Sustainable Market Share Index ™: Research Question 2

\.

\ o IEr s ] ¥
: : ) ¥
- pok R e, B3,
s - *a B
: » N ¥ .} L
<
$ o b »
s 0, N AR
AN T T
" \ A,
. 5 W
\\ - :
. : S
1
h

Research Question: Are there specific product categories where:
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purchases of more sustainable product options out- or-under- eric
less sustainable alternatives? \\M N

Research Result: Yes. Categories are in different stages of ™ .
development. Almost all categories are seeing SUS‘ml‘h‘éﬁTé'share
increases from innovation with sustainable benefits and greater

adoption of sustainable benefits, often by category leaders, making

sustainability table stakes. : / o faoD, (%
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Sustainable Market Share Index™: Category performance
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