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What we have faced in 2019. B@P

ELLEN MACARTHUR
(o) . @ FOUNDATION
8% cascaded recycling

4% Process losses

14% collected for recycling
2%
Closed-loop recycling 14% incineration and/

or energy recovery

98% 78 mio. tonnes
Virgin (annual production) 40% Landfilled

feedstock

32% Leakage

Source: Ellen MacArthur Foundation
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Converters are in deep waters. B@P

rhe future of ] 76% view sustainabty o

ackaging? an opportunity
P ging I Only 2% feel at risk

Where does 71%
uncertainty
come from?

Uncertainty with Investment Substitution Discovering new Uncertainty about  Fit of the existing
legislations insecurity threat or competitive opportunities customer technology or
pressure requirements product portfolio

0, . -
‘ Only 12 A) of converters have formulated a clear sustainability strategy.?
88% have only individual strategies or no clear strategy.

Source: 1) B+P Consultants (2021); 2) https://www.verpackungswirtschaft.de/news/maerkte/Stimmungsbarometer-unter-Fuehrungskraeften-Verpackungsbranche-Digitaler-Aufschwung-durch-die-Krise-21269

(Simon Kucher Befragung, 2020) www.bp-group.de



Sustainability presents the industry's biggest growth B@P
opportunity in decades — companies must seize it now.

Sustainability attracts talents Sustainability wins customers Sustainability creates value
(Potential-) Employees demand Global brands make an EcoVadis Companies that integrate social
high ESG standards. and/or a Sedex rating a prerequisite impact into their business increase

for supplier relationships. their share price by up to

| am more likely to buy from/work for a .

company that stands up for ... eCOVOdIS ‘M 6 %
EcoVadis sustainability assessment
methodology is at the heart of Ratings
and Scorecards and is an evaluation of
how well a company has integrated the

principles of Sustainability/CSR into their
business and management system.

%
& R/ 18%

gt PILKINGTON higher ROI than companies
e L g o vy e Ypepsico ratioform (Xl that don't.

rce: PwC Consumer Infeligence Senes June 2. 2021

S&P 500 corporations that actively
manage and plan for climate change
secure an

Environmental

. Consumers Employees

www.bp-group.de



BAP

Sustainability makes waves.

The third one beats everything.

Climate change

2. WAVE

Cause:

Climate change
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Source: B+P Consultants (2021)
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Thinking backwards: B@P
The market dynamics at work in the packaging value chain.

Raw
MENE] Converters Retailers
suppliers

www.bp-group.de



The consumer no longer looks away.

Plastic waste
Interest over time

Interest by region Region ~
1 Ghana
2 Ethiopia
3 India

4 Uganda

"

Singapore

1-5 von 59 Regionen werden angezeigt >

Source: Google Trends (2021)
Picture: "'Our house is on Fire' Greta Thunberg - Melbourne climate strike - IMG_4181" by John Englart (Takver) is licensed under CC BY-SA 2.0
Picture: https://www.facebook.com/ferdifuchs.stockmeyer/photos/a.1337273799734741/3650952988366799/




Innovation is not an individual battle, B@P
but intelligent team play.
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Retailers also fight for their image and set the pace. BEP

e ———

Source: Video: https://www.youtube.com/watch?v=Ehha8wXMDgqY
Picture: Lidl



Brand owners must deliver brand promises. B@P

Sustainability

Source: BMW: https://www.press.bmwgroup.com/deutschland/photo/compilation/T0320230DE/nextgen-2020



Thinking backwards: B@P
The market dynamics at work in the packaging value chain.
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Raw
material Converters Retailers
suppliers
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The Green Deal is a revolution for Europe B@P
and makes sustainability an institution.

g LEGISLATION IS RUNNING NON-STOP AND EVEN SPEEDING UP.

Towards a modernized Leave no one behind
and simplified CAP (Just Transition)

Clean, reliable and
affordable energy

EUROPEAN Achieving Climate

GREEN DEAL Neutrality

Sustainable
Transport

The transformation of Preserving Europe's

Farm to Fork . .
agriculture and rural areas natural capital

Source: Illustration based on https://s3.eu-central-1.amazonaws.com/euobs-media/f59cee8cc40a6681861979f55¢9a96a0.jpg
www.bp-group.de



NGOs amplify visibility and set frameworks. B@P

DON’T BUY
oy

IF YOU DON’T HELP US RECYCLE




Paperisation BEOP

Waldmeister-fatine 8
N TE—

[ rusmesacsoc) —
3 H ' OUTSTANDING
’)'-.&PefSﬂ - STAIR REMOUAL

EVEN IN

3nlbio @ 7=—7) COLDWASHES
N

Our FASTEST dissolving capsule

www.bp-group.de



Upfield — Paper-based Packaging B@P

OUR COMMITMENTS

Our Plastic Free & Better Packaging Policy outlines our Commitment to meet consumer,
stakeholders’, and our Associates’ expectations in relation to packaging, which includes:

1. Upfield will innovate to eliminate plastic packaging with an ambition for all our
packaging formats to be plastic free by the end of 2025.

2. We will choose alternative solutions that reduce the climate impact of our
packaging footprint, increase our use of renewable materials (non-food
source), and maximise recycled content.

3. Upfield will design packaging to enable recycling, reuse or composting and
clearly label packaging to encourage responsible treatment after use.

4. We will continue to source our packaging from suppliers who meet our
responsible sourcing policies with 100% of our virgin paper coming from
suppliers who have FSC or PEFC certification.

5. We will collaborate with industry and government partners, and advocate for
effective recycling, material recovery and composting solutions for our
packaging formats.

Our Plastic Free & Better Packaging Policy (hereafter the Policy) articulates how our
company will achieve these goals.

Source: Upfield-Plastic-Free-Better-Packaging-Policy-FINAL-Sept-2020






Climate will take the lead. B@P

13,189 total disclosing companies

13,126 companies disclosing on climate change

3,368 companies disclosing on water security

864 companies disclosing on forests

Source: https://www.cdp.net/en/companies/companies-scores

www.bp-group.de



Consumers will focus on climate. B@P

<) Climate neutral
Product 5 .
ClimatePartner.com/14843-2012-1001

Quelle: https://www.katjes.com/mission-en/resources
www.bp-group.de



Multinational B2C Companies are committed to NET ZERO.

BAP

No matter, in which industry the packaging ends up ... the Scope 1&2 emissions of your company

are somewhere in the supply chain of a BtC company under Scope 3 emissions.

Accelerate, Transform, Regenerate:

NESTLE'S NET 4211
ROADMAP

December 2020 o’

Source: Nestle's Net Zero Roadmap

EVOLVING OUR
PACKAGING

Packaging and products supply chain emissions

and reductions, 2018 to 2030

million tonnes of COze

Projected 2030
business-as-usual emissions

16.2

million tonnes
of COze

2018 emissions baseline
plus our forecast company growth
(5.2 million tonnes of COze) to 2030

reduce emissions to

10.1

-1.8

Actions to reach our 2030 emissions goal*

Recycling more packaging
at end of life

Switching to low-carbon
energy for plastic production

Reducing packaging and
scaling up reuse and refill

Increasing PET plastic recycled content

Switching from composite/mixed
materials to mono-materials

Increasing the recycled content
of other plastics

Other actions, including moving
from plastic to paper packaging



How long will waste and climate stand alone? B@P

Climate Exploitation Health Resources




Key questions B@P

How will legislation How long will investments Is "Paper"
develop? take to upscale technology the next to blame?
(money + realization)?

— Acceptance of chemical recycling — Paper capacities and barrier — Overflowing paper garbage cans
— Increase of plastic tax properties for "plain” paper — Deforestation
— Specification for composite — Sorting, collecting and recycling — Energy and water impacts

technologies for plastics
— Filling equipment

Is growth of population and wealth feasible without flexibles?

www.bp-group.de






E-Commerce, social media, automation — and much more! B&@P

70%

of US branded companies
already design their packaging
to be suitable for e-commerce

Source: https://www.amcor.com/about/media-centre/blogs/ecommerce-ready-packaging-challenges-and-opportunities
www.bp-group.de



We need to close the gap. B@P

»
»

Technology

Individuals

Rate of change

=) Companies

v

1970er 1980er 1990er 2000er 2010er TODAY



Time to Market is key.

CPG is lagging behind

Average across all Fully

industries = 37% digitized
1
No Minor : Some core Digital reaching Pre-
change secondary [ change mainstream dominantly
change : digital
10% 30% ! 20% 24% 12% 4%
]
® 'oo® °® ©
o © g 29 ©
e o0 (6]
0 10 40 60 84 96 100

@ Consumer packaged goods 31% @ Travel, transport and logistics ~ 44%
@ Automotive and assembly  32% @) Healthcare systems and services 51%

© Financial services 39% @ High tech 54%
@ Professional services 42% @ Retail 55%
© Telecom 44% @ Media & entertainment 62%

BXP

Poor agility is the price we have to pay

198 days

90 days

30 days
1 day

Reality CMO CMO Consumer
perception aspiration expectation

Source: ESKO at AIPIA CONFERENCE 2017 — digital penetration by industry; packaging relaunch time-to-market reality and expectations



We need to rethink business models.

e OC HOME ABOUT OUR CUSTOMERS MARKETS SERVICES FAQS NEWS LOCATIONS
lexible packaging

Digital Flexible Packaging

Fast time to market. Low minimum orders. Incredible graphics quality.

The future of packaging is now!

CONTACT

BXP

Source: https://epacflexibles.com/services/



Market shifts from Supply Driven to Demand Driven.
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Source: https://born2invest.com/articles/important-sun-art-retail-alibaba/how-important-is-sun-art-retail-to-alibaba-1/;
https://cn-en.kantar.com/business/retail/2017/hema-in-the-spotlight/
Video: https://www.youtube.com/watch?v=8VqtLgr30j0

BXP



Platforms will conquer the world

HOW TO UNLOCK THE POWER OF FEEIIINIE
AND [J50 005 TO GROW YDUR BUSINESS

Laure Claire
Reillier

Benoit

LAURE CLAIRE REILLIER + BENDIT REILLIER

Source: https://www.amazon.de/dp/1472480244/ref=asc_df 147248024458062981

BXP

High fragmentation/fragmentation
on supply and demand side

High capital commitment in
production plants (machinery)
with low capacity utilization

High lack of transparency



We need massive standardization

1 0 specifications

to cover almost the entire product range

8 5 0 specifications

normally required

Source: https://suedpack.com/shop/#

BXP

SUOPACK

Folienauswa hl Anwendungsfalle Musterbestellung Kontakt

e |
In wenigen

A
Schritten zu Ihrer"‘"l
bedruckten Folie!

v Ideal fur Kleinauflagen
v Expresslieferung
v Individuelle Auftrage

Jetzt starten



Packaging will become a media platform B@P
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) Its quite quirky and | love that idea

Source: https://www.youtube.com/watch?time_continue=2&v=Pdz0-9if7XI



Packaging will become a media platform
Example: Coca-Cola - drinkable advertisement (loP)

BXP






,The purest form of madness

Is to leave everything as it is

and hope that something will

change at the same time. "




Urgent need of change

-« Effort p

Strategy

Sustainability »

B@P

www.bp-group.de



BXP

"If everything seems
under control,
you're not going
fast enough"”

Mario Andretti







