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Proco Group is incredibly
proud to present this report
on sustainability, which
focuses on the impact of
sustainable practices across
our specialist industries and
the supply chain.

This is an important subject not only in the media, but in how businesses
will operate in the future. Companies across the globe are beginning to
understand their impact on the environment and—partly because of
mounting public pressure—are taking immediate action to rectify this.
Given the growing interest in this area and the knock-on effect
that the resulting paradigm shift has on recruitment, we identified
that, as specialists, we can offer the valuable insight we have into
how the global movement towards sustainability is being felt in
different markets. Our consultants and researchers are having these
conversations with clients right now, so it’s only natural that we started
thinking about the effect that it’s having in recruitment and hiring.
These conversations with our clients are crucial for us to understand
how the landscape is changing across the supply chain; to keep
up, we need to identify the challenges and the opportunities early.
As companies are focusing on moving away from plastic and improving
systems with new technologies, new roles are being developed and
new skills are in demand—and because we’re committed to finding
the right candidates for our clients, we need a firm understanding
of what background and experience that individuals need to step
into roles in this area.
The world is changing, our clients’ needs are shifting and we’re
listening. Despite some of the shocking facts and statistics presented
in this report, we choose to see the positives: people are demanding
more accountability and companies are reacting.
We hope that you find this report eye-opening and useful. We look
forward to hearing your thoughts on it.

Richard Paisley
Group CEO

Sustainability and business
go hand in hand

Balancing the value
of plastic and the need
for sustainability

Stephen Smith
Chief Customer Officer
Sarah Hicks
Managing Director

But how can businesses encourage a more sustainable
working culture? We all have a role to play in reducing
our impact on the environment for future generations,
so it’s becoming increasingly important for companies
to look inwards and honestly reflect upon how they can
promote sustainability across all functions.
Why does this matter in recruitment? As Proco’s chief
customer officer, I recognise the importance of aligning
our business values with the services we offer—and our
clients do too. We have to walk the walk and not just
talk the talk, and this message has been spread across
all Proco brands. Not only have our global teams made
pledges to take sustainable actions in the day-to-day
running of our offices—whether through onsite recycling
or working with local environmental charities—but
we’ve also challenged our employees to go meat-free
for team lunches and recycle more.
Reducing our impact on the planet is just one small
step, however. We only work with clients and suppliers
who share our values because, as a company, we
recognise that accountability is important for our brand
and image. Our company vision is to create positive
outcomes and we endeavour to achieve these for all of
our stakeholders, whether it’s our clients, customers,
colleagues or communities.

There are many beneficial impacts of promoting
important issues like sustainability across a business as
well, including spreading positivity and giving colleagues
a sense of pride about the company that they work for.
As a result, employees feel more loyalty towards the
business. A higher level of job satisfaction is linked to
increased productivity, so it would be reckless to not
embrace important issues like this.
The effect of sustainability is exciting for recruiters right
now—our clients are moving quickly to keep up with
changing technology and regulations in almost every
industry. This means that there’s an outcry for talent
with specific skills and experience linked to sustainable
products and practices across the supply chain.
Ultimately, these changes will benefit us all, so Proco is
honoured to be part of this shift towards sustainability
by connecting our clients with leading talent in this field.
Sustainability is therefore an issue that’s extremely
relevant to our business and that’s why we’re taking
it seriously.

As companies encounter mounting pressure to reduce their plastic usage and
promote circularity of products, some sectors are under more scrutiny than
others. In the case of the chemicals industry, where the production of plastics
covers over one-third of activities, businesses are acting to reduce their
impact on the environment while ensuring that production isn’t affected.
In the article “How plastics waste recycling could transform the chemical
industry” McKinsey & Company reports that only 12% of plastics are reused.
With improved technologies and wider application, more plastics can
be recycled—as it stands, the majority of plastics are used once, then
incinerated or sent to landfills.
In the chemicals industry, plastics are a valuable material because they’re
cheap, durable and lightweight. The real issue is plastic wastage, which
can only be addressed by developing more efficient waste management
systems and encouraging reuse. In fact, chemicals companies are looking
to use plastic waste as a raw material in production, converting it into a
new product while removing what has ended up in the ocean or landfills.
This can also be cost-effective for businesses as it’s cheap to use and
readily available.

One such company is Petronas Chemicals, which is
investigating the viability of constructing a plant to
convert plastic waste into virgin feedstock in Malaysia.
In June, they announced that they were exploring
options to build a facility in conjunction with Plastic
Energy, a recycling company that specialises in difficult
to recycle plastic. Their process would use thermal
anaerobic conversion, where plastic is heated to
create hydrocarbon vapours, which are divided into
non-condensable and condensable gases—the latter
which can be used to reuse plastics.
Mechanical recycling, where waste materials are
recycled into new raw materials without making
changes to their basic structure, is useful for
processing polypropylene, polyethylene terephthalate
(PET) and high-density polyethylene (HDPE). The
process generates new polymers (large molecules
that form plastic) without the need for expensive
equipment, such as steam crackers, and has already
been profitable in some specialised markets.

Two recently developed recycling processes include
monomer recycling and modifying plastic waste into
liquid feedstock via pyrolysis, a cracking-type method.
Monomer recycling is restricted to condensation-type
polymers, such as PET and polyamide. Like mechanical
recycling, this is because it doesn’t require investment
in expensive equipment or plants.

It’s therefore beneficial for these businesses to work
closely with regulators and original equipment
manufacturers (OEMS) to design and produce plastics
that are easily reused while involving themselves in the
advancement of waste management technology to
ensure that these plastics can be widely processed in
large volumes.

The second method that offers a viable recycling option
is pyrolysis, where plastics are converted into cracker
feedstocks and can process mixed polymer streams,
unlike mechanical recycling technologies.

Chemicals company Borealis, which specialises in the
production of polyethylene (PE) and polypropylene
(PP), recognises the benefit of investing into research
and development in this field and is spending $150m
USD a year on research and technology.

Many of these technologies require the appropriate
infrastructure and systems to run waste management
processes that are efficient enough to sort plastics from
other waste. Waste must first be separated into plastics
and non-plastics, then sorted by the type of plastic. In
countries where recycling processes are still in nascent
stages and waste is being hand sorted, the pyrolysis
process will be most efficient, as it can be used to process
mixed plastics.
If these plastic recycling processes are adapted across
the petrochemicals industry, it’s estimated that this
could result in two-thirds of value creation in the sector
by 2030; because of this, companies are preparing now
to ensure that they can take advantage of the potential
profit to be made.

Other companies are also using highly recyclable plastics
that can be molecularly engineered and have a low
carbon footprint. As a result, PE and PP are set to become
more widely used because of their ability to be recycled
at low cost and with a reduced environmental impact.
Because of the major transformations underway in the
chemicals sector, there’s a need for new sustainability
competencies throughout the value chain.

Talking with directors of businesses in this area, they’re
telling me that the experience and skills sought after
are wide, but include:
>>

Ability to link environmental/sustainability aspects
into value creation, for example through market
development, marketing and sales

>>

Ability to follow and understand the rapidly
developing and multidimensional research driving
regulation and sustainability standards

>>

Capability to bring together the differing views
from different stakeholders such as industry,
research and non-profit organisations (NGOs)

>>

Life cycle assessment (LCA) approach and
emissions calculations understanding

>>

Experience from sustainability certification (standard
requirements, internal control, audits and traceability)

>>

Specific IT skills covering traceability, such as
blockchain, trace and claim or similar

>>

Ability to engage suppliers to fulfil sustainability
requirements

In addition to sustainable supply chain management,
experience from policy and legislative requirements,
sustainability reporting, eco-labels, chemical safety and
recycling and renewables are valued. Furthermore, roles
related to the leading of virtual teams, strategy and
target setting, new business concepts and sustainability
communication are important.

The proof that customers are
buying into sustainability
Lisa Finney
Global Head of Clients

Whether it’s single-use plastics or the circular economy,
we spend a lot of time talking about sustainability
these days. One of the indicators that the general
public are buying environmentally friendly products,
even when it means spending more and changing
purchase habits, is by looking at consumer goods
and diving into real data.
According to the Future of Sustainability 2019 report,
consumerism in Asia is shifting and becoming more
environmentally conscious. The younger generation
is recognising the impact of modern lifestyles on the
environment, seeing the effect of air pollution and plastic
waste. Family-owned businesses are also more prevalent
in the region, accounting for 85% of companies,
and include some of the largest and most respected
organisations in the world. This means that there’s
mounting pressure for these companies to invest in
sustainable practices and products, demonstrating their
commitment to the environment and future generations.
The circular economy has also proved popular in China
in particular; rental markets for items such as scooters,
bicycles, phone chargers and even clothing have grown
vastly in recent years. This demonstrates a movement
towards shared and reusable items and away from
ownership, over-consumption and potential waste.

Across the world, consumers are changing their
purchasing habits in favour for more ethical and green
choices—and companies are figuring out how they can
keep up with this demand. Unilever is such a company,
offering a range of sustainable living brands that have
proven popular and are now responsible for 70% of its
turnover growth, growing 46% faster than the rest of its
business. In 2018, Amcor, which develops and produces
forms of packaging used by consumers within the food,
beverage, medical and personal care industries, pledged
to develop all of its packaging to be recyclable or
reusable by 2025, while also significantly increasing
the use of recycled materials used.
Consumer goods companies are also banding together
to make a real difference in improving processes and
technology to minimise their impact on the environment.
For instance, nine of Vietnam’s leading consumer goods
and packaging companies - Coca-Cola Vietnam,
FrieslandCampina, La Vie, Nestlé Vietnam, NutiFood,
Suntory PepsiCo Vietnam, Tetra Pak Vietnam, TH Group
and URC Vietnam - launched a coalition in June 2019 to
drive a circular economy, improve waste management
and recycling infrastructure in a bid to reduce their
environmental impact. This is particularly pertinent
because Vietnam contributes 280,000 tonnes of plastic
waste into the ocean every year, making them one
of the five largest contributors in the world.

So it appears that while sustainability-marketed products
are picking up a larger market share in consumer goods,
companies are recognising the value of actively reducing
their environmental footprint. This will not only benefit
future generations, but will have the consequence of
fostering customer loyalty to an ethical brand.
With such a massive and sudden shift in the Consumer
Packaged Goods (CPG) sector, it’s not surprising that
there’s increased demand for talented people for roles
that didn’t exist a few years ago. This includes roles
focused on sustainable procurement and sourcing,
transportation efficiency, waste elimination, pollution
prevention, ethical manufacturing and
eco-friendly food scientists.
We are also experiencing a change in the assessment
criteria for talent who are considering new external
career opportunities. While salary, job title and
succession planning will still remain key components of
this process, we’re now also seeing candidates selecting
(or withdrawing from) a recruitment process based on
an organisation’s sustainability agenda.

Six innovative ways
that companies are
tackling the issue
of plastic packaging
Mark Giles
Business Director

Plastic is designed to be durable, but consequently
can take up to 1,000 years to decompose. According
to Plastic Oceans International, we produce over
300 million tonnes of plastic globally every year—
and 8 million tonnes of this ends up in the ocean.
Plastic is polluting our waterways and landfills,
finding its way into the stomachs of birds and
fish and threatening to upset our ecosystems.
Retailers are feeling intense pressure from the
public and environmental organisations to
address the plastic crisis by creating sustainable
packaging options for their products. As a result,
businesses across all industries are snapping
up talent with expertise in organic, renewable,
reusable and eco-friendly solutions.
There are a number of initiatives being rolled
out to counter the use of non-recyclable and
single-use plastics in packaging. I’ve highlighted
six of the most exciting developments below.

1. Bioplastics

3. Design for reuse

5. Ocean plastic pollution

Bioplastics come from vegetable products such as soy,
corn, starch and other fibres that can decompose over
a period of about three years compared to 1,000 years,
which is how long it takes conventional plastics to degrade.

Creating packaging with a reverse supply chain means
that the waste is returned to the company and can be
reused safely.

According to the Washington Post, there will be more
plastic in the oceans than fish by 2050 and at least 10 of
the world’s largest cities will be inhabitable as a result of
climate change. To address this, companies are not only
reducing the amount of plastic that they use in favour
of alternative solutions, but also removing the plastic
already polluting the oceans to reuse in other products.

Companies looking for suitable alternatives to plastic
are turning to bioplastics. For example, Google Express
announced recently that it will be using TIPA material
for shipping products, which is made of plant-based
ingredients and offers a durable, flexible and compostable
packaging solution.

2. Compostable packaging
Companies are manufacturing packaging that will
disintegrate into natural elements in about 90 days,
leaving no traces of toxicity in the soil. This is different
from being biodegradable, as items marketed as such
can actually take up to 10,000 years to biodegrade.
While bioplastics are specifically made of natural
materials, compostable plastics are manufactured
from anything that can be broken down into organic
molecules in a short amount of time.
HP Inc announced this month that HP digital printing
inks are now certified as compostable, making it
possible to deink packaging after use and guaranteeing
that waste passes tests for ecotoxicity, heavy metals
and fluorine content levels based on industry standards.

UPS is currently piloting such a concept in partnership
with TerraCycle: a reusable packaging system called
Loop. The delivery company can offer clients the option
to purchase products in durable packaging that’s
picked up, cleaned and reused.

4. Material health
People are beginning to question what hazardous
chemicals come into contact with the products they
use. To address this, companies can use materials
with fewer heavy metals, chemicals and non-toxic
components. This also refers to the use of harmful
materials that might be involved in the manufacturing
process of the packaging.
In 2018, over 275 brands committed to reducing plastic
packaging use, signing the New Plastic Economy Global
Commitment of the Ellen MacArthur Foundation and
the United Nations. One of the cornerstones of the
agreement states that signatories will eliminate the
use of all packaging containing hazardous chemicals.
The agreement was signed by multinational companies
such as Danone, Mars and Nestlé.

For instance, Adidas partnered with Parley for the
Oceans in 2016 to manufacture shoes out of plastic
waste that washed up on shore—and they’re set to
make over 11 million pairs of these sneakers in 2019!

6. Eliminating plastic from design
Some companies have changed their packaging design
to eliminate reliance upon plastic, using other materials
such as aluminium, carton or paper instead.
Corona has just announced a very clever solution by
redesigning their cans, enabling them to lock together
when stacked on top of each other. This eliminates the
need for plastic six-pack ring holders. The design is open
source, so more companies can copy this initiative,
thereby eliminating further plastic use in the industry.

This is just a whistle-stop overview of some innovative
ways that companies are approaching the issue of
sustainability and recyclable/reusable packaging for
their products. Given how quickly this area is moving
across industries like food and drink, it’s no surprise
that businesses are desperate for experienced talent
to support their research and development and
manufacturing of environmentally friendly packaging.
There are few people out there with the relevant skills
to see these type of innovative projects through from
start to finish. Companies are looking for talent with
the right mind-set, manufacturing experience and
knowledge—and specialisation in sustainability is a
plus. This is a relativity new field for all industries, so
these roles are set to continue to evolve as the need for
sustainable packaging grows.
In the interim, as companies struggle to fill places,
they are training up talent and redesigning their supply
chain to cope with the developing circular economy.
Consequently, individuals who demonstrate innovative
thinking, manufacturing experience, a knowledge of
reverse supply chain, chemistry and packaging are in
high demand.
If you think you have the right skills and are interested
in chatting about progressing your career in this space,
now is the perfect time to consider your options.

Sustainability: the next
big thing in fashion
Matias Figueiras
Business Director

In a world of fast fashion, retailers are being held
accountable for the large amount of waste that they
contribute to landfills every year. We throw away 570kg
of clothing in the UK every minute and 43% of customers
dispose of items after wearing them fewer than 10 times.
So, like many other industries, retail is taking big steps to
operate in a more green and sustainable way.

The difference is that premium brands can afford
to take these measures because they are not costcutting in order to offer inexpensive fashion options
to customers. Retailers on the high street will have
much thinner margins on their products, making it
a challenge to use more ethical and green practices
without having to pass the price on to buyers.

Many high street brands offer a sustainable range of
clothing—such as the Gap and H&M—and now online
retailers are seeing a growing interest in these. ASOS
recently announced that it will be adding an ethical
category on its website, meaning that customers
can browse sustainable clothing from brands such as
Ellesse, Monki and Tommy Hilfiger. Other online retailers,
including Net-a-Porter and Boohoo, have launched
similar initiatives.

Looking again at the Gap’s successful ethical clothing
line, which has been around since the 1990s, the retailer
announced last month that it would sustainably source
100% of its cotton by 2023 across all of its brands
(including Old Navy and The Banana Republic) and
they will only work with cotton farmers who use water
efficiently. This commitment demonstrates that it’s
possible for non-premium retailers to operate in a more
ethical way. It’s a great initiative that should make other
retailers reassess where they source their materials from.

This comes off the back of the government rejecting all
recommendations made by The Environmental Audit
Committee’s Fixing Fashion report, which has left the
responsibility of addressing the demand for more ethical
and sustainable options with retailers. While high street
shops are making small changes to be more green, there
are some brands that have shot to popularity because
of their sustainability credentials; this includes sports
trainer brand, Veja, which offers customers complete
transparency about their supply chain and only works
with sustainable materials.

Recycling clothes is another way that retailers can
encourage less waste, offering shoppers drop-off points
in-store and benefits for doing so, such as a discount on
a new item of clothing for every used item donated.
It’s important for retailers to show that they’re
implementing these changes as the habits of shoppers
shift towards becoming more eco-conscious. These
developments mean that it’s an exciting time in the
retail industry and there’s a growing demand for
individuals with experience at all points of the supply
chain, whether it’s procurement, manufacturing
or research and development.

The circular economy: how businesses
can reduce single-use plastic waste
Tim Thompson-Essex
Executive Consultant

The impact that plastic waste has on our environment
is making customers question the traditional ‘takemake-dispose’ consumption model. Over the last
decade, businesses have reacted to public scrutiny by
introducing more sustainable processes, especially as
end users change their purchasing habits and move
away from single-use plastics.
All of the waste that isn’t recycled or reused
accumulates, creating literal landscapes of trash—take
the Puente Hills Landfill in Los Angeles, the largest landfill
in the United States, towering 500 feet (150 meters) high
and covering 700 acres (2.8 km2). Although it no longer
accepts waste, it provides a visual representation of the
scale of the problem.
A recent scientific study reported that a whopping
8.3 billion metric tonnes of plastic has been produced
since 1950. Of this, 6.3 billion metric tonnes have been
discarded and only 9% of that has been recycled. While
most of this waste is sent to landfill, much of it is thrown
away as litter, ultimately making its way into our oceans.
The Great Pacific garbage patch—which is thought to cover
an area twice the size of Texas—is just one of the world’s
plastic islands. Created by the accumulation of debris
formed by the ocean’s network of currents, these floating
formations are a snapshot of the estimated 5.25 trillion
pieces of plastic, weighing 269,000 tonnes, found at sea.
That’s 1.15 to 2.40 million tonnes of plastic entering the
ocean each year from rivers alone, with total estimates
as high as 8 million tonnes from all other sources.

Plastic consumption has increased twentyfold in recent
decades. While small initiatives are slowly being unrolled,
a large-scale cultural shift is required for real change.
Multinational corporations, national and regional
governments must take the lead—and solutions must be
adopted and embraced by the general public.
Initiatives to encourage movement away from singleuse products include a recent innovation from Corona,
which redesigned its beer cans to stack together. This
eliminates the need for plastic six-pack ring holders and
the company has made the design open source to allow
other businesses, even rivals, to copy the idea.
Furthermore, many grocery stores are encouraging
customers to bring in their own reusable containers and
buying in bulk, including major retailers such as Waitrose
in the UK.
So while it appears that customers’ habits are shifting
in response to the rising concerns about sustainability
and waste, it’s necessary that steps are taken to reduce
plastic waste earlier in the value chain.
Certain industries have started to use waste as the raw
material for their own processes. In doing so, they’re
creating a new circular economy where products are
never discarded. Instead, businesses will ensure that their
products be reused, recycled or composted. This not only
benefits the environment, but companies have financial
incentives to invest in the development of sustainable
practices by having access to cheap raw materials.

Biofuels are a great example of this circular economy,
where sustainable feedstocks (biomass or fats and
oils) can be harvested either as waste or from naturally
occurring sources and processes to form usable ethanol
or diesels. Either blended with existing fossil fuels, or sold
as a true renewable fuel, both products have a lower
carbon footprint and make use of materials which would
have otherwise been discarded.
Thermoplastics offer a solution to single-use waste—when
heated, the molecules in these plastics don’t chemically
bond with each other. This means that while the plastic
is durable enough for its intended use, it can then melted
down and reused. Thermoplastics are therefore ideal for
reapplication by design and offer a workable solution to
eliminating single-use products. In the aerospace space,
for instance, the use of thermoplastics is on the rise as they
are both durable and light. If we continue to see innovation
across industries, this could become an effective way to
reduce the waste of other materials and create a reverse
supply chain for plastics that can be repurposed.
The battle against the rising amount of plastic waste is
now being fought at all stages throughout the value chain,
but businesses will be ultimately rewarded for innovation as
customers become more environmentally conscious and
change their purchasing habits. The movement away from
single-use plastics is also a significant first step towards
a circular economy and more sustainable world.
To react to this, supply chains must become more strategic,
research and innovation focused on sustainable products
and converting recycled raw materials, and strategic
marketing increasingly concerned with high cost products
(due to more complex manufacturing processes) while
selling the positive impact and sustainability side of
goods. As a result, we’ve noticed an growing demand
for experienced supply chain professionals across
a multitude of functions to accommodate for these
fast-paced changes.

Leading global packaging brands
are making great strides towards
sustainability
Mark Giles
Business Director

Earlier this year, it was reported that a dead Cuvier’s
beaked whale was found with 40kg of plastic in its
stomach, giving the public yet another snapshot into
how non-recyclable, single-use materials are affecting
the environment and ecosystems across the globe.
Despite the movement towards sustainable products,
the Ellen MacArthur Foundation reports that only 14%
of plastic packaging is recycled globally. It’s a startling
statistic that demonstrates how – despite the movement
in many Western countries to abolish single-use items
such as plastic straws, carrier bags and water bottles
– there’s still an enormous amount of work to do,
especially in emerging countries.
But companies are listening to the growing concerns of
the public about recycling and sustainability and have
committed to change. They’re investing money and
resources into developing circular packaging solutions
that can be reused, whether as the same product or
broken down into raw materials for another purpose.

Some global leading brands are advancing research
and development into specialist recycling technology.
Procter & Gamble, for example, has devised how
to recycle polypropylene plastic via its PureCycle
technology, allowing it to develop a high-quality plastic
alternative. There is also Nestlé, the world’s largest
packaged food company, which is aiming to move
towards fully recyclable and reusable packaging across
its lines by 2025. To achieve this, they’ve set up the
Nestlé Institute of Packaging Sciences, a development
lab based in Switzerland.
Looking at packaging manufacturing businesses,
Amcor announced its pledge in January 2018 to move
towards fully recyclable and reusable packaging by
2025; they are one of 11 global brands and retailers that
have partnered with the Ellen MacArthur Foundation to
reach fully sustainable goals in the next six years. Many
other key global packaging businesses have followed
suit, making similar commitments.
In March 2019, Mondi released a sustainability report
that revealed the company has achieved 100% electricity
self-sufficiency, with 64% of the fuel from renewable
sources. Mondi signed the The New Plastics Economy
Global Commitment in 2018 and is aiming to only use
fully recyclable and reusable packaging by 2025.

Meanwhile, DS Smith has committed to nine longterm sustainability targets in their 2018 Sustainability
Review. Focused on a number of strategies to address
environmental concerns, including reducing carbon
emissions and developing a recycling solution for the
2.5 billion coffee cups thrown away in the UK every
year, it has also committed to fully recyclable and
reusable packaging by 2025.
As consumers put increasing pressure on businesses
and hold them accountable for environmental damage,
it becomes crucial for these companies to develop
innovative packaging solutions. As the World Economic
Forum reports, this can ultimately lead to increased
profits and benefit businesses by creating competitive
advantages in their industry; with improved packaging
design in circular plastic use, the economic value of
plastic packaging is increased by 50%.
Not only are consumers demanding that we move
away from single-use materials, but there are longterm financial benefits for companies to invest in
sustainable materials and design. So it’s no surprise
that many global leading brands have stepped up and
are committed to reducing their packaging waste to
benefit both the environment and their public image.

The increased awareness and media campaigns
around the challenges of recycling, single-use plastics
and sustainability in packaging is having a major
impact on recruiting within the sector too. Many
businesses are being more cautious in these times;
demand is decreasing in certain areas of packaging
and so hiring is also reduced.
However, in other areas, business is strong and there
are key hires to be made in the areas of sustainability,
new product development and research and
development to combat the challenges and strive
for a better and more sustainable future ahead.

The link between procurement
and a sustainable pint
Lisa Finney
Global Head of Clients

Beer is made up of 95% water—and that’s just what
makes it into the final product. It can take up to seven
gallons of water to make one gallon of beer and that
ratio can be as high as 10 to one. But these figures
don’t factor in the amount of irrigation required for the
farming of barley and hops, two of the four ingredients
key to brewing (alongside water and yeast). So, on the
whole, brewing is a water-intensive activity.

The impact of brewing on the environment doesn’t
start and end at the brewery; AB InBev reports that
90% of its water input is used in agriculture, especially
in growing barley and hops. This is demonstrative of
how water usage is spread across all stages of the
supply chain—and that action must be taken across
multiple functions if the beer industry is going to
successfully reduce wastage.

Many breweries, from small independents to macro
beer, are looking at ways to become more sustainable
in the brewhouse and water wastage is a key issue in
the industry. Some breweries don’t have a choice—
in places like California, where water shortages are
common, breweries have been ordered to reduce their
water usage by local governments. Other breweries
are taking steps of their own volition, such as building
water treatment facilities. This is just a drop in the
ocean when it comes to water conservation in the beer
industry, however.

How does this affect procurement? Well, by enabling
farmers to grow barley more efficiently and futureproofing their crops, this means that the supply of
one of beer’s fundamental ingredients is secured;
and without barley, there would be no beer. This is
particularly important because malting barley varieties
are delicate crops that are increasingly at risk of low
yields when affected by climate change or draught.
The Nature Research journal reports that weather
conditions are responsible for an annual decline of up
to 17% in an average barley harvest. This in turn can
potentially cause beer prices to rise by up to 15%.

The world’s largest beer manufacturer, Anheuser-Busch
InBev (AB InBev), has set ambitious sustainability goals
to achieve by 2025. These focus on four pillars: smart
agriculture, water stewardship, circular packaging
and climate action, requiring a complete supply chain
overhaul. From the farmers they work with for growing
barley to packaging design, AB InBev is concerned with
increasing efficiency at all stages of production.

AB InBev is developing a number of processes that will
benefit other manufacturers around the world, such
as AgriMet, an irrigation scheduler programme using
data to optimise water usage. In addition to this, it is
also sponsoring agriculture-focused water reduction
programmes in Argentina, Brazil, Canada, China,
Mexico, Russia and Uruguay.

By improving processes and helping farmers to understand
the impact of weather on their harvest and to predict
crop conditions, AB InBev is equipping barley and hop
growers with the knowledge to produce healthy yields.
One thing is patently clear: if the beer industry is going
to reduce its water usage, then it must happen at all
stages of the supply chain. The initiatives put in place
by the world’s largest breweries will have the most
significant impact on the reduction of water usage and
wastage and, in investing in these projects, large beer
manufacturers are playing a vital part in making the
entire industry more sustainable.
This can only be a good thing. While many drinkers
are unaware of just how much water it takes to grow
the ingredients that go into their pint, it’s unlikely that
they’ll be turning their backs on the product soon—
especially where grabbing a beer with friends is woven
into the cultural fabric of a country, like the US or UK.
With major beer producers working closely with farmers
to increase efficiency and pushing a number of initiatives
to guarantee healthy, sustainable crops, this is a particularly
exciting time for procurement professionals to get into
similar food and beverage positions.
As sustainability is such a key focus for manufacturers,
we’re beginning to see organisations hire sustainability
professionals not only into their procurement teams,
but across the wider supply chain—logistics being a
core area for this. With topics such as carbon emissions
receiving such heavy media and political coverage,
there’s value in hiring expertise into organisations with
high land freight costs.

Electrified cars will change the way
we drive and benefit the planet
Tom Henderson
Associate Director

It’s a question of when, not if, we move away from
using petrol and diesel. These fossil fuels produce
carbon dioxide, the most abundant greenhouse gas
in the planet’s atmosphere, and almost all climate
change scientists agree that these energy sources have
accelerated the rate of rising temperatures globally.
Given the growing concerns about environmental issues
and the consequential governmental regulations imposed
upon manufacturers, the automotive industry has been
forced to respond quickly. The future of driving is beginning
to take shape as the sector acts to reduce emissions.
People aren’t prepared to abandon cars because of the
independence and ease of movement that automobiles
offer—but the popularity of car subscription services,
such as Zipcar, demonstrates that vehicle ownership
isn’t as important as the option of having quick and
convenient access to a car.
In the future, automotive technology will have to adapt
to address the environmental impact of driving and
become increasingly sustainable. At the heart of this
issue is the question of what the cars of the future will
drive on—will internal combustion engines be a thing
of the past? More cars are running on electricity these
days, but what about hydrogen?

It’s likely that for shorter day-to-day journeys, cars will
drive on electricity, which will be more readily available
through renewable sources and is therefore a cleaner
option. However, when it comes to long distance
trips, the combustion engine might still be necessary;
this is because of the distance range of electric cars.
While some electric vehicles (e.g. Tesla) have a range
of over 300 miles and can be recharged to 80% in 15
minutes with superchargers, these cars still uncommon,
particularly in the UK and EU.
Many of the past issues with electric vehicles, such as
concerns about their road performance, will continue to
be improved. In a PwC report, “Five Trends Transforming
the Automotive Industry”, it’s predicted that over 55%
of all new car sales could be fully electrified by 2030. In
fact, the new Tesla Model 3 has outsold all car models
within the same class in the US this year.
There is also a lot of discussion around the hydrogenpowered automobile, where hydrogen is converted into
electricity to drive the car. The issue of where hydrogen
can be sourced from is still a challenge to overcome
before this option is viable.
Car manufacturers are already investing in electric
vehicles: this month, it was announced that Jaguar
Land Rover has teamed up with BMW to develop
electric drive units (EDUs) and advance the technology
that will push the industry forward for the next
generation while sharing the costs.

In January of this year, Ford and Volkswagen announced
a similar agreement to pool their resources and mitigate
research and development costs. Large original equipment
manufacturers (OEMs) are also investing in smaller
electric vehicle manufacturers, such as Ford, which has
invested $500m in Rivian. Accelerating the developments
necessary to make the transition to electrified cars will see
further collaborative efforts between car makers down
the line.
In the meanwhile, there needs to be further consumer
education about what they should expect from these
vehicles. Mini USA recently conducted a survey to
identify what drivers wanted in an electric car and they
discovered that many customers were confused about
the basic facts of electric vehicles, especially when
it comes to the distance between battery charges.
According to the findings, customers viewed electric
vehicles as solutions for short, quick journeys in a city.
Driving range is often stated as the most prohibitive
factor for individuals considering purchasing an electric
vehicle, yet over 73% of the people surveyed by Mini USA
(out of 1,004 adults) confirmed that 75 miles (121 km) on
a single charge would be adequate for their daily needs.
Ironically, this driving range is low compared with many
of today’s driving options, including the Tesla Model 3
(220 miles/ 354 km per charge).

Other concerns raised in the survey included respondents
being unable to identify locations of charging stations
and how long it took to charge a vehicle.
So while the next generation of electric cars are developed
and investment into renewable energy is increased, it’s
the ideal time to educate the customer about electrified
cars and what the future of driving will look like—and
how these advancements in technology will mitigate the
impact of fossil fuels and emissions on the planet.
All of this progress is currently having a significant
impact on recruitment in the automotive industry.
The demand for system and software engineers—not
only in electrification, but also advanced driver-assistance
systems (ADAS) and automated driving systems (AD)—
is booming. Companies are also building large teams
quickly, beginning with leadership roles.

How technology is improving efficiency
and driving sustainability
Alex Smoker
New Technologies

How can sustainability be supported by technology?
Well, we know that our reliance upon fossil fuels is
untenable, so it’s vital that we find alternative fuel sources.
This will require research and development into energy
production, encouraging us to move towards solar and
wind alternatives. Whether it’s a wind turbine or reactor
that uses solar energy, we need to develop reliable
processes and infrastructure to make it easier for people
to move away from non-renewable sources. According
to research conducted by Centrica Business Solutions
(CBS), over 81% of UK businesses that currently generate
energy onsite plan to increase their self-generated
production in the future and are looking towards solar
and battery technology to enable this.
A recent study conducted by PwC UK, commissioned by
Microsoft, reported that the use of artificial intelligence
(AI) across a number of industries—including the
agriculture, energy, transport and water sectors—could
result in a 4% reduction in greenhouse gas emissions
globally by 2030. Even data centre businesses, which offer
anything from the basic provision of power, web hosting
or other IT cloud services, are making changes to operate
more efficiently and benefit both their customers and
the environment. According to the Storage Networking
Industry Association (SNIA), 5% of energy consumption
globally is attributed to electronics and this is set to rise to
40% by 2030.
Another way that technology can contribute to
sustainability initiatives in these data centres includes
the cooling of machinery, such as servers, which is
an energy-intensive process. Centres are developing
water-cooling systems enabling machines to self-cool,
reducing their reliance on energy and giving them the
ability to optimise air flows.
The advancement of cloud technology also contributes
to cost reduction for business operations, which in turn
improves the environmental footprint of organisations.
When setting up these cloud servers, companies are
now looking towards hydro, solar and wind power
available from low carbon supply sites or to have the
option to work with energy suppliers that can trace
their supply to renewable sources.

It’s not just machines that will help us reduce emissions,
but also the way that this technology thinks. Take
machine learning (ML) algorithms, which can calculate
how technology can be used most efficiently. Factoring
in weather patterns and historical data, this information
can help in both the production and consumption of
energy. This means that ML can predict the optimum
times and methods that wind or sun power can be
harnessed, for instance.
In addition to such algorithms, other predicative analytics
can help ensure that all processes are running with utmost
precision; this means that throughout manufacturing,
businesses can monitor their energy consumption and
water use. Faults, such as leaks, can be detected and fixed
to minimise wastage during production.
While this is just a snapshot of what technological
innovations are being developed to help companies shift
towards more sustainable practices, it still provides a
clear sense of how crucial technology is in the ongoing
fight to reduce our impact on the environment.
Looking at the impact of these advancements on
hiring, candidates are now looking at firms that have
green energy offerings. Younger talent in particular
think it’s important that businesses have strong
corporate values. In addition to this, it ostensibly offers
a safe bet for career longevity compared to companies
that aren’t diversifying into green energies. I’ve spoken
with candidates that have named Orsted, the Danish
power company, as an organisation that they would
consider working for based on their green initiatives
alone.
The aptitudes sought after in this space include:
analysts, data scientists, and experience with artificial
intelligence (AI)/ ML efforts in physical or agricultural
trading. The ability to predict the supply and/or supply
chain issues of physical commodities is better forecast
by technical data scientists and AI/ML efforts, as
environmental changes will have to rely on predictive,
not descriptive, analytics.

All change for supply
chain sustainability

Generation Change:

Different industries are approaching the issue of
sustainability with varying initiatives—whether it’s
reducing plastic in packaging within consumer goods
and retail, or developing technology to increase efficiency
in the automotive industry—but what about more holistic
changes in the supply chain that affect functions across
a number of sectors?

When the Fridays for Future school strikes for the
climate started 18 months ago, the movement was not
only celebrated - encouraging awareness and gaining
a mass following - there was also harsh criticism of the
movement and the supporters. Their primary concern:
to take the statements of the world’s leading scientists
seriously and to immediately adapt our existing routine
to avoid climate change. This was not taken seriously at
the time, but was seen as a rebellion of the youth.

On the whole, companies are always looking to increase
the efficiency of their supply chain to mitigate risk,
reduce costs and drive innovation. So what does supply
chain sustainability mean for business? It means ethical
sourcing and sustainable procurement (i.e. letting
customers trace their products back to their origins)
with the ultimate aim of driving a positive impact. It also
creates a balancing act between a company’s financial
targets and it’s environmental responsibilities.
One company that’s taking steps to promote a more
sustainable supply chain is Nestlé, which recently
announced its collaboration with Open SC, a supply
chain food provenance blockchain founded through
a partnership between the WWF and the Boston
Consulting Group Digital Ventures. This will allow Nestlé
to track the origins of its products. Blockchain news
source, Ledger Insights, reports that this pilot will trace
the supply chain of New Zealand milk to factories
in the Middle East. It will move on to confirming palm
oil sustainability in Nestlé products. This can easily
be expanded to eventually cover all products.
This system allows customers to scan a QR code on
a product, instantly revealing all information about its
journey through the supply chain—confirming where the
raw materials originated from and how sustainable every
process up to the final product. The idea is that this will
show customers how ethical, environmentally friendly
and legally compliant goods are.

The impact of the new generation
on climate change and hiring

It’s not just transparency surrounding the sourcing of
raw materials that makes a supply chain sustainable.
In the manufacturing and production stages, companies
are moving towards a zero-emissions manufacturing
process, reducing things like water wastage and
developing data-driven technology that will make
processes more efficient.
There has been a lot of pressure on the packaging process
in particular, as customers are increasingly reticent
about purchasing plastics or materials that aren’t
environmentally friendly and recyclable. Until recycling
processes are improved and eco-friendly materials are
more affordable to use, this will be the supply chain’s
biggest challenge in achieving sustainability.
When it comes to logistics and transportation, technology
is facilitating more efficient processes, whether it’s reducing
distance travelled or emissions. Other ways that this step in
the supply chain can become even greener include ensuring
that transport vehicles are maintained and that waste of
transport, whether it’s oil or used tyres, can be recycled.
Finally, even after a product moves through the supply
chain, programmes and projects must exist to deter waste
from entering landfills, whether by encouraging donations,
recycling or buying back used items from customers.

Brad Knox
Chief Commercial Officer

The movement was directed at leading corporations.
The ongoing protests finally resulted in the business elite
recognising the role that they play in climate change,
and the consequences of their actions on a global scale.
The majority of the demonstrators for the movement
in Germany were from younger generations reported
to have come from academic backgrounds, holding at
least a high school diploma or studying for a degree,
according to the Heinrich Böll Foundation. Interestingly,
Yale University estimates that 73% of Millennials and
Generation Z are concerned about global warming. This
is also confirmed by a survey by Amnesty International,
which states that climate change is the most important
problem facing the world for these generations.
Larry Fink, Founder, Chairman and CEO of BlackRock,
issued a call to the industry earlier this year to confront
climate change, increasing the number of initiatives to
mitigate the company’s impact upon global warming.
The environmental problem is now considered a serious
economic threat - resulting in a number of companies
to reconsider and alter their current prioritised
objectives. The demand is supported by a study by
McKinsey, which predicts a loss of hundreds of millions
of lives and trillions of dollars in economic power as
a result of climate change. As such, the Business and
Sustainable Development Commission predicts the
growth of 380m jobs being created by 2030.

Companies should therefore not only ask themselves how
to win the Millennial and Gen-Z generations as consumers,
as they are set to represent the majority of consumers in
the future, but also how to win the intellectual capital of
this generation. The ecological footprint of a company
plays a major role in the decision of which company
a candidate chooses. Therefore, companies that are
committed to a sustainable and ethical approach with
regards to production and supply chains, and have an
agenda that aims to reduce the company’s impact on
climate change, will have a competitive advantage over
those that simply carry on as before.
Businesses that fail to adapt to this change will lack
the talent to survive in the market in the long term,
as barring change will no longer be defended on the
grounds of economic feasibility - as stated by the
McKinsey report. The mere intention or announcement
to operate more sustainably will not be enough to
attract this generation. Only those who are able to
demonstrate clear results and true desire to change will
be able to stand up to critical issues.
As a result, there has been a growing trend of companies
that are developing strategies along the production and
supply chains to limit the effects of climate change.
For instance, the consumer goods giant Unilever, has
committed to a range of sustainability initiatives - joining
the Carbon Pricing Leadership Coalition, the United
Nations Global Compact and the RE100, to name a few.
Other major companies such as Coca-Cola, IKEA and Nike
have also made 100% renewable energy commitments.
Additionally, PepsiCo has identified climate change as a
business risk in its Integrated Risk Management Framework.
A quote by Walter Fisch: “Do good and talk about it”,
underlines how important employer branding will be,
particularly across social media and targeting the
younger generations, in order to reach the relevant
target group. It is then up to the younger generations
- Generation Change - from demand to creation, to
ensure long-term success with their manpower.

Matias Figueiras
Business Director
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