We've got
something
to show you...
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At Pure Tqble Top we are committed fo our |ourney |
towards becomlng a regenerahve business and as pqrt o
of this we hqve recently become B Corp ceth ed
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Purer Home is our new brcmd demgned Wll'h

these prmcnples at it’s core.
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|mpqct of é.yery smgle product that we de5|gn source
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1? is no longer enough to be S’U§fdl£0b|e we must hold
" ourselves and each other fo accounﬁclnd*seek I’o glve
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We've got a lot
on our plate

Bringing about change is difficult. It's hard
to change our mindsets and look for new
ways to do the things we have always done.
But just because it’s difficult it doesn’t mean

we shouldn’t do it. We should!

When we first started on our journey, we thought
we just needed to work out how to use recycled
materials and less energy in the production of our
products! But to be sustainable means so much
more than this, it's taking care of everything from
the workers making our product to educating
people on the importance of

reducing consumption.

Purer Home is our commitment to bringing
about change within our industry. Striving for
better ways to design, manufacture and deliver
homewares. We hope in doing so we can inspire
others to do the same.

There is a lot to do and we know change doesn’t
happen overnight but we are ready to take on the
challenge and be the change that is needed.
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Introducing...
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Our Mlssmn- |
 Bethe catalyst for |
~ regenerative change  \

- across the homeware

i _cmd lzfestyle zndustry
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AP fo Tﬁé;effects of our |
" consumption onthe
planet are evident.
" We want to be part -
- of the solution for
-responsible production
~.dnd consumption.,

~ to Purer

‘The concept was
‘developed as we
“accepted that the
 challenge was ours

to tackle.

planet

Home

With our unique
supplier relationships
we have worked
together to find new
and better ways of
utilising resources

to create more
sustainable products.

Engaging with
consumers to

~_understand their

thoughts and
challenges to inform
our.product and
communications
development.

Stylish homeware
created responsibly.
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~ living more
- sustainabl

We talked to consumers and they told us
that there is‘a desire to live more sustainably,
however that starts with bigger changes

like diet, transport, and recycling but living
sustainablyis not made easy, and it currently
takes a lot of effort to do so.

“I think we all want to be more
REDUCGCE | sustainable and it is important,
but it’s not made easy for you,
you know, when you’re trying
RECYCLE {8 to purchase something”

Participant 10
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. But what
~ doesiit really
- mean

" 7 t's a word that’s everywhere at the moment. It's

become part of our everyday vernacular, but what

.. does it really mean2 To the consumers we spoke to <-. . Y

> ’
> L4

" “ they were able to articulate that SUSTAINABILITY ' . Y . K

broke down in to four key themes. As businesses and
leaders in our field we need to be at least-addressing

("3 . | | = s A 5 |
these themes but.also taking the lead to go above and .
beyond these b ' u S aln a l l }



Lets be clear...

..Consumers are confused. We all need clarity. Factual, transparent
and easily understood information is essential to motivate change.
They are sceptical and conscious of ‘greenwashing. So with Purer
Home we are committed to providing clear information about our
products - their composition, origins and impact.



But first you
need to measure

We are working with Dayrize to fully understand the
impact of each of our products.

Dayrize is the global leader for rapid impact assessment
of consumer products.

Using their technology we can carry out rapid and
detailed assessments of our products. Enabling consumers
to fully understand the impact of each product.

Each product will feature their Dayrize scores and the
opportunity to find out more on our website.

= 1, Dawnioad B pdf
Score Comparison across categories (R

gunes. Filler by calegory and select mdividual brands w include ar exciude
Filter by: v  All Categories = All Brands
~  Chris
(\) Bayrize Score (l Bucitarity Ecosysatem Impact Ir_- " Purpose
v Austin

wental and social imp ~ Pranav ¥

. AU < Annos B
viamas |

H&B- Face Cream: | §

H&EB - Shampoo | B

H&E - Wax Strips

on-Sneakers | )

Fashion - Jeans’ | §
H&B - Toothpaste
H&B - I'oothbrushes

Fashian - Pyjamas

Fashion - Shorts

HEE - Face Cream

This product scores ‘hestin class’
BI [}ayi:.‘-‘{-‘ asseses the enviror I i

every product across 5 dimensions of

H&E - Shamipoo
H&E - Wax 5trips
Fashion -Sneakers
Dayrize Score report
Faghion- jeans
HE&EB - Toothpaste

H&B- Toethbrushes

e Circularity
Fashion - Pyjamas

How well does the product minin

Fashion - Shorts ) )
reusing ano |'-"f.'v'l'.'|'f-l/} resources

H&B - Face Cream

H&E - Shampoo

Hes-waxstrips | [

Fashion - Sneakers | |

Fashion - Jeans | [

a 20 40

Climate Impact
How greenhouse gas- intensive the production of
he product has been

How heavily the product impacts biodiversity and

water depletion

Dayrize Score

Brand
Introduction

10




Drum roll please...

Lets take a peek...
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Making a differences

» at.a TIMES
one plateatd
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Dinnerware

for Good

We’ve got big plans

Our launch collection is bold, pushing
the boundaries of your average
sustainable homeware.

We have created a range of durable ceramic
dinnerware pieces that can be mixed and

matched to create different looks in the home.

Each piece is built to last with as little impact
on the environment as possible.
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Out of
this World!

Our ORBIT dinnerware collection
features three colours:

Dinner plates

Small plates
Pasta bowls

Cereal bowls

Dipping bowls

Mugs
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So whats so
special about it..?

...apart from having a lovely smooth bottom...

Long-established, renowned for

the highest quality and ethics.

New solar energy facilities and innovative
energy and waste efficiency.

Stoneware

Made with vetrified stoneware, hospitality
standard durability, with fully glazed bottom
to minimize scratches and cjhips



Picture 1t now...
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From every angle
its a good view
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Brew, Little Brew, Espresso...

30%
recycled
content

Exciting new mug shapes... 2 tone colour ways Mission - reduce the use of virgin
Big Brew, Little Brew across four unique materials, recycled content to reduce
and Espresso! colour variants. the carbon footprint of each product.
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All dressed up with
somewhere to go

Not just a pretty package
PACKAGING. Really important for lots of reasons.

Made from 100% recycled craft card our
packaging is plastic free and fully recyclable.

FSC & OPRL logos will be displayed.

Consumers know packaging is an issue so
we've taken care with our packaging design.

And we think we’ve got the perfect balance
of shelf-appeal, clear branding and
composition essentials.
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It’s clear to see...

- 1 - 1 Our glassware is a bit special
Beautiful clean lines.
Long elegant stems.
. . Designed for maximum drinking pleasure.
Ciao bella!
ltalian glass.
n n Manufactured with the equivalent of

1 1 Zzero emissions.
Made with 100% renewable energy.

J J 40% recycled cullet in each piece.
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And now for the
finishing touches...

Placemats

Up to100% post-consumer
recycled cotton (GRS).

o TR T i s
R . B . ~

Recycled yarns are sorted into batches of similar colour,
the textiles are shredded and processed
into brand new yarns.

This reduces the product’s water consumption
enormously as it eliminates the dyeing process.

During dyeing, approximately 60 litres
are used per kg of yarn.



An introduction
to our new brand
- Purer Home.

We are so excited to bring this
collection to market, it's been a
long time in the making.

So thats it!

It's not quick or easy to drive change.

And we are committed to it being not
only top quality but genuinely and
measurably better in terms of impact
and sustainability.

Together we can bring about great
change, it's the responsibility of all us
to do better, make better for our
customers and planet.

Let’s talk some more about the
opportunity for Purer Home in
your stores!

OINC
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