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THE BOTTOM LINE

BY: DAVID KENDALL – FCCA IS A PARTNER AT AUDITEL PROCUREMENT

ENERGY
The increases in the energy markets in 2021 have been  
unprecedented and there is no sign as to when the doom and 
gloom will subside. I’ve been advising clients to devise a clear 
strategy to weather the storm and see what happens between 
the winter peak and spring.

Businesses should use hedging techniques to buy during the 
market dips and reduce the net energy unit cost over a period 
of, say, 24-36 months. 

Focus on short-term contracts if possible. In my view, the  
current rates are not sustainable and there are lots of initiatives 
and government schemes being considered around carbon-neu-
tral renewables and green energy that could help business  
reduce consumption in the longer term. It’s a matter of time 
before carbon strategy has an impact on clients’ cost bases.

LOGISTICS
Container shipping prices took a slight dip in December 2021; 
the lowest we have seen is US$12,000 for a 40ft-high cube 
container from China. Brokers say that US$14,000 per container 
will be the norm again as soon as the Chinese New Year comes 
closer and supply outstrips demand again.

These prices are unlikely to soften 
for years to come and many clients 
are looking to change or relocate 
their entire supply chain model as a 

result. Tariff rate cards for a month/quarter are still very rare and 
often unfulfilled.

The HGV driver shortage has been causing widely publicised 
concerns, but equally some carriers/networks are recovering – 
even flourishing. We are also seeing some incredible innovation 

and investment in this sector around vehicles fuelled by  
compressed natural gas. Many clients are trying to bring  
facilities services in-house to increase quality and reduce cost

Courier and parcels is a category that is littered with  
opportunities for making cost savings and should be a focus 
for clients. The carriers ‘filled their boots’ with the e-commerce 
business-to-consumer boom during the pandemic and some  
are really pushing their luck now.

Businesses should ensure that they fend off any driver  
levies that the carriers are forcing on them. They should also 
fend off 2022 price increases if they can and go for a cap on  
fuel increases.

Deploying a market tender can work in reducing these costs.  
Our recent tenders are seeing major deviations in results;  
some carriers can be 20% dearer and some can be 20% lower.

A couple of driving forces are  
the capacity at the central hub 
for additional volume and the 
underlying cost base of the  

courier itself, as many are using franchised drivers, which 
means another cost layer cutting into the margin.

In terms of external warehousing and fulfilment solutions,  
we are continuing to see a major shift to third-party logistics 
in the retail sector to reduce the fixed-cost burden on the P&L 
– particularly for retailers that are private-equity-backed and
EBITDA-hungry.

FACILITIES
Facilities and maintenance is an area where opportunities  
exist for cost cutting. It is a low-margin industry, of course,  
but scheduling has generally dropped due to site closures  
and peaks and troughs in activity levels (many impacted by 
the HGV driver shortage for areas such as waste and  
hygiene collections).

This, plus the lack of cleaning operatives, means that many 
clients are trying to bring facilities services in-house where  
possible to increase quality and reduce cost. Businesses  
should ensure frequency, contracts and lift levels are adjusted 
down accordingly and that they are only paying for what they 
are using.

OTHER AREAS
Carbon strategy is something that is becoming very important; 
many big contracts and tenders are demanding a strategy on 
this front, too. So it’s a matter of time before it has an impact on 
our clients’ cost bases.

It’s also worth looking at merchant card costs, as this is quite a 
buoyant market, and even a very small improvement in rates and 
payment days might help the bottom line and cashflow position. 
The tender can be a bit onerous but the results are often ‘money 
for nothing’ in terms of risk and reward.

There are lots of opportunities to make savings in the area of IT 
and communications, as it is a highly competitive marketplace. 
However, it’s worth building some flexibility into these contracts 
and avoiding long-term commitments, as the retail landscape 
is ever-changing, and costs in this category are generally falling 
year on year.

In terms of commodity-based costs – plastics, paper, cardboard, 
anything around packaging and consumables – increases  
look set to continue. It’s worth seeking a price fix or guarantee 
protection insurance percentage cap on increases; or simply 
take this as an opportunity to reduce the specification of  
products and perhaps even become a paperless office.

Indirect costs are on the rise. As clients set their budgets for 2022, 
here are some suggestions for how they could strategise for core  
and indirect spending.

There are lots of opportunities for clients to 
limit their exposure to rises in indirect costs

PROCUREMENT PROCUREMENT

Mitigate rising costs

The HGV driver shortage 
has been causing widely 
publicised concerns.

Carbon strategy is 
something that is  
becoming very important.
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Formed as a small startup just 34 years ago, the progress of the 
firm has been remarkable and it is now the benchmark for the 
“serious” face of business in the capital markets.

For the past ten years, Blackrock’s CEO Larry Fink has written 
to the senior leaders of each of his firm’s investee companies 
about the growing importance of what he describes as  
Stakeholder Capitalism. He contends that “this is not about  
politics. It is not a social or ideological agenda. It is not “woke.” 
It is capitalism, driven by mutually beneficial relationships be-
tween you and the employees, customers, suppliers, and  
communities your company relies on to prosper.” 

Increasingly Fink has made calls for a strategic long term  
approach to ensure sustainability, both in the financial and 
environmental sense. In this year’s letter Larry Fink 2022 he 
observes that the global pandemic has served to “turbocharge” 

the rate of change in the relationship between a company, 
its employees, and wider society.

In a year that has seen such tumult in companies and markets, 
countries and economies, he calls out the responsibility of the 
leaders of large companies to take responsibility for putting 
“your company’s purpose at the foundation of your relationships 
with your stakeholders”. 

A consistent theme which emerges year after year is his belief 
that although capital markets are now larger than ever before 
(estimated to be worth around $400tn) – accessing that capital 
carries a burden of responsibility that is being defined in a new 
language. No longer is it sufficient to express your company’s 
goals in terms of Earnings or Return on Capital. As Fink puts 
it “most stakeholders now expect companies to play a role in 
decarbonizing the global economy.”

It is instructional to consider these words, as they lend a useful 
perspective to the once maligned inputs of “environmentalists” 
within the business world. These voices were hitherto  
marginalised and found themselves sitting on the lunatic fringe 
of the conversation. Rarely did they have the opportunity to 
speak directly to corporate boards on these key topics. To hear 
these words coming from the mouths of key investment deci-
sion makers such as Fink is a paradigm shift.

As someone who made colourful presentations to the Board  
of a UK listed organisation back in 2006 and received tolerant 
smiles and a very modest budget to begin addressing “change” 
I would consider myself as a Boardroom “activist.” With the  
likes of Blackrock and indeed the wider investment community 
moving in lockstep on the responsibilities of organisations it 
seems that perhaps the tide is turning – but there remains a 
role for such activism. It is such a broad and sweeping topic  
that many organisations simply do not know where to make  
the first step.

Fink poses the simple question “every company and every 
industry will be transformed by the transition to a net zero world. 
The question is, will you lead, or will you be led?” and cites an 
example of the car industry.

“In a few short years, we have all watched innovators reimagine 
the auto industry. And today, every car manufacturer is racing 
toward an electric future. The auto industry, however, is merely 
on the leading edge – every sector will be transformed by new, 
sustainable technology.”

The fact is that virtually every sector in an economy will need 
to go through this coming change. Some companies will 

innovate and thrive, perhaps others will aim to simply  
survive, and undoubtedly some will die. The key requirement for 
business leaders is to get their heads up and try to discern what 
is coming. What are the risks and opportunities for you  
as a business?

Fink underlines a clear 
requirement to make  
accurate disclosure in 
order that companies  
may continue to seek 
the support of the capital 

markets. Blackrock will require companies to set short-,  
medium-, and long-term targets for greenhouse gas reductions. 
These targets, and the quality of plans to meet them, are critical 
to the long-term economic interests of shareholders. It’s also 
why they are asking companies to issue reports consistent with 
the Task Force on Climate-related Financial Disclosures (TCFD): 
because they believe these are essential tools for understanding 
a company’s ability to adapt for the future.

In signing off, Fink recognises that capitalism can be a  
powerful force for good in the transition to Net Zero, however 
he also calls for the fiscal and regulatory support that will help 
level the playing field for innovators. The fact is that there is still 
a proliferation of confusing disclosure requirements for compa-
nies and sectors and a language that is often opaque  
and misleading. 

Organisations can no longer afford to wait and see what  
might happen in this space. The time has come to learn a new 
language and to develop a more rounded scorecard of company 
performance. Your stakeholders demand it.

Blackrock Investment Management is the world’s largest money 
manager, and in January 2022 its total assets under management 
surged past the $10tn mark for the first time. 

CARBON NEUTRALITY CARBON NEUTRALITY 

Stakeholder Capitalism – A Gentle Nudge

 “every company and every industry 
will be transformed by the transition 
to a net zero world. The question is, 
will you lead, or will you be led?” 
LARRY FINK
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This tax will raise £400 million in the UK – Will this go to  
help the UK which has patchwork and disjointed curb side 
recycling services.

No – the Government has not committed it will be spent on 
recycling technology improvements.

Currently, there is a shortage of recycled plastics which is 
of food grade quality. Food grade quality must comply with 
migration analysis standards created by European Food Safety 
Authority (EFSA) Post Brexit UK will follow EFSA guidelines.

This has bolstered the price of recyclate to 50% higher than 
virgin plastics. Therefore, packaging costs will increase.  
As an industry working on extremely small margins, any  

increased costs are at risk of being pushed down the supply 
chain and ultimately on to the consumer. 

THIS IS NOT THE END TO INCREASED PACKAGING COSTS
Currently any entity which handles over 50 tonnes of  
packaging materials per year or has a turnover of more than  
£2 million a year (Ref 7), are classified as being an obligated  
producer. Such entities must buy Packaging Recycling Notes 
(PRN) to offset recycling charges for the weight and type of 
packaging they use.

Towards the end of 2023 (date to be fixed) there will be a  
new regulation being implemented. The Extended Producer 
Responsibility (EPR) will replace packaging recycling  
notes (PRN). 

The intention being that responsibility for collection sorting  
and recycling/disposal will come away from the local  
authorities and will go to Producer responsibility, which will 
mean an increase from current UK levy of circa £370 Mio to  
£2.7 Bio approx. a 730 % increase. This will have to be passed 
onto UK households and equates to an additional £95 per year / 
per UK household.

Industry Council for 
Packaging & the  
Environment (INCPEN) 
stated – “Industry 
experts estimate it will 

cost about half of this amount to accomplish this responsibility; 
rest of the monies raised will disappear into Whitehall.”

Plastics which cannot be recycled will have the highest levy 
which obligated producers will have to pay. 

To understand the challenges around moving away from  
the status quo, one must understand why plastic is used in 
the first place. Plastic is light, cheap and durable; its lack  
of degradability means it is a victim of its own success  
and has hence become ubiquitous in the environment.  
Its superior barrier properties have improved food safety,  
extended shelf life and reduced food waste significantly  
over recent decades. 

In a haste to increase recycled content in plastic, the  
Government must not inadvertently push companies into  
using alternative materials that reduce shelf life of food  
and therefore increase food waste. Food is much more  
resource-intensive to produce than plastic packaging and 
so balancing priorities is key.

The EPR will have the highest levy’s against plastic materials, 
which cannot be recycled.

In April 2022, plastic tax will be implemented on virgin plastic  
materials, which do not contain 30 % recycled plastic. Cost will be 
£200 / tonne. Think that’s a lot? In Germany it is 800 Euro / tonne. 
So if you have 30% recycled content you avoid the tax. (Ref 1)

PACKAGING PACKAGING

Highlights from the World of Packaging

The problem with plastics is correct 
disposal. The UN estimates that at 
least 2 billion people worldwide still 
lack access to solid waste collection.
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There is a switch from using plastic to paper products. e.g.  
Coca Cola removed 4000 tonnes of plastic in Western Europe 
by replacing multi-pack cans previously shrinkwrapped with 
polyethylene to Cartonboard.

Coca Cola explain, “The shrink-wrap will be replaced with 100% 
recyclable, sustainably sourced cardboard, with either an FSC 
(Forest Stewardship Council) or PEFC (Programme for the  
Endorsement of Forest Certification).” 

Shrinkfilm is far less expensive than cartonboard (circa 75 % 
less expensive,) and less bulky (one pallet of shrink wrap  

paper is easier to recycle than plastic film. However, they did not 
publicly advise on greenhouse gas emissions (scope 1).

There is merit in their argument as not all shrink film will be  
returned to large supermarkets for recycling. For a couple of 
years, it has been possible to return polyethylene (stretchy  
plastic film) to large supermarkets and from January 2022  
polypropylene non stretchy plastic film can also be returned.

Investment is lacking at UK material recovery facilities to  
recover plastic films as it is currently not economically viable.

What is not mentioned by Coca Cola who made this decision is 
what is the environmental footprint of paper vs plastic film.  
Only representing specific facts and not the total picture is 
greenwashing.UK retailers are trying to reduce plastic as much 
as possible as plastics are perceived by the consumer to be 
worse than paper alternatives. That is the opinion of the author 
but the reader, must make up their own mind.

Proctor and Gamble are also trying a 100K trial with a paper 
Lenor bottle which is currently not recyclable but will be when 
implemented in full commercial production. Again, are we  
moving from paper to plastics as it is perceived by the  
consumer to be better or for sound environmental reasons.  
The current Lenor plastic bottle is made of 100% recycled plastic 
and are fully recyclable so what is the environmental argument 
for change?

ADDITIONAL RECYCLING INITIATIVES – 
DEPOSIT RETURN SCHEME
UK consumers go through an estimated 14 billion plastic drinks 
bottles, 9 billion drinks cans and 5 billion glass bottles a year.  

film can package the equivalent to 15 pallets of cardboard. (Ref 9) 
So Coca Cola are incurring significant material costs.  
New equipment will be required. Line speeds will be slower
 than current shrink wrapping collation equipment.

Studies comparing both processes plastic film vs paper have 
shown that paper production uses more water, requires more 
energy and creates more waste than plastic production. (Ref 5)

So why do this if the science is saying it is worse than plastic 
shrink film? Paper is perceived by the consumer to be more  
environmentally friendly. Coca Cola justified this change as 

To help reduce littering and increase recycling rates a Deposit 
Return Scheme will go live on 16 August 2023 in Scotland. (Ref 4)

People pay a small deposit of 20p when they buy a drink in 
a single-use container and then get the deposit back when  
they return the empty bottle or cans.  
See YouTube video https://youtu.be/V4n1JnboGwA

Rest of the UK will follow later (date not specified) but recycling 
targets are set to collect 77% of single-use plastic bottles placed 
on the market by weight by 2025, and 90% by 2029. (Ref 3)

A BALANCED APPROACH
The problem with plastics is correct disposal. The UN estimates 
that at least 2 billion people worldwide still lack access to solid 
waste collection. (Ref 6)

2 % of the plastic pollution comes from US & Europe.  
82 % comes from Asia and 18 % the rest of the world.  
The author’s opinion is that if you are not able to recycle  
plastics and move to a circular economy then it makes more 
sense to find plastic alternatives, such as paper alternatives  
as when plastics leak out into the environment it is disastrous 
for the planet’s environment. Much of these plastic  
polluting countries have poverty so cannot easily finance  
plastic alternatives.

CONCLUSION
There are initiatives in UK to replace plastic with paper.  
(Discussed above) From a scientific environmental perspective 
this makes little sense if the plastic is disposed of correctly.  
Recycling and plastics moving from a linear economy to a  
circular economy is happening and recycling rates will  
continue to improve.

In parts of the world where they cannot dispose of plastics cor-
rectly then alternatives materials should be found.

Ref 1 – britishmeatindustry.org 

Ref 2 – packagingnews.co.uk 

Ref 3 – www.gov.uk 

Ref 4 – depositreturnscheme.zerowastescotland.org.uk/ 

Ref 5 – halo.science 

Ref 6 – UNEP Global Waste Management Outlook 2015 

Ref 7 – gov.uk 

Ref 8 – therecyclingevent.com

Ref 9 – kempner.co.uk

Highlights from the World of Packaging
BY: JOHN ELLIOTT

PACKAGING PACKAGING
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Lee Freeman is one of the 1,000 Chartered Accountants acting 
on climate change, but he doesn’t lead the charge towards a 
decarbonised economy – he draws up the battle plan for  
companies and clients to follow.

“Our ultimate game, and we’ve been doing this with  
organisations over the years, is to help their journey to net  
zero to eventually becoming self-funded,” says Freeman, carbon 
solution specialist at Auditel, a cost, procurement and carbon 
solutions company. “The money they’re using for their carbon 
reduction plans actually comes from money they’re currently 
spending in their business. It’s just repurposing it and  
redirecting it into helping reduce their carbon footprint.”

After qualifying as a chartered accountant with Grant Thornton 
30 years ago, Freeman cut his teeth in various corporate finance 

roles before setting up a member firm within the Auditel network 
back in 2010. The goal of the business was to help companies 
buy better and buy smarter in terms of energy and other  
indirect costs. Over the years, Auditel gained specialists in the 
carbon efficiency landscape and has steered towards helping 
businesses reduce their carbon footprint.

“On the deregulation of the 
energy and the telecoms  
markets, you could think of 
Auditel as a commercial  

Go Compare or Money Supermarket of its day, and really on  
the face of it as a utility bill checker. Consumers and businesses 
were provided with choice and there was a lack of knowledge 
about what product to choose and what service is better for 
each business,” says Freeman.

MAPPING OUT THE BATTLE PLAN
Auditel operates a simple four-step process. First, they will 
help the organisation define and measure their current carbon 
footprint and what they find is that the business ‘can’t see the 
wood for the trees’ – they literally don’t know where to start 
as the drive for net zero has created so much confusion in the 
marketplace.

The second stage is where Auditel will come up with a carbon 
reduction plan. That could be as simple as switching all the light 
bulbs to LED lights or introducing sensors into the building so 
lights turn on and off automatically. He adds: “It can give you 
some easy wins, but as soon as your carbon reduction plan 
goes further you start getting into more challenging projects, 
for example, putting solar panels on the roof of the factory and 
starting to generate your own electricity.”

For the third step, Auditel focuses on what the company wants 
to achieve from the plan. If that is reaching carbon neutrality  
in that year, then they can help the business identify fully  
verified offsets to purchase alongside decarbonising initiatives.
In the final stage, Auditel has partnered with the British  
Standards Institute (BSI) and is now associate consultant to the 
BSI. This can lead to an outside third-party verification of  
a company’s carbon neutrality claims.

“There’s a lot of information around at the moment and  
organisations being accused of greenwashing, making  
environmental claims that they can’t substantiate,” Freeman 
continues. “We’re fully behind some of the certification and 

verification groups, which provide that third-party verification of 
an organisation’s claims and that can obviously help with brand 
awareness in their own marketplace as well.”

That process is then repeated year on year, gradually working 
with businesses to help them manage and reduce their carbon 
footprint over several years until, ultimately, they can become 
net zero.

BUSINESSES HAVE AN OBLIGATION TO PROTECT  
THE ENVIRONMENT
Freeman believes that all businesses have a responsibility to 
help protect the environment for the future well-being of our  
children and grandchildren. “We can’t say we’ll leave it to the next 
generation because by then, in Boris Johnson’s words at COP26, 
‘We’re at one minute to midnight, and it may well be too late.’”

Accountants are effectively the lynchpin for pushing these 
changes within businesses, as financial professionals usually 
hold senior positions and have a broad oversight of a  
company’s operations. In reality, it also comes down to  
accountants in practice who are advising their clients.

Freeman continued: “I think accountants are very well placed, 
with their spread of knowledge and training, to help drive the 
push for net zero. My mission is aligned to that because I want 
to help organisations become carbon neutral, but in a way that’s 
meaningful, fruitful for them and hopefully self-funding. It’s a 
rather hackneyed phrase but maybe becoming carbon neutral 
doesn’t have to cost the earth.”

There’s a perception in the marketplace that implementing  
carbon-reducing technology comes at a high cost but it could  
be as simple as redistributing your current energy spend.

CARBON NEUTRALITY CARBON NEUTRALITY 

Becoming carbon neutral 
needn’t cost the earth

Over the years, Auditel gained 
specialists in the carbon  
efficiency landscape
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It is the connection between all people, departments across  
all levels. The last two years have shown that the ability for IT 
to give the tools, support, and infrastructure to keep business  
going through unprecedented times. Time does not stand  
still and as the new year starts, we take stock of our top five  
considerations in IT strategy plans. The one common thread 
across all five topics is that IT does not stand alone it has to  
be part of every business decision, every strategy, and every 
future development, and be integral to every department.

HYBRID WORK MODEL – RETAIN NEWFOUND AGILITY AND 
OPTIMISE HYBRID WORK CULTURE.
The last two years has meant great changes to the working  
environment as we knew it. Bouncing between office working, 
home working and a combination of both, hybrid working is  
here to stay for the foreseeable future, if not permanently.  
2022 is the year to build on the flexibility that hybrid working 
brings and to optimise its potential.

Expecting any approach that was put together quickly to  
respond to the pandemic will not be suffice for the coming 
years. The business and IT strategy need to be fully aligned to 
gain the greatest potential and optimise the workflow, along 
with enhancing the end user and customer experience. Business 
leaders will need to adapt to find ways to sustain a company 
culture where teams, individuals and customers all feel engaged 
and valued even if much of the contact is through a screen.

Data driven diagnostics are the first step in seeing any probable 
gaps. What has worked and what has not, this would include, all 
elements of IT from infrastructure, end-user compute, software, 
services, and process.  What difficulties have people had, how 
have they felt, emotions of situations are a powerful tool when 
recorded correctly.  What is your business strategy for work 
placement in the coming year? Every business will have had 
a different experience but having data to assist will be vital to 
focus on priorities within the strategy. 

By providing a digital environment and services that aligns  
to business and end-user needs along with consideration to 
economics and the wider environment, it has the great potential 
to maximise every individual and to drive growth for the future. 

CYBERSECURITY-STRENGTHEN YOUR POSITION
Company data is the golden egg, and it needs be protected. 
Security must be a priority on any business and IT strategy 
throughout 2022 and beyond. Recent surveys from Gartner and 
PWC show that around 50% of companies are increasing their 
cybersecurity budgets for the coming year. The main objective 
in any security strategy is to ensure that it is being spent in the 
right places. As the workplace has changed so the cyber threats 
evolve to take best advantage to the new environment. 

Strategies must now adapt to a new calibre of threat to avoid 
operational disruption and reputational damage. In response to 
the growing threats companies without its own cybersecurity 
teams are looking externally for 3rd party solutions. There is 

simply too much at 
stake to not have the 
right expertise working 
alongside the company. 
With increased frequen-
cy and so many angles 

of attack, protection and resiliency is crucial. Knowing that  
a company has a strong defence although never 100%  
guaranteed will buy time to detect, respond and recover and 
reduce or alleviate any damage. Due diligence is always a  
necessity when selecting the right partner to work with.  

A partner that understands your needs, can define your  
requirements, and appreciate your security strategy maturity. 
As with any partnership or product they can make or break  
an organisation’s goals.

COMMITTING TO SUSTAINABILITY
The predominant topic of the wellbeing of our planet and  
its capability to sustain humanity going forward makes  
sustainability a top priority in a business. Customers and  
stakeholders alike are now  paying more attention to the  
ecological footprint of a company and what they are doing to 
reduce it. IT can be in major player in reducing a company’s CO2 
emissions in many ways. IT teams at companies of all sizes 
need to understand the obligation and implement sustainability 
programs for reducing energy consumption, decreasing  
electronic waste, and achieving carbon neutrality. In addition,  
IT departments need to be bringing their expertise to help  

Whatever a company’s size, sector, or geography 
IT will always play a major part of its success. 

IT IT

What's Hot in IT for 2022 
The energy required to operate data 
centres, servers, network, storage, 
end-point devices, and various support 
services mounts up rapidly.
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reduce carbon in other areas of the business. The opportunity 
to have IT helping solve a problem will support the business  
strategy greatly.

The energy required to operate data centres, servers, network, 
storage, end-point devices, and various support services mounts 
up rapidly, so the starting point is to know what is used and then 
to implement the changes to reduce. Identifying green quick 
wins can be found where implementation or change of process 
is easily carried out. Longer projects such as moving to greener 
partners and suppliers will need more planning but knowing 
when contracts are coming to an end need to be included in any 
strategy and future policies. 

The development of new software that can assist in the  
reduction of CO2 has come a long way in the last year.  
From reducing food waste, delivery schedules to avoid circling, 

to shared logistics with other local companies and so  
many more. Using IT to help across the whole business  
and its processes to reduce emissions is worth the time to 
investigate. As an added bonus, they can also show a financial 
benefit swiftly. 

DRIVE CUSTOMER EXPERIENCE TO THE NEXT LEVEL
A customer or clients contact and emotional experience with 
companies has changed over the last few years and the trend 
is set to continue. It does not matter what sector a business  
is in, the way you are viewed externally relies heavily on the  
experience individuals have with connecting and the ease of 
doing business with you. 

From the customer/client’s perspective a personalised experi-
ence that reverberates across all digital channels is paramount 
for growth. Otherwise known as an omnichannel approach it 

encapsulates every touch point and should seamlessly work 
towards the common goal, customer satisfaction. 

Research shows companies with the strongest omnichannel 
customer engagement strategies retain an average of 89% of 
their customers, in comparison to 33% with weak strategies. 
From a business perspective it is the uniting of departments 
that can bring the biggest impact and part of the IT strategy 
means having a seat at every table. Data is vital to drive  
improvements, and investment in IT needs to include how to 
turn this data into business insights for real term improvements. 
In essence you are building an integrated framework for  
continue improvement, in a shifting environment with the  
result being critical to your ongoing success. It is not just  
about changing a process but a culture.

AUTOMATION-DRIVING OPERATIONAL EFFICIENCY
Automation is not to be confused with making people redundant 
but to enhance an employee’s, customer and companies  
experience by increasing productivity, simplifying, and  
accelerating processes, and eliminating errors. By removing 
repetitive tasks, it enables personnel to grow, to focus on their 
work priorities and engage in the growth of the business.

Technology implementation is only part of automation, to  
ensure the best results and right solution in the right places,  
a deep delve and understanding of the work process is required. 
By identifying which steps are necessary, where bottlenecks 
exist, and whether the process can adjust to new requirements 
as they evolve, is first stage the vision of what is possible can  
be realized. 

Many vendors are offering flexible and scalable solutions 
that could be deployed as a service, on the cloud,  
at affordable prices. 

The knowledge, combined with automation technologies, is how 
a business can move from simple process improvement to real 
process transformation.

Whether parts of your processes have already been automated 
or you are looking to take the first steps, the technology  
evolution in automation will have a big impact in the coming 
years. IT strategy plays a huge part in the success of a  
business and Auditel can help from assisting in individual  
elements to developing the full strategy mapped to your  
business capabilities and needs.

IT IT
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Plastic waste is any such materials that are not recycled and 
instead are landfilled, thrown away indiscriminately or discarded 
in unregulated dump sites. 

The mass production of plastics started around 60 years ago, 
creating circa 8.5 billion tonnes of plastic worldwide. So far, only 
10% of these materials have been recycled globally. Our addic-
tion to plastics is mostly due to the fact that these products are 
affordable, versatile, and durable. However, most plastics take 
centuries to degrade (approximately between 50 and 600 years). 
Practically all the plastic that has been sent to landfills since the 
late 20th century still exists, and yet we are still consuming and 
disposing (carelessly) of more of it.

In the UK, around 5 million tonnes of plastic are consumed each 
year and a staggering 75% of it is not recycled.

Public interest in waste management practice is increasing, 
mostly due to popular documentaries, such as “Blue Planet”, 
which revealed the devastating effects that irresponsible waste 
management (or lack of) can have on the natural environment. 
Consequently, consumers and businesses are becoming more 
environmentally conscious and are deliberately looking to do 
business with greener organisations. 

As we know, most polymers derive from fossil fuels and, con-
versely, bioplastics are largely plant-based. The growing interest 
for biopolymers arises within this context. However, are these 
the answer that we expect? Well, according to many sources, 
not exactly. 

Even though bioplastics can be produced from renewable  
biomass sources, for example flaxseed, woodchips, food  
waste, etc., these materials break down in a similar way to 
‘normal’ plastic. 

In fact, most of all UK organic waste treatment facilities cannot 
treat biodegradable or compostable plastics and they are often 
sent for incineration or landfill. This is mostly due to these 
biopolymers not degrading or breaking down at the same rate as 
natural biomass, requiring longer time to biodegrade and/or  
a different constant temperature-range to break down.

This summarises why biopolymers are only ‘a seemingly  
appealing alternative to oil-based Plastics’. The terms can  
therefore be misleading. For more information, please read  
the following two sources: ‘Biodegradable’ Plastic Bags and 
The United Nations Report.

The only way to decrease 
plastic pollution and waste 
is to reduce its single-use 
consumption and adopt 
a much more sustainable 
approach by, for example, 

using more recyclable and/or natural materials, and by  
observing the waste hierarchy where the focus is on prevention. 

An efficient, sustainable packaging and waste management 
service is central to any organisation that aims to improve its 
environmental and climate change goals. Reducing plastic 
intake and raising awareness about recycling is essential if  
we are to eliminate plastic waste and pollution.

If your business requires support in dealing with these issues, 
please do not hesitate to contact us.

Plastic waste is the accumulation of plastic items in the 
environment that negatively affects the environment,  
natural habitats, and humans. 

PACKAGING WASTE PACKAGING WASTE

‘Bioplastics’ – A seemingly appealing 
alternative to oil-based Plastics

Most of all UK organic waste 
treatment facilities cannot treat 
biodegradable or compostable  
plastics and it is often sent for 
incineration or landfill.

prevent Stop waste from being created in the first place
Use less materials in design and manufacture
Use less hazardous 

re-use Keep products for longer
Give products a second lease of life
Repair, clean, refurbish

recycle Turn waste into a new product
Compost all green and food waste

recover Produce energy from waste
Anaerobic digestion

dispose Last resort:
landfill or incineration

T H E  W A S T E  H I E R A R C Y

https://www.theguardian.com/environment/2019/apr/29/biodegradable-plastic-bags-survive-three-years-in-soil-and-sea
https://wedocs.unep.org/bitstream/handle/20.500.11822/7468/-Biodegradable_Plastics_and_Marine_Litter_Misconceptions,_concerns_and_impacts_on_marine_environments-2015BiodegradablePlasticsAndMarineLitter.pdf.pdf?sequence=3&isAllowed=y
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Just before Christmas continued anxiety about the shortage of 
gas in storage and the impact of the curtailment of Russian gas 
saw markets rocketing, exacerbated by a loss of trading liquidity 
due to the approach of Christmas.

Fortunately, since then then a glut of LNG released by the US to 
help shore up the European storage levels has allowed prices  
to fall back again, albeit levels remain very high and vulnerable 
to a reversal.

LOOKING FORWARD THE KEY FACTORS REMAIN
On the upside – European gas storage levels which are very low, 
the evolving political crisis between Russia and Europe and the 
US and increased demand from Asia, cold weather spells.

On the downside – a resolution to the Ukraine problems which 
in turn could see the return of gas flows from Russia and the 
completion of Nordstream2 and the continued flow of LNG.

OPTIONS FOR CUSTOMERS WITH CONTRACTS IN 2022
Whilst the current prices may have a lot of sentiment still built 
in, most observers seem to believe prices will remain high for 
some time to come. Chris O’Shea the CEO of Centrica believes 
that demand for gas will continue to be high as globally we 
reduce coal fire generation, then the current situation could 
remain in force for a couple of years.

PURCHASING STRATEGY
a. When to Buy 
One of the first challenges is to decide when to buy. If your  
contract end date is imminent then you have little choice.  
However, if your contracts are not due for some time, there  
can be merit in entering a contract some time in advance to  
take advantage of lower prices in the future.

The graph below shows how the electricity price forward curve 
reduces over time. Of course, there is no guarantee that these 
prices will fall further in the future. Since our last report, we have seen incredible  

volatility again in the energy markets. 

ENERGY ENERGY

An update on the energy markets

The options for customers to try to mitigate these high 
prices fall into two categories

1. Purchasing strategy. Comprising of:
 a. When to buy
 b. How long to buy for
 c. Type of product to buy 

2. Reducing your exposure to the market by using less
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b. How long to buy
This is also affected by the view of forward prices. Because  
forward prices are falling, then a longer-term contract will  
generally be cheaper than a short- term contract. The decision 
logic is therefore the same. If you think prices might fall further 
in the future, then it does not make sense to enter a long term 
contract. However, if you think they may go up, then it does.

c. Type of product
For most customers a fixed price product is normal. This locks 
in the prices for a period of time giving pricing certainty.  
However, there are many other types of product available which 
could give a pricing advantage.

ci. Pass through
This allow certain elements of the energy prices most  
commonly the infrastructure and taxers and levies costs to be 
charged at the published rate. In a normal fixed product these 
are fixed, but because the supplier may not know what they will 
be in the future they build in a premium to cover their risk.  
So pass through prices are usually cheaper at least to start with. 
However, this does mean that prices are likely to change over 
time and they may also increase.

cii. Flex contracts 
These allow you to break your energy usage into blocks so that 
you can buy different amounts at different times. This works 
well if you are in a falling market and do not want to lock in at  
a high price. This tends to favour larger customers with  
enough energy to create a strong purchasing strategy.  
However, smaller businesses can enter so called ‘flex baskets’  
with other customers to take advantage of an aggregated  
purchasing strategy.

ciii. Direct contracts with energy generators
Some generators will enter into direct contracts with  
customers for their energy. As a customer you still need to  
have a supply contract to ensure you pay your non energy costs, 
but it may be possible to enter into a preferential contract with  
a generator direct. However, this is a fairly sophisticated  
contract with higher initial set up costs and usually requires  

a long-term commitment on behalf of the customer as well as 
the need for the customer to have long term reliable demand.

REDUCING YOUR EXPOSURE TO THE MARKET BY USING LESS
Of course, the holy grail for us all and the planet is to simply use 
less. Whilst high prices are of course bad news for businesses, 
they do improve the business case for energy savings initiatives. 
Also, as reported in previous editions, there is growing  
pressure on all businesses to demonstrate responsibility to the 
environment by lowering carbon emissions.

Most businesses by now will probably be aware of the main 
options open to them:

1. Onsite energy generation 
Solar PV / Biomass generation / wind turbines. 

Many businesses will have the option to consider these and with 
financing readily available and cheap, the financial returns can 
be very beneficial.

2. Energy reduction technology
The most obvious of these is LED lighting, which many  
businesses have already addressed, though new generation  
LED might bring further savings and improved lighting quality. 

However, the carbon revolution is spawning a whole new  
generation of technologies to help businesses reduce usage. 
Whatever your activity, it is likely that there is a technology 
that will work for you.

Whether you are interested in the best way to buy energy or to 
save energy, Auditel can provide help and advice. 

Of course, the holy grail for us all and the planet is to simply 
use less. Whilst high prices are of course bad news for  
businesses, they do improve the business case for energy 
savings initiatives. 

An update on the energy markets

ENERGY ENERGY

 BY:  CHRIS BARRETT



Auditel is a leading Cost, Procurement
& Carbon Solutions Company

AUDITEL.CO.UK

We help organisations reduce their carbon emissions 
whilst also reducing their costs. In the current 
challenging economic climate, organisations are battling 
with the desire to drive growth and profi tability, whilst 
investing in low carbon emitting technologies to reduce 
their carbon footprint and speed up their journey to 
achieving Net Zero.

Since 1994, we’ve built a strong network of over 100 
procurement and carbon specialists. Our specialists 
come from a broad range of professions and 
industries, giving our clients access to an unrivalled 
level of knowledge and expertise in procurement 
and decarbonisation. Using Auditel’s simple 4 step 
process, we can deliver solutions that will enable your 
organisation to achieve independent verifi cation of 
carbon neutrality in the short-term.

Auditel provide a comprehensive procurement service, 
covering over 100 cost areas across all sectors. When 
engaged at the right time, such as when negotiating 
prices and contracts with suppliers, independent external 
help that works alongside your existing operational 
teams, can level the playing fi eld thereby ensuring you 
receive value for money from your suppliers.

Due to this procurement expertise, we can potentially 
self-fund your net zero journey, or even make it more 
profi table through cost removal and cost transformation. 
By blending Auditel’s carbon solutions with our cost 
management and procurement expertise, you can feel 
confi dent that you are helping save the planet as well as 
making your business fi t for the age of net zero.

At Auditel we believe passionately that effective 
procurement can save your organisation thousands of 
pounds and make you more competitive.

We also know that being Carbon Neutral doesn’t need to 
cost the earth.

THE COST, PROCUREMENT &
CARBON SOLUTIONS COMPANY


