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Welcome to our first  
sustainability report
We first decided to undertake this report in early 2020 but like many other businesses, we did not 
foresee what this year would bring. 2020 has been hugely challenging for businesses across the globe 
and Essano Limited is no different.

Despite this, producing our inaugural sustainability report remained a priority as a public commitment 
to our values of Doing Our Bit (which encompasses doing the right thing, internally and externally) and 
Better Together (which includes our commitment to honesty and transparency).

The process of writing this report has been hugely valuable for us as a business. It has helped us identify 
and discuss areas of our operations that we need to improve and has challenged us to continue to think 
deeply about the kind of business we want to be. It has also provided us with an opportunity to revisit 
some of the great work we have undertaken and share our achievements. 

Tackling sustainability is no easy task when we consider the massive environmental, social and economic 
challenges facing our company, country and our planet.  To be sustainable, organisations like ours must 
find a way to operate in a similar manner to systems of the natural world, where every living thing grows, 
dies and decays, fuelling the next cycle of growth - there is no waste. 

We will strive to operate a completely circular ecosystem, meaning we move away from the linear 
mindset of create, use, waste. The enormity of this goal is not lost on us. There are many challenges 
ahead but applying a circular economy framework to our business provides us with a clear direction. 

For me, I take pride in our commitment to using recycled plastics and sourcing more of our packaging 
supply from New Zealand manufacturers. We were the first company in New Zealand to use 100% 
recycled plastic material in our hair and bodycare bottles - both made possible by partnering with  
New Zealand suppliers. This undertaking has positively impacted our carbon footprint and the local 
economy while driving further innovation and positioning essano™ as a leader in this space. 

We believe that if we work together, it is possible to meet the needs of today without compromising 
future generations. But no one can do this alone; everyone has a role to play in making the world a more 
sustainable place, and we are firmly committed to doing our bit. 

CEO 
Craig Langley
 

ABOUT US



4 Essano Limited Sustainability Report

Contents
ABOUT US ............................................................................................................................................. 2
About this report ............................................................................................................................................ 6

The United Nations Sustainability Goals ............................................................................................... 8

About Essano Limited .................................................................................................................................. 14

Governance structure ..................................................................................................................................  20

 Social .............................................................................................................................................  26

 Health, safety & wellbeing ....................................................................................................... 28

 Supporting our community ........................................................................................................  32

 Diversity & equality ...................................................................................................................... 34

 Animal welfare .............................................................................................................................. 36

 Environmental .......................................................................................................................... 38

 Packaging, plastic & waste ....................................................................................................... 40

 Greenhouse gas emissions ........................................................................................................  54

 Water, electricity & gas management ..............................................................................  56

 Natural & organic ...................................................................................................................  60

 Governance ................................................................................................................................ 62

 Transparency ...................................................................................................................................   64

NEXT STEPS ........................................................................................................................................... 66
What are our next steps? .............................................................................................................................  66

Referencing GRI .............................................................................................................................................  68

5



76 Essano Limited Sustainability ReportEssano Limited Sustainability Report

ABOUT US

About this report
Thank you for reading our very first sustainability report. 

It has been a rewarding and insightful process for us to produce this 
document and we hope you find value in reading it. If you have any 
questions or feedback, please contact us at: sustainability@essano.co.nz 

To make sure this report wasn’t just a document in which we talked only about our successes but 
also detailed the areas we need to improve on, we employed the services of Go Well Consulting 
(gowellconsulting.co.nz). On their recommendation, we have referenced the Global Reporting 
Initiative (GRI) Standards and followed GRI’s Reporting Principles.

GRI is a sustainability reporting framework that is highly respected internationally and here in New 
Zealand. It helped ensure we delivered a robust and transparent report. By referencing GRI, we 
can also be compared on those disclosures to others who have also followed this framework. For 
more details on the GRI disclosures we referenced, see pages 68-70.

Unless otherwise stated, the information in this report refers to the operations within our business 
during the period of 1 April 2019 to 31 March 2020 (FY20) and includes our entire global 
operations. We are committed to keeping our stakeholders informed, allowing you to measure our 
progress and upholding transparency by producing a sustainability report every two years. 

This report has been divided into sections that provide an overview of who we are, what 
we do and how we do it. We evaluated our business operations and worked with Go 
Well Consulting to establish the material topics we would report on. 

We have classified these under the commonly used three pillars below.

Social Environmental Governance

1 2 3



98 Essano Limited Sustainability ReportEssano Limited Sustainability Report

ABOUT US

The United Nations  
Sustainability Development 
Goals (SDGs)
Compiling this report has provided Essano Limited with an opportunity to look outside 
our own business and better understand the huge social, environmental and economic 
challenges facing our planet. It has also allowed us to review what others are doing - 
both here in New Zealand and across the international community - to solve these issues.

The process has highlighted to us the significance of the United Nations SDGs and the importance 
of businesses like ours supporting this work. 

“The SDGs were adopted by all United Nations Member States in 2015, and provide a shared 
blueprint for peace and prosperity for people and the planet, now and into the future. At its heart 
are the 17 SDGs,  which are an urgent call for action by all countries, developed and developing, in a 
global partnership. They recognize that ending poverty and other deprivations must go hand-in-hand 
with strategies that improve health and education, reduce inequality, and spur economic growth,  
all while tackling climate change and working to preserve our oceans and forests.” - sdgs.un.org 

We have reviewed these 17 SDGs and decided to focus on contributing to six of them as they align 
with our existing values and we believe we make an impact in these areas.

 

For further details on the specific targets and indicators, visit the SDG website {https://sdgs.un.org/goals}

GOAL 3: Ensure healthy lives and 
promote well-being for all at all 
ages

GOAL 8: Promote sustained, 
inclusive and sustainable economic 
growth, full and productive 
employment and decent work for all

GOAL 13: Take urgent action 
to combat climate change and 
its impacts

GOAL 6: Ensure availability 
and sustainable management 
of water and sanitation for all

GOAL 12: Ensure sustainable 
consumption and production 
patterns

GOAL 14: Conserve and 
sustainably use the oceans, 
seas and marine resources for 
sustainable development
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SuperfoodsRosehip

Natural Deodorant

Concentrates Vitamin C Brightening

About Essano Limited
Located at 127 Montgomerie Road, Airport Oaks, Auckland, Essano Limited is  
an agile fast-moving consumer goods company (FMCG) in New Zealand and a 
true pioneer of natural beauty products. We are focused on democratising mass 
channels and categories, and our success has come from the right combination of 
insight-led innovation, relentlessness and manufacturing capability.

It all started with a washing machine pump and a credit card. That’s how Kiwi innovators  
Shane Young and Anthony Gadsdon formed the 20-year partnership that would lead to the 
creation of Dominate®, Shockwaves® and essano™.

What began as a pursuit for quality, natural products that don’t break the bank has become a 
relentless journey of skincare democratisation built on a belief that everyone should have access to 
genuinely natural products that work.

After 20 years, Essano Limited’s products are now sold in over 6,000 stores globally at a rate of 
one product every 10 seconds, and our business boasts the No.1 natural skincare brand and the 
No.1 hairstyling brand in New Zealand grocery.

Proudly manufactured in New Zealand, essano started with a breakthrough range of natural 
beauty products harnessing the power of Rosehip Oil and is backed by one of the strongest 
product promises in the world (see page 60) to ensure our products deliver powerful results 
without harm to us, our planet or our furry friends.

Essano Limited’s vision is to pioneer natural beauty to help everyone feel their best.

On 2 October 2020, our company turned 20 and to celebrate, we changed our name from Mix 
Limited to Essano Limited. This name reflects the business we are today and our future strategy of 
local focus and global expansion.

Clear Complexion

HaircareMan

Bodycare Home

Collagen Boost
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HUMBLE  
BEGINNINGS 

It all started with a washing 
machine pump and a  

credit card.

  
 

2000 2013

2000

2008
2016

2016

2020

HAIR

BODYCARE

2017

2017

2017Small TM

2019

2019

20192007

NATURAL DEODORANTS
VITAMIN C BRIGHTENING 

CONCENTRATES

Timeframe
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About our operations

 OUR PRODUCT RANGE NO. OF PRODUCTS

essano Skincare 80

essano Haircare 33

essano Body 21

essano Deodorant 3

essano Home 12

essano Man 7

essano Gift Sets 3

Dominate 13

Shockwaves 1

Other 13

Total 187

19
MEN

53
WOMEN

65
FULL-TIME

38
SALARY

7
PART-TIME

34
WAGES

72*

EMPLOYEES

We sold approximately six million  
units in FY20. 

In FY17 we had a turnover of approx. $30m.
Our budget for FY21 is approx. $50m.

External initiatives and membership 
organisations we are involved with:

EXPORT  
TEAM

Essano Limited is made up of six key operational departments: 

SALES  
TEAM

SUPPLY  
CHAIN  
TEAM

RESEARCH & 
DEVELOPMENT 

TEAM

FINANCE  
TEAM

MARKETING  
& INNOVATION 

TEAM

*taken as at July 2020

Essano Limited Sustainability Report

OUR TEAM
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Malaysia 

Singapore 

Australia 

Japan 

NZ

USA 

Canada
UK 

China 

Where we sell to 
New Zealand is our home and a top priority for us.

We are proud to also be ranged on shelves around the world 
in more than 6000 stores. 

In FY20, we sold our products in the following countries: 34+6666%
Rest of world

34%
New Zealand

Online only
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Our supply chain
We used 362 different suppliers in FY20 for both goods and services.

The efficacy of our products is critical to our success. To achieve this, we source the very best products from  
around the globe to ensure we create world-class products. 

The map below indicates the geographical spread of our suppliers and highlights some of the key ingredients  
and packaging we use.

PATAGONIA,
CHILE

Rosehip oil

AUSTRALIA
Kakadu plum,  

Lime pearl,  
Tasman  

pepperberry

NEW ZEALAND
Harakeke,  

Manuka, Keratin,  
Beeswax.

Haircare bottles

SOUTH  
KOREA

Shockwaves  
pots & lids.

Dominate shelf 
trays

CHINA
Lids, pumps 

 & tubes

SRI LANKA
Coconut oil

MOROCCO/ 
AFRICA

Argan oil, 
 Plant collagen

FRANCE
Majority of 
 fragrance

INDIA
Cardboard  
for inners

GERMANY/  
ITALY/ 

SWITZERLAND
Majority of 

raw ingredients

Advertising  
& PR agency

Advertising, 
PR & packaging 

design  
company

Essano 
Limited

HQ
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Governance structure
Essano Limited is overseen by a Board of Directors (which includes our two co-founders).  
The CEO and CFO meet with the Board monthly to present key updates and agree on  
strategic direction.

The company is owned 50% by private equity and 50% by the original shareholders. 

The CEO works with the Senior Leadership Team (SLT), which is made up of a head of each  
department, to manage the day-to-day running of the company. 

All decisions - whether social, environmental or economic -  are discussed within the SLT, who meet 
once a week and has a quarterly strategy day.

The GM of each department has their own regular meetings with their team that range from daily  
to monthly, to agree on departmental objectives and ensure best practice is adhered to in all areas. 

Everyone in the entire company is expected to support each other and live the Essano Limited 
values. 

EMBRACE CHANGE
• Masters of change

• Rapid flexibility

• Fail fast, pivot and fix fast

• Market-leading speed to 
market

• Disrupt channels and 
categories

FRONT UP
• We all do what we say we will do

• Own mistakes, fix them and learn

• No excuses

• We are the business

• Have a voice, make a difference

• Celebrate and share success

BETTER NEVER STOPS
• Be committed, give it your all

• Ambitious and energetic

• Never give up

• Relentless focus on improving

• Facing challenges head-on

• Problem solving/find a way

STRONGER AS A TEAM
• Honest, open and transparent

• We help and look after each 
other

• Collaborate - suppliers,  
customers, team

• It’s OK to ask for help

• We care

PEOPLE, ENVIRONMENT, 
COMMUNITY
• Do the right thing - internally  

and externally

• Health and safety at the 
forefront

• Sustainable practices, better 
choices

• Packaging, business partners, 
environment

• Community matters, giving back

Agile Better
together

Doing
our bit

Own it Relentless

BOARD OUR VALUESCHAIRMAN

CRAIG LANGLEY 
CEO

ANTHONY GADSDON
GM Export

SHANE YOUNG
GM R&D

CAROLINE CLARKE
GM Marketing &  

Innovation

MIKE KIMMOND 
GM Supply Chain

SAILEN MUDALY 
GM Sales

DAVID MCKEOWN
CFO

SENIOR LEADERSHIP TEAM

GEORGE  
ADAMS

ANTHONY 
GADSDON 

SHANE  
YOUNG  

GRAY 
 BORRELL 

PHILIPPA 
WESTON 

ROD  
GETHEN 
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How and what we reported 
Deciding what topics should be included in our sustainability report is a key aspect 
of ensuring it accurately reflects our business and the impacts we have, so it is 
balanced, transparent and robust, while also being readable, accessible and  
not 500 pages long!

A key step in this process is stakeholder engagement. By engaging with stakeholders, a reporting 
organisation can ensure that there are outside influences on what is included in the report and that 
it best reflects the concerns and interests of that organisation’s stakeholder groups. 

APPROACH TO STAKEHOLDER ENGAGEMENT
As part of our company values, we make a concerted effort to engage regularly with our 
stakeholders – retailers, suppliers, shareholders, employees and our consumers - we see this 
as ‘business as usual’. This includes regular visits with correspondence to our retail partners and 
suppliers. Retailers provide direction on their strategy every year and all Australasian retailers have 
highlighted the importance of a sustainable approach within their top three priorities.  We are in 
constant contact with our consumers through social media and newsletters, and regular contact 
with the various groups we are members of. Internally we have monthly company-wide Huddles, 
weekly Senior Leadership Team meetings and monthly Board meetings.

MATERIAL TOPICS
From reviewing our business operations and our engagement with stakeholders and combined 
with guidance from Go Well Consulting, we identified the following as material topics that we 
would cover in this report. 

1 Social Impact 2 Environmental 3 Governance

• Health, safety and wellbeing

• Supporting our community

• Diversity and equality

• Animal welfare

• Packaging, plastic and waste

• Greenhouse gas emissions

• Water, electricity, and gas  
management

• Natural and organic

• Transparency 
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of shoppers consider the 
environmental impact of the things 
they’re buying when they’re out 
shopping, but only about 52% 
of those shoppers have actually 
changed their purchase decisions to 
buy into more sustainable brands, 
typically citing higher costs (4)

70%

“While beauty influencers have 
millions of global followers, mothers 
are the most influential in shaping 
people’s beauty routines around 
the world. In fact, about half (49%) 
of global respondents called their 
mother influential to their personal 
beauty routine (2)“ 

182
beauty brands are owned 
by 7 major companies(1) 

An overview of the  
beauty industry

“Today the global 
beauty industry is a 
$532 billion business.
The US is currently the world’s largest beauty 
market, with about 20% share, followed by 
China (13%) and Japan (8%)” (3)

essano™ is the No.2 
facial skincare 
brand in NZ 
grocery (7)

essano™ is the No.1 
natural brand in  
NZ grocery (5)

$955 million
is what the personal care category is worth 
in NZ grocery, and is growing at 7% (6)

Dominate® is the No.1 
male hairstyling product 
in NZ Grocery (8)

1. www.businessinsider.com.au/companies-beauty-brands-connected-2017-7?r=US&IR=T#:~:text=These%20seven%20mega%2Dcompanies%20%E2%80%94%20  
    Est%C3%A9e,dollars%20in%20revenue%20every%20ayear.
2. www.ipsos.com/en-us/news-polls/sales-Essanoed-disruption-rampant-what-is-future-of-beauty
3. www.forbes.com/sites/pamdanziger/2019/09/01/6-trends-shaping-the-future-of-the-532b-beauty-business/#6fb3038e588d
4. www.kearney.com/consumer-retail/article?/a/harvesting-the-green-opportunity-for-cpgs-and-retailers

5. IRI Total Grocery NZ MAT Value 13.09.2020
6. IRI Market Edge Grocery 13.09.2020
7. IRI Total Grocery NZ MAT Value 13.09.2020
8. IRI Total Skincare, Styling IRI MAT 12.10.2020

24 25
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Environmental Material Topics  
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S O C I A L  M AT E R I A L  TO P I C S
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SOCIAL MATERIAL TOPICS

Health, safety & wellbeing
Essano Limited has a proactive approach to health, safety and wellbeing and 
has successfully integrated it into all elements of our business. As a cosmetic 
manufacturer in New Zealand with our own production, there are many aspects of 
our operations that could present health and safety challenges. 

Our robust health and safety system adheres to New Zealand legislation. 

Our Health and Safety protocols cover all employees, full and part-time, as well as contractors 
and site visitors. Our Health and Safety Committee consists of at least one person from each 
department and meets monthly including a full site walk to conduct hazard observations.

Full minutes are recorded and a methodical and consultative approach is undertaken with team 
feedback reviewed and considered. Highlights are then presented in the monthly company Huddle 
where annual targets are updated and reviewed. 

Please see below an excerpt from our latest Health and Safety Audit by  
WorkSafe Advisory Services:

 “ The Health and Safety Committee are to be commended 
for the significant improvements since the previous audit held in 
2016. Key areas that are now seeing the benefits of health and 
safety regarded as business as usual are regular meetings that are 
documented and reporting of events identifying patterns.  
The Officers are also to be commended for supporting the Health and 
Safety Committee to achieve positive outcomes.”

Essano Limited’s Board meets monthly to review reporting and projects with health and safety 
elements covered and regularly provides feedback to the Health and Safety Committee via the CEO. 

All new staff are inducted by the GM Supply Chain or Production Manager. Inductions are 
undertaken by holding a thorough one-on-one discussion including a health and safety presentation 
and a short test to check key topics covered have been understood.

We have a team of trained First-Aiders and Fire Wardens ensuring a trained individual is on-site at 
all times. 

Our CEO, Craig Langley, sits on the Retail and Supply Chain Health and Safety Sector Group,  
ShopCare. Craig Langley is also a member of the Business Leaders Health & Safety Forum, which 
provides access to insights from other CEOs. This allows Essano Limited to be privy to the most up-to-
date information that may impact our industry.
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We will continue to prioritise the health and safety 
of our staff, including mental health, which will be a 
large focus in the next year. The company will  
implement wellbeing learning sessions and take an 
active role in Mental Health Awareness Week. 

To ensure our team is up to date on relevant 
information, in FY20 we hosted the following 
training for relevant team members:

• Fire Extinguisher

• First Aid

• Fire Warden

• Health Management Information Systems

• Chemical Handling

• Spills Team

• Forklift Driver Competency

Please see below an excerpt from 
our Employee Handbook.

Other health and safety offerings: 

• Flu vaccinations on-site

• Annual health, hearing and eyesight tests for everyone

• Supporting cerebral palsy through Steptember —  
encouraging us to walk 10,000 steps per day

• Investing in Employee Assistance Programme (EAP)   
Services to provide all team members with free access  
to professional counselling when required
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Supporting our community
We are incredibly proud to be a New Zealand business that employs over 70 staff within Mangere 
and the wider Auckland area, supporting local businesses and suppliers. Being New Zealand 
owned and operated, our company’s profits remain in Aotearoa. 

Although we consider our business operations to present no material risk to our local ecosystems or 
communities, we always take these into consideration when making business decisions. 

In addition to managing our operational impacts on our local community, we provide active 
support through the following volunteering projects:

SUPPORTING 
THE MANGERE 
BUDGETING 
SERVICES TRUST
The Mangere Budgeting 
Services Trust is doing a 
great job supporting those 
in our area at their time of 
need. We began supporting 
the group after finding out 
that their demand for food 
parcels went up from 35 a 
day to over 130 a day.

ANNUAL CHRISTMAS APPEAL
Each year, ahead of Christmas, we get together and pack over 1,200 care packages for The Salvation 
Army, helping families in need in New Zealand, Fiji, Tonga and Samoa.

BEACH & PARK 
COMMUNITY 
CLEAN-UPS  

On 4 March 2019, we shut 
the factory early, put on a 
shared lunch for the team and 
went to our local park near the 
Mangere Boat Club where we 
partnered with the charity Sea 
Cleaners to remove rubbish 
from the marine environment. 
We collected 66 bags of  
pollution over 3 hours.

LOCKDOWN HEROES
To celebrate and thank our lockdown heroes, we donated haircare 
products to the hard-working staff at St John Ambulance.

CLEANING UP PARKS FOR CITYCARE
On 17 October 2019, we partnered with CityCare, Mangere 
Beautification Trust and Civic Contractors to clean up five different  
local parks. 
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Diversity & equality
Essano Limited wants to be a workplace that encourages diversity and participation 
at all levels of the company. As our business grows, it is a priority to attract and 
retain talented individuals by building an inclusive, equitable and fair workplace. 

There is currently a high level of performance satisfaction with the existing members of the wider team, 
the SLT and the Board. 

We believe in diversity of thought and we challenge ourselves to listen intently to the voice of our 
consumer at the SLT and Board level. Therefore where possible - we invite guest attendees to our  
Board meetings each month who bring their knowledge, background and opinions to the table.   
This regularly includes the GMs of the various departments, senior members of our Marketing team  
and external consultants.

This report has helped us discuss gender and cultural equality in more detail and we are committed 
to reviewing our recruitment processes to ensure they are fair, inclusive and equitable. This includes 
reviewing: 
• The language used in our job adverts
• The diversity of channels our ads are shared on
• The processes our recruitment agency has in place to avoid unconscious biases 
• How our interview process is structured to be consistent and avoids unconscious and affinity biases

Beyond our team - we have become increasingly aware of the role we have to play in influencing our 
supply chain to ensure they also have fair, equitable and safe working environments. 

The majority of our raw material suppliers are located in Europe where there are strong labour laws but 
we realise we should engage with them directly to ensure their practices and our values align.  

Our co-founder has visited some of our packaging suppliers based in China and has assessed their 
working operations, including:
•  Facial wipes manufacturer in Foshan in the Guangdong region
•  Plastics manufacturer in Wuxi in the Jiangsu region
•  Candles and diffusers manufacturer in Dongguan in the Guangdong region
•  Tube manufacturer in Shanghai in the Jiangsu region
•  Glass supplier in Qingdao in the Shandong region

Moving forward, we will develop a supplier code of conduct to be signed by all suppliers that clearly 
stipulates the minimum standards we require. 
 

GENDER RATIO IN LEADERSHIP POSITIONS

* Since reporting period, a female staff member has left
** A leadership role is one with a direct report

LEVEL MEN WOMEN

Board 5 1

SLT* 5 2

Leadership roles** 4 11

ETHNICITY BREAKDOWN LANGUAGE SPOKEN IN 
ADDITION TO ENGLISH

2%

2%

2%

2%

2%

2%

2%

2%

40%

17%

4%

4%

4%

4%

4%

4%

6%

Tokelauan

Cook Island

NZ European /  
Pakeha

Samoan

Maori

Chinese

Tongan

Slovenian

Filipino

Brazilian

Fijian Indian

Indian

English

South-East Asian

Irish

Fijian

German

3%

3%

3%

6%

12%

24%

6%

6%

6%

5%

3%

3%

3%

3%

3%

3%

3%

2%

3%

3%

Tokelauan

Tuvaluan

Rarotongan

Hindi

Slovenian

Croatian

Dutch

German

Afrikaans

Malayalam

Marathi

Filipino

Gaelic

Spanish

Italian

Fijian

Samoan

Philipino

Cantonese

Portuguese
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Animal welfare

Animal welfare has been a founding value for Essano Limited. We have never tested any of 
our products on our furry friends (or slimy or scaly ones) — just some lucky people!

In 2015 - the New Zealand Government reformed the Animal Welfare Act 1999 to ban 
the testing of cosmetics on animals. However, this does not stop international brands testing 
offshore and importing their products into the New Zealand market or New Zealand brands 
sending products to be tested overseas.

A huge challenge for those of us passionate against animal testing is that China has made 
it mandatory to test cosmetics on animals to meet their safety standards and make sales 
permissible in their retail stores. 

There are ways around this — brands can either build their own factory in China or products 
can be sold via online marketplaces. The latter is the option we have taken to prevent our 
products being testing on animals.

Cruelty-free is of vital importance to our brand. As we expand overseas, we will look at 
working with an international accreditation company such as PETA or Leaping Bunny, and 
include a commitment to cruelty-free within our new supplier code of conduct. 

For more information on animal testing across the world, we recommend checking out: www.hsi.org/issues/

be-cruelty-free

“ The term ‘animal testing’ refers to procedures performed on 
living animals for purposes of research into basic biology and 
diseases, assessing the effectiveness of new medicinal products, and 
testing the human health and/or environmental safety of consumer 
and industry products such as cosmetics, household cleaners, food 
additives, pharmaceuticals and industrial/agro-chemicals.”  
Humane Society International (www.hsi.org)

“ The hard truth is this: any 
company that sells its goods in 
physical stores in mainland China 
cannot be cruelty-free certified.” - viva.co.nz (1)

1. www.viva.co.nz/article/beauty-wellbeing/cruelty-free-brands-to-
add-to-your-beauty-regime/



3938 Essano Limited Sustainability ReportEssano Limited Sustainability Report

ABOUT US

Environmental Material Topics  

2
E N V I R O N M E N TA L  M AT E R I A L  TO P I C S  



41Essano Limited Sustainability Report40 Essano Limited Sustainability Report

ENVIRONMENTAL MATERIAL TOPICS

w

Packaging, plastic & waste
Plastic pollution is one of the biggest challenges facing the global community.  
We continue to learn of the devastating impacts it is having on the health and 
wellbeing of our ecosystems and ourselves.

1. UN Environment website (www.unenvironment.org)

Packaging is a huge challenge for all FMCG businesses such as ours. We constantly 
have to balance the following considerations when we make packaging decisions: 

• Product safety and efficacy 
• Consumer convenience
• Cost
• Weight (heavier packaging generates more Greenhouse Gas emissions in transport)
• Attention and appeal (we need customers to choose our product from a shelf of many others) 
• End-of-life options (where it will go when it is empty)

These considerations change for each product and packaging material and it’s not just the 
product packaging (a.k.a primary packaging) we look at. We also need to be aware of our 
secondary, tertiary and, in some cases, quaternary materials. 

Needless to say, there is a lot to think about!
Our primary packaging is a mixture of: 

• Plastic 1 PET / 2 HDPE (high-density polyethylene) / 3 PVC / 5 PP / 6PC /   
rPET (recycled PET) or PCR (Post Consumer Resins)

• Glass
• Cardboard
• Cotton

Our secondary and tertiary packaging materials are cardboard (boxes), shipping pallets and 
plastic shrink-wrap.

Although we have taken some steps to make our products circular and take full responsibility for 
the packaging used, there are still significant challenges we face.

“ Today, we produce over 300 
million tonnes of plastic waste  
every year. That’s nearly  
equivalent to the weight of the  
entire human population.”  (1)

Based on the research by the Ellen MacArthur Foundation, it 
has been calculated that there will be more plastic than fish 
by weight in the world’s oceans by 2050! (2)

Plastic pollution is an issue that New Zealanders feel particularly 
passionate about. In the 2019 version of the annual Colmar Brunton 
Better Futures report, the build-up of plastics in our environment was 
ranked as the No.1 concern.

“In 2010, the (cosmetics) industry 
produced 65.62 billion plastic 
packaging units. By 2017 that number 
was 76.8 billion. That count, of 
course, doesn’t even factor in plastic 
accessories, like mini scoopers or 
application tools.” (3)
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Although we can’t control where our customers choose to dispose of their 
packaging, we can do our bit to use packaging materials that we know are being 
recycled. Every city in the world has different recycling infrastructure. New Zealand 
residents will be all too familiar with the differences between what is and isn’t 
accepted for kerbside recycling from Kaitaia to Bluff.

To help us better understand the process of collecting discarded packaging, sorting it and 
recycling it, our GM Supply Chain, GM Marketing & Innovation, and Senior Brand Manager 
visited the Auckland Materials Recovery Facility (MRF) run by Visy Recycling on 15 August 2019.

This visit gave us valuable insights into the inner workings of such a facility, the key challenges they 
face in ensuring that what they collect doesn’t go to landfill, and how our packaging decisions 
impact that. 

www.euromonitor.com/plastic-packaging--global-evolution-of-pet-bottles-in-a-sustainability-focused-world/report

 

NEW ZEALAND PLASTIC PACKAGING DECLARATION
As part of our commitment to reducing our plastic footprint, we 
signed the New Zealand Plastic Packaging Declaration to use 
100% reusable, recyclable or compostable packaging across our 
global operations by 2025 or earlier. Read more here {www.
mfe.govt.nz/news-events/new-zealand-plastic-packaging-
declaration}

To prepare ourselves for 2025, we have calculated the packaging 
footprint of our bases. Bases refer to our bottles, tubes and pots 
only. Data on our pumps and lids was unavailable at the time of 
preparing this report but will be recorded and included in our next 
sustainability report. 

of our bases use  
recycled plastic  
material (rPET  

or PCR) 

32% 94%
of our bases are  

accepted in  
kerbside recycling  

in Auckland

32%
of our bases  

are manufactured  
in NZ

A breakdown of our packaging components can be seen on page 46. 
Percentages are based on units, not weights.

(1) - www.reclaim.co.nz/glass-recycling
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INNERS OR SHELF-READY TRAYS (SRTs)
To be sold, all our units need to be placed in an inner that is also known as a shelf-ready tray. An inner is a 
box that normally contains four to eight units of a single product and then placed on supermarket shelves. 

These are usually made of cardboard and on average weigh 40g. To support local businesses and 
to reduce our carbon footprint, we started a process of bringing production to New Zealand instead 
of China. During this reporting period, we more than doubled the percentage of inners made in New 
Zealand from 20% to 49%. 

This has resulted in us shipping 189,765kg less product per year from China. All of these inners use 
sustainably managed wood fibre card certified by a selection of organisations. 

Our aim is to have 90% of our inners produced in New Zealand within the next two years. The next step is 
to investigate inks with the least environmental impact that should be used on our packaging.

GLASS 
We like to use glass to package some of our products as it is more likely to be recycled and there is also 
the option to use recycled glass.

After our visit to Visy Recycling MRF we learnt that painted glass could not be recycled, which sparked us 
to review all our glass packaging. Upon review, we identified that 
our night cremes were all packaged in painted glass.  
We immediately started the process to change suppliers and buy 
amber glass, allowing it to be recycled.

In addition to this, we have continued to increase our use of glass 
within our ranges. Our Superfoods range created in 2017 uses 
50% glass bases, 80% of our Collagen Boost range launched in 
2018 uses glass bases and in 2019, we launched our Concentrates 
range which uses 100% glass for its bases. 

However, we cannot move all our items to glass, as people don’t 
always want glass in their bathroom or shower for safety reasons, 
and we are very mindful of the higher GHG emissions that come 
from transporting a heavier material. 

“Using recycled glass 
bottles and jars in the 
manufacture of new 
glass containers provides 
energy savings, reduction 
in carbon dioxide 
emissions and conserves 
natural resources.” (1)
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www.euromonitor.com/plastic-packaging--global-evolution-of-pet-bottles-in-a-sustainability-focused-world/report 1. www.reclaim.co.nz/glass-recycling
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PACKAGING TYPE MATERIAL TYPE  APPROX WEIGHT USED IN FY20

PLASTIC PACKAGING

Bottles PET (1) 39.71 tonnes

Bottles rPET (39%) rPET (1) 33.08 tonnes

Tubes HDPE (2) 20.36 tonnes

Bottle Deodorant PCR HDPE (2) 190 kg

Deodorant Ball PP (5) 63 kg

Casca Seals PP (5) 1.71 tonnes

Pots Polystyrene PS (6) 4.91 tonnes

NON-PLASTIC PACKAGING

Jars Glass 62.17 tonnes

Sleeve Cardboard 78 kg

Cartons Cardboard 11.83 tonnes

Inners Cardboard 46.65 tonnes

Shippers Cardboard 20.91 tonnes

Calico bag Cotton 261 kg

The table below shows the approximate weight of packaging materials purchased during the reporting 
period. These calculations are based on a review of invoices and an average weight.  
Please note: data was not available for all material used. 

The largest amount of packaging we use is PET No.1 bottles — approximately 84 tonnes. Around 39% of 
our PET bottles are made from 100% recycled material (rPET) — this  means that we have reused over 33 
tonnes of PET that otherwise could have gone to landfill. We are proud of this result and strive to continue 
this year on year.

We are aware that Plastics No.1,  No.2, and No.5 have the biggest recycling value so try to use these 
plastic types whenever possible. 

We currently use Plastic No.6 for our heritage brand, Dominate. However, we are aware this is not  
a sustainable choice and will be updating our entire range to include an aluminium lid and a base  
using a mixture of rHDPE and HDPE (No.2). Our use of No.6 plastic will be phased out over the next  
12 to 24 months.  

Please note: this table only includes the bases of products - bottle, tube or pot. We were unable to source 
accurate figures for lids or pumps but will investigate this for our next report.
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Using recycled plastics
We have little control over where our empty packaging ends up but we have 100% 
control over what packaging materials we use. Being aware of the plastic pollution 
crisis facing our planet, we announced our commitment in September 2018 to 
manufacture all of our haircare bottles out of 100% post-consumer recycled 
polyethylene terephthalate (rPET). (1)

We were the first New Zealand beauty brand to use 
rPET plastic and we are delighted to see that other 
brands have followed suit. In February 2019, we 
moved our body wash then body lotion containers to 
rPET. 

Post-consumer material means it has come from 
old packaging that has been collected back from 
consumers and recycled. Plastic that has been 
salvaged from the manufacturing process of making 
the bottles and used as feedstock is known as pre-
consumer recycling. 

By purchasing post-consumer rPET, businesses 
like ours are helping to support the demand for 
the recycling of plastics and ‘closing the loop’. In 

September 2018, we also shifted to a local New Zealand supplier of rPET — helping to support ‘on-shore’ 
recycling and reduce transport emissions. 

We have since explored how we can use other recycled materials like Post Consumer Regrind (PCR) 
HDPE(1). In 2019, we had the option to launch our natural 
deodorant range using virgin plastic out of China, however, 
our Senior Leadership Team agreed to delay our launch by six 
months so we could use a New Zealand supplier to create a 
new tool that allowed us to use 100% PCR HDPE in our natural 
deodorant packaging. This is the first of its kind in Australasia. 

The switch to rPET was a significant undertaking for Essano 
Limited and one that we want to share with other companies 
to influence them to do the same. If more businesses commit 
to using recycled plastics, we can collectively reduce the 
production of virgin plastics. 

AWARENESS  
Fronting up to the 
challenge, educating 
ourselves and being 
honest about being 
part of the problem. 

RESEARCH 
We looked into the different 
rPET solutions locally and 
overseas. We researched 
what could actually be 
recycled and what couldn’t. 
We talked to different local 
suppliers about what our 
options were. and evaluated 
the idea of refillable pouches 
but were not happy with their 
end of life options (they mostly 
go to landfill). 

DECISION TIME  
We discussed whether we 
should commit to 50%, 
80% or 100% of recycled 
material - the Senior 
Leadership Team decided 
if we were doing this, we 
wanted and needed to 
go 100% even though this 
was more expensive and 
came with more risk. We hit 
multiple speed bumps along 
the way and the process 
took longer and cost more 
than we anticipated.

DESIGN AND TESTING  
We worked with packaging 
suppliers to design and test our 
new packaging to ensure it met 
all our requirements, particularly 
that they were compatible with 
the formula and our labels.

A NEW ZEALAND FIRST  
We are very proud to be the 
first Kiwi brand to make the 
move to using rPET and were 
delighted to see others in our 
industry follow suit soon after. 

OUR RESULTS  
To date, we have used 
33 Tonnes of rPET! 
We are now working 
to move all existing 
amber bottles in the 
essano range to rPET 
by 2025.

1

2

3
4

5

6

7

CHANGING TO rPET - OUR JOURNEY

1. www.euromonitor.com/plastic-packaging--global-evolution-of-pet-bottles-in-a-sustainability-focused-world/report

AWARD-WINNING  
We were nominated and 
won the Silver Award 
award at the 2019 
Australasian Packaging 
Innovation & Design 
Awards (PIDA).



5150 Essano Limited Sustainability ReportEssano Limited Sustainability Report

ENVIRONMENTAL MATERIAL TOPICS

We have never used microbeads 
Plastic microbeads have had a devastating impact on our water ecosystems (lakes, 
rivers and oceans). Unlike many other beauty companies, Essano Limited has never 
used microbeads. (1)

Plastic microbeads (defined as any type of plastic fragment that is less than 5mm in length) are 
so small that they escape most water treatment plants and can be found in many products like 
exfoliators, shower gels and toothpaste. When washed down the drain, they end up in lakes, rivers 
and oceans. They are almost impossible to retrieve out of the environment and they look a lot like 
food to many marine animals. As well as being made out of petrochemicals, “microplastics can be 
a vector, transferring chemicals from the surrounding environment into marine food chains.” (1) 

From 7 June 2018, it became illegal to manufacture or sell products containing microbeads in  
New Zealand. You can read more about this legislation at: www.epa.govt.nz/news-and-alerts/
alerts/microbeads-ban-is-your-product-affected/

CASE STUDY: MICROBEAD 
AMNESTY WITH FOODSTUFFS NZ

Essano Limited has a microbead-free policy. We were delighted 
to partner with Foodstuffs when it announced that its supermarkets, 
which include New World, PAK’nSAVE and  Four Square, would be 
microbead-free nationwide from 1 July 2017; a full year ahead of 
the Government’s proposed date for banning microbeads from New 
Zealand stores.

To remove as many microbeads out of our 
environment as possible, we ran a nationwide 
campaign and asked New Zealanders to 
bring in any of their old microbead products, 
for us to replace with an essano microbead-
free alternative. 

The tubes and containers collected were 
recycled and we captured the microbeads 
to ensure they didn’t make their way into our 
ecosystem. 

The beads were blended with soft plastics 
collected from stores by the team at Replas 
and Metal Art. A bench seat was created  
that Foodstuffs donated to Whale Watch 
Kaikoura to celebrate World Oceans Day  
on 8 June 2018.

www.epa.govt.nz/news-and-alerts/alerts/microbeads-ban-is-your-product-affected/

1: https://chemtrust.org/chemical-pollution-and-microplastics-a-present-danger-to-marine-life/
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Waste within our operations
Our purchasing decisions, resource use and process design impact our 
sustainability outcomes. We are working towards understanding how we can 
create a circular economy within our operations to eliminate waste, keep materials 
in circulation and minimise our environmental impact. 

In FY20, we did not record our waste, however, looking back through statements and invoices, we 
were able to use averages to create approximate figures for the year. 

In FY20, we generated approx. 154.05 metric tonnes of waste, split into: 

The material that made up our recycled items is approximately: 

 

Our non-landfill waste is made up of process waste, toner and batteries.

We provide a battery recycling programme (made available to staff) but do not have data on 
how many have been collected to date.

Almost all of our packaging and many types of ingredients are sent to us within a cardboard box 
which is why it makes up such a huge amount of our recycled material. We have three industrial 
bins at our factory site which are emptied twice a week. 

In FY21, we will begin a matrix to record these figures so we have an accurate account. By FY20 
year-end, we would like to increase our percentage of recycling to over 50%. To do this, we need 
to understand more about what is going to landfill and how we can divert this through education 
and process. We will look into recycling opportunities for soft plastics, additional metal and paper, 
as well as continue to educate our team on the benefits of recycling.

Landfill waste:

45.44%

Metal/Drums:

2.75T

Non-landfill  
waste:

9.76%

Plastics/Drums:

1.8T

Recycled waste:

44.80%

Paper/Cartons:

59.2T
Wood:

2T

Combination  
of Glass, Plastic,  
Tin, Aluminium:

2.87T

The metal and plastic drums 
are sent from our suppliers 
and contain the raw 
ingredients that we use to 
make our products. 
We pay to have these drums 
recycled once a month. 

Almost all of our packaging 
and many ingredients are 
sent to us within a cardboard 
box which generates the 
largest volume of our 
recycled material.

Plastic drums are sent 
from suppliers of our raw 
ingredients.

The wood we recycle is from 
the pallets that packaging 
and ingredients are sent on.
These are sent back to the 
supplier to reuse or offered 
to other transportation 
companies. 

Other materials such as glass, 
plastic, tin and aluminium are 
collected from our recycling 
bins in the common areas.
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Greenhouse Gas Emissions
The world’s current climate crisis is an existential threat to the human species and is 
a massive challenge to solve.

The bushfires at the start of 2020 in Australia, record 
droughts in the North Island, followed by a one in 500 
year flood in Northland have been some examples of 
climate change very close to home.  

The biggest challenge for any import or export business 
in New Zealand is the transport of supplies and 
products. We are an island nation located at the bottom 
of the South Pacific and are at the mercy of the diesel-
powered container ships or jet-fuelled aeroplanes. 
Because of our small marketplace (five million people) 
we are financially dependent on the much larger global 
markets. 

We are very fortunate in New Zealand to have an 
electricity grid that is supplied by around 80% of 
renewable energy. This means that the emissions from 
powering Essano Limited’s operations are very low. 

Our other major emissions come from our staff 
commuting to and from work as well as business travel.

Through the process of writing this report, it has become 
clear to us that we need to map our carbon footprint 
to set targets and policies and implement a strategy to 
reduce it. 

The COVID-19 pandemic has forced our business into 
utilising technology to allow most staff to work from 
home while also drastically reducing international 
business travel. Although forced upon us, this has had a 
positive impact on our emissions and provided us with 
an insight into what is possible moving forward. 

RISKS AND 
OPPORTUNITIES POSED 

BY CLIMATE CHANGE
DROUGHT DISRUPTED SUPPLY 

CHAIN FLOODING GOVERNMENT REGULATION

Description of  
the risk or 

opportunity

Restricted water supply 
and increased electricity 

prices

Delay in receiving 
raw materials and 
packaging from 

overseas

The Essano Limited site 
is flooded with water

There is a financial risk associated 
with potential government 

legislation such as a mandatory 
carbon tax

Classification as 
either physical, 

regulatory,  
or other

Physical and regulatory Physical Physical Regulatory

Description of the 
impact associated 

with the risk or 
opportunity

We require water  
to produce our  

products and the  
New Zealand electricity 

is predominantly 
powered by  
hydro-dams 

We will not be able to 
produce items and will 

cause retailers to be out 
of stock, risking ranging

Impact finished goods 
stock on hand as well 
as packaging and raw 

materials.
Unable to work within 
the factory so not able 
to meet the demand for 

retailers

The impacts of a carbon tax 
would depend largely on the size 

and application of the tax  
but it could be a considerable 
cost we would have to factor  

into our cost of goods

Financial implications 
of the risk or 

opportunity before 
action is taken

Huge Moderate Moderate
We could significantly lessen the 
cost by taking material actions to 

reduce our footprint 

Methods used to 
manage the risk  
or opportunity

Create a water storage 
unit to capture rainfall

Plan to keep 26 weeks 
of stock on hand.
Use NZ suppliers 
wherever possible

Ensure all packaging is 
raised off the floor.

Machinery protected 
from water

Carbon mapping, carbon 
reduction plan

Risks and opportunities posed by climate change that have 
the potential to generate substantive changes in operations, 

revenue or expenditure

ENVIRONMENTAL MATERIAL TOPICS



Water, electricity &  
gas management 
Water is a hugely important issue globally and it is no 
exception here in New Zealand. We have ongoing and 
historical disputes about ownership, classification of 
quality, irrigation, bottling and exporting, and the health  
of our freshwater ecosystems. 

Our company draws water from a local source, this is then 
separated into three areas: 

1. Use within our products
2. For cleaning or heating 
3. For utilities 

We closely monitor the water that goes into our products, however,  
we need tighter systems to record other water uses. 

Looking ahead, we want to measure our use of water for areas 2 and 
3 to assess if we can be more efficient in these areas. 

We also have plans to create our own water storage system to collect 
and hold 50,000 litres of rainwater as this is the amount of water we 
require to manufacture our current weekly demand. This rainwater 
would be directed straight into our cooling loops and product 
manufacturing. 

This provides the business with a sustainable and useful contingency for 
a drought or if our water supply is disrupted for any other reason.
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Electricity & gas 
Electricity and gas are essential to the operation of our business. We require 
electricity to power our entire headquarters and production line and we use gas to 
heat water and our product formulas. 

During the reporting period, we used approximately 52kWh/1000 units produced.

We currently have minimal procedures in the way of recording our energy usage and therefore no 
policies to minimise our energy usage or ensuring optimal efficiency.

Whenever we invest in a new machine, we look at how we can update it to be more efficient.  
A good example of this is when we upgraded our compressor – we bought one that had an idle 
mode so it turned off when it wasn’t in use, unlike our old one. Whenever our lightbulbs blow, we 
replace them with more energy-efficient LED ones. 

The process of writing this report has highlighted to us the need to significantly improve our 
understanding of the way we use energy and the areas we need to focus on to reduce energy use. 

We have made a commitment to monitor our monthly usage and set realistic goals for the 
following year. One area that we could improve on is updating the process around using our 
master switch, which turns on all lights in the entire site at 6am even though office staff do not 
arrive until 8am. 

ENVIRONMENTAL MATERIAL TOPICS
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Natural & organic
At the heart of Essano Limited’s products is the vision to pioneer natural beauty that 
is good for you and the planet. This led us to create the essano product promise, 
which is one of the strongest around the world and provides the foundation for all 
the products we produce and create. 

“73% of consumers say transparency is valuable to them, and a majority 
indicated they were either more likely or very likely to pay extra for products 
from more transparent companies.”*

We are also committed to marketing these products responsibly and provide 
accurate information to customers and consumers. This is why we list the exact 
percentage of ingredients that are from natural origin on our packaging,  
as below:

All our statements about ingredients being of natural origin are calculated using the regulations and 
methodology from Ecocert. 

Ecocert is the largest inspection and certification body in the world and is the benchmark in organic 
certification globally. They have a large database that measures and records the natural, plant-based and 
organic composition of every ingredient.

WHAT IS ECOCERT?

*Pure Branding, the ROI of Transparency

Ecocert was established in France in 1991 and was the very first certification body to develop standards 
for “natural and organic cosmetics”. The essano range currently has 16 products that are certified organic, 
however, we use their process and recommendations across our wider portfolio.

To ensure an environmentally friendly cosmetic product, the Ecocert standard requires the following:
• Ingredients are derived from renewable resources and manufactured using environmentally friendly 

processes.
• The absence of GMOs, parabens, phenoxyethanol, nanoparticles, PEG, synthetic perfumes and dyes, 

and animal-derived ingredients (we have met these standards for the past seven years).
• A minimum of 95% plant-based ingredients in the formula and a minimum of 10% of all ingredients by 

weight must come from organic farming.
• An on-site audit is performed by an Ecocert auditor every six months (we have complied with for the 

past seven years).

Essano Limited chose to work with Ecocert because we wanted to ensure we were working with the world’s 
most respected and rigorous guidelines. 

We will continue to work with Ecocert and will investigate other natural or organic certifications such as the 
Environment Working Group (EWG) to help consumers in different countries know that we are a brand they 
can trust.



6362 Essano Limited Sustainability ReportEssano Limited Sustainability Report

ABOUT US

Environmental Material Topics  

3
G OV E R N A N C E



6564 Essano Limited Sustainability ReportEssano Limited Sustainability Report

GOVERNANCE

Transparency
Essano Limited is dedicated to communicating openly and honestly with our 
employees, customers and consumers. To showcase this commitment, we decided 
to create this report to accurately document our current position and to highlight 
areas of improvement. 

Within our company, we have the following channels to ensure transparency among our team: 

FINANCIAL TRANSPARENCY 
Invoice sales results are emailed to everyone twice weekly, broken into portfolios and accounts 
alongside the forecasted budget. A more detailed financial analysis showing invoice sales,  
gross profit and contribution is circulated. This monthly overview is also highlighted at  
our monthly Huddle. 

OPERATIONS TRANSPARENCY 
Our Production Manager shares the daily output results from the factory, highlighting how many 
units were produced against the daily target. This is discussed in detail at our weekly  
planning meeting. 

TEAM MEETINGS
Our CEO hosts a monthly Huddle with the full team, where we review the previous month's results, 
covering health and safety, production output, sales performance in each market, and project 
status updates before sharing a lunch together, provided by the company. At each Huddle, we 
also announce and celebrate the employee of the month. This is chosen by peer nominations that 
anyone can make using our essano value postcards available throughout the office. 

COMMUNICATIONS CHANNEL 
We use an online communications platform called Slack to provide all manner of updates to 
ensure our team is kept informed and connected daily. For those who do not use a computer for 
their day-to-day job, we have daily briefings to make sure key information is passed on. 

NEW PRODUCT DEVELOPMENT 
New product development (NPD) is key for any FMCG company and our business is no different. 
We have a comprehensive NPD process that involves all parts of the business. We encourage 
anyone in the company to feel comfortable to suggest an idea by filling out a ‘Pop Doc’, which is 
the first stage of our NPD process. 

MEETING LED BY REGULARITY

Daily Briefing Production Daily

Planning Operations Weekly

Strategic Projects Research and Development Weekly

Senior Leadership Team CEO Weekly

Sales and Marketing GM Marketing and 
Innovation, GM Sales Monthly

Health and Safety Production Monthly

Team Huddle CEO Monthly

In addition to weekly team catch-ups, we have a range of key meetings that include 
cross-department members:

This reporting process has highlighted to us the importance of engaging the entire company 
and providing continued high-quality communication on our sustainability goals, including our 
commitments to support the SDGs. Sustainability updates will be included in our monthly Huddle  
and our ‘News’ Slack channel.
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What are our next steps? 
We have a strong understanding of where we are as a company. 
In certain areas, we have made a decisive step in the right 
direction and we have prioritised areas we need to work on to 
continue our journey.  

To ensure we are realistic about what can be done, we have highlighted  
the priorities below:

WAYS OF WORKING

• Create a Sustainability Road Map to ensure we meet the requirements for the 2025 
Plastic Packaging Declaration  

• Create a Supplier Code of Conduct to ensure we are working with companies that are 
ethically aligned

• Continue to support our local community through donations of our product and time

PACKAGING

• Transition up to 80% of our PET to rPET by 2023

• Transition suppliers so that 90% of cardboard inners are sourced from New Zealand

• Transition away from any use of Polypropylene (PP) Plastic (No.6) 

• Investigate inks with the least environmental impact

WASTE MANAGEMENT

• Measure and record our water, power and waste on a monthly basis 

• Utilise rainfall collection to reduce water consumption

• Partner with New Zealand Trade and Enterprise to measure our carbon footprint 

We look forward to reporting back to you to assess what we have done, what 
we have achieved and review where we are on our journey of continuous 
improvement.

“The hardest part of 
any journey is taking 

that first step”
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NEXT STEPS

Referencing GRI
DISCLOSURE  PAGE(S)

Disclosure 102-1 Name of the organisation 10

Disclosure 102-2 Activities, brands, products and services 14

Disclosure 102-3 Location of headquarters 10

Disclosure 102-4 Location of operations 10

Disclosure 102-5 Ownership and legal form 20

Disclosure 102-6 Markets served 16

Disclosure 102-7 Scale of the organisation 14

Disclosure 102-8 Information on employees and other workers 15

Disclosure 102-9 Supply chain 19

Disclosure 102-12 External initiatives 14

Disclosure 102-13 Membership of associations 14

Disclosure 102-14 Statement from senior decision-maker 2

Disclosure 102-16 Values, principles, standards and norms of behaviour 21

Disclosure 102-18 Governance structure 20

Disclosure 102-43 Approach to stakeholder engagement 22

Disclosure 102-44 Key topics and concerns raised 22

Disclosure 102-46 Defining report content and topic boundaries 22

Disclosure 102-47 List of material topics 22

Disclosure 102-50 Reporting period 6

Disclosure 102-52 Reporting cycle 6

Disclosure 102-53 Contact point for questions regarding the report 6

Reporting principles for defining 
report content: 

• Stakeholder inclusiveness
• Sustainability context
• Materiality
• Completeness

Reporting principles for defining 
report quality: 

• Accuracy
• Balance
• Clarity
• Comparability
• Reliability
• Timeliness
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Referencing GRI

DISCLOSURE  PAGE(S)

Disclosure 103-2 The management approach and its components TBC

Disclosure 301-1 Materials used by weight or volume 46

Disclosure 301-2 Recycled input materials used 52

Disclosure 302-1 Energy consumption within the organisation 58

Disclosure 303-1 Interactions with water as a shared resource 56

Disclosure 303-5 Water consumption 56

Disclosure 306-2 Management of significant waste-related impacts 52

Disclosure 403-1 Occupational health and safety management system 28

Disclosure 403-5  Worker training on occupational health and safety 28

Disclosure 413-2 Operations with significant actual and potential negative impacts on local communities 32
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