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Romain Guinier   
Good morning, everyone. While it's freezing cold today in the hub, so we'll try to warm up a little bit and I have that purpose to two great team members with me and the key topic today will be mostly about sustainability. So I'm very glad to have this stone hall hosted by the two of you and Sarah and Adita. But before we move to that part, I just wanted to give you a quick update about business about the perspective of the company.
We are beginning of November.
I'm sure all of you remember that we.
Had relatively tough third quarter from July to September.
Below the expectation for collard, the good news is that we just ended a great month of October with approx 12 million net sales, which is significantly higher than what we managed to deliver last year in terms of growth months.
Against October last year, this represents almost plus 18%, which was really a good relief after this tough movements and we see that even if you're today, sales remain below where we were last year, we managed to reduce, let's say, the gap by half. So we are now running -2 in terms of net sales compared with last year and October.
And obviously we'll see depending on November and December how we close.
The year. But I wanted to say really Congrats to the teams because the environment remains very adverse. Would it be from the sells or from an operation perspective on both fronts we worked pretty well in October.
Factories and DCS managed to deliver well in October and most of the key markets performed as expected or even slightly better. Europe's not a bit thanks to Italy's in good shape.
International.
Target and we know that we had to shoe a tough month before China was in line and that the UK is All in all since the beginning of the months on track. The only challenge remaining this year is mostly in the US and you know how important the US is for koala. It accounts for almost 50% of the sales and it's really driving the profit for the company itself when the US.
Starts to curve. Its a little bit more complicated for the company All in all.
But we have positive perspective in the US in North America, notably with our first customer Michaels.
The team has been working for months with Michaels to reinvent the way the Arts segment would be displayed, and Michael made the decision recently to expand our branches across the category, which is going to be bringing in new orders, significant ones. We will expand with them this new, let's say, layout for the fine art categories in all the stores and this is going to be driving more orders.
Including a significant one that should be delivered an invoice in November or December. I see a girl in front of me crossing fingers. So do we all. But it's good. Be a good support to a close. Better the year in November and December.
So obviously we need to keep on pushing for the remaining part of the year sales in November and December at the same time remain vigilant in terms of expenses and very, very demanding and agile in terms of daily execution to make everything happened and ensure that the.
And the opportunities we have in Mon, I will leave converted into a real business.
You may know and most of you are obviously concerned, and part of it that.
We are currently deep into the budget 2025 process. As always, it is a very tricky and demanding exercise. We will agree tomorrow with the GLT on the final way to close this budget after two runs. I would say with HBU.
The context is quite challenging because the market.
Remains adverse because we'll be starting 25 with a slightly slower, slower bed that what we thought a couple of months back. But the important part is that the priorities for next year, next year's remain unchanged.
We.
Want to further develop our intention brand? There are opportunities for most of the brands on new territories starting with Liquitex. So when we talk about smaller brands for instance.
Where we want to put the walls in the US, we want to keep on growing D to C so we will not exactly double the business next year, but it's going to be a very solid double digit growth. We want to keep on working on the activation of mass channel and you know that the Group of very diverse groups working on that across the company to make it happen in 2026. But to start exploring opportunities in 2025.
We want to drive the acrylics category further. So there is a relatively short list of very significant initiatives that will be driving our year 2025 with either immediate impact on the business for next year or just getting ready for 2026. And at the same time, obviously solid focus on value creating opportunities, being smart on the way we deal with organisation.
Resources the way we reallocate overheads to be really focusing on the right topic, all this is going to be driving next year and the final sign off of the budget will be taking place beginning of December where we have the final board with the board members is going to be taking place here in London on December 3rd if I remember.
I also wanted to say a quick note about the markets.
Obviously the performance of the market is important, but there are a lot of things happening, you know, on the markets and we had the opportunity a few of us to visit markets in the past months. GAIL the was away for two weeks visiting China, going to Australia. There was a very long trip and I know that for her it had been this. I think the last time in this country was already five or six years ago. So it's always important to see.
What? Let's say path we managed to do in this year, but.
Good feedbacks about the way the business is transformed the way the team's mindset is evolving. Good opportunities to discuss with Jasco, or let's say, or maybe most important business partners as a distributor and coming back with a great initiative that they develop locally that can be also inspiring us from the brand perspective. So on this was really insightful.
On my side, I went to Spain with Jay.
And we had two days visit, very well, organised by Vicente and Iberia for Colart is redelivering a very good year. We see that on this kind of markets we are clearly over performing on some strategic categories. Would it be a watercolours, all medium, but we see also it's some we visit to market that there are further opportunities for Colart just to name him Baria.
Liquitex again has room to grow and we identified with the team opportunities to go one step further next year.
I could also mention Japan, where we had a couple of weeks ago, the final board meeting for this year. Japan is growing this year part comes from a blonde 6% increase. Would love to have this people have increase on all the markets. But also thanks to the way we're developing the partnership with Faber Castle, 160 additional stores have been opened already.
On this market and next year, Japan touching wood, we should be delivering a double digit double digit target again, so.
I just wanted to give you these examples and there are many more to tell you. Yes, business stuff, yes, market invest. But we see that there's still spots of opportunities of market where we manage to gain market shares where we managed to grow and this is really refreshing for all of us. So this is what I wanted to say today.
And I will hand over to Sarah and Ajita. All of you that we have 5 strategic pillars in the frame of perform 2031 of this pillar, and it's an important one is about sustainable value creation and the big topic for us to say, OK, how do we make it happen? What are the next steps? And there are a lot of projects and initiatives.
Sara Brennan
Thanks Romain. Elliot, do you mind bringing up the slides please?
Thank you. So sustainable value creation, I think we're all very familiar with Collart 2030 strategy. But what we've been doing recently is looking back at our employee survey data on sustainability and speaking with lots of you in the business and sustainable value creation is something that's still a little bit challenging for us to really understand what that, what that means on a on a day-to-day life, how can we bring that to life individually at Colart as employees, but also how can we start thinking about that?
So what we've been doing is part of our road map development is thinking well, what can we do with sustainable value creation to really bring that to life and think about how we can maybe rename that on and what's this kind of targets and how they need to evolve. So our new sustainability road map at Colart’s going to be called creating impact and the name for that was actually a Co created with our board in September and with our owner. So we really like the name, we think it's quite simple and maybe it will help demystify a little bit what.
Sustainable value creation means so we're just going to move on to the next slide. Please, Elliot. So what does that mean in terms of the Form 2030 Strategy House? It's quite simple. We're going to take sustainable value creation, replace it with creating impact. But more importantly, there's going to be 3 work streams that will sit below that. So we can align and measure what we're wanting to do and achieve with sustainability and then really drive that and deliver that back to the business. And also thinking about the role that we can have with our customers.
Consumers on that journey, so they're going to be creating value. So we still understand that creating value is something that we want to do, creating a sustainable culture and also thinking about circularity in the future of sustainable innovation. So just going to move on to the next one.
And so this is how we're going to start thinking about creating impact internally at collat. And I think it'll be really interesting for us to start thinking about how can we start communicating this further, whether that's through our brands or through our customers and opportunities we have there to really start thinking about creating impact beyond collat. And so the work that edit and I'll be doing with many of you next year will be thinking about how can we create impact internally and embed that into our functions and into our individual roles, so.
And it creating value is still really important and it's thinking about that economic, social and environmental impact. So thinking about sustainability perhaps in a slightly more holistic way than we have previously thinking about the culture that we want. So how can we really embed that and everybody at Colac knows how sustainability plays a part for them. That was something that came out really strong in some of the surveys that that was done really understanding.
How that someone can make a change because sustainability and their everyday role depended regardless of what function that you actually sit in.
And then that circularity piece. So we know that we create fantastic products. So we can see some great innovations on the market this year with bio based, but then thinking about what's that next step for circularity and what the role our facilities and our offices and our operations have in reducing our negative impact in creating a positive impact. Just going to move on to the next.
So why creating impacts? So firstly this this is where it was Co created with our board, but we wanted something that was simple to understand so creating impact we think is really interesting and easy to understand. It's quite versatile so that we can think about it in your individual sense or through a brand lens or even externally. And we like the fact that it ties in with our artistic process. So creating is something that artistic artists and our communities do. So that's how we can really resonate with that internally.
So I'm going to hand over to Ajita now, who's going to maybe talk us through. So you've been working with this for a long time and sustainability, what does creating impact mean? What's changing, what's things and maybe some of the new targets. So we'll move on to the next slide and let Ajita bring that to life a little bit better. 
Ajita Chamberlin
Thanks, Sarah. So we've been up until, I think the middle of last year, we were talking about carbon neutral being one of our targets that's going to move now to net zero.
And I'll explain why and what, why we're going from where we were to where we're where we'd like to be. There's also sustainable product sales today in 2024.
Currently sits at around 8%. We have a really strong, you know, ambitious target of 50% of our overall sales need to be sustainable and that's a 20-30 target.
Today we use FedEx. FedEx is for those who don't know a social ethical display exchange, which we ask our suppliers to sign up to. We're going to be moving away from that to a more robust.
Ratings.
For our suppliers, so this will help our procurement and from an ethical place, how we, how we buy and who we buy from.
And obviously we've had B Corp in 2023.
And we that still remains. We still want to retain that in, in 2026. So some things will be changing and some things will be staying the same the same. And So what we'll do as part of the work next year is bring that framework to life a bit more and share what some of those targets are in a more detailed way. But I think one of the key ones which is going to be important to people to understand because I think we use a terminology.
Carbon neutral.
The net 0 carbon positive. All these terms interchangeably. Do you want to maybe explain a little bit about the differences and maybe we can move on to the next slide help for example life a bit.
So what carbon neutral does it balances the selected carbon emissions with equal carbon offset. So it's almost like paying for the damage that you're doing. And carbon neutral was very much focused on scope one and two, and we didn't actually have to look at SCOPE 3. Scope Three is 93% of our emissions. The bit that we can't control through our.
Downstream supply from our upstream suppliers and downstream as well.
What's changed? I think the whole, the whole carbon world has changed. It's now seen as greenwashing because some carbon neutral certifications won't be offered and the EU does consider carbon neutral and greenwashing. So we'll be moving to net zero, which means it's a tougher commitment to sustainability and what you do here is you remove.
The same amount of emissions as the amount produced, so you can't hide from it. This includes scope 1-2 and three.
And what we all do here is decarbonise our own operations as well as our value chain in line with the 1 1/2 degree science based targets. So this is not only an internal.
Target, but it's also validated externally, so we will commit publicly and validate externally.
So we would also be the first in in, in our industry to commit to net zero. So it's quite powerful and this aligns really nicely with our Linden Group and sister companies as well, where Becca's and Hogan as a boarding set size best targets and we still will have an element of carbon offset that we do that at the end of the process rather than whenever we choose to do so. I think absolutely a really great step forward for us, it's true. And then coming back to the, the carbon when we're measuring.
What? What? You know when we.
Identify what does a sustainable product mean? To what does a sustainable product mean for a collard? That's when carbon will also play a part where we manufacture do we have green energy? Where do we buy from? You know, how far does it come? What kind of transport do we use? So all these things will wil impact our sustainable product criteria as well. So we move on to the next slide.
I'm just looking forward part of the work that I will both be involved in next year is how we think about creating impact internally, how does it impact you as an individual where you work the function that you work in and to engage with everybody on how they can play a part in creating impact. And we'd actually love to hear from you as well. So if you've got ideas about how we can.
Bring this to life in your function or in your region or in your facility. We'd love to hear your ideas, because I think the more that we can do.
This together, the model really resonate and entertains my correct change makers in the organisation, which is what we essentially want to do with this as well, absolutely. And then just finally, we really want to think about our customers and our consumers and how they can create impacts. So we'll be speaking at Comex soon and we're going to want to work with our commercial teams on what is it that you think our customers would like to know about sustainability, what is it that you think they might like to collaborate on, what data is useful for them because of they've got their own legislation for example. So we'll be having a workshop.
As part of Comex to try and get some ideas so we can build a commercial toolkit which will help their new next year with customer conversations on sustainability and how we can create impact together. And then finally as well our brands are really important in how they create impact in the stories that they can tell with our artistic community as well. So again any, any ideas on how we can help bring some of the storytelling to life and support that you might need when you're looking at brands and sustainable innovation then we're here to support you on that as well.
I think that's the last slide, anything. So we're, we're here if there's any questions, but we're also here beyond the town hall to get in touch.
You've been super fast, and so we're still hard on.
Any questions in the room? I guess I start with her on the chat. Yeah. Are there questions or the one? Yeah.
It does give us a good point.
I repeat the questions. So we had a question in the room around whether we could communicate some of this at Frankfurt. I think Frankfurt and Namta and other.
You know big events like that. I definitely think we should be thinking about what's the story want to tell with sustainability. So yeah, definitely. Let's pick up on that separately because I think creating impact and showing up at Frankfurt with a message and that could be talk about science based targets, some of the sterile innovation or even just you know some of the things that we could do differently together could be a girl's laughing. She's like, no, design is almost final. But yes, then I want to worry about.
What I can be chaos sustainability and I forgot what I can.
Yeah, yeah, I'll. But yes, I think there's definitely opportunities too.
Other questions, Lou, I've got one from Lou.
Lou, we've. We've been working on that. We did a workshop. Sorry. Sorry. Question from Lou. How are sustainable products defined? Is it from recycled packaging? It is a part of it, but not all of it. We did a workshop in Le Mond, I think 4 weeks in. Was it travelled to? Leman had the team in MOND, the Ind team, the regs team, various stakeholders across the business to really brainstorm.
To identify the categories for sustainable product criteria and Lou, you will be heavily involved in that with the product platform and everything. So it'll kind of go hand in hand. We're not quite there yet, but we do have a blueprint. So we've got we've come up with a criteria and so as part of the product platform work next year that you might have heard about, we're looking at how once we've developed the product platform how we can incorporate sustainable product criteria into that. So when you're looking at.
Npd and EPD through product platform, how we how the choices you make and what risk you could get a sustainable rating for the product at that point as well. So it's a work in progress for 2025, yeah. And then the future is we would love to have that validated like Beckham's do for example, Pierre.
Question after we optimise our carbon footprint, how can we offset it so with science based targets? What's useful about it is it gives you a really clear framework to work to Pierce, so it will talk us through what's our carbon transition plan and what are the different initiatives we'll do at different locations. And as a business. And then it will validate and say Yep, those plans look good and then it'll actually permit us to do some offsetting. But what they want us to do is first of all work on that transition. So there'll be an element of offsetting permitted but.
What's going to do is challenge companies to really think about decarbonization first, rather than just the offsetting, OK, so good one from Amelia. What work are we doing on end of life strategy? The visit again is something that This is why circularity is a really key thought. I know GC you've been talking with the US team a lot around this in terms of potential partnerships we could we could work with. We haven't signed anything yet, but do you maybe just explain the concept of sure of things like terracycles?
For those who've been around a while, Terracycle has come up again and we discovered that in the US, the terror cycle rules the regulatory rules in the US are slightly different to the UK rules. So there is a possible option where we could offer a take back service. Like I said, we like say I've said we're still very much in the conversation stage, but.
Yes, watch this space so it could be where when your products used as an artist, you could drop off your empty tube.
And there could potentially recycle that for us. So circularity is definitely something we need to be thinking of, and actually it's something where different jurisdictions are going to start rewarding companies so that you can actually get fees back instead of paying fees, which we're currently having to do from an environmental lens. So it's, it's, it's a good way of incentivizing companies as well to think about circularity.
That is for the US.
The idea of commercial support decks is great, so we can really shout out what we do, so interested to know how you think we compare to the market in respect of our sustainability voice. That's a great question, Jane. Thanks. So I think first of all, we've seen snippets from competitors talking about sustainability and having some sustainable offering. What I haven't seen yet is many of our competitors really going out saying we've got sustainability programme and that being embedded vertically in the business.
So I think we've got an opportunity there from a call up branding, but also from our brands as well to speak more on sustainability, I think we're starting to see it, see it, see it come through though and we've seen some of our competitors sustainable product offering. So I think it's how can we capitalise on the work that we're already doing and bring that voice out a bit louder and opportunities like Namta and Frankfurt are a really good way of being seen to lead on that as well. 
Do you have more questions? It's just a comment, no, a positive comment. Great point from Jack using this as a tool to change the market would be great.
I have got another one noting the 50% sustainable sales, why not 100%? Wouldn't this be revolutionary? So the 50% has come from where Ben come from Lending group and that's their target they have for their companies by 20-30.
But I agree it's something that all the time, you know, we can, we can always over deliver if we want to. Yeah. But I think it's about starting somewhere and having something to aim towards. Because I think if we measure it then we can track it and we can improve it. But that's a great question. And I would add 2 comments on that. We make the assumption that we would be today but we have to refund the views at 8% more or less. So moving from 8 to 50% first.
It need that in terms of technical workability, we have to make significant progress on the packaging from a formula perspective.
But this already means that we need to be very bold in the way we're going to handle the product portfolio, because this means accepting to the lists or replace sometimes good performing products today by the equivalent if it exists or if it still doesn't exist. So typically in this scenario, we would decide when it comes to a new products such as.
Bio resin to say it's not an add on to what we offer in the acrylics.
Segment, but something that would be replaced replacing an existing rent that is properly performing, so it is going to be a strong push already to move.
In and from conversations with artists we've seen where sometimes they would prefer us just to do the replacement without telling them as well, just because sometimes there's a perception on sustainable not being as good from a quality perspective. So I think that's something that we need to think about when we're looking at that commercial toolkit and how we communicate with customers and consumers that a sustainable product doesn't isn't a sustainable products of the past where perhaps they haven't had that same quality and performance.
I think I think to your point, you know, if you're doing bio resin then why are you selling the non-sustainable products is what you're saying and yeah and that's what our customers are saying to us or consumers to say.
OK, more question a final one maybe.
And the house in the room.
I want one for you. If we come back to net 0 carbon neutral. So you have very clear that moving from carbon neutral to net zero is very demanding because this inferred that it's about reducing emission and not offsetting and 2nd that the scope could be wider on scope three and maybe everyone has no clear in mind what scope 3 represents, but it means.
Looking further at the upstream value change and having impact on our suppliers.
Are we working on that and we do. We believe that we can do push them to change and to be more sustainable in the product that deliver in the raw material that deliver, sure. I mean we are working on a scope 3 project. We've been working with the procurement team this year.
And at the beginning of this project, it was hard to get information, but the harder you push, you actually find the information is there. Most of the supplies that we work with, certainly in the Mona are based in Europe. They will have the same.
Same legislation that we have to follow, so they should naturally have it. So what? What is coming out of the work that we've done is they are also on their journey. So we believe that.
Although it'll be hard, it'll be slightly a long transition from a scope 3 perspective, but our suppliers will certainly be on be on the same journey and we're looking at a net zero target of 2050 for scope three. I think you've raised a good point there. A man as well, we, this told her terminology and sues sustainability world. It's a whole new language and a carbon literacy course.
We're thinking about how could we bring training to collars as well with that through the Colrat Academy. So maybe that's an eLearning or absolution then we can do something to start lecture to start bringing some of this terminology to life with it, because we know it's got 1-2 and three years and we throw it around and it can be quite a challenge to really understand what that really means on a on a granular level.
One we have what are what are our thoughts around developing a programme where we offer or sell replacement parts on our website so we can encourage consumers to reuse and sustain our programme instead of repurchasing a whole new product. It's on the think time. That's a really good idea. Yeah, I think that I think these things are really good ideas. I think as we grow and learn from D to CI, think this is where there's an opportunity to think about consumer experience in a little bit different. So that could be that there's a loyalty scheme or a way to reward.
Thank you miss for making a more sustainable choice. Obviously we're just starting on our D to C journey, but it's definitely something that I think we should. We should always be thinking about how can we think about our consumers on that on that journey they're going through as well. Yeah, I think we were. You know, we've repaired rushes in the past at lowest often I think I used to have a bag of those water brushes that we'd always send out ad hoc for a replacement. But yeah, I like your idea, Lauren, to have an official place.
Romain Guinier
OK, great. Thank you so much. Sarah for this exciting programme. So creating impact is your Moto when it comes to sustainability, let's keep that in mind and let's all be ambassadors. Let's say I did. Then things we can deliver. But it's a long time journey, so we'll keep on updating you on this.
Beginning of next year, maybe yes.
OK, great. Thanks everyone. Have a great day and we'll have, I think a final town hall meeting before the end of the year.
Beginning of December or mid-december?
Bye. Thank you.


