

yet certifiable, they can put plans in place to transition their business model against

a roadmap with resourcing, budget, and milestones.

Nationally recognised accreditations such as Japanese Agricultural Standards (JAS) are
known and trusted by 53% of study participants, while international accreditations such
as Fairtrade were at 46%, the two highest responses around trust.

Consumers understand the importance and value of accreditations, enabling action on
their broader expectations around transparency and traceability. Beyond accreditations,
there are also opportunities to empower consumers through technology. Use of mobile
devices, QR codes, blockchain, artificial intelligence, and other data can give them the
exact information they need - areas that forward-thinking certifiers are starting to
introduce as part of their standards.

NHEEPEESNATVAENPO. BRELSBFOEMATHKELRED SR, TS5V RNEEEPHENSD
EEZBBEM3AED—DTY,

ChiICK. EREEREZOER. RERFBHEE. BEANOREA. ITRILF—FA. ERBFELVSLBED
SHFICOWT BRI LTE=ZEHE (EENPOCHEMAKER) ICAREZZHREIT AN ZLDE T, HBPHRM
MERERENRELBEZRBLLTUVWSEIHE. IV RIIHEEDEEEB3HDORIAN— V2 ERATS
CENTEEY, FRFBIAZZTTVARVERED VY- FEXMILA—2BEOO-RIYvTZ2RKELT.

ESRRETINEBITIZLODHBEZILTERENTEET,

AARMRE (JAS) X 2EMICRH SNRILIE. AEBMEDS3%HH>TVWTEETEBLEELT
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Case Study: Fairtrade International
F—RRAF4: TTTPL—RIYE—Fatll

Fairtrade International is an organisation that promotes fair labor and trade practices in
primary industries, particularly agriculture. It’s co-owned by farmers and workers, with
1.8m people worldwide involved in the certification across 72 countries.

Fairtrade creates standards and certifications that respond to key issues including: child
labour, climate change, decent livelihoods, and gender equality.

TIT7hL—RAVE—F2aFlid. BEZHROELIE—REXICS TRRIELFE - B 2HET 305
FIEZEELTVWBHEATHD HRT2HAETISORADEEE - FHELNBMLTVET,

JIT7 =R REFB. [EZEH. ABSLVESL. PV A —FF LV AT HRBICHIGLIEE
PEREEZRITTVET,

Certification in Japan
BAEICH T BEREE

We spoke to Maiko Shiozaki, Executive Director at Fairtrade Label Japan, to understand
how Japanese businesses think about certification, and how this contrasts with their
global experience.

Shiozaki shared that Japan has been relatively slow to adopt Fairtrade as a source to
indicate fairer agricultural practices, but that interest in certifications is growing. The
disconnect in consumer awareness in Japan is a challenge, with few consumers pushing
for brands to adopt certifications, compared to other markets where brands have felt
the pressure to respond.

BARGCENRIAEZESZIFLEDTVBRON Fi. JO0-NILOBHEELERLTESHEIFTTVEOHICIDOW
TI7I7hL—F SR Py COBBEEFEBRRICEZAVE L.
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fairtrade.net
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Retail leadership
UF—ILERDU—F—>wT

Shiozaki believes that Japanese brands need to take the lead in positive actions,
particularly retail brands. They have a lot of power in pricing and sales, as they are the
main touchpoint for the consumer. She is optimistic that this is the path forward for
improving our systems, using certifications like Fairtrade to communicate to consumers
around adopting more sustainable practices, while empowering them to make informed
decisions.

Shiozaki recommends that partners create retail sections focused on Fairtrade and other
accredited products to change consumer perceptions around sustainability. Fairtrade
Label Japan currently collaborates with AEON and Seven & i, with plans for additional
partnerships based around their certifications.

Another path is through school education, with younger Japanese people being more
familiar with the concept of Fairtrade than any other age group, partly to do with
education around SDGs in classrooms.

MEBEKRZ BAOT SV R BICUT L ERDEELTHEICATITHEZECTHRENHZLEITVET,
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Minimising risk
V29 D&ME

These certifications are a key way for organisations to communicate the benefits of
their products and services, ensuring ethical practices while minimising risk in product
development and supply chains.

The use of certifications will grow in Japan in parallel to consumer consciousness, but
in the near term it is likely to be the retail brands driving this, supporting customers with
informed decision making throughout their retail experiences.

TJIT7hL—RZRBLHETBRIEFER CENBHOHR -V —ERDLEZGIBNRNLBFERTHD ., £F
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In contrast to what brands might expect after decades of globalisation, people in Japan
have heightened expectations around provenance and actively practice localism.

The histories of the 47 prefectures, especially around agriculture and produce, continue
to have a formative effect on Japanese society.

Brands are using provenance to elevate their relationships with consumers - from local
produce sections in supermarkets with detailed storytelling from farms, through to farm-
to-table platforms like Tabechoku facilitating direct sales and conversations between
farmers and customers.

Even the Japanese tax system recoghises this discourse and the need to connect with
local communities. In a unique model called ‘furusato nouzei’, residents in cities can
make contributions to their home towns in rural areas in return for credit on their income
and resident taxes.

They are then sent speciality goods from producers in the area to help promote and
revitalise local economies.

BHFICOZ0-NVE—2a Y OERBICEZIR[BFOLADR. ZVEROBAICSTRLIEVWEEZSE
EOHFACICHEINTIC. BEAZERMADIEHLDOEREHKITTED. O—HVXLDEIANERELT
W9,

ATHERFREDI-— I BER BICEBELEEYICEFODLIEER I =) —EHAEADDEWVWDOHITERKITT
WE7,
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ICEMBEREZSSICHATEILSICHR>TVET,
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Balance of domestic and international preferences for different food types
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Provenance as a measure of quality
RS

Our study found that provenance is seen by consumers as a key indicator of high quality
food, with place of origin (28.6%) coming in alongside lack of chemicals (32.0%) and
enhanced taste (31.4%) as the top criteria for measuring this.

This place of origin for food is almost always expected to be Japan, although the level of
this food nationalism varies between types of produce. ‘Made in Japan’ has a significant
lead across every major food type, and is most pronounced in staples like rice, milk, and
tea. Only products that are hard to produce in Japan’s geography and climate — such as

wine and coffee — are considered acceptable imports with the same level of quality.

SEORETIE. HEEREMZEMELREROERRERLRALTED. Eith (28.6%) (& LEYED
FMEA (32.0%) PHEORE (31.4%) LX AT mBEREEDQLAICHUEIIFONTVE I bhDELT,

BEmOREMIE. EYOBBAICL>TELZDOD. BIFEICHATHEZ BB EINTUVET, TXAR- A
VeTOv NV IR BEWBEERRICEVWTAEIKU—FLTED K FA RBEOEEBRRICEVLWTIEE
ICEDEAMNBLCBRDEY, TA2PI—E—RY BROME - [IRTIIEEHN#EL VS DRITH BKED
REBEZEIRBAMELTROSNTVBREEISNTVET,



126 SJ2: Conscious consumers and the future of food

Consumer definitions of high quality food
HEENRMORBEEZMBHE

No chemicals / No preservatives
32.0% EALEYE - WARTER

31 . 4% ;n;:ﬂnied taste

28. 6% ;jagciz of origin

24.6% gg;{;trients

19 5° Transparency of information
oD% mmoETE

Expensiveness
14.2% BETHZL
1 1 8 Good governance and labor practices
% wa S,
. 0 HBOFHTHBETLLONDLTVS
Longer shelf life
‘ 11.7% ERBROES
Scarcity / Rarity
‘ 1.5% oe.rn
Proximity of origin
. 11.1% FEBORS
High popularity / Community buzz
‘ 10.8% AR EBEOBS
9 6° Limited edition / Time scarcity
O%  smm:mes vuEsR

9 2° Founder / Producer / Origin story
&% mmE-EE-AUTLRN—U-
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From collaboration to partnership
BADBN—rF—yTA

While this may appear difficult to overcome, there are a range of opportunities

for food brands, including global ones, seeking to tap into Japanese expectations
around provenance and localism - largely around forming credible partnerships and
collaborations with local producers.

Understanding the local ecosystem for a specific industry or product is a critical part of
this, mapping out the key players from local producers to competitors to government,
strategically identifying who to collaborate with.

Japan has a long history of balancing competition and collaboration among businesses,
particularly with the aim of developing shared value up and down the supply chain, as
well as cooperation among competitors in an industry where they share a national interest.

BRESFICES T . CD XA R AV - DoV ICTEDZHEHEENSREDITIONIFHNZRRTZDIE. —
RRBICRZZ2DDLNFEREA. LML JO-NILEEEZSHBESMD TEFIFARKEBL TEED
—AVXLIZHTEZEEAOHRFOEZENICEITZCIFAIEETYT, COLIMRE IO EEZLEEED
BUWN—F =2y P B AIBEREEBETZILICE>THRESTNET,

HBIEFECPHRICEIZMFOTIALRTLZEREL, IHOLEEEN SHE ML BFICEZET. FETL
—V—ZIvEYI LT BAHEBZERRNICREI A ES LARBEAICBVWTEETY,

AXICKBICTTSAFI—VOLTREMEOHEZEDBDIC. ERBOBMFLBHONT Y IZRLT
TERVEEDNHDET, e BERZESEXRTIE. BEHBELEIBHTECHHDET,
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Beyond localisation
HoOo—hU¥—>avEEELT

Global brands have long used localisation as a way of building relevance and trust with
Japanese audiences, but this form of storytelling no longer resonates with conscious
consumers, and the mainstream aren’t far behind.

With the majority of brands making surface level commitments to sustainability, while
failing to change their fundamental business models, this risks being seen as a form
of greenwashing.

With this ‘Made in Japan’ discourse, local brands have a structural advantage when
building trust with Japanese consumers, although they can also benefit from global
partnerships. In the food space, this creates two-way potential where global brands can
tap into the diversity of produce at a prefectural and municipal level, while Japanese
brands and products gain global reach.

The high consumer affinity for domestic products can also lead to new cost analyses
of where products for Japan should be made. There is often a strong case for shifting
production to local parts of Japan to meet consumer expectations while strengthening
operational resilience.

By learning from a Japanese shared value approach to business, global brands can start
to adopt these truly local models — creating new opportunities by making investments
that place equal weight upon sustainability, partnerships, and storytelling.

JO-NILTSYFRIREICHED, BAOHEEZELOBRLEEZELDICO-NF1E—2aYDFEE
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VRBEPTHENLANILOSHELEEYZFALERCTZ2CTERAERICE T2 EEZEEL. BAORE
PREBZTO-—NAI—=T Y EANO)—FZEFTITZRE. WARICHBDEEFND L VWSEHEEDSEETATL
£,
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DHEZLNE T, MHBBERENZRIELODHEEEDOHFICISZ 27-DIC. EEMPERFZELZBARZMIC
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EOHTENTEET,
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Case Study: Blue Bottle Coffee
J—RRAEAT1: TI—AHRMLd—k—

Founded in 2002 by James Freeman, Blue Bottle Coffee has gained a cult following for
their quality coffee sourcing, design aesthetic, and store ambiance. They boast stores
across the United States, Japan, South Korea, Hong Kong, and China — with Japan as
the cornerstone of their Asia Pacific operations, launching in 2015 and rapidly growing to
24 cafes across the Kanto and Kansai areas.

The company mission statement is to ‘connect the world to delicious coffee’, focusing on
three primary values: deliciousness, hospitality, and sustainability.

2002FICV T —LRT)=IVICL>THRIUTNLTIL—ARMNLO—E—F. BRELRIOBVTIF. BHEIN
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LT 2015505 EIFDSRREZZ IS RETIFIER - BAET2EHZEMLTVED,

BIRLUR, B TEVWLWVWI—E—%2EDEZELDAICBITZI EWVWS Iy arvEBIF. ITUYYIRR]
TRAERUT 1] THRTFFEUT 11 LVWI3DDMEEEARTICLTUVET,




Culture of openness
=T ENX

From the start, Blue Bottle have created a culture of openness between barista and
customer, with the brand priding themselves on relationship building, from Freeman
pouring hand-dripped coffee at the first Blue Bottle in an Oakland farmers market,

to their company-wide customer engagement training that follows a five-beats process.

Blue Bottle strives to tell the story behind each coffee selected and train their baristas
to share about provenance, flavour profile, and pairing recommendations for each type.

This attention to detail extends up and down the supply chain, with Blue Bottle engaging
in partnerships with local farmers to source their coffee, emphasising direct relationships
and shared value over obtaining accreditations. Blue Bottle Japan General Manager,

Ryo Itoh, clarifies that mandating for affiliated farmers to obtain Fairtrade and organic
accreditations can constrain relationships and limit the potential for collaboration.
Instead, accreditations are used as an addition to support farmers where needed.

TI—RELI—E—FRELNN S NURREEBEROBICA—T O BBEREEEVTIFzL . -5
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RBICEHENS 5D DB ISR TBEREO N —Z V72 2HNICTSREICESE T PERLOBREREE
DEEBTSVRTY,
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Carbon neutrality
A—R>Za—rIIL OFRRICEITT

In 2021, Blue Bottle announced a pledge to reach carbon neutrality by 2024. What stands
out to Itoh is how the pledge encompasses the entire product lifecycle, meaning that
Blue Bottle is committing to engaging in sustainable policies and practices from farm to
end-of-life and post-consumption waste. In Japan, this means initially improving on the
sustainability of cafe operations and working toward zero waste.

Itoh views this sustainability goal as a core part of their brand purpose and values,
emphasising: “The first thing [Blue Bottle] should do is to ensure that people enjoy the
coffee and food and find them delicious; from there, we can share our message better.

TIL—REILIF20214EIC T2024FE X TICH—RYZa— b ZERTZI VWS BERZBIFE LT, BEED
HBELTWVW3DIE. COBEFRRBS A ITHAIILEEKICRATVWEIILTY, BEE. BROHEE. HEROEE
WAL DR T, TIL—KRMLIZIFHRTERR) S —PEREAE D > TEBHICED>TWVWEYS, HEAT
I EFTHIEEDHRTHFEU T4 2ALEIE T BEYYOEZBEETCEEKLED,

FERKIE. COTYRTFEVTDERZT SV RFOENPHEOHOTHZLIEIABHSDH ROLSICRAL
TVEY, MABH—BATCIRICCEF S RMIERLVWI—E— T —RFEHRELHVREKILTT,
ENDHBOTIERILBEDRAY -V ZEDLBREIELNTESDTT o

Brand values
TSVRDEEESE

The focus on their values of deliciousness, hospitality, and sustainability mean that the
brand is able to respond to shifting customer and employee expectations in these areas,
creating a meaningful experience for all stakeholders.

This elevation of their mission is how the most successful brands are able to adapt to
sustainability, moving beyond ESGs and accreditations by focusing on what really matters
to their organisation.

TR RARARRAERZ T4 B RTFEV T L WS HBICERICRDBC IR Ch50 R FTENDD
DHBTAPREBDOHFICIEZ. TIRTODRAT—IHRILA—ICE>TEIDERDHBEBREEAHTEICD
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Health is a critical leverage point for brands wanting to engage with consumers in Japan,
with food and nutrition being of paramount importance to a broad spectrum of people
across society, encompassing a collective definition of personal, family, and societal
health.

Health has always been an important part of Japanese culture, starting from ‘shokuiku’
(food education) as part of the elementary school curriculum, through to the balanced
and nutritional food and produce that act as pillars of Japanese cuisine: beans, grains,
fruit, mushrooms, seaweed, and root vegetables.

The traditional Japanese diet of ‘washoku’ (Japanese cuisine) emphasises positive
health outcomes, and has been included in the UNESCO list of Intangible Cultural Heritage
(2013). Another concept, ‘satoyama’, refers to cultivated valleys above broad plains and
forest hillsides, culturally representing the balance between people and nature — and is
commonly associated with seasonal and natural food from local areas and prefectures.

Japanese consumer values around health and food are reflected in the high life
expectancy rate, which has also contributed to problem of the ageing population.

This longevity is partly driven by this confluence of health, food, and uniquely Japanese
produce and diets — alongside long-term government health care policies.

BERZ. BEOHEBELEDZ I ELECREICE>TEERLNLY Y - RAVITY, BEREIF BA
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Health expectations
BEADHE

Across every sustainability consciousness level and generational grouping, the through
line that connects their expectations and values is health. Our study identified a series of
intersecting data points making this connection:

‘Family health’ (41%) and ‘personal health’ (40%) are the most important values

in their lives, coming in first and second highest;

‘Health and nutrition’ (31%) was the second highest piece of information people want
to know when purchasing food products;

‘Whether products have additives or preservatives’ (32%) is the top consideration
when evaluating food quality; and

‘I’m concerned about my future health’ (31%) is the top selection around health and
food behaviours.

There is some variation between consciousness groups for ‘personal health’ (26-62%)
and ‘family health’ (29-55%), with people at Low and Negative levels tracking considerably
lower, although this could indicate they have less time and resources to act on health,
rather than not valuing it.

There are also a series of health concerns raised in the study, with high levels of reporting
around: ‘feeling stressed or mentally tired’ (29%), ‘concern about obesity’ (21%), ‘not
getting enough sleep’ (17%), and ‘use of supplements’ (15%).

These suggest that the connection between health and sustainability needs to consider
social as well as environmental impact, with the needs of consumers extending beyond
nutrition into mental health, work-life balance, and broader wellbeing. There is also the
lived experience of the COVID-19 pandemic to consider, with heightened concerns about
mental and future health being seen consistently around the world.
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Personal and family health
AN EREDERRE

Personal health
BADRE

41%
2022 Average
1 20225 F 34
26
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Negative Low Light Moderate High
BEH &L Al STATL Bu
Sustainability consciousness level
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Family health
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Self-identified behaviours around health
BEICEALTEELTWVWRZL

31 3° I am concerned about my health in the future
e DY EROBHORBFREBLTIS

2 9 7 o I try to eat a regular diet
[ A RAWELVWREFZOMNTITVS

2 9 2 o I feel stressed or mentally tired
4 FLZDBESTDEHBITRN TS

23 5° I try to eat a balanced diet
oA HEONSVREERLREFELHRITVS
23 1° I exercise and do sports regularly
A% wmmicaEm-zr-—vitus
21 9 ° I am careful not to eat too much sugar or salt
L] A BEAPESOMDBITIIERELTWVS
I am concerned about obesity
20.6% :
) 0  [EENARICED
18 5° I believe ‘You are what you eat’
% BHOEEENDRALNTHREEHTNELELS

o I try to eat a healthy breakfast every day
18.3% se wsmumarmzesconscus

I don't get enough sleep and enough rest
16.7% wmmsmisacc +ocnmpencusn
I take supplements to maintain and improve my health
14.7% amowmsseorsicyruxrzmtus
’ 14.3% In general, I feel I eat right —#BMIC. FSBLAEEEZLTVS

13 6° I always check the ingredients and nutritional content of food products before I buy them
0% BREZESCEE EMHPRERS ZRALTHSEL>TWVS

‘ 13.5% I consider myself to be in good health BOOZZRELZCBS
12 8° I prefer cooking with fresh food rather than canned or frozen
O%  maorRRRLNL FRARHEAELTRNTUS
‘ 10.3% Ismoke cigarettes #f&HE2/NI1Z{K->TVD

I am always looking for new ways to live a healthier life
. 9.0% snpmumnsaezsrnoRlusEENoLRLTIS

. 6.5% Ismoke heated cigarettes (iqos, glo, etc.) MHAXENT (FAAR-FO-HYE) Z/B>TWND

® 4.0% 1regularly eat organic foods IREIELVWEEEZLHIFTNS
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From personal to collective health
BAORENSERDRBEA

Although there is high awareness of health for individuals and family, there is
also a significant need for consumers to increase their understanding of the
interconnectedness between health, food systems, and sustainable impact.

Ensuring people are able to make this connection between personal health and the
health of the planet is critical for our collective future.

Our study found that there are consumers making this link, with participants highlighting
the SDGs they perceive as challenges when it comes to food production, including:
‘protecting life below water’ (383%), ‘protecting life above land’ (27%), and ‘climate
change’ (18%).

These lead into related problems around consumption and the environment:

Pesticides and fertilisers being linked to diseases like obesity and diabetes;
Large scale farming and monocultures resulting in food with low nutrient content;
+ Groundwater and surface water contamination;
Emissions from food transportation;
Pollution from farming practices; and
+ Standards and regulations failing to keep up with consumer behaviours or being
watered down through lobbying (Foodprint, 2020).

The more people are aware of these problems, the more ramifications there are for
brands. Conscious consumers, who have heightened concerns about health and food,
are laying the groundwork for change in purchase behaviours around food products.

LHEMNICBEAOEALREOBRICHTIRHMIELBR. T—RIRTLBEN Y RTFEY TICHLT
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Changing diets
BEZEOE

This intersection between sustainability, health, and food is leading to new behaviours
around diet types — with conscious decision making, reduction of meat products, and
moving toward vegetarian and vegan diets.

Our study identified a range of changing behaviours among participants, as well as the
main triggers for change, including:

88% of people have made recent changes to their diets;
33% of people are open to reducing their meat consumption;
+ 16% are trying to reduce their junk food consumption; and
+ 11% are either vegetarian, vegan, or flexitarian and removing meat from their diet.

The primary reason for these shifts was ‘health concerns’ (49%), related to general as
well as personal health. This likely links back to the data provided in annual health checks
required for all Japanese workers, as well as heightened consciousness due to the
COVID-19 pandemic.

Only a small group identified ‘social and environmental reasons’ (6%), as well as ‘animal
rights’ (6%), however these were ranked considerably higher for conscious consumers.

YRTFEVTA BR CBOEBERDPRETZIPT. BLVEERRHICEDVLRBRE. AHROHEIR. XU 4
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Reasons for diet and food decision making
BERECERICEIZRBREDER

39 a7 38
33
24 23
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Health concerns Personal health I have always eaten Concerns over
READRR Premium this way appearance
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Aversion to additives
FMYERTS

Additives have a distinct stigma with consumers, while being used extensively by food
and drink producers. “Most brands use additives and preservatives to lower the cost of
a product, it’s everything that you see after the slash mark on Japanese labels”, shares
Sonoko Toukairin from Oisix, a veteran in food product development.

Japanese consumers are concerned about artificial chemicals and products impacting
their health, with the assumption that this can cause issues regardless of whether the
chemical is harmless or not. As noted, ‘Whether products have additives or preservatives’
(32%) is the top consideration for consumers when evaluating food quality.

This leads to an overall affinity for products which are considered natural and
unprocessed, which brands need to consider when developing their products.

BR - -BEX—D—ERMYEZHALTVWETA BEEE L. RN ZBESHICE>TVET, TASHOLE
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Premium on health and eco products
HRICHTEIILITL

Brands often place a premium on products that are considered to be better for the
environment, social impact, or our health - reflecting one of the key tensions between
convenience and quality in our society.

Our study explored consumer perception around these premiums, and whether people
are willing to pay more for different categories of products, particularly in the food space:

1. Health Premium

21% of Japanese consumers indicated they are open to paying a premium for healthy
food products. This contrasts with the 46% who were unsure about this, indicating the
need for specific storytelling and product information to make informed decisions.

When paying a premium, 44% of participants shared that they would pay 10-50% more for
a food product that improves their health. These consumers aren’t exactly enthusiastic
about paying a premium, but will do it if they can see a benefit for their overall health and
wellbeing.

Unsurprisingly given the connection between health and sustainability, this willingness to
pay a health premium is significantly higher for conscious consumers (51%), with low (17%)
and negative (11%) consciousness levels prioritising price and convenience.

PR REN - AN ONIPPBRICELTENTVWREEISNZRRICLIELIE LI 7LME (818
flitg) ZRAMLET. Chid. MIERLREEZDCBUHEOATRRROFENEVIET,

FEETIE COLETLITVLZHSZHBEEOERZRAEL. BILERDBFICEVL T AMHEXFRORMAIC
HLEDZBLOMMZZINS L ELZATVEDESH ZRETLE LT

1L.EBRILITLA

BADHEHEED21%IF. BEMNBBRBICTILI7LAEZHoTHLEDLAVWLEIZLTVWEY, —A. T&k<hh
580 LT BREIBENI6%ICED +ORIBEREBLLTHI IS LT, BENAIN—U)—FUVIPRRIE
WHAMRBTHZERLTVETD,

TLITLzZISBA. 44%DAEBMEDL BRZEESEIBRICIFLI0~50%Z IS LEIBLTVE
To CNODHEBEEIR BATTILITLEXZISDOIITREYSTLEHDEFEAN BRICRIDOIEEN DD L
EZNREB<ZHIVET,

HARBHS BREF AT FEV T LOBREEZD L. BRILITLICH IRV OERIT. BEHOFTV
HEE (51%) B'ELCEL BHOBVWEESE (17%) PEENHEE (11%) &, MR AEEZEBELTV
95
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2. Eco Premium

An eco premium is an additional cost added to a product with environmental or social
benefits, such as being carbon neutral or Fairtrade.

Japanese consumers value eco premiums significantly lower than health, with just 10% of
participants open to paying a premium for a sustainable product. When paying these eco
premiums, 37% of participants shared they would pay around 10% more.

In terms of outcomes, most mainstream consumers are focusing on other definitions of
product quality. While this premium is important for the High (41%) consciousness level,
other levels drop off considerably, especially the Low (8%) level who make up the majority
of the Japanese population.

2.TIO7L =74

IOFLITLER A—RYZa—bIARTIT7 L —RAE RBEPHIICEEB LCHAICHT 3 EE &
DILTT,

HADHEEEIX. TATLIT7LAZRBEILITLALIDHDADEIEEMLTED Y XTHFINLARRAICTLS
TLELZISDTHLIWEBRLAESMEBIIDTNIONTL . £fes TATLITLEZINSIES. 37T%DRAE
BMEBHNHI0%Z<EZISCRIEZLTVWETD,

EFRDOERMELT. AZHOHEEER. HRa0RBICETAMMOERICEELTVEY, COTLITALIR. B#
DBWVWHEEICEOTREE (41%) TIM HOBBLANLEF HFICHROAODBY B e LD ZREHE
WEEIDIZAE. MEDESEAAT (8%) WET,
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Health Premium and Eco Premium
BERILIFZLEIATSLIT L

I would pay more for healthier food and beverage
BENABRICTLITLEX > THEDEL
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1
Negative Low Light Moderate High
BEN &L STk ITAT L BW

Sustainability consciousness level
YRTFFEVTAEH

I would pay more for sustainable food and beverage products
BIEPHRCERLERRICTLITLER > THEDRL
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Negative Low Light Moderate High
EEH &L 1k STATL =18

Sustainability consciousness level
YRFFEVTAEH
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Case Study: Coca-Cola Japan
T—=RREF4:aAHA-0—57

Coca-Cola are the biggest beverage company in Japan and globally, established in the
Japanese market in 1957 and since growing to the point where ‘Coca-Cola’ is one of
the most common English words in Japan.

HAFADBERKX—H—. JH - 0=, BRIH-O—F & 1957FEICBXRTRBICEH L TLURBE%
Fir.ES® TaA-0—Z1 & BATROIKHSNTVEIEBEED—DEAE>TVWET,

Social responsibility, wider impact
BEZIIUNIFCHENER

While they might not have started as a sustainability-driven brand, the scale of Coca-
Cola’s operations mean that even small changes can have a massive impact. Ryoko
Akazawa (Coca-Cola Company Japan & South Korea OU Strategy Director), led our
conversation with an emphasis that: “considering the amount of impact we have,

we have a role to play in creating a more sustainable and a better shared future.”

Social responsibility has been a priority for the organisation for decades, taking
significant steps toward a series of recycling initiatives and advances in reduction of
environmental impact through manufacturing processes and consideration for total
product lifecycles. The company recently launched products using 100% recycled
PET bottles as well as label-less packages.

These efforts do change how consumers think about brands, with our 2022 study
finding Coca-Cola as a company ranked second in the beverage category in perceived
social impact, and third in perceived environmental impact.

Everyone has a role to play in the ecosystem, and while smaller players often initiate
change, it’s often larger organisations — with the ability to reach mainstream consumers
- that shift the bar on key sustainability metrics.

BEARIA 3-SR BULND ST XTFEUTAZERLTWhITTRHDELEA LIL.EREETHS
CEHSDTHBELRTH, HEBICASBHEZEXZTURMEL’HDET, AHOAKXKBETHOR NS T
ST LIE—THBIREBRFRII. THHE A NTEDPREIVSH, SODRBVWVEHRZDELTITETE4
SNEELHDET) CRBLEL T,

B B+ EICD>THENEEZE—ICEXTED  UTAIILEFHPRETOLROHE. HRDF( 7
YAONEEANDRRBEICEITTREAELTVE T, AT, 100%VF1UILENFRy bR ZE
BLIEEHBPIRNILOBWNY r—S T LE L .

COLEBEADRER HEERISVNICHTEIRAEZEZZELSICHD. DA -0-5 3 8K - BEX—H
—DS3BHRICERBZ A VNI T2 RIRBICERBZ A VNI FTIUICULE DTSN TULET,

HHEDNT AV RATALICEVWTRIEITREIREZEB>TED MR ALENEERITLDHZVDTIH.
FERGRATFEUTAIBEBIZEZDHLSTDIEE. EROEEEICV—FTEIZ2AREREHBETHZeH
ZL\DTY,
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Focusing on health
BRERZERLCIREA

As a marketing-led organisation, Coca-Cola Japan work toward the evolving priorities of
Japanese consumers, viewing health and wellness as key areas for both customers and
their future growth as a business.

There are Coca-Cola options with zero sugar or caffeine, with the brand offering a range
of options for consumers: “We strive in offering great tasting drinks with health-oriented
functions and see the needs changing as the consumers’ lifestyle evolves either through
surroundings or by age” says Akazawa.

These trends have been especially popular in the Japanese market, where health is of
high importance for consumers, with different approaches across generations. Akazawa
shared that: “60’s and above have culturally engrained handed down knowledge around
maintaining their health, considering health through what they consume. In contrast,
younger generations have a more practical approach to health, focusing on story and
packaging.”

R=T T4V EEORRTHBAERIAN-I—JF BROHEENERT 2R VM ERZETHREE
tEE3MEAZEBLT.SHOERT—Lzedblc5LEL. BRIA-I-J BRRDI'EEREEEOMAA
PEBRBRLTW LTEZRBEH THBLESZTVWETY,

HIICBESLICEEEO. A7z ¥0. BEEOOERKIR. AROEBRERAZIMESETVEY, Ch5D
BRIEAVSHIOBRE LEZREZRTICHEL FRERIE. TMIFRIZIFEMRKREICSEN ERRTW
£,

COLIEBREADRLY FIE BRADROH G HAZBX TEETELBEAMNMTHONTVSREETIHT
BBICRBCRESNE T, 50U EDOANIZ. GHRNGAXDOEREICHLL BEPRBICRZDIT TRR#E
FICEHDBEATVET, —A. 30~40RDAIE. A=) =P A X—UZERL. FORBNBRREZROAN
TVET EHREBRIIHBLTUVWET,
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Personalised experiences
N=YFFAXENTFHR

Akazawa describes: “personalisation and customisation as the next frontier in supporting
individual needs across many sectors”, providing people with unique products designed
for their individual health status, through diagnostic information and smart devices.

This approach could help bridge the knowledge gap between generations, sharing
traditional knowledge around health with younger consumers, while providing compelling
new products and stories for the older group.

“We don’t know the answer yet, but are excited to see where it takes us”, Akazawa
shares, as they continue to change their brand, tapping into new product and service
opportunities to support Japanese customers at scale.

KRERIEE. TARDZ—ZXDYR—FIBIFZROTIOYTAT7R N=VFSAE—-2a Ve AREIAXTY]
CHBALTVET, AIRPITY—F TN RUCED —AVEDORFEREBICEDE TR TN IIHBORMERH
LESELTVWBDTY,

BEICCRNGEROWREGIZ—HT. B ICRBANGFREPIN—U—ZRHETEZICICED.
COLIEFESHEAMOMBEEZIEDZDICRIDOTLL S,

TEREZEZFHTVEEAD CORESHBIDELAICLTVET EREBERIFE>TVWE T, ELz#iiTd
TSYUR A -T-F@ FIBEREPT—EXZFRALT. Chh SLEROBERICAREL Y R—%
RMLTVLSTL& S,

cocacola.co.jp
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Japan is one of the largest consumers of plastic in the world, with complex levels

of product packaging that far exceed global norms, and mass production that has
embedded plastic use across our day-to-day lives. This is complicated by the use of
thermal recycling of plastic, where it is incinerated to generate electricity.

In the food space this is tied to assumptions that plastic packaging protects health and
safety, with plastic playing a role in the norms around how food in Japan is consumed

- from the packaged ‘oshibori’ (hot towel) that come with every meal to the multiple
plastic layers on fish and meat at the supermarket.

There are a new wave of purpose-led brands and conscious consumers pushing back on
this extreme overuse - fuelled by government regulations, media coverage, and a popular
movement to promote alternatives to plastic.

Circular innovation — particularly around product packaging — is one of the primary ways
that brands are responding to these challenges. Companies that once made products
based on customer-centric convenience are experimenting with circular approaches,
rethinking linear ideas of growth.

These circular models are deeply alighed to the expectations of the conscious consumer,
creating new definitions of quality and trust with massive opportunities for brands.

BRRGHEHABROTSAFVIHEEBE TY, JO-NIBKEZFIBINCBRIZFORAALERBEDL. KEE
BILHSTSRFYIDEANBLROEZEICHARAENTVET, TIXFVvIERMLTRETEZIF—TILUY
AN DRBICE>T COMBIFIDEHILLTVET,

BRAFTIF. TI3RFVIDEEINBREREETFTIEVSEINTISAFYIDFRICEVTODVWTWVET,
TRTDBEIHVWTLKBENYIADDELIEONS. A== =T Yy rDEPARICNISNTZAELD TSR
FYIICEZET. 7TI3AFVIEBARDRRBEDOHDAICKETBREEEZRIFLTVET,

BRORE XTAT7OME. TRFvIORBYeHETZEBICRIBLENT. N—NRTSVT1V T %
TO5EEPEBHOSVHEBEY. 75XAFvI/OFEVBEZRERLTULET,

BREA/R—2aVIFTSVRACOBREIECVSHBEICH LTERDSZ2EELRTNEDND—D2TY, hhDTlE
BAEE—OFFEEZEBRLICEREZHELTVWELEN . RFEOREELFEZ*RELERE 7 JO0—F%
HATWBDTY,

COLEBREETIVIE. BEROBVHEZOHFICKWIRAZHDTHD, mBrEBEEHFICHRELT.
BEIZAKEIBRFrREHELSLTVETD,
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Product packaging
BENyT—2 (BRER)

Packaging is one of the first touchpoints that consumers interact with when buying
a product, telling a story about the value proposition a brand is looking to convey.

Our study found that Japanese consumers have universally strong views on packaging,
with 91% of participants believing there is too much packaging on the products they buy,
90% supporting recycling schemes, and 90% seeking more refill options from stores.
This sentiment carries through into beliefs on eco-packaging, deliveries, safety, quality,
and aesthetics.

While just about everyone in Japan acknowledges the scale of the problem, there are
notable variations between the high and low engagement groups.

The high consciousness group demonstrate a progressive series of beliefs around
packaging. They are the top group for recycling and refill options (98%), most willing

to switch brands (88%), the happiest to pay more for eco-packaging (88%), believe it’'s
relatively easy to recycle (51%), and that packaging doesn’t need high levels of protection
(61%) or aesthetics (52%) to represent quality.

Ny T—2iF BEENBREBATRLEDORIIDRAYFRAVED—DTHOH. BEDONV2—-TOKRY
YavICBIBRAN—U—ZEABERTOHHDET,

MIBEDABEICELZ . BRDIFIFIRTOHEBEIE. Ny T —JICRHLTREELZZEZEZFE >TVET, 91%
DFAEBMEN. BRLENBATIHGONY T—SH BRI THZIEEITED. 90N )AL EXZHF
L.90% D EFHICEOBABROBIREBEEPTCEROTWVWSZEAHIBALELT,

ET5IC. IOV X, et B RELRCOEBEBICELTORL LI BEXADNRITRANTVLET,

BEATR. BEL2EMNYT—COBBOAITEZRAELTVETA FXTFEU T BHOBTVWIIL—TLE
WIL—TOBICIZIE>EDE LBV HDET,

BHOBVWHEEBIZ. 2RICEIZRENLEIZFR >TLET, KoIX. UB IV PHEDBIDORRKZ
ROEERLTHD (98%) . TSV FOYDBZICHERDEBEMMT (88%) . TIFRICH ITBXIVWEEPL
THEWVWEEZ (88%) \ U AUILIEHBIBELZEEZITVEY (51%) « —AH. HmOEZFEHEITZ LT,
RKEDREMEE (61%) ZBEICIIROT RIEBORT (52%) ZBEBRVELTWVET,
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Packaging beliefs by consumer consciousness level
HENVT—JICEIRYRATFEVTABHELANILNDER

There is too much packaging on most of the
products I buy

BRAEENTOZERDNZNERDS

More shops should offer refill options
FUEBLDEHBITIPI 71 )IVEDER)RED
RFEAEERBINNER

Packaging should be able to be recycled
as many times as possible

BEBFETHITAIIVTERRIICINER

There is too much packaging on the mail order
parcels that I receive

FEAEEERLCEZ—IVRPTSRAFVIRMD
N T —I%ZFBIBIENZN

I would switch brands to avoid excessive packaging
BEISEEERTBIEDITT IV REYVEZSZESS

It's important to have enough packaging
to protect the products

BmERETHLDICE TR ERRDBER

I find it difficult to recycle packaging
SEIYA7IVHELL

I would pay more for eco-friendly packaging
BEICRELLIETHNE &oEB2FHLTHVVERS

I can judge a product by the quality of its packaging
DEDETHRELWTES

Packaging should be beautiful as well as functional
Ny T =D ISRENGRIT TR EL BTN ES WL

Sustainability consciousness level
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Case Study: AEON x Dow
F—RRBFA:AFY X LY

AEON is Japan’s top retail conglomerate, with a growing presence across South East Asia.
Dow is a material science company with a portfolio of plastics, industrial intermediates,
coatings, and silicones. Together, they are unlikely allies in the mission to reduce food loss
in Japanese society, one of the most significant drivers of carbon emissions.

Although they don’t trade directly with each other, Dow resins are used in the plastic films
for packaging that AEON supermarkets use for fresh meat products. Recognising their
shared carbon commitments, they identified an opportunity to collaborate directly on this
packaging, while working to overcome consumer misconceptions around food quality.

BARDEBROXDBRICE>TEELRRZR DBEENRAIOHLHIRICHIT T ADTAHAWVWISERL—>3
VETFOTVWBDIEE A A VBRARMEREL T TI, 141t BAERZIELHEF 7S T7THILEY
2EEOHZI3EENYTISRAONZTEETHD AT TSIFyv o, TERARBEM. O—FTr>J. LT
=Y REERDFSITUTIL AT VARETT,

BEEAMDPEREGIZTIICEHDEEAN FTHDNRET S MG 1A HOEHTRORSEHA
BRETSRF VI TAINLDOMEHIEODNTVE T BEMNRAROHHEIRICEITCEVOBMDEHEHSE
THHRT. AZ—IRPOHATHNEHRZRE, T5IC. ABEMOEBICLDBASHICHE . BmDmBEICH
THHEEORBZRASBITOTLET,

Packaging challenges
7—RSZR7L2FICBZREITS

We know that the growing numbers of conscious consumers are actively looking to avoid
excess packaging, particularly the plastic packaging that comes with food.

This contrasts with supermarket environments where plastic wrapping is a health and
safety requirement, helping to keep foods fresh and extending shelf life, as well as
reducing food waste when left unsold.

When foods have a large carbon footprint — beef and lamb in particular — packaging
can be critical for minimising negative impact, including the invisible cost of energy and
materials during disposal.

BERZBATICLE EHOBVHEHER X AL TEZBHIIZMERICHDET, LML, Z—N—T—T v D
FOHBTIF. TIAFVvIRMEMIEILLFEZROLTRAERVEDTY, BARIC. BEEZRS AN SR
BEERL. ENEDICLZBEOXDHIRICH—RE>TKNET, BEIRICHITZIHA—RYITVvRTUVE
PREVBA. BICFAPSLAOHEERRE O LIF NREOD B REAFHEENRBEEEERTEET
BICAERETY.
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Shared goals
Y )a—>3ay

We spoke with AEON and Dow about their collaboration, and their shared corporate goals
for both carbon emission and food waste reduction:

1. By 2050, Dow intends to be carbon neutral (Scopes 1+2+3 plus product benefits).
2. AEON to be zero carbon by 2050, while cutting food loss by 50% in the supermarket
and retail locations by 2025.

The solution designed is a vacuum skin packaging (VSP), enabled by Dow’s products
which are already used in other countries. It works by tightly sealing meats in carefully
formulated plastic film. The combination of the film’s protection and the removal of
residual oxygen around meats, while meeting stringent health and safety regulations,
extends the life of the product by days compared to standard plastic cling wrap.

Through the reduction in food waste, combined with the need for less packaging material,
VSP provides a better protected product and improves the environmental footprint of the
whole system, by avoiding the need to overproduce meat at a cost of up to 100kg of CO2
emissions per kilogram of meat produced.

ZHOBBIODIIMIDVWT AT EAF U RICEEEZRAVELT LD BENRAROHIBCER
BEEYORIRICH LTEANBZBEEZRELTVED,

1. A 7#=2050FEF£TICH—R>Za—r3ILEERTS (Scopesl, 2,3 +B@EBLIHR)
2. 14 #=2050FFTICEOH—ARY 2025F X TICEHHISORREESEEEFT 3.
NSDBEBEERICERTZEDICULBETFENZON. CON—rF—2v T TY,

CCTEEIARTIE A VHORR BB D ITEICLIEEERFT Y /NNy I BE IVSP) TY, T TICHDETIE—
IRENICERAINTUVBVSPIZ FHEETAIILLDRENITERD TSAF VI TAILLTLOAD EEHL
BHOSHEADADICEZREEZEDHLET, FL—BRICH O IBRAE T IAFY I TAILLTESRRDAZE
ICEERTIVSPIE. BLWVERZ2EEZBIZLALN S #EFRIFHMEHERIETCNTEET, TR 2O
BMASIEZEIHICEZZHMRZRETHFEL LS,
*ABERTIEBRARYFy—TH3=ZH - AURITIAIKRASHENKELIHHSDSAEIDHE TR
E-RFTEZTOTCVWET,

VSPIIBmZRETZDIZIDEIA. BmOXRLWAMOEIRICEID. BRIV TV OHREBICHERTER
o RABADEEZLIkgGHST & RAKL00kgDCO2BEEZHIBETEBDTY, FSXAFvIBMEAETNI-ER
NEFEETNZ . BREYLEBICEONZIRILF—PEMD. COBZIBREHORFEMNIZILHTN TR
BHOERHA
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The consumer perspective
HEEOHRS

The counterintuitive story of climate-positive plastic packaging is one challenge to over-
come, but in Japan there is also a unique misconception among mainstream consumers
that needs to be considered.

Japanese consumers have become accustomed to the bright red colour of meat when
its surface is oxidised by the air inside a cling film wrapped polystyrene tray. They
perceive this as a sign of freshness with a longer shelf life, where in reality the natural
color of meat is generally darker, with VSP preserving this fresher, safer state longer.

Understanding and overcoming this perception among consumers has become a key
area of collaboration in the partnership, with Dow collecting research data from their

early trials, and AEON rolling out communications to share accurate information about
VSP alongside their meat products.

Looking up and down the value chain

AEON and Dow operate at opposite ends of the life cycle, one in production, and the other
directly with the customer, but have discovered new benefits by aligning around common
goals. This cause and effect is connected in both directions, with collaboration across

all touchpoints enabling new innovations and education, allowing them to meet their
sustainability commitments.

TI32AF v/ RBRMOEANTEZHNRICHEZLEVTH. Z<ORERDOHEEICIXERNICHEU DDA
WESTY, &fcs BAMTFD THBEHEV A COBEMRAXOHIBBEZEDZRICE S - ffifEd BED #HH
BERZRIFANDISKEETVWET, RUTFLYEIN —BRICTSIAFvIT0ILLZRETIREIN KRS
RIE HOERUCKI > TERILL . PO BHREBICHEDET, 207D BADHEES. REZENEEDIETH
D FRVRIZERARNRVEBVRAATVEY, LA L. ROBAREIZ. RIZLIDBLWRETY, BEEIFXY
NyIBERIZ. BEmOBELR2ZIDRBBAICHIEDERL>TINET,

HEBEOPICFEEITZEMMEICETIRIRHAZERL. ThERMORCI IR ZHBEON— b F—2 v
DHI—DDREIRT—ILBDELTc AVHIERVNOHEBEREN SHERET — 22 INEL. 171
BEEXF Ny BERMOFREEEZRD AL S, HEEICERAGBFRERE T DO ECHEZRBH
LTWET,

EEHDSHEHETLTEELDANZNVa—F—VIE ZD MDRHADIICEZRAITZ T BIE - H &
DRAICHBRBICHOBRODZEY, —HRIEEE. —HFIIEEENEERTZTS. Na—F -V O@IKICA
BY52mATYN HBOBRICAN > TRy I ZHlAH SETICRVWRODATIAIRL—2a Y LEMN5 . FR
THEUTADRNZERETILODA/RN—2 30 PEREHZBEL T, BRIABZEAHLTVSTLEL S,

*In Japan, a joint venture, Dow Mitsui Polychemical Co., Ltd., manufactures and markets under the license from Dow.
BATR BERYFY—THZI=ZH - FAVRIVTIAGRERDIKEZ VNSO 1V ADHETRIE - RFTEZTO>TVET,

aeonretail.jp
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Food waste
BROX

Food waste is another significant concern in Japan, a consequence of the customer-
centric convenience store and supermarket culture that dominates the food space.
Japan wastes over 25 million tons of food per year, out of which 6 million was still edible,
the highest food waste per capita in the Asia-Pacific region (MOE, 2021).

This is a large financial and operational burden for both local and national levels of

the Japanese government, with annual burning and landfill costs of over 2 trillion yen
(Kajimoto, 2021). This also leads to soil degradation, with high chemical-input based
systems adding to challenges around carbon. As a result there is significant regulatory
pressure to reduce this waste.

This is also a concern for consumers, with 65% of participants in our study agreeing
that food waste is a problem for Japanese society. Japan’s strict food regulations mean
we have the shortest shelf lives in the world, with risk-averse retail stores fearful of
consumer complaints.

BXRICEITZEHS—DOARETHRRETHIEMORR. BOERICEER TS BEFRLEHZOIVEZIVR

ARTER=N= =Ty bXEDBI5 LIRBIEY TY, BRR TS 7AFEMFT—ALELDOERERE

ENRDLEEB250A M U EOBREREZELTVETH. EDS55600H U IRERBANSNEZDHDOTY
(MOE, 2021) ,

BRORE HABBELRILTHELARNIILTH, BB EELOARIHEREAS>TED EFEO KA BT H
AIF2AZBIATVWET, BmOXIETEDOLLICHDOAND, BEEZRERATIEESITLN. ZB1bix
RBFHEHRICAIT-REZISICEAELRDDICLTVWET, 207 BmOXDHIRICAIF o RS HRFIE
DM >TWET,

HEEDRUVELEFE THED. AIBOHAETIEZ. 65%DRFEBMENERORZAROHIHMETH B L
EELTVEY, BRRERICHIZRFHIEL BHEEDSOIL —LEZRNZNTREN VR Z2E#BET S
HELH-oT HANICRTHERIBENELO TERESNATVET,
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This dichotomy between retail stores and consumers is a clear opportunity for food
brands.

With mounting pressure from both the government and consumers seeking change in
mitigating food loss, companies like Oisix have been coming up with creative solutions
to tackle the problem, leveraging circular thinking to reuse and upcycle waste.

Leaning into this socio-environmental problem of food waste, and going through the
process of rebranding and upcycling these items, provides an opening for brands
to address their impact on the planet, while responding to consumers seeking
sustainability-driven products.

With the likelihood of continued volatility in our climate and geopolitics, looking for
unexpected opportunities in our food systems is one way brands can continue to grow,
building their resilience.

INFRIECEBEORICHZCODHIF. ERICEBRERLICE>THSHAFEEELSLTVET,

BRCHEEORAHDSERORDBDMICEILEZRDZIENHEEZH. APV IRBEDRERF EEYD
BHALT7YTHAULNZGF5RRERBEZRELT. COBBICRDBETLODRENBRY ) 1—2avEib
HLTWEY,

HERRHETHIEROXICEOERS . RREEZESNTILREEBI SV TAVILTYIHAILTS
CLid. EERIMMIRICERZBOFEICMDBEHI  FXATFTEU T 2ERLICERZROZHEEEDEICHZD
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Case Study: Oisix
T—RRATA: AL IR

Oisix ra Daichi are a Japanese online supermarket and meal kit company formed in 2017
as a merger between Oisix and Daichi wo Mamoru Kai. They’ve been working to disrupt
current notions of waste through a series of experimental product lines developed over
the past year as part of their Green Project initiative.

Primarily an online subscription company with their website as the primary sales channel,
they’ve recently complemented this through a retail collaboration with CHOOSEBASE
SHIBUYA, a store that curates products focused on social and environmental impact.

As Oisix’s product development capability grows, they’re aiming to build new partnerships
with food producers and retail spaces, working with up to 100 additional companies in the
coming year.

Oisix* 5 « K#l&, 2017FIC0isixt Kt ZFHIRNEHLTHELIL. AV IV X-—N—CZ-LF V%
EMIZHADERETY, /)70 bO—RELTERIEBICHELLNAOYFEREZBL T,
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BEX3A VNI ZERLIERERD £32%> 3y TCHOOSEBASE SHIBUYA (Fa—XRN—X7Y) j &
DAZRICED REF v RILEILALTUVET,

. HEAENOEEDLLDIC. BRA—A—RNREEDOFIBN—F— v TOBEZEELTED.
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Green Project: Upcycle by Oisix
JV=7ASz I TYTHAIIL N FAL IR

In response to growing environmental problems, the Green Project department was an
initiative launched in 2021 to accelerate creative solutions in the food space. We inter-
viewed Sonoko Toukairin, Green Project Lead, who has over two decades of experience
in food product development.

The first challenge Green Project decided to tackle was waste from food production
companies. When making products like frozen broccoli or eggplant, one of the biggest
byproducts of the process is the stalk or calyx. Upcycle by OQisix has identified ways to
reprocess these leftovers by freeze drying and seasoning them to become a healthy
shack.

REBMAEOZRZMEERF. 2021FICRELLIU—>T7OP I MEYF—LIZ. BOBERICEIT30UIA
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By taking a product that would usually be seen as waste, and telling a positive
sustainability and nutrition story around it, Upcycle by Oisix pushes consumers to make
a mental connection between food systems and health: “We start with food as the most
enjoyable thing, and this enjoyment leads to health.”

Upcycle by Qisixld. EBARSEEINIHREFEV. Y XTFEV T L RBICETRI RS T TRAL—1) —
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Fuzoroi Radish and Radish Boya
AEBVRadishebTwoLwiEF—»

Oisix ra Daichi have created another initiative called Fuzoroi Radish, sold by Radish Boya
- with ‘fuzoroi’ meaning irregular or ragged — a concept similar to that of ugly vegetables.

Carrots with extra limbs, bruised apples, or just about anything that falls outside the
conventional retail standards of supermarkets is considered fuzoroi. Depending on the
vegetable, anywhere from 20-40% of those grown are considered not to standard and
disposed of (Independent, 2019).

Fuzoroi Radish aims to rebrand this image of non-standard vegetables or fruit, changing
Japanese consumer perceptions of what food quality means. They don’t charge less for
deformities, instead using storytelling to highlight the challenges around these beliefs,
winning over more customers by starting a conversation.

When we asked why 0Oisix and Radish Boya customers consistently return to purchase
sustainable products, Toukairin shared that: “There are a lot of people in Japan who are
really interested in cooking, not just people as a high skill level. Many of our customers
can’t cook, but want to learn or challenge themselves in some way, which means our
suggestions and products provide effective support.”

TAZERW id XIEBOZ Do B DOV Y IR RRDEFHTIZIZLHINZIBEBADOHTRTY, HX
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Building on consumer passion
HEEORWICKRZS

Oisix see their success as building on rising Japanese consumer passion and interest
around cooking and knowing where their food comes from. Through their products
customers get to learn and contribute to reducing the problem of food loss, while
supporting the livelihoods of the small scale organic farmers. This is aligned to the
‘mottainai’ spirit in Japanese culture, rather than necessarily being seen as sustainable.

By rebranding products that were previously defined as waste, Oisix and Radish Boya
have triggered meaningful conversations with their customers, using sustainable
storytelling as the entry point for rapid growth in their business model.
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Case Study: The Ethical Spirits & Co
J—RRARTA: IAIL-ZED Y

The Ethical Spirits & Co. was established in Tokyo by Yuya Yamamoto in 2020. The brand
aims to highlight agricultural byproducts and other overlooked ingredients to produce
craft gin. In the two short years since its launch, it has already gained international
acclaim at both the World Gin Awards and the International Wine & Spirits Competition.
Some of the unique sources their aromas have come from, in separate spirits:

1. Cacao nibs: outer shell of cacao beans;
2.Coffee grounds: left over grinds after making coffee; and
3.Thinned-out Sudachi: a variety of citrus found in the Shikoku area.
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Rethinking waste
TBEZEY)) DEREM

This model of using byproducts from sake production, as well as usable ‘waste’ with
a unique aroma, makes their spirits part of a new, sustainable business movement tied
to regenerative thinking.

Yamamoto identified that people who were interested in craft coffee were also interested
in craft gin, and while gin isn’'t consumed daily, coffee is. By experimenting with high
usage products like coffee, Ethical Spirits are able to start new conversations with
consumers about what they could do with byproducts like coffee grounds — educating
and increasing consciousness around food waste and consumption ethics.

There are also people who don’t consume alcohol, so a goal of this new endeavour is
diversifying their product offering while maintaining and strengthening their value add
to society.

Yamamoto shared that: “A spirit like gin can last for about 5 to 10 years, decreasing the
risk of loss as there is no expiration date. Spirit making helps extract two key values from
food products. The first being an increased shelf life of the product, and as an extension
of that the value of the product itself. If you think about it, if you use something that was
going to be disposed, you get 10 times the value out of the same product. When this is
multiplied by 1,000, the amount of waste saved is also multiplied by 1,000.”
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Business implications
ESRANDEE

Yamamoto believes that the way that current food systems are designed is too catered
toward convenience for consumers, without thinking about the implications for
businesses.

For a small scale ‘sakakura’ (sake brewery) it doesn’t make sense to invest in a waste
reduction system that would cost them more than disposing of the waste. According
to Yamamoto: “Around 70-80% of sake byproduct goes to waste. Most of the large scale
brewers send a considerable amount of sakekasu to the supermarket. However, most
of the smaller scale brewers cannot keep up the maintenance and distribution of the
byproduct making it easier to throw them out. That is where we come in to help these
smaller sakaguras.”

A company like Ethical Spirits allows for the support of these small businesses in Japan,
eliminating waste without the cost implications.
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Impactful storytelling
TN NDBHBIEEI—) —

Ethical Spirits’ Futaba Gin is a prime example of how they bring together impactful
storytelling with waste alleviation.

This gin was produced in collaboration with chef Jo Takasaki, whose restaurant was
destroyed by the 3/11 Tohoku earthquake. Using tomatoes and marigold found in Futaba
town in Fukushima prefecture, this gin was produced to support local regeneration, and
is sold exclusively at Ethical Spirit’s shops and at Takasaki’s restaurant JOES’'SMANZ2 in
Tokyo. An exclusive version of this gin was also developed for sale in Fukushima only.

This collaboration allows for the community surrounding JOES’SMAN2 to hear the stories
about the development of the product, while inspiring customers to visit Fukushima and
contribute to rebuilding the local economy.
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Connecting with community
AZaz=T4eD2BEHD

The sustainability challenge for many brands is around how to connect with community,
rather than just consumers — something that Ethical Spirits achieved by starting with

a common network of gin lovers, tying their passion to a more holistic understanding of
food and health.

By making connections between common products like coffee and their communities,
Ethical Spirits have sought to rewrite existing narratives, seeking to move beyond the
‘craft gin’ label, to ultimately become a standard bearer for their industry.
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5.Brand
perception

TSR

There are a set of brands who have successfully focused on purpose and enacted
meaningful strategies, enabling them to be ahead of the game when it comes to
sustainability. One aspect our study set out to understand is whether this has

had an impact on consumer perception of these brands, and what triggers their
perceptions around social and environmental impact.

We considered a selection of 34 brands related to food, both Japanese and global,
from small to large businesses.
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Key relationships
TELER

A critical finding is that the more engaged people are with a brand — with a deep level

of trust and connection - the more likely they are to perceive that brand as being
sustainable, especially in terms of social impact. This would appear to favour larger
businesses with extensive marketing budgets such as Suntory, Coca-Cola, or McDonalds,
who can shift engagement metrics through storytelling and investment.

We also see a relationship between between perceived social and environmental
impact — the more a brand is seen to be doing for society, the more positive outcomes
are assumed for the environment. Essentially, consumer recognition of business socio-
economic contributions are acting as a halo effect.

This is why there are also notable cases of smaller purpose-led brands and businesses
being recognised for their commitment to social and environmental impact, such as
People Tree and Patagonia Provisions, demonstrating that scale isn’t the only way forward.

Whether large or small, brands looking to lead in sustainability need to focus on both
social and environmental issues.
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Consciousness and agency
YRFFEUFADERLUEEER

Consumers with a high degree of agency and sustainability consciousness tend to rate
brands higher in terms of environmental impact. This correlates with this group seeking
out more information on sustainability actions and initiatives — highlighting the need for
brands to take meaningful action in this space, especially as these consumers are less
susceptible to assumptions about business having a positive societal impact.

Generation Z (born 1997-2007) have the lowest overall sustainability consciousness
score, while rating brands highest in terms of both social and environmental impact.

As a mainstream audience seeking out less information on sustainability, this group

are viewing companies with a less critical eye, and are likely more susceptible to
sustainability related messaging. Brands are using this to their advantage with
greenwashing, but this will backfire as a long term strategy as this group slowly increases
their economic and social agency.

Significantly, our study also identified that consumers across groups are drawing a clear
connection between product quality — one of the critical measurements for purchase
behaviour — and social and environmental impact. Focusing on product quality is an entry
point into the sustainability space, and this opportunity will grow as more people adopt
the behaviours being modelled by conscious consumers.
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Cross-category brand perception
$REBXLITSVERM

In terms of cross-category trends, it’s the food and convenience store brands who lean
slightly toward higher environmental impact perception among Japanese consumers,
while beverage brands score higher on social impact.

Chocolate brands have relatively weaker sustainability perception, and department
stores come in lowest - suggesting both these categories have significant room for
improvement.

Overall, it’s important for brands to consider their category context, as there is likely
to be industry specific goals to focus on to improve their perception among Japanese
consumers.

In these cases, collaboration with competitors is a good way forward, as demonstrated
by the Cocoa Coalition, which includes Ferrero, Hershey, Mars Wrigley, Mondeléz
International, Nestle, and Tony’s Chocolonely, as well as NGOs, certification bodies and
multistakeholder organisations.

For global brands, another problem is ensuring storytelling is relevant and meaningful
for consumers in Japan. Brands may be taking action internationally that is less relevant
for Japanese audiences - often with a focus on American or European social and
environmental challenges and priorities — impacting their overall scores.

This is a consistent challenge for companies with both global and Japanese divisions,
with organisations believing they can simply localise their global sustainability strategies
and communications, rather than focusing on what actually matters for Japan.
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Perceived social and environmental impact
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Food category perception
BRERICNTERA

Sustainable agriculture, supply chain management, and traceability all raise their heads
as issues for companies in the food category, with brands addressing these challenges in
various ways according to their size and location.

In many ways, smaller, more nimble brands have the advantage in pioneering sustainable
practices, while larger multinational counterparts have the economic clout to drive
mainstream change.

People Tree, the leader in our study, excels in both social and environmental sustainability
perception. It is seen as treating people well, as the name suggests, and as a transparent
organisation. Uniquely within the food category, People Tree is also an ethical fashion
business and gains credibility through its fair trade apparel products.

Industry giants Meiji, Ajinomoto, Nissin are rated higher for overall trust, quality, and
reputation — yet environmental and social impact is not coming through clearly for
domestic players, with international brands perceived as more active in these areas.

As indicated previously, provenance is linked to product quality and in turn sustainability
- this presents an opportunity for local players to highlight Japanese origins, and for
international players to invest in local supply chains and partnerships.
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Convenience store category perception
AVEZIVRAARTERICHTEERA

The three biggest convenience store brands in Japan have a similar profile, with Seven
Eleven generally in the lead, followed by Lawson and Family Mart.

Quality and trust are both rated highly, with transparency and openness as key areas
for improvement. Social and environmental impact perception is not yet a defining
characteristic for these brands, which is to be expected given their role in driving the
convenience culture in Japan.

They are making investments in sustainability, even if consumer awareness of these
efforts is low, suggesting there may be a higher bar for convenience store brands to
reach, due to a lower starting position.

Seven & I Holdings have launched “Green Challenge 2050”, which encourages consumer
action like buying ugly vegetables and regularly checking household stocks to avoid waste
(Tanaka, 2021). This includes initiatives to influence more sustainable decision making
which could appeal to low consciousness consumers, such as ‘nanaco points’ for items
nearing their expiry date.

Lawson has its own program, the similarly named “Blue Challenge 2050!”, focusing on
reduction of CO2 emissions, food loss, and plastic waste (Lawson, 2021).

There is clearly a need for these brands to do more if they are to increase perception
among consumers and move beyond surface level sustainability commitments. Their
reach means there is a significant opportunity here, but it may mean a fundamental shift
in their sustainability strategies and overall business models.
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Chocolate category perception
FadlL—hERICH TR

Chocolate, like coffee, uses up large areas of land for a relative small volume of product,
with the growth in global demand threatening tropical forests, which are key carbon sinks
and biodiversity reserves.

In terms of social impact, there is also the substantial issue of child labour within supply
chains, with as many as 2.1 million children working in the cocoa industry in West Africa
alone (Fountain and Huetz-Adams, 2020). Most consumers appear unaware of these
issues, thinking about chocolate as a problem only when it comes to sugar and calorie
intake, a perception that needs to change.

Lindt leads in trust perception for chocolate brands, with Godiva following, and Nestlé
and Cadbury trailing behind. Social and environmental impact is low across the category,
with taste and premium positioning being the key drivers for these brands.

An opportunity for chocolate brands in the premium space is to position socially
sustainable and environmentally friendly cocoa as the new standard for quality, using
accreditations as milestones in their journey toward credible sustainability outcomes.
Ethical disruptors like Tony’s Chocolonely are making progress in this space, making it
an imperative for larger brands to act before additional purpose-led businesses enter
the market.
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Retail category perception
INEERICHR T B3R

The Japanese food system is currently dominated by large scale physical retail brands
that cater to the low consciousness mainstream. These retailers sit toward the end of the
life cycle, and are responsible for many of the systemic challenges, while playing a direct
role in influencing consumers.

Creating the expectation to have shelves filled with the same product every day of the
year is fundamentally unsustainable, and puts tremendous strain on the systems that
have to deliver on this demand.

Only a small number of sustainably-led retail stores are focused on the niche market of
conscious consumers, leaving many moderate and light consumers without practical
options for increasing their sustainable impact. Supermarket adoption of aisles or islands
dedicated to organic or Fairtrade is a step in the right direction, but still a small action
when it comes to engaging and empowering these consumers.

Of the retail brands we surveyed, MUJI emerged as the leader — with high perception on
social impact as well as quality and value for money. This hurdle is somewhat lower for
them, given their low overall volume of food sales.

AEON has relatively stronger environmental associations, likely due to its partnership with
European organic store Bio ¢’ Bon or corporate social responsibility work through the
AEON Environmental Foundation.
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For retail brands, sustainability perception can be won by rethinking core brand values
and product qualities, or through partnerships with leading sustainable brands. The
second pathway may deliver more immediate outcomes for slow-moving businesses,
although this form of collaboration also carries the risk of being too small, and should be
combined with strategic efforts to position their organisation for meaningful long-term
change.

Their massive scale means that retailers who do successfully reposition their brands in
this way can have a positive ripple effect throughout our food systems.
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Beverage category perception
BEHE R ICH T 555

Coffee, tea, beer, and wine are products that are rooted in agricultural practices, all
resulting in significant ecological footprints across our food systems.

Product packaging is a critical area, with innovations of convenience such as PET
bottles turning out to have an incredibly negative impact on our environment, coming
to symbolise mainstream perceptions of unsustainable practices.

Water management is a key issue for these beverage companies, with Suntory
addressing this head on with their brand promise Mizu to Ikiru (‘Living with Water”),
elaborating on their mission, ‘To create harmony with people and nature.’

As a result, Suntory leads the beverage category in terms of sustainability perception,
both environmental and social, which are coupled with high perceptions of product
quality — with their strategy and investments in these areas paying off in the eyes of
the consumer.

Coca-Cola, Kirin, Asahi follow a similar profile, although transparency is an area of
improvement for all beverage brands.
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Brand outcomes
TSURRIE

It is an imperative for brands to improve their consumer perception levels around
environmental and social impact — with the rise of the conscious consumer
foreshadowing a future mainstream where all consumers draw a correlation between
trust, quality, and action on sustainability.

We have already seen this in how Japanese consumers perceive product packaging, and
it will expand to all brands and industries.

While certain categories are already displaying leadership in these areas, purpose-led
outliers like People Tree show that even smaller brands can build trust and traction with
customers through their sustainability strategies.

With purpose-led brands the consumer is aware of higher purpose for the organisation
- such as a social or environmental context — that the brand promises to positively
impact as part of their business. These brands have been around for a long time across
categories, usually as smaller alternatives rather than the mainstream.

When a consumer chooses a purpose-led brand they are making conscious decisions
around not only what the brand will do for them, but for their communities and society,
creating systemic change for the benefit of all.

An increasing number of companies are putting a sustainable purpose at the heart of
their brand promise, particularly newer, challenger brands. Certifications like B Corp are
a key way they demonstrate this, although this is still an emerging practice in Japan.
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It isn’t certain that these purpose-led brands will own the future, or dominate over
incumbent brands that rectify the negative effects they have had on our systems.

This harm reduction approach is a more realistic pathway for large incumbents, whose
businesses cause most of the damage today, although their scale also means they have
the most opportunity for change.

In reality both purpose-led and incumbent brands have an imperative to act, with
strategies that respond to sustainable goals relevant to their category — delivered as real
outcomes and better futures for their customers, employees, and communities.
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Case Study: Patagonia Provisions
T—RRAT4: NE2Id=7-FOEZ3 VX

Founded in 1973 by avid climber and surfer Yvon Chouinard, the outdoor brand
Patagonia has developed a reputation as a global pioneer of sustainable practices and
environmental activism. Patagonia Japan was established in 1988, and now operates 22
stores in the country.

Patagonia achieved certification as a B Corp in 2012. In that same year, the company
launched Patagonia Provisions, a new food and beverage initiative dedicated to fixing
broken global food systems, while helping define a new agricultural accreditation:
Regenerative Organic Certified (ROC).

As Chouinard describes, on the surface, the inclusion of food within Patagonia’s product
scope may seem puzzling, but if Patagonia is to truly embody its mission statement -
‘We’re in business to save our home planet’ — then a revolution in agriculture and eating
habits is required.

Four years after its United States debut, Patagonia Provisions was launched in Japan.
We spoke to Katsuhiro Kondo, Director of Patagonia Provisions Japan, to learn more about
their aims, opportunities in Japan, and potential shifts ahead in consumer lifestyles.
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Regenerative agriculture
BEYBREE

Patagonia product labels can seem like an alphabet soup of sustainability accreditations,
including: B Corp, ROC, Fairtrade Certified, Responsible Wool Standard (RWS), and Forest
Stewardship Council (FSC). With Patagonia’s efforts to advance regenerative agriculture
worldwide, the ROC designation plays an important role for the organisation.

As defined by the Ellen MacArthur Foundation, regenerative agriculture represents “a
broad set of food production methods with two clear and complementary outcomes:
the production of high quality food and the improvement of the surrounding natural
ecosystem.” (Ellen MacArthur Foundation, 2019).

This practice emphasises a net-positive output in which food production gives back more
to the ecosystem than it takes from it. The dominant agricultural model relies heavily on
energy intensive chemical inputs for fertility and pest control in mono-cropping systems,
with damaging consequences. In contrast, regenerative agricultural practices elevate the
health of the ecosystem as a whole by prioritising the system’s improvement over time.

In spring 2020, Patagonia launched a ROC pilot program for cotton used in its apparel
and for the Chile Mango snacks under the Provisions label. ROC certification exceeds
traditional organic certification in its inclusion of three complementary pillars: soil health,
animal welfare, and social fairness.
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While Patagonia Provisions has already acted to invest in a clean and ethical production
system with all products receiving non-GMO and/or organic certification, they have plans
to work with farmers to increase ROC certification across more of their product line. This,
according to Kondo, is where Provisions can leverage the biggest change in the food
industry and lead the way to a healthier, more holistic food system.
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Japanese values, Japanese products
BEAOMHESR. BADHG

While Provisions has a clear mission, to succeed in Japan, Kondo identified they need to
find ways to localise, ensuring that they are ‘rooted in Japanese values, and Japanese
products’. With sustainability only starting to reach mainstream consciousness in Japan,
this next stage of regenerative practices are still new concepts, ready to be introduced.

To Kondo, Japanese food culture has plenty of opportunities for Provisions to tap into,
such as 7EEDXE, which can be shared globally to promote healthier food systems.

In this sense, Provisions can explore not only new product development, but embark on
a modern ‘redevelopment or rediscovery’ of traditional Japanese food practices. One
example is in their venture into Japanese sake.

Terada Honke Gonin Musume Sake is made by 24th-generation brewer Masaru Terada and
the Terada Honke brewery in Chiba prefecture.

Featured on the Patagonia website, Terada focuses on “guaranteeing the health of all the
organisms that contribute to the making of sake, from microorganisms that thrive in the
rice paddies because of restorative farming practices, to the koji and yeast that catalyze
fermentation, to the workers who stir the liquid while singing the same joyous motosuri
songs that were sung centuries ago.”

Provisions plays an active role in supporting and celebrating the heritage and craft of
sake brewing practices, leading to a shared outcome.

With Terada Honke’s sake used as the first experiment of a domestically-sourced product
in the Provisions lineup, Kondo shared that the company plans on developing more
products with local producers in the years to come.
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Building community through storytelling
Ab=U—=FVYJZBLIOI 2T DEFE

Kondo sees our current culture as one in which consumers often make their purchase
decisions based on a product’s outward appearance and price, and not on its
background and story. The story tends to be ‘hidden behind a curtain’ and away from
sight, and this is the case for not just the food industry, but fashion as well.

For Provisions and the Patagonia brand as a whole, Kondo emphasises that they have
a role to play in provoking change in the way people think and act through the products
they sell and how they sell them.

The key to this is through storytelling that invites interest in their brand’s vision, with the
goal of not only increasing sales, but to build a community around shared values. This is
evident in not only their curation of stories about their product partners and supply chain
(such as with Terada Honke above), but of activism outside of product sales.

One example of Patagonia community building and activism is the ‘Vote Our Planet’
campaign. Launched in 2016 ahead of the United States election, Vote Our Planet is a
non-partisan campaign that urges voters to support candidates that protect air, water,
and soil on our shared planet.

In 2021, the campaign launched in Japan to encourage voters in advance of Japanese
elections. With 114 companies signing on to support the initiative, the hashtag ‘#ith &k
DI=HICK’ELLS (‘chikyuu no tame ni touhyou shiyou’)’ is still in use by environmental
organisations and activists today.
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Patagonia has also committed to sourcing renewable energy for 100% of their globally
owned and operated locations by the end of 2025. In Japan, where flat landscapes
suitable for solar panel installation are not as readily available, solar sharing (the
installation of panels over croplands) has become one way for the company to reach
its goals in unison with local communities.

Kondo shares that there has been more than one instance in which, after Patagonia
Japan began the switch to renewable electricity providers, vendors and other associated
companies were also influenced to make the switch. Patagonia’s culture and values
attract partnerships of a similar vein, creating a ‘ripple effect’ of change in the business
community as a whole.
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Conclusion
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Report outcomes
$IU—

Acting on sustainability is an imperative for all brands, enabling them to catch the wave of
massive transitions from linear growth to circular models in our societies.

The brands in Japan that succeed in these transitions will be the ones who align to
principles like ‘sanpo-yoshi’, creating shared value between business, customers, and
society. We also emphasise the critical role that employees will play, as they’re the ones
who will deliver organisational change.

The opportunity for shared value creation is huge.

We believe brands have a substantial role to play in these sustainability transitions.
They’re able to move at a rapid pace, have a close relationship to consumers and culture,
and play a critical role in the Japanese economy.

To do this effectively, brands need to understand the emergence of the conscious
consumer in Japan, rethinking their value propositions so they can act on these new
consumer behaviours and opportunities for engagement.

Brands must develop a deep synergy with consumers — moving from a basic idea
of customer-centricity, to meeting customer needs and their growing social and
environmental expectations.
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For brands, this starts with a cohesive sustainability strategy encompassing social and
environmental impact, placing consumers and employees at the core, then expanding to
the broader systems that the business operates within. This is how to identify and define
the new value propositions that will drive future growth.

There are already organisations working hard toward these transitions, but the overall
lack of progress means that without a new wave of sustainable innovation we are at risk
of a slow decline in Japan, while being a drag on global momentum.

The risk of not acting is just as big as the opportunity.

Sustainability tipping points will come to all brand categories - it’s just about when.

A massive transition of Japanese society is under way, and while the number of highly
conscious consumers is still small, the pace will accelerate quickly once the tipping
point hits.

Brands that emerge as leaders will be the ones who successfully redesign their business
models, finding a distinct approach to delivering shared value between their business,
customers, and society. These underlying innovations will be unique to each individual
brand and category.

The ones that are able to innovate will be in a strong, defensible, strategic position
- while also transforming into a sustainable brand making a positive social and
environmental impact. This is a win for everyone.
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Actions for shared value creation
HEGEOAEICAIFETISaY

The purpose of this study is to give brands a starting point on sustainability — providing
critical insights into Japanese consumer behaviours, kickstarting new conversations,
and the spark for good strategies.

We’'ve already been working with lifestyle, food, technology, and financial services brands
to deliver sustainability strategies for their organisations. Together with the insights in this
report, this draws us to a series of actions for brands looking to make progress toward
the massive transitions taking place. These are principles that will drive your transition,
and imperatives for brands across categories, from new startups to large incumbents:

Engage highly valued conscious consumers
Identify category tipping points

Co-design new business models

Prioritise employee experience

Take action on gender equality

Make purpose part of your brand

Empower people with positive storytelling
Enable trust through transparency

Invest in local partnerships

10. Circular product and packaging innovation
11. Leverage connections between sustainability and health
12. Demonstrate environmental leadership

13. Systems thinking for regenerative futures
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1. Engage highly valued conscious consumers
Y7 FEV T BHOBTVWHEE L DBRIBE

Japan’s sustainability conscious are active, informed, and thoughtfully engaged people,
who build deep relationships with the brands they care about across categories. They
are engaged, not activists. This makes them highly valued and influential customers, who
view sustainability as a fundamental differentiator for brands.

Engaging this group is good business strategy, opening up new opportunities while
incentivising sustainable options for the mainstream. By only focusing on the low
consciousness mainstream, brands will miss underlying shifts in sustainability literacy
and agency.
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2. Identify category tipping points
¥ROEGBAZRIBED D

Sustainability tipping points will come to all brand categories, and it’s critical to catch
these waves before the change hits. Food is ahead of the game, and other categories are
coming.

Identifying peaks is one way to catch these waves, and the unmet consumer need at
the moderate level is the best current opportunity for brands to engage. This sweet spot
is the most likely place to achieve return on investment and growth around sustainable
value propositions, especially as it moves toward larger population groups.
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3. Co-design new business models
FLOWESRZIETILOHEA

Businesses need to lead in driving sustainable transitions in Japan, co-designing new
value propositions with their consumers, employees, and communities.

Engaging with a broad group of stakeholders enables shared value creation -
substantially increasing the chance of a return on investment for any sustainability
initiatives. It’s also more likely to lead to positive feedback loops, with conscious
consumers sharing the brand with their peers and using it as a representation of their
values.

This puts pressure on companies to rethink their overall business around sustainable
principles, which is a slower process, but less of a risk than failing to innovate toward
consumer needs.

PEFHEE HEB. AZ2- T CBICHLWMEEZREL. BRICE IR RTF I aBTeE%EL
TIISHENBDET,

COLABEVWRT—IRILE—tBh3IIckD HEMBEORAENTREICAD. YT FEY T DRIEH
ICNI2BEANMRDARBICEEZATREDHDET, £o. BHOBVWHEENPEOMEREZHECHSE
L. B50lERZRREIZOOLLTHAITZILVSHFBRREIEENZTREERBDET,

PERB VXTIV BRAICEICEELADRELZESNTVEY, CS5LERELIE. BEAD NSO
TATEHZDOD BEEZ—XICAIFIA/R=232Z2RBEDIBVRIDBDBEVEVZET,

4. Prioritise employee experience
REBKRDEL

Employees will play a critical role in all sustainability transitions, as they’re the ones who
will deliver organisational change. Engaging employees around social and environmental
impact areas is a strategic way to increase retention and reduce costs, while increasing
alignment to the brand.

All organisations must also align to the new future of work, or risk losing talent to global
companies pushing progressive standards. Hybrid work policies open up opportunities
for growth, with inclusivity and contributions from: working parents, elderly workers, and
remote teams across time zones.
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5. Take action on gender equality
SIVA-FFILAFTTI Iy

Gender equality is an imperative for all businesses to act upon in their sustainability
strategies for Japan - ensuring their female and gender-diverse employees and
customers are able to play meaningful roles and increase their social agency, enabling
organisational resilience and growth.

This is a crucial part of governance and policy for any organisation, from equal
representation at every level of the company, to increased salary transparency and
closing the gender pay gap of 22.5%, to ensuring shared responsibility of invisible work like
raising kids. All leaders in Japanese organisations are directly responsible for delivering
this change, remediating past failures that are holding Japan back both socially and
economically.
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6. Make purpose part of your brand
TSYRNR—INADIEE

Many businesses in Japan are making investments in sustainability — but there is a critical
need to think beyond ESG and carbon reporting, returning to principles around delivering
impact for customers and communities.

An increasing number of businesses are putting social and environmental impact at the
heart of their brand purpose, using certifications like B Corp to demonstrate this. This
isn’t the path for all brands, but by articulating an organisational purpose, with coherent
actions and goals, any business can build relationships with conscious consumers.

This can also create strategic pressure to speed up industry transitions, as Tesla have
done in the mobility space, providing a long-term competitive advantage.
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7. Empower people with positive storytelling
ROTFATBRAM—U—TARZHT TS

The insight that brands are trusted sources for information on sustainability is a positive
sign for the investments businesses are making. Conscious consumers are open to
hearing storytelling about sustainable products, and are likely to be highly engaged with
this content.

For brands this means framing their sustainability propositions in a way that enables
positive impact, giving optimistic and empowered consumers clear actions they can take.
Emotional benefits are powerful, and conscious consumers already feel a sense of pride
in sustainable purchases, making them part of their identity.
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8. Enable trust through transparency
FEREICLZEROES

Brands who share transparent information about their products tend to build a greater
degree of trust. This can be achieved through category-specific accreditations, tapping
into Japanese expectations around provenance, and using technology to put knowledge
into customer hands.

Mobile devices, QR codes, blockchain, and artificial intelligence can give consumers the
stories and data they expect. Technologies that forward-thinking brands are already
using to augment their products and services, and certifiers are making part of their
standards.
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9. Invest in local partnerships
ER/NN—rF—ADIRE

A consistent challenge for global companies is ensuring their brand is relevant for local
consumers — with many organisations believing they can simply localise their global
sustainability strategies, rather than focusing on what matters for Japan.

At the same time, Japanese consumers place a significant premium on products made in
Japan, providing a clear incentive for global brands to develop their local partnerships and
supply chains.

This means brands need to shift toward a shared value approach in Japan, investing
in partnerships and communities to elevate their storytelling, in turn enabling deeper
relationships with Japanese consumers.
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10. Circular product and packaging innovation
BRREMEREEGNYT—PD1 /=23

Circular innovation is a primary ways brands are responding to sustainability challenges.
Companies that once made products based on customer-centric convenience are
experimenting with circular approaches, rethinking linear ideas of growth.

For brands looking to make an impactful start to their sustainability transformation, packaging
is an open opportunity. Over 90% of consumers believe there is too much packaging on the
products they buy, and 77% would switch brands for more sustainable packaging.

Make circularity a principle for all your products and services, moving beyond current
paradigms to encourage reducing, reusing, and recycling in all contexts. There are creative
opportunities available in just about any category, from Mercari making circularity part of
their purpose, to Oisix upcycling food waste.
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11. Leverage connections between sustainability and health
YRTFEVTALBRDDBHDDER

Health is a critical leverage point for brands wanting to engage with consumers in Japan,
with food and nutrition being of paramount importance to a broad spectrum of people in
society, encompassing a collective definition of personal, family, and societal health.

Across every sustainability consciousness level and generational grouping, the through
line that connects their expectations and values is health. This goes beyond food, with
health expectations applying to consumer behaviours in just about every brand category.

Consumers are particularly open to paying a premium for products that are able to
demonstrate credible health benefits, making health a trojan horse for sustainable
products and services.
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12. Demonstrate environmental leadership
REV—4—2v7ORE

It is crucial for Japanese brands to demonstrate leadership on environmental issues
- protecting Japan from the significant climate and disaster risks that make it one of
the most challenging locations in the world. Minimising these risks is good for business.

Identify the environmental challenges relating to your business, map these to consumer
and national priorities, and develop a strategy with coherent actions and goals. ‘Life
below water’ is the most recognisable goal for Japanese consumers, and is a good place
to start.
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13. Systems thinking for regenerative futures
BEARBRRICCITLEIATLEE

Category transitions are shaped by a unique set of factors, and for brands to navigate
these transitions they need to understand the broader systems their business operates
within. This is why systems thinking is critical to developing good strategy.

This means analysing all of the systems a product or service is embedded in -
supply chains, stakeholders, competitors, and government - identifying critical
interdependencies and synergies.

Without this, brands are likely to be focused on their own silo, failing to consider the
upstream and downstream impact of their decisions. Most organisations are still in the
mode of improving existing systems, rather than enacting the circular, regenerative
ones that will drive future business models.

The flywheel effects of the synergies created - between business and customer, social
and environmental, shared value and impact — don’t exist in the linear models of today,
but are an inherent part of the regenerative systems we’re moving toward. This is where
you want your brand to be.
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