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Traditional
methods
of
advertising
are
weakening
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THE 2 LIONSFFECTIVENESS CODE

PACKAGING:"2MOST EFFECTIVE ADVERTISING CHAI

MOST COMMON CHANNELS MOST EFFECTIRGHANNELS

29% 176

% CASES
INDEX SCORE

® Online Video mTV W Social Media ® Online Videom Packagingl Social Media

SOURCE: The Effectiveness Gpldiens Winners 2011 through 2020



% POPULATION INTERESTED IN PERSONAIDEZMS

GEN XERS

Personalized itemmarket
+49% CAGR since 2021*

of shopperspay 10% or more
for personalized items

SOURCBparks & Honey Personalization Research 2021



WARC' 10,000 CAMPAIGNS ANALYZEL
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UGC #1 Creative strate

SOURCE: WARC Global Marketing Effectiveness Research 2022 / 9,847 Marketing Campaigns Analyzed



Co-Creationis KING

Creative strategies in case studies
2016-2022, % of Marketmg Effectiveness

User generated content, participatior 29%
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SOURCE: WARC Global Marketing Effectiveness Research 2022 / 9,847 Marketing Campaigns Analyzed




Converging trends accelerating adoption of digital g
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One
thoughtful
Idea

has the

power
to change
the world




NESCAFE tributo celebrating
our real heroes... coffee farmers

Our purpose
Improvemexicandife quality by celebratingour
sharedpride aroundthe valueof our coffee

NG Strengthen NJ ydrc@gtionof
'%&\_)r} SUSTAINABILITY

Q\\% DEMITIFY Quality of soluble coffee

ﬁ Increaseaelevanceamong
= consumers

INESCAFé, HCPIe'W E B INAR | 20 22







+ 60Mnijars
Celebrating

20,000

Coffeegrowersstories

NESCAFE.

CLASICO.
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GLOBAL
GRAND EFFIE
WINNER

NESCAFE TRIBUTO

NESCAFE
CLASICO

2021 Global Effie Awards / Best of the Best Effies
Fast Moving Consumer Goods - Food & Beverage

2 s e 2O 00 s
1l
Market share invVOL grew + 9.5%0oy
R e S u l_t S 5 key attributes increased significantly:
65SOSt 2LIFASERDE Y r "Improves the life of coffee growers"
19% to 50% 44% to 72%
&/ NBa lo62dii GKS SyGANB@VEPAst €2 W S dasidefl askaffirinisg thaNdisi R ¢
18% to 48% G 0oNJ yR & Enkféagintgtheir emotional commitment to
the brand.

v { dzLJLJ2 NIUBR B oz0 § WA £
23% to 46%

(Source: Kantar & henoma

’ NESCAFé HoPPe'WEBINAR | 2022 Source: Nestlé % ¢ Graphics
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By Igniting movements 1
that inspire & empower &




f Industrial

Graphics
Brands Innovation

Driving
Brands
value creation
to unlock ROI via
personalized,
sustainable
printing
experiences




Brands Value Creation language: 7 Key drivers

Value creatio

Inc
Gross
profits

Cash
flow
releases

Strategic ambition

COGS
reduction
(productivity)

Incrementa
| revenue
(growth)

. . . Pricing
Financial drivers | power

Financial
costs

Variable
cost
savings

Customer
service (%)

Innovation
growth

Operational KPIs

l/

Customization Reduce Amwork

. Speed to market Reduce Competitive
Value drlvers & . (lead time reduction) Out of Stock cost perpack change over &
personalization co-pack costs

Reduce

overstocks Sustainability

Capabilities @

Promotions

Drive packaging-agil
esilience:-& growt

Variable
data
printing

DP

capabilitie
S




Our strategy to unlock brands value creation

BUild Accelerate Drive
Adile & p Brands Positive
Rgsilient A Sustainability Social Impact
SubplV chains towards via
I : : :
PPl Regeneration Personalization
AReduce Out of Stocks / Logistics costs AReduce CO2 emissions (65 to 80%) ABoost sales & Marketing ROI by 2X***
AEliminate Pack Waste by 30%* A Accelerate circularity (substrates & inks) AEmpower sustainable behavior change
Almmediate speed to market A Drive Supply Chain transparency (Connected packASmart Packaging (Al)
ALanguage delustering

SUSTAINABLE SUPPLY CHAIN TRANSFORMATIS REGENERATIVE MARKETING® EVO

DC Packaging research 2019  E#&tthshiftGlobal Indigo LCA Study 2019 ¥ 2021 WARC Marketing ROI research of digital print



CADBURY & THE EPL CELEBRATE FOOTBALL FANS

WITH 2 MILLION ONBFA-KIND BARS PER TEAM
(+8% selbut gﬂrov'vt’r_] /‘ +65mn Earned Media Impressions in UK)
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OFFICIAL CHOCOLATE PARTNER

There’s a glass & a ha!f in everyone

Jairy Milk Liverpool Champion jar "LIMITED EDITION® -
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CASE STUDY: HP enabled millions ebbadkind teams editions &

reduced 2 MONTHS of production + increasing 12pp of GM impact

HP software for
Personalization

2mn one-of-a-kind
bars per team

1l

HP Digitél Press vSuppIier
near Factory

2 weeksfrom
design to
factory
production
(nearline)

110505 CDM Cadbury 360G Football Edition

The project incudes 6 SRPs :-

Liverpool
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The 14 bar artworks contained in the mixed SRP are as follows (the order within the SRP isn’t critical)
6 x Aston Villa

2 x West Brom

Removed Complexity,
long lead time & extra costs

Dﬁ ™ | Industrial
fal Graphics




