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NEVILLE HOBSON:
Welcome to the LRQA Business Assurance.com Climate Change Podcast Series. My name is Neville Hobson. www.businessassurance.com was a media supporter at the recent Guardian Climate Change Summit in London. This podcast features some of the content from speakers at the event. Senior executives from Unilever, Friends of the Earth, BT and Kelloggs are among those featured in the latest edition of the LRQA Business Assurance Climate Change Podcast Series.
During the morning session of the summit, Gavin Neath, Senior VP for Unilever made an unexpected admission to the audience. Let’s start off with his words

GAVIN NEATH, UNILEVER:
I do think when business people talk about climate change, they ought to start with some humility. The harsh realities are that for the last thirty years or so the environmental movement has been right on this question and business has been fundamentally wrong. I think the salient point to make is that although business is now engaged with this question and many businesses are doing good work on it, the reality is that isn’t the case for all businesses and I don’t think business has fully internalised the consequences for it. 

So you will hear many business leaders talk about an ambition to double the size of their business within the next ten years but you won’t very often hear them add a rider and we will have to do that with half the energy inputs that we use today for example, so reduction was the factor of four or more than that. 

So, in terms of addressing the question on the exam paper what should business do in this context? I think there is one thing which is very helpful which is for business to think about its impacts right across its value chain. This out not to be difficult because that’s what we do with things like cost so when we worry about costs we look at both costs of supply, costs of service, cost of delivery and if you look at your climate change impacts across, right across your value chain, with sourcing of raw materials, consumer consumption and disposal of products, you do get some very useful insights. 

Firstly, it gives you a really much sharper sense of the scale of the problem you are up against. So in my own business, our direct impacts from our 250 factories around the world are about three million tonnes but we know that our total impacts are more than 100 perhaps more than 150 times greater than that. So, it’s really missing the point just to focus on direct impacts, important though those are. 
NEVILLE HOBSON:
Andy Atkins is the new Executive Director for Friends of the Earth. His presentation focused on scientific research into the effects of climate change and on a coal free future.
ANDY ATKINS, FRIENDS OF THE EARTH:
So I’m going to focus particularly on the need for legislation and regulation in the energy sector, I can talk later about other sectors, Friends of the Earth are doing a lot of work also on food at the moment. First, a little snippet about what the scientists are saying. So a gathering of 2,000 scientists in Copenhagen early this year said this and I quote “recent observations confirm that the worst case IPC scenario projections, or even worse are being realised. The climate is already moving beyond the patterns of natural variability within which our society and economy have developed and thrived. Inaction is inexcusable.” 

Now this should be a massive wakeup call to the world, we absolutely cannot stay where we are, we have got to move, and we have got to move very, very fast. Now the Tendall Research Centre, one of the worlds foremost climate research centres recently carried out some work looking at the energy sector, what they came up with was this, that the global energy sector needs to reduce its emissions by 6.5% a year from 2015 if we are to have a 50/50 chance of not getting to run away climate change. 

Just to give you a comparison, if the dash for gas in the UK in the 90’s we reduced our emissions by 1% a year. So nothing’s ever been done like this before and the researchers argued not surprisingly that this needed not only a radical reframing of the climate change agenda but a complete reframing of the economic characterisation of contemporary society. Those are not our words. Those are the words of the researchers. 

So the  change we  see from business as usual to a low carbon economy simply wont happen fast enough, we  believe, unless there is strong government action. 

NEVILLE HOBSON:
Andy went on to focus on the importance of moving away from coal as a source of energy.  

ANDY ATKINS:

Now it’s critical as I turn to coal that the government provides very, very strong direction on this given what the scientists are telling us about the urgent need to decapitalise the energy sector. Government action has already begun, to shape the future with Ed Milliband’s announcement that all new coal must have CCS fully operational by 2025. But big dangers remain. We are deeply concerned for example, that E.ON are still pursuing an application for an unabated coal fire power station in Kings North. And since  Ed Milliband made his announcement, Eon and other power companies  appear, according to reports in the Guardian at least which we all believe don’t we, to be lobbying government to create loopholes which would allow them to keep unabated coal fire power stations past 2025 if its not proven to work. And they continue to spread what in our view are quite unnecessary alarms that the intermittency of renewable power wouldn’t affect our energy security. 

NEVILLE HOBSON:
Zac Goldsmith is the former editor of the Ecologist and currently viewed by many as the Conservative Party’s leading expert on climate change. He focused on the role politicians will have to play for us to win the climate change battle.
ZAC GOLDSMITH:
The good news is that almost everything that needs doing is already being done somewhere. 

We don’t need to reinvent the wheel. I hate the term best practice, but if you look at the best practice, in each and every sector someone’s getting it right and if we took best practice in each of those sectors and we rolled them out and made it the norm tomorrow we would be half way there. And I think that does  apply to pretty much every sector, so the  question is how do we do that, how do we make it the norm? 

Well I think we definitely don’t implore consumers, if that’s a strategy I we are going to fail. If it involves begging people to do the  right thing it’s not going to work, we have seen that time and time again, we will get ten maybe fifteen percent of people to do the right thing, but the majority are not going to be shifted anything like as quickly as we need. Nor I think the answer lies in hoping a few pioneer companies engaged in a little bit extra CSR and holding the flex while we mend the management track and all of the customers, because the worlds going to view it, it’s never going to be a critical mass. 

So the real answer in my view is politics. Politicians need to understand the market, they need to recognise that the market is by far the most powerful force to change of all, except nature herself and they need to recognise that the environmental problems we are looking at today are the result of market favour or market blindness. If we don’t have a value attached to those things that really are valuable we will destroy them, we will fish until the last fish is caught. 
We can emerge with a better, cleaner, freer, and more efficient economy. Other countries seem to get that. Not enough in my view, but they seem to get it. Spain is building 6,000 miles of high speed rail to try and get people out of airplanes, create a more sustainable transport. Obama is talking about creating five million green collar jobs. South Korea is investing about 40 billion in the clean energy sector. Japan has ambitious targets too creating one and half million green jobs. 

Well in this country, what we have got. We have got a new runway at Heathrow and we have got dirty coal. And it’s an extraordinary thing that if we can accept a few changes in the coal policy recently, but we are miles behind and it seems to me that we have a government which is scrabbling to recreate exactly those conditions which has brought us here in the first place and I think by doing that then they’re missing a most extraordinary opportunity to do something different. So, for me, the message is over here, it’s about politics. It’s about bullying politicians to do the right thing because if they are not bullied they won’t do it. 
NEVILLE HOBSON:
Edward Butt is the VP for Sustainability at Reckitt Bensicker  They have taken the unique approach of proactively working with consumers to reduce the carbon footprint associated with the post sale usage of their products. 

EDWARD BUTT, VP RECKITT BENCKISER:
We produce a vast number of fast moving consumer goods. We sell to major retailers such as Tesco, Wal-Mart, Carrefour, Metro globally as well as smaller retailers as well. So we have production facilities, we have people who make products for us, we have a supply chain. 

We have a program called Carbon 20 which was launched in 2007 and the objective is a 20% reduction in the total carbon footprint of our products per unit by 2020. And to our knowledge we are the first member, the first FMCG Company to have a life cycle program. The important thing to be honest is not the target, it’s the scope, and it’s what we are looking at, what we are seeking to reduce. So the question that we set ourselves was can we measure the total carbon footprint of our products from cradle to grave for hundreds of products, for thousands of SKUs, stock keeping units, across a global business and so with Carbon 20 built on 60 years experience of monitoring and reporting our own emissions, built on working and talking to our supply chain and looking at the data information available, and in line with PAS 2050, which is the international specification for measuring life cycle carbon footprints of products and services. We put all those things together and we came to the conclusion that yes we can measure it across our global business, across all of our hundreds of products to a reasonable degree of accuracy to get into the correct shape and to enable focus and informed action. 

So the most important thing is not the actual number, the important thing is the shape and the focus of action. So what we are talking about measuring is the whole value chain from raw materials through to disposal, and in line essentially with PAS2050 or Scope 3 of the greenhouse gas protocol, if that’s the kind of language you talk. So we are measuring raw materials and components, packing materials and the transport of those to our factories. We are measuring our own global factories, the factories of third parties who make products for us, our offices and our R&D centres and our air travel. We are not measuring our car travel. Our logistics centres and all of our product distribution which is contracted to third party distribution companies. We are measuring the logistic centres of retailers, their distribution, and their stores. We are measuring the shopping journeys of people who buy our products. 
You need to identify the material aspects and impacts from a clean slate, you need someone who doesn’t know your business to come in and point out the obvious things to you that you have missed. You do need to recognise the business risks and opportunities because otherwise you wouldn’t have commitment and there’s been some discussion on commitment this morning. You need to know what direct, indirect and total lifecycle carbon footprints mean and how they apply to how you’re measuring things and your programmes. You do not know what you do not know. If you don’t know something, you don’t know you know it. There’s a lot of surprises on this journey from your own direct footprint to the footprint of your products. Its only when you really think about how people use your products and services that you can work out the carbon that’s associated with them. 

Then you need reporting, communication, engagement, internally and externally. You want independent opinion, comments and assurance who are carbon 20 methodology is externally assured by Deloitte as our sustainability reports and most important of all after all of the talking and all these spread sheeting or all the consultancy and all the hard work, you do need to take action otherwise we have achieved nothing and you need to try and avoid green wash, overplaying and being PR driven. 

NEVILLE HOBSON:
Bruce Lerner, Community and Social Responsibility Manager at Kellogg's, gave an insightful look at the company’s internal drive to reduce their carbon footprint.
BRUCE LERNER, KELLOGGS:

So the key for me is about the people that don’t directly work in production. I think our production sites are about five years ahead of the office because energy for them means significant money and their inducted in energy management right from day one we had energy management systems, it’s a massive, massive issue and they are a lot further ahead than we are. How do I get the sales people who are never in our offices to think about this kind of thing, how will I get the people in finance and supply chain and in marketing who don’t actually have that much to do directly with the production system? 

What we try to do is come up with a scheme which we hope people can buy into. We called it “Go Green.” It’s a global initiative and the idea is that we can inspire and motivate people to behave in an environmentally friendly way at work and at home and in the surrounding communities. And you will notice that we haven’t specifically talked about carbon and climate change. I think the whole concept of carbon is an incredibly difficult concept for people to get hold of, so I’m hoping and I believe that by going green we do significantly reduce our carbon footprint, individually, personally as a team, as a business.  
Okay, so I need to focus on all these people as a whole, one homogeneous organisation, but it’s a community like any other building, I need to have messages that will impact and motivate on lots of different people. So I’ve got this kind of spectrum of influence and there are different messages attached to these different points if you like across the spectrum. I’ve got those that will be inspired by speeches around melting polar ice caps, or Chief Seattle when the Americans were trying to buy land from the native Americans in the late 1800s, he wrote this very erudite letter back and he said things like how can you teach your children if you spit on the land, you spit on yourselves. And I know that there are people at Kellogg’s that will be motivated and inspired by that, I know there are people that will act and behave differently for whom that kind of works. 

Education, I need to provide the facts, I need to provide the details, I need to provide the rationale and a fact that we came up with recently in our sales and marketing department was they worked out how many sheets of colour photocopy were equivalent to the profit margin on one pack of cereal. And I’m not going to tell you what that was, but they now have, as soon as we came up with that one piece of educational fact a light bulb went on so if I do that I’m actually wiping out the profit of one box of cereal that I’m working really hard to sell, yes you are. So the message shifted from the environmental to a bit towards financial. What we try to do is balance that with yes and you are also wasting a lot of natural resources as well. 
The final thing we can do is regulate on a small scale we can bring, we can take peoples bins away, we can remove car parking spaces, we can turn printers off, one of the things we have done we have bought people mugs because we getting through a lot of plastic mugs, so we bought everybody a mug so if you go into our cafe and get yourself a coffee and there are those in the building that believe that you shouldn’t get a drink unless you take the mug with you. So there’s a whole spectrum of ways in which we can communicate but it depends on where you are. 

My final thoughts are, there’s a kind of moral imperative to do this but I suppose from the business perspective, what I would like to believe is that if we can encourage people to behave in a more environmentally friendly way as a course, as a second nature, then there is more chance of those people that can make decisions bringing in environmental thinking into the bigger decision making process. 

NEVILLE HOBSON:
Donna Young is Head of Climate Change at BT. She took the audience on an interesting trip over the past 2 and a half years.
DONNA YOUNG, BT:

What I want to do is take you on a journey, the last sort of two and half year journey that I have been involved with climate change within BT. And I had a very useful start to my role as Head of Climate Change and that useful role was the lovely man called Lord Stern. And Lord Stern in 2006 pulled down a report that said the cost of inaction was way greater than the cost of action. So what did that do? That woke up every single board member in the company. What does that mean for me? 

So when I presented to them, literally two weeks after the Stern Report, the Climate Change strategy it actually got a very good reception because of what had just happened in the press. But to go back further BT has been managing its environmental impact since 1990. We set our very first internal targets in 1992 and we set our public target in 1996 to align with the Kyoto agreement so that’s when we set our first target and that at the time was 25% by 2010. In 2006 I revised that to make it 80% by 2016. So again, against our baseline of 1996. Added to that, that was just the UK target and that was an absolute target. We are a global business, we are in 54 countries, a physical presence, and we operate in over 170.  So the difficulty was how do you manage the entire group’s carbon footprint on an international scale? And what was the difficulty for us was collecting all of that group data and we spent the best part of last year really collecting it and verifying it and understanding what it meant. 
When we are looking at it with our customers, is that we are working with the major organisations and we have something called sustainability factors. And what we do is we get out and help them understand what their carbon impact is. So we do an assessment for them of their overall carbon impact. And then we show them how they can reduce their carbon impact and clearly ICT is part of the solution but by all means it’s not all of it. 

NEVILLE HOBSON:
Thank you for listening to this episode in the LRQA Business Assurance Climate Change Podcast Series. For information about the Guardian Climate Change Summit, visit www.guardian.co.uk/climatesummit. The entire podcast can be listened to or downloaded on www.businessassurance.com/podcasts, LRQA’s Management Systems community website. The site features 9 sections: Climate Change, Supply Chain, Food Safety, CSR, Product Conformity, Business Continuity, Management Systems, Risk Management and our latest addition, an Asia specific section. Each section features a blog, news on relevant topics, an extensive resources section as well as a global events calendar. For information directly relevant to this series, Madlen King is our Climate Change Section Editor. We welcome your input and feedback on this podcast or any other relevant topic. To share your views, click “add comment” at the bottom of any page at www.businessassurance.com.

