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EXECUTIVE SUMMARY

Leveraging sustainability for profitability and competitive advantage

EXECUTIVE SUMMARY
Key findings

CREATING SUSTAINABLE VALUE OVERVIEW

Unlocking the power of sustainable value creation

Building the case for sustainable value creation

Three ways sustainability enhances value proposition
Finding the right claims to link sustainability and profitability

CLEAN BEAUTY: UNLOCKING GROWTH IN A MATURE MARKET

Three ways sustainability enhances value proposition in beauty and personal care
Rethinking packaging and formulation drives differentiation in fragrances
Sustainability communication in fragrances

Cutting virgin plastic and saving water through lightweight hair care

Sustainability communication in hair care

RESPONSIBLE SNACKING: TRENDS DRIVING GUILT-FREE CRAVINGS

Three ways sustainability enhances value proposition in snacks

Blending sustainability along nutrition and packaging in sustainable snacks
Sustainability communication in snacks in India

Sustainable confectionery in the UK: Aligning social and environmental priorities
Sustainability communication in Snacks in the UK

SUSTAINABLE PET CARE: REDUCING THE PAW PRINT

Three ways sustainability enhances value proposition in pet care

Sustainable sourcing rises to tap pet care potential in the US

Sustainability communication in pet care in the US

Brazlian consumers have tripled their spending on sustainable pet care products
Sustainability communication in pet care Brazil

CONCLUSION

Three areas that can unlock potential for sustainable value creation
Six steps to implement sustainability into corporate business strategy
CONCLUSION

Evolution of how creating sustainable value drives business growth
Questions we are asking

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research

spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus

of operations, their competitors, their geographic presence and performance.
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e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/how-creating-sustainable-value-drives-
business-growth/report.
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