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Making 
sustainability 
creative, 
tangible,
actionable

Salterbaxter is a specialist 
consultancy combining 
sustainability and strategy 
expertise, with creative 
thinking and 
communications. We have 
been at the forefront of the 
sustainability agenda for over 
20 years.



What we’ll cover
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1. How the narrative around the future of corporate 
sustainability is shifting: what’s the big discussion and 
how might it change over time 

2. Overview of some key cross-sector trends we see 
emerging

3. Specific trends related to the coffee / F&B sector



Sustainability: 
Going into 2020 
with lots of 
momentum

• Important new 
decade for 
sustainability

• Sense of urgency
• Key upcoming COP 

and biodiversity 
summits 

• Ambitious strategies 
and commitments 
from business

But then….
COVID-19 hit
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In some cases the crisis is making sustainability harder 
in the short term

Tough and 
tightened cash 

positions

Companies in 
survival mode

Data collection 
and capture 

harder

Crucial events, 
regulation delayed 
– lack of direction

Sustainability as 
nice to have vs 
business critical
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But show must go 
on: focus on 

impact!



But there are also 
clear links being 
acknowledged between 
the COVID and climate 
crises 
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Companies calling 
for a green 
recovery
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And a desire to 
build back better

Air France bailout 
package to demand 
steep emissions cuts

Amsterdam to 
embrace 'doughnut' 
model to mend post-
coronavirus economy

Investors are 
starting to join the 
dots   
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Silver linings: 
laying new 
foundations for the 
future?

“A crisis is a 
terrible thing to 
waste”



Some trends we’re seeing 
and business response 
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Initial responses from businesses focused on finding 
ways to protect workers, families and communities
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Pivoting business 
models to support
Bacardi turned distilleries 
into hand sanitizer 
production facilities.

Ensuring employee 
health and wellbeing
Target raised employee 
salaries and ensured paid 
leave for workers to 
support them in the crisis.

Strengthening supplier 
relationships
Unilever pledged to offer 
early payments and credits 
to small and midsize 
suppliers.

Stepping up 
philanthropic activities
L’Oréal launched a 150m 
social and environmental 
fund to support areas 
badly hit by the crisis.



But we also expect to see companies shift to respond 
to changing consumer demands 
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Health and wellbeing are at 
the centre of the 
conversation

Google searches about “how to live a 
sustainable lifestyle” have increased 
by more than 4,550% in the last 90 
days.

50% of consumers said they’re 
shopping more health-consciously and 
will likely to continue to do so

Initiatives introduced in a moment of 
change are more likely to stick later.

Sustainable consumption is 
on the rise - an opportunity 
for sustainable lifestyles? 

60% are spending more time on self-
care and mental well-being, with about 
6 in 10 saying they have started 
exercising more at home.



Consumers are looking to 
brands they trust 
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60% of 
consumers are 
turning to the 
companies they 
can absolutely 
trust

Which means 
that authentic 
brand 
purpose is 
more crucial than 
ever



What it means for your 
sector
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Exposing 
resilience of 
supply chains
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Existing trends, but further 
impacted by COVID…

Adding to an 
already vulnerable 
workforce

Shifting consumer 
health awareness 
and habits

Ongoing fight 
towards 
circularity

The trend: 
• Covid exposes the weak 

links in global, complex 
supply chains with all 
elements stressed at the 
same time

The trend: 
• Concerns for the health 

and safety of coffee 
farmers and communities 
who often have little 
financial safety nets  

The trend: 
• As  consumers become 

more health conscious, 
they are making more 
sustainable food choices  
(e.g. organic, plant-based) 
- considered healthier and 
safer

The trend: 
• Fight against plastic on 

short-term hold

• Long-term efforts ongoing 
with circular business 
models emerging and 
plastics tax looming

For your sector this means…
• Opens the door for 

companies to shorten 
supply chains and make 
them more transparent, 
socially conscious and 
environmentally friendly to 
build resilience

For your sector this means…
• A chance for companies to 

think about how they are 
supporting communities 
along the supply chain 
through the crisis – and 
not just immediate 
workforce

For your sector this means…
• Further focus on and

effective communication 
to wider stakeholders 
around provenance as well 
as health and nutrition 
claims.

For your sector this means…
• Continuing to pursue 

packaging/plastic 
reduction targets

• Investing into circularity of 
products
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Sustainability is more 
important today than ever 
and we believe that 
companies that commit to 
sustainability during the 
crisis will come out 
stronger and be better 
positioned for the future
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Questions?

Your thoughts and 
experiences?



Our latest on how COVID is shaping citizen and employee expectations…
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Look at our website for more thought leadership

And more to come!



Thanks!
Please get in touch with us:

Huw Maggs, Deputy Managing Director and Head of Strategy
huw.maggs@salterbaxter.com

Francesca Micallef, Senior Consultant 
francesca.micallef@salterbaxter.com

http://salterbaxter.com
http://salterbaxter.com

