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Disclaimer

Cautionary Note

The information contained in this presentation is provided by Wildpack Beverage Inc. (“Wildpack” or the “Company”) for informational purposes only and does not constitute an offer to issue or arrange to issue, or the solicitation of an offer to issue, securities of Wildpack or
other financial products. The information contained herein is not investment or financial product advice and is not intended to be used as the basis for making an investment decision. The views, opinions and advice provided in this presentation reflect those of the individual
presenters, and are provided for information purposes only. The presentation has been prepared without taking into account the investment objectives, financial situation or particular needs of any particular person. No representation or warranty, express or implied, is
made as to the fairness, accuracy, completeness or correctness of the information, opinions and conclusions contained in this presentation. To the maximum extent permitted by law, none of Wildpack or its directors, officers, employees or agents, nor any other person
accepts any liability, including, without limitation, any liability arising out of fault or negligence, for any loss arising from the use of the information contained in this presentation.

Forward-Looking Statements and Information

This Presentation contains statements which constitute "forward-looking information" within the meaning of applicable securities legislation that involve substantial known and unknown risks and uncertainties. These forward-looking statements or information are subject
to numerous risks and uncertainties, certain of which are beyond the control of the Company. Such forward-looking statements are based on management’s expectations, estimates or projections concerning future results or events based on the opinions, assumptions and
estimates of management considered reasonable at the date the statements are made. Readers are cautioned that the factors and assumptions used in the preparation of such information, although considered reasonable at the time of preparation, may prove to be
imprecise or incorrect and, as such, undue reliance should not be placed on forward-looking statements or information, as unknown or unpredictable factors could have material adverse effects on future results, performance or achievements of the Company. Forward-
looking statements or information typically contain statements with words such as “anticipate”, “believe”, “expect”, “plan”, “intend”, “estimate”, “propose”, “project”, “should”, “target”, “will”, “may”, “potential” or similar words (including negative and grammatical
variations) suggesting future outcomes or statements regarding an outlook. Forward-looking statements or information in this Presentation include, but are not limited to, statements or information with respect to: the anticipated performance of the Company’s operations;
the Company’s plans to market, sell and distribute its products; the Company’s business strategy and objectives and plans; expected demand for the Company’s products and services; and other expectations, beliefs, plans, objectives, assumptions, intentions or statements
about future events or performance.

Actual results, performance or achievements could differ materially from those expressed in, or implied by, these forward-looking statements or information and, accordingly, no assurances can be given that any of the events anticipated by the forward-looking statements
or information will transpire or occur, or if any of them do, what benefits the Company will derive therefrom. In addition to other factors and assumptions which may be identified in this Presentation, assumptions have been made regarding, among other things: the building
of greater than three production lines; converting pipeline customers into customers; contractual customers not defaulting on their obligations; maintaining pricing of no less than $2.00 / gallon and $0.22 / sleeved can; can suppliers not defaulting on their contractual
obligations; historical throughput per shift being matched on scale; new equipment meeting factory specified throughput; projected inputs not materially deviating from inflationary growth; final permits being issued within the indicated timelines; the project following the
projected construction timeline; the Company expanding to adequately create capacity for demand; seasonality being consistent with history seasonality; the Company being able to secure financing to build production lines; human resources being adequately scaled to
meet operational requirements; the Company’s assumptions around the proportions of fixed and variable costs being accurate; direct labour being reduced by automation; no material increases in utility cost in excess of general inflationary rates; decorating remaining the
largest operational division; revenue targets being met for adequate scale; the proportional scale of revenue growing in excess of management cost; selling expense proportionally decreasing due to more sales per salesperson; increased facility space utilization with new
ERP; amortization of managers being properly projected by the Company; more efficient use of human capital due to adequate scale of like requirements leading to expert efficiencies; back-office costs growing at a slower rate than revenue; the Company succeeding in its
expansion plans; the impact of competition from other industry participants; the general stability of the economic and political environment in which the Company operates; the timely receipt of any required regulatory approvals for the business plans of the Company; the
ability of the Company to obtain qualified staff, equipment and services in a timely and cost efficient manner; the anticipated demand for the Company's products and services; currency, foreign exchange and interest rates; the regulatory framework regarding taxes and
regulatory matters in the jurisdictions in which the Company operates; the success that the Company will have in developing its products and services and the results from such products and services; that counterparties to material agreements will perform in a complete
and timely manner; that the Company will have sufficient capital to conduct its business plan, risks associated with new diseases, epidemics and pandemics, including the effects and potential effects of the global Covid-19 pandemic as well as those risk factors outlined
under the heading “Risk Factors” in the Company's filing statement dated May 6, 2021 and short form prospectus dated November 18, 2021, both of which are available under the Company’s profile at www.sedar.com. Readers are cautioned that the foregoing list is not
exhaustive of all factors and assumptions which have been used.

http://www.sedar.com/
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Forward-looking statements or information are based on current expectations, estimates and projections that involve substantial known and unknown risks and uncertainties which are beyond the control of the Company, and which could cause actual results to differ
materially from those anticipated by the Company and described in the forward-looking statements or information. Although the Company has attempted to identify important factors that could cause actual actions, events or results to differ materially from those described
in the forward-looking statements, there may be other factors that cause actions, events or results not to be as anticipated, estimated or intended. All subsequent forward-looking statements or information, whether written or oral, attributable to the Company or persons
acting on its behalf are expressly qualified in their entirety by these cautionary statements. Furthermore, the forward-looking statements or information are made as at the date of this Presentation and unless required by law, the Company undertakes no obligation to
update publicly any forward-looking statements, whether as a result of new information, future events, or otherwise to reflect future events or circumstances or reflect the occurrence of unanticipated events.

Future-Oriented Financial Information

To the extent any forward-looking statements in this Presentation constitute future-oriented financial information or financial outlooks within the meaning of applicable securities laws, such information is being provided to demonstrate the Company’s internal projections
and readers are cautioned that this information may not be appropriate for any other purpose and that they should not place undue reliance on such future-oriented financial information and financial outlooks. While such information has been prepared using assumptions,
including projections and forecasts, considered reasonable by management of the Company at the time of preparation, such assumptions may not materialize as forecast as a result of unanticipated events and circumstances that may occur subsequent to the date of the
forecast. Accordingly, there is a very high risk that actual results achieved will vary from the forecast results and that such variations may be material. There is no representation from the Company that actual results achieved will be the same in whole or in part as those
forecast. Future-oriented financial information and financial outlooks, as with forward-looking information generally, are, without limitation, based on the assumptions and subject to the risks set out above and elsewhere in this Presentation.

Non-IFRS Measures

This Presentation refers to certain financial performance measures that are not defined by and do not have a standardized meaning under International Financial Reporting Standards (termed "Non-IFRS measures"). Non-IFRS measures are used by management to assess the
financial and operational performance of the Company. The Company believes that these Non-IFRS measures, in addition to conventional measures prepared in accordance with International Financial Reporting Standard, enable investors to evaluate the Company’s
operating results, underlying performance and prospects in a similar manner to the Company’s management. As there are no standardized methods of calculating these Non-IFRS measures, the Company’s approach may differ from those used by others, and accordingly, the
use of these measures may not be directly comparable. Accordingly, these Non-IFRS measures are intended to provide additional information and should not be considered in isolation or as a substitute for measures of performance prepared in accordance with International
Financial Reporting Standards. The Company defines EBITDA as earnings before interest tax depreciation and amortisation and EBITDA Margin % as EBITDA divided by total revenue. We are presenting these measures because we believe that our current and potential
investors, and many analysts, use them to assess our current and future operating results. Management uses these measures in managing the business and making decisions. EBITDA and EBITDA Margin % are not intended as a substitute for IFRS measures.

Market and Industry Data

Market data and industry forecasts contained in this Presentation have been obtained from industry publications, various publicly available sources and subscription-based reports as well as from management’s good faith estimates, which are derived from management’s
knowledge of the industry and independent sources that management believes to be reliable. Industry publications, publicly-available sources and subscription-based reports generally state that the information contained therein has been obtained from sources believed to
be reliable. We have not independently verified any of the information from such third-party sources nor have we ascertained the validity or accuracy of the underlying economic assumptions relied upon therein. The Company hereby disclaims any responsibility or liability
whatsoever in respect of any third-party sources of market and industry data or information.

Currency

Unless otherwise indicated, all dollar references herein refer to Canadian dollars (C$).

Cautionary Note To United States Investors

This presentation does not constitute an offer of shares for sale in the United States or to any person that is, or is acting for the account or benefit of, any U.S. person (as defined in Regulation S under the United States Securities Act of 1933, as amended (the "Securities 
Act")), or in any other jurisdiction in which such an offer would be illegal. The Company’s shares have not been and will not be registered under the Securities Act.

Disclaimer



01.  The Company
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The Company – One-stop national network of facilities for beverages

Wildpack Beverage Inc. (TSX.V:CANS) (OTC: WLDPF) (“Wildpack”) is an 
operating partner to middle-market beverage brands using aluminum cans 
that provides filling, decorating, can sleeve and label printing services and 
packaging sales.

Can Filling
Customer provides ingredients and formula. Wildpack batches, fills and 
seals cans. 

Can Decorating
Customer provides label artwork. Wildpack applies the label to aluminum 
cans providing a ready-to-fill product.

Can Sleeve and Label Printing
Customer provides artwork. Wildpack consults and formats the label for 
printing optimized for application to aluminum cans.

Can Packaging Sales
Customer needs aluminum cans and packaging but cannot meet minimum 
order quantities for larger manufacturers. Wildpack procures and supplies a 
aluminum can, and can related items including can ends, carriers, cartons 
and trays.

Can Packaging Sales

Can Decorating Facility

Can Filing Facility

Label Printing Facility

Wildpack currently operates 6 facilities in California, Nevada, Colorado, 
Michigan, Georgia and Maryland.



02.  The Beverage Opportunity



Ready-To-Drink Beverages

“Craft Beer consumption up 30% in four years.”
- Kerri Adams, Editor-At-Large

“This has resulted in a doubling of their SKU counts over 
the past few years alone.”
- Bernard Milian, Managing Director, Demand Driven Tech

“More than 75% of new product launches today in the 
North American beverage market are in cans, as consumer 
appeal is enhanced by the convenience and sustainability 
of metal packaging. For brand owners, beverage cans offer 
compelling performance and versatility, together with 
unlimited design and brand building opportunities.” 
-Ardagh Metal Packaging, PR Newswire

BREAKING NEWS

Growth

“For 2020, formula submissions covering primarily spirits and 
malt products surpassed 24,000, up 70 percent from five 
years ago.”

“We have seen an increase of 36 percent in new brand 
entrants through June 2021 versus the prior year. ”
- John Beaudette, Founder & President, MHW Ltd.

Innovation Trends

“While the pandemic may have dented 2020 sales in some 
places, any setback should be temporary. RTD beverages 
will continue to gain market share, drawing consumers 
who typically buy beer or wine. U.S. sales will reach $146 
billion by 2030, an increase of about 20% annually, 
according to recent study by FactMR.”
-Ryan Close, Founder & CEO, Bartesian, BeverageDaily.com
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Consumer preference has shifted to cans

‣ Major shift into craft beverage consumption has increased 
middle market demand

‣ Servicing a vast array of customers with complex needs is 
challenging 

‣ The middle market was out of capacity before this boom

‣ Alcohol in a can is driving growth

‣ Flexible manufacturing lines allow us to capture the sea of 
work 

‣ Optimized changeover speed and decreased downtime 
maximize profitability 

‣ Growing capacity with the curve

‣ One of the few providers who manufacture canned 
alcohol and non-alcohol

$B

$13B

$25B

$38B

$50B

$63B

2020 2021 2022 2023 2024 2025 2026 2027

Global Ready To Drink Market Sizing (USD)

Source: IWRS Drinks Market Analysis, November 11, 2020. Ardagh, Wall Street Research, YouGov August 2020 
survey

The market is growing dramatically and is 
under capacity

Seltzers of the Past

Few and Bottled

Seltzers of the Future

Many and Canned

In 2021 we funded capacity and in 2022 we 
turn demand into revenue

31%
38% 41%

50%
61%

67%
75%

0%

25%

50%

75%

100%

2014 2015 2016 2017 2018 2019 2020E

North American New Product Launch Container
Other Cans
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Total Addressable Market in US

Where the middle market brands live

Source: Wildpack Beverage Inc., Internal, February 15, 2022
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Capacity Lagging

There is a clear need to for more production 
capacity to service the middle market.

Where the middle market brands live

Number of Facilities in the US
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Beverage Innovation & Disruption

Where the middle market brands live

New 
Brands

250

Legacy
Brands

608

~30%
ALL SELTZER BRANDS 
SOLD IN 2021 WERE NEW 
TO THE MARKET

New Brands
$1.2B

Legacy 
Brands
$3.4B

$1.2B
DOLLAR SALES FROM 
THOSE NEW BRANDS 
ALONE TOTALED $1.2 
BILLION 26% OF TOTAL 
HARD SELTZER SALES, 
WHICH AMOUNTED TO 
$4.6 BILLION LAST YEAR, 
UP A LITTLE MORE THAN 
11%.

“This also means that the incremental dollars from all these NEW brands were ~2.5x higher than the incremental dollar gains for the whole Hard Seltzer 
segment, telling us that there were a LOT of declines from legacy brands.”

Source: Bump Williams Consulting, Beer Business Daily, January 21, 2022
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Total Addressable Market Opportunity

Where the middle market brands live

Alcohol 
Beverages

Beer Wine Spirits Better For You

New Segments

Energy Drinks Coffee & Tea Sport Drinks Animal Food Liquid Glucose Household 
Cleaners

Non-Alcohol 
Beverages

Water Milk & Dairy Carbonated Soft 
Drinks Fruit Juice Vegetable Juice

Key Factors:
1. Water conversion from plastic to 

aluminum. Bottled Water was 35% 
of RTD Beverage Sales in 2020.

2. New Entrants on the rise as brands 
eliminate plastic. 

3. 31% of all non-alcohol RTD 
beverages still sold in plastic (PET) 
format in 2020.

Source: Statista, Non-Alcoholic Beverages & Soft Drinks Worldwide October, 2021
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The Problem

Vendor fragmentation between can brokering, label printing, can 
decorating and filling drives customer costs and erodes gross profit margins.

Can Broker Warehouse

Can Decorating Facility

Can Filing Facility

End Distribution Point

Label Printing FacilityShipping

1. Shipping Cost
Single operation vendors force brands to ship their product between 
vendors increasing costs at each stop.

2. Frictional Costs Coordinating Vendors
Brands spend a disproportionate amount of time identifying reliable 
vendors for each step in the manufacturing process, managing those 
contact and coordinating pick-up and delivery at each step in the 
process. 

3. Co-packing Capacity
Brands face minimum order quantity  restrictions, and smaller owner 
operator facilities are constrained by size and slower co-packing speeds. 
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Develop 
Formula

Broker 
Cans Print Can Labels Decorate Cans Batch Formula Can

Filling Can Packaging

Brand Operational Reliance

Pre-Sales Support
• Marketing Campaigns

• Customer Research

• Pitch

• Trade Shows

• Supplier Shortlist

• Comparables

Problem Resolution
• Pricing Negotiation

• Customers Reviews

• Market Research

• Demos

• Proof of Concept

Close
• Product Education

• In-store Demos

• Free Trials

• Coordinate Delivery

• Invoice/Payment

Retain & Advocate
• Cross-sell

• Priority access to new 

products

• Private test & feedback 

groups

• Delight

Beverage brands operationalize with Wildpack, to focus efforts on sales and marketing.

SA
LE

S



03. The Pack
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Consolidation Decreases Customer Cost

Network Impact:

✓ Decreased shipping costs

✓ Ease-of-use coordinating services and final receipt

✓ Customers enjoy the benefits of economies of scale from the 

network of customers.

M&A BUY TRADE 

EBITDA 5x 11x 

Revenue 1x 2.5x 

Can brokering, decorating, label printing and filing 
center

End Distribution Point

Shipping
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Revenue

$1,000,000

Cost

$700,000

Profit

$300,000

$950,000 $725,000 $225,000

$900,000 $750,000 $150,000

SH
IF

T 
1

SH
IF

T 
2

SH
IF

T 
3

Acquisition targets typically 
have one shift

Post-Acquisition Wildpack step-up 
plan adds:

185% capacity resulting in 
125% more profit

*This slide is for illustrative purposes only. Do not place undue reliance on illustrations in this presentation. Please refer to the Disclaimer statement at the start of the presentation

Capacity building* – Post acquisition 18m plan
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Operationalize & Modernize

Operation Advantages of the Wildpack Network Technological Advantages of the Wildpack Network 

Brand’s Focus on Sales
Utilizing Wildpack’s network of facilities allows the brand to focus 
on sales and branding without need to coordinate vendors.

Ease-of-use for Onboarding
Personalized onboarding process that allows individual 
customers to see real-time timelines, cost, and support.

Flexibility
Wildpack provides full co-packing or a la carte services with the 
ability to select location(s) of production throughout the network.

Real-time Tracking During Production 
Tracking where in the production process customer orders are, 
in real-time allows for visibility and forecasting for beverage 
brands

Supply Chain Procurement
Economies of scale of the network of customers, apply to the 
individual brands in the procurement of packing needs and 
ingredients. 

Profitability
Additional time, higher focus on customers and increased sales 
allow brands to become more profitable sooner given our 
innovation becomes theirs.
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Ready-to-drink exposure without brand risk

Co-packing Risk Mitigation:
✓ Changes in consumer tastes

✓ Regulatory changes

✓ Demographic trends

✓ Quality of ingredients or contamination

✓ Aluminum price fluctuation

The Advantage:
Wildpack benefits from the structural tailwinds in the ready-to-drink 

market, consumer demand for sustainable packaging and increasing 

minimum order quantities from major domestic aluminum can 

manufacturers while diversifying the risk of a single beverage brand. 

BETTER FOR
YOU

SELTZER

COCKTAIL

COLD
BREW

SODA

ENERGY

Up Trend

Down Trend

Current RTD
Beverage

Trends



04. Team Alpha



Wildpack Beverage
Pedigree, discipline and growth

Wildpack's strategy combines the 

elements of experience, vision, 

innovation, resources and resilience 

required of to solve for the current 

problems facing middle market beverage 

brands.
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The Team

01. Operational Excellence

Building a team focused on quality assurance and customer 

satisfaction

02. M&A Excellence

Pedigree of board leadership and experience of internal 

team that completed 5 acquisitions.

03. Innovation

Established technological focused team integrating 

technology throughout the value chain.

04. Oversight

Board and C-suite leadership balance aggressive growth 

with judicious capital allocation.

01

03

04

02



Leadership – M&A, Growth and Innovation

Mitch Barnard: Chief Executive Officer
Growth focused with vast experience leading financing and M&A 

Growth transactions. 

Thomas Walker: Chief Growth Officer
Breadth of experience in synergy driven M&A of manufacturing 

assets.

Yutong Zhang: M&A Analyst
Developed understanding of financial analysis and deal sourcing 

focused on beverage manufacturing.

Mitch Walker: M&A Accounting
Deep understanding of public financial reporting and financial 

planning and analysis.

Elizabeth Thampy: General Counsel
Extensive experience providing publicly traded small cap growth 

company legal counsel.

Ryan Mason: Chief Financial Officer
Balanced experience in financial analysis and control as a public 

accountant and CFA.

Andrew Law: Project Manager, IT
Innovation driven leader with extensive experience planning and 

implementing operational IT systems.
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Leadership - Operations

Chuck Zadlo: Chief Operating Officer
20+ years of leadership at beverage manufacturing operations. Served as 

an Officer in the U.S. Army.

David Cassidy: VP, Operations
30+ years of progressive leadership producing wide range of CPG 

products in both large and small food companies.  

Sean Delaney: VP, Supply Chain
Long time supply chain consultant building systems for namesake 

beverage companies such as Coca Cola.

Michael Maddox: Senior Director, Center of Excellence
Fifteen years optimizing beverage plants and supply chains using lean 

methodology.

Jason Leszczynski: Director, Maintenance & Engineering
Fifteen years of designing, building and maintaining beverage plants for the 

biggest players in the industry. 
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Leadership – Governance & Growth Oversight

Matt Dwyer: Independent
Second largest shareholder and real 

estate expert.

Sean Clark: Independent
Numerous start-up to 

public company exits.

Jeffrey Mason:
Independent, Chair

25+ years in public company 
governance and management. 

Joe Bubel: Independent
Top tier financial analyst 

and M&A deal maker.

Nominating, Compensation

& Corporate Governance

Committee

Audit Committee

Mitch Barnard:

Chief Executive Officer

Growth focused with vast experience 

leading financing 

and M&A transactions.

Sara Coyle: Independent
15+ yrs of experience in M&A equity 

and debt financing. 

M&A/Finance 

Committee &

Growth Team

Steve Fader:
Non-independent

Lifetime entrepreneur with notable 
experience in consolidation strategies.

Kim Murray:
Non-independent

20 years as a packaging entrepreneur, 
including owner operator.

Paul Mann: Independent
25+ years public company financial 

experience. 



05. The Trail
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The Plan

Inception
Founders identify problem, craft and initiate 
network strategy.

2020
• Purchase Lucky Clover in Baltimore.
• Purchase Craftpack Bev in Sacramento.
• Break ground in Las Vegas.

Implementation
Initiate strategy to accelerate M&A, achieve 
strategic goal to operate 6 facilities by year-
end.

2021
• Go-Public Financing.
• Complete Las Vegas Build.
• Acquire Craftpac in Georgia.
• Ramp Baltimore & Sacramento.
• Acquire Vertical Distilling in Longmont.
• Initiatiate digital label printing.
• Acquire Land & Sea in Grand Rapids.

Scale
Execute on strategic goals to acquire scale that 
becomes our customers’ operational 
advantage.  Fill funded capacity and realize 
pregnant growth.

2022
• Build or buy 6 additional locations.
• Cash flow positive.
• 300M Cans throughput.
• Acquire Land & Sea in Grand Rapids.

What Next?
Achieving scale through our network growth 
strategy solves for vendor fragmentation 
results in significant cash surplus.

2023
• Global expansions, Ie. Canada or Europe
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Buy Metrics

Geographical consideration Multiple paid for EBITDA <10x Enhance or core business Financed using cash on hand and/or 
debt
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Building our moat

Vertical Integration
Cross-selling customers to additional verticals, and 

reverse integrate new core revenue streams.

Customer Retention
Quality assurance, service, commitment, cross sell core 

verticals. 

Integrate

Customer Retention

Digital Innovation
Customer centric digital portal offering electronic 

ordering, tracking and coordination.

Digital Innovation

Capex Spend
Roll-out a phased in Capex improvement schedule and 

workforce optimization.

Ramp



06. Appendix
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Public Comparables

Figures presented in mm of C$
Market Enterprise EV / Revenue

Company Name Cap (FDITM) Value CY 2022E

CCL Industries Inc. Class B $10,277.08 $11,526.28 2.0x

Winpak Ltd. $2,510.30 $2,182.45 2.0x

Intertape Polymer Group Inc. $2,450.26 $2,994.96 1.8x

Cascades Inc. $1,271.58 $2,670.58 0.6x

Waterloo Brewing Ltd. $177.36 $243.78 2.0x

Good Natured Products Inc $145.90 $176.95 2.0x

Big Rock Brewery Inc. $34.91 $49.26 1.0x

Average 1.6x

Median 2.0x

Wildpack Beverage Inc. $29.35 $67.64 0.6x

Note: As at April 1, 2022.
Source: CapIQ, Public Disclosures.

* Denotes: Valuation based on range of 2022 Revenue Guidance

Wildpack CY2022 Revenue Guidance: US$75M-$85M 
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Aluminum Cans Glass Bottles Plastic Bottles (PET)

Consumer Recycling Rate 45.2% 39.6% 20.3%

Industry Recycling Rate 59.7% N/A N/A

Closed Loop Circularity Rate 92.6% 30-60% 26.8%

Recycled Content 73% 23% 3-10%

Value of Material $991/ton -($23)/ton $205/ton

ESG
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“The growing awareness of our collective impact on the environment has elicited increasing 

demand for companies to demonstrate their sustainability commitment beyond just the end 

product to responsible sourcing and operating standards.”

- Bloomberg, October 2020

ESG

More brands choose can format to meet ESG commitments.

73%

23%
6%

0%

20%

40%

60%

80%

Aluminum Cans Glass Bottles Plastic Bottles

Recycled Content1
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Greenhouse Gas Emissions2

46%
40%
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0%

13%

25%

38%

50%
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1Gamer Packaging Market Report 2020; The Aluminum Can Advantage: Key Sustainability Performance Indicators (2020); 
2Analysis of the Energy and Greenhouse Gas Emission Implications of Distributing and Refrigerating Beverages (2016).

More consumers choose ESG committed brands.

Wildpack is pursuing ESG objectives for our production, planned reporting in 2022. 

“Empowered Consumers Call For Sustainability Transformation”

- Forbes, Jan 2021

More consumers choose ESG committed brands.
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