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On course for 2030:
Delivering a sustainable future...



This is me…!!
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Who are Finlays?
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The consumer



Understanding our consumer
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How much of this behaviour is driven by 
circumstance versus long term desire?

Source: Worldpanel Division , Kanter
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Facing generational 
inflation…



Driving generational behaviours
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Recession led
behaviour

We cannot wait until 2030 for consumer confidence to return…



So, what have we been doing at Finlays?



2022:
The culmination of a 3 year 
sustainability programme
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A snapshot of sustainability initiatives across the group
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Engagement and support 
with smallholders near our 
tea estates

Innovative ways to reduce 
agrochemical use in 
Argentina

Supporting local 
communities e.g. Finlays 
Community Trust

Supporting coffee farmers in 
climate smart agriculture 
in Colombia

Sustainable packaging –
reducing plastic use and 
improving recyclability

Empowering women across 
the business from women’s 
networks to leadership training

Protecting and restoring 
natural forests around our 
tea estates

Investing in renewable 
energy



We have removed 16m pieces of plastic - so what?
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62% of consumers try to buy environmentally led packaging, only 24% regularly avoid plastic 



Tomorrow's consumer?



What do consumers 
want?
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Addressing the future with timely relevance

Source: Worldpanel Division, Kantar



Consumers will become increasingly active in this space…

www.finlays.netSource: Worldpanel Division, Kantar



Internal refocus via an external lense



How do we affect change 
across the organisation?
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2030

PEOPLE
Finlays is  committed to build ing  a workp lace 
where the talents  and sk ills  of all are valued 
and nurtured

Across our operations and supply chain, people are 
central to everything we do so it is critical we support 
them to thrive. We have a responsibility to protect the 
human rights of all people connected to our business, 
ensuring they feel safe, valued and empowered.

2030 Focus Areas: 1Finlays HR data / Women in 
Leadership / Diversity and Inclusion / Human Rights / 
Living Wage

Focus in 2023: A harmonised and centralised data 
collection system across the Group / Living Wage 
analysis / Human Rights risk assessment

SUSTAINABLE SUPPLY 
Finlays is  committed to product traceability 
and improving  social, environmental, and 
economic value within our supply chains  

By building long-term, trusted relationships with our 
suppliers, we can help them to grow their businesses 
and ensure traceable and resilient supply chains. It 
means we can mitigate our social and environmental 
impacts and reduce supply chain risk for our 
customers.

2030 Focus Areas : Due diligence / Supplier 
engagement and management / Continuous 
improvement / Broaden suppliers in scope

Focus in 2023: Launching Supplier Relationship 
Management programme / Embedding processes 
across the business

CARBON NET ZERO
Finlays  has  ambitions  to achieve Carbon 
Net Zero by 2040, and reduce our impact on 
the environment and nature by 2030 

Our industry depends on a healthy climate and 
environment in which tea and coffee can thrive. 
Limiting and preventing the negative impacts of 
climate change is not only the right thing to do for 
the planet, it’s critical for the future of our business, 
the communities we serve, and our industry.

2030 Focus Areas : Net zero carbon roadmap for 
scope 1, 2 & 3 / Own operations / Supply chain 
engagement / Framework for nature

Focus in 2023: A scope 1, 2 & 3 carbon footprint 
baseline, targets developed and submitted to the 
Science Based Targets initiative for verification

Transition from a reflection of how we currently operate 

to a focused drive on how we must operate 



Balancing profit and purpose: bush to cup business model
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SUSTAINABLE TRANSPARANCY BUILT ON TRUE COMMON GOALS

SITUATIONAL TO COGNITIVE 
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On course for 2030:
Delivering a sustainable future…
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