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A Word from the Editor

Welcometothe second issue of eco Living Magazine,
the first issue being a resounding success. Thank
you to those who purchased that issue. Thanks
also for the complimentary feedback, which
has confirmed for me that there is a need for a
publication like this.

The interesting contributions exceeded my
expectations, and the same applies to this issue.
Well-being, fashion, food and drink, pets and spa
news, together with other subject pages, have
continued to feature in the magazine, together with
numerous less-obvious topics for a publication on
ecological issues. In this issue, for example, there
are articles on:

® bees;

e hedgehogs;

® e-scooters;

e Olympic medals;
e bug hotels;

e festivals;

® sunglasses;

and on many other topics.

In addition to all the above, | am delighted to

bring you news of several new books. One that
particularly excites me is EARTHSHOT: HOW TO
SAVE OUR PLANET, the definitive book of The
Earthshot Prize, which aims to inspire a decade of
action to repair our planet. The book’s authors are
John Murray and Colin Butfield, and it includes an
introduction from Prince William.

| am sure that you will find plenty of interest within
the 110 pages of this magazine issue. Please
tell your family and friends about the magazine
— maybe they can help to boost the readership or
provide contributions to the content of Issue 3, the

Winter Edition. Z
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Shortlist announced for
World’s top
photography prize

The shortlist of thirteen photographers
selected for the ninth cycle of the Prix
Pictet, the global award in photography
and sustainability, was announced at a
presentation in the opening week of Les
Rencontres d’Arles International Photo-
graphy Festival.

The shortlisted photographers are:

Joana Hadjithomas and Khalil Joreige
(Lebanon)

Rinko Kawauchi (Japan)

Sally Mann (USA)

Christian Marclay (USA/ Switzerland)
Fabrice Monteiro (Belgium/Benin)
Lisa Oppenheim (USA)

Mak Remissa (Cambodia)

Carla Rippey (Mexico)

Mark Ruwedel (USA)

Brent Stirton (South Africa)

David Uzochukwu (Austria/Nigeria)
Daisuke Yokota (Japan)

The winner of the Prix Pictet will be
announced on Wednesday 15 December
2021, attheopeningofanexhibition of works
by the twelve shortlisted photographers at
the Victoria and Albert Museum in London.

Now in its ninth cycle, the Prix Pictet was
founded by the Pictet Group in 2008.
Today, the Prix Pictet is recognised as the
world’s leading prize for photography. On
an 18-month cycle, the award focuses
on a theme that promotes discussion and
debate on issues of sustainability. The prize
of 100,000 Swiss francs (USD108,000;
€91,000) is awarded for a body of work that
speaks most powerfully to the theme of the
award, which in this cycle is Fire.

Each cycle of the Prix Pictet tours the world,
with exhibitions in over a dozen countries
annually, bringing the work of the shortlisted
photographers to a wide international
audience.

The Prix Pictet is published in book form,
with extensive documentation of the work
of each of the shortlisted photographers,
together with images from the wider group
of nominees and essays by leading writers
on the theme of the prize.
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The Jury for the ninth cycle of the Prix Pictet comprises:

Sir David King, FRS (Chair), Founder and Chair, Centre for Climate
Repair, University of Cambridge

Duncan Forbes, Director, Department of Photography, V&A Museum
Emma Bowkett, Director of Photography, FT Weekend Magazine
Professor Herminia Ibarra, Charles Handy Professor of Organisational
Behaviour, London Business School

Jeff Rosenheim, Joyce Frank Curator in Charge, Photographs,
Metropolitan Museum of Art, New York

Joana Choumali, Winner of Prix Pictet ‘Hope’ (2019)

Philippe Bertherat, President, Musée d’'art Moderne et Contemporain,
Geneva

Shahira Fahmy, founder and Principal, Shahira Fahmy Architects,
Cairo.

| Sir David King, Chair of the Prix Pictet jury, said, “The jury was
privileged to review an outstanding set of portfolios from over 300
artists whose work exhibited a remarkably diverse set of responses to
the theme of Fire, in a year that has been critically important for global
sustainability. | am proud to say that our jury rose to the challenge
admirably, working across time zones, and both virtually and in person.
’ The result is a brilliant and timely interpretation of the theme of Fire
by photographers at differing stages in their careers.”

Prix Pictet: Fire
Victoria and Albert Museum
[ Cromwell Road, London SW7 2RL
y 16 December 2021 - 9 January 2022
Admission free
www.prixpictet.com
www.vam.ac.uk

m;,
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Sustainable Food Storage

WaxWrap is offering the first 80 subscribers a
free WaxWrap set with a retail value of £16.

WaxWrap, eco-friendly beeswax wraps, are
newly launched in the UK. The full range
includes pre-cut sheets, handy bags and on a
roll format. Roll out the wrap and play an active
part in the war against plastic consumption
by switching to WaxWrap, a sustainable, re-
usable beeswax wrap designed to keep food
super fresh. www.waxwrap.uk
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We are working in partnership with SettleUp Earth
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reforestation of mangrove forests in Mozambique.
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The growth of conscious consumerism
and the power of positive business

We are all consumers. However frugally or minimally we try to live, the
vast majority of us have to eat, clothe ourselves and get from A to B.
Although consumer culture is increasingly demonised as the root of
many of the problems we face today, being a consumer and making
choices as to how to spend our money actually gives us, as individuals
and collectively, an enormous amount of power. As the well-worn Anna
Lappe quote goes: “Every time you spend money, you're casting a vote
for the kind of world you want”. It seems as though more and more of us
are choosing to vote for a better world.

Over the course of the pandemic, we have become increasingly aware
of where, how and why we spend our money. Whilst the last 15 months
have been a major accelerator of the trend, ethical consumerism has
been a growing trend for at least two decades. Co-op has been tracking
this since the mid-nineties and estimates that the market in conscious
consumerism (also known as ethical or green consumerism) grew from
£11.2bn in 1999 to over £41.1bn in 2019. The figures span food and
drink, homewares, energy suppliers, personal care, holidays, travel and
charities.

Consumers are demanding more of markets and producers than ever before. It is no longer enough to supply a product
(whatever that might be). Consumers expect to know how the product was made, what was used in the fabrication process,
how the product arrived in store and how it might be disposed of at the end of its useful life. Critically, consumers also want
to know what the producer or brand stands for, aside from its goods. They move beyond the product and look at what societal
or ecological benefits the manufacturer is working towards.

Whilst consumer demand is forcing businesses to engage more constructively with broader society, it is also up to brands to
take on a leadership role; simply reacting is not enough. Every company, regardless of size, is part of the business ecosystem.
When companies embark on positive change, they influence not only their suppliers, employees and consumers, but their
entire ecosystem. Purpose has gone from a nice to have, to an absolute necessity.

These converging trends have led to an interesting perception problem. As consumers push businesses for leadership and
tangible policy on environmental issues, ethical business practices, public health and other issues, they are increasingly
cynical assessors of companies’ claims to be doing just this. Whilst many companies are trying ever harder to embrace,
enact and communicate their sustainability credentials, they find it more and more difficult to cut through the green-washing
noise. ESGmark® works to bridge that gap. It provides a simple but rigorous certification process that allows companies to
communicate their strong ESG credentials and commitment to continuous improvement, whilst giving consumers the peace of
mind to know that any brand with the ESGmark®logo is trustworthy, ethically run and working towards a more equitable future.



https://www.esgmark.co.uk/
https://www.ecolivingmagazine.com/
https://www.esgmark.co.uk/

- e

Wersjenings commaniy
T
o
Lo e— w2
.
g oo W e
= = = - ke
= e= am =
= oe— I — M

ojiwjm}

O BE A CE
A

FHRPE

Bl
B e
@ -
miet PR

P P
B bid
27 ok
@ -
>
o O

P T
miRE]

t e



https://www.coutts.com/
https://www.ecolivingmagazine.com/

&) ecoLIVING. BUSINESS

Coutts becomes the largest UK private bank and wealth manager to
achieve B Corp™ status

Coutts, the wealth manager and private bank, has announced that it has become a Certified B Corporation (B Corp)™. B
Corps are businesses that balance both purpose and profit. They are legally responsible for benefiting customers, workers,
communities and the planet, while delivering profit. Their long-term aim is to build a more inclusive and sustainable economy.

Coutts is the largest private bank and wealth manager in the UK to achieve B Corp status and has committed to continue to
focus on and improve its responsible business agenda, whilst also using the certification to inspire and encourage clients and
businesses on their own sustainable business journeys.

Peter Flavel, Coutts CEOQ, said: “Becoming a B Corp means we are seeking to meet the highest standards by way of transparency,
social and environmental performance, and legal accountability. It also means that we want to strike the right balance between
profit and purpose. When we saw that one of the ambitions of the B Corp community is to accelerate a global culture shift, to
redefine success in business and build a more inclusive and sustainable economy, we knew we had to be a part of it.”

Following the certification, Coutts will be working with NatWest’s ‘Purpose Led Accelerator’ programme to support entrepreneurs
and leaders of sustainable and responsible businesses looking to make the commitment and embark on the B Corp journey.

Peter Flavel added: "Having an answer to ‘what next?’ is what we feel matters the most. Whilst a certification is absolutely
important, it's what we do from here to improve ourselves, support others and ensure that more businesses are thinking
sustainably and responsibly that will make the difference. That's why we’re excited about the work we are doing with the
Purpose Accelerators, as well as with [our] own clients - we want to be an active part of and help build the B Corp community
and drive positive change.”

Building the B Corp Community is one of the key goals of B Lab UK. When a business achieves certification, it becomes a
signatory of B Lab’s ‘Declaration of Interdependence’.

The B Corp Declaration of Interdependence
We envision a global economy that uses business as a force for good.

This economy is comprised of a new type of corporation - the B Corporation — which is purpose-driven and creates benefit for
all stakeholders, not just shareholders.

As B Corporations and leaders of this emerging economy, the belief is that:

° we must be the change we seek in the world;
o all business ought to be conducted as if people and place mattered;
o through their products, practices, and profits, businesses should aspire to do no harm and benefit all.

To do so requires that we act with the understanding that we are each dependent upon another and thus responsible for each
other and future generations.

Chris Turner, Executive Director of B Lab UK, said: “We are excited to welcome Coutts to the B Corporation Family. To see
such an iconic brand, from such a complicated yet influential sector put themselves forward to be certified is great, and this is
key to the B Corporation movement — bringing businesses together to make a difference. We're particularly excited about the
energy and enthusiasm from the Coutts team to help others and work with the wider B Corp Community!”
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Energy platform Kaluza appoints new CEO to accelerate global
expansion

Kaluza, the leading intelligent energy platform, has appointed Scott Neuman as its Chief Executive Officer, based in Washington
DC, US. The hire comes as the SaaS platform company plans to advance its international expansion, including in the US where
$2 trillion of government investment is set to bolster its clean energy economy.

Kaluza brings advanced automation and agility to energy utilities, providing the tools they need to transform their operating
systems, adapt to changing regulations and lead in the energy transition. The platform enables suppliers to actively engage
millions of customers in their energy use, through personalised digital experiences and real-time insights that help them
reduce their carbon emissions and energy costs. Kaluza's world-leading flexibility technology is also primed to solve escalating
grid volatility challenges, as recently seen in California and Texas, through its vehicle-to-grid smart charging innovation and
intelligent demand response.

Scott joined Kaluza from Oracle, one of the world’s largest SaaS companies, where he was Senior Vice President and Head of
Opower. Oracle acquired Opower for over $500 million in 2016, following its IPO and, under Scott’s leadership, the technology
business has reached 30 terawatt hours of residential energy savings through utility partnerships - equivalent to powering
approximately three million homes for a year on green energy. Scott has a wealth of energy and tech expertise, having held
roles at a number of companies from Silicon Valley start-ups to large consultancies, including McKinsey.

Kaluza was launched in 2019 out of the UK'’s third largest energy supplier, OVO Energy, and has grown rapidly to over 360
people across multiple sites in the UK and in Lisbon, Portugal. The company signed a licensing and investment agreement
with AGL Energy, the largest retailer in Australia, in March, and with ENI in France last year. Kaluza also has a growing roster of
global automotive and smart hardware partners, including Stellantis (formerly Fiat Chrysler Automobiles), BOSCH and sonnen.
Together, Kaluza is developing new ways of dynamically storing renewable energy in homes and electric cars, to create a more
resilient, green energy system that rewards customers.

Stephen Fitzpatrick, Founder of OVO Group and Kaluza, commented:

“Scott’s years of experience and passion for the energy transition make him the perfect person to lead Kaluza in the next phase
of its growth.

As consumers all around the world begin to make the move to zero carbon living, Kaluza has a global opportunity to support
the energy transition with its intelligent, real-time energy operating system.

We are delighted to have Scott on board as Kaluza accelerates progress towards the future of energy.”

10
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Scott Neuman, CEO of Kaluza, said:

“Ramping up renewable generation while electrifying heat and transport is adding new complexity to our energy systems.
Kaluza is armed to solve these emerging challenges by putting customers at the heart of decarbonisation — empowering energy
utilities to create innovative services that allow cheap, green energy to be flexibly stored in homes.

| am delighted to join the business at such a pivotal moment for the global energy sector. Kaluza's progress in the advanced
UK market has been impressive to see and | am eager to unlock the platform’s potential on the world’s stage.”

About Kaluza:

Kaluzais a leading intelligent energy platform powering the future of energy. From revolutionising billing to smart electric vehicle
charging, Kaluza's technology is empowering some of the biggest energy suppliers to better serve millions of customers. Its
real-time cloud platform transforms supplier operations, reducing cost to serve and boosting customer engagement. Powered
by Kaluza, suppliers can invest in innovating for tomorrow’s customers and drive decarbonisation with smart, low carbon
technologies that not only reduce energy bills, but lay the foundations for a more flexible energy system.

www.kaluza.com
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K’s leading green energy comparison site launches sme package to
support home working

The UK’s leading green energy comparison site, Big Clean Switch, has launched a new service to enable SMEs to help
employees who are working from home. The initiative comes at a time when growing numbers of businesses, including big
names like Nationwide and Deloitte, are announcing a permanent shift towards flexible working, and when many households
face increased energy bills as a result of more time spent at home.

With 74% of businesses saying that they plan to maintain increased levels of home working despite lockdown restrictions
being lifted, there are questions arising on costs and benefits for both the employee and employer.

“Home energy bills are rising,” explains Jon Fletcher, CEO of Big Clean Switch. “Home working during repeat lockdowns alone
is expected to add up to £45 a month for the worst affected households at a time when prices were already reaching three-year
highs. Employees face a double whammy.”

Big Clean Switch has launched its SME package following strong demand for its corporate packages from businesses like Sky
and Tesco. The SME offering allows smaller businesses to offer their UK employees £35 of free green energy in addition to any
savings from switching to more competitive tariffs. Every participating business gets a dedicated page on the Big Clean Switch
website, where employees can compare the price of their current tariff with green alternatives.

Early businesses signing up to the SME service include Peace + Riot, an innovative new venue in South London that combines
bar, restaurant and workspace with on-site childcare, allowing frazzled parents to work, socialise or just take a time out,
knowing their children are in safe hands. CEO Caroline Newte Hardie says she’s offering the Big Clean Switch discounts to
customers as well as staff:

“For a business like ours, it's such a great fit to help parents with something that benefits their bank accounts and helps
protect the planet for their kids.”

Nottingham-based digital marketing agency Hallam is another early adopter. For Managing Director Jake Third, the Big Clean
Switch service is a natural way to help employees with the cost of home working:

“Our team has adapted brilliantly to the pressures of working from home over the last 18 months. It's great to be able to give
something back — and help the environment, too.”

As well as financial incentives for employees, the SME service helps reduce the carbon emissions associated with home
working. For a typical home, that’s the equivalent to taking a new car off the road for six months of the year.

A recent study from Deloitte found that almost nine in ten millennials believe that companies should not only be concerned
with their financial performance, they should also pay attention to the environment and care about the social lives of their
employees.

Fletcher adds:
“With climate change at the forefront of public concern, making it easy and affordable to switch to green electricity is more
important than ever.”

The SME Package costs businesses from £14.99 per month. For more information, visit https://bigcleanswitch.org/employee-

support/.
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Eco-friendly and self-sustainabhle warehouse and manufacturing

Here, Simply Hammocks explain how the company revolutionised warehousing and manufacturing ...

Pioneers of eco-friendly and self-sustainable warehousing and manufacturing, Simply Hammocks, broke all records with a
multi-million-pound turnover last year.

Let’s talk about the positive change we're pioneering. We're proud to live in the world we do and do everything in our power
to protect it for generations to come. That’s why we, along with Amazonas, set ourselves the goal to revolutionise warehousing
and manufacturing in an eco-friendly self-sustainable manner, in addition to providing homes, schooling and guidance to
neglected children who live in Brazilian favellas. That is exactly what we have done. Together we have cracked the code for
eco-friendly and self-sustainable manufacturing.

How have we achieved what was thought to be impossible? Just like this:

Our handmade wooden furniture is characterised by the highest product quality and sustainable productions. We only process
FSCTM-certified wood from sustainably managed forests. Solar modules are located on the roof of the production building to
generate electricity. In addition, we collect rainwater for various production processes in a storage tank. The durability and
hard-wearing nature of the high-quality indoor and outdoor fabric agora conserve resources. We use recycled materials, such
as recycled PET bottles, as a filling material for the upholstery of our garden furniture. Each production machine is exhausted
via a central exhaust system. Chips of the processed wood are sucked in and pneumatically transported to a storage tank.
In addition, air filters absorb fine wood particles, creating a clean and dust-free working environment. The collected chips
are automatically pressed into briquettes and burned in a computer-controlled furnace. The energy generated in the process
is used to heat the drying plant for the wood, thus creating a sustainable energy cycle. The location of the warehouse was
deliberately chosen in close proximity to Poland, in order to keep CO2 emissions from transport as low as possible.

As a company that prides itself on environmental care as much as it does customer care, we strive for perfection through
sustainable means. We have helped environmental charities like ‘1% for the planet’, ‘Arbor Day Foundation’, ‘We Forest’ and
‘Eden Reforestation Projects’ achieve their goals.

We will continue to maintain CO2 neutral shipping by partnering with DPD for global shipping. When it comes to shipping our
fantastic products to our customers, we partner with carrier companies who have a strong statement against modern slavery.
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Reduce, Re-use, ReCYCLE: OVO Energy launches ‘Green Route’ hike
tour of eco-friendly stores

OVO Energy reveals new nextbike scheme sponsorship in Glasgow.

To celebrate the green OVO Bikes launch, OVO Energy has
partnered with famous Scot and Radio 1 DJ Arielle Free to create
a sustainable cycling route of the city — ‘OVO Bikes Green Route’.

The city’s first ever ‘Green Route’ puts a spotlight on some of the
sustainable Glaswegian businesses for bike riders to visit, awarding
the chosen businesses with a ‘Green Plaque’, celebrating their
sustainability credentials.

The bikes of Glasgow were turning green, as OVO Energy was
unveiled as the new title sponsor of nextbike's bike share scheme,
in support of environmentally-friendly travel in the city. To celebrate
the OVO Bikes and champion more sustainable travel options, the
green power supplier has partnered with famous Scot and Radio 1
DJ Arielle Free to curate the OVO Bikes Green Route, for Glasgow
residents and visitors to explore a selection of the city’'s finest
sustainable spots.

From vegan eatery turned music venue, The Hug & Pint, to famed
vintage and thrift store Emily Rose Vintage, and 100% plant-
based soap gifting at Och! Vegan x Hatch, OVO and Arielle’s
curated ‘OVO Bikes Green Route’ presents the best collection of
unmissable sustainable shops for city dwellers, all within an easy
bike ride from one another. The sustainable shops themselves will
also be an easy spot, as each one will be awarded with an official
OVO plaque, displaying their prestigious status.

To bring the sustainable cycling route to life, OVO has partnered
with illustrator Margarida Esteves to produce a beautifully created,
bespoke map of Glasgow that lays out all of the destinations on the
route, ready and easy for cyclists to find. In visiting the community
of businesses on OVO and Arielle’s ‘Green Route’, pedalling patrons
will be supporting a greener lifestyle for all, as each destination
shares OVQO’s passion to help people be kinder to the planet.

Arielle Free says: “I’'m delighted to work with OVO and share all the
best sustainable spots | knew of! Growing up near Glasgow means
the city always has a special place in my heart. Using OVO Bikes is
such a fun way to explore these environmentally-friendly gems. It’s
like a gift from me to visitors and residents. Plus, | absolutely love
cycling, so | had a really great day out trying out the OVO Bikes
Green Route, too! | met a bunch of really lovely local business
owners who really deserve the support - my favourite has got to be
the incredible vintage shop, Emily Rose Vintage.”
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Adrian Letts, CEO at OVO, said: “At OVO, we're on a mission to
zero carbon. Our OVO Bikes arriving in Glasgow city are part of our
Plan Zero strategy to create a carbon free world, whether that’s
the transport we use or the way we power our homes. Glasgow is
a thriving city with so many fantastic, independent businesses
who champion sustainable practices, which is why we wanted
to highlight the good work they're doing through our OVO Bikes
Green Route. Opting to travel around via bicycle couldn’t be an
easier and healthier way of discovering a city.”
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Councillor Anna Richardson,

oy Do
City Convener for P

Sustainability and Carbon Reduction at Glasgow
— City Council, said: “Glasgow’s aim to become carbon
s neutral by 2030 must be supported by a growth in

active travel and by building a more sustainable

economy. Our bike hire scheme has played a vital
— ‘ 7 I P role in encouraging cycling in the city, and there is
| growing awareness of the need for a more circular city

economy. OVQ’s sponsorship has brought together
these two themes in one package, and | look forward

to seeing the refreshed bikes in use all across the city
in the weeks and months ahead.”

The sponsorship comes as part of OVO'’s drive to create
a net-zero world, and its intention to make sustainable
living for the masses as easy and accessible as possible.
OVO is seeking to uplift and support hard-working
Glaswegian businesses, driving OVO Bike riders across
the city. Rides over 30 minutes will be charged at the
normal rate of £1 per 30 minutes or a maximum of
£10 per day (24hrs) for Pay As You Ride customers,

and 50p per 30 minutes, or a maximum of £5 per day
(24hours), for current members.

Download the nextbike app to register and start riding!
For more information on how to use the scheme, visit
nextbike.co.uk/en/glasgow

GREEN ROUTE

w h

EMILY ROSE VINTAGE

1 To find out more about OVO Bikes, the Green Route
s and to download the map, as well as keep an eye out
for more OVO Bikes initiatives in the future, customers
should head to www.ovoenergy.com/ovo-bikes
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What is ethical manufacturing
and why is it so important?

Businesses have a big impact on their community, whether
that involves how they care for the environment or how they
contribute to the lives of their staff. This is particularly true
for manufacturers. Their presence is vital in supporting
communities and providing essential products for consumers
and other businesses, but their environmental impact can be
large. The challenge for manufacturers is how to achieve an
ethical status while improving their business processes. From
eliminating waste to developing staff, ethical manufacturing
has many forms. Here, we explore the topic of ethical
manufacturing, understanding what it means, why it's
important, and how a business can achieve a positive impact
in the world.

What does ethical manufacturing mean?

Ethical manufacturing is a holistic approach to the
manufacturing process that focuses on good health for all
involved. This means that a product’s design, creation,
and use maintain sustainable standards, and that the item
and the process of making these has a positive impact on
communities.

An ethical manufacturer has oversight and cares about
each section of their business and their own supply chain,
prioritising the well-being of both customers and staff, as
well as the environment in which they work, shop, and source
materials.

Ethical businesses want to operate in the best interest of
workers. The health and happiness of staff become priorities,
going beyond the standard legal requirements. This means
that safety is not sacrificed, and workers are treated fairly.
In turn, this can benefit a business through a boost in
productivity and staff retention.

Ethical production may include material and energy use. Is
renewable energy used as part of the manufacturing process?
Are materials recycled or are products designed to minimise
the amount of waste produced in manufacturing?

This is key for many manufacturing businesses that have
waste management issues, such as fashion and clothing
manufacturers. An estimated 92 million tons of textile waste
is created annually from the fashion industry. Ethical clothing
manufacturers must ensure that their processes decrease
or limit their waste through the design of their garments
or by reusing materials. This process can be extended and
translated across other manufacturing industries.

Why is ethical manufacturing important for businesses?

Ethical production is important for staff, customers, and
environmental well-being. However, it can also have significant
benefits for businesses. By utilising sustainable processes
and materials, manufacturers are ensuring that their future is
secure. For example, some toilet paper companies will plant
trees to replace the ones used for their production.
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This action is circular, as it means that their impact on the environment is limited and that they have future materials to
continue their manufacturing.

Also, ethical businesses that provide a positive work environment are likely to improve productivity. Ethical businesses can
continue the development of staff and their skills, improving their work. Oxford University found that happy workers are 13 per
cent more productive than those who are not. Training staff could also help retention, as 93 per cent of employees said that
they would stay at a company longer if it invested in their career. Ethical manufacturing businesses do not just have to rely on
material sustainability — the ethical impact can extend to their workers as well.

Sustainability and ethical manufacturing are also key to attracting customers. Ninety-two per cent of millennials said that
they were more likely to purchase from an ethical company, displaying a need to know that their corporate mission is genuine
and from a well-founded place. From a business perspective, ethical manufacturing has clear financial benefits. Aligning your
production, staff development, and customer outreach within a framework of ethical manufacturing can lead to improved
quality, more productivity, and increased revenue.

Becoming an ethical business

As discussed, there are multiple ways for a business to be an ethical manufacturer. It doesn’t just start and stop with the
products you make. Businesses must create inclusive environments that promote sustainable production, while benefiting the
local community.

This is achieved at many layers within a business. Sustainably sourced materials may include recycled goods or items
sourced from another local manufacturer. This reduces waste and limits transport needs, both of which can have a negative
environmental impact.

In the workplace, training, development, and a prioritisation of safety can help staff feel happier. Investment in staff is key
to creating a positive working culture. This can be achieved through understanding the ambitions of workers and finding
ways to help encourage their development through educational courses. Using ethical workwear suppliers, to encourage an
inclusive work culture, will also contribute to your standing. Suitable workwear clothing can also improve safety during the
manufacturing process. Combined, training and positive culture can help to boost productivity and your status as running an
ethical business.

Finally, you should display your status as an ethical manufacturer proudly. Remind customers that your business is acting with
the best intentions and processes. By doing this, your customers will use and promote your brand, so that your investment in
the environment and community provides positive returns.

Sources

https://www.fashionrevolution.org/waste-is-it-really-in-fashion/
https://www.ox.ac.uk/news/2019-10-24-happy-workers-are-13-more-productive
https://learning.linkedin.com/resources/workplace-learning-report-2018
https://www.entrepreneur.com/article/341699

Jermyn Street Design:_https://jsd.co.uk/
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Businesses need to stop “moving deckchairs on the Titanic”, and
take real action

Consultant and award winning author Neil Gaught reacts to latest IPCC report on climate change ...

Sadly, the latest Intergovernmental Panel on Climate Change (IPCC) report comes as no surprise to me. I've been talking
about this very scenario for over 15 years. There’s just no getting away from the findings in the report. The IPCC report isn’t
scaremongering; it's a brutally honest look at what humanity will be facing in just a few short years, if we carry on as we are.

Putting sustainability at the core of businesses will help us to avoid many of the worst case scenarios outlined in the report, but
we need to get on and do it. Currently, we're messing about on the sidelines — we’re moving around deckchairs on the Titanic.
It's no good having companies lobbying for one thing to achieve a status quo whilst, at the same time, the world is looking
down the barrel of disaster. Businesses need to step up and they need to do it now.

You only have to look at the erratic weather patterns around the world, from California to Siberia, to here in the UK. It is
undeniable that things are changing for the worse. It's not just about the climate — it's about society and its reaction to the
climate. It's also about what’s going on in the economy. None of it is sustainable. Real change comes from taking a long, hard
look at addressing the four key pillars of sustainability: Human, Social, Economic and Environmental.

Back in 2018, | wrote a blog which addressed the latest IPCC report at the time. | explained that the report made it clear,
more than anything else was, that climate change is not the next generation’s issue. It's ours and it's our businesses that need
to change by putting sustainability at their core.

Fast forward to 2021 and nothing much has changed. The time to act was then, and the case for change is even more urgent
now. In fact, a recent review of a report from the 1970s, which predicted societal breakdown by 2050, has shown that we
appear to be following its predicted trajectory. We're bang on course for societal, economic and environmental disaster unless
we take the reins and change track urgently.

| want to stress that it’s not all doom and gloom, and there really is a way forward. Now is the time for amazing innovation to
take centre stage. But we also need to stop thinking that technology is going to get us out of this mess. It won't. It's up to us.

Putting sustainability at the very core of all businesses is now more urgent than ever and doing so will enable us to create a
future which benefits people, society and the planet. The tools are available to help businesses’ transition, and it is much
easier and quicker than many think.

We have not much longer to get started. In fact, we should have started years ago, so we’ve got some serious catching up to do.
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Working to empower women workers in the fishing industry

Margaret Nakato works to empower women workers, advocating for gender equality in small-scale fisheries around the large
lakes across Uganda. The women she met at these fish landing sites were struggling with their work near the fisheries and were
at the mercy of the male-dominated fishing industry.

Inland small-scale fisheries are a vital source of employment for local communities in Africa and, despite the fishing itself
being male-dominated, it's estimated that 69 percent of the rinsing, cleaning, and preparation of the fish is done by women.
The challenge the women have is that they have to negotiate with predominantly male fishers to get access to the fish.
Additionally, they have to compete with wholesale buyers who have more buying power. This inequality is compounded since
the women feel unsafe, facing threats and violence on a daily basis.

Nakato, who works as a coordinator at The Food and Agriculture Organization (FAO) funded Katosi Women Development Trust
(KWDT) in Uganda, understands the value of having women as an integral part of the fishing industry and has made it her
mission to help women recognise and take advantage of this fact. The main focus of KWDT is to empower women to engage
in social-economic development processes designed to improve women’s lives. They currently assist 691 women from 29
women'’s groups where many produce food in small-scale fisheries.

Margaret’s passion is palpable. She brings positivity to her work while conducting training sessions at the fish landing sites.
The women learn everything from conflict management to human rights to new technical methods, in order to add value to
their products. After getting additional funding from the FAO, Margaret was able to add training sessions on how to smoke fish
safely by reducing harmful fumes, and how to hygienically handle the fish.

In addition to training, the women now have access to microcredit, so they can invest in new equipment which gets better
prices for their fish and helps increase their incomes. The women'’s groups have helped them achieve their goals of autonomy,
empowerment and independence.

Women who work independently face more harassment from men and enforcement officers, so KWDT advocates for women
to form local groups as a way to bring power in numbers. In this way, the group helps women to be less vulnerable when
perpetrators know that they are dealing with multiple people and not just an individual, especially when the organisation has
resources to help protect human rights.

When covid-19 hit, Margaret made sure to raise awareness about all the risks, and taught the local women’s groups how they
could protect themselves and their businesses during the pandemic. When some women were forced to shut down and needed
help, KWDT established a fund to support them to recover their businesses, so that they could keep their main source of
income.

The FAO believes that food heroes such as Nakato are vital for increasing women’s role in food production and gender equality,
which expand food security, nutrition, and sustainability. As Margaret says, “When you empower women food producers you
improve not only their lives but the food production of entire communities.”
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Fresh chocolates from start-up eco bhrand

Start-up brand Russell & Atwell launched
in 2020 with four sumptuous varieties of
fresh chocolates delivered to one’s home:
Outrageously Creamy Milk Chocolates,
Sumptuous Salted Caramel Chocolates,
Extra Dark Chocolates and Ridiculously
Smooth Dark Chocolates (from £6.75 per
90g bag). They have now added recycled
and recyclable refillable glass jars (from
£30 for a twin pack), to be kept in the
fridge and replenished with their letterbox-
friendly, biodegradable and recyclable eco
refills, via the QR code printed on the jar.
The chocolates are made with delicious, high
quality and sustainable ingredients that can
be found in the kitchen - like fresh organic

SE BY:

EEP IN FRIDGE
ND SERVE

British cream, butter and wildflower honey.

russellandatwell.com

Not  your
this  subscription-based

ordinary wine club,
brand
sells premium wine in cans from
independent producers, and grape-
based trailblazers all over the world.
Cans are infinitely recyclable and
have a lower carbon footprint than

bottled wine. As they currently
stock over 50 different kinds of
canned wine, there’s sure to be a
few to appeal to your tastebuds.
Subscribe from £16 a month for as
long, or as little, as you like. Choose
from award-winning wine, cocktails
or soft craft drinks to be delivered to
your door each month — all in cans.
They include tasting notes and
there’s free shipping.

brixtonwineclub.com

@rgamc’

ITALIAN ORGANIC
CHILLI & GARLIC
PASSATA SAUCE
Ideal as a base for sauces.
Pizza, soups and, stews.

ITALIAN ORGANIC
MIXED HERBS
PASSATA SAUCE
deal as  base for sauces.
Pizza, soups and, stews.

New organic passatas

Sustainability and  flavour-focused  organic
champion Mr Organic is launching two new tomato
passatas — Chilli & Garlic Passata Sauce and Mixed
Herbs Passata Sauce. Made in Italy, using methods
passed down by three generations of Italian tomato
producers, these passatas boast a gorgeously thick
texture and are the perfect kitchen companions.
One of your five-a-day, the vegan-friendly, gluten-
free passata sauces are made 100% organically,
using extra virgin olive oil and the juiciest of sun-
ripened organic tomatoes. The two passatas are
both launching on Ocado and Abel & Cole, as Mr
Organic continues in the company’s mission to help
people to Live Positive and Eat Positive wholesome,
organic food.

RRP for each of them: £2.09

FOOD & DRINK

Posh soups

Harnessing the power of plants,
these recipes from plant-based
brand BOL help to boost your
immunity, energy levels and
protein intake, with a far higher
fibre and protein content than
other shop bought soups. They
taste great, they keep you full and
energised, and they're ready in
minutes. What's not to like?

Found in: Protein Boosting Red
Pepper & Tomato ® Immune
Boosting Creamy Coconut, Corn &
Sweet Potato e Protein Boosting
Fresh Pea & Spinach e Energy
Boosting Red Lentil Cauli-Daal.

Each Power Soup is RRP £2.95 for
a 600g pot, and can be found in
Tesco.

\

Awards for Bay’s Kitchen

Bay’'s Kitchen — the UK’s leading
low FODMAP-certified range of
sauces, soups, gravies and stocks
— has scooped a series of awards
for taste, expertise, and the ethos
behind the innovative brand.
The latest awards represent the
outstanding achievement in just
three years by food entrepreneur
Bay Burdett, who established the
Bay's Kitchen brand to provide
those living with irritable bowel
syndrome (IBS) with a delicious
range of low FODMAP-certified
alternative foods. The Bay's
Kitchen range now includes ten
sauces, as well as soups, stocks,
gravies and a new range of
condiments.

Bay’s Kitchen products are available

at bayskitchen.com, as well as
Amazon, Ocado and other retailers.
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‘No Meat May’ campaign

No Meat May, the global campaign that challenges people to eliminate meat from their diets for 31 days has released the
outcomes of its 2021 campaign. This year, the registered charity, which encourages participants to make the change for
health, the environment, animals, and food security — estimates that 130,110 people took part in its campaign. Each of the
65,055 registered participants on average encouraged one friend or family member to join them, with every person saving
approximately 31 land and sea animals — a collective total of 1,984,178 living beings.

The statistics — gathered from a post-campaign survey by No Meat May — reveal that participation in the meat-free challenge
has almost doubled in the last year. Demonstrating strong support in Britain, a fifth (17%) of No Meat May participants come
from the UK and Ireland, while 36% come from the USA, 19% coming from Australia and New Zealand, 15% from Canada,
and 13% from other countries across the globe, most notably the Philippines and South Africa.

The worldwide impact of No Meat May has stretched beyond the month itself, with 93% of participants reporting that they
have continued to reduce their consumption of animal products, and 30% saying that they have eliminated all meat from their
diets since participating in the challenge. Collectively, participants are reporting a 33% increase in their intake of fruit and
vegetables, a 96% increase in their consumption of pulses and a 61% increase in nuts and seeds.

With 2021 characterised by the continuation of covid-19, the number one reason why people chose to give up meat in May
was for health reasons, such as reducing the risk of chronic illness. This was cited by 81% of participants, followed by a desire
to protect the planet (62%).

Based on the consumption of an average meat eater in a year, No Meat May participants will collectively prevent the production
of 39,033 tonnes of CO2, save 17.81 billion litres of water, and free up land being used to grow 27,650 tonnes of animal
feed, for every year they maintain their change in eating habits.

Additionally, in recognition of how vegetarian and vegan food has ‘levelled up’ over the last few years, the fourth most popular
reason to take part in No Meat May was for the incredible food — supported by No Meat May recipes, cooking demos and meal
plans.

Ryan Alexander, co-founder of No Meat May, said:

“This year’s No Meat May has been the biggest yet, and the effect it's had on changing attitudes has been phenomenal. More
than ever, the global population is aware of the need to maintain good health, and by encouraging people to try a diet that is
free of meat, we can support people to make lasting change that promotes better health. As well as preserving human lives,
the efforts of participants have saved 1,984,178 animal lives in May alone. With so many making permanent changes to their
diets, the benefits to animals — including the avoidance of factory farming — snowball quickly. Further, this can help to protect
our planet, creating a kinder and more sustainable world.”

For more information, visit nomeatmay.net or head to Facebook, Instagram or Twitter.
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Ellias Organics — a premium olive oil
produced with ecological responsibility

in mind

“Nature is the rhythm of our life, our environment dictates what happens next. If you
think you can dictate the rules to nature, you are foolish.”

Reconnecting with nature

Sustainability is not a trend; it is becoming a new way of life in response to
climate change and our intrinsic need to reconnect with nature. As a world in
climate crisis has entered a new critical decade, and challenges have become
impossible to ignore, people and businesses are waking up to the urgent need for
change, and it is an opportunity for existing and new businesses alike to develop
more sustainable practices throughout their value chain.

Ellias Organics is a great example of developing a business through the lens of
valuing nature, not diminishing it. Founded just a year ago, in September 2020,
the story of the two founders, Tycjan and Eleni, started with a dream. Living in a
small apartment in Athens, Greece, they longed to get away from the trappings of
modernity, start again and begin a new life to reconnect with the natural world.

When the chance came to help on Eleni’s family farm, on the beautiful Greek
island of Kefalonia, they packed everything and never looked back. Their ‘eureka’
moment came from a simple Greek lunch in the middle of the olive groves. As
they were enjoying locally made produce with feta cheese, fresh wild oregano,
home grown tomatoes, warm bread straight from the oven and, of course, their
sun-drenched olive oil from the family fields, they recognised that they should
share this treasure with the world. Ellias Organics was born.

Eco-conscious practices

This is when Tycjan and Eleni started a journey of reconnection with nature, capitalising on the treasures found in their natural
environment, with the objective to incorporate ecological responsibility in everything they do. From the get-go, they learnt
about the ways of farming the olive fields that would ensure the best care for their trees, while producing the highest quality
of olive ail.

Everything is done with love and care for every single tree and the premium quality of the end product:
e Understanding how the olive trees work for pollination and water supply.

e Using only organic fertilisers and no pesticides at all.

e Practicing careful pruning to ensure good distribution of energy through the whole tree.

e Hand-picking the olives without the use of mechanical instruments, to avoid bruising the fruit.

e Extracting the oil on the same day, with a trusted mill.

e Storing it away from heat and light in perfectly dark, cool, dry and airtight conditions.

The same care and sustainability rule applies to the packaging of their premium Extra Virgin Olive Oil, which requires only low
processing and, therefore, reduces their carbon footprint. The oil comes in unique hand-made ceramic bottles, sealed with
cork tops, tailored to each individual bottle - to best keep the olive oil in perfect condition. Each bottle is also sealed with
natural beeswax, extracted from their honey harvest, and the beautiful boxes are made of recycled paper — completing the all-
natural packaging. To learn more about them, visit: www.ElliasOrganics.com.

Adapting to the new challenges of climate change

Making the highest quality olive oil with the most eco-conscious practices is already hard work and a tough challenge in itself,
but climate change and the increase in temperatures makes it now even harder. It impacts the time of harvest but also the
preparation of the trees for the following year. Olive trees, for example, need the temperature to drop to under 12°C during
winter, in order to rest (hibernate) for at least three months to replenish their energy. At the moment, the temperatures go down
to that level later in the year and go back up earlier, with some heat spells during the winter, confusing the trees.

To counteract these effects, Ellias Organics’ approach is to do everything they can to minimise their carbon footprint, and be a
part of the solution and not the problem. Monitoring the nutritional state of their trees is particularly crucial, as they do require
help with replenishing their food; Ellias Organics only use natural fertilizer made by themselves, allowing them to considerably

reduce their carbon footprint compared to large scale production farming.
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Next generation coffee... for the next generation

New coffee brand K+ has launched the latest in coffee innovation to the UK market. Available exclusively from www.iloveKplus.
com, K+ Drip Coffee Bags offer the freshness and flavour of just-ground coffee with none of the hassle, expense or mess of
grinding your own beans.

Millions of drip bags are sold in Japan, China and Korea every month, with the UK set to follow suit, thanks to British
consumers’ appetite for Asian beverage trends like bubble tea and dalgona coffee remaining strong.

Delivering proper ground Arabica speciality coffee in an instant, K+ Drip Coffee Bags look set to revolutionise our coffee
drinking habits.

Historically, coffee bags often produced a cloudy, muddy-tasting beverage as the fine grounds can seep through the bags,
leaving unpleasant sludge in the bottom of the cup. However, the K+ Drip Coffee Bags use a clever portable pour-over filter
and a coarser grind — just how the beans should be ground for filter coffee, for a crystal-clear cup bursting with fresh flavour.

K+ Drip Coffee Bags boast seven varieties, the largest selection currently on offer in the UK and each featuring an intriguing
design of emojis to lighten up your morning. The bags use 100% Arabica beans — ranging from cocoa-rich Colombian and
floral, delicate Ethiopian — all expertly roasted. Because beans begin to lose their flavour within 30 minutes once ground, K+
coffee experts seal each bag with nitrogen immediately after grinding, to ensure that all flavour and freshness is retained for
ultimate enjoyment.

Founder Tina Diab says, “The coffee scene in Asia is vibrant and exciting and | wanted to bring some of that liveliness and
innovation to the UK with K+. Our Drip Coffee Bags are simple, fun and super-fresh tasting. As a youthful, modern coffee
brand, we want it to be easy to enjoy fantastic coffee — without having to shell out for expensive barista equipment or spending
a fortune at the coffee shop — all with one eye on the issues that really matter to us, like food supply chain sustainability, and
ensuring that the best quality coffee is used and the farmers are being supported in the right way.”
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The race is on for organic progression

Sebastian Pole, Co-founder and Master Herbalist, Pukka Herbs, explains ...

In the face of the climate crisis, diet-related ill health and widespread decline in wildlife, and the need to change our food
systems, has never been greater.

Our food is grown at a cost; modern agricultural practices are contributing to more than a quarter of global carbon emissions,
as well as causing significant biodiversity loss and deforestation across the world. Food is also a huge contributor to the rise
in chronic diseases. How have we allowed something as fundamental to life be one of the main drivers of so many problems?

The UK organic sector is falling short compared to its
global counterparts, sitting at eighth place in terms
of ranking when compared with other organic food
revenues worldwide. We must now unite to capitalise
on the growth of organic food if we wish for things to
change.

In an ideal world, organic wouldn’t need to be more
expensive, but a big part of the problem is that the
true cost of our food isn’t always reflected in the price.
It's important to realise that when you do spend more
on organic produce, you're casting a vote with your
wallet, opting into a fully traceable and transparent
food system with no hidden costs.

Bristol-based charity The Sustainable Food Trust
recently conducted a study into the real cost of food.
For every £1 spent on any ingredient, there isa £1 on
cost to society.

#‘r i l & .E) Eiﬁﬁk \

Modern farming techniques use nitrogen pesticides that are damaging to the planet — and the people on it — equating to a
cheaper ingredient that is lower in price, but there is a hidden cost that we're all paying through ill health, environmental
degradation and the cost of reparation. By externalising the cost of a lot of the production in the world today, whether that is
in food, fashion or technology, we are fuelling the demand for high consumerism.

We have to make the polluters pay for the detrimental effects they're having on our society. If we taxed larger corporations for
their damages, we could use some of that tax and subsidise healthy food in areas of the country where access to such produce
is limited.

In many parts of the UK, people are unable to shop organic because the cost is too high. Despite organic certification being a
well-recognised standard now, it's almost a pejorative because it's seen as so elitist — something only feasible for the middle-
class. Organic farming is the fairest and kindest way of farming, and buying and eating food — It looks after the planet,
biodiversity, the quality of the food and the health of the people.

There is an urgent need for a shift in the UK’s mindset towards food and, unfortunately, the industry has been really slow to
pick up on this. We are so driven by cheap, low quality food that it's quite disturbing, really.
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To really drive change, it is a two-way street. We need the Government to make the right legislation and policies to enable
change, otherwise we're not going to get the macro decisions we need. However, we also need bigger companies to run
businesses in a way that enables people to flourish and create a new way of being.

It's not all doom and gloom, though. There are some exciting initiatives in the UK, such as The National Food Strategy, local
food systems and community agricultural food projects like Community Supported Agriculture (CSA). Perhaps, unsurprisingly,
the COVID19 pandemic and subsequent lockdowns seem to have driven some small change. We can now see many more
people making use of ‘direct to consumer’ farm shop initiatives, whilst sales of organic food and drink have doubled the rate
of non-organic equivalents over the past year .

People have woken up to the changes that need to be made to protect our own health and wellbeing. Priorities have shifted
and there is powerful momentum; the children’s strike, youth climate movement, the growth of B Corp — businesses putting
purpose before profit — and the upcoming COP26 Summit in November, where world leaders can unite to support change.

I’'m excited about the possibility for positive change in the future. This energy, this shift, you can feel it coming through, but
we just have to keep pushing through that door.

Organic food market: leading countries based on sales, 2019 | Statista
UK organic food and drink sales hoom during lockdown | Organics | The Guardian
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Supermarkets aren’t doing enough when it comes to plastic use

There has been a new study into plastic packaging usage by Toluna, a tech company
operating in the market research space. The study was conducted to understand people’s
thoughts around plastic use in shopping. The study surveyed 1,000 people in the UK.

Key findings

Four in ten of us — especially those aged between 55 and 64 years old (51%) and over
65 (49%) — are very concerned about how much plastic is used in food and drink items.

Manufacturers, supermarkets, brands and retailers must do more to reduce
plastic use ...

e 73% of people believe that reduced plastic use is the responsibility of brands or
manufacturers.

® 60% of people want to see more progress from supermarkets, specifically in reducing
the use of plastic packaging (although they admit that they have made a good start),
and a further 19% feel that supermarkets haven’t done enough and need to do much
more. Seven in ten of those surveyed agree it’s the responsibility of supermarkets and
retailers to reduce plastic use.

e A third of 55- to 64-year-olds do not think that supermarkets have done enough and
think they need to do much more to reduce plastic waste, and half of this age group
also believe that there are not enough plastic alternatives available.

No alternative to plastic packaging was cited as the third biggest issue surrounding
plastic packaging ...

e Most consumers (65%) don’t think that there are enough plastic-free options on offer
for the products that they buy, despite many trying to avoid plastic packaging (86% try
to avoid, at least occasionally).

e A lack of availability for other forms of packaging was ranked in the top three issues
surrounding plastic packaging (46%), behind plastic pollution of the oceans (65%) and
plastic land pollution (54%).

e A third of respondents thought that plastic alternatives were too expensive, with 42%
stating that shopping plastic-free was more costly than not.

We’'re much more committed to being plastic free — but not consistently ...

e 23% have tried a plastic-free challenge when shopping. Two thirds of those who did
this successfully completed the challenge.

e Younger people (18 to 34 years) are more likely to have tried a plastic-free challenge..
* 89% of those aged over 55 years old say that they try to avoid buying items in plastic.
However, only 10% of all shoppers try to avoid buying items in plastic packaging all of
the time.

Avoiding single-use plastic is getting easier ...

e 44% of respondents agree that avoiding single-use plastic is easier now than it was
five years ago.

e Positively, 68% say that they would switch to plastic-free options in their weekly
shop, if they were available.

Lucia Juliano, Research Sector Head, CPG, Toluna, said:

“It's clear there’s a common goal to drive down overall plastic use as we continue to fight
against climate change. However, there’s a feeling that brands, retailers, manufacturers
and supermarkets need to do more to reduce plastic packaging. It's vital that a greater
variety of packaging is provided when it comes to plastic-free options. Our research
confirms that everyone needs to do more from manufacturers and supermarkets to
brands and, of course, shoppers.”
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‘Best for the World’ Certified B Corporations™ (B Corp™)

We've all been through the ringer these past 18 months, and each of us likely had a
revelation or two during all that lockdown-enforced downtime. A common revelation for
many was our connection with nature, and our impact on the climate. More and more of
us every day are becoming aware of our ecological footprint.

With the likes of David Attenborough and others reminding us that the time for positive
change is now, we're all beginning to make more sustainable choices and looking to
brands to help us do that.

In fact, 81% of us in the UK say we’re concerned about climate change, and every day
more of us are looking to purchase ethical, sustainable brands, particularly for products
that we bring into our homes or bodies.

With a variety of certifications, labels and unregulated descriptive terms, how are we
to know which brands are truly sustainable? Well, thankfully there’s a growing global
movement gaining traction in the UK as a recognisable marker of excellence in
sustainability. That movement is known as B Corp™.

Certified B Corporations™ are businesses that meet the highest verified standards of
social and environmental performance, transparency and accountability. They’ve passed
through a rigorous certification process which addresses the entirety of a business’s
operations, covering five key impact areas: governance, workers, community, environment
and customers.

B Corp recognises businesses that are working to bring about change and operate in a
way that seeks to benefit the wider community, whilst it also provides a framework for
continuous improvement. Applicant businesses are required to reach at least a minimum
benchmark score, while providing evidence of their responsible practices. To complete
the certification, companies must legally embed their commitment to purpose beyond
profit in their company’s Articles.

There are currently over 500 B Corps in the UK and over 4,000 worldwide. We now
see and recognise the B Corp label on product packaging, and some UK retailers, like
Waitrose and Ocado, are dedicating entire online ‘shelves’ to products with B Corp status.

Recently, the B Corp head organisation announced its ‘Best for the World’ B Corps for
2021. The award recognises businesses with B Corp status that scored in the top 5%
for a particular impact area. For example, bio-bean, making Coffee Logs, was recognised
as Best for the Environment. The Cambridge-based team recycles spent coffee grounds
collected from businesses across the UK and turns them into Coffee Logs: fire logs for
wood burners and stoves. How delightful!

Coffee Logs turn what would have gone to waste into something useful. It turns out that
we in the UK drink 95 million cups of coffee every day, fuelling not only our daily grind
but also a growing amount of unnecessary waste. All that barista brilliance creates around
a quarter of a million tonnes of wet coffee grounds, typically wasted in landfill where they
emit harmful greenhouse gases, including methane.

By recycling the nation’s cappuccinos into Coffee Logs, bio-bean generates 80% less
emissions compared to those grounds sitting in landfill, making these planet-friendly logs
a sustainable alternative for fuelling your fire without heating the planet.

Do the logs smell of coffee? There's a slight roasted aroma when you first open the bag,
but Coffee Logs don’t smell of coffee when they’re burning, so there’s no need to worry
about your home smelling like the local coffee hangout.

To learn more about Coffee Logs, head to www.coffee-logs.com. They’'ll be hitting the
shelves by the end of September, so be on the lookout for them!
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Eco-friendly ‘If You Care’

Perfect for planning for a green eco-Christmas is the leading
eco-friendly household brand ‘If You Care’. It has everything
you need for sustainable cleaning, cooking and baking at
home.

‘If You Care’ products are carefully and deliberately crafted
to have the least environmental impact and the lightest
carbon footprint. For the first time ever, the products are
now readily available in the UK via Ocado and Waitrose.
Perfect for the eco-conscious or those hoping to make some
changes in their approach to the daily chores.

These products give customers the chance to manage their
home in an informed, objective and transparent way —
making clear, practical pro-environment choices that leave
no trace.

‘If You Care’ products are produced with a view to reducing
the amount of waste in our waste streams. If possible,
nothing should remain after the product has been used
and disposed of properly. The packaging is made from
unbleached recycled cardboard or paper, which should be
recycled again.

Listings include Ocado, Waitrose plus indie health stores,
Abel & Cole, and Planet Organic. Visit www.ifyoucare.co.uk
for more information.
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Recipe: tagliatelle with wild mushrooms

Tagliatelle with Chestnut Mushrooms and a Creamy Jerusalem Artichoke Sauce (serves 4-6)

We all love pasta and this is a perfect lunch or dinner comfort dish as the colder days start to arrive. It is the perfect reward
after braving the horrid weather to go to the market to collect the ingredients!

Ingredients:

Tagliatelle (3 nests per person)

500g of Jerusalem artichokes

2 medium-sized garlic cloves

60g of blanched hazelnuts

250g of chestnut mushrooms

450ml of vegetable stock

2 and a half tablespoons of rapeseed oil
75ml of dry white wine

1 stick of celery

1 teaspoon of fresh rosemary

1 teaspoon of fresh lemon thyme

Vegan hard-cheese alternative (optional)

Method:
Firstly, rinse and quarter the Jerusalem artichokes. Place on a baking tray with one tablespoon of rapeseed oil and a pinch of salt. Roast in
the oven at 180 degrees for 40 minutes.

Whilst your artichokes are in the oven, add your garlic cloves and hazelnuts to a separate pan to roast for ten minutes, then remove them
from the oven and set them aside.

Once the artichokes are roasted, remove them from the oven and set aside, too.

Finely chop your celery and add to a saucepan with a tablespoon of rapeseed oil. Cook on a medium heat for a couple of minutes, then add
your roasted garlic and your fresh herbs, finely chopped. Cook for a minute, then add 75ml of dry white wine. Allow the alcohol to cook out;
this should take a few minutes, maximum.

Next, add your artichokes and vegetable stock. Remove from the heat and blitz with a hand blender until smooth. Then return to the hob,
on a low heat, and allow to gently simmer whilst continuously stirring. At this point, cook your pasta as per the packet instructions but, for
a firmer texture, cook the pasta for about a minute less than suggested.

Whilst your pasta is cooking, slice your mushrooms and add them to a hot pan to sauté, with a drizzle of rapeseed oil. Season with a pinch
of salt and pepper. Once your pasta is cooked, mix with your desired amount of sauce, and add the mushrooms and hazelnuts. Season with
pepper to taste, and garnish with a vegan hard-cheese alternative.

Recipe credit:
Daniel Farrow at The Gatherers Bar & Restaurant in Norwich created our seasonal recipe for this issue. He serves seasonal, authentic, fresh
plant-centric cuisine using local Norfolk suppliers wherever possible, as well as his own herbs.

@thegatherersrestaurant | thegatherersnorwich.co.uk
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The first rain boot made from
upcycled coffee grounds

While many shoes currently on the market can boast that
they’re made using recycled or sustainable materials, Ccilu®’s
all-season footwear, the XpreSole® Panto, is the world’s first
boot to be made from waste coffee grounds.

Now available on Kickstarter, the XpreSole® Panto is the
result of a groundbreaking new technology developed by the
company, through which spent coffee grounds are upcycled
into a patented, high-tech footwear material that is used to
make the all-occasion boot. Each pair of XpreSole® Pantos
is 100% made from a combination of recycled, eco-friendly
materials, and is certified vegan.

Coffee’s hidden environmental cost

Spent coffee grounds represent one of the major sources of
greenhouse gases when landfilled, with 25 billion kilograms
of coffee waste produced every year and only 4% of spent
coffee grounds properly recycled. The advances underpinning
XpreSole® Panto have the potential to significantly reduce
waste produced by the coffee industry, with each pair recycling
15 cups worth of grounds. This upcycling process helps
to minimize landfill, as well as reduce CO2 and methane
emissions.

“Sustainahility” meets comfort and style

The XpreSole® Panto marries the city rainboot concept with
hiking and adventure-seeking durability, having been tested in
mud, sleet and snow. Despite being incredibly durable, they’re
also much lighter than your average boot — weighing in at only
230 grams.

The outer components are 100% water and dirt proof, and the
liner offers incredible comfort while being moisture-wicking,
fast-drying and odor-resistant. The boot’s sole is waterproof,
responsive, resilient, supportive, and offers a strong grip.
Additionally, the boot is uniquely machine washable, surpassing
the durability of all other shoes on the market in its ability to
sustain in excess of 100 wash cycles.

Wilson Hsu, President and CEO of Ccilu, said:

“Our business has been creating sustainable footwear for
a decade and, in creating the XpreSole® Panto, we wanted
to address a type of waste that’s frequently overlooked, but
one that has a significant environmental impact. At the same
time, we wanted to create a piece of footwear that's eminently
wearable, and suitable for any number of occasions — whether
commuting across town, hitting a hiking trail, or as part of a
smart-casual outfit for a night out. The XpreSole® Panto isn’t
just a boot — it's a commitment to reimagining how the industry
produces footwear.”

Pricing and Availability

The XpreSole® Panto will be available in four colours, in high
top and low top models. The range is available on Kickstarter,
with pledge packages starting at $79.00. The XpreSole® Panto
is available for purchase at https://ccilu.com/, as well as in
Ccilu’s flagship stores and other selected retail partners, after
the completion of the Kickstarter launch campaign.
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Survey reveals the UK’s top lockdown wardrobe trends, with Gen Z
consumers flying the flag for sustainable fashion

Gen Z consumers are leading the way for sustainable fashion, with
almost half (45%) making mindful choices, while the majority
of people purchased fewer clothes than normal as a result of the
pandemic.

This is according to a survey of 1,000 people aged 16 and over by
popular fashion brand Superdry, which aimed to reveal the UK’s
consumer trends, particularly in the light of covid.

After Superdry was named in the top three for climate change
leaders in the Financial Times, the company decided to question
people on the subject of ‘fast fashion’ — trendy but cheap clothes
that allow people to keep up with the latest styles at heavily reduced
costs.

While most people (59%) preferred quality, sustainably made
clothing, over one-third of women and one-fifth of men said that
the majority of their clothes were fast fashion. Majority fast fashion
wardrobes were also the norm for almost half of those aged 16 to
24.

What cannot be ignored is that lockdown has impacted purchasing
habits, with over one-fifth (21%) of respondents saying that they
had purchased more fast fashion items since the start of the
pandemic, rising to 42% among 16- to 24-year-olds.

However, this was not necessarily the norm, with almost three-
quarters of people (74%) purchasing either the same amount or
fewer clothes than they usually would have done over the past year.

Superdry’s spokesperson said: “The decisions we, as consumers,
make today impact our planet tomorrow. Overall, there is hope
that we’re thinking more carefully about the impact of our clothing
choices.

The youngest demographic we surveyed, 16- to 24-year-olds, are
leading the way when it comes to sustainable fashion. The fact that
nearly half of them said that they’'d purchased sustainable clothing,
and were most likely to agree that their purchases are affected by
the working practices involved in the production of their clothes,
speaks volumes. At Superdry we are proud of our Sustainably
Sourced range and hope our consumers love it as much as we do.”

The real question is, with over four billion items in the wardrobes of
British adults and more being bought all the time, are we conscious
enough of the impact of our purchases?

The good news is that, when it comes to sustainability, most people
are making clothing choices which are good for the environment
— 62% of those surveyed reported recycling their old clothes, and
43% said they actively look for ways to refresh their old clothes
before buying new items.

Furthermore, over a third (34%) reported wearing sustainably
made clothing. But there is room for improvement, as nearly half
of people (46% - rising to 57% for women) own clothes that they
have never worn.
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People also know how to make their clothes last. When asked
about the single oldest item in their wardrobe, respondents
reported that they had owned at least one piece of clothing
for 10.6 years, on average. Men hold on to clothes longer
than women. Their oldest piece of clothing is 12 years old, on
average, versus 9.1 years for women.

There is a strong correlation between fashion choices and
income. Just 30% of people with a salary under £15,000
buy sustainable clothes, rising to 44% for those earning over
£55,000.

While individual circumstances may vary, sustainability is
clearly seen as important. Of those surveyed, 84% agreed with
the idea that they would be more inclined to buy a piece of
clothing if they knew it was made sustainably.

The survey also went on to ask exactly how many of various
different types of clothes people have in their wardrobes. It
revealed that the average UK resident has 13 pairs of socks, 14
pairs of underpants and 11 t-shirts.

In total, that makes 700 million socks which, if lined up, would
stretch out to 385,000 kilometres, which is long enough to
reach the moon!

This vast mountain of socks was acquired because the average
UK consumer goes shopping for new wardrobe items every 15
weeks, on average, although this varies according to age.

Under 24s buy new items every seven weeks, while over 55s
reported that they go clothes shopping once every 21 weeks.
There is also a gender divide with the average woman buying
clothes every 19 weeks, while the average man goes 12 weeks
between shops.

More than one-fifth (21%) of people agreed that socks are the
items that they repurchased the most, followed by underwear
(19%), t-shirts (10%) and jeans (10%).

The contents of the average wardrobe depend partly on age;
the average number of socks and pairs of underwear goes up
with age.

The number of pairs of jeans and sportswear items goes down.
Some stereotypes appear to be true, with women, on average,
owning 44% more shoes than men (nine pairs compared to
Six).

The spokesperson for Superdry added: “It's encouraging to see
that consumers are becoming increasingly more mindful about
sustainability and where their clothes come from. It's certainly
a step in the right direction, but there’s still a way to go when
it comes to educating people about sustainability.”

The full research can be found here: https://www.superdry.com/
uk-consumer-trends.
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Sunglasses using sustainable technologies

Finally sunshine hit the UK and the time came to dust off those sunglasses and bask in the glorious weather. For those looking
for the best carefully curated selection of stylish vegan sunglasses and glasses, made entirely cruelty-free from premium vegan
and sustainable materials, sunbathers needed to look no further than www.ImmaculateVegan.com. The largest global fashion
and beauty vegan, ethical and sustainable marketplace, they house the best high end vegan sunglass brands, including Pala
Eyewear and Bird Eyewear. Included are preppy round sunglasses, cats-eye sunglasses, rectangular sunglasses and aviators —
ensuring your eyewear is attractive, practical and good for the planet.

Pala Eyewear are eco-friendly unisex sunglasses using the latest sustainable technologies and made in ltaly. They're also a
B Corp and, through their giving back programmes, they have helped over 8,000 people through eyecare projects in Africa,
via their charity partner Vision Aid Overseas. Their recycled woven cases have prevented 4.5 tonnes of plastic waste going to
landfill. Their mission is to produce high-quality, long-lasting eyewear, whilst making a commitment to keep conserving the
environment, minimising the negative impact on the planet and maximising positive social impact on people.

The sunglasses themselves are crafted from a biodegradable bio-acetate and every pair comes with UVA/UVB protection,
polarised lenses to reduce glare, and an anti-scratch coating for use in activities or near water — making getting outdoors even
easier. They come in a case made from recycled plastic waste. Bird is the UK'’s first B Corp Certified eyewear company. It
makes beautiful, design-led unisex eyewear using sustainable materials including FSC certified wood, bio-based acetate, and
repurposed aerospace aluminium.

For every pair sold, solar light is distributed to remote communities in Africa through a Share Your Sun partnership with
SolarAid.
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Sustainable fashion is here to stay, but where’s the demand?

N.Peal plans to be the global destination for sustainable luxury cashmere, recognised and trusted for their integrity and quality
worldwide. Here, they look at how eco-conscious shopping is evolving.

Many trends become just that — a passing mode, the only reminder of which is photos you perhaps prefer you hadn’t taken.
Yet, the global movement towards sustainability has made slow fashion fundamental, with ethical shopping very in vogue.

Though ethical shopping may have more humble origins in small and independent companies, the movement has propelled
itself to high street and high end fashion, with household names now taking on sustainability promises.

Every week, brands are creating new eco-friendly collections, while, at the same rate, media exposé pieces make headline
news, revealing the damaging results of fast fashion.

We want to take a closer look at how eco-conscious shopping is evolving, starting by revealing where the most green-savvy
shoppers live. Using data from online searches around environmentally-friendly fashion, we took our study worldwide, reviewing
64 countries to uncover the top territories for sustainable shopping.

We looked at monthly searches for eight terms:

Ethical shopping
Ethical fashion
Ethical clothing
Sustainable fashion
Sustainable clothing
Eco fashion
Organic clothing
Second hand clothes

The best countries for sustainable shopping

In first place is the United States, bringing in a total of 29,700 online searches every month. Out of the eight search terms
that we reviewed, over half the queries that Americans were searching are for ‘sustainable fashion’ and ‘sustainable clothing’,
totalling 17,800 a month.

Meanwhile, the UK falls just behind the US, at 24,500 monthly searches, and India sees the third most searches a month
for sustainable clothing, at 7,090.

The best continent for sustainable shopping
Although the US is the top country for sustainable shopping, North America only comes in second for overall monthly searches
by continent.
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Totaling 74,130 searches every month for queries ranging from ‘eco fashion’ to ‘second hand clothes’, Europe is home to the
most sustainably-orientated shoppers.

Top continents for sustainable shopping online

Europe - 74,130 searches
North America - 42,430 searches
Asia - 17,600 searches
Oceania - 5,310 searches
South America - 3,950 searches
Africa - 370 searches

Not only does Europe take first place, but ten of the top 20 countries around the world for sustainable shopping are in Europe.
The UK and lIreland are first and second, respectively, while forward-thinking Scandinavian countries Denmark and Sweden
also feature, though lower down the list than we may have first thought.

Top ten European countries for sustainable shopping

United Kingdom - 24,500 monthly searches
Ireland - 1,060 monthly searches
Germany - 1,010 monthly searches
Netherlands - 830 monthly searches
Italy - 740 monthly searches
France - 690 monthly searches
Denmark - 590 monthly searches
Spain - 580 monthly searches
Sweden - 530 monthly searches
Greece - 520 monthly searches

The most popular ways to shop sustainably

While there are a myriad of ways to describe environmentally-friendly shopping, monthly searches containing ‘sustainable’
total 47,520. This comprises 28,360 searches for ‘sustainable fashion’ and 19,160 searches for ‘sustainable clothing’.
With sustainability certainly one of this zeitgeist’s buzzwords, it’s not surprising to see that, globally, searches containing
‘sustainable’ are the most common.

Sustainability is an all-inclusive term that aims to ensure we maintain the planet’s resources for future generations. Ethical
shopping, however, focuses mainly on social altruism and the rights of workers — for example, companies may provide ethical
assurances without offering a sustainability promise. Searches containing ‘ethical’ were the second most popular, at 17,480,
while in third place were searches for ‘second hand clothes’.

Top global search themes for sustainable shopping

Sustainable - 47,520 searches
Ethical - 17,480 searches
Second hand - 8,110 searches
Organic - 4,970 searches
Eco - 2,620 searches

At N.Peal, we've always put the focus on quality textiles in timeless silhouettes to create pieces that last year in, year out.
Cashmere is natural, renewable and biodegradable, as well as being a hypoallergenic material that offers longevity.

Sourcing our cashmere from the native herders of Inner Mongolia, we work directly with locals to support and preserve their
traditional methods. Experts in their craft, these herders work in synergy with the seasons so that the cashmere fibres collected
are those shed naturally by their goats in the springtime.

Explore our women’s cashmere collection as well as our cashmere clothing for men online for timeless styles in a material
design to last.
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VILDNIS: a truly sustainable fashion brand

Immaculate Vegan, the premium online vegan, ethical and sustainable fashion, beauty and
lifestyle marketplace has done it again — adding yet another fabulous brand to its portfolio
and one that won't stay under the radar for long.

VILDNIS is a truly sustainable fashion brand — launched in 2017 by founder Ulla alongside
her sister Line, husband Francis and their friend Mark. Having worked within the fashion
industry for many years, within buying departments and later as Head of Product for Britain’s
leading high-end activewear brand, Ulla gained huge insight into both the strengths of
the industry and the devastating practices it has cultivated around the world, and felt
compelled to find a better way of producing clothing. At VILDNIS, they all feel strongly
about businesses taking responsibility for their environmental, social and economic impact
— and they all want to make a positive contribution to the world.

The collection incorporates everything you need for the ultimate capsule wardrobe,
from beautiful printed dresses and ultra-comfortable yet stylist jumpsuits, right through
to the best fitting tees and incredible jeans. You can shop knowing that everything has
been ethically sourced and produced, and all fabrics and production are the ultimate in
sustainable fashion.

Having grown up just outside one of the largest cities in Denmark, surrounded by fields,
forests and the sea, the love of wild nature has always been deeply ingrained in Ulla’s
identity. As well as proudly being one of the “happiest countries in the world”, Denmark is
also a frontrunner in sustainability. Freedom, fairness, honesty, responsibility and protection
of the environment are part of the national DNA — and, naturally, also part of VILDNIS’
values.

Jenny Houghton, Communications Consultant at ImmaculateVegan.com, says: “One of the
reasons | love working with Annick and the incredible team at Immaculate Vegan is that
their talent for spotting the hottest new brands with divine collections, ones designed and
created to be loved and worn for many years, is a real joy. The benefit of being a marketplace
means no stock ends up in landfill and they can showcase an ever-evolving edit of beautiful
brands that you know have been fully vetted to ensure they are the most ethical, sustainable
and vegan brands, so you can purchase knowing the legwork’'s been done for you. I'm
really excited about VILDNIS and know it's going to be a huge hit — beautiful collections,
incredible attention to detail and at a fair price point. One to watch for sure.

By adopting innovative and truly responsible practices while delivering stylish collections,
VILDNIS is taking sustainable fashion from a trendy buzzword to status quo. The company’s
dream is that one day we won’t need to talk about sustainable fashion, simply fashion.

Check out the collection now at www.lmmaculateVegan.com.
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Inpost joins forces with sustainable
fashion trailblazer Yellow Octopus

A new partnership is set to increase convenience of using clothes
recycling app ‘regain’, to help drive greener consumer behaviour.

InPost, a leading out-of-home and eCommerce delivery company, has
B announced a new partnership with sustainable fashion trailblazer
@ Yellow Octopus Group, which aims to offer consumers a more
B convenient and greener way of donating and recycling clothes.

The collaboration aims to encourage and incentivise more sustainable
behaviour by offering consumers exclusive discount coupons for
every donation made and, in doing so, contributing to the creation of
‘circular fashion’ — with old clothes being reused, recycled or remade
into new products and preventing them from ending up in landfill.
The collaboration aims to encourage and incentivise more sustainable
behaviour by offering consumers exclusive discount coupons for every
donation made and, in doing so,

contributing to the creation of ‘circular fashion’” — with old clothes being reused, recycled or remade into new products and
preventing them from ending up in landfill. The circular fashion industry is a fast-growing movement to reuse and recycle all
materials, eliminating waste and pollution, and regenerating the environment.

Consumers can register old clothing via Yellow Octopus’s reGAIN app and drop off donations to any InPost locker in the UK,
completely free of charge, with the whole process taking a matter of seconds. This makes it even more convenient to participate
in the scheme, helping to further boost the green benefits of signing up to the service by reducing the environmental impact
of shipping the clothes.

The reGAIN programme — which also features as part of Stacey Solomon'’s latest clothing collection for In the Style — enables
unwanted clothes to be distributed to charities as well as across a network of textile recycling innovators, research initiatives,
students’ projects and fashion designers — to be renewed, upcycled or recycled into new sustainable products.

InPost’s ambition is to green the delivery and returns of circular fashion by managing the process more efficiently and
sustainably. The home delivery trend for online shopping and returns could become unsustainable if it continues to surge.
Accordingly, the fashion industry is facing heavy pressure to reduce carbon emissions and waste, not least from a new
generation of consumers who demand more environmental accountability; this has given added impetus to the argument for
circularity.

Jason Tavaria, CEO of InPost UK said: “We're pleased to partner with Yellow Octopus to support its reGAIN programme.
This collaboration is another vote of confidence for fashion’s fast growing circular economy. Our own research suggests that
consumers — especially 18- to 34-year-olds — are increasingly looking for ways to live more sustainably. What we need to do
is try to make it as convenient as possible to adopt green behaviours. That's why we're so excited to play an integral part
in helping to scale this concept, by making it super convenient for consumers to participate and completely free to send
donations via lockers. With the added bonus of a money-off voucher in return, it’s a win-win for consumers”.

Jack Ostrowski, Founder of Yellow Octopus Group, said: “We are thrilled to partner with InPost to create another amazing
channel to donate and recycle unwanted clothes. Now anyone who wants to send donations to the reGAIN app can also do it via
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