Leveraging Sustainability Data
to Create Value Beyond
Reporting

Presented by GreenBiz.com

Sponsored by
May 12, 2015



Today’s Speakers

John Davies
VP & Senior Analyst, GreenBiz Group, @greenbizjd

Emmanuelle Aoustin
CEO, Quantis, @Quantis_intl

Arnaud Herrmann
VP, Sustainable Development, Accor, @Accor

Jon Dettling
Managing Director, Quantis, US, @jondettling

Jonathan Horrell
Director of Sustainability, Mondelez International, @MDLZ

Nathalie Perroquin
VP, Corporate Sustainability, Coty, Inc., @COTYInc




N ~Quontis

Quantis:

Who we are &
What we do
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Our Mission

The mission of Quantis is to
empower companies to
perform sustainably.

We help companies measure,
understand, manage and
communicate on the
sustainability story of their
products, services and
operations.
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Our Values
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¥ Innovation
{2 Quality

> Cooperation
e Integrity

A Commitment
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A selection of clients
from various industries
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Our Team

A team of 50+ dynamic and diverse experts
shaping the future of sustainability




That’s a little about
us...now let’s hear
about you!
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Unlocking opportunities:
Creating Value from your Data

Many companies are investing
significant efforts on collecting
and measuring data.

However, many companies
leave the data to collect dust
on a shelf - ignoring the game-
changing opportunities that
lie inside.
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Unlocking opportunities:
Creating Value from your Data

» Focused Sustainability Strategy

» Understanding & Decision
Support

» Manage & Track Progress

» Engage stakeholders across the
value chain: employees,
customers, suppliers...

» Create a compelling, fact-based
story
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Data - Value:
Unlocking the power of your metrics

Tell your
story

Empower Mondeléz
your teams International NESPRESSO@

Engage your
suppliers

Develop new
products

Quantis is proud to collaborate with these sustainability leaders.
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LESSONS
FROM LEADERS:

Arnaud Herrmann,
VP, Sustainable Development

ACCOR
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170,000
EMPLOYEES IN ACCOR
BRAND HOTELS

3.600

HOTELS

igso;boo

14

BRANDS FROM LUXURY
TO ECONOMY HOTELS

5,536

MILLION EUROS IN 2013

HOTELSERVICES
HOTELINVEST




B ~ Quantis

LY Identifying relevant hotspots ALy Robust & Transparent

_ target setting
Energy consumption and laundry

Food & Beverage

On-site water consumption

Energy on site

¥ Air conditioning & cooling system on site

40% - ¥ Waste management & recycling

Hotel management: cleaning chemicals,
pesticides

Office management: printing/paper, IT IZI RO b U St m et h O d O I Ogy

hardware & telephones

20%

B External laundry cleaning

Non-renewable  Ecosystem  Climate change  Net water Freshwater Marine M EX p I 0 rl n g n eW e n VI ro n m e nta I I SS u e S
ene‘rgy L] quality [kg CO2-eq]  consumed [I] eutrophication eutrophication ¥ Food and beverage
¥ Rooms equipment: towels & sheets M On the releva nt Wider Scope

0%

rrrrr il [PDF.m2.y] [kg P-eq] [kg N-eq]
-20% -

Group-wide Environmental Footprint (Quantis 2014
P print ( ) > ccor
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From Footprint A supply Chain Engagement
to Action

5 Projects over the ‘

last 18 months!

sk

Croissant & Baguette
impact reduction

0 Water Risk Assessment 9 Ecodesign & Innovation
A | Q4 ‘
) France,)ém
¥ ' £ Belg mCGemin Morocw(.)lnd oooooo
‘ TG, e o 2, |

Redesigning hotel rOE)s
ACCOR
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From Footprint
to Action

5 Projects over the

o Engaging Clients & Raising
last 18 months! \ Awareness
ACCORHOTELS.COM & s

Le réve pArisien

2 JOURS D’EXCEPTION A ROLAND-GARROS

Empowering B2B Sales

jS‘ny Carbon optimizer
21}
A

(2015) Footprinter on the booking website

Dinner Table-served [ Main-meal

Dinner Table-served [ Main-meal

Dinner Table-served [ Main-meal

Cabon optimizer - B2B Events Footprint Tool

»—
ACCOR
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Q&A: ACCOR
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Data - Value: Various Paths and Objectives

e Hotspots
e Risks & Opportunities
e Strategic actions

Understand _
¢ Disclosure

programs
e CSR reporting

e Corporate e Brand image and

footprint Communicate marketing
e Product | ILLILY LN UL L 1 e Customer
= awareness

footprint
¢ VValue chain

collaboration
« Corporate strategy

e Supply chain and sourcing
e Eco-design
¢ [nnovation
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FOCUS :
4 Ways to Unlock the Value of your Data

MATERIALITY/  SUPPLY COMMUNICATIONS EMPLOYEE
STRATEGY CHAIN & MARKETING ENGAGEMENT
MANAGEMENT

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 19
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Unlocking opportunities with
Materiality & Strategy

MATERIALITY /

’ STRATEGY

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 20
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Most companies address materiality based solely on the
qualitative input from internal and external stakeholders.

H YL
o
®

Importance to corporate objectives

Importance to outside world

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 21



B ~ Quontis

A corporate footprint should support your materiality assessment to
deliver quantitative results that support decisions.

Particulate matter
Photochemical oxidation
Ozone depletion
Climate change

Human toxicity

Water consumption

lonising radiation

- Impact on human health

Focus on a few issues
/

This is valuable input
for your sustainability
strategy and reporting

Land transformation
Land occupation
Terrestrial acidification
Water consumption
Climate change

Marine eutrophication

Freshwater eutrophication

programs.

Impact on ecosystems

BmScopel MWScope2 MScope 3Upstream M Scope 3 Downstream

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 22
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NESPRESSO

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 23
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% Impacts on Climate Change
WP ofa cup of espresso

with NESPRESSO® CAPSULE .

. Recycling

1.1 g of aluminium
: 162
+15
with CAPSULE 3 . 000000000 |
4.3 g of bioplastic (starch) _ Methanization
]
coffee supply packaging distEution consumption

Which one is

best...
Nespresso Capsule ' Capsule 3 Scenario

Al system Results from an earlier study Bio-sourced system

http://www.nestle-nespresso.com/sustainability/the-positive-cup/climate NESPRESSO

http://www.quantis-intl.com/en/projects/#casel3



100% 1
80% -
80% -
70% -
60% -
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Results of Nespresso’s first global LCA

_Capsule, packaging and
machines end-of-life a

Cup production
and washing

Coffee preparation
(water and energy)

Machine production
and use

Distribution & Logistics

Administration &
overheads

Production centre
Packaging production

Capsule production

|Fed &k

A A A i
.

2008

Coffee supply @

http://www.nestle-nespresso.com/sustainability/the-positive-cup/climate

:1: Use
¢~ stage

The LCA identified
the relevant areas for
carbon footprint
reduction

NESPRESSO
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Ecolaboration™ Launched 2009
Taking actions from end to end to optimize
the environmental performance

I I
il
\Oboroé %‘ WWJ u}” £ j;.,c.“‘.t".)r.-](/o/

\ob OfQ‘(
’) : ? o 2
\ _ -
\« : = Q)
SOURCING SUSTAINABLE HIGHEST QUALITY RECYCLING YOUR CAPSULES GREENER MACHINES

COFFEE COLLECTING POINTS

NESPRESSO.

http://www.nestle-nespresso.com/sustainability/the-positive-cup/climate
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By 2013, the carbon footprint of a cup of Nespresso
coffee was reduced by 20% vs. 2008.

A 2020 journey to address climate change impacts is
now defined.

As part of this journey, Quantis is evaluating the
environmental impacts and benefits of the Nespresso
AAA Sustainable Quality™ implementation in coffee

producing countries.

NESPRESSO

http://www.nestle-nespresso.com/sustainability/the-positive-cup/climate
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The LCA approach helps Nespresso

* Assess the scope of its environmental impacts

 Make informed decisions to optimize its environmental
performance and to build effective programs

* Track the reduction of its carbon footprint.

http://www.nestle-nespresso.com/sustainability/the-positive-cup/climate NESPRESSO
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Unlocking opportunities with
Supply Chain Management

CHAIN

MANAGEMENT

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 29
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For most companies, the supply chain is the biggest area of
environmental impact, and therefore
the biggest opportunity within their footprint

70%

60%

Let’s take a closer look
at the supply chain

/

e b A &

50%

40%

30%

20%

10%

0% | N
Supply chain  Inbound logistics Manufacture and  Outbound Retail and Product use  End-of-life Mgmt
overhead logistics marketing
B Carbon Footprint M Water Footprint M Biodiversity M Health effects of pollution Resource consumption

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 30
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Drilling into the supply chain can reveal the top priorities
for your sustainable sourcing efforts

Environ. indicators Social indicators Benzene B
-
—
= Steel harware e
Ethylbenzene S
_— —
R L e
— B
S e chemical ey Phenol e
: Electronic  i—
[ ———— .
components Analine s
e
e Can we
j paperboard =-_ Styrene reduce our
impact of
: Neoprene B Hexane use?
—— Xylene ==
-
j Precious metals =
. V'
. Hexane S =
j Battenes L =

e 0% 20% 40% 60% 80%
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Supply Chain: The Mondelez Example

A global snacks powerhouse
with net revenues of $34 billion in 2014

, Cheese &
\
» Grocery
N 9%

N,

Candy,
14% Chocolate
27%

Nearly 75% of revenues in fast-growing snacks categories

products marketed in 165 countries

approximately 100,000 employees JMondeléez,

International
the power of big. and small.

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 32
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1. Understanding the
environmental footprint

Mondelez,

International

 Mondelez has been tracking its environmental
footprint since the company became Mondelez in

2012
* Footprint-based metrics contributed to success in

corporate disclosure programs:
v’ Pattern of continual improvement in CDP
scoring
v’ Continually being listed on DJSI

However, Mondelez used

& S . . . .
& & ~— this information in other ways...
& & S o ~—
Q,bd‘ & ‘x\é‘ ‘ "\\‘0 045’ & e S
. ng@ 0.@ Climate Blue water Land
‘x@‘\ c“’l\ change occupation
¥ 3
& »
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o Olldeléz‘ 2. Getting added value from the

International data

During the project, we used the data to
provide:

» Input to sustainability strategy, focusing
on key impacts

» A framework for planning and tracking
progress in the supply chain - by drilling
into the data behind the bars

» Analyzing future goals

» Communicating with key customers and

R ¢ stakeholders
® ~——
”Q;(‘% QQC\ o\'b \)\0 %0 N > A n d m O re cee

Q,bd‘ & ‘x@“ o & & .

3 &

v 0@’@ ‘,sle Climate Blue water Land

& c"’l\ change occupation
4@“ &
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Unlocking opportunities with
Communications & Marketing

COMMUNICATIONS
& MARKETING

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 35
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Biotherm: The product footprint results indicate the
importance of consumers habits

Ingredients

BIOTHERM

Packaging and ~ #ervrr rrew e ecer - Packaging
product end-of-life production Use phase

95%

Product use Manufacturing

'End of life
" 78%

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 36



BIOTHERM

L'UNIVERS BIOTHERM

Minscrire | M'identifier | Ma commande | Contactez nous g

0 article dans votre panier
PLONGEZ EN PROFONDEUR VIDEOS POINTS DE VENTE Rechercher

SOIN VISAGE SOIN CORPS

Choose
Icm indicator

3 litres

%

of the
life lcycle's
water use

A Production
B2 Transport

SOIN SOLAIRE | IDEES CADEAUX | OFFRES SPECIALES | SOIN HOMME

Intro  Life cycle  Methodology @
. i)
¥ Ingredients e -

This stage, which has a relatively small contribution for all three indicators,
includes the production of the shower product ingredients as well as the
transportation to the manufacturing plant.

BIOTHERM IS
Click on a life cycle stage to view the results TAKI NG ACTION

* Sourcing responsibly (in

' K accordance with the
e principles of the Convention

on Biological Diversity).

Ingredients
“ * Favoring blue
biotechnology.

AA

Manutacturing




facebook Trouvez des personnes, des lieux ou d’autres choses Q

BIOTHERM WELCOME TO BIOTHERM'S BATHROOM

What kind of water user are you?

Are you a water lover? A water waster?

Simply click and dive in!

Explore the different areas of the bathroom,

discovering your water footprint and what you can do to improve it!

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 38
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The Sprint Example:
Using footprint information to get the story out

m Material Production
W Transport
m End of Life

kg CO2 eq per functional unit
No
o

Black Core White Core Kraft Core

Over two generations of packaging, Sprint was able to cut their

Sprint packaging carbon footprint by 50% (with similar reductions in other
environmental impacts)

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 39



Sprint

Sprint is dedicated to delivering
the greenest products and
services to its customers.

Their B2B and B2C

communications strategy was
multi-channel: Facebook,
YouTube, environmental press.

7Quontis

REDUGED
PACKAGE | ¢ 60%
VOLUME BY 2008\ 2012 1

Reducing volume means more packages on fewer planes and trucks

MORE PACKAGES
FIT ON A PLANE >~

S
WEiGHT BY 50% & [

Decreased size, weight, and ink coverage, removed laminates

REDUCED LITERATURE PACK WEIGHT BY 70%

SPRINT PACKAGING
100% RECYCLABLE

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 40
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Unlocking opportunities with
Employee Engagement

EMPLOYEE
ENGAGEMENT

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 41



T ~ Quantis

Veolia @veoua R
Engaging employees with

Reduce your environmental footprint!
Eco-Actions Footprinter | ntroduction ——

Smat CIch %0 o P MBowiy) 6CO-c00ns

Select an eco-

Reduce your environmental footpi

Print Smart ©

Fill in the form to calculate your eco-action

General Before the replacement of  After the replacement

e tormation ) he aeydpement oftha squpemant See o 0

QOLKIONS Site location

Germany
,ﬁ Boctiio Sheet size A3 (297x420mm)
vehicles Biodiversity footprint
A Sustainable month
. fumniture Old paper weight 35 g/m* Resources footprint

.) Using New paper weight 100 a/m® . |
mugs

Water Impact IndeX (WIIX)

Percentage of paper 45 %

replaced by recycled paper "

233%

Share o o Reducing printing volume 3 %

with double-sided printing

0 100%

Percentage of color copies 5 %

before the good practices

implementation = Impact saved after implementing the eco-

Percentage of color copies a5 % action

after the good practices
implementation

MacBook Air

Link: http://ecofootprint.veolia.com/en/ecofootprinters/index.html

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT



B ~ Quontis

The Life Cycle Perception Business Game
The LCP game encourages understanding of the metrics and
motivates teams to unlock the value bevond the data

Training -

w ~
Engagement ol ‘;f_ ! individuals
‘ have played
Focus Groups ' 3 the game

MATERIALITY/STRATEGY SUPPLY CHAIN COMMUNICATIONS & MARKETING EMPLOYEE ENGAGEMENT 43
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LESSONS
FROM LEADERS:

Nathalie Perroquin
VP, Corporate Sustainability

COTY, INC

COTY&CAR&S

44
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COTY - A GLOBAL BEAUTY COMPANY

FY14 NET REVENUES $4.6 BILLION

MU M BALS

MARC JACOSBS

roberio cavell JIL SANDER
Fragrance

51 (y Prestige Chopand  [ANCASTER
o CERRUT! philosophy @ CalvinKlein

Vi ER 3 O-P- 1
Wi, VERA WANC P-l JOOP!

DAVIDOFF LADY GAGA ENNIFERLOPEZ GUESS

-

RIMMEL) ASTOR  Salytansen ol

4 : v
NAUTICA KATY PERRY BEYONCE miss sperty NYC

CeLINE DiONn  halleberry JOVAN PLAYBOY ¥ W
EXRIOUE

of&\os mANHATTAN Plorre cardin oipcyg STETSON. Tanine Lamboeghuns

COTY

nN
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COTY‘/CARES

Qualitative
Multi-Indicator Internal Fu(r:mrc?asgnal
Product LCA Consumer Engagement k<h
Focus Groups Workshop

Life Cycle Perceptions (LCP) Workshop
May 2015
Coty Headquarters, New York
Facilitated by Quantis

COTY




What is at stake ?
Forget all you know about Do you talk LCA?
green marketing strategy ! Seriously fun... Make a
Discover how brands collective guess and discover
become meanngiul. the environmental impacts of
our products all along their life

cycle.

LIFE CYCLE ASSESSMENT WORKSHOP
What is the big opportunity ?

And your

Walk the talk o consumers?
The future starts What is their perception?

now
AVANA

Strengthen your Brand
Values! \v,

Be practical, purposeful and %%
delightful

20’

48
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Leading the Change — The Objectives of the Workshop

1. Understand what is at stake for your Brands 947 Agree or
Strongly Agree
2. Develop knowledge around environmental 94% Agree or
impacts of our product categories. Strongly Agree
3. Imagine how designers, engineers and 78% Agree or
marketers can integrate life cycle thinking. Strongly Agree

4. Work as a cross-functional team on
sustainability opportunities, acknowledging that s??ﬁ;isf;r:re

all is connected.

49
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COTY - EMPOWERING OUR EMPLOYEES
N | e W 3 ’ u;g//

‘the

“Challenge our
work practices”

“A marketing group that is more
enlightened. .. .and willing to
partner with the other cross

functional teams to get the low
hanging fruit.”

“Think differently about carbon footprint,
water waste and biodiversity, and let the
experts do the work (and not guess myself!).”

50
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LIFE CYCLE PERCEPTIONS — A GAME TO ENGAGE

. A culture of change to help move an organization out of its
comfort zone, develop curiosity and empowerment while creating
a common language around environmental challenges.

. Cross-functional fertilization of ideas that create stronger
links and help break silos in multi-national companies.

. A tailored session to engage marketing teams, showing a
different light on sustainability while making a clear link with
product design. Consumer focus perception gives communication
tips to marketers.

. Science-based facts that bring a new dimension to product
development & design allowing benchmarking & progress

tracking. C O T Y




Time for some Q&A

MATERIALITY /  SUPPLY COMMUNICATIONS  EMPLOYEE
STRATEGY CHAIN & MARKETING ENGAGEMENT
MANAGEMENT
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How will you unlock the value of your data?

MATERIALITY /  SUPPLY COMMUNICATIONS  EMPLOYEE
STRATEGY CHAIN & MARKETING ENGAGEMENT
MANAGEMENT
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Thank you for joining us. For more
information, contact:

Emmanuelle Aoustin: emmanuelle.aoustin@quantis-intl.com
Arnaud Herrmann: arnaud.herrmann@accor.com

Jon Dettling: jon.dettling@quantis-intl.com

Jonathan Horrell: jhorrell@mdlz.com

Nathalie Perroquin: nathalie perroquin@cotyinc.com



