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All ENVIRONMENT ECONOMIC QUALITY ETHICS

Percentage of indicators covered against all standards
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ENVIRONMENT ECONOMIC QUALITY ETHICS
@ EU Organic Farming @ USDA National Organic Program — NOP Chinese National Organic Products Certification Program

Highcharts.com

Percentage of requirements for each of the standards broken down per sustainability area, as referenced in the T4SD database
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Figure 1: Growing fast — Selected products certified by sustainability standards (minimum possible),
2008-2015

16,000,000

14,000,000

12,000,000

10,000,000

Hectares

8,000,000

6,000,000

4,000,000

2,000,000

0 T L T ;

2008 2009 2010 2011 2012 2013 2014

I TC Bananas B Tea M Sugarcane B Cocoa M Soybeans M Coffee B il palm M Cotton

2015

TRADE IMPACT
FOR GOOCD



119839 #1 C1TMII0LIN

Figure 44:
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Source: FIBL, 2017 (Willer and Lernoud 2017).
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Figure 45:
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Source: FIBL survey, 2017 (Willer and Lemoud 2017). Based on national data sources and data from certifiers.
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Figure 52:  Organic: Top 10 crops/crop groups
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Source: FiBL, 2017 (Willer and Lernoud 2017). Based on national data sources and data from certifiers,

Figure 51:  Organic: Top 10 countries by retail sales, 2015
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Source: FiBL survey, 2017 (Willer and Lernoud 2017). Based on national data sources.
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FINANCIAL PERFORMANCE OF COMPANIES WITH WEAK VS. STRONG
ESG PERFORMANCE
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Source: Eccles GR, loannou | Serafeim G. “The Impact of a Corporate Culture of Sustainability on
Comporate Behavior and Performance,” Harvard Business School, November, 2011.

Source: IFC — The Business Case for Sustainability

Moving beyond reputation

% of respondents,’ n = 2,956

Reducing energy use in operations

Reducing waste from operations

Managing corporate reputation for sustainability
Responding to regulatory constraints or opportunities
Reducing emissions from operations

Managing portfolio to capture trends in sustainability
Reducing water use in operations

Committing R8D resources to sustainable products

Leveraging sustainability of existing products
to reach new customers or markets

Managing impact of products throughout
the value chain

Improving employee retention and/or motivation
related to sustainability activities

Mitigating operational risk related to climate change

Achleving higher prices or greater market share
from sustainable products

Source: McKinsey Global Survey Results — The Business of

Sustainability (2011)
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KEY PURCHASING DRIVERS AS WEIGHTED BY ALL SURVEY RESPONDENTS®

The products are made by a brand/company that | trust 62%
The product is known for its health & wellness benefits 50%
The product is made from fresh, natural andfor organic ingredients 57%
The product is from a company known for being environmentally friendly 45%
The product is from a company known for its commitment to social value 43%
The product’s packaging is environmentally friendly 41%
The product is from a company known for its commitment to my community | 41%
| saw an ad on television about the social and/or environmental good the 34%
product's company is doing

IoUEINIV66% LN 2WIIND00 52)5@35&7:5‘300:
WVEVE?) CCO:?Z?UL)DO???UMQ??;)'OG.V)U !ID202),
COVGOCONIVEVENIISOCHVDINIIVSINI00289
m298065

2015
2014

TRADE IMPACT FOR GOQOD



CCEIVWMNOIVOVO) www.sustainabilitymap.org

3%1TC  SUSTAINABILITY MAP (=

YOUR ROADMAP TO SUSTAINABLE CONSUMPTION, PRODUCTION AND TRADE
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5 GENDER
EQUALITY

N0 2 ZERD
POVERTY HUNGER

pap |8
Your roadmap to L

¢

sustainable consumption, =ry o OE
production and trade 6
7

PARTNERSHIPS
FOR THE GOALS

1

16 PEACE, JUSTICE
AND STRONG
Setsned INSTITUTIONS
"

Business Public Sector Consumers Standard setting

organizations
S

TRADE IMPACT FOR GOOD



http://www.sustainabilitymap.org/

