
Investing in future
generations Environment

04. EN
V

IR
O

N
M

EN
T



The driving force
The Business Impact Task Force was established in 1998

by His Royal Highness The Prince of Wales. Chaired by Bill
Cockburn, Group Managing Director of BT, its brief was to
produce material and resources on how companies should
measure and report their impact on society.

There has been much positive work done on how
businesses should manage parts of this agenda. Business
in the Community, for example, has pioneered quality of
management measures over the last few years in areas
as diverse as environment, equal opportunities, cause
related marketing and corporate community investment.
However, never before has a group of senior companies
and other leading organisations come together to identify
not only quality of management measures but also
core measurement of impact across the whole spectrum
of issues.

What a business produces, how it buys and sells, how
it affects the environment, how it recruits, trains and
develops its own people, how it invests in the community
and respects the rights of people – all these add together 
to form the impact of that business on society.

This handbook is the first attempt in the UK to not
only represent that agenda but also to refine it to its
essential core in such a way that makes its management
both practicable and beneficial for every size of business.

The report, along with its associated website and other
materials, represents a significant milestone in establishing
how companies can manage all areas of their impact on
society consistently and effectively.

Mark our words
Throughout this report we have done our utmost 

to use consistent, understandable language. We have
aimed to avoid unfamiliar or complex terms. However,
businesses of all sizes are already integrating social
responsibility into day-to-day policies and procedures. 
As a result, it is inevitably beginning to acquire a 
business vocabulary of its own.

For example, social responsibility in business is 
widely known in larger organisations as ‘Corporate 
Social Responsibility’ or CSR.

Another possibly unfamiliar and vague word is
‘stakeholder’. There is no single word to replace this; 
our definition is those contributing to the success of 
and benefiting from a business including shareholders,

employees and those affected by its operations such as
local communities, customers and suppliers. 

We recommend that this chapter should be read 
in conjunction with the Summary.

Other chapters in this report include:

Purpose & Values
Workforce
Marketplace
Community
Human Rights
Guiding Principles 

Business Impact Project Team 
Stephen Serpell, BT Peter Davies, Business in the Community 
Alison Garner, BT Mallen Baker, Business in the Community 



Investing in future generations
What’s it all about?
All businesses have an impact on the environment. In an area where many of the most important impacts are global

ones – such as climate change – it’s easy to suppose that only the contribution of large companies counts. However, small
companies generate more pollution than large ones overall. Every business that acts to reduce negative impacts can gain
competitive advantage at the same time.

Business can improve its impact through developing goods and services that have a higher level of environmental
performance than their competitors. This can be a powerful selling point. They can also use market relationships such 
as those in their supply chain to support and motivate others to improve performance.

Enterprises can also limit the negative impacts of their operations on the environment by reducing emissions, 
waste production and consumption of costly resources, for example. 

The environmental harm caused by direct emissions depends on the receiving medium. There is a level at which
natural systems can absorb and assimilate man-made wastes. However, scientific evidence is clear that we are currently
living well beyond these levels. Society is right to be concerned that the consequences could be dramatic and possibly
catastrophic unless everyone behaves – and continues to behave – responsibly.

What’s the benefit? 
There are enormous potential competitive benefits to be gained through proper and effective management of

environmental impact, including the following:

Market opportunities – Growing consumer expectations can create a market edge for companies who are quick to
develop new products which conform to a more environmentally conscious world. New technologies for better product
performance, as well as technology to clean up environmental pollution, represent a growth area within the economy.
Efficiency gains – UK Government funded projects have consistently shown that 10% savings can be achieved at zero
cost. With combined energy and waste disposal bills in the UK estimated at £26bn, some £2.6bn of this could be
saved and returned to the bottom line.
Consumers expectations – Consumers are undoubtedly more informed and willing to vote with their feet. Witness the
debate and business impact surrounding genetically modified foods. The debacle over eco-labelling, with terms such
as “environmentally friendly” being outlawed as being meaningless, all points to a more informed and active consumer.
Financial impacts – Different parts of the financial sector now seek out and expect good environmental practice. 
The banks have environmental risk as part of their lending criteria. Underwriting decisions by insurance companies
seek to minimise environmental risk exposure. In the City, there’s a growing trend to include environmental criteria 
in investment decisions. And with changes during 2000 to pension fund disclosure, environmental and social
aspects will need to be addressed legally.
Legal requirements – Whether it’s the phasing out of ozone depleting chemicals or meeting stringent targets to
reduce CO2 emissions or Producer Responsibility regulations, the pressure from legislation will continue to grow. 
Market reputation & value – High standards of business practice now extend beyond issues such as strategic
decision making and planning, product/service development, efficiency, innovation and communication into
standards on environmental and social responsibility. Good practice in all these areas contributes to how an
organisation’s reputation is perceived especially in the City, which in turn will influence share value. 

Good environmental management needs to be a balance. On the one hand, there needs to be creativity in solving
problems and seizing opportunities. On the other, there needs to be a systematic approach to improving efficiency and
reducing waste. The trend in legislation is to increase the cost to business of poor performance through environmental
taxation, so there is no shortage of business benefits for acting early.
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Doing it themselves
B&Q has achieved significant improvements in the
environmental impact of its operations and its supplier’s
products. These improvements have been achieved
through detailed research into product impact,
communication with stores and suppliers, and 
auditing suppliers and their products. Targets set for
improvements in energy use and waste management 
are delivering substantial savings, with energy
improvements saving over £1m each year and waste
management and recycling a further £0.5m a year.

A Birds Eye view
Unilever, as one of the world’s largest producers of food 
and home & personal care products, is positioning its
commitment to improve the impact of its supply chain
on the environment. For example, Unilever has set up
the Sustainable Agriculture initiative to advance the
understanding of ecological sustainability in agriculture,
and Birds Eye Walls, one of its UK companies, has
established specific projects and field trials to define
standards to improve the impact of crop production 
on local ecology across the world. Working with World
Wide Fund for Nature, Birds Eye has also established 
the Marine Stewardship Council to develop global
standards for sustainable fishing.

The best policy
As a major insurance company, CGNU seeks to measure
and manage its indirect and direct environmental
impacts. Indirect impacts arise in the way in which 
it conceives, designs and delivers its core business
products and services. Direct impacts relate to property
management, energy and water use, waste management,
paper use, purchasing, transport and travel.

Taking store
J Sainsbury’s new HGVs are fitted with continuous
regenerative traps (CRTs) which remove significant
levels of exhaust emissions. By improved vehicle choice
and CRTs, 4 of their latest lorries received Certificates of
Reduced Pollution, which brought a £1,000 reduction in
road tax. They are a signatory to the Green Claims Code
and are steadily working to have all own brand product
lines in compliance by March 2004.

The right lines
The environmental improvements achieved by BT
include £1.2 billion saved over 4 years by the use of the
company’s Intranet, 150 million miles travel (£20m)
saved in 1999 by the use of audio conferencing, and 
a reduction in CO2 emissions by 44% since 1991.

What’s it based on?
There are two recognised standards for environmental

management – the International standard, ISO14001 
and the European Eco-Management and Audit Scheme.
Each sets out a system to manage environmental issues. 

By drawing on common themes from these systems and
on information derived from Business in the Environment’s
Index of Corporate Environmental Engagement, (75% of
the FTSE100 participate), broad principles emerge on
management and processes and the final goals of
improved environmental and business performance:

Leadership and commitment by top management
must be given and communicated internally if
environmental issues are to be successfully tackled
Effective environmental management is a basic
prerequisite for performance improvement
Improved performance (e.g. reduction in impacts)
can only be delivered if current performance is
measured throughout the life cycle and acted upon
The full business benefits from managing
environmental impacts will only be realised if it is
effectively communicated internally and externally
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How do you put it into action?
Good management practice by leading UK companies shows that environmental impacts can be managed, risks

reduced and bottom-line benefits delivered when proper management systems and processes are put in place.
These are the essential components of good environmental practice:

Checklist of process indicators

How do you measure it?Level 1 – Companies just beginning to review environmental issues
Conduct an initial environmental review of:

legislation

main environmental impacts

information needed to draft an initial environmental strategy

Ensure a senior manager is charged with taking responsibility for driving progress in this area

Level 2 – Companies wishing to move beyond a basic commitment
Write an environmental policy, and publicise it, particularly to staff. This should cover:

an overview of company activities and the scope of the policy, plus legal compliance

a commitment to environmental protection with reference to the business’s main impacts

the resources required to introduce change and improvement

a commitment to train and develop staff for the new tasks

Establish priorities and set objectives and targets for improvement

Ensure the sufficient allocation of resources to this area to meet objectives and targets

Set up an employee programme to raise general awareness and provide support for staff

Start to communicate with other social and community bodies, keeping them informed and involved

Level 3 – Companies aiming at further improvement of their performance
Commit to continuous improvement, systematic evaluation of data accuracy and process effectiveness.
Benchmark against industry sector best practice

Ensure environmental impacts are properly considered in the development of your products/services, 
as well as in strategic investment decisions

Formalise the management system’s documentation and seek external verification from a reputable 
third party, using standards and awards where appropriate

Develop a supplier programme to make improvements in all parts of your production process

Communicate your achievements to all relevant stakeholders, and develop two-way dialogue

Share best practice with others and act as a leader and an advocate for business engagement 
in this area



How do you measure it? 
Business needs to demonstrate both business benefits and environmental benefits of its environmental management.

These should be quantified wherever possible. Environmental measures should be related to the most significant
environmental impacts of the company, which will vary depending on the industry sector. 

Measurement of impact on the environment is better developed than in most other areas in this report –
environmental reporting has developed quickly over the last ten years. Although environmental reports can now be quite
detailed and sophisticated, we believe that a simple framework remains a useful guide.

Taking legal compliance as read, these are the essential impact indicators we recommend companies should measure:

Checklist of impact indicators

CO2 Measures
There is a strong focus in environmental measurement on the production of greenhouse gases, especially CO2. 

This is not such a forbidding measure as may appear.

Stamping it out
The Royal Mail has developed a measure of CO2 known as RUEC (Real Unit Environmental Cost) this represents 
the quantity of C02 produced per 1000 items of mail delivered – the measure is Kg CO2/1000 items of mail. 

The wheels in motion
During 1999 John Laing measured car fleet fuel consumption (combined business and private travel) and using 
the DETR guidelines converted the 7.1 million litres of fuel into equivalent CO2 of 16,845,950 kgCO2.

Level 1 – Companies just beginning to measure progress
Overall energy consumption

Water usage

Quantity of solid waste produced (measured by weight/volume)

Upheld cases of prosecution for environmental offences

Level 2 – Companies wishing to move beyond a basic commitment
CO2/greenhouse gas emissions

Other emissions (such as low level ozone and radiation)

Use of recycled material

Positive and negative media comment for environmental activities

Level 3 – Companies aiming at further improvements of their performance
What level of waste is recyclable

Net C02/greenhouse gas emissions and offsetting effect

Environmental impact over the supply chain

Environmental impact, benefits or costs of products/services against best in class
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Unilever have an 
ongoing commitment 
to improving the impact
of agricultural production 
on the environment.



How do you tell everyone what
you’ve done? 

Why report?
Reporting and communicating your enterprise’s

impact on society helps:

Demonstrate openness and transparency about
operations while building trust
Drive forward change
Meet the information needs of interested stakeholders
Demonstrate seriousness of intent with regard 
to social responsibility in business or corporate 
social responsibility issues 
Enhance business reputation
Reward staff for involvement in, and support for, 
your social responsibility in business programmes

To date, there are few legislative reporting requirements
concerning social responsibility in business. However,
companies who do report on social and environmental
issues tend to be better perceived.

For larger companies, the current independent
review of UK Company Law has put forward proposals
for a new mandatory Operating and Financial Review
(OFR) to be included in the company Annual Report;
this would include:

A review of the company’s business
The company’s purpose and values, strategy and
drivers of performance
An account of the company’s key relationships
The company’s approach to corporate governance –
values and structures
A picture of the company’s intellectual capital – 
how it applies and develops it
The company’s policies and performance on social
and environmental issues and on those affecting 
the community in general.

The first two items would be mandatory for all
companies required to produce an OFR. The remaining
items would have to be included where the directors
conclude that they are material to the business.

Similar suggestions have been made in the EC 
and there’s a trend towards fuller reporting worldwide.

Reporting principles
A key test of leadership is the consistency with which

the company’s different forms of communication reflect
the same message. 

For many companies, the formal Annual Report can
act as a spine, containing core messages and articulating
central purpose, values and principles. Numerous larger
companies already make a point of connecting this with
their other communications on social and environmental
issues. They thus make it clear that there is a genuine
company approach to overall social impact rather than 
just a set of ad-hoc initiatives.

This integration of reporting to cover not only financial
but also social and environmental issues can permit a
“triple bottom line” form of accounting or a development
into “sustainability reporting” – that is, reporting on all 
the company’s activities in a way that demonstrates its
commitment to meeting long term as well as short term
responsibilities and goals.

Separate reports on environmental or social impact 
are therefore valuable, but they need very clear links 
back to the underlying logic of your business purpose. 

However, it’s important not to over-claim. This can
create the impression that your work is just a publicity
front. Commercial sponsorships, for example, should 
not be presented as community investments.

Companies should also avoid the temptation to
advertise themselves as having solved all their problems. 
It is far better for a company to commit to continuous
improvement in this arena.

It is also important to distinguish what activities are
truly voluntary and what are not. For example, there are
legal requirements on some industries (notably the
telephone, water, gas and electrical sectors) on providing
easy access to services for disabled customers. Despite
excellent work, it would not be appropriate to claim this 
as part of a voluntary programme covering social
responsibility in business.
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How to go about it
To make their reporting effective, companies need to:

Identify and prioritise the key audiences for their
communications
Decide on the key messages
Establish the appropriate communications channels
for the target audience
Give all relevant contacts for people involved 
in programmes
Report on the impact achievements of their social
responsibility in business programmes, short and
long term
Over time, ensure communications develop as a 
two-way dialogue with key stakeholders with a real
flow of information and ideas running both ways.

Ways of reporting
Good reporting practice by leading companies is

reflected in how they target information and how they
provide access to more information if needed. Within most
business situations there are a range of communication
methods which can be used.

Internal External 
Team briefings Annual Reports
Procedural notes Website
Training sessions Stand-alone reports
Internal magazines Integrated reports

External Magazines
Internal compliance AGMs
or audit reports
Intranet Media outlets
Notice boards Speaking platforms 

for senior managers
Site/Location Corporate videos
specific reports

Larger companies use a spread of these methods,
with their external reporting covering:

The business’s global sphere of operation
Evidence of integration into strategy decision making
Management issues (key impacts, management
structures and responsibilities, targets and objectives)
Comparative data and trends (over time and 
within sector)
Level of engagement with stakeholders including
suppliers and customers
Financial data relating to social responsibility in
business or CSR areas
Discussion of longer term and complex issues 
of sustainability.

Principles to bear in mind
When deciding which methods are most suitable for

your audience, it may help to bear in mind the following
principles to structure your reporting process:

Reflect the aspirations and needs of all interested
groups
Include all the appropriate areas of your company’s
activities
Include all significant information
Make your reporting regular, systematic and timely 
Use quality assurance audit methods to build
credibility in your reporting
Communicate appropriately and effectively to 
each stakeholder group
Make your information comparable, reliable, 
relevant and understandable
Integrate your reporting into systems, policy-making
and operations
Focus on steps to improve performance.

All types of report should link back very clearly to the
underlying logic of your business purpose and values.
Remember – reporting is not an end in itself. It’s a means
to build trust with your employees, customers, suppliers
and other stakeholders by demonstrating your company’s
openness and willingness to be accountable for its actions
and impact on society.

For further information
There are several key international initiatives on the

issue of reporting, notably the Global Reporting Initiative.
This and other initiatives are referenced in the Other Key
Initiatives chapter. Business in the Community, the Centre
for Tomorrow’s Company, the Institute of Social and
Ethical AccountAbility, and the Prince of Wales Business
Leader’s Forum can also all offer advice on various aspects
of the subject.
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What does the future hold?
The continuously changing business landscape places

new demands on business leaders.
There are a number of issues that are growing in

importance. For example, service sectors are now 
under sustained pressure to account for their indirect
environmental impacts (their direct impacts being
relatively light). As environmental measurement and
reporting become the norm, there is a gearing up of
performance measures/indicators and a focus on business
transformations that deliver real and lasting impact
reductions. The debate surrounding mandatory reporting
(environmental & social impacts) continues apace. 
And finally, Non-Government Organisations (NGOs) 
are becoming more and more sophisticated in their 
use of publicly available information. Their campaigns 
are becoming increasingly effective in influencing 
business behaviour.

But there are two key questions on the horizon 
for business:

How will business respond to the rapid emergence 
of e-business? Will it be a positive force in improving
the efficiency of the economy and reducing
environmental impacts?
How will business get to grips in the short term 
with the demand for more environmentally friendly
products while also maintaining business profitability
in a world which no longer defines quality of life
simply in terms of immediate financial return or 
the quantity of goods provided?

Suggested site-seeing
A wealth of further information can always be found 

at www.business-impact.org
Other sites we would suggest include the following

(though we cannot vouch for their being constantly up 
to date without exception):

Business in the Community – 
www.business-in-environment.org.uk
Coalition for Environmentally Responsible Economies
(CERES) – www.ceres.org
Department of the Environment, Transport and 
the Regions – www.detr.gov.uk
Environment Agency – 
www.environment-agency.gov.uk
UK Government Best Practice Programme –
www.energy-efficiency.gov.uk
The Global Compact – www.unglobalcompact.org
Sustainability Ltd – www.sustainability.co.uk
World Bank (Environmental and Socially Sustainable
Development) – www.esd.worldbank.org
World Business Council for Sustainable Development
– www.wbcsd.ch
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Levels of involvement

LEVEL 1
Make basic commitment to
take action on the areas
which have the most obvious
negative impact on the
environment.

Gain senior managers
commitment and clear
ownership with full
responsibility and
budget

01

02

03

Review existing policies
to assess:

current legal
compliance
main environmental
aspects
ideals for revised
strategy

Conduct an energy
audit

Draft an initial strategy
focusing on areas that
have a negative affect 
on the environment 
Involve staff in the
development of the
initial strategy
Finalise initial strategy. 
Communicate strategy
to staff and key
stakeholders

LEVEL 2
Begin to integrate
environmental activities into
an overall strategy that is
relevant throughout the
company.

Reinforce senior
commitment with a
refined environmental
policy owned by senior
managers
Integrate policy into 
all company activities

Review existing policies
taking full account of:

all environmental
impacts
all opportunities 
for recycling
best practice from
other companies 
implications for 
the company

Involve staff to draft a
more advanced Strategy
reflecting the policies
Finalise strategy
Communicate strategy
to staff

LEVEL 3
Use professional
metrics/assessment tools,
seek externally validated
audits and measure external
perceptions.

Ensure senior
managers can see 
the benefit of social
responsibility in the
environment in terms
of enhanced reputation

Consider the
environmental issues 
as they impact on:

strategic investment
suppliers
integration into the
Management system

Enhance the existing
strategy to embrace:

business reasons to
support initiatives
active involvement 
of suppliers
measurement of
perceptions of the
community

Gain ownership and
commitment

Identifying current 
policies

Development revised 
policies and new strategy

Action Plan – Environment



Prepare 2 year Action
Plan based on the initial
Strategy with agreed
milestones and targets.
The plan could include:

energy consumption
water usage
solid waste
net CO2. Gas
emissions
other emissions

Ensure support at
senior level with
supporting budget

All milestone and
targets to be reviewed by
Environmental Owner
and senior managers 
on a quarterly basis
Take remedial action if
targets are not achieved
Give recognition for
success

After first year,
communicate positive
results to:

senior team
staff
other stakeholders,
in relevant and easy
to understand format

After 2 years, consider
how results can be
communicated to the
immediate community

Discuss first year results
with staff (probably in
small focus groups)
seeking their views,
ideas and involvement

After first year, refine 
the initial Strategy in the
context of the successes,
lessons learnt and
examples of best
practice from other
Companies
Conduct thorough and
rigorous review after 2
years to refine strategy
and Action Plan

Prepare 2 year Action
Plan with targets to
include:

use of recycled
material
environmental
benefit of product/
service against best
in class
positive/negative PR
for environmental
activities 
gain senior support
for the Action Plan

Conduct review of all
milestones and targets
on a monthly basis
Take action as a result
of the review
Give recognition for
achievements

Report and
communicate to
stakeholders including
suppliers and the
immediate community

Establish dialogue on
the environmental
results with staff and
other stakeholders
seeking views, ideas,
commitment and
involvement

Rigorously review the
progress and refine the
policy, the emerging
strategy and the success
of the Action Plan
Refine the
environmental
initiatives

Prepare an Action Plan
that also includes:

initial targets for
suppliers
level of recycleable
waste
net CO2 off-setting
affect
external Audit 

Gain senior
management support

Thoroughly review all
targets and milestones
on a monthly basis
Take action as a result
of the review
Recognise
achievements

Report and
communicate to all
stakeholders in an
imaginative way,
demonstrating (if
possible) how the
environmental
initiatives have
improved reputation
and had a positive
impact on business
results

Establish dialogue 
with all stakeholders,
including the
involvement of
suppliers and the
community

Rigorously review the
progress and provide a
presentation to senior
managers with clear
recommendations for 
a revised strategy

Establish action plan and
set targets/milestones

Monitor, measure review Report and communicate Review progress with
stakeholders

Refine, policies and 
refine strategy
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