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ESG aspects (Environmental, Social, and Governance) are inseparably linked 
to business operations, and this accelerated the ongoing development of 
regulations at both national and EU levels, global commitments to mitigate 
environmental degradation, and the recent destabilization resulting from 
Russia’s aggression in Ukraine. 

Opportunities and risks related to ESG also have an increasingly measurable 
impact on the retail and consumer goods sector, with “sustainable” brands 
being built in response to growing expectations of consumers and business 
partners. By taking actions that involve reducing the carbon footprint and water 
consumption or verifying the origin of raw materials in the supply chain, 
businesses will create a positive impact on the environment in the long run. 
According to our survey, 76% of companies operating in Poland’s retail and 
consumer goods sectors declare that they have included sustainable 
development in their corporate strategies. The survey findings have drawn our 
attention to several other key issues.

Companies with Western capital are building their competitiveness by reducing 
emissions and building new strategies that take into account the impact that 
their operations have on climate. By contrast, Polish companies are clearly less 
advanced in their efforts to adapt to trends related to the decarbonization of the 
world’s economy. Among foreign companies, 81% have implemented or are 
planning to implement climate targets by 2030, compared with only 59% of 
Polish companies that say so. In addition, the former are also leaders in the 
area of non-financial disclosures.

One of the key challenges faced by businesses is the absence of clear rules for 
interpreting currently applicable regulations concerning the European Green 
Deal. Another issue is that businesses view sustainability  as a risk of loosing 
competitiveness due to the costs that might be linked to implementation of ESG 
principles. 

Supply chain management, which should be one of the priorities for consumer 
goods sector, remains completely unaddressed. Only 4% of companies require 
suppliers to report their carbon footprint, which clearly demonstrates the need to 
strengthen the competencies of businesses in this area.

Krzysztof Badowski
Partner 

Mieczysław Gonta
Partner 

Agnieszka Ostaszewska
Partner

Commentary from the retail and consumer goods sector leaders
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of companies say that the absence
of clear regulations and requirements 
prevents them from greater 
commitment to sustainability strategy

of companies declare that they are in 
an advanced stage of implementing 
their ESG strategies, but only 20%
of these are Polish companies

of companies states that they include 
all three pillars of ESG in their 
strategies

3

48% 58% 28%

Polish lawmakers face major challenges – most 
provisions are either at the stage of drafts or 
unprepared. In their current wording, these 
provisions are among the most restrictive ones in 
the EU. The retail and consumer goods sector is 
over-regulated.

Polish companies should step up their efforts
to implement ESG strategies and integrate
these measures into their business strategies. 
Unless they change their approach, they risk 
falling far behind global players.

The growing importance of the impact
of business operations on the external 
environment is driving up stakeholder 
expectations in the area of specific actions
taken by businesses in all three pillars of ESG.

Key findings

PwC | Strategy&
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Measuring the carbon footprint is becoming
a legislative requirement, but most companies do 
not require this from their suppliers. One of the 
EU’s mechanisms is the carbon border tax, 
which is expected to come into force in 2023 
and aims to ensure equal prices for products 
imported from countries with lower environmental 
standards.

of companies require suppliers to 
report their carbon footprint

of companies publish reports
that contain non-financial information 

of companies declare that they will 
achieve climate targets by 2030 at the 
latest

Sustainability reporting poses a challenge in terms 
of data management, including monitoring credible, 
and complete data. This requires the integration 
of many factors – processes, data, and tools. 
Preparations for this process should be made in 
advance.

Businesses with foreign capital are leaders in this 
respect – 81% of them are planning to set climate 
targets. Among Polish companies, this share stands 
at 59%. Domestic companies may miss the 
opportunity to adapt not only to climate change 
but also to market changes. This will undermine 
their competitive position. 

4%54%70%

Key findings
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The importance of ESG 
in corporate strategies
is growing

28% of companies have strategies that 
embrace all three pillars of ESG

PwC | Strategy&
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Krzysztof Badowski
Managing Partner, Strategy& in Poland

The right business profile in the environmental aspect of ESG will 
affect purchasing decisions made by consumers and, this way it 
translates into higher revenues. On the other hand, efforts
to minimize the consumption of water, electricity, and fossil fuels
may contribute to the overall condition of the environment, as well as 
improve the company’s cost position. 

A strong emphasis on the social aspect of ESG has a powerful 
impact on the ability of companies to attract and retain talent, which 
gives them a natural advantage over their competitors. Businesses 
that have well-developed diversity & inclusion policies prove that this 
approach helps increase creativity and flexibility of operations, 
improves access to talent, and boosts the employee morale, thus 
contributing to better employee productivity. This, in turn, translates 
into better financial performance. Businesses that actively pursue 
and support diversity & inclusion policies earn, on average, 19% 
more. 

Likewise, it appears that businesses that have well-developed 
strategies in the governance aspects of ESG, remain transparent, 
and act in accordance with the rules are subject to less scrutiny from 
regulators, activists, and unions, have greater freedom of action, and 
avoid paying fines and fees  in various legal regimes.

It is therefore evident that a strong and properly created ESG 
profile impacts financial performance and long-term market 
prospects. It also contributes to how the company is perceived 
by investors, who rate businesses with well-defined ESG 
strategies as less risky. Positive financial performance, good 
market prospects, and low risk all add up to the value of a 
company. 

ESG will grow in importance and become an inseparable 
element integrated into all areas of corporate strategies.

PwC | Strategy&
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Challenges facing
the retail and FMCG 
sectors and new 
regulations

48% of companies say that the absence of clear 
regulations and requirements prevents them from 
greater engagement in ESG1

PwC | Strategy&
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The greatest obstacle to implement the sustainability strategy 
is posed by the absence of clear regulations. 

Businesses can see the ambiguities in legislation, which may act 
as a barrier to continued growth in the importance of ESG in 
Poland’s economy. Legal provisions often remain at the stage of 
drafts, and implementing regulations have not been prepared (this 
applies, for example, to the implementation of the Single-Use 
Plastics Directive). Simultaneously, this lack of legislative stability is 
coupled with a restrictive approach to the implementation of EU 
directives in the proposed draft laws.

One thing is certain: new obligations mean additional costs and 
administrative burdens for businesses. This poses a major 
challenge for the industry, but also for the regulator. Reaching ESG 
targets requires precisely worded laws and their uniform 
interpretation. We can only hope that, for the sake of the economy 
and society, this can be achieved relatively painlessly and swiftly. 

Mieczysław Gonta
Partner at Legal and Tax Department, PwC Poland

What prevents your company from greater engagement in ESG?

PwCPwC | Strategy&
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Legislative barriers for the sector

Extended Producer Responsibility, the packaging 
fee, and the fee on products in single-use plastic 
packaging are clearly the key regulatory 
challenges facing the sector. 

Legal provisions in this area are not ready, 
and the proposed solutions are unclear and 
restrictive, and they drive up the costs of doing 
business to a significant extent. In particular,
Polish lawmakers have shifted all responsibilities 
onto businesses, although the EU provisions 
provided for greater leeway in this respect. 

Additional challenges include costs related to 
waste management software, among other 
things. 

Businesses already estimate that costs
of waste management in connection with
the new provisions may see more than           
a tenfold increase.

Which of the following regulations pose the greatest challenge 
for your organization?

10PwC | Strategy&
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In your opinion, what systemic or sectoral solutions would be useful for 
the implementation of ESG initiatives? The sector expects support

In the situation of growing inflation and market uncertainty 
caused by the coronavirus pandemic and the war            
in Ukraine, the regulatory issues mentioned earlier              
and the associated significant rise in the costs of doing 
business may heavily affect the condition of the 
companies in the sector. 

Under the circumstances, it comes as no surprise 
that our survey has revealed a clear expectation
of greater support from the state in the form of tax 
reliefs and investment subsidies. 

In terms of tax breaks, we can see increased activity          
on the part of the regulator. The “Polish Deal” package          
of legislation has introduced several new types of tax 
breaks: the robotization relief, the prototype relief, and the 
Corporate Social Responsibility (CSR) relief. Additionally, 
the scope of the R&D relief has been extended. These 
are new solutions, and their full effects may not be felt by 
businesses for some time. There is still no certainty about 
the possible subsidies, especially those from the EU 
funds. In particular, the National Recovery Plan has yet to 
be launched, and the details of the EU’s new financial 
perspective for 2021–27 remain unclear. 

11PwCPwC | Strategy&
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As for the survey’s findings, we are very pleased that many 
companies in the retail and FMCG industry have sustainability 
strategies and are implementing them. Importantly, sustainable 
development should be not an addition to standard business 
operations or development strategies, but a way of doing 
business. Of course, this approach requires time, commitment, 
and investments, so it comes as no surprise that the 
companies from the sector indicate that a transparent and clear 
regulatory framework along with financial incentives would help 
them implement ESG initiatives. At the same time, these 
businesses consider promoting sustainable development and 
staying competitive as the biggest challenge, which may mean 
that the change that must take place in the retail and FMCG 
sector has been underestimated. This change is necessary for 
the long-term survival of businesses if we take into account
the condition of the planet, the depletion of resources, climate 

PwCPwC | Strategy&

change, widening social 
inequalities, and growing 
consumer and employee 
demands in the area of ESG,
as well as brand transparency 
and credibility.

Agata Czachórska

Sustainability Manager,
IKEA Retail Polska
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Maturity of 
companies

58% of companies declare that they are at an 
advanced stage of implementing their ESG 
strategies,  

only 20% of these are Polish companies
2
Few Polish companies 
have implemented ESG 
strategies

Credible ESG reporting 
remains a challenge

PwCPwC | Strategy&
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42% of companies are in the 
early stages of implementing 

sustainability strategies

42%

as many as 67% 
of these are Polish companies

67%

Implementing ESG strategies poses the following challenges for 
companies: 

Identifying relevant sustainability measures that will have 
long-term environmental, social, and economic impacts,

Identifying significant opportunities and threats related to 
sustainable development now and in the future.

Are Polish companies at risk of falling behind?

Polish businesses are faced with the challenge of implementing 
ESG strategies and integrating sustainability into their business 
strategies. Only 20% of them have implemented sustainability 
strategies or are in an advanced stage of implementing them, 
and as many as 34% have yet to take action in this field. 

For 73% of multinational companies, sustainability is already
an integral part of their business. Unless Polish companies 
change their approach, they will risk lagging far behind the 
global players.

It is reassuring that many Polish companies are already 
implementing sustainability measures, and the problem appears 
to be posed by the lack of a formalized process and the 
integration of these actions into broader business strategies. 
They still need to identify such actions and determine
their strategic direction.

PwCPwC | Strategy&
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Which elements of ESG are integrated into your company’s strategy 
and to what extent? 

Environmental GovernanceSocial

Only 28% of companies fully address all three pillars of ESG 
in their strategies.

A comprehensive ESG strategy is based on the following actions:

Analysis of sustainability-related opportunities and risks, 

Estimates of the financial cost of the transformation. 

Dialogue with key stakeholders to identify areas with
the greatest impact on the external environment, 

Compliance with regulatory requirements,

Identification of goals and metrics in each of the three 
pillars,

6%
4%

4% 6%

15

28%

all three pillars are 
addressed

PwCPwC | Strategy&



PwC

Companies that integrate ESG goals into their strategies 
gain the chance to tap into new markets, build strong and 
credible brands, manage the business transparently, and 
boost employee satisfaction. 

The need to drive forward the issue of ESG also results from  
changes in consumer behavior. More than half of consumers 
confirm that they make sustainable purchasing decisions. 

In addition, companies with a good ESG rating can benefit from 
a better cost of capital and access to a wider group of investors. 
All this is safeguarded by the EU directives and national 
provisions, which impose increasingly strict requirements. 

Piotr Rówiński
Partner & Risk Management Leader, PwC Poland

What are your primary motivators for taking ESG-related action?

PwCPwC | Strategy&

for 65% of multinational companies, the main driver to implement  
ESG strategy comes from the group’s headquarters

65%
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In which areas has your company started to introduce elements
of sustainable development and to what extent?

(scale of 0–3, 0 meaning no action, 3 meaning most action)

17

A major shift in the implementation of sustainability 
measures

Companies are shifting away from the model focused on ESG 
risk management to one focused on ESG value creation.          
In doing so, they are mainly driven by sustainability-related 
opportunities and benefits. 

ESG offers a real business opportunity, so “sustainability”            
is being integrated into business strategies, with companies 
creating dedicated ESG organizational structures and 
communication strategies. Measuring indicators and 
monitoring the progress of efforts to implement the 
strategies pose key problems.

Companies are implementing sustainable solutions chiefly                
in the area of the circular economy, developing employee 
relations, transforming their production process, and adjusting 
their product ranges.

However, there are areas where there is still a lot to be 
done. These include in particular the supply chain, 
relations with suppliers, and pricing policies. 

PwCPwC | Strategy&
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Companies have reached the maturity to invest in sustainability

76% of companies are planning CAPEX/OPEX investments                  
in sustainability

76%

10% of companies declare that they have already made 
investments in the ESG area

10%

Only 14% of companies do not plan ESG investments

14%

PwCPwC | Strategy&

Over the last four years, the CCC Group has become an ESG 
leader, so there is a great deal of motivation to develop and 
implement a sustainable development strategy. Doing so is 
consistent with our mission, vision, and values – we want to 
create sustainable fashion. We can see that ESG plays
a growing role in the area of finance: green investments mean 
improved access to finance, better terms, and avoidance
of the opportunity cost related to the regulations being 
introduced. The regulatory environment also requires us
to comply with ever more requirements such as climate 
reporting, carbon footprint measurements, and
the implementation of the principles of a circular economy. 

We have almost 150 suppliers – each of them has signed
the Supplier Code of Conduct, which defines business 
collaboration standards, and
each of them undergoes 
regular compliance audits. 
Sustainability has become one
of the priorities in our GO.25 
business strategy. 

Agnieszka Kępińska-Sadowska

Corporate Communication and 
Sustainability Managing Director,
CCC
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Maturity of 
companies

Only 54% of companies publish
non-financial reports2

Few Polish companies 
have implemented ESG 
strategies

Credible ESG reporting 
remains a challenge

PwCPwC | Strategy&
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Sustainability reporting has yet to reach the same level                       
of regulation as financial reporting. Just as with financial data, 
however, there are many different measurement methods that 
can be modified to influence the results. For data to remain 
consistent and comparable, ESG reports should be compiled              
in keeping with standards. These will enable companies to stay 
compliant with the Corporate Social Responsibility Directive 
(CSRD), which will soon come into effect.

Ensuring the credibility of ESG reporting is equally important.           
For this goal to be reached, reports should be subject to external 
attestation. This not only ensures the fairness of the reported 
indicators, but also confirms the quality of the implemented 
systems of internal control, data collection, and monitoring
of strategy implementation.

Agnieszka Ostaszewska
Partner at Assurance Department, PwC Poland

PwCPwC | Strategy&

54% of companies publish non-financial reports

54%

Only 47% of them align their reports with international standards

47%

Only 32% of these are Polish companies

32%
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E – Environmental 70% of companies declare that they will 
implement climate targets by 2030 at the latest3

PwCPwC | Strategy&
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Climate strategy and targets

1/5 have made no commitments.

70% of companies say they will introduce climate 
targets by 2030 at the latest. The businesses with foreign 
capital are leaders in this respect, with 81% of them planning 
to achieve climate targets. Among Polish companies, this 
share stands at 59%.

64% of companies declare they have performed             
an analysis of the risks resulting from climate change.
This aspect was indicated by 85% of companies with foreign 
capital and 41% of companies with Polish capital. 

As the most recent IPCC report shows, despite many measures 
taken on a global scale, we are still unable to successfully reduce 
emissions, let alone follow a pathway of reductions in keeping with 
the Paris Agreement. To stand a realistic chance of achieving zero 
emissions by 2050, businesses must be actively involved in the 
pursuit of this goal, and this also applies to those from the retail and 
consumer goods sector.

One of the first steps should involve a climate risk analysis, followed 
by a climate strategy that takes into account the new opportunities 
and challenges facing the business. One particularly important 
element involves reducing emissions, taking into account specific 
reduction programs in all areas of the company’s operations, 
including value chain collaboration with suppliers.

The climate competitiveness of Polish companies will be influenced 
mainly by the expectations of their European business partners, 
which are implementing their own strategies in this area.

The results of the survey reveal           
a considerable disproportion in both 
defining and monitoring climate 
targets among companies with 
Polish and foreign capital in favor  
of the latter, which clearly indicate 
the need to take action in this area.

Agnieszka Gajewska
Partner at PwC and CEE ESG 
Leader

PwCPwC | Strategy&
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In 10 years, we have reduced our CO2 emissions by 71% and water 
consumption by 5%, which makes Grupa Żywiec one of the most 
efficient beer producers in the Heineken Group. By implementing the 
principles of a circular economy, the company did not produce any 
waste destined for disposal at landfill sites in 2021, compared with 
over 300 tonnes just a decade ago. Innovative solutions        and 
modern packaging design, based on thinner glass bottles, cans, and 
smaller labels, has allowed the company to significantly reduce its 
environmental impact. Seeing the need to cut greenhouse gas 
emissions, we have raised the bar higher and announced new 
sustainability goals for 2030. In line with its “Brewing a Better World” 
Strategy, the company will focus its efforts on three areas: 
environment, society, and responsible consumption. The company’s 
goals include reaching net zero emissions in production by 2030 
and carbon neutrality along its entire value chain by 2040.

Magdalena Brzezińska
Corporate Affairs Director, Grupa Żywiec S.A.

Pro-environmental actions

GHG emissions targets are monitored by nearly half                 

of the companies – 42%

58% monitor packaging and waste KPIs

68% of companies declare monitoring of targets                
in the area of energy consumption

38%  monitor water consumption targets 

The most frequently measured indicators include those related to
the consumption of natural resources, which may indicate that companies 
see pro-environmental actions as an opportunity to make significant 
savings.

PwCPwC | Strategy&
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32% of companies have set Diversity & Inclusion 
goals, 
but only 17% of these are Polish companies

S – Social 4
PwCPwC | Strategy&
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What actions does your company take to support the local or global 
community?

Actions oriented towards concern for the social aspect, both inside 
and outside the company, are an increasingly important element  
of the organizational culture and have a growing impact on the 
development of the company’s strategy. These actions also have  
a non-trivial impact on important business processes.

Also, social engagement is an increasingly important –                     
and sometimes even crucial – factor that boosts the attractiveness     
of employers in the war for talent. Social engagement ranks 
ever-higher on the list of things that the youngest generations             
of job candidates expect from their future employers. In addition, 
this aspect is increasingly likely to be a distinguishing feature             
for employers in the struggle to attract more experienced 
professionals, where rivalry driven by a compensation rate                    
is becoming increasingly difficult or even impossible.

Katarzyna Komorowska
Partner at PwC and People & Organization Leader

PwCPwC | Strategy&
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What do companies offer to employees?

92% companies declare they have implemented a system 
of employee benefits (medical care, co-financing of sports 
activities, cafeteria)

88% of companies indicate flexible work arrangements 
(such as remote working and flexible working hours). However, 
the possibility of remote work from abroad is declared by only 
32% of the respondents.

PwCPwC | Strategy&

Philip Morris is undergoing a very profound transformation.              
We are entering the technology and healthcare sector. Such 
change made in difficult time, but committed employees, who are 
treated fairly and have a sense of shared mission, can initiate 
such a transformation process and bring it to successful 
completion. That is precisely the kind of team we have, which 
benefits from equal development and career opportunities.                 
At Philip Morris, promotion depends on skills and performance.

In 2022, we obtained for the second time the global Equal Salary 
Certification, which confirms that women and men in the same 
positions receive the same pay and appreciation. Philip Morris 
offers one of the best programs for parents. In the first month after 
returning to work from parental leave, they can work half-time 
while remaining entitled to full remuneration. 

Michał Mierzejewski
CEO of Philip Morris Poland and the Baltic States
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What diversity & inclusion actions does your company take?

Actions promoting diversity in the workplace mean not only  
a need to comply with regulations, but also economic 
benefits.

A strategy for building human capital devised in this way 
encourages creativity and innovation. At this moment, only 32% 
of companies have developed D&I KPIs and ways to enforce 
them. Among Polish companies, however, this share is only 
17%. As many as 80% of companies take action against 
discrimination or favoritism on all grounds – such measures are 
indicated by 92% of foreign companies and only 67% of Polish 
companies.

Diversity within an organization may facilitate collaboration with 
clients, suppliers, and shareholders, especially in the case of 
companies that operate in multicultural and globalized markets.
A commitment to diversity may also have a positive impact on
the image of a company, especially among the youngest 
generations.

27PwCPwC | Strategy&
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G – Governance 88% of companies declare they have a security 
policy implemented in their organization5

PwCPwC | Strategy&
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What is corporate governance?

An internal oversight system that consists of standards and control 
mechanisms facilitates effective management of the organization and 
simultaneously ensures compliance with the law. Such a system also takes 
into account the external and internal needs of stakeholders. 

The governance related aspect of ESG and ESG standards include 
anti-corruption policies, ethical standards, security policies, and data 
protection.  

One frequently mentioned aspect by surveyed companies is a declaration 
to implement anti-corruption policies. It should be noted that this is 
important for all companies with foreign capital, but only for half of Polish 
companies surveyed.

292929
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What actions are taken in your company to properly implement 
Sustainable Corporate Governance?

The ability to meet legal requirements and strategic objectives 
in the area of ESG depends on the proper internal organization 
of a specific business. Sustainable corporate governance 
should serve as the foundation of a sustainable organization 
and its driving force.

Actions that are currently being taken by businesses reveal that 
there is no uniform approach, which results from the absence  
of clear regulations in the area of sustainable corporate 
governance. Upcoming new regulations (especially within the 
areas of Social and Governance) will play a major role in 
shaping the practice of sustainable corporate governance.        
It appears that the key to success here will be to bring together 
and address (current and upcoming) legal requirements, soft 
law, and market practices and to simultaneously take into 
account the strategic ESG objectives of businesses. 

Aleksandra Bańkowska
Partner, attorney, PwC Legal Poland

PwCPwC | Strategy&
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Has your company implemented a policy covering any of the following 
topics linked to corporate governance?

100% of the foreign companies and 50% of Polish companies 
declare they have implemented anti-corruption practices

50%

PwCPwC | Strategy& 31



PwC

Business 
environment
in the sector6

32% of companies declare that they collect 
environmental data directly from suppliers,

only 4% require suppliers to report their carbon 
footprint

PwCPwC | Strategy&

Supply chain The impact of 
consumer behavior
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What social or environmental actions does your company take in the 
context of supplier relations?

The supply chain does not only mean transportation

Every kilometer that is traveled means burning fuel and 
therefore generating a certain level of emissions. For this 
reason, business organizations sensitive to ESG issues are 
imposing ever-stricter controls on emissions within their supply 
chain, not only to measure their level, but also to actively reduce 
them through better distribution management. Minimizing 
“unnecessary kilometers” translates into a reduced 
environmental impact and lower costs.

As many as 60% of companies declare that they have 
implemented a code of conduct for suppliers (this is true 
for 77% of foreign companies and 42% of Polish 
companies). However, only 4% require suppliers to report 
their carbon footprint. This shows that the market is not yet 
prepared to face the EU goals, which place growing emphasis 
on carbon footprint calculation requirements. 

At the national level, the EU has set a target for Poland          
to reduce emissions by 7% in non-ETS* sectors by 2030 
relative to 2005.

33PwCPwC | Strategy&

1) Non-ETS means the part of national greenhouse gas emissions that are not covered by the EU’s Emissions Trading System 
(ETS). Non-ETS emissions cover the following sectors: transportation, agriculture, waste, industrial emissions outside the ETS, the 
municipal and housing sector with buildings, small sources, households, services, and so on.
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How transparent are your supply chain operations to clients, consumers, 
and suppliers?

ESG plays a special role in the fast-moving consumer goods 
sector. Manufacturers must not only manage their carbon 
footprint, but also track very precisely the consumer goods 
that are distributed on the market. Reporting requirements 
pertain to formulas, ingredients, product standards, and even 
batch recall policies in the case of regulatory changes. 
Planning regular and new product ranges in advance is 
becoming extremely important in this context. Good planning 
within the supply chain helps ensure better product 
availability for customers.

34

Bernard Siekański
Director responsible for the consumer goods 
sector and supply chain management, 
Strategy&
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Only 4% of companies require carbon footprint monitoring from 
their suppliers, including service providers. This situation will 
change significantly. First, companies can revise their approach     
to stock replenishment, logistics, and transportation. Our 
experience shows that this reduces the number of kilometers 
traveled in the transport of goods by 8% or even more. 
Unfortunately, the challenges facing companies from the retail  
and consumer goods sector include even identifying the right 
metrics needed to estimate their “carbon footprint.” For example, 
there is often talk about emissions per kilometer, but it is often 
forgotten that “sub-optimizing” them may lead to higher total 
emissions for reasons due to longer routes. For this reason, 
calculating emissions in relation to the total volume produced, 
served, or transported is a better solution. Such indicators can be 
analyzed even in digital service sectors. In such a situation, gas 
emissions can be estimated per operation served.

Maciej Starzyk
Vice-Director responsible for transport, logistics,
and manufacturing, Strategy& 

Share of companies declaring that they collect data directly from 
suppliers in all ESG areas

16%

Share of companies that formally include social or environmental 
clauses in supplier contracts

50%

Only 28% of these are Polish companies

28%
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68% of companies declare that they provide 
environmentally-friendly packaging materials,

only 32% of companies run company-specific 
recycling or reuse programs

PwCPwC | Strategy&

Business 
environment in the 
sector6

Supply chain The impact of 
consumer behavior
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What actions does your company take to promote sustainable 
consumption?

PwCPwC | Strategy&
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Upfield is the world’s largest producer of plant-based food 
products. By choosing our plant-based products over dairy 
products, consumers reduce greenhouse gas emissions into the 
atmosphere and the use of water. In the coming years, we will 
also eliminate 95% of plastic in our packaging. 

Contrary to popular belief, individual consumers can reduce 
climate change, for example by making more informed 
purchasing decisions. A new generation of plant-based products 
is the future of the planet.

Vassilen Tzanov, 
General Manager Central & Eastern Europe, Upfield
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In the post-pandemic world, health is the value desired most by 
consumers. However, their need to take care of their own health 
and the health of their loved ones has met with a crisis of 
confidence in institutions, authorities, and food producers.            
This is why it is so important for brands to build consumer trust 
through ethical and transparent actions, which also means 
reacting honestly and wisely to crisis situations, which happen 
even to the best of us. It turns out that product quality and safety, 
apparently basic and obvious features, continue to be expected 
and appreciated by customers. 

Another aspect is that brands are increasingly likely to include 
actions promoting a healthy lifestyle in their strategies. Here, it is 
worth paying attention to a new, holistic approach to health, 
understood no longer as the absence of disease, but as care for 
physical and mental well-being, work-life balance, and successful 
social relations.
 
Marta Marczak
Director of Brand Strategy Team, Strategy&
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Share of companies that have an emergency preparedness and 
response procedure, including for situations related to product safety:

68%

Share of companies that have programs promoting healthy habits 
and physical and mental health:

48%

Businesses that do not have specific mechanisms for protecting 
consumer health and safety account for only this small share:

4%
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The purpose of the PwC Poland and Strategy& Poland report “ESG in consumer goods and retail: still only 
declarations, not yet reality” was to determine the impact of ESG factors on the retail and consumer goods 
sector, the main challenges facing businesses in this area, and the extent of implementation of ESG factors.

This report presents the results of a Polish survey carried out by PwC Poland and by European 
Conferences United on behalf of PwC Poland. The survey was designed as an online questionnaire 
(CAWI) and carried out in the period from September 2021 to March 2022 among 50 key companies from 
the retail and FMCG sectors conducting business in Poland. 

Scan the QR code if you want to take part in an additional survey 
and receive a report with a comparative analysis of your company
and the surveyed companies.

Methodology
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Go to the report page

Sign up for the PwC newsletter
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