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Communicating about

sustainability

Add value to your brand by sharing your
sustainability story
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1. Who Is the Rainforest Allilance?



RAINFOREST

# ALLIANCE Who IS the Rainforest Alllance’?

'ABOLDER, I.OUDER

FORCE EOR GOOD

In 2018 the Rainforest Alliance and UTZ joined forces with a mission to create a
better future for people and nature by making responsible business the new normal.

Our alliance is all about changing the way the world
working in over 70 countries on a variety of crops, with a focus on cocoa, coffee,
tea, bananas, forest products and palm oil.

We see
. By acknowledging the complexity of moving into a more sustainable world, our
alliance recognizes that small steps can also have far reaching impacts.
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Impacts and interventions in 4 areas

LANDSCAPES AND REIMAGINED

COMMUNITIES CERTIFICATION

SUPPORT INTERVENTION SUPPORT INTERVENTION

Certification, which we focus on today, is just one tool in our toolbox. As an organization, we
believ e this more holistic approach will help bring about more lasting impacts in line with our
mission and vision.


https://www.rainforest-alliance.org/business/tailored-services/
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n Case You Missed it!

A new look, a new frog, a new certification standard

-

\

We have rebranded with a more dynamic, alert frog to symbolize
our bold new organization.

-

\

With that came a new seal to help communicate what we do
to consumers globally.

-

\

All helping share the impacts we hope to see from our

RAINFOREST
ALLIANCE
SUSTAINABLE
AGRICULTURE
STANDARD
INTRODUCTION




ALLIANGE | The heart of our new 2020 Certification Program

designed to help 2 million+farmers around the globe to:

@) Mitigate and adapt to climate change

by training them on climate -smart
agriculture techniques.

f Improve their livelihoods

by introducing targeted measures to
foster shared responsibility across supply
chains, requiring companies to invest in
and reward more sustainable

production.

* Protect Forests

through new digital tools to better

measure impact and analyze risks, EE—
including geospatial analysis. Watch this video to learn more about

““ our new program
&(\J Advance human rights

4 THE2020 CERTIFICATION .;’r_

PROGRAM

I n a ne w-arAAsdsdersess s 0
approach, tackling issues such as child
labor, forced labor, discrimination, and
workplace violence and harassment.



https://www.youtube.com/watch?v=T29rRlu5xzI
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https://www.rainforest-alliance.org/business/marketing-sustainability/new-seal/
https://www.rainforest-alliance.org/business/wp-content/uploads/2020/07/New-Seal-Consumer-Communication_Guidance-For-Partnering-Companies.pdf
https://www.rainforest-alliance.org/business/marketing-sustainability/get-approval-to-use-rainforest-alliance-seal/
https://www.rainforest-alliance.org/business/tag/2020-certification-program/
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What the new seal represents:

A visual cue to consumers to help them make
better choices, signalingto them that you
are taking stepsto make your products

more sustainable

10
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Certified

=A%

CERTIFIED

How we created the new seal

1. We developed multiple creative options of the new seal,
which reflectedour vision, mission and values;

2. We held extensive company consultations In the briefing
phase and before the final consumer tests to understand the
needs of our partners;

3. We conducted several quantitative and qualitative tests with
consumers on the potential language and visuals to choose
the most appealing option.

To help consumers better understand the transition of the UTZ certification

programto the Rainforest Alliance, = we have atemporary corporate UTZ Part of Part of th RAINFOREST
the Rainforest Alliance logo  available for companies sourcing UTZ certified yhik koL ALLIANCE
products to use when making a broad or corporate level claimoff  -pack about

purchases of UTZ certified materials or projects  with UTZ certified farms.
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https://utz.org/?attachment_id=21181
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United Kingdom

The new seal builds on the

already strong awareness

Netherlands of the Rainforest Alliance

Certified E & UTZ seals
globally
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2.1 Sustainability adds value to
your brand
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Alliance | Consumers globally care about your
sustainability commitments



https://www.unilever.com/Images/making-purpose-pay-inspiring-sustainable-living-170515_tcm244-506419_en.pdf
https://www.edelman.com/earned-brand
https://cms.edelman.com/sites/default/files/2018-01/2018%20Edelman%20Trust%20Barometer%20Global%20Report.pdf
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Sources:

ILNi el s e n :Sustdmabiity s
gotto do withit2018

2. Cone Global CSR Study 2015

3. Edelman Trust Barometer 2019
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https://www.conecomm.com/research-blog/2015-cone-communications-ebiquity-global-csr-study
https://www.edelman.com/trust-barometer

@ RNt | But what about COVID -197

Sustainability-marketed products now account for 16.8% YTD, +.6pts vs. 2019
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2.2 Standing up by standing out

Who is today's consumer?
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Sources: US Syndicated Community COVID

Does sustainabili ty even

A Consumers still worry about climate change and want to hear how
you are addressing it (even during a pandemic)

A Theydemand brands to take public stances , with over40% believing
that the best way to do so is through collaboration with relevant
nonprofits

A And why do they want to hear you loud and clear?

(o] 0
66% 63%
believe brands believe brands
can create can reach a
real change large audience

-19 Discussion Boards, Ipsos, 2020; Hootsuite 2020; Sprout Social 2020
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