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In his first day in office, Joe Biden issued an executive order 
directing the Interior Department to review oil and gas activity 
in Alaska’s Arctic National Wildlife Refuge (ANWR).  Now, 
the US Department of the Interior has suspended all drilling 
leases which were approved during the last days of the Trump 
Administration.  This suspension will provide a breathing space 
for a further review under the National Environmental Policy Act 
– a much more suitable lens than the short term private profit 
concerns of big oil ventures.  The outcome of this more detailed 
review will be telling in respect of the continuing influence of Big 
Oil within the United States.

So, some good news it would appear.  At the same time, 
however, details emerged of a major new oil and gas discovery 
by Equinor and partners Total E&P Norge and Vår Energi in the 
Norwegian Sea.  Exploration activity has led to a segment in 
the Tyrihans field with recoverable resources so far estimated 
at between 3 and 4.2 million standard cubic metres of oil 
equivalent.  The Tyrihans field is located in the middle of the 
Norwegian Sea, around 25 kilometres south-east of the Åsgard 
field and 220 kilometres north-west of Trondheim.

Nick Ashton, Equinor’s Senior Vice President for Exploration 
on the Norwegian Continental Shelf said: “It is encouraging to 

prove new resources that can extend the life of producing fields 
in the Norwegian Sea” and continued, “thanks to the location 
we are able to put the discovery on stream immediately, which 
will both ensure good profitability and low CO2 emissions from 
production.”

This perverse assertion is a stark reminder of the continuing and 
powerful vested interests that continue to derail the fight against 
global warming and that insist on prioritising corporate earnings 
over future environmental disaster.  

It may be that Equinor soon finds itself in the sights of activist 
action.

A June 2021 court ruling in The Hague has determined that 
the oil giant Shell - one of the top 10 most-polluting companies 
worldwide, according to Friends of the Earth - and its suppliers 
must cut emissions by 45% by 2030 from 2019 levels, as 
mandated by the Intergovernmental Panel on Climate Change.  

The court found that Shell’s current emissions reduction 
trajectory was incompatible with the requirements of the Paris 
Accord after claimants argued the reductions would come too 
late to limit global warming to 1.5 degree Celsius (2.7 F) by the 
end of the century.  
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Fossil Fuel Folly

After four days of hearings in December 2020, the much-
anticipated ruling paves the way for future litigation against Big 
Oil companies.  The case demonstrates that companies must 
act in a manner that is consistent with the delivery of the Paris 
targets, and not just sovereign states.

Roger Cox, lawyer for Friends of the Earth Netherlands, called 
the ruling “a turning point in history. This case is unique 
because it is the first time a judge has ordered a large polluting 
corporation to comply with the Paris Climate Agreement.”

The Dutch ruling has added importance given Norway’s 
planned expansion of oil and gas extraction. A report from 
the Washington-based research organisation Oil Change 
International claims that Norway’s energy policy may lead to an 
additional 12 gigatonnes of carbon emissions from sites in the 
Barents Sea and other parts of the Arctic over the next 50 years 
and concludes that these plans are also incompatible with the 
Paris goals.

So perhaps this will give non-state actors pause for thought 
before spending millions on upstream exploration, and the ruling 
could indeed be the oil industry’s own “tobacco moment”.

Fossil Fuel Folly
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The second phase of a UK-wide consultation for a new 
packaging Extended Producer Responsibility (EPR) scheme was 
open until 4th June 2021. As of 2023, the proposed EPR scheme 
will alter the way we deal with packaging waste.

The current EPR emerged from The Producer Responsibility 
Obligations (Packaging Waste) Regulations 2007. The 
fundamental idea of this existing framework is to ensure that 
producers pay for the full cost of sorting packaging materials 
at the end of their life. This scheme places the responsibility on 
producers who put packaging on the market to guarantee that 
post-consumed materials are managed properly. 

Under the current scheme, producers must buy Packaging 
Waste Recovery Notes (PRNs) or Packaging Export Recovery 
Notes (PERNs), traded by reprocessed packaging organisations, 
in order to offset their obligations using the ‘producer pays’ 
principle. This, in turn, offers a guarantee that an amount of 
packaging, analogous to the categories applied in their products, 
has been recycled. 

The price of PRNs fluctuates, depending on market conditions. 
In practice, producers do not contribute enough towards the 
costs related to managing packaging waste, as the funds raised 
only cover 10%, on average, of waste management costs.  

In other words, the current scheme has not been effective, as 
producers are far from contributing towards the full costs linked 
to sorting the packaging materials that they release onto the 
market. This means that Local Authorities, other organisations 
and the Public in general are the ones who are paying for 

the majority of these costs. Furthermore, although the funds 
raised by PRNs are expected to improve the packaging waste 
management infrastructure, it is not often clear whether this is 
happening. 

There is also a certain lack of clarity around how the materials 
are being reprocessed, particularly when they are exported, and 
therefore it is difficult to ascertain whether end of life packaging 
is being reprocessed correctly.

Another reason that this scheme is not deemed to be effective 
is because PRNs are not associated with the recyclability, 
environmental impact or the full life cycle of the packaging 
materials used. Moreover, the scheme does not promote 
the necessity of developing the design of new sustainable 
packaging, nor does it penalise producers for opting for 
materials that are problematic to recycle. Consequently, very 
often products are sent to landfill or incineration after just one 
single use. 

The proposed EPR will require producers to pay the full net 
cost of treating packaging materials that they make available 
on the market. This new approach will also push towards a 
more sustainable packaging design and concepts and aims 
to generate less waste at source. It also envisages having an 
impact on compliance, labelling, export, and on report and data 
requirements. 

The new EPR scheme for packaging is intended to promote 
various other environmental advantages, such as reducing 
material use, improving packaging recycling and helping in litter 
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The New Packaging EPR 
Scheme: Why do we need it?

prevention – which also constitutes a crucial contribution to 
achieving a more circular economy in the UK.

It is also worth mentioning that this new scheme implies a UK-
wide approach. All the devolved governments, along with their 
support agencies, are working together with the Westminster 
Government (acting for England) to inform the development 
of a new EPR scheme for packaging. The UK Government will 
also report the overall recycling rates separately for England, 
Scotland, Northern Ireland and Wales.

However, there is plenty of scope for the devolved nations to 
make some modifications that take into account their regional 
demands and priorities. For example, Scotland’s Deposit 
Return Scheme (DRS), which will come into force in July 2022, 
and will be complementary to the UK-wide packaging EPR 
scheme, where the main goals are to improve recycling rates, 
will increase the quality of recycling materials and significantly 
reduce litter.  

The new EPR proposal covers all types of packaging employed 
in relation to the distribution and supply of products that are on 
sale in the UK, both single-use and reusable packaging. This will 
encompass packaging waste from households (and household-
like waste), commercial and industrial packaging arising from 
public sector sites, retail, hospitality and other commercial and 
industrial premises.  

The only materials that are exempt from the new proposal 
are drinks containers which are able to be recovered through 
Scotland’s DRS: exclusively for PET plastic, glass, steel and 
aluminium. A similar scheme is being devised for England, 
Wales and Northern Ireland but is still under consultation. All 
other associated items are covered by the EPR scheme, for 
example: plastic wrapping, cardboard and so forth.

The recycling target for packaging EPR equates to 73% by 
2030, and with the DRS the overall UK packing recycling rate 
will be 78%. The new scheme will aim to focus on the following 
materials: plastic, wood, aluminium, steel, paper/card and glass. 
Targets for fibre-based composites are being considered.

The new scheme proposes six types of obligated producers: 
brand owners, importers, distributors, online marketplaces, 
sellers and service providers. They will be required to pay fees 
to cover the costs of managing packaging waste: collection, 
sorting, recycling, and litter and refuse costs. They will 
also be required to pay costs related to regulators, scheme 
administrators and national campaigns.

The fees will be established by the regulator. Modulation method 
and rates will also be set, according to the type of materials and 
how easy it is to recycle or upcycle them. An appointed value-
chain led Scheme Administrator will participate in this process.

The proposal is for the new scheme to be implemented in two 
phases. Phase 1 will begin in 2023, while Phase 2 will start 
in 2024. In Phase 1, the focus will be to appoint a Scheme 
Administrator and establish procedures; in Phase 2, fees will be 
raised from producers to compensate local authorities for the 
management of packaging, household waste and litter. Other 
steps will be, for instance, the introduction of reuse and closed 
loop targets, the collection of plastic film and the introduction of 
the Mandatory Cup Takeback scheme.

Altogether, the new packaging EPR scheme will help to reduce 
the aforementioned issues, as well as driving a shift towards 
a more circular economy, ensuring that materials are used for 
longer and reprocessed to higher value use.

Auditel’s Carbon Strategy Group will keep you abreast of this hot 
topic and help you in making the right decisions. 

The New Packaging EPR Scheme: Why do we need it?
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Making the Complex Less Complicated

One thing is clear, marketing technology today is an essential 
component of business transformation, helping marketers 
and their organisations attract, grow and retain audiences and 
customers and with it, revenue, margin and value.

For business and organisations of all shapes and sizes (B2B 
and B2C) marketing technology is a key driver and enabler 
of transformation: e-commerce, data, customer relationship 
management, workflow, social media, communications, product 
development and analytics amongst others.

But it’s ever-growing and complex to manage. It requires 
dedicated resource and planning; it can be costly if not fully 
utilised and it requires teams in the business to be joined up in 
its ambition to deploy marketing technology that will make a 
difference.

In addition, without a joined up and strategic road-map (Why are 
we doing this? What’s it for? What’s it going to cost us? What 
do we expect it to deliver and how are we going to measure our 
investment?) the risk of a poorly executed marketing technology 
programme will outweigh the benefits.

Challenges and Complexity

The challenge is that it’s a ‘market’ that has been made more 
complicated by the increasing number of software products, 
services and vendors to choose from (over 8,000 in the UK).

The market is valued at around £100bn+ and estimates 
from Gartner puts marketing technology at around 26% of 
an organisation’s total marketing budget. That figure is likely 
to increase as we have witnessed the acceleration of digital 
change and transition over the past 12 months.

And if Gartner is right, marketers use only 58% of their 
existing technology capabilities. That reflects three problems 
in a business. Who is making the decision to adopt new 
technologies and based on what criteria? Who is responsible for 
implementation and utilisation? Who is tracking and measuring 
performance and impact? It will become a costly mistake if no-
one is doing those things.

It’s not just the increasing choice of technology and vendors 
that’s the challenge, but the skills and capabilities required to 
implement and integrate the right tools and technologies, the 
selection process, the structure of organisations, measurability, 
procurement, negotiations, cost, usage and efficiencies.
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How to Get the Most Value Out 
of Your Marketing Technology

ESG (Environmental Social Governance) and Net Zero will play 
an increasing role too.

So how can businesses and organisations navigate the complex 
path of which marketing technology will suit and fit your goals 
and objectives’? What steps can you take to ensure the right 
plan, team and structure, technology, procurement, operations 
and execution are in place to achieve your goals and what is 
Marketing Technology?

What is Marketing Technology?

Marketing technology (known as MarTech) describes a range 
and choice of software and tools that enables businesses and 
organisations to achieve their goals or objectives.

Its origins lie mostly in a technology driven world, that then met 
marketing. A sort of short list that became a long list of tools 
and technologies that enabled marketing teams to deliver on 
their marketing objectives.

But as Scott Brinker (founder and creator of the Martech 
Landscape map) believes, there is far more to MarTech than 
simply the technology and the software.

In effect, MarTech today enables business transformation 
through marketing.

Business and organisations of all shapes and sizes (not-for-
profit, professional services, retail, media, manufacturing, 
hospitality, education, FMCG) will be on very different marketing 
technology paths. Some will not have anything in place, some 
will have started the journey and are building up their marketing 
technology stack and others will be ‘fairly mature’ in terms of 
their use and application of marketing technology tools and 
platforms.

But whatever stage of the Martech lifecycle you are at, there are 
common denominators for every business and organisation: Do 
you have a strategy and plan? If you have invested in MarTech, 
are you getting a return on that investment? Are you auditing 
and reviewing its utilisation? Who is owning the costs? Who is 
managing the supplier relationships? What skills and capabilities 

do you need to leverage your Martech plan in the business?

So how can you ensure you are maximising value in your 
business or organisation through marketing technology? 

9-step process for maximising business value through 
marketing technology

1. Have in place your business or organisational objectives and 
goals first. You’re going to need to have them to ensure that 
your marketing technology strategy, plan and choices are 
aligned and form part of your business case.

2. Undertake an audit of your current audience | customer 
journey (CX).

• Where and how do they come into contact with your 
business?

• What marketing tools are you currently using to attract, 
engage, convert and retain your audiences and customers?

• Write up a list of the tools inventory you are currently using 
across advertising and promotion, commerce and sales, 
data, management, social and content.

3. Audit, analyse and review the cost and value of your current 
marketing tools and technology. You’ll want to use this as a 
benchmark for any future changes including new investment.

4. Craft a GAP Analysis that includes what tools you think you 
might want to lose, retain, optimise or invest in as new, that 
will fill a gap and in line with your over-arching goals and 
objectives. This step includes researching the market to 
determine what other tools would make a good fit, as well as 
looking at how to get the best out of those tools you wish to 
retain. 

5. Once you have determined your current state of marketing 
technology and what a new state (or stack) might include, 
establish a very honest introspection of your ability as 
a business or organisation to implement new changes. 
It’s what the Martech Alliance refer to as a ‘Maturity 
Assessment’. How well developed are you in your marketing 
technology skills and capabilities (planning, people, platform 
and processes)?

How to Get the Most Value Out of Your Marketing Technology
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6. Think about the current state of your team and structure:

• Who owns or will own marketing technology?

• Is it currently sitting with IT, Procurement or Marketing?

• Do you have a lead ‘sponsor’? How will you construct roles 
and responsibilities?

7. Start constructing what your new technology stack might 
include:

• What are you proposing to include?

• What value will it drive?

8. Once you’ve constructed your marketing technology stack 
and research tools, technologies and vendors, construct a 
robust procurement and vendor selection process.

• Include your current budget and expenditure as a 
benchmark.

• Create a cost comparison matrix.

• Establish a vendor scorecard measuring fit, functionality, 
Net Zero, SLA, team chemistry.

• Include in your SLA a quarterly review of utilisation, costs 
and ROI. 

9. As marketing technology and its implementation and 
integration becomes more complex, it requires both an agile 
but strong process and operations plan:

• Monitor vendors, track contract timelines, costs and price 
increases.

• Ensure effective on-boarding and training.

• Put in place data and governance policies.

• Improve internal communication and collaboration 
processes.

• Establish effective analytics and reporting.

Finally, one last observation. Think about outcomes rather 
than features. Investing in and implementing shiny and new 
marketing technology features will not facilitate a successful 
and sustainable marketing technology programme.

Critical to success (in parallel with the 9 steps outlined) will be 
to focus on the outcomes. What do you want your marketing 
technology and stack to deliver? How does it fit your goals and 
objectives? How will you measure the customer experience? And 
how will you measure return on investment?

It can be a complicated journey, made less complex by following 
a set of principles and our 9-step process.

How to Get the Most Value Out of Your Marketing Technology
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Asset management is often seen as the poor relative 
compared to other areas of IT.  It can be regarded as a general 
administrator task that has little value compared to the time and 
effort required to complete, but is this true?

Our working world has changed dramatically over the last 18 
months, but good IT asset management (ITAM) has played its 
part especially since Y2K and the potential vulnerabilities that 
were highlighted.  Yet still too few companies see its value 
and invest in solutions that will assist in operational decisions, 
meeting compliance and regulatory requirements and root-cause 
analysis.

We are no longer looking at asset management tools as just 
an inventory repository. The strength of full asset management 
comes from applications that enable data management and 
analysis from a single solution. 

What are the business cases for having a good ITAM system?

• Financial management - it is too easy to overspend, especially 
with a hybrid on-prem/cloud base and office/home working 
environment.

• Decision making and process improvements will be better 
informed with strong asset management.

• Financial optimisation through HW and SW redeployment and 
streamlining.

• Improved lifecycle management by tracking and managing 
hardware and software throughout its lifecycle, from 
procurement through to retirement or redeployment.

• Improved capacity planning.

• Improved equipment and software standardisation.

• Improved security.

• Improved disaster recovery planning.

• Incident and problem management.

• Compliance audit increased in accuracy and reduced effort.

• Improved negotiations with vendors.

• Prepare for effective contract renewals.

Without a dedicated and experienced asset manager, 
implementation of ITAM can easily take a back seat to urgent 
technical issues.   In addition, the landscape for ITAM tools has 
changed dramatically, alongside the working environment. With 
the introduction of AI in many of the applications the choice is 
varied and choosing the correct one can be daunting.  
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What are the business 
cases for having a good 
ITAM system?

Knowing your requirements of how you want to use the data, 
and strategies for the future is critical in not having buyer’s 
remorse.  Without a good plan, even the best intentions can 
cause unnecessary expense. Treat ITAM like a process, not a 
project. ITAM is a dynamic process that must react and adapt to 
the needs of the business.

To most effectively implement IT asset management, you need 
to focus on each asset type separately;

• Hardware asset management is focused primarily on those 
items you can physically see and touch. Building up the 
process is often accompanied by a physical audit, and if 
processes are running effectively, you might never have to 
do a full physical audit again.

• Software asset management is based on a virtual inventory, 
collected through hardware scanning and matched with 
contract and procurement records. 

• Cloud asset management is a virtual inventory collected 
from many hosted solutions outside of your organisation, 

through web filtering and usage scanning. These tools are 
often integrated with software asset management tools to 
provide a single source of truth from a variety of disparate 
sources.

• Configuration management is often grouped with asset 
management, but rather than providing a financial view of 
the environment, you will see a services view. Configuration 
management should align to asset but may be managed by 
different groups.

Knowledge of your assets will pay dividends in your business, 
what ever the size. Having the information will increase your 
strength, finances, time and strategic plans.  At Auditel, we have 
the people that can assist you from conception to realisation of 
an ITAM.  Partnered with Info-tech research, we bring expertise, 
research and processes to ensure a smooth, requirement led, 
cost efficient solution that will work for you today and into the 
future.

What are the business cases for having a good ITAM system?
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The pace of change continues as sovereign states and large 
corporates take decisive action in the battle against climate 
change

The fight for leadership in the battle against global warming 
is continuing as Boris Johnson announced a 10-point plan for 
delivering net zero by 2050 by setting tough actions for delivery 
by 2030. These are: 

The Ten Point Plan: ‘a game changer’

1. Quadruple offshore wind capacity by 2030 

2. Develop 5GW of low carbon hydrogen capacity by 2030 

3. Advance nuclear as a clean energy source

4. Accelerate the transition to electric vehicles

5. Invest in zero emission public transport, cycling and walking

6. Invest in zero emission planes and ships

7. Make homes, schools and hospitals more energy efficient

8. Become a world leader in carbon capture technology

9. Protect and restore our natural environment

10. Drive the innovation and finance needed to reach these 
energy ambitions

This alongside the existing policies we have in place makes the 
UK the 4th most attractive country for investing in renewable 
projects.

We have also seen calls from G7 nations to end funding for 
overseas coal generation and the USA has ordered US federal 
agencies and financial regulators to develop climate risk 
strategies in recognition of the threat the climate crisis poses to 
the economy.

Also, it is not just sovereign states that are stepping 
forward. Over the past few weeks there have been a rush of 
announcements from financial organisations who are all keen to 
establish their position as leaders in the battle against climate 
change. For example:

HSBC – have appointed a Climate Change Technology team to 
expand investment in climate change technologies.

Bank of England – has unveiled plans to set emissions targets 
for corporate bond holdings, which will align corporate bond 
purchase schemes with the UK’s net zero target.

Meanwhile high-profile announcements by the likes of Elon 
Musk continue to capture the public imagination as high carbon 
emitting industries come under increasing scrutiny by investors.
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Decisive action in the battle 
against climate change

Adding further pressure has been the recent legal and 
shareholder pressure on global fossil fuel extractors. Shell, 
Exxon and Chevron were separately ordered by institutions to 
cut polluting emissions faster and deeper. In a landmark ruling 
a Dutch district court  ordered Shell to cut its CO2e emissions, 
including downstream among its customers, by 45% on its 2019 
figures, and before 2030.   Previously Shell had only announced 
net zero targets for 2050 and only covering Scope 1 and 2 
emissions.

On top of this, The Energyst publication reports that UK 
investment bosses managing trillions of assets worldwide are 
urging G7 governments to resist climate change, by committing 
to clearer disclosure of companies’ climate-related risks. The 
key driver for them is to fend off the danger of assets becoming 
stranded, or even worthless. For example, oil fields plummeting 
in value, or property stranded in cities threatened by rising sea 
levels.

They argue that transparent, globally agreed principles for 
valuing climate-linked peril must underpin compulsory reporting 
of such risks, if asset managers are to help companies switch 
to more sustainable ways of business, and take informed 
investment decisions on behalf of savers.

They say the G7 must embrace:

• Support for the Sustainability Standards Board of global 
accounting watchdog the IFRS 

• National financial regulators committing to mandatory 
economy-wide reporting on international Task Force on 
Climate-related Financial Disclosures (TCFD).

• International common standards agreed and implemented by 
national regulators on green debt issued by governments.

It is vital such risks are reported clearly and consistently, the 
Association argues, if asset managers are to help companies 
switch to more sustainable ways of business, and take informed 
investment decisions on behalf of savers.

It is becoming evident that businesses are beginning to look at 
climate change from a profit risk perspective and not simply 
looking at government mandates as threats and costs. Auditel 
is seeing increased attention being given to sustainability driven 
by directives such as Environmental, Social and Corporate 
Governance (ESG), the Global Real Estate Sustainability 
Benchmark (GRESB), The Sustainability Accounting Standards 
Board (SASB), and TCFD (The Task Force on Climate Related 
Disclosures).

Traditionally, it was considered that profit maximisation is the 
key driver for business. Arguably to some, a driver which has 
pushed the plane to the edge of potential disaster.

Increasingly, businesses are beginning to look at climate change 
as a threat to profit and are therefore taking action to combat 
it as part of their sustainable long term planning. i.e. profit 
maximisation encompasses the maximisation of sustainable, 
repeatable profits over a long period. This requires a stable 
climate.

In conclusion, it is becoming increasingly clear that businesses 
cannot ignore the need to take steps to get their house in order 
regarding sustainability, as the requirement to do so is cascaded 
down through the regulatory, supply chain and financial 
infrastructure.

Decisive action in the battle against climate change
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Yes. It’s absolutely true. Free cash is available now, so what are 
you waiting for?

Not everyone is fortunate to get money for nothing. But believe 
it or not, there are indeed some people in this world that get 
money for nothing. You could be one of them – getting free cash 
for doing basically nothing, and it’s only a phone call away!

Let’s be honest, the pandemic has changed the commercial 
landscape forever – the world of work as we knew it won’t ever 
be the same. With the explosion in digital communications, 
companies have realised (and in many cases, have been 
forced) to find ways of operating with more flexibility and cost-
effectiveness.

Although workers are slowly returning to the office, employers 
are facing many dilemmas. For example, one of the unintended 
consequences of the pandemic of working from home (WFH) 
has reduced the need for hard copy communications by over 
90%. 

A major change to the work place has emerged following the 
pandemic, a hybrid working arrangement based on 3 days in 
the office and 2 days working from home will soon become the 
norm. Even on these basic figures (not taking into account the 

increased use of digital communications), it still represents a 
potential reduction of 40% on hard copy document usage.

Think about it - how many copies or prints has your company 
made in the last year? Offices which have been standing virtually 
empty, are stuffed full of unused copiers and printers and 
probably gathered dust. Although they haven’t been used in over 
a year because of three lockdowns, companies are still obliged 
to pay the costs for each individual device as every month 
passes. The likelihood is that the majority of them will never be 
used again, yet the standing costs can be astronomical.

In a recent survey undertaken by Auditel (one of the UK’s leading 
cost reduction companies), copier/printer manufacturers 
and resellers estimate that over 70% of their current fleet 
installations will be excess to requirements – redundant! 
However, they still want you, the customer (and cash cow) to 
keep paying for them!

Copier companies are desperate to hang on to the income from 
the monthly rental that you are still paying for. Even though they 
can’t charge you for copies/prints that aren’t being used, they 
are seeking to do deals to try and persuade you to extend your 
current contract. 

BY: A L E X S C OT T

Money for Nothing: 
Is your print supplier 
holding you back?

So what about the free money? 

The opportunity lies in being able to eliminate the expense 
of unused copiers and printers! How do you realise this 
opportunity? How do you exit from a complex, long term 
expensive copier contract without big penalties? How can you 
right size your fleet to match your post pandemic requirements? 
How can your company benefit now?

It’s really simple. Contact Auditel. 

Our independent document management consultants can advise 
how to extract your company from expensive copier contracts 
that are no longer necessary or fit for purpose.

Auditel can offer its expertise to save money and at the same 
time, renegotiate your contract on much better terms.

Whether you’re a small company, a corporate, charity, school, 
university or local government, we can help and are waiting for 
your call.

Money for Nothing: Is your print supplier holding you back?
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With hospitality back in business, the sector is having to work 
hard to keep its head above water and start to build cashflow to 
service loans and back rent. Without full capacity this is a huge 
challenge.

So, what now?

At the front of the struggles the industry is facing is the nature 
of their services and how successfully they will be able to offer 
them safely.

As the industry opens it doors to customers to eat and drink 
inside, social distancing rules will not allow full capacity, and this 
will restrict revenue.

Not only will social distancing be posing a worrying problem 
for these businesses, but both businesses and suppliers will 
be questioning their ability to keep the business afloat with no 
way of making money. The longer restrictions are in place, the 
more businesses we are likely to see facing late payments and 
insolvency. The 21st June is fast approaching and the industry 
is currently holding its breath due to the Delta variant of the 
disease, all they can do is wait.

The industry has many indirect costs that eat away at the profits 
of the business and too often these costs are overlooked, or are 
out of contract. The tendering process is too time consuming as 
devotion is aimed at being covid compliant and getting covers 
filled.

How to combat the situation

We all know time is precious, but you should make time to look 
at your current contracts and note when they expire.  Be diligent 
about the renewal process and make sure you go to tender and 
not just accept your current supplier’s renewal price. It could 
be that an improvement in the service level agreement would 
add value. Start with the higher spend items and work your way 
down the list.

But how do you know you are getting the best value? What are 
you benchmarking against? It could be that you are just looking 
at beating the last contract price, but what if you could improve 
significantly on that price?
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Imagine this scenario...

You are feeling under the weather with a throbbing headache, 
so you go to a supermarket and buy some paracetamol. As 
you check out the various brands lined up neatly side by side 
on the shelves, you see the branded and non-branded versions. 
You quickly realise the price difference is staggering, with the 
non-branded version being up to 75% cheaper than the branded 
products. 

They both do exactly the same job – they relieve the pain! 
Although the branded version will be presented in colourful (and 
expensive) packaging, it is not superior in any way from the non-
branded product – the only difference is price! The point here 
is to illustrate the stark difference between the two products, 
based on perception. 

The same principle applies equally to the compatible ink 
cartridge market.

Compare and contrast                  

The digital transformation that is driving so much change, 
continues apace, and one business sector in particular that is 
undergoing colossal changes is document management.  

This includes printing, copying and associated consumables, 
and over the past years the major printing and copier 
manufacturing companies are under more pressure than ever 
before. 

Added to the pandemic induced downturn in sales, with margins 
wafer thin on hardware, now their consumables products, which 
has been the golden goose of their revenue stream for decades, 
is being hit hard as well.

Although consumables have been slowly declining in recent 
years, printer ink and cartridge sales are worth nearly $45billion 
to a handful of manufacturers and the markup they have enjoyed 
is extraordinary. However, an increase in alternative, cheaper 
consumable supplies is starting to take off, which only adds to 
the revenue pressures on the manufacturers, but benefits users. 

For many years, manufacturers successfully took aggressive 
legal action, spending many millions of dollars, to  protect their 
own brands against cheaper and more often than not, inferior 
products. This has now changed. 

Taking into account other considerations such as environmental 
issues and of course, cost, the market is now experiencing  a 
dramatic shift away from branded products to more cost-
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effective alternatives. The main driver within the consumables 
sector is cheaper ink cartridges, also known as Compatible 
Cartridges.

What are Compatible Cartridges?

Compatible cartridges are normally made by specialists in cost 
effective printer ink production and are significantly cheaper 
than the OEM equivalent.  When a cartridge is identified as 
‘compatible’, it means it will work with the printer it has been 
designed to fit.

There is now a wide range of products available, with very 
competitive pricing. If you are seeking a cheaper alternative to 
branded products, then there is a growing market to choose 
from. To underline the impact of the growth in this sector, a well-
known price comparison organisation ran a comparison survey 
in this area with more than 8,000 users, to identify what brands 
they favoured. Unsurprisingly, the highest-rated printer ink 
brands were all third-party suppliers – the cheaper alternatives! 

Printer and copier manufacturers would of course much rather 
you use their printer ink in their printers, however, compatible 
printer inks now offer the same quality of printing as big brand 
names, but at a much lower cost. If your company has a fleet of 
printers or copiers, the savings will be enormous if you use the 
cheaper products.

To demonstrate the gulf between the two ends of the price 
spectrum, one compatible ink manufacturer was up to 86% 
cheaper than ink supplied from a high-profile branded cartridge 
range (a well-known household name). Just because they are 
cheaper doesn’t mean the quality is sacrificed or compromised 
– in fact quite the opposite is true!

It’s a straight swap 

Naturally, there is still a degree of caution and even scepticism 
about using cheaper inks, but this is changing quickly. 
Remanufactured cartridges can be used as direct replacements 
for the ones originally supplied by your printer manufacturer. For 
those who doubt their effectiveness, today’s products come with 
quality guarantees. They are ISO approved, so you know you’re 
getting comparable quality of ink. 

For additional peace of mind, suppliers will provide a two-year 
warranty and full money-back satisfaction guarantee and most 
importantly, your printer warranty will not be invalidated.

Apart from the cost element, there is always a need to consider 
the environmental impact. An additional benefit for the use of 
compatible ink cartridges is that they are more environmentally 
beneficial, as they reduce the amount of waste that ends up in 
landfill. In fact, by reducing the manufacturing process, you’re 
preventing around three pounds of plastic and metal going to 
waste each time you buy one. 

Some suppliers are also offering a service that for every time 
you recycle an empty inkjet or toner cartridge with them, they will 
send it for remanufacturing.

Business is changing rapidly at the minute, and it is difficult to 
keep up with a permanently shifting landscape. This is where 
external advice is critical. Maybe now is the time to consider 
reviewing your document management costs. 

Auditel has a team of Document Management specialists who 
can advise companies on all aspects of the often-misunderstood 
cost category of document management, printing and copying.

Compatible Ink Cartridges – Market Review
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A quick word about the energy markets

Over the past month prices have been very volatile as we have 
finally begun to see the impact of warmer summer weather 
conditions after an extended cold spring.

Normally, gas surpluses occurring in spring are diverted to 
storage in anticipation of next winter. The cold spring meant 
demand exceeded seasonal norms and as a result gas stocks 
in the UK area are at a 4 year low causing anxiety in the market 
and driving price up through May. This has been supported by 
poor wind output, falling LNG deliveries and the usual seasonal 
maintenance of Norwegian gas infrastructure.

However, June has finally seen the return of warmer weather and 
we have also seen the arrival of the new UK Emissions trading 
Scheme (UKETS) which is replacing the European ETS. After a 
volatile start, currently UK Carbon prices have fallen along with 
its EU equivalent giving some respite to the energy market. As a 
result, we have seen a more bearish market in the first week of 
June.

Future view

Despite coronavirus continuing to cause concerns on the global 
stage, oil prices have been rallying as confidence is growing 
that demand is recovering. Also, the growing pressure on 
governments to take action against climate change is likely 
to impact carbon prices which, despite the current lull, are 
expected to continue to rise – all pointing to continued upward 
momentum in energy prices.

However, on a positive note the US have decided not to place 
sanctions on the Nordstream 2 pipeline from Russia which, if 
finished this year, should improve gas supplies to Europe.

Finally, there is the matter of sentiment. The energy market is 
a true market with traders playing a significant role in setting 
prices based on their forward view of the fundamentals. At any 
one point it is possible that the market can be over or under 
valued. Whilst we are in unprecedented times and therefore, we 
cannot tell what the future holds, the market is currently at a 
historic high and therefore traders may deem it time to cash in, 
which would send markets down.
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There is something very satisfying about setting out objectives, 
and never more so than when setting out objectives for your 
business. 

The next step is to make sure that every aspect of running your 
business is aligned with those objectives and that includes 
reward and remuneration packages: one of the biggest costs for 
any business, and all the more reason to ensure they support 
your objectives.

Cost control

Controlling costs is important for every organisation, and 
particularly so this year. 

Many companies will be starting their recovery from the 
pandemic and as the government job retention scheme and 
support ceases, ensuring value from all spend is going to be 
crucial.

Now is the time to review which benefits are highly valued and 
highly utilised and a priority. But that’s not the end of the job. The 
next stage is to see if there are any cost-savings to be had. Talk 
to specialist advisers that have good relationships with providers 
and know how to broker a good deal for their clients. Products 

and propositions are enhanced all the time and what was good 
value for your business in the past, might not be today.

Get value

Added-value benefits has become the hot topic in the world 
of employee benefits. Access to employee assistance 
programmes; support for nutrition, health and fitness; 24/7 
access to GPs are all benefits that were historically bought 
standalone. Today they’re often provided at no extra cost within 
other employee benefits.

We find that many companies don’t know the detail of what they 
have access to within their existing offering. A good employee 
benefits consultant can tell you what added-value benefits 
you have, what you should be entitled to and – possibly most 
importantly - what you may be paying for twice. Now is not the 
time for superfluous spend.

Grow the business

Many companies will look to grow their business this year. 
This might be via new product development, building client 
relationships or finding new routes to market and they’ll be on 
the look-out for specialist talent that can deliver on this. That 
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specialist talent might well be used to, and expect, a certain 
reward and remuneration package.

Gone are the days when a high salary was enough to attract the 
best. Today, people that have the pick of the jobs are savvy. Your 
company will be judged on culture, approach and values. The 
employee benefits you offer are a tangible way to demonstrate 
your values. Benefits that support financial, physical and mental 
wellbeing will go a long way to help you get your first-choice 
hires.

It can be really helpful to benchmark your industry, and others, 
so you know what benefits you need to offer.

Some of these benefits might be high-ticket, so even more 
reason to ensure you get specialist advice on the value for 
money these provide.

Other benefits will cost less than you might think. Group life 
assurance, cash plans, employee assistance programmes 
are some of the most valued employee benefits available and 

some of the best value too, but they’re not all created equally. 
Specialist advice will ensure the spend is wise.

Retain your talent

Retaining your staff is equally important to build a solid 
business. With remote working and disparate workforces, 
keeping staff engaged has been a challenge. This will result in 
people looking for grass that’s greener.

The first step is to understand your staff and what benefits 
they’d value. Look at your employee demographic, consider staff 
surveys, understand the utilisation of current benefits.

It’s also important to ensure the benefits you offer are 
appreciated. It can be a great help to make use of providers’ and 
advisers’ communication programmes to explain the detail of 
the benefits and how to access them to engage your staff. 

Make employee benefits work for you and they can play a key 
role in helping you achieve your business objectives. 

Aligning employee benefits with business objectives
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Auditel was established to help organisations 
make effective and informed procurement 
decisions within a rapidly evolving market. 
Today we are a strong network of over 100 
procurement specialists and are continually 
innovating our service as a leading procurement 
and supply chain management consultancy.

Auditel’s procurement specialists work 
alongside your existing Finance, Operational and 
Procurement teams, providing the external help 
your organisation requires, delivering business 
transformation and a competitive advantage. 
This is due to our vast expertise and detailed 
knowledge of suppliers, and which of them can 
deliver innovation and services at the most 
competitive prices.

Procurement expertise when you need it.

A U D IT E L.C O.U K


