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Welcome to Observe 18, the 
sustainability issue.
There has never been a global 
challenge quite like the climate 
emergency. It is predicted to 
affect every person on Earth.

We have already felt the effects,  
many of them dramatic, yet the  
evidence is that this is just a taster  
of things to come.

In response, we must accelerate the 
decarbonisation of the world economy 
on an unprecedented scale.

So, this sustainability issue of 
Observe magazine is arguably our most 
important one ever. Because business 
has a vital role to play in slowing the 
heating of the planet and adapting to 
the future climate. It will take the very 
best leaders working with extraordinary 
talent to ensure success.

In Observe 18, we consider not just 
the climate mountains to climb, but the 
solutions too; across sectors from food 
to shipping, infrastructure to fashion, 
mining to finance.

We explore how organisations – and 
the people who run them – can intensify 
their efforts to combat society-sized 
problems like the climate crisis.

We speak to someone who led the 
sustainability charge at one of the 
world’s largest consumer multinationals: 
Paul Polman, former CEO of Unilever.

We also explore the role of the  
Board on taking on a planet-friendly 
agenda. Where exactly does the  
green buck stop?

And we look at the place of the Chief 
Sustainability Officer in driving change.

Businesses have an extraordinary 
power to adapt, and often to lead the 
way, in finding solutions to big problems.

Observe 18, reflects that fact. That’s 
why I believe this Observe magazine is 
not just a good read, but a genuinely 
essential one!

Yan Vermeulen is a Partner in the 
Odgers Berndtson Singapore office  
and is Head of the Southeast Asia 
Industrial Practice

Observe
To read any of the 
great content featured 
in Observe over the 
past five years, go to 
odgersberndtson.com and 
click on the ‘Insights’ tab
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Stories from 
around the 
world that 
highlight some 
of the latest 
thinking on 
sustainability

BANKING

BACKING GREEN BONDS
Euromoney.com has just voted 
HSBC as the world’s best bank 
for sustainable finance, stating: “If 
there is one bank that realises the 
urgency of getting capital working 
for the planet, it is HSBC.” The 
bank dominates in green bonds 
and green loans. Among its deal 
highlights last year it had the 
inaugural Hong Kong sovereign 
$1 billion green bond, Ireland’s 
first green bond, the first green 
bond for protected agriculture in 
Mexico, the first green bond for a 
telecoms company (Telefonica) and 
the first green sukuk in the Middle 
East. The bank was also the sole 
lead manager on the World Bank’s 

€200 million blue bond – a debt 
instrument issued by governments, 
development banks or others to 
raise capital from impact investors 
to finance marine and ocean-
based projects that have positive 
environmental, economic and 
climate benefits.
euromoney.com

BOOKS

KLEIN ON FIRE 

As we go to press, a new book 
from Naomi Klein, On Fire, is 
about to be published. It gathers 
together for the first time more 
than a decade of her impassioned 
writing from the frontline of climate 
breakdown, and pairs it with new 
material on the staggeringly high 
stakes of what we choose to do 
next. Klein sees the climate crisis 
not only as a profound political 
challenge but also as a spiritual and 
imaginative one. Delving into topics 
ranging from the clash between 
ecological time and our culture 
of ‘perpetual now’, to rising white 
supremacy and fortressed borders 
as a form of ‘climate barbarism’, 
this is a rousing call to action for a 
planet on the brink.
[See more book reviews on pages 
32-33 of this issue]

The fight against single-use plastics 
is now a mainstream issue, but 
activists and environmental groups 
say disposable menstrual products 
are also a big part of the problem.

One brand, 
TOTM, is to 
be applauded 
for its eco 
products. Its tampons, pads and 
liners are all made with GOTS 
(Global Organic Textile Standard) 
certified organic cotton and contain 
no rayon, perfumes, gels or chlorine 
bleach. TOTM also uses sustainable 
packaging where possible, meaning 
its tampons come complete 
with biodegradable cardboard 
applicators while its pads are 
wrapped in biodegradable or 
compostable biofilm. Furthermore 
the packaging the products  
are shipped in is also 
environmentally friendly.
totm.com

TRANSPORT

PLANE TRUTHS
Pieter Elbers, President and CEO 
of Dutch national airline KLM, is 
taking its sustainability credential 
very seriously – even advocating 
that some passengers consider 
alternative forms of transport when 
it comes to short-haul flights. He 
says the firm is exploring a “whole 
range of initiatives” that could help 
it become more sustainable. Its 
Action Plan for air transport in the 
Netherlands sets a target of 35 per 
cent less Co2 by 2030 achieved 
partly by introducing sustainable 
fuel. KLM’s hub at Schiphol Airport 
is part of this overarching plan: 
terminals, offices, and ground 
operations will also be climate 
neutral. Schiphol already runs 
entirely on electricity generated by 
Dutch wind and is making efforts 
to increase energy efficiency (for 
instance, by using LED lighting) 
and limiting commuting. 
klm.com
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CONFERENCES

INVESTING IN THE FUTURE
The Nordic Chambers Business Forum annual event, 
to be held in London on 28 October, will focus on 
‘Investing in Sustainability’. Understanding mega 
trends is key to developing new business. That goes 
also for climate change and the wider Sustainable 
Development Goals where the Nordic countries are 
seen by many as leading. But looking ahead, what 
are the strategic opportunities in sustainability for 
companies across technology, services, finance etc. 
– and for investors in both advanced and emerging 
economies? This always-engaging conference will aim 
to find some answers.
[See our feature on ESG, pages 28-31 of this issue]
dkuk.org

RENEWABLES

IT’S ELEMENTAL

According to businessgreen.com the 
UK’s National Grid has teamed up 
with the Alan Turing Institute to use 
machine learning to more accurately 
predict generation levels from wind 
and solar technology.

National Grid is using artificial 
intelligence (AI) and machine learning 
to help predict how much energy the 
UK will reap from turbines and solar 
panels when the wind is blowing 
or the sun is shining. The new AI 
prediction models have improved solar 
forecasting by a third. The project is 
similar to the collaboration between 
Google and AI innovators Deep Mind, 
which is also using AI technologies 
to better predict energy output from 
wind farms. National Grid says that by 
2025 it aims to be able to operate a 
zero carbon electricity system.
nationalgrideso.com

FOOD

LET THEM EAT… INSECTS
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Jim Thompson, Head of Odgers 
Berndtson’s US Sustainability Practice
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As climate change 
continues to wreak havoc 
on global food production, 
some enlightened folk 
are looking to other forms 
of food that require far less 
land to feed us. One company, 
Micronutris, is the first French farm for  
edible insects for human consumption.

Mealworms and crickets are transformed into 
flavoured crackers, energy bars, chocolate and pasta 
packed with proteins, fibres and vitamins. During its 
lifetime one mealworm eats the grand total of half a 
shaving of carrot. What’s not to like?!
micronutris.com
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Jim Thompson on 
why organisations 
– and the people 
who run them – 
must intensify 
their efforts to 
combat society-
sized problems 
like climate change
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Corporate sustainability has three 
parallel mandates: to manage the 
impact of business decisions on 
the environment and society while 
improving the long-term viability 
of the business. Hoping to “meet 
the needs of the present without 
compromising the ability of future 
generations to meet their own needs”, 
the sustainable business movement 
was first embraced by a few altruistic 
individuals, then grew to have some 
marginal marketing or brand benefits, 
and now offers its practitioners 
measurable financial benefits.

Perhaps this is why the world’s 
largest and most influential companies 
have become increasingly vocal 
about their environmental and social 
commitments: they’re cutting their 
carbon footprints, they’re audibly 

focusing on operational waste 
reduction, they’re investing in new 
green technologies, and they’re using 
their clout to promote social agendas 
on both local and national scales—
all while maintaining their fiscal 
commitment to good governance. 
Microsoft, for example, carbon 
neutral since 2012, has pledged to 
reduce its total operational carbon 
emissions 75 per cent by 2030. And 
Apple, which powers all of its global 
facilities with 100 per cent renewable 
energy, is pushing its environmental 
commitments down its supply chain. 

On the social side, meanwhile, 
companies are investing huge 
amounts of time, money and energy 
in order to align themselves with 
their increasingly values-conscious 
customers. One of the best examples 
of this comes from the diamond 
industry, which has spent enormous 
sums implementing mine-to-
consumer blockchain technologies 
that can demonstrate to morally 
scrupulous consumers the authentic 
and nonviolent provenance of their 
gems. Why? Because a company’s 
environmental and social policies are 
now, more than ever before, closely 
informing the bottom-line. 

As sustainability initiatives shift 
from basic environmental compliance 
and corporate responsibility to 
core and remunerative aspects of 

doing business, the structure of the 
sustainability function is changing. 
Sustainability teams, which often 
used to be subsidiaries of marketing 
departments, are now becoming 
distinct departments of their own. 
Some companies are even elevating 
sustainability officers to the C-level, 
giving their Chief Sustainability 
Officers a direct reporting relationship 
to the CEO and board, a greater role 
in strategy development, and more 
latitude in governing the firm’s stance 
(both internally and externally) on 
sustainability.

Overview
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The good news
Despite the up-front costs, 
corporate sustainability actively 
benefits both the company and its 
various stakeholders (shareholders, 
employees, customers, local and 
global communities). As former New 
York City Mayor and sustainability 
advocate Michael Bloomberg put it 
when talking about cities: “Parks and 
trees make cities more beautiful, and 
they also suck carbon and soot out 
of the air. Energy efficiency reduces 
emissions while cleaning the air and 
saving money. Bike lanes and mass 
transit make it easier to get around 
town while also shrinking city carbon 
footprints.” And all of this helps “cities 
attract new residents and businesses”. 

Businesses, like cities, can now 
accrue significant financial and 

brand benefit by offering others the 
benefits of sustainability initiatives. 
Companies that institute rigorous 
corporate sustainability goals can 
(a) proclaim themselves as forward-
thinking and social-minded, which (b) 
makes people feel good about buying 
their products or services and (c) 
makes its employees feel like they’re 
accomplishing more than simply lining 
the company’s coffers, which (d) 
increases their engagement at work 

and their loyalty to the company, while 
(e) accomplishing the stated goal of 
offsetting the negative environmental 
costs of doing business. Between 
2005 and 2018, the world’s 100 most 
sustainable companies – as listed by 
Forbes – significantly outperformed 
their less green competitors. Top of 
the list in 2018 was Dassault Systemes, 
a French firm that designs engineering 
software that assists organisations in 
waste reduction.

I don’t want to understate how 
important this is – for the planet, for 
branding, for employee engagement, 
and for talent attraction. The younger 
third of the US workforce, for instance, 
is demonstrably values-driven. Despite 
widespread student debt, the rising 
cost of living, and the fact that they 
possess on average 40 per cent less 

than their parents 
did at their age, a 
significant majority 
of Americans under 
the age of 40 will still 
(a) leave a job for a 
lesser-paying one that 
more perfectly aligns 
with their values, 
and (b) pay more 
for a product that is 

environmentally sustainable.  
This is important because, in order 
to attract millennial customers 
and millennial talent, companies 
have to pursue the kinds of social 
and environmental initiatives that 
this generation cares about, which 
generally means doing real good for 
the environment and for the human 
stakeholders (both in the US and 
abroad) who are affected by the act 
of doing business.

the good news
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The bad news
The bad news is that our current 
sustainability efforts fall far short of the 
systemic environmental changes now 
required of us. 

Even while companies like Toyota, 
Apple, Microsoft, Neste, Merck, Delta 
Air Lines, Shinhan Financial Group, 
and thousands of others take what 
seem like drastic environmental steps, 
atmospheric C02 levels continue 
their meteoric rise. The numbers are 
truly terrifying. In 2013 atmospheric 
CO2 levels punched above 400 parts 
per million for the first time in three 
million years. In 2019 we hit 413 ppm. 
To put this in perspective, back in 
1970 atmospheric CO2 was at 323 
ppm; and from the last ice age to the 
mid 18th century, when large scale 
industrialisation kicked off, C02 levels 
remained more or less flat-lined around 
280 ppm. If still more drastic measures 
are not taken – by companies, by 
nations and by consumers – global 
temperatures are expected to increase 
by some three degrees Fahrenheit by 
2050 and seven degrees by 2100, a 
process which will radically transform 
the world as we know it. 

But how can companies take more 
active measures? The corporate 
world has never yet faced a problem 
on the scale of climate change and 
the corporate model seems poorly 
suited to finding a solution. The costs 
of inaction are at once difficult to 
measure or predict and will be doled 
out with relative equanimity across the 
corporate spectrum; and so, though 
there are competitive advantages to 
be gained by engaging in operational 
greening initiatives, there is little 
obvious advantage to taking more 
severe measures — nor is it clear how 
such measures might align with that 
third pillar of corporate sustainability 
and responsibility: economics (i.e. 

profits for shareholders). 
Given the fact that corporations, like 

their human leaders, are programmed 
to focus their energies on tangible 
short- and middle-range goals rather 
than vague shapes in the far distance, 
how should – indeed, how can –
businesses take the next step to act on 
what the numbers seem to require?

I do not, of course, have all of the 
answers; but I have hopes. I hope 
that corporate boards, tasked with 
overseeing their organisations’ medium 
and long term viability, can intensify 
their efforts to combat society-sized 
problems like climate change. I hope 
that those companies with board-level 
sustainability expertise, board-led 
committees devoted to sustainability 
and corporate responsibility, and 
actively enabled Chief Sustainability 
Officers will serve as examples 
for others. I hope that executives, 
consumers, and employees will 
continue to act on their values, putting 
competitive pressure on businesses 
to increase their environmental and 
social commitments and therefore 
generating market-based solutions to 
climate change. I hope that businesses 
will find it in their interest to pressure 
governments around the world to 
implement sweeping environmental 
policies – to do, in other words, what 
the international business community 
has done quite successfully with issues 
like equality, civil rights, voting rights, 
poverty, and ozone depletion over the 
last century. 

Lastly, I hope that by taking 
a leadership role in addressing 
environmental demands, businesses 
around the world can help restore 
some of the public’s faith in corporate 
values, reigniting the old notion that 
businesses are agents of progress and 
vessels of societal good, not simply 
manufacturers of undispersed profit. ■

the bad news

Jim Thompson is Head 
of Odgers Berndtson’s 
US Sustainability 
Practice
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Is your board really playing its part in helping tackle 
some of the environmental and climate problems 
we now face? If not, then it’s time to act – now!
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Last year Deloitte published a report titled: 
Sustainability and the board: What do 
directors need to know in 2018? One of 
its central arguments was this: “Although 
it might not be the first boardroom 

topic you think of, sustainability is now central 
to corporate competitiveness and a company’s 
continued ability to operate. Traditionally 
encompassing topics as varied as environmental 
disasters, labor relations, safety incidents, or 
scandals, sustainability affects all sectors and 
challenges even the most progressive companies 
and the most thoughtful directors.”

Deloitte envisaged sustainability securing more 
time at and in between board meetings, in part 
because there is “no single, standardized approach 
to incorporating ESG [Environmental, Social 
and Governance] into boardroom discussions 
on business strategy and risk. The stakes are 
high, and directors need to act now to recognize 
sustainability as a fundamental element of their 
stewardship and fiduciary role”. 

Fundamental indeed. If we cannot rely on boards 
to play their part in resolving some of the burning 
(literal and metaphorical) environmental issues, 
then things are indeed bleak.  
 
Board responsibility 
Boards that neglect – or are simply ignorant 
of – the clear benefits of deploying a strong 
sustainability programme, Deloitte’s report went 
on, “do so at their own peril. There is a growing 
body of evidence indicating that sustainability 
factors influence financial returns and present an 
opportunity to drive long-term value.”

We discuss elsewhere in this issue the financial 
and investment upside of an active sustainability 
programme but here the focus is on what one 
might call board behaviour.

Kit Bingham, Partner in the Board Practice 
at Odgers Berndtson in London and Head of 
the Chair & Non-Executive Director Practice, is 
unequivocal: “The role of the board of directors 
has been described as ‘creating tomorrow’s 
company out of today’s’. It follows that boards are 
responsible for considering and scenario-planning 

the long term strategic threats and opportunities 
facing the business, to ensure a company continues 
to evolve and remains adaptable for changing 
times.” Critically, Bingham adds: “Sustainability 
and a response to climate change are central to a 
company’s long-term survival and success, making 
it a vital topic for boards. In the past, many boards 
and companies adopted cheap and easy fixes – a 
generous donation to a relevant charity, or a glossy 
brochure. Today, that is insufficient.”

The pivot to purpose
For Vancouver-based Coro Strandberg, an expert 
on sustainability leadership and transformational 
business practices and relationships, the 
insufficiency to which Bingham refers is part 
of a much wider and more fundamental board 
discussion. Says Strandberg: “In the future we will 
move towards redefining ‘what is the purpose 
of the corporation?’; which is a question of key 
concern for any board.” Strandberg calls it the ‘apex 
question’ that must be answered by shareholders, 
owners and management alike. “I call it ‘the pivot to 
purpose’,” she adds. “I wouldn’t start by saying ‘now 
you’re on the board what about sustainability?’. 
I would say you’re on this board and what’s the 
purpose of the company and how does the board 
have oversight of the company’s purpose?” 

And that, says Strandberg, means a call to 
action for boards to “get a humanitarian or societal 
purpose”, one that even goes beyond profits and 
shareholder returns and having good customer 
relations - although it shouldn’t, of course, abandon 
these crucial areas. This overarching fundamental 
approach to what a company is, and what it stands 
for, has been brought into sharp relief by the crises 
we all now face. The role board directors must play 
in this unfolding drama cannot be overstated.

Tony Gaffney, Managing Partner, Board and CEO 
Services at Odgers Berndtson in Canada, echoes 
this sentiment: “Boards have a duty to consider 
how their company and its sustainability measures 
up against emerging ESG standards and to ensure 
that their business plan ensures adherence to 
those standards. Sustainability considerations vary 
across industry sectors. However, it is essential that 

Boardroom
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companies consider sustainability from 
all perspectives including those of their 
customers, investors, employees and 
other stakeholders.”

There are rising societal expectations, 
believes Strandberg, with all 
stakeholders looking for businesses 
to play more of a role in society. It can 
mean the board should revisit the very 
essence of the company – why does the 
company exist?  Which in turn is linked 
to a general public decline in trust (of 
governments, organisations, companies 
and so on); investors calling for more, 
consumers braying for action. 

For Strandberg and Bingham the 
avoidance of tokenism is key. Strandberg 
believes that being a director on a 
board where you are, perhaps, the 
sole sustainability expert is simply not 
good enough. “It’s not about having 
one person on a board! You get labeled 
as ‘that sustainability person’! I have a 
solution for tokenism: board education 
on the relevant sustainability topics 
material to your company. Plus, you 
need to have a very skilled Chair and 
other directors who are exposed to and 
readily accept diversity of thought.”  

Boardroom action
It is encouraging to note that some 
boards really have upped their game. 
For example, take Finnish energy 
company Neste, one of the top three 
companies on the Corporate Knights 
2019 Global 100 list of the Most 
Sustainable Corporations in the world. 

Neste, which posted revenues of EUR 
13.2 billion in 2017, is also the number 
one ranked energy company in the world 
thanks to its industry-leading exposure 
to clean revenues, top quintile resource 
productivity for energy, carbon, water, 
NOx and particulate matter combined 
with excellent innovation capacity, and 
gender diversity on its board.

Talking to Observe, Neste’s Chair Matti 
Kähkönen declared: “Sustainability is at 
the core of Neste’s business model and 
an integral part of Neste’s strategy that 
the board approves. 

“As the company’s business is focused 
on providing renewable and circular 
solutions to combat climate change, 

the indicators related to the company’s 
overall climate impact, for example its 
carbon handprint, are regularly reported 
and reviewed also at the board level. 
The board has annual discussions 
on business-related operational 
sustainability matters. The sustainability 
function is organised directly under 
Neste’s CEO which also ensures the 
visibility of sustainability issues to  
the board.” 

Maintaining focus 
Kähkönen expresses an important 
sentiment that other boards would do 
well to follow: “Translating sustainability 
targets into operational targets is a very 
company-specific issue. Our experience 
is that a proper materiality analysis 
is necessary. Neste’s overall business 
performance is closely linked to the 
company’s sustainability targets.”

In Africa, Lauren van Halderen, 
Joint Managing Director of Odgers 
Berndtson’s Sub-Saharan Africa 
business, believes that boards and 
leadership teams in her region must 
similarly “maintain an ongoing focus 
on balancing competing stakeholder 
interests to ensure sustainable growth of 
the organisations they steward”.

Valli Moosa, a South African politician, 
Chairperson of the WWF South Africa 
Board and Independent Non-Executive 
Chairman at AngloAmerican Platinum, 
told Observe that: “Business existence 
is characterised by rapidly evolving 
customer needs, shifting regulatory and 
investor requirements and escalating 
environmental concerns.

“In one organisations where I 
chair the Sustainability Committee, 
we are responding to a variety of 
trends including artificial intelligence, 
transparent supply chains, demographic 
shifts, ethical fashion, resource scarcity, 
anti-plastic sentiment and climate 
change. While these trends represent 
risks, they are also opportunities 
to which we need to respond with 
determination and commitment.”

Van Halderen adds that businesses 
in her region “need to find new, 
innovative ways to achieve sustainable 
value creation, growth, greater social 

odgersberndtson.com

Kit Bingham, Odgers 
Berndtson, London:
“Sustainability and a 
response to climate 
change are central 
to a company’s long-
term survival and 
success...”
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“Neste’s overall 
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performance is 
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targets.”
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equity, promoting a sustainable, 
thriving planet to provide solutions 
for future generations. Stakeholders 
should support the development of 
commercially and environmentally 
sustainable solutions for the company as 
well as enhancing sustainable long-term 
shareholder returns.”

Still, as Strandberg rightly points 
out, educating board directors to know 
how to change things in favour of 
greater sustainability must come from 
actively wanting to do it. “Boards have 
professional development objectives 
for their directors and every year the 
governance committee is responsible for 
making sure that there is a programme 
of education to equip boards with the 
knowledge that they need. But it’s not 
happening as rapidly as I would like.

“Well-governed boards have an annual 
evaluation of the board’s performance. 
You should have questions in there 
on how knowledgeable the board is 
on sustainability matters. If directors 
rank themselves low it’s then for the 
governance committee to decide what 
kind of education is needed. Not just the 
board overall but also its committees.”

Boardroom action 
Boards unsure of how to accelerate 
their sustainability programme would do 
well to take note of Neste’s approach. 
As Kähkönen states: “The company is 
developing its portfolio of renewable 
and circular solutions to reduce 
global dependence on fossil oil and 
to contribute to improving recycling 
of plastic waste in society. Neste is 
committed to progressing towards 
reaching its corporate-wide climate 
targets, while supply chain management 
remains high on the agenda.”

Adds Kähkönen: “Neste is 
committed to transparency in our 
operations and performance. We 
communicate promptly, consistently 
and accurately, and provide a sufficient 
level of information to ensure that all 
stakeholders can form a true and fair 
view of Neste and its current and future 
operations simultaneously and equally.” 

Every day that goes past without 
a coherent and implementable 
sustainability strategy is a day lost 
to the inexorable rise of climate and 
environmental change. It’s time for 
boards to act now! ■

❝...You need to have a 
very skilled Chair and 
other directors who are 
exposed to and readily 
accept diversity of 
thought

❞Coro Strandberg, 
Vancouver-based 
sustainability 
leadership expert

Valli Moosa, 
Chairperson of 
the WWF South 
Africa Board and 
Independent Non-
Executive Chairman 
at AngloAmerican 
Platinum:
“We are responding 
to a variety of 
trends including 
artificial intelligence, 
transparent supply 
chains, demographic 
shifts, ethical 
fashion, resource 
scarcity, anti-plastic 
sentiment and 
climate change. 
While these trends 
represent risks, 
they are also 
opportunities to 
which we need to 
respond...”
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Food
We are what we eat. Food is currently the largest 
reason for the energy imbalance on earth. The 
statistics are terrifying – yet there is cause for hope

Sector focus

Four (of many) 
reasons for hope:

1 Emerging 
technologies, 
incorporating 

data and AI, as well 
as artificial ‘meats’ 
are at an early stage, 
offering visions of 
‘vertical’ urban farms, 
soil-less growing, 
and replacement of 
intensive meat raising. 
The question is: can 
these scale quickly to 
make a global impact?

2 High-Pressure 
Processing could 
extend the shelf 

life of food by 10 
times. The technique 
effectively inactivates 
micro-organisms to 
guarantee food safety. 
This combination of 
high pressure and 
low-temperature 
environment safely 
maintains the taste, 
food, appearance, 
texture and nutritional 
value of food.

3 Kickstarter 
companies 
like Exo are 

hoping to make 
insect protein bars 
commonplace in 
our diets. Insect 
protein tends to 
contain about 60 per 
cent protein, is packed 
with vitamin B12 and 
has more calcium 
than milk.

4 Lab-grown 
meat, otherwise 
known as in 

vitro animals or ‘clean 
meat’ could be on 
sale very soon. It 
could also make meat 
production a new 
form of sustainable 
engineering.

@odgersberndtson
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It’s the single largest source of greenhouse 
gases, with 31 per cent attributable to food 
and its associated distribution chain. Food 
is also the single largest consumer of fresh 
water, the largest user of land and the single 
largest cause of biodiversity loss and soil 
nutrient depletion.

But just as the current food system is  
draining the earth of resources at an 
unsustainable rate and driving climate 
warming, it will have to cope with the 
challenges of the coming climate.

For example, globally, grains account for 
about 40 per cent of the human diet. Add 
soybeans and corn, and you’re up to two-
thirds of all human calories. 

The UN estimates we will need nearly twice 
as much food like that in 2050 as today. But, 
just as we need to grow more grains and 
other related foodstuffs, for every degree of 
warming yields decline by a startling 10 per 
cent. So we need to produce food in more 

resilient, sustainable and efficient ways. This 
means reducing emissions and pollution, 
minimising waste and improving our soil.

Drought could also be a more fundamental 
problem for food producers. At two degrees 
of warming, a highly likely scenario given the 
current rate of carbon emissions, droughts 
will decimate the Mediterranean and much 
of India. At three degrees, Central America, 
Pakistan, western US, and Australia will be 
almost permanently drought-stricken.

Turning to the oceans, the source of fully one 
fifth of all animal protein we eat, acidification, 
warming, oxygen starvation and pollution have 
undermined this source of food. Many have 
described a mass extinction of species. Off 
Australia, for example, fish populations have 
plummeted by 32 per cent in just a decade.

Can we face this challenge to our most 
fundamental daily need? Is there such a thing 
as a sustainable food system? We have less 
than a decade to act, and find out.



Fashion and sustainability does not 
on the face of it seem a natural fit. 
By its very nature, fashion demands 

that we constantly engage with the 
new, encouraged to make multiple 
purchases through a throwaway culture 
often founded on low prices and quick 
delivery or through the psychological 
obsolescence of this season’s ‘must 
have’ item. 

To put it in context, global clothing 
production doubled between 2000 and 
2014. In five large developing countries 
– Brazil, China, India, Mexico and Russia 
– apparel sales grew eight times faster 
than in Canada, Germany, the UK and 
the US. 

Slowly, however, the world of 
fashion is changing and consumers 

are looking for more from the 
brands they engage with, 
aspiring to buy from companies 
that can help them make a 
meaningful difference. 

In a 2018 survey carried 
out on behalf of sustainability 

consultancy and creative agency 
Futerra, 88 per cent of UK and US 

consumers said they wanted brands 
to help them be more environmentally 
friendly and ethical in their daily lives. 

In a June 2019 survey for the fashion 
industry bible, Drapers, 91 per cent of 
brands and retailers reported that their 
customers were showing a growing 
interest in environmental issues, while 
just 42 per cent said they themselves 
offered a sustainable product range. 

When asked about the barriers to 
sustainability, 34 per cent said lack of 
the required knowledge and skills within 

the business was an issue. Together, 
these findings indicate that it has 
never been more important for fashion 
brands to have a credible, workable 
sustainability policy. This requires a 
robust leadership team that understands 
that sustainability issues impact every 
area of a business, from ensuring ethical 
production methods and minimising 
plastic use through to auditing every link 
in the supply chain to ensure the most is 
made from the least. 

Catherine Broome, who leads 
executive search assignments within 
Odgers Berndtson’s global consumer 
practice in London, specialising in 
senior and C-suite mandates within the 
Fashion and Luxury industries, believes 
the drive for sustainability must come 
from the top. She says: “The two 
key traits to look for when choosing 
someone to head up a brand’s 
sustainability team are courage and 
vision. Vision usually comes first from 
a top leadership perspective. When 
you are looking for someone to lead 
that change through an organisation, 
courage is so important. 

“There will need to be initiatives and 
actions that don’t make immediate 
sense in terms of revenue. It’s not just 
fashion – in any business where you 
propose something to reduce profits 
it’s counterintuitive, so that’s where 
courage comes in really strongly.”

Amy Powney, Creative Director 
of London-based contemporary 
womenswear brand Mother of 
Pearl, is an advocate of leading 
from the top. She has said: 
“There’s no handbook on how to 

Fashion
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Amy 
Powney, 
Mother of 
Pearl

Catherine 
Broome, 
Odgers 
Berndtson



LAURA JAMES on the steps fashion brands 
are taking to improve their sustainability 

credentials in response to growing 
consumer demand
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make a brand sustainable, but I wanted 
to know from start to finish where our 
product was grown or derived, who was 
making it and the social impacts along 
the way. I’ve journeyed to find the best 
factories, suppliers and farmers who 
care about the planet and its inhabitants 
as much as we do.” 

In April 2019 Odgers Berndtson 
staged a roundtable event to discuss 
sustainability and its impact. It invited 
senior figures representing leading 
brands, retailers, e-tailers and global 
platforms within fashion and luxury. A key 
finding was the importance of a selective 
approach over, for example, a strategy 
that tries to cover off too many topics.

Companies do well when they 
demonstrably stand for something 
selective in sustainability, such as a 
commitment to eliminating plastic, 
boycotting animal products, using organic 
cotton or reducing synthetic materials. 
Conversely, firms that try to cover too 
many bases, risk not standing for any. 

This clarity of vision works well for 
brands such as Stella McCartney, 
whose products are all vegan, meaning 
consumers can be certain that not only 
are there no skins, fur, angora or feathers 
in the collection, but also that the glues 
used in bags and shoes are not derived 
from animal origins and none of the 
brand’s cosmetics have been tested  
on animals.

Another example is Toms, the 
California-based ethical shoe brand, 
which has given away 60 million pairs of 
shoes to children through humanitarian 
organisations while ensuring much of its 
range is vegan. 

Eileen Fisher’s Waste No More 
programme is equally clear: consumers 
can bring back items from the brand’s 
range they no longer wear and get 
vouchers in return. The clothing is 
then cleaned and resold through the 
company’s Renew programme. 

French luxury conglemorate LVMH 
– which brings together brands such 
Fendi, Dior and Givenchy – has 
entered into a five-year partnership 
with UNESCO to safeguard biodiversity 
across the planet. Board member 
Antoine Arnault said of the initiative: 
“This partnership marks a significant 
step forward along the path on which 
the LVMH group has already embarked 
to safeguard biodiversity. We are 
delighted to have this opportunity to 
work closely with UNESCO on these 
essential issues.”

It is often, however, smaller brands 
with hands-on founders which lead 
the way when it comes to end-to-
end sustainability – ensuring ethical 
decision-making from source to shelf. 
A desire to create products that have 
minimal impact on the 
environment is often 
one of the key reasons 
these brands were 
launched. 

French company 

Vegan 
clothing 
from Stella 
McCartney

Eileen 
Fisher’s 
Waste 
No More: 
recycling 
clothing

Veja 
sneakers
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Veja’s sneakers are designed in France 
and made in Brazil from recycled plastic 
bottles, organic cotton and natural 
rubber. Founders Sébastien Kopp and 
François-Ghislain Morillion worked in 
investment banks for a short while  
after graduating college before 
starting an NGO which audited French 
companies’ supply chains, looking 
primarily at environmental and socio-
economic issues. 

Based on what they saw, then 
they launched Veja and the brand 
has become massively on-trend, 
synonymous with sustainable fashion 
and incredibly successful, which is 
doubly impressive as the brand has 
never advertised. Speaking to the 
fashion website Make it Last, Kopp 
said: “Veja’s secret to transparency 
and sustainability is to go into the field 
– to know what we’re talking about. 
Sustainability is not a Powerpoint, it is 
more the mud of the Amazonian forest, 
understanding the problems of reality.”

Catherine Broome believes larger 
brands have much to learn from the 
likes of Veja. “Smaller brands,” she says, 
“definitely have the agility to react more 
quickly to hot topics or areas of concern. 
Larger brands are not structured in that 
way and so are slower to react. 

“The key is direct communication with 
consumers. Often, very small brands will 
say, ‘we’ve noticed this and this is what 
we are doing about it’. Larger brands 
will be slower to process changes in 
consumer feeling, in world events, in 
hot topics. What they can learn from 
smaller brands is that direct and honest 

communication 
with the consumer 
is key.”

But even within 
fast fashion things 
are gradually 
changing. 

Spanish company Zara, the largest 
fast fashion retailer in the world, 
produces 450 million garments and 
20,000 new designs every year. 
However, the company recently pledged 
that all its cotton, linen and polyester 
will be organic, sustainable or recycled 
by 2025. 

Marta Ortega – daughter of Amancio 
Ortega, founder of Zara’s parent 
company Inditex, and a member of 
the Zara women’s design team –  said: 
“It’s something that we all feel really 
passionately about as individuals, as well 
as in a work capacity. [We are] always 
looking for ways in which we can do 
better: working on new technologies, 
new ways to work with recycled 
materials, and helping create new 
fabrics that our designers, as well as 
others in the industry, can work with 
in the future. It’s the right thing to do. 
It’s an approach that we’re absolutely 
committed to.”

UK brand Toast does things 
differently in an effort to counter 
the throwaway culture, encouraging 
sustained long-term use of pieces 
from its clothing range. It even runs 
regular mending workshops for 
customers keen to avoid making 
further unnecessary purchases. 

With consumers increasingly 
demanding more sustainable clothing 
within a greener supply chain, getting 
the leadership structure working well 
will be vital to future business success. 
Governments, consumers and brands 
themselves are increasingly demanding 
that fashion takes a firmer stance on 
environmental issues and responsible 
sustainability policies look set to become 
a key driver to staying on-trend.  

Catherine Broome believes the 
structure of sustainability teams will 
be key to making these changes. She 
says: “All teams are made of three key 
elements and the leadership of that 
team needs to be visionary. 

“They have to be a very resilient 
diplomat, who can create buy-in 
and have enough gravitas to enforce 
strategies. Underneath that you need a 
strategist, who can work out how the 
implementation is possible in line with 
the current organisation or, if changes 
need to be made, how that will be 
possible and what impact it will have on 
the rest of the company. 

“Then, at the grass roots level of the 
team, you need innovators who need to 
be protected so as to allow them to be 
as creative as possible.” ■

Toast 
encourages 
long-term 
clothing use 
by running 
mending 
workshops
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2in3
extreme weather 

events in the last 20 
years were influenced 

by humans 
[SOURCE: CARBON BRIEF]

A swath of 
rainforest the size of 
40 football 
[soccer] fields 
disappears each minute 
[SOURCE: RAINFOREST-ALLIANCE.ORG]

Nearly 

90% 
of China’s population 
is exposed to triple 

the safe limit of 
particle matter in the 

air they breathe 
[SOURCE: IG.FT.COM]

One washload of polyester clothes 
can release 700,000 microplastic 
fibres into the environment. It 
is estimated that half a million 
tonnes of these microfibres end 
up in our oceans each year 
[SOURCE: THEGUARDIAN.COM]

Since 1950 humans have 
created approximately 
6,300,000,000 
metric tons 
of plastic waste of which 
only 9% has been recycled
[SOURCE: VISUALCAPITALIST.COM]

If concrete was a nation it would be the 
third-largest emitter of carbon in the world 
[SOURCE: BBC.CO.UK]

¼of the plant 
and animal species 
assessed in a recent 
UN-backed report face 
extinction, many within 
decades, unless urgent 
action is taken 
[SOURCE: DW.COM]

((

((((

By 2060, the cost of inaction on 
climate change is predicted to reach 

$44 trillion, 
with the highest anticipated GDP 
losses in the Middle-East, Northern, 
and Sub-Saharan Africa, and South 
and Southeast Asia 
[SOURCE: OECD & CITIGPS]

The average number 
of people exposed 
to HEATWAVES 
has increased by 
approximately 

125 million 
since the beginning of  
the century
[SOURCE: UN NEWS]

10 facts to ALARM you
Every round-trip plane 
ticket from NY to LDN 

costs the Arctic 

3m2
 

of ice
[SOURCE: SCIENCE. 
SCIENCEMAG.ORG]
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10 facts to INSPIRE you

2018 saw the largest 
annual increase in 
global renewable 
generation capacity 
ever, with new solar 
photovoltaic capacity 
outstripping additions 
in coal, natural gas 
and nuclear power 
combined
[SOURCE: THECONVERSATION.COM]

 French tyre maker Michelin has 
announced that it will be replacing its tyre’s 

oil-based ingredients with wood chips instead. 
The first tyre is expected to be unveiled in 2020 

[SOURCE: GOODNEWSNETWORK.ORG]

A United Nations 
report says the ozone, 
including the gaping 
hole over Antarctica, 
will be fully healed by 
the 2060s 
[SOURCE: PBS.ORG]

People across 
Europe demanded 
action to save bees. 
As a result, last year 
the EU banned 
three bee-harming 
pesticides from 
being used outdoors

In October 2018, 
businessman, 
philanthropist and 
conservationist 
Hansjörg Wyss 
announced that he 
would donate 

$1 billion 
of his fortune over the 
next decade to “help 
accelerate land and 
ocean conservation 
efforts around the 
world, with the goal of 
protecting 30% of the 
planet’s surface by 
2030”

On January 18, 2019, the 
European Union voted on  
and confirmed an agreement 
to introduce restrictions on the 
use of single-use plastics like 
cutlery, plates and straws.  
The new regulation could 
potential save the EU

$24.9 billion 
in environmental damage 
by 2030

According to the 
advocacy group E2, 
clean energy jobs 
in 18 major US cities 
considerably outnumber 
jobs in the fossil fuels 
sector 
[SOURCE: ONETREEPLANTED.ORG]

A German 20-year-old has spent 
just over a decade orchestrating 
hundreds of youth-led initiatives 
to plant trees around the world. 
Since he launched his initiative 
as a nine-year-old, he has 
helped to plant over one million 
trees – and with his new United 
Nations position as leader of its 
Billion Tree Programme he and 
his organisation will be planting 

one trillion more trees
[SOURCE: GOODNEWSNETWORK.ORG]

Last year, the world’s second  
largest coral reef, the Belize  
Barrier Reef Reserve System was 
removed from the UNESCO World 
Heritage Center list of World  
Heritage in Danger after years  
of conservational efforts
[SOURCE: WHC.UNESCO.ORG]

Last year, Portugal generated 
enough renewable energy to 
power the whole country for the 
entirety of March. The national grid 
operator said that Portugal’s average 
renewable generation exceeded 103% 
consumption, which beat its previous 
record of 99.2% in 2014. This is the 
most amount of renewable energy  
that the European country has 
generated in 40 years
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Paul Polman

Paul Polman, former CEO of Unilever, 
talks to Observe about his lifelong 

commitment to sustainability and his 
plans for his new venture IMAGINE



Observe: You spent more than 
10 years as CEO of Unilever 
pushing the boundaries of 
sustainable business. Looking 
back what do you consider 
to be your most significant 
achievements?
PAUL POLMAN : There are 
two things that come to mind. 
Firstly, driving a long-term, 
multi stakeholder model is 
ultimately good for shareholders. 
During my time at Unilever we 
demonstrated this with a 300 
per cent shareholder return over 
10 years and consistent top and 
bottom-line growth. This helped 
to showcase the attractiveness 
of our model and hopefully 
encouraged others to change as 
well; It’s about value and values.

And secondly, it’s clear that 
the development agenda is an 
increasingly attractive business 
proposition. In fact, it’s probably 
the biggest opportunity we 
have globally, and badly needed 
if we want to live within our 
planetary boundaries now and 
for generations to come. 

Indeed, companies that 
want to be around long-term 
must have a positive impact on 
society and the planet. Being 
less negative simply isn’t good 
enough anymore. That’s why 
we developed the ‘Unilever 
Sustainable Living Plan’, so that 
the company could continue to 
play its part in helping to solve 
the challenges the world faces. 
It was a determined effort to 
decouple the company’s growth 
from its environmental footprint 
and help improve society’s 
wellbeing. A concerted effort 
to use its size and scale to drive 
transformational change. 

And we made great strides. 
In helping to improve the 
health and well-being of over 
650 million people; reducing 
Unilever’s environmental 
footprint throughout the 
value chain; and in enhancing 

livelihoods for millions of people.
Crucially, this work was 

strongly aligned with the U.N. 
Sustainable Development Goals, 
in a bold effort to maximise  
our impact.

Observe: What can other 
organisations – both large and 
small – learn from the Unilever 
approach and who, in your 
opinion, is doing the most 
dynamic work on sustainability 
right now (other than Unilever  
of course)?
PP: The most important lesson is 
that being a responsible business 
is actually good for business. 

In fact, I believe a multi-
stakeholder model is the only 
model that will work long-term. 
The only model that people  
will accept.

Society is no longer willing to 
tolerate the idea that businesses 
are somehow run in the interests 
of shareholders, or a small group 
of billionaires.

Businesses thrive when they 
protect our natural and human 
capital, equal to financial capital, 
and serve all their stakeholders: 
citizens, employees, suppliers, 
partners and those who make up 
the extended value chain. When 
you make your business relevant 
to the needs of the communities 
and societies you serve, then 
everyone benefits, including 
shareholders.

Fortunately, we are seeing 
more and more great companies 
stepping up. A good example 
is Patagonia Inc, an activist 
company that has a deep 
heritage of giving back and an 
ingrained culture of working to 
protect the environment. Yvon 
Chouinard, founder and owner 
of Patagonia Inc, deserves huge 
credit for his leadership.

Observe: If you were joining 
Unilever today – or another 
organisation of similar scale – 

what would be your immediate 
sustainability priorities for the 
initial two-year period?
PP: I think the key consideration 
for any business is to calibrate 
where you can make the biggest 
impact, which naturally will vary 
according to your sector and 
operational footprint.

Every company can leverage 
their supply chain, partners and 
customers to mobilise action that 
delivers positive change at scale, 
whether it be more sustainable 
practices, enforcing human rights 
or helping to tackle corruption. 

However, I passionately 
believe that the most burning 
issue we all need to focus on 
is climate change. If we do not 
make tangible progress on this 
issue, then I’m afraid the future 
of civilisation and much of the 
natural world is at risk. We are 
truly facing an existential crisis 
the likes of which the world has 
never seen before. We must 
ensure that we collectively stay 
below 1.5 degrees warming, 
which requires us to be net  
zero by 2050 according to  
the science.

We also need to make sure  
our growth is more equitable, 
and this requires us to establish 
a new social contract, which 
ensures we leave no one behind. 
Society and our economies can 
be much more successful if we 
promote far greater diversity  
and inclusivity.   

In the absence of fully 
functioning political systems, 
I also believe the private 
sector needs to step up, both 
individually and collectively. Bold 
and courageous business leaders 
must work together in deep and 
purposeful partnership to move 
at scale and speed, so we can 
reach the tipping points needed.

Observe: Your new venture, 
IMAGINE, plans to work with 
companies to press ahead S
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The world today is changing at a rapid 
pace, bringing new challenges and 
opportunities. Trained as a scientist 
and now an entrepreneur, I enjoy 
leading the transformation at the 
intersection between science and 
commerce because I believe with 
the right knowledge, lives can be 
transformed for the better. 

Reshmi Rajendran
Entrepreneur, Classical Dancer, 
Mother of Two, PhD in Physics
INSEAD Executive MBA 2016
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for greater sustainability. You 
also say that you will invest an 
unspecified amount of your 
own funds in the project. Do 
you not think that it is the role 
of government and business to 
fund these urgent programmes 
rather than leaving it to 
individuals?
PP: Given the scale of the 
challenges we face – climate 
change, plastics in our seas, 
deforestation, the extinction 
crisis and gross inequality – it’s 
evident that everyone must play 
their part, however big or small.

Private sector leaders have 
a key role to play. That’s where 
IMAGINE will focus its time and 
efforts. We will work with leading 
companies in key sectors and 
help develop and leverage heroic 
CEOs that have the ability to 
drive lasting change, not only 
within their own companies, but 
also – and more importantly – 
as an ambitious group that can 
harness their cooperation for 
maximum impact. It’s up to us – 
the “courageous collective” – to 
make a real difference.

I believe this will also in turn 
encourage braver political 
leadership – which is desperately 
needed – and more ambitious 
public policy. We need to create 
a self-reinforcing “ambition-loop” 
between the private and public 
sectors, which drives deliverable, 
impactful solutions.

Observe: In a recent interview 
you said: “We are carbon 
junkies, exceeding many 
planetary boundaries and using 
resources well beyond the 
capabilities of this planet to 
recover.” Do you despair about 
the future or do you still believe 
that we can overcome the 
perilous position we are in? 
PP: I think we need to be realistic 
about the challenges. We’ve done 
untold damage to our planet and 
we are in a fight against the clock 

to alter our trajectory.
I am however optimistic 

that we can be successful, as 
we already have the means 
to realise the U.N. Sustainable 
Development Goals, de-
carbonise our economies and 
drive transformational change. 

We know what we need to do 
and have the tools to do it. This 
includes driving greater energy 
efficiency and use of renewables; 
more sustainable food systems; 
smarter infrastructure and 
city planning; better use of 

technologies; deployment of 
circular models of growth; and 
moving financial markets to the 
long-term.

We now need to gather our 
collective willpower, so we can 
simultaneously achieve strong 
economic growth, rapid progress 
towards net zero emissions and 
greater social inclusion.

Observe: You say that you 
regard the private sector as the 
“main engine for change.” What 
evidence can you provide to 
support this belief? 
PP: The private sector has the 
expertise, creativity, innovation 
and talent to deliver positive 
change. It accounts for the 
biggest share of GDP globally 
and has the financial resources to 
reach the tipping points needed. 
In fact, we won’t get there 
without business leadership.

Take, for example, the U.N. 

Sustainable Development Goals. 
The cost of implementing 
the global goals has been 
estimated at $3-4 trillion a year. 
Governments are unable to 
provide all this funding – indeed 
all overseas development aid is 
collectively only around $160 
billion – meaning business 
and the financial markets 
must embrace this agenda. 
Fortunately, it’s highly attractive 
and promises a great return, so 
it’s in our own self-interest.

There are plenty of examples 
of great companies walking the 
talk. Courageous leaders like the 
‘zeronauts’, who are committing 
their businesses to get to net 
zero emissions way ahead of 
their peers and current policies.

As well as the 870 global 
companies (with almost $17 
trillion in market cap) that have 
made bold climate commitments 
via the ‘We Mean Business’ 
platform, the International 
Chamber of Commerce, The B 
Team and U.N. Global Compact 
are also very focused on this 
enormous opportunity. Groups 
like these are forming powerful 
alliances, shaping markets 
and sending a clear signal to 
politicians that they are ready for 
bolder policy to put our economy 
on track for net-zero by 2050.

Observe: You have said that 
you “ended up in business and 
learned that I can help more 
people here to improve their 
lives”. Is this still your belief?  
PP: It absolutely is my belief. 
Especially if you lead a large 
organisation that has global 
reach and touches many lives.  
My ambitions remain the same –  
I want to make the world a better 
place for future generations. With 
IMAGINE I will be re-doubling 
my efforts in promoting new 
economic and business models 
that have a positive impact on 
society and our planet. ■

LIMITLESS
The Transformation Issue 

The world today is changing at a rapid 
pace, bringing new challenges and 
opportunities. Trained as a scientist 
and now an entrepreneur, I enjoy 
leading the transformation at the 
intersection between science and 
commerce because I believe with 
the right knowledge, lives can be 
transformed for the better. 

Reshmi Rajendran
Entrepreneur, Classical Dancer, 
Mother of Two, PhD in Physics
INSEAD Executive MBA 2016

“

“
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A
significant cadre of investors are 
allocating sizeable funds towards 
ESG investing, an emerging 
class of investing that utilises 
both financial and non-financial 

criteria to screen potential investments. 
These range from environmental (how 
a company performs as a steward 
of nature), social (how it manages 
relationships with employees, suppliers, 
customers and the communities where it 
operates) and governance (a company’s 
leadership, executive pay, audits, internal 
controls, and shareholder rights). 

According to the 2018 Global 
Sustainable Investment Alliance 
(GSIA), there are $22.9 trillion assets 
professionally managed under 
responsible investment strategies, an 
increase of 25 per cent since the 2014 
review. Sustainable investments now 
represent about 26 per cent of assets 
managed globally and sustainable 
investing grew in both absolute and 
relative terms in nearly every market 
represented in the report.

Besides extensive high-profile 
research on ESG value creation, one 
of the main megatrends influencing 
this pro-ESG appetite is the rise of the 
millennial investor. “We are witnessing 
the largest generational transfer of 
wealth in history,” says Jason Jay, a 
Senior Lecturer at the MIT Sloan School 
of Management and Director of the 
Sustainability Initiative at MIT Sloan. 
“Millennials are the most influential and 
discerning consumer class of this era 
and that concern extends towards their 
investments as well.” 

Another important element is the 
institutional influence wielded by 
regulators and advocacy groups. Judy 
Cotte, CEO of ESG Global Advisors, 
believes a major impetus for ESG’s 
popularity is the growth in signatories 
to the UN Principles for Responsible 
Investment (PRI). Cotte points to the 
slew of formal and informal Stewardship 
Codes around the world that “encourage 
investors to integrate ESG and be more 
active stewards of their investments 
through engagement and proxy 
voting”. Of particular note are the UK 
Stewardship Code, overseen by the 

Financial Conduct Authority, the first 
such code of its kind and the Framework 
for U.S. Stewardship and Governance, 
issued by the Investor Stewardship 
Group in the USA, which includes six 
basic stewardship principles for investors 
and six basic corporate governance 
principles for companies. 

According to Cotte, ESG integration is 
“considered mainstream by many, many 
large asset owners and asset managers 
in North America,” and not just in the 
West; some of the evolution in ESG 
investing is being played out in growth 
markets including India, Asia Pacific  
and Africa. 

In Asia, although pure ESG-focused 
hedge funds are at the nascent stages of 
development, some mainstream hedge 
funds proactively favour ESG-compliant 
industries and stocks while private banks 
in the region are beginning to put ESG 
exchange traded funds (ETFs) on their 
recommendation lists in a bid to attract 
more millennial clients. “My experience 
is that ultra high net worth millennials 
in Asia are more engaged in impact 
investing if they have a family office 
set up to do this,” explains Angelina 
Yao, a former portfolio manager at 
BlackRock and the founder of Heels 
& Yield in Hong Kong, which offers 
female-focused financial management 
consultancy services. “Most millennials 
do consider Impact Investing ETFs but 
lack the know-how to measure their 
effectiveness, which dissuades them 
from investing.  That’s where we come 
in with the education, framework, and 
knowledge to measure their impact 
investing performance,” explains Yao.

India alone has seen a series of 
substantial developments on the ESG 
investing front in the past two years. 
“Our journey into ESG began when 
we assessed our past performance 
and realised we had lost money when 
companies were misgoverned or took 
environmental shortcuts,” says Nilesh 
Shah, the Managing Director of Kotak 



SGMONEY TRANSFER
As the global focus on 
sustainability continues 
to intensify, responsible 
investing – specifically 
ESG (environmental, 
social and governance) 
investing – appears to be 
coming of age. NATASHA 
D’SOUZA looks at this 
critical investment arena
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PERIPHERAL TO POPULAR

“We are witnessing the largest generational 
transfer of wealth in history,” says Jason Jay, 
a Senior Lecturer at MIT Sloan



ES
Mahindra Asset Management Company 
Limited (Kotak AMC). The firm, one of 
India’s top 10 fund houses, was the first 
asset management company to sign the 
PRI in 2018. That same year, SBI Mutual 
Fund launched the first ESG mutual 
fund in India. “The first half of 2019 saw 
ESG hitting the Indian headlines with 
two $1 billion funds announced; one 
by Avendus Capital and another by a 
group of former Tata Group executives 
in partnership with Quantum Advisors. 
Avendus plans to raise funds over the 
next two years, with 70% of the money 
coming from overseas investors. The 
latter, an equal joint venture with Tata’s 
former Chief Ethics Officer, Mukund 
Rajan as Chairman, will mobilise funds 
from long-term foreign investors such  
as pension funds, sovereign wealth  
funds and family offices of high net 
worth individuals.”

Any investment strategy can 
underperform at various points in  
time.However a significant body of 
research has revealed that ESG-based 
strategies in addition to delivering 
competitive performance, also provide 
insight into areas of material investment 
risk and opportunity, alongside 
traditional financial measures,  

such as cash flow and earnings. 
In a 2015 paper, Swiss banking giant 

UBS concluded that “the business case 
for ESG investing is empirically very 
well-founded”. It compiled the findings 
of 2,200 studies on ESG investing 
since the 1970s and found that in 90 
per cent of the studies, ESG investing 
showed no negative performance 
versus the traditional approach, and 
many of the studies showed a stable 
positive performance over time. In 
fact, 2018 was the third consecutive 
year of record flows for sustainable 
funds, despite unfavourable market 
conditions, according to Chicago-based 
financial research firm Morningstar’s 
2018 Sustainable Funds U.S. Landscape 
Report. Last year, 63 per cent of U.S. 
sustainable funds were ranked in the 
top half of their respective Morningstar 
categories, outperforming regular funds 
for the second year in a row. 

But be wary; enough evidence exists 
to the contrary. A Pacific Research 
Institute report reveals that ESG funds 
do not perform as well as an S&P index 
fund for a variety of reasons: first, ESG 
funds lack diversification and typically 
possess fewer companies than an S&P 
index fund, second, ESG funds have 
higher expense ratios than an S&P index 
fund and finally, ESG funds prove unable 
to match the S&P index fund in one-

 Investing
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THE PERFORMANCE PENALTY MYTH

“ESG integration 
is considered 
‘mainstream’ 
by many large 
asset owners and 
asset managers in 
North America” 
says Judy Cotte, 
CEO of ESG 
Global Advisors

Angelina Yao, Heels & 
Yield: “Most millennials 
do consider Impact 
Investing ETFs but 
lack the know-how 
to measure their 
effectiveness, which 
dissuades them from 
investing” G
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year, five-year or 10-year performance 
periods.

Abhay Laijawala, Managing Director 
of Mumbai-based Avendus Capital’s new 
ESG fund contends that early investors 
into ESG funds stand to benefit the 
most. “Once the fund sees a major spike, 
it will influence other investors to join 
the bandwagon and we’ll see even more 
money actively chasing ESG funds.” 

An international standard for measuring 
the validity of ESG investments – 
similar to universally-acknowledged 
global accounting principles – may 
prove one of the biggest enablers 
for ESG investing. Investors and 
companies need to work together 
to promote the standardisation of 
ESG data. “There has been progress 
in recommended standard metrics 
such as the Sustainability Accounting 
Standards Board framework, which 
identifies material ESG issues for 77 
different industries and recommends 
a standardised approach to disclosure 
and metrics,” notes Cotte. “For investors 
and companies, it is a great starting 
point to help identify material ESG 
issues, understand how they might 
impact value and how they should be 
disclosed,” she adds. In India, Shah 
states that there are talks about creating 
an ESG Index at the National Stock 
Exchange, a move that he believes 
“will create a lighthouse towards which 
people will gravitate”.

Both Cotte and Shah contend that 
although ESG-specific indices are 
useful, it is important for investors 
to understand how those indices are 
constructed. “The ESG characteristics 
of the index are dependent on the 
methodology behind the ESG ‘score’ 
assigned by the ESG research provider.  
If companies are simply re-weighted 
within an index, investors may be 
surprised to find some companies with 
controversial ESG practices included in 
an ESG index.”

THE NEED FOR 
STANDARDISATION

ESG is the fastest growing 
investment approach globally. 
As ESG research and data 
proliferate, offering investors 
more proof points, ESG uptake 
will accelerate in light of the 
increasing relevance that non-
financial issues ... will have on 
long term business performance

One thing is clear: ESG is the fastest 
growing investment approach globally. 
As ESG research and data proliferate, 
offering investors more proof points, 
ESG uptake will accelerate in light of the 
increasing relevance that non-financial 
issues – ranging from climate change, 
data security, waste management, labour 
practices, gender diversity and board 
independence to name a few – will have 
on long term business performance. 

For ESG-investing to go mainstream 
however, there needs to be a major 
mindset shift, ensuring short-term 
decisions do not erode long-term 
objectives. The constant pressure for 
funds and companies to meet or beat 
benchmarks every quarter can impede 
the growth of sustainable investments, 
which often require longer time horizons 
to realise their gains, both in terms of 
returns and global development goals. 

Last year, legendary investor Warren 
Buffett and Chairman and CEO of  
JPMorgan Chase Jamie Dimon called 
on companies to stop issuing quarterly 
earnings guidance, in order to have 
more flexibility in meeting longer-term 
goals without getting distracted by the 
short-term pressures that often warp 
management decisions. This change 
could remove one of the biggest hurdles 
to financing global development goals 
and may encourage a wave of money to 
flow towards ESG investments. ■

HERE TO STAY



No One Is Too Small 
To Make a Difference 
by Greta Thunberg. 
Published by Penguin. 

No book review feature 
on sustainability would 
be complete without the 
inclusion of this short, 
impassioned work from 
the extraordinary Ms 
Thunberg. 

One day in August 
2018, 15-year-old Swedish 
girl Greta Thunberg 
decided not to go to 
school. Her actions 
ended up sparking a 
global movement for 
action against the climate 
crisis, inspiring millions 
of pupils to go on strike 
for our planet, forcing 
governments to listen, 
and earning her a Nobel 
Peace Prize nomination.

This book brings 
Thunberg in her own 
words, for the first time. 
Collecting her speeches 
that have made history 
across Europe, from 
the UN to mass street 
protests, No One Is 
Too Small to Make A 
Difference is a rallying cry 
for why we must all wake 
up and fight to protect 
the living planet, no 
matter how powerless we 
feel. Our future depends 
upon it.

Books

ON THE 
SHELF

There are 
hundreds 
of books on 
sustainability, 
from practical 
advice and 
insight from 
practitioners 
and activists 
to specific 
works geared 
to business and 
the boardroom. 
Observe 
separates the 
wheat from 
the chaff 
and includes 
some of the 
best currently 
available
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Novacene: The Coming 
Age of Hyperintelligence 
by James Lovelock. 
Published by Penguin.  

British chemist 
James Lovelock is 
considered the greatest 
environmental thinker of 
our time. In the late 1970s 
Lovelock created the 
Gaia Hypothesis – now 
known as the Gaia Theory 
– which proposes that 
living organisms interact 
with their inorganic 
surroundings on Earth to 
form a synergistic and 
self-regulating, complex 
system that helps to 
maintain and perpetuate 
the conditions for life on 
the planet. Lovelock’s 
new hypothesis argues 
that the anthropocene – 
the age in which humans 
acquired planetary-
scale technologies – is 
coming to an end. A new 
age – the novacene – 
has already begun and 
with it new beings will 
emerge from existing AI 
systems that will think 
10,000 times faster than 
we do. They will, he 
argues, regard us as we 
now regard plants – as 
desperately slow acting 
and thinking creatures. 
These hyper-intelligent 
beings will be as 
dependent on the health 
of the planet as we are. 

The Uninhabitable Earth: 
Life After Warming 
by David Wallace-Wells. 
Published by Tim Duggan 
Books.  

Like Thunberg’s 
impassioned essay, 
Wallace-Wells’ book 
is another must read. 
Writing in the New York 
Times earlier this year, 
Farhad Manjoo said: “The 
Uninhabitable Earth is 
the most terrifying book I 
have ever read. Its subject 
is climate change, and 
its method is scientific, 
but its mode is Old 
Testament. The book is a 
meticulously documented 
tour through the 
cascading catastrophes 
that will soon engulf our 
warming planet.”

Wallace-Wells brings 
into stark relief the 
climate troubles that 
await us: food shortages, 
refugee emergencies, 
and other crises that 
will reshape the globe. 
But the world will be 
remade by warming in 
more profound ways 
as well, transforming 
our politics, our culture, 
our relationship to 
technology, and our sense 
of history. It will be all-
encompassing, shaping 
and distorting nearly 
every aspect of human 
life as it is lived today.
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Talking Sustainability  
in the Boardroom 
by Heiko Spitzeck 
and Clarissa Lins. 
Published by Routledge.

A Global CEO study by 
Accenture and the UN 
Global Compact has 
shown that 94 per cent 
of CEOs think that their 
board should discuss 
sustainability. But are they 
just paying lip service to 
the concept rather than 
fully embedding social 
and environmental issues 
into their strategies and 
operations? 

Talking Sustainability 
in the Boardroom sets 
out why this is the case, 
identifies the obstacles, 
and then explains the 
opportunities for the 
long-term performance of 
the organisation that can 
arise through focusing on 
social and environmental 
issues. Written by two 
leading specialists in 
sustainability who have 
significant experience 
of working directly 
with boards, this book 
presents a very practical 
framework for embedding 
sustainability into board 
conversations and 
strategies. Well worth 
investigating.

A Better Planet: 
Forty Big Ideas for a 
Sustainable Future 
by Daniel C. Esty and 
Ingrid C. Burke. 
Published by Yale 
University Press. 

This timely new book, 
edited by celebrated 
scholar Daniel C. Esty, 
offers fresh thinking and 
forward-looking solutions 
from environmental 
thought leaders 
across the political 
spectrum. The book’s 
40 essays cover such 
subjects as ecology, 
environmental justice, 
Big Data, public health, 
and climate change, all 
with an emphasis on 
sustainability. The book 
focuses on moving 
toward sustainability 
through actionable, 
bipartisan approaches 
based on rigorous 
analytical research. 

Paul Polman, former 
CEO and Chairman 
of Unilever, said: 
“This thoughtful and 
challenging book sets out 
how we can close the talk 
and action gap, making 
it essential reading for 
anyone that cares about 
the future of our planet 
and humanity.”

This is Not a Drill: 
An Extinction Rebellion 
Handbook.

If you don’t already 
know about Extinction 
Rebellion then where 
have you been this past 
year? Extinction Rebellion 
is a global activist 
movement of ordinary 
people, demanding 
action from Governments. 
This is a book of truth 
and action. It has facts 
to arm you, stories to 
empower you, pages to 
fill in and pages to rip out, 
alongside instructions 
on how to rebel - from 
organising a roadblock to 
facing arrest. Extinction 
Rebellion are inspiring 
a whole generation to 
take action on climate 
breakdown. Now is the 
time for action they say. 
“This is our last chance 
to do anything about 
the global climate and 
ecological emergency. 
Our last chance to save 
the world as we know 
it. Now or never, we need 
to be radical. We need  
to rise up. And we need 
to rebel.” 

Kiss the Ground: How 
the Food You Eat 
Can Reverse Climate 
Change, Heal Your Body 
& Ultimately Save Our 
World. 
By Josh Tickell. 
Published by Atria/
Enliven Books

You may run a multi-
national corporation but 
what you eat can have a 
significant effect on the 
planet’s woes, says Tickell 
in this engaging book. 
By changing our diets 
to a soil-nourishing, 
regenerative agriculture 
diet, we can reverse 
global warming, harvest 
healthy, abundant 
food, and eliminate the 
poisonous substances 
that are harming our 
children, pets, bodies, and 
ultimately our planet.

Tickell looks at 
the impact of an 
underappreciated but 
essential resource – 
the very ground that 
feeds us. His book 
features penetrating and 
accessible interviews 
with celebrity chefs, 
ranchers, farmers, and  
top scientists. 



T he world’s biggest companies 
are more eco-conscious than 
ever, and as they strive to hit 
their sustainability targets they 

are increasingly looking beyond in-house 
activities and applying just as much 
scrutiny to their suppliers.

It is easy to understand this shift in 
focus given that a company’s supply 
chain averages 5.5 times as many carbon 
emissions as its own operations, which 
is the starting point for remarkable 
research published this year by CDP, an 
environmental disclosure platform.

In 2018, says CDP, 115 organisations 
with combined purchasing power of 
US$3.3 trillion, requested environmental 
information from 5,500 key suppliers. 
Those suppliers reported emissions 
reductions of 633 million metric tonnes 
of carbon dioxide – greater than South 

Korea’s emissions in 2017 
– leading to collective cost 
savings of US$19.3 billion. 
When CDP started  
monitoring supply chain 
disclosure 10 years ago, just  
14 companies took part.

As striking as these 
figures appear, the supply 
chain still offers considerable room 
for improvement when organisations 
extend their sustainability criteria to 
include labour, human rights and anti-
corruption, as well as the environment. 
This broader definition of sustainability 
was enshrined as long ago as 1999 in 
the United Nations Global Compact 
– effectively a challenge to business 
to adopt sustainable and socially 
responsible principles, and to report on 
their implementation.

Supply chain/Part 1

Chain reaction

The demand on the  
supply chain to improve  
its sustainability record  
has never been greater.  
Report by Doug Morrison
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Today, over 13,600 organisations 
across 170 countries have signed up 
to the UN Global Compact, and yet 
only 38-45 per cent of them apply its 
sustainability principles throughout their 
supply chains, according to a study 
by EcoVadis, an independent provider 
of business sustainability ratings. 
As EcoVadis says, the supply chain 
represents “a tremendous opportunity” 
for improving sustainability performance 
despite the evident difficulty companies 
have in engaging suppliers in  
the process.

The difficulty is all the greater when 
supply chains are large, complex and 
spread across many countries, each 
with its own regulatory regime. Cross-
border consistency is certainly one 
of the challenges facing Nestlé, one 
of the world’s largest food and drinks 
conglomerates, which deals with over 
150,000 suppliers while marketing 2,000 
brands across 190 countries. But Vineet 
Khanna, the company’s Senior Vice 
President, Global Head Supply Chain, 
insists: “We have developed standards 
for all our suppliers to adhere to. Where 

there are improvements to be made, our 
approach is to engage in a dialogue and 
identify together actions that can be 
taken to improve performance. We have 
also taken decisions to remove suppliers 
from our supply chain when there is no 
willingness for change.”

The outsourcing conundrum
In some respects, this supply chain 
challenge dovetails with the long-term 
trend towards outsourcing of one-
time core operations. The twist in the 
outsourcing tale, however, is that on 
sustainability issues, consumers do 
not always distinguish between the 
direct actions of a company and ethical 
breaches by a supplier firm thousands 
of miles away. There is, therefore, huge 
pressure on the major multinationals to 
exert a positive influence right to the 
end of the supply chain.

“We need to source our raw 
materials sustainably, ensuring 
they are economically, socially and 
environmentally viable. This requires 
the involvement of not only our tier-
one suppliers but also sub-suppliers, 



such as mills and farms, in addressing 
social, economic and environmental 
challenges,” says Khanna. He adds that 
Nestlé works directly with more than  
710,000 farmers.

“Consumer brands in particular, 
are being held to account by their 
customers,” says Lucy Harding, 
Partner and Global Head of the 
Procurement & Supply Chain Practice 
at Odgers Berndtson in London. “Part 
of the customer choice is about the 
sustainability and the ethics surrounding 
their supply chain. They no longer want 
to buy a product from a company where 
potentially child labour has been used 
or working conditions are shocking or it 
is the cause of deforestation in certain 
parts of the world.”

Harding adds: “There’s now an 
expectation from consumers for 
transparency all the way down the 
supply chain. They want to know who 

has made products, and are they 
made in a way that they’d be happy 
to endorse? The whole explosion of 
social media over the last 10 years has 
increased visibility and awareness of that 
end-to-end supply chain.”

Cost benefit analysis
Though greater accountability is a 
given for the good of the environment, 
companies must still assess sustainable 
supply chains in monetary terms. The 
financial savings from cutting carbon 
emissions are clear enough, and there 
is wide acceptance of the ‘shared value’ 
created by greening the supply chain. A 
cost-benefit analysis of everything else 
done in the name of sustainability is far 
more difficult, but not insurmountable, 
according to Simon Hodgson, senior 
partner at management consultancy 
Carnstone Partners.

Hodgson has over 20 years’ 
experience advising global businesses 
on the need for “a much more holistic 
blending of the commercial and the 
sustainability strategy”. As he says, 
that argument remains as pertinent to 
business as ever. “There’s no point in 
having ethical codes of practice and 
ethical auditors, if your buying strategy 
is to pile it high, drive down margins and 
shorten lead times with suppliers. In the 
end, you’re not going to manage it.”

Supply chain/Part 1
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Lucy Harding,  
Partner and Global 
Head of the  
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The question at the heart of the 
supply chain challenge is whether the 
objectives for ethical business on the 
one hand and profits on the other 
should be seen as mutually exclusive 
at all? There is no easy answer, says 
Hodgson. To take one example, a big 
problem facing suppliers in maintaining 
labour standards lies with the lack 
of predictability of orders, which 
means they must run hire-and-fire 
workforce models – flexible but costly. 
Hodgson argues that its shortcomings 
in forecasting is costly for the buying 
company, too. “There’s a common 
failure here,” he says. “If you could fix 
your forecasting, you could improve the 
ethical conditions in the supply chain, 
you’d have fewer workers on flexible 
contracts. And you could probably 
reduce your costs.”

Hodgson adds: “In the short term, 
most supply chains could make 
both ethical and commercial wins 
consistently. In the long term, there  
will be choices. Once you have made 
your supply chain run efficiently, and  
you remove all those unintentional 
ethical problems, ultimately, you  
will have to             decide whether 

you’re going to pay more or re-engineer 
business models.”

This incongruous combination of the 
ethical and the commercial has conjured 
up some genuine innovation, perhaps 
most surprisingly of all with Anheuser-
Busch InBev’s use of blockchain to help 
farmers in its supply chain. 

The brewing giant has adopted 
BanQu, a non-cryptocurrency blockchain 
platform that allows farmers to use a 
simple SMS phone to record their output 
– which is shared with AB InBev – and 
gain access to financial services for the 
first time. Previously the farmers had no 
way of proving to local banks that they 
were part of AB InBev’s supply chain.

Following a successful trial in 
Zambia, Katie Hoard, global director of 
agricultural innovation and sustainability 
at AB InBev, says the aim is to have all 
20,000 smallholder farmers in its supply 
chain “skilled, connected and financially 
empowered” by 2025.

“Through our work with BanQu, the 
blockchain technology has given AB 
InBev visibility and transparency within 
our smallholder supply chain and has 
given farmers an increased voice within 
this chain,” says Hoard. ■

❝IN THE SHORT TERM, 
MOST SUPPLY CHAINS 
COULD MAKE BOTH ETHICAL 
AND COMMERCIAL WINS 
CONSISTENTLY❞
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With such a large and cross-border 
supply chain, how can Unilever 
bring about change effectively and 
consistently?
We set very clear expectations 
for our suppliers, with mandatory 
minimum requirements included in 
our responsible sourcing policy and 
sustainable agriculture code, which also 
contains details on what we consider 
to be good practice and guidelines for 
continuous improvement. We evaluate 
all our suppliers through our supplier 
qualification system, to make sure they 
meet our high standards. Where we find 
our expectations are not being met, we 
work to develop suppliers and help them 
improve. When they are not willing or 
able to improve, we no longer give them 
our business.
 
How do you ensure the responsible 
sourcing of raw materials, not just with 
strategic suppliers but further along 
the supply chain? 
We have a fundamental responsibility 
to know our supply chain and address 
the issues that exist. If workers are 
being abused, waterways are being 
poisoned, or forests are being chopped 
down illegally, we can’t turn a blind eye 
because we are a few levels removed 
from where it is occurring. This is the 
wrong thing to do, and if we fail to act 
in the right way we will betray the trust 
we have built up with our consumers 
over decades and ultimately destroy the 
value of our brands.

Although we have a large amount of 
influence over our direct suppliers, when 
you are talking about the challenge 
of transforming entire industries, we 
have to pick our battles. We can’t solve 
every problem at once, so we do our 

best work by focusing our efforts where 
we have the greatest opportunities for 
improvement. Today we are putting 
in a lot of effort on key agricultural 
commodities where we are globally 
significant buyers, including palm oil  
and tea. 

Through our programmes, we’re 
working to help smallholders improve 
their yields, and increase the quality and 
consistency of the crops they grow. By 
2018 we had enabled nearly 750,000 
smallholder farmers to access initiatives 
aiming to improve their agricultural 
practices. That gives them the platform 
to boost their incomes, while giving 
us the visibility and resilience we need 
to achieve a truly sustainable supply 
chain. By working more directly with 
smallholders, we can support them in 
areas like income diversification, health, 
nutrition and education.

Is there an example of a new initiative 
by Unilever that signals the way 
forward on sustainability?
If we succeed in having fully sustainable 
raw materials for all our own products, 
but this does not prevent wider issues 
such as deforestation from occurring, 
then we will have failed in the long run. 
This is why we are very excited about 
some of our pilot work going on at 
the moment setting up jurisdictional 
approaches to transform the palm 
oil sector across a whole region – 
essentially creating a sustainable 
development zone where we know that 
standards will be high and our sourcing 
risks will be low. This involves working 
with willing sub-national governments 
and some of our major suppliers, which 
we are currently doing in four provinces 
in Indonesia and one state in Malaysia. ■

THE 
PROBLEM 
SOLVER

Unilever, the 
Anglo-Dutch 
consumer 
goods group, 
has over 400 
brands to 
its name – a 
business that 
involves a €35 
billion spend 
working with 
over 70,000 
suppliers and 
1.5 million 
farmers 
around the 
world. Chief 
Procurement 
Officer Dave 
Ingram 
(pictured 
above) talks to 
Observe about 
the challenges 
and principles 
behind running 
a sustainable 
supply chain
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clean technologies are pivotal to saving the planet
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Only four years ago, I was 
in a discussion in London 
when the term ‘cleantech’ 
came up. More than half 
the people in the room 

had never heard of it.  
Cleantech is certainly better known 

now, but what exactly does it mean, why 
is it important, and can it help to save 
our endangered planet?  If yes, then 
what are the superhero technologies, 
what’s holding them back, and how can 
business, governments and society help?

Cleantech is a term used to refer 
to any technology that addresses an 
environmental challenge. This can 
be incremental, such as more energy 
efficient lighting or heating, or radically 
transformative – such as carbon capture, 
which sucks CO2 out of the atmosphere 
like a giant vacuum cleaner. 

“New clean technologies are our only 
hope to come anywhere close to our 

Paris COP21 targets,” says Wal Van 
Lierop, Founding Partner and 

Executive Chairman of Chrysalix Venture 
Capital, one of Canada’s leading VCs 
in sustainable technologies. While Paul 
Austin, Partner at Vancouver-based M&A 
advisory firm Fort Capital Partners with 
a special interest in cleantech, refers to 
“this hope that as intelligent beings, we 
can innovate our way out of the mess 
we have created for ourselves”.  

General Fusion, based in Vancouver, 
is working on the development of the 
world’s first commercially viable nuclear 
fusion plant, to deliver clean, safe 
(radioactive-free), on-demand energy on 
an industrial scale. Van Lierop refers to it 
as “the holy grail of renewable energy”.  

With a pilot facility based quietly off 
the Sea-to-Sky highway to Whistler, 
BC, Carbon Engineering (CE) is gaining 
worldwide recognition as a leader in 
carbon removal and capture, using 
Direct Air Capture technology to 
extract CO2 from the air to either bury 
underground or to create carbon-neutral 
transportation fuels. When their first 
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commercial plant is up and running (a 
joint venture with US-based Oxy Low 
Carbon Ventures) it will pull 500 kilo 
tonnes of CO2 from the air every year 
– which CEO Steve Oldham says is “the 
equivalent of 20 million trees.”  

Oldham adds that carbon removal is 
the only clean technology that seeks 
to address the “95 per cent” of the 
problem: all the CO2 that’s already out 
there and the 37 billion tonnes we are 
pumping into it every year, according 
to a recent report from the UN 
Environment Program.  “Think of us as 
garbage collectors for the atmosphere,” 
says Oldham.

Economic Development Canada 
cites the current global cleantech 
market to be worth around US$1 trillion, 
and is anticipated to exceed US$2.5 
trillion by 2020, yet significant barriers 
repeatedly impede success.  Based on 
our experience working with pioneering 
cleantech companies and talking with 
sector experts, the main obstacles 
relate to commercialisation and capital, 
regulatory inertia – and leadership.

Commercialisation and capital
While innovative ideas abound, a typical 
challenge faced here is in transitioning 
from an R&D technology to a solution 
that is viable, ready to commercialise 
and scalable. Toronto-based cleantech 
veteran, investor and advocate Nicholas 
Parker – who first coined the term 
‘cleantech’ in the early 2000s – adds 
that there is often a disconnect between 
the originators of an idea and market 
need. “You could have an innovation by a 

Scottish based firm but the opportunity 
may be in India,” he says. “More thought 
needs to go to cross-border joint-
ventures, licensing, partnership or 
acquisitions.”  

“Raising capital is probably the 
biggest hurdle for cleantech companies,” 
says Nancy Wright, COO of Canadian 
sustainable business consultancy GLOBE 
Series, since these are often extremely 
complex and capital-intensive industrial 
technologies.

The investment picture is, though, 
steadily brightening with a new cohort 
of ‘patient capital’, including high net 
worth players such as Bill Gates and 
Jeff Bezos, major investors in Carbon 
Engineering and General Fusion 
respectively. Corporate ‘strategic 
investors’ are also getting involved, 
either investing in, partnering with 
or acquiring early-stage cleantech 
companies to deliver environmental and 
cost-benefit returns to their business. 
As a recent 2019 example, US power 
giant Cummins has acquired early stage 
Canadian hydrogen fuel cell provider 
Hydrogenics for US$290 million.

Leadership and Talent 
A classic leadership challenge early 
stage cleantech companies face is 
in the transition from being an R&D 
organisation to a viable commercial 
entity. Scientists and technical 
innovators are essential to conceive 
and develop a new technology but to 
commercialise, a professional CEO is 
often needed to bring the business 
acumen. For these leaders, domain 

Nancy Wright, 
COO of Canadian 
sustainable business 
consultancy GLOBE 
Series: “Raising 
capital is probably 
the biggest hurdle 
for cleantech 
companies...” 

Carbon Engineering’s 
CEO Steve 
Oldham: “Think 
of us as garbage 
collectors for the 
atmosphere...” 

Carbon Engineering’s 
pilot plant Direct 
Air Capture system. 
Shown are the air 
contactor (right) and 
calciner (left)
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expertise is less important than skillset – 
and mindset.  

Take Steve Oldham, the CEO of 
Carbon Engineering (CE). He left a 
20-plus year career with US$2.14 billion 
revenues tech company MDA to lead 
CE from R&D status to raising US$100 
million of funding this year to date, and 
securing a partnership with Houston-
based Oxy Low Carbon Ventures to 
design and engineer the world’s largest 
Direct Air Capture plant. After only 18 
months in the role, he’s just starting.

Oldham took on this role because he 
was drawn to the mission and he could 
see how his skillset in bringing complex, 
capital-intensive technologies to market 
in a highly regulated global environment 
could help. Companies at this stage 
need leaders like Oldham, who can 
bring strategic vision and structure, and 
can ‘tell the story’ to the outside world. 
But they also need to be innovative, 
entrepreneurial, resourceful – and a 
compelling communicator. Oldham 
believes that to succeed as a cleantech 
CEO, skillset and mindset are more 
important than domain expertise. 

Van Lierop believes executive search 
firms and HR departments of the 
large corporates can do more to help, 
especially in recruiting or developing 
management to invest in or procure 
cleantech solutions. “There is an inherent 
HR system that drives middle managers 
away from pushing the innovation 
agenda and this needs to change. 
Creating career progression benchmarks 
that encourage risk and innovation  
are needed.”

With the increasing use of AI and 
other disruptive technologies in 
cleantech, Wright of GLOBE Series 

says that in 
addition to 

scientists, engineers and business 
leaders, “tech-savvy employees will  
be key to accelerating the global  
clean economy”. 

Regulatory
Ultimately though it is governments 
that need to take radical action. “They 
made a commitment in the Paris 
Climate Change Agreement in 2016 but 
since then greenhouse gas emissions 
have gone up not down,” says Richard 
Youngman, Chief Executive of San 
Francisco-based Cleantech Group. 
“Government needs to push business 
harder and make them use cleaner 
technology through regulations. We 
need to look at more carbon taxes.” 

Significantly, Van Lierop points out 
that just 100 of the world’s companies 
are producing 71 per cent of global 
emissions. “We need courageous 
politicians to make tough choices,”  
adds Wright.

The future
The global cleantech sector will continue 
to grow with exciting new developments 
and increasing overlap with the tech 
sector as we know it.  Parker says:  
“We will see cleantech merge with 
other technologies and be embedded in 
everyday products. It will be clean  
by design.”  

Aside from investor support 
and government commitment, the 
cleantech sector needs a wide range 
of purpose-driven professionals 
including scientists, engineers, AI/
coding experts, marketeers, finance and 
strategic business leaders. Meaningful 
opportunities are on the rise; in Canada 
for example, at typically eight per cent 
of the US market, we now have over 850 
cleantech companies employing over 
55,000 people (not all in Canada). This 
is truly a global market for technologies 
and for talent; for most of the cleantech 
companies we work with in Canada, 
their target markets are in the US, 
Europe and Asia. 

Given what’s at stake, cleantech 
innovation leading to adoption and 
success is arguably the most critical 
industry of our time. ■

42  OBSERVE 3/19

Fort Capital Partners’ 
Paul Austin:  
“The hope is that as 
intelligent beings, 
we can innovate our 
way out of the mess 
we have created for 
ourselves.”  
 

CLEANTECH IN 2019 
includes a diverse 
and exciting portfolio 
of technologies in 
six key categories 
that impact us all: 
Energy and Power 
(smart grids, energy 
storage, nuclear 
fusion, renewable 
energy); advanced 
materials and 
chemicals; agriculture 
and food (including 
meat alternatives); 
resources and the 
environment (waste-
to-energy, carbon 
capture); transport 
and logistics (such 
as electric or 
hydrogen fuel cell 
vehicles and planes); 
and industrial and 
manufacturing.  

Across all these 
areas, we see tech 
starting to digitise 
cleantech in the 
use of AI, sensors, 
big data, robotics 
and the Internet of 
Things, enabling 
smart grids, remote 
energy management 
and more.
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As we slowly but surely move away 
from a reliance on fossil fuels, turning 
instead to renewable energy alternatives, 
the situation in Europe provides a 
fascinating and encouraging insight into 
how the landscape is changing. What 
follows acts as a companion piece to our 
colleague and Head of Cleantech Elaine 
Grotefeld’s piece in this issue, which sets 
the scene and to a large extent focuses 
on the situation in Canada and the US.

Across Europe, the advance of 
renewable energy is heartening. For 
example, in Iceland, thanks in great part 
to its unique landscape, it generates 
the cleanest electricity per person on 
earth, with almost 100 per cent of its 
energy coming from renewable sources. 
In Germany its renewable energy 
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CLARE GLACKIN and JONATHAN ROSSOTTO 
on some of the technological, 
investment and growth 
opportunities for the cleantech 
industry across Europe

A view 
from  
Europe

output, including solar, 
has increased more than 
eightfold since 1990 and 
in 2015 it set a record 
for providing as much 
as 78 per cent of the 
country’s electricity 
needs with renewables 
on one very productive 
day. In the UK wind-
generated power 
now accounts for 33.3 
per cent of the UK’s 

electricity according to 
government statistics 

published earlier this year.
Although other countries 

across the region have less 
impressive records when 

it comes to their renewable 
energy output, across the 

European Union as a whole more 
than 30 per cent of its electricity is 

now derived from renewables, up from 
12 per cent in 2000. According to a new 
report published last year by Sandbag 
and Agora Energiewende, at the  
current growth rate the European 
bloc can increase the proportion of 
renewables in its electricity mix to  
50 per cent by 2030.

Some might argue that getting to 
50 per cent by 2030 is far, far less than 
is needed. But that debate cannot be 
covered here. What is certain is that all 
of these statistics point to one key thing: 
the vital role the cleantech industry 
plays in rapidly developing new ways 
to harness and develop renewable 
energy. And for those cleantech 
companies, start-ups and entrepreneurs 
to thrive and develop ground breaking 
technologies they need funding.

Europe and Israel represent the 
second largest region for total venture 
and growth investment in the cleantech 
sector, totalling circa $1.87 billion, 
according to the Cleantech Group’s 
2019 ‘Global Cleantech 100 Report’, as 
well as being the base for 33 of the 100 
companies cited in the report. 

To explore the appetite for current and 
prospective investors to deploy capital 
into cleantech, we spoke to several 
executives in the industry to garner 

Clare Glackin and 
Jonathan Rossotto



Cleantech/Part 2

44  OBSERVE 3/19

their views on the sector. What became 
evident is that the cleantech businesses 
need significant investment in the form 
of both government subsidies and from 
the private sector. The question then 
is: will it be forthcoming? And what 
technologies currently being developed 
would benefit most from these much 
needed cash injections to help them 
push forward with their innovations?

Investor appetite and drivers
Of the different technologies out in  
the market today, carbon capture 
has gained some real interest from 
the media and in turn, the investor 
community. Earlier this year, parts of 
London and other cities across the 
world came to a standstill as a result of 
environmental activism by Extinction 
Rebellion and other pressure groups. 
It is perhaps no coincidence that while 
the demonstrations unfolded across the 
world, several cleantech businesses in 
this space were seeing increased levels 
of interest. 

As an example, Econic Technologies, 
a unique catalyst technology business 
that recycles waste carbon dioxide into a 
feedstock in the plastics manufacturing 
industry, has raised $25 million to date 
from investors such as IP Group (a UK-
based intellectual property business 
investing in technology companies). 

Econic’s CEO, Dr Rowena Sellens, 
emphasised that in the process of 
gaining investment, “early stage 
cleantech firms need to show that they 
are economically viable and are not 
reliant on carbon taxes or subsidies to 
succeed”. Similarly, Nicky Chambers, the 
former CEO of Origen Power (another 
carbon capture company whose 
technology efficiently breaks down 
limestone into lime and high purity CO2 
that can then be either used or stored 
safely underground at low cost), spoke 
to us about the current challenges 
facing cleantech companies. Because 
of investor appetite for this sector, says 
Chambers, “investors are used to the 
current markets, so they cannot see the 
disruption. They definitely need to start 
looking longer term if we are going to 
make the transition and also realise that 

the economics of now will not be the 
economics of 2050.” 

When speaking to the investor 
community however, the reality is that 
despite an increase in pressure from 
governments and large industrial parent 
companies to grow their sustainability 
footprint, returns still triumph over the 
potential impact of these cleantech 
businesses on climate change and  
the environment. 

The former CEO of the Green 
Investment Bank (now the Green 
Investment Group under Macquarie 
ownership), Shaun Kingsbury, spoke to 
us about how, unsurprisingly, “investors, 
as always, are looking for good risk 
adjusted returns”. Despite a growing 
body of evidence showing that major 
shareholders are challenging investors to 
look for strong, sustainable businesses. 
Kingsbury emphasised that from his 
experience of the investor community, 
“only a very, very small minority of 
investors are willing to trade returns for 
green impact”. 

Through our Head of Cleantech,  
Elaine Grotefeld, we also spoke to 
French investor Demeter, where 
Investment Director Maureen Le Baud 
has led several investments for the 
company into the cleantech space since 
joining in 2016. On the breakdown of 
investor appetite, Le Baud mentioned 
that at Demeter they have seen 
“very few insurance companies 
or banks investing in so-called 
‘Venture Cleantech’ funds”, and 

Nicky Chambers, 
the former CEO of 
Origen Power:
“Investors are 
used to the current 
markets, so they 
cannot see the 
disruption...”

Lilium’s extraordinary 
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being developed in 
Munich
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company’s long-term goal is “to upcycle 
all waste tyres and thus reduce oil use, 
with CO2 emission reductions equivalent 
to planting more than one billion trees”.

Meanwhile, in Sweden, Ferroamp has 
created ‘EnergyHub’, a product that 
allows the average consumer to store, 
use and manage their own solar energy 
in the home. “EnergyHub-based solar 
production gives you solar when the 
sun is shining, but also the unique phase 
balancing that gives you the lowest 
possible main fuse so you can charge an 
electric car as efficiently as possible. All 
data is stored in our cloud service so you 
can monitor the system’s function and 
reduce your electricity costs.”

Even in the field of renewable energy, 
cleantech start-ups are providing 
advances that promise both efficiencies 
and more critically, reductions in costs 
that will drive an increase in certain 
technologies. One good example is 
Oxford [UK] PV™, whose perovskite 
solar technology will “accelerate  
the growth of solar energy  
generation globally.” 

The cleantech sector across Europe is 
delivering, and will continue to deliver, 
solutions for the world’s climate change 
challenges. The question is: can they do 
it fast enough? ■

Clare Glackin is Partner & Head of 
Industrial Practice at Odgers Berndtson 
London and Jonathan Rossotto is a 
Consultant, Cleantech & Renewables

Shaun Kingsbury, 
former CEO of the 
Green Investment 
Bank: “Only a very, 
very small minority 
of investors are 
willing to trade 
returns for green 
impact.”

Ferroamp has 
created ‘EnergyHub’, 
a product that 
allows the average 
consumer to store, 
use and manage their 
own solar energy in 
the home

that whilst there are a few European VCs 
dedicated to the cleantech sector, “most 
invest quite early stage” with cleantech 
start-ups needing to look for strategic 
investors for later stage funding rounds. 

Innovation across Europe
The cleantech sector promises a range 
of technologies to combat climate 
change. Across Europe, there are 
numerous exciting – and mainly under 
the radar – innovations, some of which 
we highlight below. As Dr Rowena 
Sellens comments “improvements in 
sustainability… is moving up the agenda 
as industry comes under increased 
pressure from customers, consumers 
and shareholders to recognise that 
society can’t just wait for climate change 
to just go away.” 

Aside from the benefits of carbon 
capture technologies, the global 
transportation market promises a 
greater reduction in emissions as we 
move towards better electric vehicle 
charging infrastructure, with the likes 
of Chargemaster (created by BP in 
collaboration with leading electrical 
vehicle manufacturers) and Pod Point, 
which claims to be “building the 
charging infrastructure needed to  
enable mass adoption of electric 
vehicles” and has attracted investment 
from Legal & General. 

Lilium, a Munich based start-up 
that has attracted more than $100 
million in funding, is developing flying 
electric taxis. “Nothing like the Lilium 
Jet has ever existed before,” say 
Lilium’s founders. “Its iconic design and 
pioneering technology bring the vision 
of fully-electric transition flight to reality. 
It’s the new mobility service for the 
modern, urbanised age.”

In the Netherlands, another exciting 
cleantech business that promises a 
major impact on fossil fuel usage is 
Black Bear. The business has developed 
a technology that results in the 
upcycling of all used tyres into their 
finalised Carbon Black product, which 
function as “sustainable, one-to-one 
replacements of many ASTM furnace 
Carbon Blacks in tyres, inks, coatings 
and technical rubber goods”. The 
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Listen up!
Our choice of 10 of the best and 
most engaging sustainability-related 
podcasts, all freely available

Podcasts
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�1. 
THE 
SUSTAINABILITY 
AGENDA 
is a weekly podcast 
exploring today’s 
biggest sustainability 
questions. Leading 
sustainability thinkers 
offer their views 
on the biggest 
sustainability 
challenges, share 
the latest thinking, 
identify what’s 
working – and 
what needs to 
change – and think 
about the future of 
sustainability.

�2. 
THE ENERGY GANG 
is a great weekly digest 
on energy, cleantech 
and the environment. 
Recent episodes include 
such pressing topics as 
‘Will Geothermal Ever 
Boom Like Fracking?’, 
‘Comparing Presidential 
Candidates on Climate 
and Cleantech’ and 
‘Watt it Takes: Creating 
a Battery Unicorn by 
Learning From Previous 
Cleantech Busts’.

�3. 
SUSTAINABABBLE
This witty weekly podcast about the 
environment is for and by the confused. 
Hosts Ol and Dave are supposed to be 
experts in how to save the planet. But, 
they say, why does everything have to 
be so confusing? Each week they try to 
get a little bit closer to enlightenment. 
They may fail. They sift through the 
most egregious eco-guff out there, 
exposing the real eco villains versus the 
hapless incompetents. It’s topical, funny 
and hopefully more than a  
little cathartic.

�4. 
THINK 
SUSTAINABILITY 
From waste to 
wealth, and grids to 
growth, the show 
examines the impact 
of consumption 
across all areas 
of life: it tracks 
the movements, 
discoveries and 
technologies making 
way for a sustainable 
future. As one 
reviewer declared, 
“it’s a storehouse of 
knowledge”.

�6. 
CONSCIOUS 
CHATTER,
subtitled ‘where what 
we wear matters’, 
takes a hard look at 
the fashion industry 
and how, so its host 
suggests, “fashion 
and ethics can jive”. 
Episodes to date 
include such catchy 
titles as ‘Growing 
cotton better without 
the gross stuff’, 
‘Can sustainable 
be dapper?’ and 
‘Organic up: 
Combating  
menstrual waste’. 
[See our feature 
on fashion and 
sustainability in  
this issue].

�5. 
MOTHERS OF 
INVENTION
is a podcast on feminist 
climate change solutions 
from (mostly) women around 
the world. Women are 
more likely to be affected 
by climate change, so it 
is the women who are 
spearheading compassionate 
solutions that this engaging 
podcast series focuses on. 
Mary Robinson, the first 
female President of Ireland, 
Irish comic Maeve Higgins 
and a different guest host 
every week dig into the 
biggest climate issues of our 
time. They look at how to 
cope, empower and enact 
change through the eyes 
of extraordinary women 
driving climate innovation- 
the eponymous Mothers 
of Invention. From people-
powered initiatives to new 
government policy to 
ground breaking research 
to hard science. 
It’s all here.

�7. 
THE SUSTAINABLE 
JUNGLE
is a globetrotting podcast 
where the hosts travel the 
world to find sustainability 
influencers making a 
difference in their specific 
fields, from mead producers 
who buy organic honey 
from regenerative bee farms 
to CEOs whose mission is 
to incorporate sustainable 
practices into fashion.

�9. 
GREEN DREAMER
is a great podcast 
aimed at those 
who want to make 
a difference now. 
With more than 150 
episodes under its 
belt it tackles some 
big sustainability 
topics such as 
agrobiodiversity, using 
plastic as a currency 
and unsustainable 
palm oil demand.

�8. 
SUSTAINABLE: THE 
PODCAST
How can your 
organisation become 
more sustainable? 
EarthSelf founder 
and CEO, Tabi Jayne 
interviews a wide 
range of guests from 
business, non-profit and 
the public sector with 
one thing in common: 
a commitment to 
sustainability.

�10. 
HBR IDEACAST
covers topics varying from leadership 
insights to cyber security. It frequently 
covers sustainability-related topics, 
including a recent one from Dominic 
Barton, global managing partner 
of McKinsey&Company, where he 
discusses the company’s sustainability 
efforts. He discusses the learnings and 
failings and why companies need to 
do more to ensure sustainability  
is locked into their business model.

P
H

O
TO

: L
U

M
3N

 /
 U

N
S

P
LA

S
H



Inclusion & diversity
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R E A L I T Y
C H E C K

Inclusion and 
diversity is not 
just about the 
boardroom 
and career 
development.  
It needs to be an 
integral part of 
the sustainability 
debate
SOLVING THE WORLD’S 
climate and sustainability 
problems cannot be left solely 
to predominantly white, middle-
aged, straight, male leaders, yet 
at the time of writing there are 
just 20 female world leaders 
currently serving as Head of 
State or Head of Government. 
This represents only 6.3 per cent 
of the total number of global 
leaders – the rest, of course, are 
male. To date, there have been 
five openly LGBTQ+ people who 
have served as a national head 
of government, holding office in 
Iceland, Belgium, Luxembourg, 
Ireland and Serbia; just three of 
them are still in post. 

It is our collective responsibility 
to hear the voices of all groups 
involved in the climate debate, 
however under-represented and 
marginalised they may be.

THE FIRST WORD should go to 
Wendy Becktold, story editor at 
Sierra Club, the most enduring 
and influential grassroots 
environmental organisation in the 
United States, with more than 3.5 
million members and supporters. 
Beckfold states: “Women are 

disproportionately affected by 
climate change, partly because 
its impacts are felt more by the 
poor, and the majority of people 
living in poverty are female. 
For example, 60 per cent of 
those subsisting on less than 
a dollar a day in sub-Saharan 
Africa are women.”

Becktold’s point is often 
overlooked within the 
overarching climate change 
narrative. Yet the role of women 
in this unfolding eco drama 
cannot be overstated. She adds: 
“Women are also more likely 
than men to be managing food 
production for their family – in 
poorer parts of the world they 
produce 60 to 80 per cent of 
food crops.  Giving women 
farmers the same resources 
that male farmers receive (for 
example, the ability to take out 
small business loans) would 
improve yields and could reduce 
the number of hungry people 
globally by 150 million. Higher 
yields not only buffer people 
against the effects of climate 
change, they also help combat 
it by easing pressure on natural 
resources and decreasing 
deforestation.”

Bridget Burns, of the Women’s 
Environment and Development 
Organization, echoed this point 
at a forum held last autumn 
at the Global Climate Action 
Summit in San Francisco: “We 

have decades of research 
showing that investing in 
women’s human rights, including 
access to education and sexual 
and reproductive rights, is a 
significant part of how we can 
combat climate change. We need 
to stop seeing this as an add-on 
to effective climate action and 
actually as central to it.” 
 
JANE GRIFFITH, Partner and 
National Diversity Leader of 
Odgers Berndtson Canada, is 
unequivocal when it comes to 
understanding the role women 
play within the climate change 
debate: “Attributes commonly 
associated with female 
leaders include self-reflection, 
considering issues from a 
more holistic approach, and an 
openness to question whether 
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Inclusion & diversity

the [climate change] advice they 
are being provided is biased or 
just plain bad advice.” 

 
OTHERS DIRECTLY AFFECTED 
by and involved in the climate 
change and sustainability 
debate include the LGBTQ+ and 
disability communities. 

Writing for grist.org earlier 
this year, activists Aletta Brady, 
Anthony Torres and Phillip 
Brown collectively declared: “As 
queer and trans climate justice 
advocates, our fight is deeply 
personal. Our communities, 
friends and chosen families are 
particularly vulnerable as rapid 
changes in climate leads to more 
natural disasters, environmental 
instability, and scarcity.”

They add: “If we are to truly 
meet the twin crises of inequity 
and climate change, we need the 
climate movement and the queer 
liberation movement to center 
our siblings who are fighting 
on the frontlines. Organizations 
that are serious about climate 
solutions for all must lift up 

queer and trans people and the 
work that we’re already doing to 
build power and solutions that 
safeguard us from environmental, 
familial, and state violence.”

Another voice that must be 
included in this conversation are 
groups representing those with 
disabilities. Marsha L. Saxton and 
Alex Ghenis, writing in the journal 
Interdisciplinary Perspectives on 
Equality and Diversity declared: 
“This population is increasingly 
appearing on lists of ‘vulnerable’ 
among many other groups in the 
social justice framework. Public 
policy has begun to include 
the voices of persons with 
disabilities among the planning 
constituencies. Yet the needs 
of this constituency are poorly 
understood regarding which 
measures could realistically 
enable survival in environmentally 
compromised circumstances. 

“This very diverse group 
comprises approximately 10 
to 15 per cent of the global 
population, and within all other 
sub-populations, a figure that 

will likely increase with climate 
change impact. Discriminatory 
attitudes and policies tend 
to simplify this multiple 
intersectional population to 
‘people with special needs’. 
This simplification ignores the 
diverse, complex needs and 
circumstances of individuals 
with disabilities, for those with 
visual, hearing, and mobility 
impairments, and so on, as well 
as their various socio-economic 
cross-constituencies such as 
gender, ethnicity, age, etc. In this 
context, focus on climate change 
and disability is disturbingly rare.”

Odgers Berndtson’s Jane 
Griffiths concurs: “While the 
voices of multiple constituencies 
are starting to be heard, there is 
always room for improvement. 
Diverse communities, 
whether that be the LGBTQ+ 
community, people with 
disabilities or women, have been 
historically and systemically 
underrepresented. We need to 
actively work to include all these 
voices – starting right now.” ■
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We connect CEOs with future leadership 
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Shipping
Waving goodbye to SOX. The shipping industry has been set 
some tough sustainability targets. Can it achieve them?

Sector focus

@odgersberndtson

* The Poseidon Principles 
establish a framework for 
assessing and disclosing 
the climate alignment of 
ship finance portfolios. 
They set a benchmark 
for what it means to 
be a responsible bank 
in the maritime sector 
and provide actionable 
guidance on how 
to achieve this. See: 
poseidonprinciples.org

3According to Paul Butterworth, 
Head of Odgers Berndtson’s 

Maritime & Shipping Practice 
based in London: “The shipping 
industry is still to recover from 
the global financial crisis of 2008. 
Reduced demand, oversupply of 
vessels and a high oil price forced 
much change and consolidation, 
particularly in the container 
shipping market. Now, having 
addressed the problem of 
oversupply and cargo demand 
is slowly increasing. Today the 
biggest challenge facing the 

industry is emission control. Ship 
owners will need to comply very 
quickly with new regulations and 
also respond to the effect of the 
Poseidon Principles which will 
impact upon chartering decisions 
fairly rapidly”.

 Moving to a low-sulphur fuel 
will add significant costs to vessel 
operations, which will need to be 
paid for by someone – and that 
is likely to be the consumer. So 
the technology is there to reduce 
emissions and benefit the planet, 
but it will come at great cost.
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2The International 
Maritime 

Organisation 
(IMO), the UN body 
responsible for 
governing the global 
shipping industry, 
has pledged to cut 
emissions in half 
by 2050 – a huge 
challenge. IMO 2020 
also challenges the 
industry to comply 
with a reduced SOX 
emission cap, from 
the current 3.5 per 
cent to 0.5 per cent 
by 2020.  Shipping 
companies are 

now under huge 
pressure to aim for 
compliance but this 
will not be easy.  
Green technology 
is advancing – and 
more pressure will 
come from the 
shipping banks under 
the recently unveiled 
Poseidon Principles*, 
which provides 
a framework for 
integrating climate 
considerations into 
the lending decisions 
of the ship finance 
community.

1Shipping accounts 
for about three 

per cent of total 
global emissions... 

...and 10 per cent of 
transport emissions – 
roughly equivalent to 
that of aviation. 

But it transports 
some 80 per cent of 
global goods. 
The most polluting 
by-product is sulphur 
oxide (SOX), a 
greenhouse gas 
that results from the 
burning of bunker 
fuel in merchant 
vessels, which in turn 
represents seven per 
cent of all global oil 
consumption.   
The 15 largest 
vessels produce 
more SOX than all 
the world’s cars 
combined.
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Corporate sustainability 
– once the domain of 
generalists, marketing 
experts or individuals 
entering the twilight 
years of their career – 

is not only moving up the corporate 
agenda but is deeply impacting the 
strategic and operational core at some 
of the most well-regarded companies 
worldwide. Not only are more chief 
executives and founders – such as Virgin 
Group’s Richard Branson and Procter 
& Gamble (P&G) CEO David Taylor – 
proactively championing sustainability, 
but an increasing number of top firms 
are investing in senior C-suite level 
leaders who can drive the formulation 
and execution of a corporate 
sustainability strategy. 

Enter the Chief Sustainability Officer 
(CSO). He or she posseses a title and 
seniority commensurate with C-level 
finance, operational, and technical heads 
and reports directly to the CEO. Marie-
Claire Daveu, Chief Sustainability Officer 
at global luxury giant Kering and one of 
France’s most celebrated champions for 
sustainable development, believes that 
in a world beset with unprecedented 
environmental and social challenges, the 
CSO’s deep know-how makes him or her 
the ideal CEO. 

“Traditionally, being the CFO or Chief 
of Strategy was seen as a gateway to 
being a CEO,” says Daveu, adding “but 
as more investors see sustainability 
as a necessary strategy for both 
survival and differentiation, the CSO is 
advantageously placed to serve as a 
company’s CEO and guide its transition 
toward a new economic reality, where 
competitiveness and sustainability are 
inseparable.”

The first known CSO appointments 
were at DuPont and Nike in 2004. 
However in the past three years, the 
number of companies appointing a CSO 
for the very first time has sharply risen 
with major players such as Diageo, P&G, 
Mastercard, Nissan, Ralph Lauren, Tyson 
Foods and others all creating this new 
position within their C-suites.

From ‘greenwashing’ to  
green ambitions
The increase in demand for CSOs 
reflects a significant evolution in 
corporate sustainability, by and large 
no longer about ‘greenwashing’ but 
about being a good corporate citizen. 
Sustainability is now incorporated into 
two-thirds of companies’ core missions 
and signatories of the UN’s Principles for 
Responsible Investment represent over 
half of the world’s institutional assets.  

Chief Sustainability Officer

THE RISE 
AND RISE 

OF THE CSO
Will the Chief Sustainability Officer become the 
most critical member of the C-suite and guide an 
organisation’s transition toward a new economic 

reality? NATASHA D’SOUZA reports
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“The corporate sustainability function 
currently plays an important sensing 
and monitoring role,” explains Jason 
Jay, a Senior Lecturer at the MIT Sloan 
School of Management and Director 
of the Sustainability Initiative at MIT 
Sloan. According to Jay, CSOs today 
are constantly listening to scientists, 
regulators, customers and investors; 
monitoring the company’s performance 
on key sustainability indicators and 
delegating material issues to the  
relevant business unit. 

“The biggest change evident to me 
in the last five years is the increasing 
business relevance accorded to 
sustainability,” says Annemarie Meisling, 
Head of Sustainability at Danish 
bioscience corporation Chr. Hansen, billed 
as the world’s most sustainable company 
in the 2019 Corporate Knights Global 
100 Index. Chr. Hansen produces natural 
beneficial bacteria that can enhance 
‘naturality’ in a wide range of foods  
as well as lower the use of chemicals  
in agriculture and the overuse of 
antibiotics for both humans and in live-
stock. At the World Economic Forum 
earlier this year, the company was lauded 
for scoring 100 per cent on the ‘clean 
revenue’ indicator.

Kering’s sustainability mission is driven 
by Chairman François-Henri Pinault’s 
ethos that “luxury and sustainability 
are one and the same”. “It’s not simply 
an ethical necessity,” says Daveu, 
“although that is important in and of 
itself, but we see sustainability as a 
driver of innovation, creativity and 
value creation.” Kering, which ranked 
second in the composite Global 100 
Index and first within the luxury and 
fashion sector, is a pioneer in the future 
of sustainable fashion. In 2013, the group 
founded the Materials Innovation Lab, 
which provides all its fashion houses 
with more than 3,000 sustainable 
fabric and textile samples. The lab also 
devotes a major effort to promoting 
sustainability among suppliers – with 
Daveu stressing its growing importance 
to Kering in meetings and formal training 
sessions – and highlighting the value of 
certifications.” 

Marie-Claire Daveu, 
Chief Sustainability 
Officer at global 
luxury giant Kering, 
is one of France’s 
most celebrated 
champions for 
sustainable 
development

The CSO of today: Reporting to re-
engineering and beyond
According to research by George 
Serafeim, a professor at Harvard 
Business School, a CSO’s authority 
and responsibilities vary across 
organisations that are in different 
stages of sustainability commitment, 
exhibiting increasing organisational 
authority as companies enhance their 
commitment to sustainability, moving 
from compliance to efficiency to the 
innovation stage. 

Chr. Hansen’s Meisling confirms this 
shift in importance of the sustainability 
function: from simply “being housed 
within CSR,” to satisfy a regulatory or 
reputational requirement to contributing 
to product innovation. “Before we used 
to work closely with the production 
and sourcing side, but not so closely 
with core business units or even with 
key customer groups.” In the past few 
years, Meisling explains that Chr. Hansen 
assigns its innovation pipeline against 
the Sustainable Development Goals 
(SDG) and ensures the sustainability 
department works closely with R&D.

“In the past, a sustainability head was 
essentially placed to fulfil an external 
requirement, whether it was regulatory – 
say in the case of India which mandated 
CSR naturally necessitating the creation 
of sustainability roles – or a reactionary 
need, in order to liaise with external 
stakeholders such as environmental 
activists and consumer groups,” explains 
Jay. According to Jay, as global attention 
on the impact of business on society 
and the environment reaches fever pitch, 
and as investors increasingly show a 
propensity for ESG investing, “a Chief  
of Sustainability is not simply a  
figurative or reactive leader but  
one who can proactively and holistically 
deal with the company’s internal and 
external stakeholders.”

Success factors for the CSO
“A successful CSO has to be a visionary 
thinker, a creative problem-solver, 
an operational implementer and 
collaborative leader,” says Daveu, who 
leads Kering’s 2025 sustainability 

Lucas Joppa, Chief 
Environmental 
Officer at Microsoft, 
began his career 
studying wildlife 
ecology and spent 
two years in the 
Peace Corps on the 
African continent

odgersberndtson.com
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strategy, the most ambitious and 
expansive plan of its kind ever created 
by the fashion and luxury sector.

Given how intersectional and cross 
functional the CSO’s role is, his or her 
ability to succeed on the rapidly evolving 
sustainability front hinges on several 
individual and internal factors. First, 
on an individual level, Meisling believes 
an ideal CSO needs to have the ability 
to quickly and clearly perceive global 
megatrends and the organisation’s 
position in light of this megatrend. “Will 
your company be positively relevant to 
the world in the next five years, 10 years 
and beyond? That’s a question a CSO 
must constantly ask,” she explains. 

Daveu places a lot of weight on 
operations and execution without 
which “you can’t change the paradigm”, 
she says. Meisling concurs that “solid 
business acumen – both strategic and 
operational” – are a must-have together 
with “the ability to work across functions 
and business units in a cohesive, 
collaborative and inspiring fashion, to 
ignite a desire to achieve change.” 

In terms of qualifications and 
skillset, both Meisling and Daveu 
note that as the function becomes 
increasingly professionalised, so too 
have the backgrounds of sustainability 
heads today. Daveu herself was an 
environmental adviser to former French 
president Nicolas Sarkozy and one of 
the key architects behind France’s two 
major environmental laws, known as the 
Grenelle laws.

Lucas Joppa, Chief Environmental 
Officer at Microsoft, leads the technology 
titan’s sustainability work and believes 
that his “science background, versus a 
more corporate background” immensely 
contributed to his work at Microsoft. 
“I started off studying wildlife ecology 
and spent two years in the Peace Corps 
on the African continent, which really 
opened my eyes to environmental 
conservation in practice, not just in 
theory,” remembers Joppa. The ability 
to analyse data and patterns is also 
essential says Joppa: “We cannot assess 
the state of the world and analyse that 
data without large-scale computing.”

Second, at an internal or intra-
company level, both buy-in and 
attention from top management – 
especially the CEO and Board – is vital 
for a CSO’s long-term success. Ralph 
Lauren recently expanded its board’s 
Governance Committee to include 
oversight of environmental and social 
risks. “The corporate sustainability 
function must maintain KPIs that are 
measurable and demonstrable and 
these results must be made visible to 
the Executive Committee, Board and 
C-suite,” adds Daveu.

The future of the CSO role
The potential for CSOs depends on how 
corporate sustainability evolves. Joppa 
believes that “the only way to tackle the 
very real and urgent issues our planet 
is facing is that instead of consolidating 
power or influence within the office of 
a specific individual, companies strive 
toward empowering every employee in 
every role in every organisation to lead 
with sustainability practices.”

However the company-wide 
dissemination and assimilation of a 
sustainability ethos suggested by Joppa 
may eventually impact the future of the 
CSO. “Currently we are entering a major 
transitional chapter. As sustainability 
ideals become more integrated in 
mainstream business functions, such as 
in the biotech industry, it will make the 
need for a dedicated CSO obsolete,” 
suggests Jay, echoing Serafeim’s earlier 
research that as the sustainability 
ethos permeates business functions 
at companies in the “innovation 
stage” of the sustainability 
spectrum, the next 10 to 15 years will 
see this role become obsolete.

Chr. Hansen’s Meisling has 
a different take. “We are just 
beginning to see 
companies stepping up 
on the journey, so I do 
not believe it will become 
obsolete but more 
integrated across the 
entire organisation, with 
a small strategic function 
managing progress.” ■

Annemarie Meisling, 
Head of Sustainability 
at Danish bioscience 
corporation Chr. 
Hansen, billed as 
the world’s most 
sustainable company 
in the 2019 Corporate 
Knights Global 100 
Index
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I
n late 2017, we published our report People, 
Planet and Profits: How Sustainability Boosts 
Performance and Attracts Talent, which looked 
specifically at the situation in the APAC region. 
It was an interesting experience that threw 
some much-needed light on the sustainability-
talent axis in the region.

At the time we interviewed 40 APAC leaders of 
multi-national corporations to understand their 
sustainability practices, insights and attitudes. 
We wanted to find out if there is clear impact on 
business results. Three themes emerged: 
1. The business case for sustainability is a good 
one. The data shows that the financial bottom line 
is better in companies with sustainable practices. 
2. It’s not just a Western thing. There is huge 
relevance in Asia. 
3. Returns are directly linked to employee 
engagement.
Today, employees look for meaning in their career. 
Sustainable practices have a real impact on 
engagement. It attracts talent.

Directly linked to engaging employees is 

engaging with potential employees. 
Since publishing our report, what has changed? 

The truth is, not as much as we would like. It is 
true that companies and leaders in Asia are taking 
more initiatives to make sustainability a bigger 
part of their corporate strategy and that it is a 
more important part of their corporate lexicon, but 
there’s still work to do.

Nevertheless, whilst it might also be true that 
sustainability sentiments are more dominant in 
the Western world, Asian countries are catching 
up. The Global 100, a list of the top 100 most 
sustainable companies, compiled by Corporate 
Knights, shows that two Asian companies – 
Shinhan Financial Group (South Korea) and Taiwan 
Semiconductor – make it into the top 10, while five 
are in the top 40, and 17 in the top 100. 

In speaking with APAC regional executives, 
it is clear however that not every country (and 
company) is ready to make critical financial or 
strategic investments in terms of sustainable 
products and manufacturing. As the marketability 
for sustainable products varies per market, the 

APAC

WHY 
ASIA MUST 

DO MORE

Yan Vermeulen, a 
Partner in the Odgers 
Berndtson Singapore 
office and Head of 
the Southeast Asia 
Industrial practice,  
on why MNCs in 
the APAC region 
must improve their 
sustainability record
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desire to focus on sustainability varies as well. A 
regional APAC executive with a US industrial firm 
stated: “If your customers in Asia are not willing to 
pay extra for sustainable products, why produce 
them in the first place?”

The head of a regional organisation focused 
on increasing sustainability awareness disputed 
some of these comments, highlighting that “APAC 
governments have an increasingly stronger 
understanding” of sustainability, with some local 
stock exchanges making it mandatory for listed 
companies to report their sustainability. He cited 
Temasek (an investment company headquartered in 
Singapore) which has a full department focused on 
sustainability. Temasek’s Chairman, Lim Boon Heng, 
said recently: “Our investment focus is driven by 
structural trends in transformational technologies, 
sustainable living, longer lifespans and changing 
consumption patterns.” 

Similarly, local APAC companies such as DBS 
and Olam are demonstrating an impressive 
understanding of the subject. DBS, the former 
Development Bank of Singapore, says that being 
purpose-driven “has always been part of our 
DNA. As a member of the United Nations Global 
Compact, we are committed to driving progress 
towards achieving the Sustainable Development 
Goals (SDGs). We believe that we have a role to 
play in promoting sustainable development.  
We have chosen to focus on six SDGs which we  
believe we can make meaningful contributions 
to, and after taking into account the markets we 
operate in.” 

Sustainability at the heart
Meanwhile the giant agri-business Olam is 
unequivocal about its sustainability position: 
“Sustainability is at the heart of our business, not 
just because it is the right thing to do, but because 
there are clear business benefits. We need to:  
• Increase agricultural production for a growing 
population without over extending the Earth’s 
capacity to provide.  
• Satisfy increasing demand from customers and 
consumers who want to know the food and fibre 
they buy is ethically sourced.  
• Ensure farmers and rural communities see 
farming and related activities as a viable livelihood, 
particularly younger generations. 
• Reduce business risks, such as climate change 
and water scarcity and inspire our employees by 
giving additional meaning to their work.”

Such laudable aims can only really have meaning 
when they are seen to be working, but at least 

the likes of DBS, Olam and others are making 
significant efforts in radically improving their 
sustainability record.

Other APAC companies such as Ayala in the 
Philippines and CP Group in Thailand are local 
sustainability “champions” in their countries, which 
will soon see other local companies join the cause 
if clear business benefits can be shown. This is 
particularly true for companies looking to export 
to Europe where sustainability requirements make 
it necessary for Asian companies to care about the 
subject if they want to sell in Europe. 

The talent question
So where does talent fit into this picture? It is 
not just millennials who focus on Employee Value 
Proposition (EVP), but increasingly employees 
from all generations. In the words of a regional 
APAC president based in Singapore: “Without our 
sustainability efforts, we would not be able to hire 
half the quality of employees we current attract, 
junior or senior.” 

Whilst sustainability acts as a strong talent 
acquisition magnet, one global executive pointed 
out that salary is still the most important aspect for 

potential candidates in Asia for his company: “We 
might be making strong efforts in sustainability, 
but still have to back this up with good salary and 
benefits, otherwise candidates won’t join.” 

Sustainability is one of the most pressing issues 
facing governments and businesses today: how to 
turn business into a genuine force for good, where 
every business is challenged to become, in effect, 
an environmental business. Doing more with less, 
designing out waste, and de-carbonising the energy 
supply are not aspects that can be tacked on as 
afterthoughts to a company’s core business. It is 
part of who a company is.

Without it, it will become increasingly difficult to 
hire the right talent in the APAC region. ■

Yan Vermeulen of 
Odgers Berndtson



if you aren’t aware of the catastrophe caused 
by plastic waste then which planet have you been living 
on? One that, it is to be hoped, takes greater care of its 
environment than we are currently doing.

The statistics about plastic waste are jaw dropping. 
Here are just some: In 1950, the world’s population of 2.5 
billion produced 1.5 million tons of plastic; in 2016, a global 
population of more than seven billion people produced over 
320 million tons of plastic. This is set to double by 2034. Every 
day approximately eight million pieces of plastic pollution find 
their way into our oceans. Recent studies have revealed marine 
plastic pollution in 100 per cent of marine turtles, 59 per cent 
of whales, 36 per cent of seals and 40 per cent of seabird 
species examined.

And so on.
Rather than simply grimace at these horrific numbers and 

swap your plastic water bottle for something made of metal 
(which is a start at least), you will be relieved to learn that 
some visionary leaders have been doing far, far more. 

One of them is David Katz, CEO and co-founder with 
Shaun Frankson of Plastic Bank, a Vancouver-based for-profit 
organisation launched in 2013 whose mission is simple: to 
stop ocean plastic by “gathering a billion people together to 
monetise waste while improving lives”. 

 Plastic Bank pays people above market prices for the 
plastic waste they collect. The waste is then ground into flakes 
and transported on cargo ships that would otherwise have 
returned empty to North America or Europe.

Plastic Bank, Katz declares, is a “root cause solution  
to prevent the flow of plastic into our oceans”. Reportedly  
80 per cent of ocean plastic is coming from those countries 
that have extreme poverty. “We are,” says Katz, “the world’s 
largest chain of stores for the ultra poor. Everything in the 
store is available to be purchased using plastic garbage: 
school tuition, medical insurance, power, sustainable cooking 
fuel, high efficiency stoves...”.

Adds Katz: “The only way to stop ocean plastic is to reveal 
the value in plastic by transferring as much value as possible 
into the hands of the collectors.”

Katz even spent a week at the Vatican – and met the  
Pope – to see how the world’s 1.2 billion Catholics could help 
tackle the plastic problem. “What if each of them could bring 
500g of plastic to church with them? That is enough to  
change the world.”

environment
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the world’s most 
important bank

The Plastic Bank 
collection centre  
at Naga City in  
the Phillipines
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When it comes to hiring people to join 
the Plastic Bank revolution, what does 
Katz look for?  “I look at who they are: 
do they have a general ‘being’ to bring 
people together and to create conduits 
of change; do they want to be bold? I 
look for people who are enlivened by the 
values that we both share.”

Katz admits it’s hard to find the right 
people. When he does find the right 
person it leaves him with what amounts 
to a moral dilemma. “If I say yes to 
you I say no to every other available 
candidate in the world. Why are you 
the right person? Who are you? What’s 
the differentiator?  All candidates say: 
‘This is my purpose in life, I want to save 
the oceans.’ Great. Everyone does. But 
what’s your differentiator? Who are 
you? Can you create, build, accomplish, 
overcome and persevere? I look for 
people who get out of the realm of their 
own lack of ability.”

Katz is also keener to employ women, 
for the simple reason that “men 
inherently seek to win; women inherently 
seek to win-win. They naturally want 
others to win.”

When asked if he has to create or 
invent new roles for such a disruptive 
business his answer is, well, unexpected. 
“We make shit up as we go! We don’t 
know what roles need to be created, 
because this [Plastic Bank] has not been 
done in the world before.”

As the plastic waste crisis deepens by 
the hour, we can only be thankful that 
Katz and Frankson came up with such 
a brilliantly simple, yet highly effective 
solution to this desperate problem. It is 
a perfect example of where the circular 
economy is at its most effective. ■

plasticbank.com

environment 
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david katz, ceo and co-founder of plastic 
bank, talks to jonathan arnold about  
its innovative ways to stem the tide  
of plastic pouring into our oceans
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Mining
A meeting of mines. Like it or not we need mined minerals 
to meet many of the ecological challenges that lie ahead. 
Some mining companies are rising to the challenge

Sector focus

Anglo-American 
is using:

•Continuous hard 
rock mining deep 
underground 
without the need for 
explosives
•A waterless mine 
where precious 
resources are 
extracted without the 
need for fresh water
•A concentrated 
mine that delivers 
more metal and less 
waste
•An intelligent 
mine that is smart, 
connected and learns 
from itself

Canadian 
mining company 

B2Gold has built 
a seven-megawatt 
solar plant to power 
the operation of 
its Otjikoto mine in 
Namibia. 

Caterpillar’s 
Underground 

Mining group is 
testing a proof-of-
concept battery 
electric LHD (load, 
haul, dump machine) 
at a mine site located 
in Canada.

The Sustainable 
Underground 

Mining (SUM) 
collaboration 
is looking at 
autonomous, 
intelligent CO2-free 
machines.

Rio Tinto’s 
integrated 

biodiversity 
assessment tool 
can screen for 
and respond to 
potential impacts to 
biodiversity at and 
around its sites. 

@odgersberndtson

Late last year UN Environment 
World Conservation Monitoring 
Centre expert Matt Jones 
declared: “A global energy 
transition to address climate 
change will create new and vital 
markets for mined materials. 
If we want battery technology 
to support electric vehicles, we 
need lithium. Construction of 
solar panels and wind turbines 
are reliant on mined materials. 
While we continue to advocate 
for higher recycling rates of these 
metals, much will need to be 

mined to support a global shift.”
Sustainable mining requires 

companies to better understand 
the value of biodiversity both to 
their long-term operations and to 
local communities. That much is 
self-evident. The question is: what 
are they doing about it, especially 
as so many minerals are now 
integral to a sustainable future?

Here are just some of the many 
new innovations being deployed 
by mining companies around  
the world:
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Discuss, debate 

and find solutions 
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