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Speciality & fine 
food wholesaler, 

delivering ambient 
and chilled products 
to the retail sector.

A certified 
B-Corporation, 

using our business 
as a force for good 

to benefit both 
people and planet.
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OUR IMPACT IN 2020 / 2021
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2020/2021 Impact Report

INTRODUCTION, HELLO & WELCOME

WHAT WE’VE LEARNT

Well, what a remarkable year! Yet as I write this introduction to our second major impact 
report, which is very up-beat as Cotswold Fayre has done incredibly well over the past year, I 
am mindful that some businesses have suffered, and the future is uncertain for many people.  
 
The year 2020-21 was the year when local shopping and supporting independent retailers 
came ‘home’. Many of our retail customers benefited from their position in the community and 
built up a huge amount of goodwill within their communities during Covid-19 and saw large 
increases in revenue. As the vast majority of Cotswold Fayre’s business is still with independent 
retail, that had a positive knock-on impact for us with our sales growth being nearly 50% up on 
the previous year. There was more consolidation by retailers and the number of cases per order 
increased significantly, which meant shops recieved fewer deliveries which is better for the planet.
 
As a B Corp, this impact report is something we are committed to do every year, but 2020-2021 
was also a year for our recertification, which happens every three years. B Corp certification 
assesses how good a company is for the world in 5 areas: Governance, Workers, Community, 
Environment and Customers. It is a rigorous process and this time required nearly 200 pieces of 
evidence to prove that we are doing what we say we do. The highlight of my year was receiving 
back our B Corp score which is a remarkable 107.8 (it was 84 on the two previous assessments). 
There are over 500 B Corps in the UK now and this score puts us near the top for FMCG companies.
 
Not that we are going to sit back on our laurels, there is still much we can do this year and more the 
following year. Our packaging-free retail system, UnpackagedAT, was launched last year and many 
more retailers will adopt this over the coming year and help reduce plastic and other packaging 
in the supply chain. And in June 2021 our new retail and restaurant site is opening, Flourish. This 
will be the best for people and planet as we possibly can be, and some of the planet-friendly 
systems incorporated into the build you will see here with much more to follow in next year’s report.

Paul Hargreaves, CEO 

Reducing our 
carbon impact

in a year
when revenues 
increased by 

nearly 50% has 
been challenging, 
but the number 

of cases per 
order increased 

significantly 
which leads to 
fewer deliveries 

for retailers.

Our chilled 
distribution 
has grown 

exponentially this 
year and we have 
struggled to keep 

up; we are now 
putting in more 
infrastructure to 

deliver to a wider 
area with higher 

frequency.

Launching a 
frozen range 
whilst dealing 
with a global 

pandemic, 
increased 

demand for 
deliveries and a 
few supply chain 

issues, proved too 
ambitious a goal 
for us, but we are 
now planning this 
for launch during 
the 2021-22 year. 

This year we 
partnered with 
UnpackagedAT 
to provide units 
& offer ongoing 
service to our 

customers. 
We have also 
expanded the 

product range to 
include cereals, 

pasta, dried fruit 
and chocolate.

Opening our 
first foodhall & 
kitchen was a 

big ambition, as 
we had never 

embarked on a 
project like this 
before. It has 

taken longer than 
initially planned, 
partly due to the 
Covid delays, but 
Flourish will be 

open June
24th 2021.
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One of the best things about B Corp is the 
drive for continuous progression, committing 
companies not only to be a force for good 
but to become better each year. In 2020 we 
submitted over 180 pieces of evidence to sit 
alongside our assessment answers, proving 
that we were using our business for better. 

Having recertified previously, knowing that 
the assessment gets harder each year but also 
the changes and improvements we have made 
since, we hadn’t expected such an increase in 
our overall score. We were absolutely delighted 
to see our efforts reflected in each of the 
assessment areas – a very rewarding result for 
the whole team and our achievements to date.

However, we remain humbled. Even this level 
of score multiplied across all companies in the 
UK will not save us from the climate emergency 
that we all face. Using renewable energy, 
recycling and driving electric cars is not going 
to be enough to save the planet. We still need 
huge steps forward from all businesses in the 
UK to reduce our CO2 down to zero withoput 
offsetting in the next 10 years. Systemic change 
is what is required, but that should not stop us 
doing all we can possibly do today. Being part 
of this wonderful B Corp movement will help 
drive us forward and we thoroughly recommend 
you start thinking seriously about joining.

B CORP RECERTIFICATION & WHAT IT MEANS

We are proud to say that our legacy is still proving inspirational, in February we 
received news that one of our Young Food Entrepreneurs - Maciek Kacprzyk, 
managing director of flawsome drinks from has certified his company as a B Corp!

Total

107.8
up from
2019/20+29%

80-200 score qualifies for B Corp Certification
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We began working with the On-Purpose Associate Programme, offering a yearlong 
placement in the impact space. This allowed us to collaborate and shape what our Impact 
Manager role looked like which in turn began driving our sustainability work with suppliers.

Roser, joined us in October and started surveying our supply base to identifying 
areas of improvement. Roser hosted webinars for our suppliers to discuss challenges 
and inspire positive change and helped those that requested support with their 
B Corp assessment. Also, Roser worked alongside our internal groups to give brief, 
informative and thought provoking presentations to the wider team. And, with Roser, 
came yoga that she practices and teaches in her spare time – kindly extended to us, we 
enjoyed weekly sessions to stop, take a breath and recentre during the working day.

IMPORTANCE OF SUSTAINABILITY 
Since our last impact report, it became clear that we needed a 
dedicated resource to monitor, measure and drive change throughout 
the supply chain to reduce our overall impact on the environment.

For the next 6 months, 
we have Ben joining us 
who will be continuing 
this work and helping us 
introduce a new Impact 
Manager role, who will 
drive our sustainability 
projects going forwards.

I thoroughly enjoyed my placement at 
Cotswold Fayre. Cotswold Fayre is an 
organisation that really walks the talk 
and sustainability initiatives are both 
driven by employees and encouraged by 
the management team. The team is very 
friendly, ambitious and easy to work with – 
a gem of an organisation – no wonder the 

new B Corp score is so high! 
Roser,  Interim Sustainability Manager 

KEY

Look out for each symbol

These are the areas that 
support our people

These are the areas that 
support the planet

These are the areas that 
support our business
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We started the year as the UK went into lockdown and having been cautiously 
preparing for such an event, we were able to equip our team to work remotely 
from home quickly. Many of you can relate that this wasn’t an easy adjustment and 
some members of our team had never worked from home before but together, we found 
new ways of operating efficiently in our own different situations and environments.

As we navigated the twists and turns of the governments announcements our people 
remained paramount. To enable the team to provide the high service levels expected 
we had to ensure that everyone was supported, so we introduced wellness groups, 
talking therapies, mental health meet-ups, yoga sessions and practical courses for 
coping in the pandemic and courses to support personal development and growth.

OUR PEOPLE IN THE PANDEMIC
 

Though these practices were introduced 
because of the pandemic, having witnessed 
their importance to participants many 
will continue, ensuring that we provide a 
safe and supportive space for our people.

We found ourselves in a fortunate position 
to help the industry when it needed us 
the most. As the company gradually 
grew over the year, so too did our team 
and not just in the number of employees 
but also three little bundles of joy born 
in the last year, with another on the way!

We’ve introduced five new roles, and 
welcomed five fresh faces into existing 
roles. That’s TEN fantastic additions 
who all began working remotely, which 
tried and tested our evolving culture of 
friendly, fun-loving, can and will-doer’s. 

Since working from home,
being able to connect with different 
people in the company in dedicated 
wellness sessions has been really 
important. It’s been nice to be able 
to check in with others to talk about 

things outside of work as well.
Amy, Graphic Designer

SIAL has been an
exploration of academic

theories, shared thoughts and
feelings, and useful tools to equip us to

live better lives both in and out of work. It 
has been a privilege to have been offered 

this opportunity and is something that if feel 
will stay with me and help me steer a better 

course for a long time to come.
Lizzie, 

South East Regional
Account Manager 
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With bigger projects on hold until the office fully re-opens, our People 
Group were fundamental in keeping morale high, facilitating virtual 
online hang-outs and celebratory parties, sampling events, along with 
hosting our Christmas party & awards. Also, they delivered multiple 
informative presentations on how we can all reduce our impact at home.
In the summer, when restrictions were eased briefly the 
team got together for a socially distanced picnic in the park.

During the next year, our internal groups are looking to install a small 
rooftop garden, accessable from the office, create a tree of pledges that 
our team can continually interact with, encourage more volunteering 
in the community and track individuals contribution whilst increasing 
the number of charities we work with and strengthening partnerships.

INTERNAL GROUPS

Laura
ambient Buyer

award:
new employee

of the year

lisa
customer relations director
award: employee of the year

lizzie
regional account manager

award: employee of the year

Over the year, our internal groups merged to form one ‘people’ group 
and one ‘environment’ group, both of which have found it challenging to 
implement change during unprecedented times.

Whilst the majority of the team were working from home, our 
Environment Group have installed LED lights (saving 2/3 of power), 
new windows providing roof garden access (more on that later), a 
bird box was a safe nesting environment for the local collared doves 
and an outside seating area for the returning colleagues to enjoy.
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OUR COMMUNITY & CARE

In 2020 we improved our waste prevention 
capabilities, enabling all surplus stock to be 
donated to City Harvest to create meals for 
those in need. The  large increase was due  to:

Greater efficiency at identifying short-dated 
stock and more frequent donations to City 
Harvest, resulting in significantly less out of 
date stock whose only option for recovery 
is to convert into biofuel (our last resort). 

Our business grew 45% year on year. Though 
we make every effort to avoid surplus stock, 
matching supply and demand is sadly 
not an exact science - especially during a 
pandemic and unprecedented circumstances.

We match fundrasing activites that our 
people do outside of work time. Whilst 
there hasnt been many events in the 
last year, Amber was still able to host a 
bake sale in aid of Macmillan, a charity 
that she has a personal connection to. 

Our carbon is offset via Natural Capital Partners who use these funds to support  positive impact 
projects worldwide (Currently in Latin America; water filtration and rainforest protection)

FURTHER AFIELD
We provide monetary support to local 
foodbanks, who decide how this best 
used. In the last year, this money has been 
used to help fund their Fuelbank Scheme 
which helps them supply their clients with 
vouchers that can be used towards electricity 
and fuel for heating and cooking at home. 

AFAR
We fundraise and financially support charities 
oversees such as Bala Children’s Centre in 
Kenya.  In the last year we were able to donate 
enough money to build a new classroom 
which will help educate even more children.

LOCAL
Together, we collect and donate clothing, 
toiletries and toys to local causes. We also 
support and get involved in events for 
the local schools, care home and church, 
volunteering where and when we can, as 
well as fundraising for personal causes 
and taking part in ‘fun’ runs and activities. 

We are grateful to
Cotswold Fayre for continuing to

support City Harvest through 2020 the pandemic.
In 2020, Cotswold Fayre donated over 23.1 tonnes
of high-quality pantry items to us, equating to over 

55,000 meals and dignifying treats for Londoners in need 
and the prevention of over 87.8 tonnes of greenhouse 
gas emissions. For many healthy, quality food items are 

luxuries. City Harvest, with the help of partners like 
Cotswold Fayre, is working hard to ensure this is no

longer the case and that all people,
regardless of circumstance, have access to

healthy food options.
Lewis, Food Sourcing Manager

at City Harvest
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Opening in June 2021, Flourish boasts a responsible approach with shop displays and 
restaurant furniture reimagined from reclaimed materials, low-energy lighting, heat 
recovery system for hot water and heating, rainwater harvesting for flushing the loos 
and solar generated electricity. And that’s not all, to reduce impact and improve the 
lives of others inside we’ve installed AI technology in the kitchen to minimise food waste 
and a dry produce refill station to reduce packaging waste, and outside we’ve installed 
electric vehicle charging points and a cycle station complete with tools and incentives.

Future plans being nurtured include wildflower meadows, beehives, a kitchen garden and much 
more besides. Flourish is bursting with life and brimming with ideas to see the local community 
thrive. Watch this space...

Eat well  •  Do good  •  Feel great

Here at Cotswold fayre, we’re committed 
to helping both people and planet to 
flourish through a shared passion for 
food. Last year we alluded to opening 
our first retail outlet and we’ve been 
busy bringing that dream to life.

the team

now

then

The first seeds of Flourish were sown 
when Paul Hargreaves, joined forces 
with experienced retail and hospitality 
director, Paul Castle, to bring to life the 
idea of a positive-impact, planet-friendly 
restaurant and food retail destination.

They teamed up with Adam Stratton, 
owner of Glenavon Farm, and set to 
work transforming redundant dairy 
buildings into a unique and exciting 
place for the local people and passers-
by to stop, shop, eat and enjoy.

The name reflects the ethos that drives our 
business and our lives: to be environmentally 
and socially responsible and to benefit 
people and our planet in everything we do.
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OUR ENVIRONMENTAL IMPACT

One of our aims last year was to switch our 
regional sales team to electric vehicles. 
We decided to wait until the lease on 
each car was up for renewal, but we’ve 
only been able to switch two of the six 
so far owing to manufacturing and plugin 
installation delays. Three more are due to 
be switched over imminently, a mix of fully 
electric and hybrid vehicles. Also, Dave 
our Commercial Director, now has a fully 
electric company vehicle which would have 
saved approximately 11 tonnes of CO2 this 
year, if we hadn’t been working from home.

Whilst the numbers look great in terms of 
carbon saved, this was mostly due to the 
impacts of lockdown. Our sales team will be 
out and about more next year, but the switch 
to electric and hybrid vehicles will help to 
offset some of the inevitable increase in miles. 

RENEWABLE ENERGY
AT HOME

We’ve been exploring ways to reduce the amount we print, improve how we print and make the 
process more environmentally friendly. We moved to using only recycled materials that could be 
recycled again and ensured the use of vegetable-based inks. Now all our catalogues and supplements, 
when we have to print them are carbon balanced at source and certified by the World Land Trust.

CBP005248

THIRD PARTY PRINTING

ELECTRIC VEHICLES

We made the decision to switch our usual July Catalogue to a Supplement instead, just highlighting 
the new products and brands in the range. Producing a 30 page document instead of the usual 
250 saved a lot of paper and was a more efficient way of informing our customers of changes half 
way through the year and we’ve updated our catalogue calendar to run in this way going forward.

INKS

Our team are encouraged to take action 
on reducing their impact at home through 
simple changes like switching to a renewable 
energy provider. Many chose Bulb, who 
not only provide a breakdown of the 
CO2 saved but also provide a £75 referral 
fee which we donated to our chosen 
charity Bala Children’s Centre in Kenya.
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We have offset over 1500 tonnes of carbon in the last year.  Whilst we were looking to significantly 
reduce the amount of carbon we produce each year, our growth means that this has been 
difficult. More orders, and bigger orders, placed meant more logistics solutions were needed. 

Despite our business growth we are delighted to report that our total emissions decreased 
14.4% because we became more efficient - reducing our average emissions (tonnes CO2 / 
revenue) by 42% versus last year. The average number of cases per order increased by 23% this 
year, which has helped us reduce the number of deliveries required, enabling us to become more 
efficient. To put this into perspective, if we delivered the same number of cases as last year - to 
do it this year we would have needed 4,452 fewer deliveries. That’s a lot of avoided emissions!

Justyna
admin team 

leader
award:

unsung hero

Our move to third party logistics partners 
a few years ago put us in an ideal position 
to manage the significant increases in 
demand over the past year. The pandemic 
of course presented unexpected challenges 
for both the warehouse and the transport 
operations, but protocols, put in place early 
to protect the team and the timely increases 
in resources, enabled the team to cope well. 

In July, our transport operations moved to 
Synergix, our long-term strategic logistics 
partner, resulting in a greater number of 
deliveries made on our own fleet thereby 
leading to additional CO2 reductions and 
greater control. We also introduced an 
additional pallet network operator to reach 
customers further afield, providing a choice of 
services based on local operator performance.

Further changes to our long-term logistics 
operation will be announced in Q2, which, 
once in place will provide a streamlined, 
efficient, and cost-effective solution to 
support the increasing demands from our 
customers, whilst lowering the environmental 
impact of our deliveries even further.
Dave, Commercial Director

LOGISTICS
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OUR CUSTOMERS & SUPPORT THROUGH THE PANDEMIC
The  pandemic causing habits to change, people did more shopping locally and 
online, meaning businesses had to quickly adapt. In the context of lockdowns 
and different types of businesses adhering to different restrictions, there were some 
incredible transformations as retailers reacted to demand, some moving their businesses 
online, creating click and collect services and offering local delivery to the vulnerable.

Nourished Communities in 
Islington started as an online 
virtual farmers market and in 
the last 12 months has grown 
massively, from 150 orders a 
day to over 2000. Originally 
stocking farm produce and 
essential goods as the country 
went into lockdown, they now 
supply luxury and speciality 
food alongside everyday 
items and has become a real 
hub for the local community.

Moving the office to home working, adapting to the needs of 
our customers, it was a balancing act but executed smoothly. 

Switching to our newly installed disaster recovery phone 
system allowed our customers to continue to speak 
to the team at a time when life seemed so chaotic. I 
hope this reassured everyone that we were still here 
and doing everything we could to ensure your shelves 
were stocked and your customers were kept happy. 

Over the year we have adapted to the peaks and troughs, 
trying to match the ever-changing consumer habits. 
From unprecedented sales of flour, pasta, and tinned 
goods to ensuring everyone had a Christmas they could 
enjoy when government guidelines were changing on a 
weekly basis, the team took every challenge in their stride. 

It was so important to us here at Cotswold Fayre, when we 
transitioned to home working, that you continue to receive 
the warm, friendly welcome from the team and the “can do” 
attitude, not to mention the excellent service. We do thank 
you for your support over the last year!                                        

Lisa, Customer Relations Director

NOURISHED
COMMUNITIES

The B Corp movement continues to gather momentum yet, aiside from Cook who are 
already certified, we’re not aware of many food retailers that have applied for certification. 
We aim to lead the way with our retail outlet Flourish, sharing our learnings and providing 
best practice. See page 09 for how we intend to make a success as a responsible retailer.

We were no different, we too saw our online orders increase and retailers demand a 
swift and reliable service from us, for their customers. Our procurement team were 
proactive to ensure we had sufficient stocks of essential goods and we continued to 
source new lines to keep shelves fresh and exciting. However, as expected the launch of 
new products was slower than usual as we approached a third lockdown and couldn’t 
physically hold our tasting events or meet with customers to show them new ranges.

The shift in shopper behaviour has been favourable for the independent 
retailer, as the “shop local” movement gained considerable traction. 
What will be interesting to see is if this behavioural pattern remains, 
as we emerge from lockdown into a fully open economy. Discretionary 
spend (of both time and money) among the more affluent in society has 
been diverted, during the pandemic, from eating out, holidays etc. into 
more home-based pursuits. This certainly includes more ambitious and 
extravagant food preparation which plays to the premium nature of farm 
shops, delis & food halls.                      Lawrence, Sales Director
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We teamed up with zero waste 
specialists Unpackaged Innovation 
to provide one stop solution to help 
retailers make a success of refilling and 
reducing in-store plastic packaging. 

With the difficulties that COVID-19 
has brought the retail sector it has 
understandably been a big concern 
for retailers wanting to introduce a 
refill system. However, with many 
retailers still able to offer Unpackaged 
throughout the pandemic without any 
issues, some have even seen growth, 
thanks to the rise of scratch cooking at 
home with customers looking for more 
ingredients to add to their baskets.

Our first five contracts were signed 
installations took place in March 2021.

UNPACKAGEDAT
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OUR SUPPLIERS & WORKING WITH OUR SUPPLY CHAIN
We are committed to working with our supply chain to reduce its overall 
impact on the environment and to drive positive change throughout. 

Farrington’s Mellow Yellow
Rapeseed Oil is the world’s 

first food product to be 
certified as both Carbon 

Neutral and Plastic Neutral 
and everything is farmed 

sustainably to LEAF 
Marque standards.

SUPPORT THROUGH THE PANDEMIC
Acutely aware of the changes within our industry, as hospitality businesses and food 
service companies had to find new ways of reaching customers, there was a drop in 
production and delivery, resulting in strain and delay in supply that created a huge 
shift to online and local shopping habits. Our position allowed for us to bridge those 
gaps using our agility and strong relationships in partnership with our suppliers.

We’re passionate about using business as a force for good and encouraging our 
supply chain to contribute globally, building a more inclusive and sustainable economy. 
The climate emergency needs each of us to take action in all aspects of life and as 
a result of the pandemic, more of us are demanding businesses be better! We’re 
listening and actively taking part of the conversation to redefine success in business.

We held an online supplier forum share knowledge and experiences, and two webinars 
for our sector, one looking at the B Corp assessment and certification criteria and 
the second discussing Carbon emissions with key notes from industry leaders.

mash direct
award:

chilled supplier 
of the year

mr organic
award:

ambient 
supplier

of the year

Our partnership with
Cotswold Fayre is built on a

shared vision of business as a force
for good. Our B Corp journey is central
to this and Roser helped us hugely with

knowledge and connections, we are very grateful
for her support. Our team are now reassured
that certification is achievable despite the
diversified nature of our farm and since her

input we have become an accredited
Living Wage employer.
Barnaby, Director at 

The Garlic Farm

The survey and, in turn, the outcomes, form an 
important part of the Impact Manager’s role. 
Roser, an On-Purpose associate in placement with 
us, worked with suppliers to help them navigate 
the survey (built on the framework of the B Corp 
Impact Assessment - BIA) and identify any areas 
of improvement to make their business better 
for people and the planet. A total of 28 pro 
bono hours were then spent advising suppliers 
and working with them to complete the BIA.

Extensive considerations are made when sourcing products and 
negotiating partnership terms and all suppliers complete an annual 
survey that allows us to monitor social and environmental performance and better 
understand each brand, trace production and ensure minimum wages are paid.
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We want to encourage our entire supply chain to 
look at their sustainability models and improve them 
where they can, for many this meant joining us on 
the B Corp journey. We’ve increased our B Corp 
suppliers from 6 to 20 by choosing to work with 
fellow B Corps including those who have certified 
in the last year, and we know there are many more 
waiting for their certification to come through.

SUPPLIER IMPACT
Shout out to just a few of our suppliers making positive changes - keep up the good work & thank you!

Since launching Union Coffee, founders Steve and Jeremy saw the 
importance of their relationship with their coffee farmers and made 
it their mission to ensure their supply chain was as sustainable as 
possible. In 2020, they published their first impact report to measure 
what matters and share their goals as a company to continue their 
mission-driven buisness.

Folkington’s 2020 Environmental and Social Report outlined their 
desire to not only cut their emissions, but also reduce their food 
miles, food waste and non-recyclable packaging. They are also 
on a mission to increase their contribution to local communities 
and charities and help support local businesses and services can.

In 2020, Jude’s responded to the Climate Emergency by making 
the company carbon negative. Not only do they offset their direct 
emissions by supporting worldwide projects, but are also looking 
at their entire supply chain to help reduce their carbon emmisions.

The Isle of Wight Distillery has become a Net Zero business in 
response to the Climate Emergency. They have been transparent in 
their actions by publishing a Green House Gas Inventory andsetting 
a target to reduce their emissions and offset themusing certified 
carbon offsetting.
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Paul’s first book, Forces for Good, was about both his personal and Cotswold Fayre’s 
journey growing a business with purpose aiming to make the world a better place and 
ultimately to becoming a B Corp. It was based around the triple bottom line motif: people, 
planet, profit.  However, as he was writing it, he realised that we can’t change the world 
without us, as leaders and people, undergoing personal change.  To see the systemic change 
the world needs, we need leaders with more compassion, humility, love, and kindness.
 
The Fourth Bottom Line takes 50 characteristics of good leadership over 50 days with 
the aim of challenging us to incorporate more of these characteristics into our lives and 
become those compassionate leaders our businesses and our world needs.  The book 
is available as paperback, e-book and audiobook from wherever you buy your books.

FOURTH BOTTOM LINE

SUMMARY OF SALES

OUR FUTURE GOALS 

With our customers growth and 
strong cashflow throughout the 
pandemic we have been able to 
support suppliers where needed 
to ensure continuous flow of stock 
through the warehouse. Much of 
our profits this year have been used 
to finance the buildin-g of Flourish, 
our new food hall and kitchen.

Though we are proud of our progress and positive impact to date, we know there’s still a long 
journey ahead of us. We continue to make every effort to future-proof our business by reducing our 
environmental impact whilst allowing for sustainable growth. As we look ahead, our goals include:

Opening 
Flourish to 
become a 
beacon of 
sustainable 
retail and 

catalyst for 
change.

Significantly 
expanding 
our Chilled 

operation by 
offering more 

deliveries 
to more 

postcodes. 

Launching a 
Frozen range 
that will go 
alongside 
Chilled & 

Fresh. 

Measuring 
and reducing 

the plastic 
footprint of our 
own operations, 

offsetting 
what we can’t 
eliminate and 

partnering 
with suppliers 
to eliminate 

plastic 
completely. 

Working 
closely with  
our logistics 
partner to 

introduce two 
new electric 
vehicles in 
2022 and 
aim for at 

least 50% of 
their fleet 

electrified by 
2026

Ensuring 
15% of our 
suppliers 

commit to 
ambitious 

carbon 
reduction 

goals on their 
journey to 

absolute zero 
by 2030.


