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Measuring the Growing Importance of Sustainability for Lifestyle Brand Consumers: Introducing
the Stifel Sustainable Brands Index
 Summary
This note features a Stifel proprietary survey of more than 11,000 consumers across the U.S., U.K., Germany, France, Italy, and China that
shows broad market agreement -- Consumers view it important for brands to act sustainably and care more about the sustainability of brands
that they buy than they did a year ago. In the U.S., more than 4 of 5 active/casual lifestyle brand purchasers view it important for brands to
act sustainably and 2 of 3 will pay a premium for brands with leading sustainability practices. Brands will continue to compete on innovation,
product quality, customer experience, and value, but sustainability is an important decision factor between brands. We expect sustainability
will prove a source of competitive separation for leading brands in coming years and brands that are under-invested will be left behind. With
this, we are launching the Stifel Sustainable Lifestyle Brands Index that ranks brands based on U.S. active/casual lifestyle brand category
consumer perception of brand sustainability practices.

 Key Points

Brief background: Stifel commissioned a survey of 11,536 consumers aged 18-55 in the U.S., UK, Germany, France, Italy, and China
to understand consumer attitudes and expectations for brands around environmental sustainability, ethical business practices, and social
sustainability. The survey oversamples category purchasers of athletic and casual lifestyle brands, for comparison to the general population
and across regions. With the survey results, we are introducing the Stifel Sustainable Brand Index that ranks brands based on U.S. consumer
perception of brand sustainability practices. See Appendix A for details on survey methodology and Appendix B for the Stifel Sustainable
Lifestyle Brands index methodology.

More than 4 of 5 U.S. Athletic/Casual Lifestyle Brand Purchasers view it important for brands to act sustainably and 2 of 3 will pay
a premium for brands with leading sustainability practices. We believe consumer appreciation for sustainable brands is reaching an
inflection point. Consumers of active and casual lifestyle brands are informed, aware, and interested in brand sustainability practices:

• 3 of 5 active/casual lifestyle brand consumers actively look for information about a brand’s sustainability practices

• 3 of 4 active/casual lifestyle brand consumers consider sustainability when choosing between brands

• 2 of 3 active/casual lifestyle brand consumers are willing to pay more for brands that offer leading sustainable practices,

• 1 of 3 active/casual lifestyle brand consumers indicated a willingness to pay a premium of 10% or greater.

Brands will continue to compete on innovation, product quality, customer experience, and price, but sustainability is an important decision
factor and, we expect, will prove a source of competitive separation for leading brands that excel in all areas.

Concern for sustainability is a global phenomenon though views on Environmental and Social Sustainability are the most polarized
in the U.S. Consumer survey results in both the U.S. and international markets show broad and increasing consumer interest in brand
sustainability. More than 7 of 10 active/casual lifestyle brand consumers in each of the 6 markets surveyed report caring more about the
sustainability of products they buy than they did a year ago. While the importance of brand sustainability to the US consumer ranks middle
of the pack for the 6 countries surveyed (below that of Italy, the UK, and Germany but above that of France and China), the US general
population has the highest percentage of consumers who view it “not that important” or “not important at all” for brands to operate in an
Environmental Sustainable (17%) or Social Sustainability way (19%).

Pricing as of 5/24/21 close.

All relevant disclosures and certifications appear on pages  25 - 28 of this report.

Stifel does and seeks to do business with companies covered in its research reports. As a result, investors should be aware that
the firm may have a conflict of interest that could affect the objectivity of this report. Investors should consider this report as
only a single factor in making their investment decision.



Top brand sustainability priorities for U.S. consumer are ethical business practices and race/gender equality. The survey polls
consumer views on a range of sustainability factors and priorities across three main categories:

• Ethical Business Practices – More than 9 of 10 active/casual brand consumers view this “very important” (60%) or “somewhat
important” (34%)

• Environmental Sustainability – Nearly 9 of 10 of active/casual brand consumers view this “very important” (45%) or “somewhat
important” (43%)

• Social Sustainability – More than 8 of 10 active/casual brand consumers view this “very important” (42%) or “somewhat important” (44%)

The top priorities viewed as “very important” to active/casual brand category purchasers are Ethical business practices including 1) fair pay
and benefits for workers (60%), 2) protecting international worker health, safety and human rights (50%), and 3) ensuring brands pay their
fair share in taxes (50%). Social Sustainability priorities viewed as “very important” are 1) supporting racial equality (48%), 2) supporting
gender equality (45%), and practicing diverse and equitable hiring (43%). Environmental Sustainability priorities viewed as “very important”
include 1) Protecting local ecosystems (43%), and 2) minimizing plastic waste (41%).

Younger, urban, and more affluent U.S. consumers and high-value active/casual category consumers are more sustainability
conscious. The U.S. active/casual brand consumers who identify as most sustainably conscious are more likely to be young (25-34), male,
have a bachelor's or post graduate degree, and be more affluent (household income $100k+). Sustainably responsible consumers are also
more likely to identify as liberal and live in the Western US. Notably, consumers with active hobbies and those who spend more on outdoor
apparel and sporting/recreational equipment are more likely to purchase new brands and opt for more expensive brands based on their
sustainability practices.

The Stifel Sustainable Lifestyle Brands Index ranks brands based on U.S. active/casual brand consumer perception of brand
sustainability practices. Newer brands that have staked the brand identity on matters of corporate responsibility and environmental
sustainability (Bombas, Allbirds, Rothy’s, and YETI) scored exceptionally well in the Index, indicating effective messaging with the category
purchasers in the U.S. The Index also highlights the evolved sustainability practices and effective communication of leading outdoor brands
(Patagonia, The North Face, and Columbia) as well as European athletic lifestyle brands with advanced sustainability initiatives (adidas
and Puma).

The Stifel Sustainable Brands Survey illustrates the importance of sustainability in the purchase decision making process.

In the U.S., 83% of Athletic/Casual Lifestyle Brand Purchasers view brands acting sustainably as important, and two-thirds would
pay more for brands that offer leading sustainability practices.

Consumer appreciation for sustainable brands is reaching an inflection point. Results from surveying 4,756 U.S. athletic and casual lifestyle
brands purchasers aged 18-55 demonstrates awareness of sustainability factors, and an increasing emphasis of sustainability in personal
values and buying behavior.

The empowered and connected consumer is armed with more available information about products and brands than ever before. The
purchase consideration journey for most consumers incorporates more factors than ever before (including sustainability) and data shows
sustainability is critical to a purchase decision for some.

Among U.S. active/lifestyle brand category purchasers:

• 83% responded that brands acting sustainably is important to them (39% “very important” and 44% “somewhat important”).

• 73% consider sustainability in some capacity when choosing between brands

• 15% of category consumers will only purchase for a brand they consider sustainable or have matching values (see charts below):

Q (left): How often do you look for information about a brand's sustainability practices when deciding whether to buy a product from that
brand?
Q (right): When choosing between different brands, to what degree does sustainability factor into your decision-making?
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Source: Stifel Research 

 

 
 
Among U.S. active/lifestyle brand category purchasers: 

 Two-thirds are willing to pay more for brands that offer leading sustainable practices (see chart below),  
 

 32% indicated a willingness to pay 10% or more 
 

 We measure the weighted average willingness to pay premium at 11%  
 

 Meaningfully, 58% of respondents indicated an interest in buying fewer products for the sake of sustainability,  
 

Data suggests a consumer shift in the price/quantity equation towards purchasing fewer higher priced products.   
 
Q: Thinking specifically about shopping with active/casual lifestyle apparel brands, how much more (if at all) would you pay for 
brands that offer the following?  Leading sustainability practices 

 
Source: Stifel Research 

20%

39%

26%

15%

Very often

Somewhat often

Not that often

Not at all often

15%

58%

27%

I only buy from brands that I consider sustainable or match
my values

I consider sustainability alongside other factors when
choosing between brands

I rarely consider sustainability when choosing between
brands

5% 8% 19% 35% 33%Leading sustainability practices

Would pay more than 50% more for this Would pay up to 50% more Would pay up to 25% more

Would pay up to 10% more Would not pay more for this
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A majority of category purchasers hold sustainable values,  

 79% are trying to be more sustainable in their day-to-day life, and  
 

 71% report caring more about buying sustainable products than a year ago. 
 
Q: To what degree do you agree or disagree with the following statements? 

 Source: Stifel Research 

Sustainability is an important consideration for brand identity and, we believe, can be a differentiator. Sustainability does not, 
however, excuse brands and products from being competitive on product quality, customer experience, and price (see chart 
below).   
 
Increasing emphasis on sustainability underscores the importance for brands to define and communicate sustainability initiatives 
to an attentive consumer set.     
 
Q: Broadly, how important is it to you that brands focus on the following?  Note: Operating Sustainably was presented as: 
“Operating sustainably (i.e., with focused attention to their impact on the environment, employees/workers, and communities)” 

 Source: Stifel Research 

 

28%

27%

22%

19%

20%

16%

18%

51%

44%

39%

39%

39%

36%

28%

14%

19%

23%

31%

26%

31%

27%

6%

10%

16%

12%

15%

17%

27%

Strongly agree Somewhat agree Somewhat disagree Strongly disagree

ACTIVE/CASUAL LIFESTYLE BRAND PURCHASERS

I am trying to be more sustainable in 
my day-to-day life

I care more now about the sustainability of 
products I buy than I did a year ago

I have purchased a new brand/product 
specifically because of their 

sustainability practices

I intend to purchase fewer products 
for the sake of sustainability

I try to learn about a brand's sustainability 
practices before I buy it for the first time

I regularly opt for more expensive brands or 
products because they are more sustainable

I have boycotted or stopped buying a 
brand/product specifically because of its 

sustainability (or lack thereof)

66%

52%

51%

38%

35%

25%

36%

38%

43%

47%

5%

8%

7%

13%

14%

US - GENERAL POPULATION US - ACTIVE/CASUAL LIFESTYLE BRAND PURCHASERS

Quality and reliability of 
products or services

Convenience and customer 
experience

Offering lower prices

Operating sustainably

Creating new products, 
services, or features

77%

59%

51%

39%

37%

20%

37%

41%

44%

49%

3%

4%

7%

13%

13%
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A holistic view of brand sustainability shows the importance of ethical business.   
 
Among U.S. active/lifestyle brand category purchasers: 

 60% view ethical business practices as “very important,” 

 45% view environmental sustainability as “very important,” and  

 42% view social sustainability as “very important.” 
 
For the purpose of the survey, we categorize sustainability into three defined categories: 

 
The following figure shows the importance to consumers in sustainability categories for the U.S. general population and 
active/lifestyle brand category purchasers.  Active/casual lifestyle brand consumers have more concern for sustainability than the 
general population. Even in the general population, more than half of respondents view ethical business practices as “very 
important,” vs. less than half who view environmental and social sustainability as “very important.”  Nearly all category purchasers 
view sustainable practices to be at least somewhat important, including 96% for ethical business practices, 88% for environmental 
sustainability, and 86% for social sustainability.  
 
Q: How important is it to you that brands operate [in an environmentally sustainable way / with ethical business practices / in a 
socially sustainable way]? 

 Source: Stifel Research 

42% 45%
56% 60%

41% 42%

41%
43%

34%
34%

40%
44%

10%
9% 7%

5%

12%
10%

7% 3% 4% 7% 4%

General
Population

Active/Casual
Lifestyle Brand

Purchasers

General
Population

Active/Casual
Lifestyle Brand

Purchasers

General
Population

Active/Casual
Lifestyle Brand

Purchasers

Very important Somewhat important Not that important Not at all important

Environmentally Sustainable Ethical Business Practices Socially Sustainable

Environmental sustainability refers to environmentally responsible business operations, such as cutting carbon emissions, 
using renewable or recyclable materials, preventing pollution, using less packaging, using less energy and water, etc. 

Ethical business practices refers to fair and principled business operations, such as fair labor standards, paying employees 
fair wages and benefits, international sourcing from places that treat workers fairly, fair trade, promoting worker health, safety, 
and human rights, etc. 

Social sustainability refers to good community stewardship, such as promoting diversity and inclusion efforts, community 
engagement, local investment and development, philanthropy and charity, volunteerism, helping traditionally un-empowered or 
underserved groups, etc. 
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Sustainability priorities emphasize fair dealings with employees, and workers throughout the supply chain.  Six out of the top 7 
sustainability priorities fall under the ethical business practices umbrella.   
 
Among U.S. active/lifestyle brand category purchasers the top priorities viewed as “very important” purchasers are:  

 

 Ethical business practices including:  
o fair pay and benefits for workers (60%),  
o protecting international worker health, safety and human rights (50%), and  
o ensuring brands pay their fair share in taxes (50%).  

 

 Social Sustainability priorities including : 
o supporting racial equality (48%),  
o supporting gender equality (45%), and  
o practicing diverse and equitable hiring (43%).  

 

 Environmental Sustainability priorities including: 
o Protecting local ecosystems (43%), and  
o minimizing plastic waste (41%). 

 
Q: How important is it to you that brands focus on the following? 
 

 Source: Stifel Research 

 
  

T-12 Reducing carbon emissions

T-12
Investing in the communities they 
operate in

14
Using more renewable or recycled 
materials

15 Using less energy and water

16 Philanthropy and giving back

T-17 Ensuring their products are recycled

T-17
Advocating for environmental 
causes publicly

T-17 Supporting LGBTQ+ equality

20 Achieving carbon neutrality

21
Creating products/services tailored 
to underserved populations

22
Advocating for political causes that 
align with my values

39%

39%

38%

37%

34%

33%

33%

33%

31%

30%

23%

Showing % “Very Important”

Environmental Priorities

Ethical Business Priorities

Social Priorities

1 Giving workers fair pay and benefits

T-2
Protecting international worker 
health, safety, and human rights

T-2
Ensuring they pay their fair share in 
taxes

4 Supporting racial equality

T-5
Promoting work/life balance for 
employees

T-5
Protects human rights in the global 
supply chain

7 Creating more domestic jobs

8 Supporting gender equality

T-9
Protecting local 
environments/ecosystems

T-9
Practicing diverse and equitable 
hiring

11 Minimizing packaging/waste

60%

50%

50%

48%

47%

47%

46%

45%

43%

43%

41%
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Surveyed consumers in international markets show similar broad interest in brand sustainability importance, though the 
importance of the three classifications of brand sustainability varies by country.   
 

 Matters of sustainability are “very important” to between one-third and two-thirds of category purchasers in each of the 
tracked countries (see figure below).   

o Italian category consumers are the most concerned with brand attention to sustainability across the three 
dimensions 

 
 

 Source: Stifel Research 

 

Italy had the highest percentage of category purchasers respond that sustainability matters were “very important” out of 
all surveyed countries.  Out of the Active/Casual Lifestyle Brand Purchasers in Italy, 45% were considered Sustainably 
Conscious Consumers.  Environmental sustainability was very important to 67%, ethical business practices were very important to 
63%, and social sustainability was very important to 59% of category consumers.   
 
China survey responses showed lower levels of emphasis on sustainability measures, though was the only emerging 
market country surveyed.  Out of the Active/Casual Lifestyle Brand Purchasers in China, 36% were considered Sustainably 
Conscious Consumers.  Environmental sustainability and ethical business practices were viewed equally important, followed by 
social sustainability.  Relative to the U.S., Chinese category consumers place greater emphasis on advocating for environmental 
causes publicly and reducing carbon emissions, and lower emphasis on protecting human rights in the global supply chain and 
investing in the communities brands operate in. 
 
German category purchasers showed the greatest willingness to pay more for leading sustainability practices, with 76% 
indicating comfort in paying more. Out of the Active/Casual Lifestyle Brand Purchasers in Germany, 45% were considered 
Sustainably Conscious Consumers.  Prioritization of sustainability factors in Germany was largely inline with the U.S. There was 
somewhat lower emphasis on social sustainability matters such as practicing diverse/equitable hiring, supporting racial equality 
and investing in the communities they operate in, and greater emphasis on environmental sustainability like reducing carbon 
emissions and ensuring products are recycled. 
 

52%

46%

44%

67%

50%

45%

39%

41%

46%

30%

43%

43%

8%

11%

9%

3%

7%

9%

Very important Somewhat important Not that important Not at all important

SOCIAL SUSTAINABILITYETHICAL BUSINESS PRACTICESENVIRONMENTAL SUSTAINABILITY

52%

45%

42%

63%

57%

60%

41%

46%

47%

34%

38%

34%

6%

8%

9%

3%

4%

5%

41%

37%

34%

59%

45%

42%

49%

48%

52%

37%

47%

44%

10%

13%

12%

4%

7%

10%
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France has the highest number of Sustainability Conscious Consumers out of the 6 surveyed countries. Out of the 
Active/Casual Lifestyle Brand Purchasers in France, 49% were considered Sustainably Conscious Consumers; these consumers 
tend to be male, higher income, and have greater educational attainment.  Environmental sustainability is relatively more 
important, with ensuring products are recycled, reducing carbon emissions, using less energy and water, and advocating for 
environmental causes each more important to category purchasers. Ensuring brands pay their fair share in taxes and fair and 
equitable hiring were less important to French category purchasers than those in the U.S. 
 
UK responses most closely approximated those of the U.S. Out of the Active/Casual Lifestyle Brand Purchasers in the UK, 
48% were considered Sustainably Conscious Consumers.  Ethical business practices were the most important form of 
sustainability to UK category purchasers, followed by environmental sustainability, and then social responsibility – this is the same 
ranked prioritization demonstrated by U.S. survey responses.  UK category respondents care more about minimizing 
waste/packaging and reducing carbon emissions, and less about creating domestic jobs and investing in communities they 
operate in compared to U.S. category purchasers.  
 
Q: How important is it to you that brands focus on the following?  
Showing percent of genpop that answer “Very Important” 
 

Source: Stifel Research 

  

US UK Italy Germany France China
Giving workers fair pay and benefits 53% 55% 59% 50% 43% 48%

Ensuring they pay their fair share in taxes 46% 53% 53% 42% 35% 42%

Supporting racial equality 46% 44% 55% 37% 41% 46%

Protecting international worker health, safety, 
and human rights

45% 45% 65% 44% 46% 44%

Creating more domestic jobs 44% 38% 59% 37% 39% 42%

Protects human rights in the global supply chain 42% 45% 56% 42% 44% 33%

Supporting gender equality 42% 41% 53% 34% 42% 45%

Protecting local environments/ecosystems 41% 41% 58% 43% 44% 58%

Promoting work/life balance for employees 41% 41% 53% 35% 38% 40%

Practicing diverse and equitable hiring 40% 35% 48% 28% 32% 37%

Investing in the communities they operate in 38% 32% 44% 25% 26% 24%

Minimizing packaging/waste 37% 48% 58% 47% 46% 46%

Using more renewable or recycled materials 36% 43% 54% 39% 40% 42%

Using less energy and water 34% 38% 53% 40% 42% 47%

Supporting LGBTQ+ equality 34% 30% 38% 23% 28% 22%

Reducing carbon emissions 33% 42% 58% 40% 40% 48%

Philanthropy and giving back 32% 26% 26% 19% 22% 32%

Ensuring their products are recycled 31% 39% 55% 38% 39% 35%

Achieving carbon neutrality 31% 35% 52% 37% 33% 34%

Creating products/services tailored to 
underserved populations

30% 27% 42% 28% 30% 29%

Advocating for environmental causes publicly 29% 31% 44% 29% 34% 45%

Advocating for political causes that align with my 
values

24% 21% 24% 14% 19% 36%

NB: Blue shading indicates top 6 priorities and orange shading bottom 6 priorities in each market.
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Comparing active/lifestyle brand category purchasers views to that of the general population 

 Environmental Sustainability is of greater importance for category purchasers than to the general population in the U.S., 
U.K. France, and Italy but either of equal or lesser importance to category purchasers in Germany and China 

 Social Sustainability is of greater importance for category purchasers than to the general population in the U.S., U.K. 
France, and Italy but either of equal or lesser importance to category purchasers in Germany and China 

 
Among the general population, data shows views on Environmental and Social responsibility are most polarized in the U.S. 

 the U.S. general population has the highest percentage of consumers who view it “not that important” or “not important at 
all” for brands to operate in an Environmental Sustainable (17%) or Social Sustainability way (19%). 

o Environmental Sustainable – “Not that important” (10%) or “not important at all” (7%) vs. the average for the 5 
other countries at (7.6%) and (1.4%) respectively 

o Social Sustainable – “Not that important” (12%) or “not important at all” (7%) vs. the average for the 5 other 
countries at (9.4%) and (1.6%) respectively 
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U.S. consumers who care most about sustainability tend to be younger, more left-leaning, and racially diverse. 
Geographically, urban consumers and consumers in the west are more sustainably concerned than those in other areas 
and consumers with active recreational pursuits who spend more in the active/lifestyle categories.   
 
Among U.S. active/lifestyle brand category purchasers: 

 52% of Gen Z and 42% of Millennial consumers believe it “very important” for brands to operate sustainably, compared to 
just 29% for Gen X.   
 

 Those with Democrat political ideology viewed brands operating sustainably to be “very important” more frequently (48%) 
than Independents (35%) or Republicans (29%).   

 

 Key ethnicity reads indicated higher importance of sustainability for Black and Hispanic category purchasers (49% and 
48% “very important,” respectively) compared to White category purchasers (37% “very important”).   

 

 Neighborhood breakdown showed 49% of Urban consumers view sustainable brands as “very important” compared to 
34% for Suburban and 35% for Rural category purchasers.  See the following chart for detailed responses by 
demographic. 

 
Q: Broadly, how important is it to you that brands focus on the following?  Showing % “Operating Sustainably” Note: Operating 
Sustainably was presented as: “Operating sustainably (i.e., with focused attention to their impact on the environment, 
employees/workers, and communities)” 

 Source: Stifel Research 

 
  

39%

40%

38%

52%

42%

29%

48%

35%

29%

37%

48%

49%

49%

34%

35%

44%

42%

46%

38%

43%

48%

42%

47%

43%

45%

41%

35%

39%

47%

45%

13%

13%

12%

7%

12%

16%

8%

12%

21%

14%

9%

10%

10%

14%

14%

4%

5%

3%

2%

3%

7%

2%

5%

7%

4%

2%

6%

3%

5%

5%

Very important Somewhat important Not that important Not at all important

All n=4756

Male n=2426

Female n=2330

Age: GenZ n=809

Age: Mill. n=2242

Age: GenX n=1705

Party: Dem n=2045

Party: Ind n=1427

Party: Rep n=1284

Ethn: White n=3782

Ethn: Hisp. n=496

Ethn: Black n=409

Urban n=1564

Suburban n=2255

Rural n=936
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Among active/lifestyle brand category purchasers: 

 Regional appreciation for sustainability skews towards the West (46% “very important”), and was least important in the 
Midwest (34% “very important”).   

 

 Participation in active or fitness oriented recreational pursuits is related to sustainability-focused values, with brand focus 
on operating sustainably measuring “very important” to 48% of yoga/pilates, cycling/skating, and snow sports participants.   

 

 Those who spent more than $200 on outdoor apparel in the last year showed the highest rate of sustainable values (46% 
very important) amongst high-spending consumers in tracked categories.   

 
The following chart details regional, and behavioral tendencies of U.S. active and casual lifestyle brand purchasers. 
 
Q: Broadly, how important is it to you that brands focus on the following?  Showing % “Operating Sustainably” Note: Operating 
Sustainably was presented as: “Operating sustainably (i.e., with focused attention to their impact on the environment, 
employees/workers, and communities)” 
 

 Source: Stifel Research 

 
With respect to choosing different brands, 73% of category purchasers consider sustainability matters in the decision making 
process.  The demographic and psychographic variances align with the figures above – young, diverse, urban, active consumers 
are likelier to make purchase decisions on sustainability.   
 
Among active/lifestyle brand category purchasers: 
 

 15% responded they will only purchase from brands that they consider sustainable, or match their values: standout 
groups by this measure include: 

o 25% of snow sports participants,  
o 23% of black category purchasers, and  
o 23% of urban category purchasers. 

 

39%

46%

40%

39%

34%

46%

41%

41%

39%

48%

48%

48%

46%

46%

44%

44%

42%

44%

40%

45%

43%

49%

42%

44%

44%

45%

42%

41%

40%

43%

42%

44%

41%

44%

13%

10%

12%

14%

13%

11%

12%

13%

12%

8%

9%

10%

9%

10%

9%

12%

10%

4%

3%

4%

4%

5%

2%

4%

3%

3%

2%

3%

2%

2%

2%

3%

3%

3%

Very important Somewhat important Not that important Not at all important

All n=4756

Region: West n=894

Region: Northeast n=1076

Region: South n=1793

Region Midwest n=993

High Spend: Outdoor Apparel n=810

High Spend: Sport/Rec Equipment n=764

High Spend: Activewear n=1520

High Spend: Casual Wear n=1637

Hobby: Yoga/Pilates n=1711

Hobby: Cycling/Skating n=1699

Hobby: Snow Sports n=1249

Hobby: Running n=1704

Hobby: Sports n=1913

Hobby: Hiking/Camping n=1612

Hobby: Hunting/Fishing n=1981

Hobby: Fitness/Strength n=2244
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 32% of category purchasers would pay a premium of 10% more for leading sustainability practices.  The demographic 
and psychographic variance shows the groups with the greatest propensity to pay more for sustainability include:  

o 52% of snow sports participants,  
o 47% of urban residents, and  
o 45% of yoga/pilates participants.   

 
See Appendix H for a full breakdown of willingness to pay a premium for leading sustainability practices.   

Industry Update

May 25, 2021

12



The Stifel Sustainable Brands Index quantifies and ranks brand sustainability from the perception of the U.S. consumers 
of active and casual lifestyle brands.  New brands with identity staked to corporate responsibility and environmentalism 
scored exceptionally well in the brand index, indicating effective messaging with the category purchasers in the U.S. 
 
Among the top 10 scoring brands in the Stifel Sustainable Brands Index, we can categorize each brand into one of three groups:  
 

o young brands with identities staked to corporate and environmental sustainability,  
o leading outdoor brands, and  
o European athletic lifestyle brands with advanced sustainability initiatives.   

 
Upstart brands that champion sustainable attributes are a disruptive force in the athletic and casual lifestyle brand space.  The top 
ranked brands have commonality in that sustainability messaging as central to their brand identity.  Bombas, Allbirds, and Rothy’s 
were each founded in the past decade and have excelled in communicating a brand foundation as good corporate citizens and 
upholding stakeholder interests from a holistic viewpoint.  Generally speaking, more established brands with broader brand 
awareness have not been able to achieve the same consumer appreciation for sustainability effort. We highlight the following 
brand standouts – see Appendix I for a complete index scoring by category for the top 25 brands. 

 

 Bombas - #1 ranked brand – was founded in 2013 as a sock company with a one pair purchased = one pair donated 
mission to benefit the homeless.  The brand has since expanded the category breadth to offer underwear and basic 
apparel with inclusive brand messaging.  Bombas scored highest amongst all brands in ethical business practices and 
social sustainability, and fourth in environmental sustainability. 

 Allbirds - #4 ranked brand – was founded in 2016 as a footwear brand committed to reducing environmental impact and 

differentiates the brand and product through the use of renewable materials, disclosure of the carbon footprint of each 
product, and an objective to not just offset the carbon but eventually become climate positive.  

 Rothy’s – tied for #7 ranked brand – was founded in 2012 as a fashion company that incorporated sustainable materials 
and processes into manufacturing and recycling programs for end of life products.  

 Additionally, Hydro Flask (#6 ranked brand) and YETI (ticker YETI, Hold, $87.48; #7 ranked brand) were each founded in 
the past 20 years and offer premium drinkware to help eliminate single use plastic, among other products. 

 

 
 
Source: Stifel Research 

 
Outdoor brands scored among the top brands, reflecting shared values with the environmental and socially conscious core 
consumer base.  Consumers of outdoor apparel stand out as sustainably conscious and indicate a willingness to a pay a premium 
for leading sustainability practices.  Unsurprisingly, established outdoor brands that have championed environmental matters 
ranked among the most sustainable brands in the eyes of the U.S. category purchasers.  Patagonia ranked #2, and has long been 
a leader in environmental activism, including the formation of the Sustainable Apparel Coalition.  The North Face (ticker VFC, 
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Hold, $76.61) was the highest ranking brand of any of our brands under the Sports & Lifestyle Brands coverage universe, and the 
130 index score for environmental sustainability was the highest brand score for any of the three categories.  Columbia (ticker 
COLM, Buy, $102.06) also rounded out the top 10 in a four-way tie for the #7 rank.   
 
European athletic lifestyle brands with advanced sustainability initiatives, adidas and Puma, both ranked in the top 10 in the Stifel 
Sustainable Brands Index.  Consumers recognized adidas (#4) particularly for social sustainability, in which the brand ranked 
second behind only Bombas.  Among numerous other programs to help underserved communities, the brand has committed in 
the U.S. for new hires to be 30% black or Latino people.  Puma (tied for #6) likewise scored well with U.S. category consumers for 
social sustainability (#8) and ethical business practices (#7).       
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APPENDIX A: Survey Methodology 
 
Stifel commissioned a survey of n=11,536 online interviews through Morning Consult among General Population adults ages 18-
55 and Active/Casual Lifestyle Brand Purchasers ages 18-55 in the US, UK, Italy, Germany, France, and China from April 16 – 25, 
2021. Sampling included approximately n=1,000 General Population adults in each market, and an oversample of Active/Casual 
Lifestyle Brand Purchasers in each market.  
 
General Population adults and Active/Casual Lifestyle Brand Purchasers were separately sampled and weighted to be 
demographically representative for their age groups according to published population statistics for age, gender, region, 
education, race, and income in the US, and age, gender, region, and education in the UK, Italy, Germany, France, and China.  
 
Active/Casual Lifestyle Brand Purchasers are defined as those who purchased at least one of the following types of brands within 
the past 6 months: Athletic or activewear clothing or footwear brands; casual lifestyle clothing or footwear brands; outdoor clothing 
or footwear brands (i.e., for hiking, skiing, etc.); or sporting goods or outdoor recreation equipment brands.  
 

 
Source: Stifel Research 

 
 
The margins of error provided above apply for the full sample size of the audience; margins of error are larger for any 
demographic subgroups.  
 
  

Market Gen Pop Survey N Gen Pop Margin of Error ACLBP Survey N ACLBP Margin of Error

US N=1,009 +/- 3% N=4,756 +/- 1%

UK N=1,010 +/- 3% N=1,060 +/- 3%

Italy N=1,000 +/- 3% N=1,067 +/- 3%

Germany N=1,000 +/- 3% N=1,009 +/- 3%

France N=1,000 +/- 3% N=1,020 +/- 3%

China N=1,000 +/- 3% N=1,103 +/- 3%
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APPENDIX B: Stifel Sustainable Lifestyle Brands Index Methodology 
 
Stifel and Morning Consult measured sustainability ratings for 50 active/casual lifestyle brands with leading sustainability practices 
among n=4,756 Active/Casual Lifestyle Brand Purchasers in the US. Active/casual lifestyle brands were measured according to 
three metrics of sustainability: environmental sustainability, ethical business practices, and social sustainability. 
 
Each survey respondent saw a randomly selected list of 35 of our 50 brands and indicated their level of familiarity for each brand. 
Then, for each sustainability metric, respondents rated brand performance on a four-point scale, or could elect to say they had no 
opinion on that brand for the given sustainability metric. Respondents only rated sustainability performance for the brands they 
previously indicated they were familiar with. 
 

Environmental Sustainability: In general, how good of a job do you think each of the following companies are doing 

with regards to environmental sustainability?   

Ethical Business Practices: In general, how good of a job do you think each of the following companies are doing with 
regards to ethical business practices?  
 
Social Sustainability: In general, how good of a job do you think each of the following companies are doing with regards 
to social sustainability?  

 
Step 1: Calculations for each brand focus on those who selected a response on our four-point scale, excluding those who 
selected “Don’t know / No Opinion” - In this way, brands are only graded by those who have an opinion on their sustainability for a 
given metric. 
 
Step 2: Calculate raw scores for each brand by adding value for positive ratings and subtracting value for negative ratings 
“Excellent” and “Poor” were given twice the weight of “Good” and “Just fair” to ensure more polarized views were reflected in the 
scores. 
 
Step 3: Convert raw scores to index scores, where the average score for each metric is indexed to 100. This ensures our three 
metrics are uniform, and scores can be compared across metrics to evaluate relative performance. 
 

 
 
Source: Stifel Research 
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Brands included:   
 

 
Source: Stifel Research 
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APPENDIX C: Role of sustainability in the purchase decision amongst U.S. Active/Casual Lifestyle Brand Purchasers 
 
Q: When choosing between different brands, to what degree does sustainability factor into your decision-making? 
 

 
Source: Stifel Research 
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12%

19%
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17%
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12%

14%

17%
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23%

11%

14%

58%

55%

62%

64%
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57%
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59%

27%

27%

26%

18%

22%

36%

19%

29%

36%

28%

20%

22%

19%

31%

28%

I only buy from brands that I consider sustainable or match my values
I consider sustainability alongside other factors when choosing between brands
I rarely consider sustainability when choosing between brands

Considers 
Sustainability 

All n=4756

Male n=2426

Female n=2330

Age: GenZ n=809

Age: Mill. n=2242

Age: GenX n=1705

Party: Dem n=2045

Party: Ind n=1427

Party: Rep n=1284

Ethn: White n=3782

Ethn: Hisp. n=496

Ethn: Black n=409

Urban n=1564

Suburban n=2255

Rural n=936

73%

73%

74%

83%

77%

64%

81%

71%

63%

72%

80%
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69%
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APPENDIX D: Outdoor Apparel purchasers are a core demographic for appreciating the sustainability practices of 
brands and purchasing more expensive brands or products because of sustainability: 
 
Q: To what degree do you agree or disagree with the following statements? 
 

Source: Stifel Research 

  

16%

23%
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19%
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36%

44%

40%

38%

39%

31%

25%

26%

29%
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17%

9%

12%

13%

14%

Strongly agree Somewhat agree Somewhat disagree Strongly disagree

ACTIVE/CASUAL LIFESTYLE BRAND PURCHASERS
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16%

21%

23%

23%

16%

11%

13%
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15%

All Active/Casual Lifestyle 
Brand Purchasers

n=810

High Spend: Outdoor Apparel n=764

High Spend: Sporting/
Rec Equipment

n=1520

High Spend: Activewear n=1637

High Spend: Casual Wear n=810

I have purchased a new brand/product 
specifically because of their sustainability 
practices

I regularly opt for more expensive brands 
or products because they are more 
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APPENDIX E: Sustainability as a purchasing priority for U.S. category purchasers 
 
Q: Now, we would like you to think specifically about shopping for active/casual lifestyle brands. By this, we mean brands focused 
on athletic, outdoor, or casual lifestyle clothing, footwear and accessories. How important are each of the following to you when 
making purchase decisions with these types of brands? Please rank them from most important (1) to least important (8). 
 

 
Source: Stifel Research 
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technology
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APPENDIX F: Importance of sustainability factors amongst U.S. Active/Casual Lifestyle Brand Purchasers 
 
Q: How important is it to you that brands focus on the following? 
 

 Source: Stifel Research 

  

T-12 Reducing carbon emissions

T-12
Investing in the communities they 
operate in

14
Using more renewable or recycled 
materials

15 Using less energy and water

16 Philanthropy and giving back
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1 Giving workers fair pay and benefits
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Protecting international worker 
health, safety, and human rights

T-2
Ensuring they pay their fair share in 
taxes

4 Supporting racial equality

T-5
Promoting work/life balance for 
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T-5
Protects human rights in the global 
supply chain

7 Creating more domestic jobs
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APPENDIX G: Profile of the Sustainability Conscious Consumer 
 
Sustainability Conscious Consumers are defined as those that 1) Say it’s at least somewhat important for brands to focus on 
operating sustainably, 2) have purchased a brand/product specifically because of their sustainability practices, and 3) regularly opt 
for more expensive brands or products because they are sustainable. 
 
 

  
Source: Stifel Research 

 
 
  

G E N D E R A G E

E T H N I C I T Y

C O M M U N I T Y  T Y P E
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31% 47%
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Urban Suburban Rural

75%

14% 21% 7%
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64%
36%

55% 45%

< College Bachelors & Post Grad

20%
41% 39%

26%
41% 33%
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U N I Q U E  
C H A R A C T E R I S T I C S :

 Male
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 Ages: 25-34
 Higher Income
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US Income: Under 50k US Income: 50k-100k US Income: 100k+

48% of US Active/Casual Lifestyle 
Brand Purchasers are Sustainability 

Conscious Consumers
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APPENDIX H: Willingness to pay more for “Leading Sustainability Practices” amongst U.S. Active/Casual Lifestyle Brand 
Purchasers 
 

Q: Thinking specifically about shopping with active/casual lifestyle apparel brands, how much more (if at all) would you pay for 
brands that offer the following? Leading Sustainability Practices 
 

 

 
Source: Stifel Research  
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APPENDIX I: Stifel Sustainable Lifestyle Brands Index – Top 25 Brands 
 

 
Source: Stifel Research 

 

 

Stifel Sustainability Brand Index

Rank Brand

Environmental 

Sustainability

Ethical Business 

Practices

Social 

Sustainability

Sustainability 

Brand Index

1 Bombas 124 128 128 127

2 Patagonia 129 122 125 125

3 The North Face 130 116 122 123

4 Adidas 114 115 126 118

5 Allbirds 120 107 115 114

6 HydroFlask 125 106 105 112

7 Puma 107 112 115 111

8 Rothy's 116 109 106 111

9 YETI 114 112 105 111

10 Columbia 117 107 108 111

11 Under Armour 109 107 109 108

12 Birkenstock 110 103 107 107

13 On Running 109 107 100 105

14 Levi's 106 106 102 105

15 Vuori 97 98 119 105

16 Converse 103 106 105 105

17 Smartwool 112 99 101 104

18 Carhartt 100 114 98 104

19 Keen Footwear 103 112 96 104

20 Jordan 94 101 115 104

21 Duluth Trading 101 106 101 103

22 Hoka One One 105 102 100 102

23 Timberland 102 101 100 101

24 New Balance 99 102 100 101

25 Merrell 95 106 99 100

Industry Update

May 25, 2021

24



Important Disclosures and Certifications

I, Jim Duffy, certify that the views expressed in this research report accurately reflect my personal views about the subject
securities or issuers; and I, Jim Duffy, certify that no part of my compensation was, is, or will be directly or indirectly related to
the specific recommendations or views contained in this research report.

Our European Policy for Managing Research Conflicts of Interest is available at www.stifel.com/institutional/
ImportandDisclosures.

Columbia Sportswear Company (COLM) as of May 21, 2021 (in USD)
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Apr-16 Jul-16 Oct-16 Jan-17 Apr-17 Jul-17 Oct-17 Jan-18 Apr-18 Jul-18 Oct-18 Jan-19 Apr-19 Jul-19 Oct-19 Jan-20 Apr-20 Jul-20 Oct-20 Jan-21 Apr-21 Jul-21

04/26/2018
82.09
H:93.00

10/26/2018
85.57
B:103.00

02/08/2019
106.86
B:120.00

04/25/2019
104.45
B:128.00

07/25/2019
105.03
B:129.00

02/27/2020
83.69
B:114.00

03/27/2020
67.74
B:90.00

06/12/2020
79.88
B:99.00

10/08/2020
93.14
B:107.00

02/05/2021
107.89
B:125.00

04/29/2021
113.40
B:146.00

*Represents the value(s) that changed.
Buy=B; Hold=H; Sell=S; Discontinued=D; Suspended=SU; Discontinued=D; Initiation=I

For a price chart with our ratings and target price changes for COLM go to
http://stifel2.bluematrix.com/sellside/Disclosures.action?ticker=COLM

VF Corporation (VFC) as of May 21, 2021 (in USD)
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02/12/2018
80.70
B:91.00

07/16/2018
88.80
B:100.00

07/23/2018
92.27
B:105.00

02/27/2019
87.73
B:106.00

05/22/2019
90.33
B:99.00

01/21/2020
94.63
B:109.00

03/09/2020
62.39
B:94.00

03/27/2020
57.79
B:75.00

06/12/2020
61.25
B:80.00

10/08/2020
78.33
H:80.00

12/14/2020
85.75
H:82.00

*Represents the value(s) that changed.
Buy=B; Hold=H; Sell=S; Discontinued=D; Suspended=SU; Discontinued=D; Initiation=I

For a price chart with our ratings and target price changes for VFC go to
http://stifel2.bluematrix.com/sellside/Disclosures.action?ticker=VFC
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YETI Holdings, Inc. (YETI) as of May 21, 2021 (in USD)
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11/19/2018
17.57
I:B:21.00

02/14/2019
21.90
B:26.00

03/07/2019
22.59
B:30.00

05/02/2019
30.94
B:36.00

01/30/2020
37.39
B:40.00

03/09/2020
22.98
B:34.00

03/27/2020
20.93
B:23.00

04/16/2020
24.89
H:23.00

05/07/2020
28.32
H:27.00

06/12/2020
35.67
H:33.00

07/23/2020
46.26
H:45.00

08/06/2020
50.80
H:48.00

11/05/2020
59.91
H:61.00

02/11/2021
71.78
H:74.00

05/13/2021
85.82
H:88.00

*Represents the value(s) that changed.
Buy=B; Hold=H; Sell=S; Discontinued=D; Suspended=SU; Discontinued=D; Initiation=I

For a price chart with our ratings and target price changes for YETI go to
http://stifel2.bluematrix.com/sellside/Disclosures.action?ticker=YETI

YETI Holdings, Inc. is provided with non-securities related services by Stifel or an affiliate or was provided with non-securities related
services by Stifel or an affiliate within the past 12 months.

Stifel or an affiliate has received compensation for non-securities related services from YETI Holdings, Inc. in the past 12 months.

Stifel or an affiliate expects to receive or intends to seek compensation for investment banking services from Columbia Sportswear
Company, VF Corporation and YETI Holdings, Inc. in the next 3 months.

Stifel or an affiliate is a market maker or liquidity provider in the securities of Columbia Sportswear Company, VF Corporation and YETI
Holdings, Inc..
The equity research analyst(s) responsible for the preparation of this report receive(s) compensation based on various factors, including
Stifel's overall revenue, which includes investment banking revenue.

Investment Rating System

Our investment rating system is defined as follows:

Buy - We expect a total return of greater than 10% over the next 12 months with total return equal to the percentage price change plus
dividend yield.

Speculative Buy1 - We expect a total return of greater than 30% over the next 12 months, with total return equal to the percentage price
change plus dividend yield, accompanied by substantially higher than normal risk including the possibility of a binary outcome.

Hold - We expect a total return between -5% and 10% over the next 12 months with total return equal to the percentage price change
plus dividend yield.

Sell - We expect a total return below -5% over the next 12 months with total return equal to the percentage price change plus dividend yield.

Occasionally, we use the ancillary rating of Suspended (SU) to indicate a long-term suspension in rating and/or target price, and/or coverage
due to applicable regulations or Stifel policies. Alternatively, Suspended may indicate the analyst is unable to determine a “reasonable basis”
for rating/target price or estimates due to lack of publicly available information or the inability to quantify the publicly available information
provided by the company and it is unknown when the outlook will be clarified. Suspended may also be used when an analyst has left the firm.
1 This rating is only utilised by Stifel Canada.

Of the securities we rate, 56% are rated Buy, 1% are rated Speculative Buy, 28% are rated Hold, 2% are rated Sell and 13% are rated
Suspended.

Within the last 12 months, Stifel or an affiliate has provided investment banking services for 24%, 7%, 0%, 8% of the companies whose
shares are rated Buy (includes Speculative Buy), Hold, Sell, and Suspended respectively.

Within the last 12 months, Stifel or an affiliate has provided material services for 41%, 73%, 21%, 13%, 12%, of the companies whose shares
are rated Buy, Speculative Buy, Hold, Sell and Suspended respectively.
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Additional Disclosures

Please visit the Research Page at www.stifel.com for the current research disclosures and respective target price methodology applicable
to the companies mentioned in this publication that are within the Stifel coverage universe. For a discussion of risks and changes to target
price including basis of valuation or methodology please see our stand-alone company reports and notes for all stocks.

The information contained herein has been prepared from sources believed to be reliable but is not guaranteed by us and is not a complete
summary or statement of all available data, nor is it considered an offer to buy or sell any securities referred to herein. Opinions expressed
are as of the date of this publication and are subject to change without notice. These opinions do not constitute a personal recommendation
and do not take into account the particular investment objectives, financial situation or needs of individual investors. Employees of Stifel, or
its affiliates may, at times, release written or oral commentary, technical analysis or trading strategies that differ from the opinions expressed
within. Stifel or any of its affiliates may have positions in the securities mentioned and may make purchases or sales of such securities from
time to time in the open market or otherwise and may sell to or buy from customers such securities on a principal basis; such transactions
may be contrary to recommendations in this report. Past performance should not and cannot be viewed as an indicator of future performance.
Unless otherwise noted, the financial instruments mentioned in this report are priced as of market close on the previous trading day and
presumed performance is calculated always over the next 12 months.

As a multi-disciplined financial services firm, Stifel regularly seeks investment banking assignments and compensation from issuers for
services including, but not limited to, acting as an underwriter in an offering or financial advisor in a merger or acquisition, or serving as a
placement agent in private transactions.

Affiliate Disclosures

References to “Stifel” (collectively ”Stifel”) refer to SFC and other associated affiliated subsidiaries including (i) Stifel, Nicolaus & Company,
Incorporated (“SNC”); (ii) Keefe, Bruyette & Woods, Incorporated (“KBWI’’), which are both U.S. broker-dealers registered with the United
States Securities and Exchange Commission (“SEC”) and members of the Financial Industry National Regulatory Authority (“FINRA”),
respectively; (iii) Stifel Nicolaus Canada, Incorporated. (“Stifel Canada”), which is authorised and regulated by Investment Industry
Regulatory Organization of Canada (“IIROC”), and also trades under the names “Stifel GMP” and/or “Stifel FirstEnergy”; (iv) Stifel Nicolaus
Europe Limited (“SNEL”), which is authorised and regulated by the Financial Conduct Authority (“FCA”) (FRN 190412) and is a member of
the London Stock Exchange and also trades under the name Keefe, Bruyette & Woods Europe (“KBW Europe”); and (v) Stifel Europe Bank
AG (“SEBA”), which is regulated by the German Federal Financial Supervisory Authority (Bundesanstalt für Finanzdienstleistungsaufsicht;
“BaFin”) and is a member of Deutsche Boerse and SIX Swiss Exchange and (vi) Stifel Schweiz AG (“STSA”), which is representative of
SEBA in Switzerland and regulated by the Eidgenössische Finanzmarktaufsicht (“FINMA”). SNEL, SEBA and STSA are collectively referred
to as Stifel Europe.

Registration of non-US Analysts: Any non-US research analyst employed by Stifel contributing to this report is not registered/qualified as
a research analyst with FINRA and is not an associated person of the US broker-dealer and therefore may not be subject to FINRA Rule
2241 restrictions on communications with a subject company, public appearances, and trading securities held by a research analyst account.

Global Research Notes: Stifel Global Research (Cross-Border Research) notes are intended for use only by Institutional or Professional
Clients. Research analysts contributing content to these reports are subject to different regulatory requirements based on the jurisdiction in
which they operate. Clients seeking additional information should contact the Stifel entity through which they conduct business.

SEBA & STSA Sponsored research: At SEBA & STSA, analysts may produce issuer paid research ('sponsored research'). This research
is produced by analysts in accordance with local regulatory requirements relating to such research. In certain jurisdictions, this issuer
paid research may be deemed to be independent research albeit not produced to the same conflicts of interest standards required by all
jurisdictions for independent research. Where research has been paid for by an issuer, this will be clearly labelled. Please see our European
Policy for Managing Research Conflicts of Interest for additional information.

Country Specific and Jurisdictional Disclosures

United States: Research produced and distributed by Stifel Europe is distributed by Stifel Europe to “Major US Institutional Investors” as
defined in Rule 15a-6 under the US Securities Exchange Act of 1934, as amended. SNC may also distribute research prepared by Stifel
Europe directly to US clients, including US clients that are not Major US Institutional Investors. In these instances, SNC accepts responsibility
for the content. Stifel Europe is a non-US broker-dealer and accordingly, any transaction by a US client in the securities discussed in the
document must be effected by SNC. US clients wishing to place an order should contact their SNC representative.

UK: This report is distributed in the UK by SNEL, which is authorised and regulated by the Financial Conduct Authority (FCA). In these
instances, SNEL accepts responsibility for the content. Research produced by Stifel Europe is not intended for use by and should not be
made available to retail clients as defined by the FCA.

European Economic Area (EEA): This report is distributed in the EEA by SEBA, which is authorized and regulated by the German Federal
Financial Supervisory Authority (Bundesanstalt für Finanzdienstleistungsaufsicht; “BaFin”). In these instances, SEBA accepts responsibility
for the content. Research produced by Stifel Europe is not intended for use by and should not be made available to retail clients as defined
under MiFID II.

The complete preceding 12-month recommendations history related to recommendation(s) in this research report is available at https://
stifel2.bluematrix.com/sellside/MAR.action

Industry Update

May 25, 2021

27

https://www.stifel.com/institutional/ImportantDisclosures
https://www.stifel.com/institutional/ImportantDisclosures


Australia: Research produced by Stifel is distributed by SNEL under the Australian Securities and Investments Commission (“ASIC”) Class
Order [CO 03/1099] exemption from the requirement to hold an Australian Financial Services Licence (“AFSL”). This research may only be
distributed to a “Wholesale Client” within the meaning of section 761G of the Corporations Act 2001 (Cth).

Brunei: This document has not been delivered to, registered with or approved by the Brunei Darussalam Registrar of Companies, Registrar
of International Business Companies, the Brunei Darussalam Ministry of Finance or the Autoriti Monetari Brunei Darussalam. This document
and the information contained within will not be registered with any relevant Brunei Authorities under the relevant securities laws of Brunei
Darussalam. The interests in the document have not been and will not be offered, transferred, delivered or sold in or from any part of Brunei
Darussalam. This document and the information contained within is strictly private and confidential and is being distributed to a limited
number of accredited investors, expert investors and institutional investors under the Securities Markets Order, 2013 ("Relevant Persons")
upon their request and confirmation that they fully understand that neither the document nor the information contained within have been
approved or licensed by or registered with the Brunei Darussalam Registrar of Companies, Registrar of International Business Companies,
the Brunei Darussalam Ministry of Finance, the Autoriti Monetari Brunei Darussalam or any other relevant governmental agencies within
Brunei Darussalam. This document and the information contained within must not be acted on or relied on by persons who are not Relevant
Persons. Any investment or investment activity to which the document or information contained within is only available to, and will be engaged
in only with Relevant Persons.

Canadian Distribution: Research produced by Stifel Europe is distributed in Canada by SNC in reliance on the international dealer
exemption. This material is intended for use only by professional or institutional investors. None of the investments or investment services
mentioned or described herein is available to other persons or to anyone in Canada who is not a “permitted client” as defined under applicable
Canadian securities laws.

Republic of South Africa: Research produced by Stifel is distributed by SNEL to “Clients” as defined in FSCA FAIS Notice 20 of 2018
(the “FAIS Notice”) issued by the Financial Services Conduct Authority. Research distributed by SNEL is pursuant to an exemption from the
licensing requirements under Section 7(1) of the Financial Advisory and Intermediary Services Act, 2002.

In jurisdictions where Stifel is not already licensed or registered to trade securities, transactions will only be affected in accordance with
local securities legislation which will vary from jurisdiction to jurisdiction and may require that a transaction is carried out in accordance
with applicable exemptions from registration and licensing requirements. Non-US customers wishing to effect transactions should contact a
representative of the Stifel entity in their regional jurisdiction except where governing law permits otherwise. US customers wishing to effect
transactions should contact their US salesperson.

The securities discussed in this report may not be available for sale in all jurisdictions and may have adverse tax implications for investors.
Clients are advised to speak with their legal or tax advisor prior to making an investment decision.

The recommendation contained in this report was produced at 24 May 2021 17:02EDT and disseminated at 25 May 2021 00:00EDT.
Additional Information Is Available Upon Request

© 2021 Stifel. This report is produced for the use of Stifel customers and may not be reproduced, re-distributed or passed to any other
person or published in whole or in part for any purpose without the prior consent of Stifel.

Industry Update

May 25, 2021

28


