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I Roots in the future

Start of UK
Private Label Tea
Begins and Coffee Launches pioneering
sourcing blending & Joins sourcing model in
tea packing Swire Group Guizhou, China
®eof®e
2000
/4
~
James Finlay Begins Pioneers tea Expansion through
Ltd. founded producing extract investments in China
in Glasgow tea production in (Damin) and the Americas
Kenya (Autocrat, Casa Fuentes

and Aspen Beverage

Group)
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Shoppers who are highly
concerned about the
environment, and are

making the most of
actions to reduce their
waste. They feel an
intrinsic responsibility to
be more sustainable,
follow the topic more
actively and have a
greater awareness.

27

Eco Actives

They are worried about
the environment and
plastic waste, at similar
levels to Eco-Actives. But
they are actually closer
to Eco-Dismissers in how
they act, not making
many actions to reduce
their waste. Their biggest
barriers are convenience
and price.

I Understanding our consumer

Shoppers who have little
or no interest in the
environment and making
no steps to reduce waste.
The topic rarely features
amongst friends and
family and they are
lacking awareness of
environmental concerns.
They do not think they

make a difference.

Shey

Ty

Eco Dismissers

Household Population share

© Eco Actives  Eco Considerers @Eco Dismi

17%
Global 2019 [

22%
Global 2020

22%
Global 2021 [

18%
Global 2022 I

37% 45%

41% 37%

41% 37%

38% 44%

Source: Worldpanel Division , Kanter

Harder to act sustainably due
to financial or social constraints

Strongly Disagree Neither agree
disagree nor disagree
Source: Worldpanel division, Kantar & GIK

Agree

Strongly
agree

How much of this behaviour is driven by

circumstance versus long term desire?
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UK inflation at 40 year high

Consumer Prices Index, 12-month rate
18%
16%
14%
12%

. . 10% 9.19%
Facing generational - V ? 9.1%

inflation...

6%
4%
2%
0%
-2%

1982 1992 2002 2012 2022

Pre-1989 figures from ONS historic CPI data

Source: Office for National Statistics (B|B]
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UK consumer confidence fall to a record low

riving generational behaviours

Index
I ) I
I Recessionled | 20
: behaviour :
- - 10
0
=10
=20
=30
-0
19745 1980 1990 2000 2010 2020
2 FT

We cannot wait until 2030 for consumer confidence to return...
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2022:
The culmination of a 3 year
sustainability programme

S

Integrated
Landscapes

Protect and
enhance over
100,000 Ha of

natural forest by
2022

Ji

Low Impact
Operations

Reduce year-on-year
our environmental
impact throughout

our operations

‘I.-.. s
Land
Stewardship

Further reduce
agrochemical
usage by 50% by

2022

r{f sigts

Empowered
Communities

Create positive
impact in the
communities we
operate

Increase

participation of
women in
management to
30% by 2022

Sustainable
Supply

100% traceable,
transparent supply
to internationally

accepted standards
by 2022
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snapshot of sustainability initiatives across the group

Finlays \
* %Y Community Trust]

GARTNE

% |8
' 4
Engagement and support Supporting local Sustainable packaging - , |
with Sma||h0|derS near our Communltles e.g. Fimays redudng p|astic use and PrOteCtlng and reStorlng
tea estates Community Trust ]mpro\/]ng recydab”]ty natural foreStS around our

tea estates

Innovative ways to reduce

agrochemical use in Supporting coffee farmers in Empoyvering WOMEN across Investing in renewable
Argentina climate smart agriculture the business from women's energy
in Colombia networks to leadership training
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We have removed 16m pieces of plastic - so what?

99% 27% 96% 9% o

of our leaf tea suppl reduction in Lost Time of our green bean
ic traceable PRYY Injuries vs 2020 coffee Is traceable reduction in waste p
to landfill vs 2020 h
o ectares of
forests protected

O inKenya,
“ 96%  28% & e

- o of our waste was ‘
recovered, reused Of Managers Finlays Community Trust
O neople 8 2 /o or recycled arewomen launched in Kenya

O supported . 1 6 11°
through of energy used is o million
O Fairtrade from renewable o) reductionin _ pieces of plastic
Covid-19 Fund sources 8 0 / agrochemical usage in removed in UK
0 sheep-grazed areas packaging project

62% of consumers try to buy environmentally led packaging, only 24% regularly avoid plastic
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Top priorities to solve waste issues (% agree)

Offer services that enable sustainable purchase

behaviours (e.g. refurbishment, repair, sharing, etc.) 4%

Find alternative high-quality sustainable materials

to use in production 41%

Stop promating a disposable product |festyle 38%

Run educatien programmaes that highlight the secial

and environrmerntal impact of food waste 3%

Top priorities to solve biodiversity issues (% agree)

Take active role in reforestation and returning lands

to their natural state, with wild animals 0%
Stop using products that are harmful to biodiversity 559

and the environment

Step using unsustainable farming methads that 549

impact biodiversity and the environment

Stop untreated sewaoqge and industrial run-off into

water systems 5%

Commit to pledges thot reduce impact on/

regenerate biodiversity, protect endangered species 39%

Source: Worldpanel Division, Kantar

What do consumers

want?

www.finlays.net
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Addressing the future with timely relevance

] 1 3 5
RR T Engagement Pre-purchase T Post-purchase
Pre-intention

& Intention Investigation Purchase

{2 4

There is a significant opportunity
for those brands that manage to
close the Value-Action Gap

% increase in behaviour
if gap is closed

53 59 70

WASTE DECARBOMISATION

45

37

27
N

M Value
W Action

50 a2

BIODIVERSITY

24

Buy products Buy products that
that are reusables avoid single use
refillable plastic

Buy products that are
made with energy efficient
production methods

Reduce the
amount of meat
or dairy | eat
to protect the
environment

Faveur eompanies
that protect
habitats and

bicdiversity

Source: Worldpanel Division, Kantar
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Household Population share

0 Eco Actives ~ Eco Considerers @ Eco Dismissers

17%
Global2019 |

22%
Global 2020 |

22%
Global 2021 [

18%
Global 2022 I

37% 45%

41% 37%

41% 37%

38% 44%

Source: Worldpanel Division, Kantar

onsumers will become increasingly active in this space...

Eco Actives Household Population share

Projection based on 2019-2022 trend

22%  22%

17% |
2020

2019

2021 2022

I 18% 22%

38%

Optimistic forecast

Pessimistic forecast
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N

WIS HOW How do we affect change
- \ across the organisation?
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Sustainable
Future 2030

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

Focusin 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 MUSI operate

PEOPLE

Finlays is committed to building a workplace
where the talents and skills 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

www.finlays.net 21



F.

alancing profit and purpose: bush to cup business model

SUSTAINABLE TRANSPARANCY BUILT ON TRUE COMMON GOALS

SITUATIONAL TO COGNITIVE
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