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A new reality

How COVID-19 1s impacting
three critical elements of life

* Health and well being
* Climate and sustainability

* Workplace dynamics

Implications for corporate

leadership

* Insights

* Case study

* New leadership model




Our World Has Changed




Unprecedented Economic Disruption
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New jobless claims in the U.S. still surging
Record number of Americans apply for coronavirus-related unemployment benefits
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| Problems Compounded
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Resulting Impact on Consumer Concerns and Generations

Health & Well-Being Planet & Sustainability Workplace Environment
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Health & Well-Being

About 40% of U.S. adults with obesity
COVID-19 disproportionately harming those with obesity

Percent of obese adults (Body Mass Index of 30+)
WO0-99% MI0-149% M15-199% [M20-249% M25-299% ME30-349% [ 35%+




Americans Led by Millennials Are Looking
for Healthy Foods

Vast Majority of Americans Interested in Healthy Food
Attitudes of shoppers towards healthy food options

Are you looking for healthy foods ‘ Percentage of age groups” "always"
while shopping? looking for healthy foods

0,
43% Always 1%

52% @ Sometimes

5% Never

Is it easy or difficult to find
healthy foods?

28% Easy
61% @ Moderate
' 11% Difficult

Baby

Gen Z Millenials Gen Y Gen X Bt

4_ . 4 Gen Y 44, 1 X 45-54, Boomers: 55+ -
CAUSRE o ereid statista %




Momentum to Healthier Foods on Hiatus

During Coronavirus Crisis




Expect Acceleration to Health, Immunity and Safety




Millennials are changing their diets to improve their mental health

and benefit the environment

Which, if any, of the following are reasons that you have ever changed your diet? (% of
US adults who selected each of the following reasons)

m Millennials m Generation X m Baby Boomers

To improve my mental health To reduce my impact on the planet

YouGov
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Almost 60% of Consumers Are Alarmed or
Concerned About Global Warming

Alarmed Concerned Cautious Disengaged Doubtful Dismissive
© O @ ® ©
< >
Highest Belief in Global Warming Lowest Belief in Global Warming
Most Concerned Least Concerned
Most Motivated Least Motivated
Climate Change Q CENTER for CLIMATE CHANGE
November 2019, Base: Americans 18+ (N = 1,303). Communication (& communication

Source: Global Warming’s 6 Americas



https://climatecommunication.yale.edu/about/projects/global-warmings-six-americas/

“Alarmed” Segment More Likely to Reward or Punish
Food Companies for Their Environmental Actions

Rewarding and Punishing Food Companies for
Environmental Actions

Rewarded companies once or more in 12 F
months

Punished companies once or more in 12 F
months

0% 10% 20% 30% 40% 50% 60%

m Alarmed ™ Concerned ™ All Others

Source: CLIMATE CHANGE AND THE AMERICAN DIET



https://160g7a3snajg2i1r662yjd5r-wpengine.netdna-ssl.com/wp-content/uploads/2020/02/Climate-Change-and-the-American-Diet-FINAL-REPORT.pdf

Opinions on the Causes of Climate Change Vary by Generation

70%
60% 56%
50% 48%
45%
2 40%
o 30%
? o,
0% 19% 20%
)
11%
10% 8%
0%
GenZ Millennials Gen X Baby Boomers Silent
® Due to human activity @ Due to natural patterns No evidence earth is getting warmer @ Not sure
Source Additional Information:
Pew Research Center United States: September 24 to Oclober 7, 2018 and September 17 to November 25, 2018; 10,682 respondents; 18 years

@ Statista 2020 leens



COVID-19 Has Helped the Environment —
Will the Trend Continue?

Increased support for prioritizing policies on the
environment, climate change since 2011

% U.S. adults who say should be a top priority for the president and
Congress

64

62

Protecting the environment

52

41
49 13g

44

34
30 29
Dealing with global climate
change*
r T T T T T T T T T T T T
2008 2010 2012 2014 2016 2018 2020

*In 2014 and earlier, respondents were asked about dealing with “global warming.” In 2015
half the sample was asked about either “global warming” or “global climate change”; 34%
called “global climate change” a top priority while 38% said this about “global warming.”
Source: Survey of U.S. adults conducted Jan. 8-13, 2020.

“As Economic Concerns Recede, Environmental Protection Rises on the Public's Policy

Agenda”
PEW RESEARCH CENTER







MULTIPLE GENERATIONS @ WORK

BOOMERS MILLENNIAL GEN 2020

Pre-1945 1946-1965 1978-1995 After 1995
‘Great Depression, WWI Television, Moon Landing, MTV, Nintendo, PC's Natural disasters, diversity, Economic
and |1, Gl Bill Watergate, Vietnam War . mobile technology Global Warming
Work is: Work is: A difficult challenge Work is: _ Work is:
An obligation Expecte A means to an end Consistantly evolving
Aspiration: \ = Work-life balance; Aspiration: Aspir "
ﬂorm ownership Job ;.g:nrw independence Freedom and flexibility stmm stability
Stay for wl e:'?ohm . If necessary for Is expected Constan
Slow and steady Career Paths: Switch frequently and fast ~ Career "multitaskers”

Upward mobility MNeed to know options now :



More than a third of the
workforce are Millennials

% of the U.S. labor force

2 -
Silent/Greatest
l Boomers
33 -

29 Millennials

Post-Millennials
1994 2017

Note: Labor force includes those ages
16 and older who are working or looking
forwork. Annual averages shown.
Source: Pew Research Center analysis
of monthly 1994 and 2017 Current
Population Survey (IPUMS).

PEW RESEARCH CENTER




Millennials Uniquely Value Empathy
and Adaptability

Responsibility Achiever Achiever
2 Learner Responsibility Empathy
3 Achiever Learner Leaner
1 Relator Relator Adaptability
5 Strategic Strategic Responsibility

Source: Gallup, How Millennials Want to Work and Live




Organizations Moving to Understand the True

Emotions Behind Employee Issues

Use of Empathy Emoji’s for feedback and anonymity

>RARGDOCOE@@ROE
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Fear
Anger
Disgust

| love thisl!
Whatever
Sad

Good ldea
Worried
Mind Blowing
Applause
Authentic
Whatever

Anxiety, Horrified, Disbelief

Anger, Disgust, Frustration
Abhorrence, Disgust, Outrage
Love, Aesthetic appreciation, Craving
Annoyance, Disbelief, Boredom
Sadness, Disappointment, Despair
Inspired, Interested, Awe
Concern, Empathic pain
Confusion, Horrified, Surprise
Admiration, Excitement, Joy
Admiration, Awe, Authenticity
Boredom, Unreceptive




Coronavirus episode will
cement need for
Adaptability and

Flexibility

The wOrker of the [y fure

For dacaces, “work” often meant 5 S0-5 desk oy, Mow, tha milkons of young adults ieading ths
warklcrcs nea changirg svarything. Thay work varying hours, frofm differant kecations, with b rew
and aved-avolving set of 1ools, Hare's & Kok o1 Ty they'ne changing the warkphscs

Callaarative

A Undearsity of Bodth Cargling
Kenar:Flagher Bussriss School
sluy dube Millarnial wodkess "The
Collabaratsrs.” They kove 13wk
in teams with chsar enpectations
Technology that satishies their
chesire 1o work together from
argrahare incledes;

+ Mobile devices
« Unified communications systems
» Clowd-based fools and platiorms

Heible 10
Warkspaces

‘Wiven office howrs and remabe
wecitirgg shake up the workday, the
physical workspace changes as
|

5 5% of Millerinials
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State of Economy Exacerbating Millennials” Worries:
2008 Redux

Source: Department 26, Why Millennials Really Want to Work

" Unemployment

" Mired in student
debt

" Pricy housing
market



http://www.department26.com/opinion/2018/1/18/what-millennials-really-want-at-work

As a Result, Millennials Are More Likely to
Cut Back on Spending

60%

50%

40%

30%

20%

10%

0%
Baby Boomers

% Cutting Back on Spending

49%

42%

Gen X Millennials

Source: First Insight




88%

OF MILLENNIALS

WANT TO WORK FOR A
COMPANY WITH PURPOSE




WORLD
ECONOMIC
FORUM

S

60% of millennials believe that a sense
of purpose is part of the reason they chose

to work at their current employer.

ELIZABETH DAVIS

Founding Partner, Carol Cone On Purpose

> What Millennials care about

0,

83%

believe businesses should be
involved in societal issues,

Make an impact.
82%

believe businesses can make

a greater impact addressing
societal issues.

© 0O

Become active citizens.

9 MILLENNIALS ARE
Talk about your efforts. OVER x5 MORE

ﬁyfi“ﬁ’?:’iﬁf:l%:é‘?ﬁé‘;“‘; ood ( ) LIKELY
. TOSTAY AT A COMPANY
6o% H WHERE THEY FEELA

©@

STRONG PURPOSE

it easier for consumers to get
involved in societal issues.
‘Source: Business § Susteinable Devwiopmant Commission

B
]

- A



‘Purpose’ Agenda Moving into the C-Suite

Bus| ness Business Roundtable.Redeflnes the
Purpose of a Corporation to Promote

Roundtable an Economy That Serves All Americans’

BR

. Without a sense of purpose,
The Fourth Industrial el

Revolution is not just about NG
technology or business. either public or private,
It's about society. can achieve its full potential.

It will ultimately lose the
e license to operate from key
Joe Kaeser -ONOM stakeholders.

President and Chief Executive Officer, Siemens AG

LARRY FINK, CEO, BLACKROCK




Purpose brings profit.

Connecting employees with purpose brings measurable business impact.
Research from the EY Beacon Institute and Harvard Business School shows
that companies that lead with purpose are more likely to be profitable.

In the past three years: Perhaps even more strikingly:

58%

of companies with a clearly articulated
and understood purpose experienced % of non-purpose led companies
growth of +10% that showed drop in revenue

VS. % of purpose-led companies

that showed positive growth

429, [ o

of companies not

Source: LinkedIn: Purpose at Work



https://business.linkedin.com/content/dam/me/business/en-us/talent-solutions/resources/pdfs/purpose-at-work-global-report.pdf

Sustainability-marketed Products Are Responsible for Half
The Growth of Consumer Packaged Goods Since 2013

Stern CSB Sustainable Share Index: Key Findings

Despite the fact that Sustainability-Marketed Products are 16% of
the market, they delivered more than half of the market growth.

$ Share of Market $ Share of Market Growth
(2018) (2013-2018)

16.6% ¥
& 49.9%
 83.4% |
= Sustainability-Marketed Products = Sustainability-Marketed Products
» Conventional Products = Conventional Products

Source: CSB Sustainable Market Share Index™ (March, 2019)



https://www.stern.nyu.edu/sites/default/files/assets/documents/NYUSternCSB_SustainableShareIndex_2019.pdf

Sales of
Lower-Calorie Foods

on the Rise Healthier and Lower-calorie
' Products Driving Most of the
Growth in Packaged Foods

incorporated

A Supply and Demand Success Story
The Hudson Institute, a nonpartisan policy research organization,

recently evaluated the sales of lower-calorie foods made by 16

food and beverage company members of the Healthy Weight

Commitment Foundation (HWCF). Funded by the HWCF, the m

study reveals that answering consumer demand for lower-calorie P E Ps l co
&

food is good for business and the nation’s waistline.
2 ap wa T G
Hudson Institute

For more information visit obesity-solutions.org






“In the future, every Unilever
brand will be a brand with

purpose”

- Alan Jope, CEO Unilever




IMPROVING HEALTH
AND WELL-BEING
FOR MORE THAN

1BILLION

By 2020 we will help more than a
billion people take action to
improve their health and well-
being.

> Explore our big goal

Health & hygiene

Improving nutrition

We are taking action on the UN
Sustainable Development
Goals

REDUCING
ENVIRONMENTAL
IMPACT BY

HALF

By 2030 our goal is to halve the
environmental footprint of the
making and use of our products as
we grow our business.”

> Explore our big goal

Greenhouse gases
Water use
Waste & packaging

Sustainable sourcing

We are taking action on the UN
Sustainable Development
Goals

Sustainable Living Plan

ENHANCING
LIVELIHOODS
FOR

MILLIONS

By 2020 we will enhance the
livelihoods of millions of people as
we grow our business.

> Explore our big goal

Fairness in the workplace
Opportunities for women

Inclusive business

We are taking action on the UN
Sustainable Development
Goals




Coronavirus Pandemic Leadership

" Ottering €500 million ($580 million) in “cash flow”
relief

* Harly payments to “vulnerable” small and medium-sized

suppliers

e (Credit to select small scale retail customers whose businesses
rely on Unilever

" Committing to provide free soap, sanitizers, bleach and
food to the value of €100 million

e 50% to COVID Action Platform of the World Economic

Forum



R Positive Growth Results

“Sustainable Living brands
grew 69% faster than the rest
of our business in 2018”




Company Is Ranked at Top of CPG Industry

GLOBAL INDEX 2018 OVERALL RANKING

1 Neste B Il == 1T 1 a8
: e T o
s oD m == T 10
e
5 Mondeler HE B 59
5w R S —
7 PepsiCo I 52
—— m omm 8 =
i wie m g0
10 Campbel's Il = I n 40
"o Ade H 33
12 Ferero 1 I a2
13 CocarCola miI 1 a0
i Rpore . @
15 Genesal Mils H Il 23
16 Condgrad | N 14
1T Mey mu 08
16 BRFA [1]] 05
19 Suntory A | o
20 Tgik | 00
20 Kraft Heine B3 & ao
20 Lactalis & a0

=
=]
o
s
o
@
-
m
o
a

B Assessed against the BMS methedalogy: An adjusimant based on the BMS scare is incorporated in the overall score
A Did not provide information to ATNF

@ Category A @ Category B @ Category C @ Category D @ Category E @ Category F - @ Calegory G



Critical Moment to Go Beyond CSR

Corporate Social

Charitable Responsibility

Social Impact

Giving (CSR) Leadership

Passive Active Results



Social Impact Leadership




Why Social Impact Leadership?

" Differentiation

" Attract, motivate and
retain employees,
especially Millennials

" Superior growth and
profit potential

" Enhanced credibility
and reputation




Examples of How to Establish a
Soctal Impact Leadership Platform

KPMG

Pushing Your
Business Through
the Pandemic




Key Takeaways

Organizations must be 1n concert with employee’s needs,
styles and social interests

* Health & wellness
* Planet & sustainability

* Workplace environment
One-size-does-NOT-fit-all

Millennials are looking for true leadership and transparency
that they can align behind

Taking a Social Impact Leadership stance on issues key to
your employees and industry will differentiate your
organization and engender passion in your workforce
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BUSINESS VOLUNTEERS UNLIMITED

Thank You

Hank Cardello

hcardello@Hudson.or

www.forbes.com/sites/hankcardello



mailto:hcardello@Hudson.org
http://www.forbes.com/sites/hankcardello

Motivators Vary Sharply Across Generations

Advancement in status Autonomy

Projects that make a difference ~ Problem solving; less trusting
of employers

Healthy Competition; Quiet recognition

opportunities for public

recognition

Willing to work overtime for Work-life balance

seniotity/respect

Flex time, but with face time Flex/wortk at home days; time
off

Source: Bevond bonuses: what motivates Millennials, Generation X, and Baby Boomers

Supervisor as coach/mentor

Team-oriented culture/
connectedness

Peer-to-peer recognition

Blending work with personal
lives

Option to work from home
(work as a thing, not a place)



https://relate.zendesk.com/articles/beyond-bonuses-motivates-millennials-generation-x-baby-boomers/

	Social Impact Leadership: �A Multi-generational Imperative
	  
	Our World Has Changed
	Unprecedented Economic Disruption
	Existing Societal Problems Compounded
	Resulting Impact on Consumer Concerns and Generations 
	Slide Number 7
	Health & Well-Being
	Americans Led by Millennials Are Looking �for Healthy Foods
	Momentum to Healthier Foods on Hiatus �During Coronavirus Crisis
	Expect Acceleration to Health, Immunity and Safety
	   
	Slide Number 13
	Almost 60% of Consumers Are Alarmed or Concerned About Global Warming
	“Alarmed” Segment More Likely to Reward or Punish Food Companies for Their Environmental Actions
	    
	COVID-19 Has Helped the Environment –�Will the Trend Continue?
	Slide Number 18
	   
	    
	    
	Organizations Moving to Understand the True Emotions Behind Employee Issues
	   
	State of Economy Exacerbating Millennials’ Worries: 2008 Redux
	As a Result, Millennials Are More Likely to �Cut Back on Spending
	  
	   
	‘Purpose’ Agenda Moving into the C-Suite
	    
	Sustainability-marketed Products Are Responsible for Half The Growth of Consumer Packaged Goods Since 2013
	   
	Slide Number 32
	   
	  
	Coronavirus Pandemic Leadership
	  
	Company Is Ranked at Top of CPG Industry
	Critical Moment to Go Beyond CSR
	Social Impact Leadership
	Why Social Impact Leadership?
	Examples of How to Establish a �Social Impact Leadership Platform 
	Key Takeaways
	Slide Number 43
	Motivators Vary Sharply Across Generations

