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We want to ensure that independent 
retailers do not get left behind in the 
push for businesses to become more 
sustainable. Therefore, this guide 
contains some top tips from NFRN 

members, environmental campaigners, 
and top brands, to help you become 
more eco-friendly. Implementing these 
helpful tips can also have the added 
benefit of saving your business money.  

President’s welcome
Welcome to the Fed’s first-ever Green Guide. We have 
created this supplement to aid you in your journey to 
becoming a more sustainable retailer. We all want to help 
save the planet, but it can be difficult to know where to start. 
That is where the Fed’s Green Guide comes in. 

This supplement also highlights 
the work of NFRN members who 
are already committed to being an 
environmentally friendly hub of  
the community. Not only are they 
ensuring that their stores reduce their 
carbon footprint, but also encouraging 
their customers to do so as well by 
providing them with a wide variety  
of sustainable products.  
Putting sustainability practices in place 
in your business will not only help 
you reduce your carbon footprint, but 
it will also help to future proof your 
business as sustainability is a trend 
that is here to stay.  
The NFRN has championed 
sustainability for a while. Our push 
for the Deposit Return Scheme - to 
encourage recycling of glass, cans 
and PET plastic bottles - will come 
into action in Scotland in 2022, and 
hopefully, the rest of the UK will  
follow suit in a matter of years. We  
will also be taking steps at the 
NFRN head office to make a change, 
encouraging our staff members to  
help where they can.  
Rome wasn’t built in a day, and 
the same can be said for acting 
against climate change. While larger 
companies may be able to instantly 
take large strides into becoming more 
environmentally friendly, this may  
not be possible for you and your store. 
But don’t despair, simply making small 
changes such as switching your lights 
to LEDs or ensuring any takeaway 
containers or packaging you use are 
recyclable, can make a huge difference 
to your sustainability credentials.  
I would love to know what you think 
of this supplement and how you are 
implementing sustainability practices 
in your store. As always, you can write 
to The Fed’s letters page or interact 
with us on our social media.  
Remember, if you already have 
sustainability practices in your store, 
now would be the perfect time to 
nominate yourself for the Sustainable 
Retailer of the Year at the NFRN 
Awards. Nominations close on 
November 30 so don’t delay!
National President, Narinder 
Randhawa

Contents In association with

Brought to you by the NFRN, the 
Green Guide is a one-stop shop for  
all things sustainability. 
In this supplement to The Fed 
magazine, you will find top tips from 
industry leading brands and retailers, 
features on NFRN members who have 
already implemented eco-friendly 
protocols in their stores, and a 
plethora of information on how the 
biggest brands are also doing their  
bit to help save the planet.  
We hope you enjoy The Fed’s  
Green Guide!
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Suntory Beverage & Food GB&I partnered with the Energy Saving 
Trust to help Derbyshire retailer Amit Patel save more than £600 a 
year in his store by implementing a series of sustainability-focused 

changes in his store. Here’s how they did it.

MAKING YOUR STORE   
MORE  

SUSTAINABLE 

MEET THE RETAILER 

RETAILER  
Amit Patel
STORE NAME  
Premier Town  
Street, Sandiacre

STORE SIZE  
900sq ft
BUSIEST TIME 
5.30-7am, with passing tradesmen 
and drivers buying soft drinks and 
breakfast goods

QUICK WINS
CHANGE  

1
 

We started off by identifying three 
immediate improvements which, 
while small, have an impact on Amit’s 
energy consumption. These included 
replacing the screen that displays 
Amit’s CCTV feeds with a new model, 
potentially using 79% less energy1; 
replacing the door mechanism on 
his front door to reduce drafts and 
keep the heat in; and we replaced the 
small heater that Amit has behind his 
counter with a new halogen one with 
three power settings.  

CHILLERS
CHANGE  

2
 

We replaced Amit’s old open  
chillers with modern units that  
are more energy efficient. Just 
by having doors on the chillers, 
compared to open units, an 
estimated reduction in electricity 
consumption of 20% to 50%2 is 
possible, so its an important  
feature to look out for.

LIGHTING
CHANGE  

3
 

Amit’s lighting was more than 10 
years old, with several tubes missing. 
An LED panel system was installed 

within the shop and the storerooms 
which included motion sensors that 
automatically turn off the lights 
when the space is not occupied. The 
installer estimated that over a year 
electricity consumption for the lighting 
would reduce by 51%.

STORAGE
CHANGE  

4
 

We realised that Amit could increase 
the storage space in his storeroom 
by 36% by installing heavy duty 
shelving units. This change allows 
more stock to be stored so products 
will go out of stock less frequently, 
reducing wastage. Secondly, Amit can 
now order more stock at once which 
potentially means fewer deliveries and 
trips to the cash & carry, reducing fuel 
costs and emissions associated with 
using a vehicle. 

CHANGING BUSINESS 
BEHAVIOUR

CHANGE  

5
 

We introduced new PoS materials 
to help advertise the changes to 
customers to build local loyalty. These 
included shelf barkers for his chiller; 
new temperature checklists to ensure 
staff are making sure his appliances 
are always working as well as they 
can; and a poster outlining the five big 
changes we made.

1  150W versus 31W power rating.

2  Carbon Trust Guide to energy and carbon saving opportunities in Refrigeration  

To evaluate the impact of the installations we reviewed data from 
a year before they went in as well as a year afterwards. We used 
historic bills to calculate the monthly electricity consumption and 
projected the electricity consumption after the monitoring data to 
predict what would happen.

This analysis showed that there was a nine per cent reduction in 
electricity consumption during the installation period, which climbed 
to a 12% reduction after all the installations were completed. That 
equates to potential financial saving of up to £610 a year.

Projected annual savings

Comparing a 
year before with 
a YEAR DURING 
all installations

Before
After

35671
32514

Difference
Difference (%)

-3157
-9%

Financial Saving £446

Comparing a 
year before with 
a YEAR AFTER 
all installations

Before
After

34882
30566

Difference
Difference (%)

-4316
-12%

Financial Saving £609

WE MADE FIVE CHANGES IN AMIT’S STORE, GROUPED TOGETHER TO REDUCE THE IMPACT ON AMIT’S DAY-TO-DAY BUSINESS.

£610
PROJECTED ANNUAL  

SAVINGS FOR AMIT FROM 
ALL CHANGES

£28.3M 
INCREASE IN SALES  
OPROJECTED TOTAL  

SAVINGS ACROSS THE  
UK’S 46,388  

CONVENIENCE  
STORES

ANDREW TOD,  
INSIGHT & ANALYTICS 
MANAGER AT ENERGY 
SAVING TRUST  
“It’s great to know that 
by making changes in 
store, the convenience 
retail channel could save 
millions of pounds. It’s also 
important to note that areas 
that retailers might not have 
thought about – improving 
the shelving in your 
storeroom, for example – 
can have a huge impact on 
your CO2 emissions, saving 
time and money as well as 
reducing your energy use.”

ANDREW PHEASANT, 
HEAD OF REGIONAL 
ACCOUNTS AT SBF GB&I 
“We know that not every 
store is in a position 
financially to invest in 
replacing their chillers, 
but our work in Amit’s 
store shows that not 
every change has to be 
as large as that to make a 
real difference. If the UK’s 
46,388 convenience stores 
made these sustainability-
focused alterations, the 
total savings across the 
channel could be up to 
£28.3M per year.”

AMIT SAYS… 
“This project has been 
fantastic to work on. I’m 
already seeing the benefits 
of the changes – both in 
terms of my energy savings 
and the feedback from my 
shoppers, who love what I’m 
doing and the way the store 
looks now. 

“Thinking more about  
how we impact the 
environment is incredibly 
important for many 
reasons, and I urge all 
retailers to look at how they 
can start doing just that”.

TO SEE MORE OF SUKI’S SHOP AND FOR ADVICE FOLLOW 
@SUNTORYBF_GBI ON TWITTER AND LINKEDIN

AFTER

BEFORE

THE RESULTS
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We’re new bottles  
made from old plastic

*Except label and cap. **From late September 2021 onwards. ©2021 Coca-Cola Europacific Partners. All rights reserved.  
COCA-COLA, COCA-COLA ZERO SUGAR, DIET COKE, SMARTWATER, FANTA, SPRITE, DR PEPPER are registered trade marks.

To find out more email connect@ccep.com,  
call 0808 1 000 000 or visit my.ccep.com

We’re switching to 100% recycled plastic in  
all our on-the-go bottles** of 500ml helping 
us save over 29,000 tonnes of virgin plastic 
each year. This change is another step on 

Coca-Cola’s journey towards 100% recycled 
or renewable plastic in all our bottles, and 
the creation of a circular economy for our 
PET packaging.

COC1410_CCEP_100%rPET_KV_A4_AW1.indd   1COC1410_CCEP_100%rPET_KV_A4_AW1.indd   1 19/08/2021   10:4119/08/2021   10:41

Since my appointment by the Prime 
Minister last November, I have 
been lucky to speak with fantastic 
businesses of all sizes across the 
country – many of them independent 
retailers and their suppliers. My goal 
is to ensure that our great British 
businesses have the information and 
the tools that they need to embrace the 
extraordinary economic opportunity 
our net zero transition will provide.
This is why, in May this year, the Prime 
Minister, the Business Secretary and 
I formally launched the Together For 

Our Planet ‘Business Climate Leaders’ 
campaign. This encourages and 
supports small businesses to reduce 
their carbon footprint and make a 
formal commitment to net zero, in 
the run up to the COP26 Climate 
Conference in Glasgow this November 
and beyond.
Net zero by 2050 means by this year 
you are putting no more carbon into 
the atmosphere than you are taking  
out of it. Since launching this 
campaign, fantastic British businesses 
of all sizes have come forward to  

Dear members,
Independent retailers are the beating heart of high streets 
across the UK – valued by communities, employees and 
owners alike. From opening the doors for the very first time 
to broadening out after years of trading, it’s never easy and 
every day there are fresh customers to make happy.

make their net zero commitment. 
The retail sector is already leading 
the way in our efforts to save the 
planet. From offering customers more 
sustainable products to removing 
unnecessary packaging, there are so 
many small steps retailers are already 
taking that will collectively make a big 
difference in helping us fight climate 
change and create a brighter and more 
sustainable future.
To help you achieve your net zero 
commitment, working alongside 
the Retail Sector Council’s Green 
Guide for SMEs and the British Retail 
Consortium Climate Action Roadmap, 
you can now find new, bespoke advice 
for the retail sector on the UK Business 
Climate Hub: https://smeclimatehub.
org/uk/#steps_to_take. 
I ask all those reading this to visit the 
UK Business Climate Hub today and 
take the first step on your journey to 
a low carbon future, committing to 
cutting your carbon emissions in half 
by 2030 and become ‘net zero’ by 2050.
By making this pledge, you will be 
joining an international community of 
thousands of like-minded businesses 
and will be recognised by the United 
Nations Race to Zero campaign as one 
of thousands of ‘climate leaders’ across 
the country. It’s a great opportunity 
to become a role model and to inspire 
others in the community to find 
meaningful ways to take positive 
environmental action. As part of  
this, you will get regular newsletters 
and information from government  
to support you through your net  
zero journey.
I hope the stories included in this 
supplement to The Fed magazine 
about the steps other members 
have taken to make their businesses 
more sustainable, also inspire you to 
take action and make your net zero 
commitment today.  
For the vital part of independent 
retailers in this ongoing endeavour,  
I say “thank you”. T

Andrew Griffith MP, UK Net Zero 
Business Champion
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come from about four miles away if 
that. We have our own baker in the 
village. People here will still shop 
around and go to the newsagent for 
their paper, they go to the butchers for 
the meat. It’s that type of community.  
I think, since the pandemic, it has  
only enforced the sense of community 
even more.
“A lot of people found that going to the 
supermarkets meant that you might 
not get your meat or your milk, but if 
you go local then you tend to be able 
to get it. Some people are still even 
finding it hard to get hold of things  
in the supermarket now.
“The whole pandemic has been life 
changing for people, both shops and 
their customers. I honestly believe 
shopping local is the only way to go 
now. We’ve all got to try and support 
each other really.

A bright idea
“We’ve changed every light to an LED 
bulb. Every fluorescent tube in our 
shop has been replaced.
“Part of our shop is a hardware shop as 
well, so we only sell LED bulbs. We try 
and show people the benefits because 
you can still buy the old fluorescent 
tubes at the moment. We try and show 
the benefits of making the switch. Lead 
by example.
“We also recycle batteries and 
lightbulbs in our store. We hold 

the batteries in boxes, and they are 
collected once a month. Then with the 
lightbulbs, again, we give them back to 
our supplier who comes and collects 
them every three weeks or so. We do 
have a lot of people from the local  
area who recycle with us.”
While both fluorescent lights and  
LEDs are better alternatives to 
traditional incandescent bulbs, LEDs 
are much better in terms of energy 
consumption and lifespan. Switching 
to LEDs is a small change that easily 
improves the sustainability credentials 
of your business, while also cutting  
the cost of your energy bill.

According to the Energy Saving Trust, 
if you replace all the bulbs in your 
home with LED lights, you could 
reduce your carbon dioxide emissions 
by up to 65kg a year. This is equivalent 
to the carbon dioxide emitted by 
driving your car around 220 miles. 
Now imagine the amount of carbon 
dioxide emissions you could save from 
installing LED lights in your stores. 
Small changes and talking to other 
business owners about sustainability 
will help to set you on your way to 
becoming a more environmentally 
conscious retailer. You don’t need  
to instantly become a net carbon  
zero business in the space of a week. 
Just be mindful of the choices you  
are making about your business, 
ensuring the choices you are making 
are best for you, your store, and  
the environment. T

RETAILER PROFILERETAILER PROFILE

Got milk?
“In my store, we have a milk vending 
machine. The farm is about four miles 
away from here. It’s called Proper 
Good Dairy. From when the cows have 
been milked till it’s in our shop, it only 
takes three hours. We have a new tank 
put in every day. The idea is that our 
customers bring their own glass bottle 
to be filled by the machine. We also sell 
these in our shop if it’s your first time 
using the machine, or you’ve forgotten 
the bottle. To date, we’ve sold 36,493 
litres. For me, that’s 36,493 fewer 
plastic bottles knocking about. The 
farm is a really nice place as well, you 
can go and see the cows in the summer.
“We sell about 100 litres a day of  
the milk which I think is pretty 

remarkable really. The kids also love  
to use the machine.”
Glass milk bottles are a great way to 
reduce the amount of plastic you use, 
both in your store and at home. Plastic 
milk bottles are made from HPDE, 
which is a strong and lightweight  
food-grade plastic. Despite being 
recyclable, according to Dairy 
industries international, an estimated 
22,700 tonnes of HDPE milk bottles 
were still landfilled in 2010. This 
material is expected to cost £1.8m 
in landfill costs and has a potential 
recyclable sales value of £8m.

Shop local, shop little
John strives to ensure that the fresh 
products in his store are all provided 

by local suppliers. Not only does this 
help the local economy but it also 
reduces the number of food miles  
and is better for the environment.
He told us: “All of the water I sell is 
from Wenlock water which is about 
five to six miles away from the shop. 
All my sandwiches and my cakes are 
all locally made. All our fruit and veg 
comes from a local market. This means 
that they are also all unwrapped. 
Customers have the options to put 
them in paper bags if they want.
“We live in a village with about 8,000 
people and we are very lucky that we 
have all the shops we need, just in the 
village. We have ourselves, we have two 
good butchers. One of the butchers is 
also a farmer, so his beef and his lamb 

Go 
green
John Vine owns 
Newsworld and Bandford 
Hardware in Church 
Stretton, Shropshire. 
His store combines a 
traditional newsagent 
with a hardware and 
haberdashery store. It 
offers multiple services 
such as key cutting, dry 
cleaning, and he even has 
a dispenser that sells fresh 
milk from a farm that is 
only a few miles away.
We talked to John about 
his store, the different ways 
he promotes sustainability, 
and the importance of 
shopping local.

The whole pandemic has been 
life changing for people, both 
shops and their customers. 
I honestly believe shopping 
local is the only way to go 
now. We’ve all got to try and 
support each other really



10 11thefedonline.comAutumn 2021

In 2017, 70 per cent of UK packaging 
waste was either recycled or recovered, 
exceeding the EU’s target of 60 per 
cent but lower than 71.4 per cent,  
the amount of packaging waste within  
the UK that was recycled or recovered 
in 2016. 
To tackle plastic pollution and increase 
the amount of recycling, the UK 
government has announced that it  
is looking to implement a deposit 
return scheme (DRS).
This will alter the way the entire UK 
recycles. It is scheduled to start in 
Scotland on July 1 2022, but may be 
delayed following an independent 
Gateway Review into the impact the 
pandemic has had on the start date.  

As a result, the introduction  
could be pushed back until 2023.  
The Scottish government has 
appointed Circularity Scotland  
Ltd, a newly formed, non-profit 

organisation, to manage the logistics  
of the scheme. 
The roll-out of DRS in England, Wales 
and Northern Ireland is not planned 
until late 2024 at the earliest. T

Reduce, reuse, recycle 
Recycling is a great way to improve your sustainability credentials and 
reduce the amount of waste that reaches landfill. 

Mo Razzaq, owner of Mo’s @ Blantyre, 
Scotland, is already a few steps ahead 
with preparations for the proposed 
DRS. He has been trialling a deposit 
return scheme in his store since 
December 2018, upgrading to a Model 
X3 RVM in late 2019. This accepts 

glass, PET plastic bottles, and  
drinks cans. 
Customers insert their plastic  
bottles and cans into the RVM,  
where they are then flattened to  
enable more space in the machine.  
Glass bottles are collected in a  
separate of area of the machine and  
are not broken down. The recycling  
is collected and processed at the  
local recycling centre.
Customers using the machine can 
donate 10p to one of four charities  
or receive a voucher for the dessert 
bar, Roxy’s Desserts, that Mo has  
in his store.
Mo said: “For anyone  wanting to  

do this I would say that it is definitely 
worthwhile. But they will need to  
speak to a company that takes the 
waste away and come to an arragement 
where they don’t charge for taking  
the recyclable items away because,  
at the end of the day, they’ll be  
making money from it.” T

RECYCLINGRECYCLING

Creating a closed recycling loop
Reverse vending machines (RVMs) are automated machines that utilise advanced technology 
to identify, sort, collect and process used beverage containers. They will most likely be an 
integral part of the DRS roll out in the UK.

For anyone wanting to do this 
I would say that it is definitely 
worthwhile
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RECYCLINGRECYCLING

On switching to rPET, CCEP senior 
trade communications manager  
Amy Burgess, said: “All of our bottles 
have been 100 per cent recyclable  
for many years, and with this 
achievement we’ve doubled our rPET 
usage too.  
"As a result, our use of recycled plastics 
in GB now saves 29,000 tonnes of 
virgin plastic each year – equivalent in 
weight to 2,292 double decker buses. 

This move follows us moving our 
GLACEAU Smartwater range into 
100% rPET bottles in 2019.
“This is another important milestone 
on our journey towards using 100 per 
cent recycled or renewable plastic in 
all our bottles, and the creation of a 
circular economy for PET packaging. 
We’re also switching from plastic 
shrink wrap to cardboard packaging 
across all our multipacks, which will 

Big brands and sustainability
Many suppliers are working towards reducing their plastic 
intake and ensuring their products are made from 100 per 
cent recycled materials. From September, all the to-go bottles 
across Coca-Coca Europacific Partners (CCEP) core range will 
be made from 100 per cent recycled PET plastic (rPET). 

All of our bottles have been 100 per cent recyclable for many 
years, and with this achievement we’ve doubled our rPET usage 
too. As a result, our use of recycled plastics in GB now saves 
29,000 tonnes of virgin plastic each year – equivalent in  
weight to 2,292 double decker buses

mean that more than 30 million packs 
sold to consumers each year will no 
longer be wrapped in plastic. 
“Of course, we want to keep increasing 
the amount of recycled content we 
use, and our ultimate aim, by 2025, is 
to collect and recycle a bottle or can 
for everyone that we sell. To that end, 
we’re backing the roll-out of a well-
designed GB-wide Deposit Return 
Scheme (DRS). 
“Creating a well-designed DRS that 
works for everyone will need a joined-
up effort. We’re working closely with 
all stakeholders, including our retail 
customers, to make sure their voices 
are heard in discussion with key 
decision makers.”
Suntory Beverage & Food GB&I  
(SBF GB&I) is also taking steps 
towards providing a more 
environmentally friendly range 

Creating a well-designed DRS that works for everyone will need 
a joined-up effort. We’re working closely with all stakeholders, 
including our retail customers, to make sure their voices are 
heard in discussion with key decision makers

of products. The company has an 
ambitious target to move to using only 
100 per cent sustainable plastic bottles 
by 2030 across its whole range. This is 
part of  its wider 2050 environmental 
vision, aiming to achieve net zero 
greenhouse gas emissions across  
the entire value chain.
While having a RVM in your store may 
not be an option for every retailer due 
to issues with space, simply ensuring 
that you properly recycle all of your 
waste, encouraging your customers 
and local community to do the same, 
will make a big difference in the war 
against single-use plastic.
You can find more information on 
where you can recycle items on your 
local authority's website. You can also 
follow @recycle_now on Twitter for 
helpful tips and to keep up to date on 
the latest recycling news. T
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When we put so much respect into our 
coffee, it’s only natural that we’ll care 
just as much about what we sell it in.  
So we’re designing packaging that’s 
easier to recycle.

Design respectfully
Developing recyclable and reusable 
packaging for the future. 
We are developing 100% recyclable/
reusable packaging by 2025 across all of 
our products, with a focus on reducing 
our use of new plastic through using 
more recycled materials. 

Cup of respect

We have a responsibility to make a positive impact on all the people 
involved in producing our coffees, starting with the farmers who supply  
the milk that goes in to our frothy coffees. That’s why we have a 
partnership with First Milk, a British farmer-owned dairy co-operative.

NESCAFÉ’s responsible sourcing 
journey starts with the men and women 
who grow our coffee beans. They’re our 
coffee heroes, and we’re proud to call 
them our partner farmers. Our experts 
visit their farms to pass on innovative 
sustainable agricultural practices to 
ensure the future of coffee, helping  
them earn more, stay healthier and 
work more in tune with nature. After 
all, the more naturally and respectfully 
our coffee is grown, the better it’s  
going to taste in your cup.

Respectful sourcing
Securing the future of coffee with fully 
responsibly sourced coffee.
Our coffee is responsibly sourced 
and certified through established and 
internationally recognised partners:  
4C, Rainforest Alliance and UTZ.  
Our milk is responsibly sourced through 
our Milk Plan which is a partnership 
with First Milk, the UK’s largest farmer-
owned dairy co-operative. 

Farmer respect
Improving farmers’ livelihoods and 
resilience.
The NESCAFÉ Plan enables higher 
income for farmers by upskilling 
them with business knowledge and 
supporting diversification; of which  
we deliver over 100,000 farmer trainings 
per year. 
We also donate over 10 million plantlets 
per year to farmers free of charge, 
helping resilience with higher yielding 
or more disease resistant plants.

We’re respecting the planet by 
working to make all our coffee 
production more sustainable. That 
means encouraging agricultural 
biodiversity on the land, saving water 
and reducing carbon emissions at 
every step of the way from farm  
to factory. 

Carbon respect
Neutralising our carbon emissions 
from coffee suppliers and  
operations. 
We have a clear target and roadmap 
to achieve net zero greenhouse gas 
emissions by 2050 and halve them 
by 2030. 

Water respect
Conserving water on farms, mills 
and households. 
We have focused on reducing water 
used across our operations. For 
example, our UK factories have 
decreased their water use by over 
60% since 2007, and we have worked 
with farmers in Vietnam to maintain 
the same high yield from their crops 
whilst using 30-40% less water.

Biodiversity respect
Promoting biodiversity on all farms. 
We are promoting biodiversity 
on farms through multicropping 
and our Milk Plan sustainability 
bonus which rewards farmers for 
taking actions such as planting new 
hedgerows and wildflowers in the 
edges of their fields.

We’ve been working together since 
2003, in a relationship that has focused 
on building a long term sustainable 
supply chain that supports farmers and 
the environment, and produces the 
best quality milk for the frothy coffee 
consumers love.
The Nestlé First Milk Partnership is 
made up of 86 farmers in Ayrshire  
and Cumbria. First Milk supplies fresh 
British milk for our manufacturing 
site in Dalston, Cumbria, which makes 
our NESCAFÉ GOLD Cappuccino, 
NESCAFÉ GOLD Mocha and 
NESCAFÉ GOLD Latte instant coffee  
as well as a number of other coffee 
flavours in the frothy coffee range.
For our milk farmers, animal welfare 
and sustainable farming go hand in 
hand, and they know they can rely  
on the support from Nestlé and  
First Milk to help reduce their 
environmental impact.

Caring for Cows 
Our work with First Milk and their 
farmers ensures that the milk we use  
in our frothy coffees is the highest 

quality. We know healthy cows are 
happy cows, and happy cows produce 
both more milk, and milk of a higher 
quality. The farmer-led work encourages 
farms to enhance quality and improve 
animal health and welfare.

Supporting young farmers 
The Next Generation Dairy Leaders 
Programme identifies young farming 
talent and develops them to become 
leaders in their industry. Through the 
scheme, young farmers improve their 
understanding of the global dairy 
industry and of their own supply  
chains from field to consumer. They 
learn practical tools and gain the 
confidence to help them succeed.
Responsible resource use -
The milk farmers supplying our Dalston 
factory attend around four sustainability 
workshops per year, which give them 
the tools and techniques to use less 
water and energy and therefore reduce 
their greenhouse gas emissions.
The Nestlé First Milk Partnership 
encourages and delivers environmental 
stewardship on every farm. In 

collaboration with the Game & Wildlife 
Conservation Trust, the partnership 
establishes the right biodiversity 
programme for each farm. Through 
2017 and 2018, Nestlé farmers repaired 
over 2km of stonewall, planted 21km  
of hedges, used 28,000 metres of fencing 
to protect watercourses and planted  
8 hectares of new woodland.

Helping communities 
Nestlé farmers help to bring the 
classroom to the countryside, by 
opening their doors to children from 
the local area in order to teach them 
about farming and the environment,  
the day in the life of a milk cow,  
and how milk gets from the cow  
to the factory. T

The milk plan

For more info on any of the 
above, visit: 
www.nescafe.com/gb/
cup-of-respect

INFORMATION
This is where our consumers 
come in – visit  
www.nescafe.com/gb/
cup-of-respect/enjoy-
respectfully for inspiration!
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UPCYCLING

Recycling is a great way to improve 
the sustainability credentials of your 
business. Unfortunately, there is a 
plethora of materials that cannot be 
recycled by your local council. In these 
circumstances you may need to contact 
a specialist company, or you could 
upcycle your waste.
Upcycling is the process of 
transforming waste items into new 
materials or products that will allow 
the waste to have a second life and 
avoid an eternity in landfill. 
The Crisp Packet Project was created 
by Pen Hudson in Hastings when 
volunteering at a local homeless 
charity, Surviving the Streets UK. She 
uses empty crisp packets and clear 
plastics bags and sheets to create 
survival sheets and bivi bags for 
the homeless. A bivi bag goes over 
a sleeping bag to protect it in wet 
weather and to act as a thermal barrier. 
It takes 44 regular size crisp packets 
to make a survival sheet and 150 crisp 
packets to make a single bivi bag. 
On the CPP and upcycling, Pen said: 
“The positives of upcycling are that 
you are giving new life to single-use 
plastics, rather than a quick use and 

a long life in landfill. Even though 
we know all our items will end up in 
landfill, which is the destination for 
all plastics, the crisp packets are an 
amazing material that’s strong and 
long lasting that need a new life. 
“If I had more resources, I would  
have a factory of people making these 
items to help others. As we are all  
just volunteers on this project, we 
make an amazing amount each year 
to help the homeless in the UK. CPP 
is now a worldwide project so they’re 
always looking for volunteers to join 
their groups. 
“One day crisp packets and clear 
plastic won’t be made. But while they 
are here, we must make use of them.”
You can find your local CPP group by 
searching for them on Facebook.
Crisp packets aren’t the only unusual 
waste item that you can upcycle. In the 
UK alone we drink nearly 100 million 
cups of coffee a day. This results in 
around half a million tonnes of wet, 
spent coffee grounds going to waste.  
If simply disposed of and sent to 
landfill with general waste, the grounds 
not only increase our waste output, 
but when decomposing they also emit 
harmful greenhouse gases, including 
methane (25 times more potent than 
carbon dioxide) – contributing to the 
climate emergency.
But this doesn’t have to be the case. 
Bio-bean recycles spent coffee grounds 
from UK businesses large and small, 
processing them into a range of 
sustainable bio-based products. These 
range from their consumer fire log, 
Coffee Logs, through to its natural 
coffee extract for food and beverage 

Sometimes recycling is just not possible. In 
those instances, upcycling can transform waste 
items or materials into something completely 
different… and even help the homeless.

For more information on 
Coffee Logs visit their website:  
www.coffee-logs.com

For stockists and retail 
enquiries, please contact  
sales@coffee-logs.com.  

INFORMATION

Reusing what you 
can’t recycle

applications and to Inficaf, a bulk raw 
material for use in bioplastics and 
cosmetics. By diverting grounds away 
from conventional disposal methods, 
Bio-bean is reducing waste, saving on 
emissions, and helping the drive to  
a more circular economy. 
Coffee Logs are bio-bean’s winter  
solid fuel brand for use in wood-
burning and multi-fuel stoves.  
With coffee’s naturally high calorific 
value, Coffee Logs offer a high 
performing sustainable alternative  
to mass-imported woods and  
carbon-heavy coals.
88 per cent of customers want brands 
to help them live more sustainably 
and 79 per cent of customers are 
changing their preferences based on 
the environmental impact of their 
purchases . Partnering with a company 
like bio-bean, whether to recycle 
your spent coffee grounds or stock 
Coffee Logs, could demonstrate a 
clear commitment to sustainability 
by embedding circular economy 
principles within your business. T



J T I  U K  L E A D I N G  T H E  
W A Y  T O  N E T  Z E R O

Last year, we launched our UK Environmental Plan, outlining a series of 
commitments to foster a more sustainable environment for future generations. 

Focusing on five key areas, we will be working closely with all our employees,  
suppliers, and retail and wholesale customers to make the below pledges a reality: 

For more information on JTI UK and its sustainability initiatives, visit www.ukrb-jti.com

We’re working with employees and suppliers to achieve our targets, and as of this year all  
UK Procurement Tenders include sustainability criteria and we will be supporting our  
customers on their own sustainability journeys.

We’re committing to reducing emissions 
from our own operations by 80% and 
becoming carbon net zero by 2030.

We’re investing in water efficiency  
measures to reduce water usage  
across our UK sites.

It is time for us all to think and act more sustainably. And, with every business needing 
to work towards the government’s target to reduce greenhouse gas emissions to net 

zero by 2050 or before, we’re encouraging our retailer partners to join us and start  
thinking about changes they can make.

O U R  W A S T E  T A R G E T

O U R  E M I S S I O N  T A R G E T

O U R  E N G A G E M E N T  T A R G E T

O U R  E N E R G Y  T A R G E T

O U R  W A T E R  T A R G E T

We’ll divert 100% of on-site waste from landfill 
by 2023, as well as increasing recycling rates  
of general waste to 75% - recycling an  
additional 21.2 tonnes each year by 2030.

We’ll be using 100% renewable energy  
within the next four years – saving  
675 tonnes of CO2e per year.

ADVERTISING FEATURE
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Q: What’s sparked this sustainability 
drive? Why is it important to the 
business? 
It has never been more important for 
companies to think and act sustainably, 
not just for the good of the industry, 
but for society. It’s not only retailers, 
manufacturers and those involved in 
the retail industry; businesses across 
all sectors need to bring greenhouse 
gas emissions to net zero by the 
government’s 2050 deadline. While 
this is still some time away, the issue 
demands attention now and at JTI  
UK we are committed to leading the 
way in helping the industry become 
more sustainable.

Q: Tell us more about JTI UK’s 
Environmental Plan 2030 – what  
are your key commitments included 
in the plan?
As the UK’s leading total tobacco 
company, JTI is committed to fostering 
a sustainable environment for future 
generations. Last year, we launched  
our UK Environmental Plan 
which includes several ambitious 
sustainability targets across five key 
focus areas: emissions, energy, waste, 
water and stakeholder engagement.
This includes pledging to become 
Net Zero in our UK operations 
by 2030 – 20 years ahead of the 
Government’s current deadline. We 
are also committed to increasing 
recycling rates of general waste to 75% 
and reducing general waste by 20% - 
helping to save 22.8 tonnes of waste 
being generated and recycling  
an additional 21.2 tonnes each year  
by 2030. By the end of this decade,  
we will also have transitioned our  
sales fleet to electric vehicles – helping 
to save 776 tonnes of CO2e emissions 

– the equivalent to 155 hot air balloons 
per year. 
We’ve also embedded new ESG criteria 
in all UK procurement tenders from 
this year.

Q: Plastic is a key area of concern 
for both the public and retailers. 
How is JTI reducing plastic usage 
across its brand portfolio? 
We have built a new Global 
Sustainability Programme Team made 
up of experts across different functions 
including scientific, R&D, marketing 
and procurement to help accelerate 
our progress towards becoming 
a more sustainable business. The 
team’s primary role is to reduce the 
environmental impact of our product 
portfolio and that includes the use  
of plastics. This new approach has 
seen our tobacco business committing 
to reducing its packaging (including 
plastic), ensuring it’s 85% reusable  
or recyclable by 2025, rising to 100% 
by 2030. 

Q: Tell us more about JTI UK’s 
Environmental task force. 
Who’s on it and what are its key 
responsibilities?  
Reducing our environmental impact is 
a journey we share with our employees, 
suppliers and customers – only by 
acting together can we achieve our 
ambitious targets. To help employees 
become more engaged with our 
sustainability agenda, we have created 
a UK Environmental Task Force – 
led by our UK Environmental Lead 
Manager and a UK Sales Sustainability 
working group to drive improvements 
forward across the wider business. 
Since we introduced these last year, 
environmental considerations have 

become even more important in 
how we do business and employee 
engagement is helping to further 
fuel innovation and decrease our 
environmental impact further. 

Q: What are some of the simple 
changes that retailers can make  
to become more energy efficient? 
Each store will be different, but 
we’d suggest retailers review energy 
efficiency levels in their store and 
install energy efficient refrigeration 
and LED lighting to help reduce in-
store energy consumption. In addition, 
they could look to introduce light 
sensors or a ‘switch off’ policy for staff 
in areas that aren’t in constant use, 
such as a stock room, to further reduce 
energy use and cut bills. T

Investing in sustainability
Running a more sustainable business is now an important 
part of retailing. In fact, it’s become vital to stand out to your 
shoppers as a store that does its best to minimise its effect 
on the environment, says Ruth Forbes, Head of Responsible 
Business Projects, JTI UK.
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TOP TIPSTOP TIPS
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Mo Razzaq, owner of Mo’s @ Blantyre, 
Scotland

As mentioned earlier in this supplement, Mo’s store features  
a reverse vending machine in which glass, PET plastic  
bottles, and drinks cans can be recycled for a voucher or 
charitable donation. 
“We use recyclable packaging and cutlery. We also have solar 
panels on top of our store. 
“I think that, in the long run, being sustainable does save 
money. If you’re going to refurbish your shop, double treat it, 
put an extra layer on so it will keep the heat in. This will save 
you a bit on your heating costs. 
“Extractor fans are also a good idea. Putting them in will mean 
you use less air conditioning. It is also a good idea to put your 
air conditioning units in the shade because they won’t use as 
much power. If they’re somewhere outside of your shop where 
the sun is constantly beating down on them, then they are 
working twice as hard. 
“It’s also important to make your staff aware about running 
taps and leaving lights on in the stockroom and toilets when 
nobody is using them.”

How to be a sustainable 
retailer There are many different ways to improve your 

sustainability credentials. The Green Guide asked 
members, suppliers and environmental campaigners 
for their top tips on becoming a sustainable and 
environmentally conscious retailer.

Jay Patel owns Jay's Budgens in Crofton Park, London

Jay’s store boasts an excellent refill station where customers can bring their 
own containers and refill them with a wide range of products. He also sells 
fantastic, homemade Indian street food every Saturday. 
“You need to keep refill stations clean and tidy. I’ve been to so many shops 
where they’ll have things like honey and chilli cashew nuts, I wouldn’t touch 
them. They’ve got dried papaya and I wouldn’t buy it. That’s because they’re 
sticky and the dispenser is so dirty. If you’re buying a sandwich where do  
you go? The place that is clean and tidy. So, keep your refill station spotless.
“Pricing and labelling information should be clear so the customer can easily 
see what they are buying and how much it’s going to cost. 
“Keep fresh stock. Don’t overstock on products because some of them will 
lose their taste and aroma when they are not fresh. They also need to be 
stored somewhere dry and open. Don’t keep them in a damp corner on the 
floor. The stock could easily ruin. 
“We help customers use the refill station. This keeps it clean. Washing up 
liquid and other things like that can be difficult to refill so we keep free  
wipes to one side just in case there is a spillage. Accidents do happen.”

Amy Burgess, senior trade 
communications manager, Coca-
Cola Europacific Partners (CCEP)

“Stocking the most environmentally friendly 
products is a good starting point. Highlighting 
the recyclability of products with in-store 
displays, POS materials and on social media 
can help you to engage consumers and 

emphasise the contribution they’re making to the green future of  
their communities. 
“Exploring renewable energy tariffs and taking steps to improve 
energy efficiency are also key to retailers’ efforts to minimise their 
environmental impact – and can bring down their energy bills in  
the process.
“Equipment has a role to play here; our CCEP coolers use natural 
refrigerants, LED lighting and advanced insulation technology, and  
we’ve introduced Energy Management Systems, which cut power 
consumption by 30 per cent on average.”

Environmental campaigner, 
educator and Zero Waste 
Week founder Rachelle 
Strauss 

Zero Waste Week is held annually 
from the first Monday in September 
and aims to help householders, 
businesses, schools and community 
groups increase recycling, reduce 
landfill waste and participate in the 
circular economy. 
“I would tell retailers to listen to 
your consumers. If you don’t know 
what to do about sustainability, 
then listen and ask the people that 
know what they want. It’s not rocket 
science. You don’t have to come 
up with the ideas. Don’t be afraid 
to learn from your staff and your 
customers. 
“Once you start one simple thing 
and put that in place, it’s then really 
easy to work on the next thing. You 
don’t have to change everything 
overnight. Just start gradually 
making changes. You don’t wake  
up one day able to run 12 miles,  
you maybe start with three and  
then you build it up. Becoming  
more sustainable and improving 
your eco-friendly practices is  
exactly the same.”

Matt Gouldsmith, channel 
director,  Suntory Beverage 
& Food GB&I  

“To show retailers what is possible 
when attempting to make their store 
more sustainable, we teamed up with 
Energy Saving Trust and Derbyshire 
retailer Amit Patel on a major project 
to demonstrate how small changes can 
make a big difference.
“The changes made in store will help 
Amit save an amazing £600 a year. 
“We started by identifying three 
immediate and simple improvements. 
We replaced Amit’s heater with a new 
halogen one; installed a new door-
closing mechanism to ensure the front 
door keeps heat in; and replaced the TV 
screen he uses to monitor his CCTV. 
“We know that not every store is 
in a position financially to invest in 
replacing their chillers, but our work 
in Amit’s store shows that not every 
change has to be as large as that to 
make a real difference. If the UK’s 
46,388 convenience stores made these 
sustainability-focused alterations, the 
total savings across the channel could 
be up to £28.3 million per year.”
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AWARDS

same tasty, lower-sugar drinks.

Suntory Beverage & Food GB&I
is the new name for Lucozade Ribena Suntory.

New name

Are you ahead of the game when it comes to recycling and reducing your usage of 
single use plastic? Are you leading the charge in your local community to reduce 
your carbon footprint?
If you have answered yes to any of these questions, then why not put yourself 
forward for the NFRN Sustainable Retailer of the Year award?
Nominations are now open for our 2022 NFRN Awards where members will be 
recognised for their outstanding achievements,  not only sustainability, but across 
a wide range of categories.  

Rewarding Sustainability

Already implement a wide range of eco-friendly 
practices? Why not put yourself forward for an Award?

Entering the Awards is free and 
there is no limit to the number 
of categories you can enter.
Please enter using the form 
located on the NFRN website. 
The deadline is 5pm on Tuesday 
November 30, 2021.

INFORMATION

So, don’t delay. Nominate yourself today!

The awards ceremony will take place on January 25, 2022, at London’s Royal 
Lancaster Hotel - one of the capital’s most prestigious venues. 
All finalists will be invited to attend the ceremony, which will bring together 
hundreds of leading lights from the worlds of retailing, publishing, and wholesaling 
to recognise and reward the very best in our industry.

This award is being sponsored by JTI UK. Its head of 
responsible business Ruth Forbes said: “We are delighted 
to be supporting the NFRN Awards for 2022, giving us the 
opportunity to celebrate best in class retailers. We will 
be sponsoring the Sustainable Retailer of the Year award 
as this is an area that aligns closely with our plans and 
efforts as a business and something that we know is more 
important than ever for retailers.”

We wish the best of luck to 
all those shortlisted and look 
forward to hopefully seeing 
you all next year

Members can nominate themselves 
for any of the following awards:
• Responsible Retailer of the Year
• Customer Service Retailer of  

the Year
• Best Use of Technology
• Food to Go Retailer of the Year
• Sustainable Retailer of the Year
• Independent Convenience 

Retailer of the Year
• Symbol Convenience Retailer  

of the Year
• Store2Door Deliverer of the Year
• Newsagent of the Year
• Community Champion



EMPTY CAN AND RECYCLE

#MOVEONTOVELO

YOU’VE GOT VELO
VELO.COM/SUSTAINABILITY

D     N’T KICK ME  
TO THE CURB

This product contains nicotine and is addictive.  
 For adult consumers only.

*Please check for the  ‘Empty can and Recycle’
 sign on the side of the can before recycling.

MOVE ON TO VELO  
NICOTINE POUCHES  
IN A RECYCLABLE CAN*.

RETAILER PROFILE

Talking to other retailers is one of 
the easiest ways to learn new ways 
on how to improve the sustainability 
credentials of your store. Mulkerns 
Eurospar in Newry, County Down,  
is a prime example of a retailer putting 
sustainability at the top of their 
agenda and being awarded for their 
achievements in the field.
At the 2021 Convenience Store 
awards, Mulkerns Eurospar won the 
Sustainability Retailer of the Year 
category, among a plethora of other 
awards. We went to their Store to ask 
them about sustainability and why  
it’s important to encourage both  
staff and customers to go green.
Lisa Mulkerns, the owner of Mulkerns 
said: “Sustainability to us is not just 
about making sales, it is something  
that we truly believe in, and has been  
a significant part of our company’s 
ethos for long before it became 
necessary for companies to shout  
about it. We believe that “small changes 
can make a BIG difference” and we 
encourage and facilitate our staff and 
customers alike to make the switch  
to more sustainable choices.
“I suppose approximately 75 per cent 
of our produce is locally sourced. 
We go out of our way to find local 

Environmentally 
responsible retailing 

24 Autumn 2021

At the Convenience Store awards, the 
team at Mulkerns were praised for 
including sustainability in their staff 
training and their office practices.  
Lisa told us how they use technology  
to streamline the systems in her store  
and make them more sustainable.
“We’re fairly good with technology 
here,” she said. “We have systems for 
everything. All of our paperwork tends 
to get saved in the computer system. 
Saving to the computer does cut down 
on all the paperwork that we produce. 
We don’t print anything. We use email 
to communicate with our suppliers  
and then WhatsApp groups  
to communicate with staff. It all helps 
to cut down the amount of paper you’re 
using. The staff newsletter also goes 
out via email, as well as payslips and 
that sort of stuff. At the tills, customers 
are always asked if they want their 
receipts or not. We don’t print them 
unless the customer wants one."
Going paperless is a great way to reduce 
your CO2 emissions. It will also reduce 
the amount of waste your business 
produces as, according to  
The World Counts, 26 per cent of  
waste in landfill sites is discarded paper 
or paperboard. This can be especially 
harmful to the environment as when 
paper rots it creates methane gas, 
which is 25 times as toxic as carbon 
dioxide. While going paperless may 
not be achievable for every retailer, 
reducing the amount of printing will 
not only improve your sustainability 
credentials but will also reduce cost 
and clear up storage space. T

Lisa says

“For other retailers our advice is 
that it’s not about making a huge 
investment. You can boost your 
sustainability credentials by 
simply looking around your 
business, you’ll be surprised at 
the things you are already doing! 
Then it’s just about making a list 
and being creative in 
communicating that to customers 
and employees via social media, 
PR, staff newsletters.”

LISA'S TOP TIP

suppliers for our products, keeping 
the food miles down. We’re currently 
researching a local farm to work with  
so we can source their produce for  
our butchery and get the meat straight 
from the farm.”
Not only does the store house a 
butchery, but it also features a refill 
station and a deli. Lisa told us about 
what it is like to maintain these 
sections in her store, and how she 
instils sustainability practices in her 
deli counter.
She said: “Our refill station is for 
cleaning and beauty products. It’s a 
fairly compact area in our store and  
we haven’t had any issues with keeping 
it maintained. Our suppliers are very 
good as well, again we use a local 
supplier for the refill products, and they 
help to keep it right. We always have 
staff on the floor who are trained and 
able to help customers with the refill 
station if they are having issues with it. 
“In our deli, customers can bring 
their own containers and, if they want 
coleslaw or something like that, they 
don't have to use the plastic ones  
that we provide. You don’t have to  
use the new packaging; you can use 
your own. From a refill point of  
view, that’s very important.” 
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FUTUREFUTURE

According to a YouGov survey 
published in April 2021, 57 per cent  
of UK shoppers said they would pay 
more for products that are better  
for the environment. 
The younger generation are also  
more conscious about sustainability,  
as both the majority of millennial  
and Gen Z shoppers (63 per cent and  
69 per cent respectively) are more 
likely to consider the sustainability 
credentials of products when  
grocery shopping. 
It is, therefore, important that 
independent retailers play a part in  
the sustainable future of the food  
and drink industry, otherwise they  
may get left behind.
James Mackenzie, a freelance campaign 
consultant who works on the Scottish 
campaign for deposit return, said: 
“Sooner or later, the era of single-use 
plastic will have to end, whether that’s 
product or packaging. All too often 
retailers or the public themselves are 
blamed for this issue, but the heart of 
the problem is that governments have 
not regulated producers to make them 
responsible for everything they ship, 
right to the end of its life. 
“As with the deposit return system, 
coming next year in Scotland and 
hopefully soon after elsewhere in  
the UK, shops large and small will  
have a role to play. But these are 
producer responsibility schemes,  
and it will be important to design  
them so producers don’t offload  
their responsibilities onto  
retailers or the public.”

The future of 
sustainability
Sustainability is a trend that is here to stay, so how can independent 
retailers ensure they play a part and do not get left behind?

used previously and ensuring that 
every bottle can be recycled back  
into another bottle.
Suntory Beverage & Food GB&I 
channel director, wholesale Matt 
Gouldsmith said: “As part of the 
Suntory Group vision of Growing For 
Good, Suntory Beverage & Food GB&I 
(SBF GB&I) are using our position in 
the industry to lead the soft drinks 
category in driving positive change. 
“Growing For Good means everything 
we do as a company always benefits 
its community, and by continuing to 
do good things for society and the 
environment we will help make a 
better, brighter future post-Covid-19 
and beyond.” 
These positive changes from leading 
brands will aid independent retailers 
in their mission to become more 
sustainable, as stocking their  
products will add to your store’s  
eco-friendly credentials. 
By working together, big-named  
brands and independent retailers  
can create a better sustainable future 
for not only the industry, but for  
the world. T

As part of the Suntory Group 
vision of Growing For Good, 
Suntory Beverage & Food 
GB&I (SBF GB&I) are using 
our position in the industry 
to lead the soft drinks 
category in driving positive 
change. Growing For Good 
means everything we do as a 
company always benefits its 
community, and by continuing 
to do good things for society 
and the environment we will 
help make a better, brighter 
future post-Covid-19  
and beyond

To play their part, large companies  
are now investing millions to ensure 
that their products are fit for a 
sustainable future. Suntory Beverage 
and Food Great Britain & Ireland  
(SBF GB&I) is investing  
£6million to support  
the recycling of its  
bottles by renovating  

the packaging of its Lucozade brand.
Millions are being invested to ensure 
that the Lucozade Sport bottle is only 
made from recycled plastic.  
This alone will save 3,400 tonnes of 
virgin plastic being produced annually. 
Alongside this, the bottle will be 
redesigned with a smaller label – 
reducing the volume of plastic  



we have a plan to make all of our plastic
bottles 100% sustainable by 2030.

Driving a 
circular economy 

Reduced
carbon footprint 

No Petroleum-
based plastic

Learn more: LRSuntory.com/2030plan


