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FOREWORD FROM THE CHAMBER
Catherine Woo
CEO, Australia—United Kingdom Chamber of Commerce

With the 26th UN Climate Change Conference of the
Parties due to be held in Glasgow later this year,
it’s timely that the Chamber’s Impact series should
culminate with our third report on how businesses in
both the UK and Australia are driving sustainability.
COP26 is anticipated to be the most significant
climate event since the 2015 Paris Agreement, setting
the direction, decisive or otherwise, for tackling the
climate crisis in the critical decade ahead to 2030.
Encouragingly, there has been a sea change
underway amongst businesses that recognize the
near-term commercial, reputational and competitive
benefits of environmental responsibility. As a recent
survey from our contributor PwC notes, 67% of
CEOs globally are extremely concerned about
climate change with more than half of researched
businesses in the UK and close to a third in Australia
committing to net-zero by 2050. This corresponds to

a marketplace where consumers, clients, employees,
shareholders and investors are increasingly seeking
green credentials. Recent data on investment flows
to sustainable assets make this particularly clear,
with global investment in sustainable funds hitting a
record $1.7 trillion in 2020, up 50 per cent over the
previous year.
The long-term drivers for action by business are
also growing in visibility and urgency. Conventional
narratives position the economy and the environment
in inherent opposition, setting up a zero-sum
model between existing interests and advocates
for change. However, this debate is increasingly
outdated. Future-focused businesses recognize that
a stable and healthy environment is a prerequisite
for a resilient, sustainable economy, a point which
has been arrestingly demonstrated by the global
COVID-19 crisis of the last year.

Views of the impact of COVID-19 on the climate
crisis are mixed; some point to dramatic emissions
decreases driven by worldwide lockdowns, others
worry the pandemic has pulled focus from global
warming. It is clear, however, that COVID-19 has
wrought enormous changes in how companies,
investors and individuals think. COVID-19 has
challenged our sense of an infinite business as usual
and demonstrated how quickly we can transform longestablished ways of working through adopting new
technologies and behaviors. Equally, it’s highlighted
the vital importance of investing in resilient business
models and as several of this report’s contributors
point out, has the potential to act as an inflection
point for a green-based recovery.

There has been a sea change underway amongst businesses
that recognize the near-term commercial, reputational and
competitive benefits of environmental responsibility.
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All eyes will be on the
emissions reduction
commitments made by
political leaders at COP26
and business has an
important role to play as
an influencer and even
exemplar of what can be
achieved.
All eyes will be on the emissions reduction
commitments made by political leaders at COP26
and business has an important role to play as
an influencer and even exemplar of what can
be achieved. In this report, our contributors,
drawn from across sectors including finance,
infrastructure, food and beverage, automotive and
tourism, share their aspirations for what COP26
will deliver. One is to see governments not only
pledge commitments but also translate them into
coherent, actionable and sector-specific policies.
It is then that business will have an even more
critical role to play as an adviser and implementer
of ambitious environmental policy.
In this report, we ask our contributors about the
why and how of driving sustainability across
their organization and sectors. Each provides

answers that reveal the progress made by
business to date and the sector-wide challenges
ahead to transform good intent into widespread,
measurable practice.
The International Energy Agency advises
that 2030 emissions must fall by 45 per cent
compared to 2010 to be on track for net zero
in 2050, so swift action from both business and
policymakers is crucial. We’ve got a long way
to go and limited time to travel the distance.
However, the businesses interviewed are
universal in seeing sustainability as integral
to the future of their business and the broader
economy. Those who fail to embrace this risk
being left behind. As our contributor and series
sponsor NAB says: ‘Sustainable business is good
business.’

As we release our final Impact report, it’s clear
that sustainability — be it environmental, social,
or otherwise — is now central to how businesses
must think and plan for the future. I’d like to
thank our Impact sponsors NAB and the New
South Wales Government as well as our series
contributors for their commitment to this issue as
well as the question of how business can make
a positive impact on the world around it. The last
12 months have proved a deeply fitting time for
organisations to ask themselves these questions.
We look forward to continuing the conversation
with them and each of you.
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1.		 CEO SENTIMENT RANKS CLIMATE 		
		 CHANGE AS TOP RISK TO GROWTH
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John O'Donoghue

Grace Cliffe

Partner
ESG Assurance

Manager
Social Impact

The tide is turning as organisations around
the world begin to fully comprehend the risks
of climate change — as well as its potential
opportunities.
Science shows that to avoid the worst impacts
of climate change we need to cut global CO2
emissions in half by 2030. But our current rate
of decarbonisation is not enough to limit global
warming to 1.5°C. The business community has
an important role to play in accelerating the pace
of change.
Australian and UK CEOs are keenly aware
that their organisations must meet stakeholder
expectations. Increasingly consumers are
factoring environmental considerations into their
purchasing decisions, employees are demanding
greater action, and investors are focussed on
environmental, social and governance (ESG)
credentials.

In the last year, 52% of Australian
companies had some form of climate
related targets, however achievement
of these targets through identification
of key performance indicators was
limited. Only 28% of Australian
companies which formed part of this
research had committed to net zero,
which is a far cry from the 55% of
UK companies that have released a
net zero ambition by 2050 or earlier.
However when compared globally, only around
7% of the Global Fortune 500 have pledged to
become net zero to date. PwC’s hypothesis is
that Australian CEOs are increasingly recognising
opportunities to steer their businesses to better
manage environmental, social and governance
issues as they ‘build back better’ from COVID-19.

Our current rate of decarbonisation is
not enough to limit global warming to
1.5°C. The business community has an
important role to play in accelerating
the pace of change.
Our analysis shows that in Australia and the UK,
the response so far has focused primarily on
managing the risks of climate change, rather than
exploring the opportunities for new products and
services.
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Australian and UK CEOs are
aligned in their concern that
climate change poses a threat
to growth prospects.
As identified in our Global CEO Survey, business
leaders’ concerns with climate change and
environmental damage have risen significantly in the
last decade.
64% of CEOs globally are ‘extremely or somewhat
concerned’ about climate change and environmental
challenges, with an increasing share actively assessing
related risks. 57% of CEOs globally have assessed
the potential risks associated with the transition to
a greener economy, and 48% have assessed the
potential physical risks to their business and growth. As
awareness of climate risks continues to grow, we hope
to see more organisations follow suit.
CEOs are grappling with fractured climate policy, rising
expectations from the public, the demands of remaining
competitive and concerns about extreme global weather
events — such as the Australian ‘Black Summer’
bushfires. With the rise of ESG, they’re under pressure
from investors to understand the impact of climate and
other social and governance risks to their operations.

CEO Survey Question:
How concerned are you, if at all, about climate change
and environmental damage? (showing only ‘somewhat
concerned’ and ‘extremely concerned’ responses)

Businesses must look beyond the four-year terms of their
top executives... who are unlikely to be the same ones who
see the impact of those decisions over the coming decades.
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PwC’s 23rd Annual Global CEO Survey (2020) — The survey was conducted from
September to October 2019 (before the global outbreak of COVID-19 and the Australian
bushfires in January 2020) and involved 1,581 chief executives in 83 territories.
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CEOs recognise greater opportunities today from climate change
initiatives but optimism in Australia and the UK has wavered.
While UK and Australian CEOs are focused on
risk, it appears that fewer are thinking about the
opportunities climate change initiatives may bring
to their organisations, perhaps reflecting broader
market uncertainty over how the transition to a low
carbon economy will unfold.
Compared with 10 years ago, CEOs today from
many of the world’s largest economies — including
China, India, US, Brazil, Italy, Japan and Germany
— strongly agree that climate change initiatives
will lead to significant new product and service
opportunities for their organisations. There is
growing consensus among these CEOs that going
‘green’ can provide benefits such as competitive
advantage, mitigation of financial risks, and
access to government or financial incentives.
But CEOs in the UK — and to some extent
Australia — are showing less optimism about the
potential of new products and services than they
were a decade ago. Instead of taking a narrow
focus on mitigating climate risk, senior leaders will
gain from expanding their field of vision to create
a roadmap of new business opportunities linked to
climate change initiatives.
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CEO Survey Question
How strongly do you agree or disagree that:
‘climate change initiatives will lead to significant
new product and service opportunities for my
organisation’? (showing only ‘strongly agree’)

Every industry will need to transform over the
coming years to realise a net zero economy.
These changes won’t happen overnight — it
requires businesses to look beyond the fouryear terms of their top executives to set goals
and policies with a longer time horizon. Those

leaders who set the wheels in motion today
are unlikely to be the same ones who see the
impact of those decisions over the coming
decades. However, we owe it to consumers,
employees, investors and the community to
build a healthier and more sustainable planet.
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Nick Woolfitt
Director
Specialised Finance UK

What are the commercial and
strategic drivers for NAB to focus
on sustainability??
Sustainable business is good business. From
NAB’s perspective, it is our responsibility to make
long-term decisions that will help support the future
of the Australian economy and the economies of
those countries we have a presence in. We focus
on supporting our customers and communities over
the long term which means we must face and tackle
some of society’s biggest challenges. This includes
responding to natural disasters, being a leader in
seeking to mitigate the effects of climate change and
building financial health and resilience.

We cannot respond to these challenges without
resilient and sustainable business practices. We
are working to align our long-term goals with the
UN Environment Programme Finance Initiative’s
Principles for Responsible Banking and the UN’s
Sustainable Development Goals (SDGs). We take
our role in the community seriously and recognise
the role we, along with other large businesses,
need to play. Last year we invested $42.8 million
in community activities, including donations and
volunteering to support bushfire response and
recovery efforts over the Australian summer.

We must face and tackle
some of society’s biggest
challenges: responding to
natural disasters, being a
leader in seeking to mitigate
the effects of climate change
and building financial health
and resilience.
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What’s one of the biggest
challenges for NAB in driving a
sustainability agenda?
Sustainability is complex and different customers
and countries are at different stages along the
decarbonisation path. This poses a significant
challenge for NAB, as supporting customers at
different stages of their transition journey — which
plays a big part in our sustainability agenda and
goal of being a leader in mitigating climate change
— means that we need to consider various local
nuances.

For example, some of our customers are reducing
emissions by taking residential housing off heat
derived from oil and moving them onto gas; in other
places gas is seen as a dirty fuel and in these areas
the heating industry is being disrupted by heat
pumps, biomass or in some cases, even hydrogen.
We are also aware that change can be disruptive
and while sustainability is important, we must also be
sympathetic to the impacts this may have on jobs and
communities.

This poses a significant
challenge for NAB, as
supporting customers at
different stages of their
transition journey means
that we need to consider
various local nuances.
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How has COVID-19 intersected with
your strategy on sustainability??
A crisis like COVID-19 offers the rare opportunity
to disrupt ‘business as usual’. We’ve seen this in
government statements communicating the desire to
“build back better” to accelerate the decarbonisation
of:
•
•
•

electricity (through further investment in
renewable energy and storage)
transport (through electric vehicles and
associated charging infrastructure)
heating (through hydrogen and community
heating)

The above are all trends we’ve been following, and
investing in, for some years now. However, over
the last year we’ve seen customers doubling
down on decarbonisation which, in combination
with the coming of age of digital infrastructure
in 2020 (where would we have been last year
without Netflix or Zoom?), very clearly stand out
as the likely key investment themes for the coming
years.

How important is it for NAB to play
a role in enabling the businesses it
works with to decarbonise?
We are committed to meaningful climate action
and this year we are expanding our disclosure on
our mapping of decarbonisation pathways for our
Australian lending portfolio. A clear and accurate
understanding of the current state of emissions is
critical for organisations to reach net zero emissions
by 2050. NAB commissioned ClimateWorks
Australia to apply two modelled scenarios from their
‘Decarbonisation Futures’ report to the five selected
segments of NAB’s Australian lending portfolio. They
provide two decarbonisation pathways (‘1.5°C All-in’
and ‘2°C Innovate’) to achieve a net zero emissions
2050 lending portfolio, in alignment with the Paris
Agreement.
In Europe we are active in the decarbonisation of
electricity and heat. Executing transactions in these
sectors generates knowledge that we can apply in
Australia as they look to decarbonise, bringing this
expertise to our domestic customer base and playing
a leadership role in the transition. To date we have
acted as Mandated Lead Arranger on 10 district
heating/cooling transactions and 5 offshore wind
transactions across Europe — sectors that are only
just getting going in Australia.
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What is the biggest change
that the climate challenge
is likely to drive in banking
over the next decade? ?
With climate change identified as the
biggest challenge society faces, risks
relating to climate change must be
addressed. This has led to a rapid
transformation of sustainability-linked
lending, initially viewed as a niche
practice, now mainstream. It is not only
the banking industry that is responding
to this crisis, sustainability has become
increasingly embedded in the core
business principles of our customers.
We think this trend will only accelerate.
To help our customers navigate the
surge in sustainability focus, we need to
advise them on navigating the risks and
offer them the right sustainable finance
solutions.

What actions and outcomes
would you like to see policy
makers taking?
There are two key ways that government can
drive the sustainability agenda.
Firstly, a stable policy environment is critical,
especially for deployment of new technologies.
Investors need to see that governments will
bridge the gap on new technologies as they
scale up — the regimes pursued by the UK
government to underpin the development of
offshore wind is a great example. We would
like to see similar investment support for other
transformative technologies such as green
hydrogen, electric vehicle charging, battery
storage and carbon capture use and storage.

Secondly, understanding both the
opportunities and limitations of private
finance is important. The Australian
Government’s asset recycling
scheme was a very effective catalyst
for infrastructure investment; by
understanding what private investors
wanted, Australian states were able
to invest heavily in the infrastructure
that society needed. Applying a similar
policy to the renewables sector would
help incentivise green investment
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Case Study
TROMSØ is an unlikely place to find
a modern, affluent city. Located some
350 kilometres inside the Arctic Circle in
northern Norway, it’s a place where after
the sun sets on the 21st of November
it doesn’t rise until the 21st of January.
A combination of its remoteness and
the country’s desire to be exemplars
in decarbonisation and environmental
protection has led to the solution of heating
all new buildings through district heat,
generated from municipal waste rather than
fossil fuels.
NAB customer Whitehelm Capital, an
Australian infrastructure investor, invested
in Tromsø’s municipal supplier of heat in
2018 and is a very active investor in the
Norwegian heating market. NAB acted as a

Mandated Lead Arranger on the NOK700m
transaction which in part funds connection
of all new buildings to the decarbonised
heating network.
“We want to be part of the decarbonisation
solution of the heating and cooling sector,
and of energy transition more broadly,”
said Anne Grandin, Investment Director at
Whitehelm Capital.
“Norwegian district heating is particularly
attractive for Whitehelm given the strong
market fundamentals and the number of
mid-market opportunities with a significant
value creation potential... Our ambition is
to continue investing in this market where
we can generate attractive and sustainable
returns for our investors,” Anne said.
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		 LEADS TO LONG TERM RESILIENCE
		& ECONOMIC RETURNS

15

COUTT

Taelor Daniells

Karen Ermel

Climate Lead

Responsible Investing
Manager

How prominent a factor is
sustainability and decarbonisation in
the broader financial services sector
and how will it affect the industry in
the coming decade?
Sustainability has become the cornerstone of
good financial decision making over the past five
years. Continuous economic, political and societal
upheaval demonstrates the finance sector’s
exposure to systemic risks and illustrates the
importance of thinking long term.
This is particularly evident with climate change.
Financial institutions that fail to consider the
physical, transition and litigation risks associated
with moving to a low carbon economy will face
an increasingly fast decline in the value of their
balance sheet as well as increased impairments,
as previously viable business models cease to
exist.

For example, the UK Government’s policy to
meet net zero emissions by 2050 puts a deadline
on polluting industries. In the coming decade,
financial services firms will need to increase their
efforts to support decarbonisation — net zero
policies for a financial firm’s internal operations
will not be enough. Financial institutions will need
to commit to aligning to the Paris Agreement, and
work closely with their clients to support them in
the transition to be viable partners now and in the
future.

Financial institutions that fail to consider
the physical, transition and litigation risks
associated with moving to a low carbon
economy will face an increasingly fast
decline in the value of their balance sheet.
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How does Coutts balance its
economic goals with sustainability
ones? How does it articulate this
to its shareholders and clients?

Coutts has a focus on
responsible investing.
What metrics does Coutts use to
assess and evaluate the impact?

The evidence that economic and sustainability
goals can go hand in hand is clear. The
conversation has switched from an assumed
compromise between sustainability and economic
return, to an improved resilience which translates
into better long-term economic outcomes. Recent
research from Morningstar in the first quarter of
2020 found that 51 out of 57 of their sustainable
indices outperformed their broad market
counterparts.

Coutts defines responsible investing as incorporating
environmental, social and governance (ESG) factors
at every stage of our investment decision-making
process, as we believe this puts us in the best
position to deliver long-term, sustainable returns to
our clients and their next generations.

A key example of sustainability in practice is a
strong corporate culture. This in turn creates a
more resilient business in uncertain times, as
employees and leaders go the extra mile for their
customers and colleagues to ensure the business
continues to perform.
Coutts does not just set financial targets; we
set ourselves targets for improving our client
NPS, colleague engagement scores, risk scores,
and environmental and societal goals; including
carbon reduction targets. We articulate this to our
shareholders and clients through our Purpose and
that, to deliver a long-term sustainable business,
we must therefore act and invest on behalf of our
clients in a sustainable manner.

We have set ambitious carbon reduction targets and
track quantitative metrics such as carbon emissions
and board diversity. Where we truly add value,
however, is in having a deep understanding of the
funds we invest in. Through our formal responsible
investing questionnaire and regular conversations
with fund managers, we seek to understand how fund
managers leverage ESG risks and opportunities to
deliver strong returns. We ask questions on Paris
Agreement alignment, transparency (e.g. TCFD
disclosures), voting and engagement activity, and
quantifying positive impact.
Responsible investing is at the heart of what we
do. Unlike many others in industry, we don’t require
clients to opt into specific ‘green’ portfolios or funds
when they want to invest sustainably, but we embed
ESG/apply rigorous ESG criteria to every investment
product we offer.
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Case Study: Reducing the carbon footprint of our funds and portfolios
At the start of 2020, Coutts set out two carbon
reduction targets:
•
•

a 25% reduction on equity holdings by the end of
2021, and;
a 50% overall reduction by the end of 2030,
aligned with the Paris Agreement.

It was important for us to not only look at how climate
change will affect our investments but also to gain
insight on the impact of our funds and portfolios on
climate change.
By making deliberate allocations to more sustainable
funds we achieved an average reduction of 29%,
hitting our target 18 months early in the majority of our
funds and portfolios.

We also committed to excluding high-impact fossil
fuels, such as thermal coal and tar sands, where
we have direct control. Not only is this important to
reduce our exposure to climate-related risks, but
these funds will also help us deliver our carbon
reduction targets in a transparent and cost-effective
way. We also continue to engage with the companies
and funds we invest in to encourage stronger action
on climate change.
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The climate crisis is an evolving
challenge with high levels of
uncertainty around its long-term
impacts and the likely responses
from different countries. How does
Coutts set a long-term strategy and
commitments given this uncertainty?
What lessons has COVID-19 brought
Coutts, particularly in the context of
the climate challenge?
While there is uncertainty around the speed and extent
of international action around climate change, there is
certainty in the science set out by the IPCC and Paris
Climate Agreement with clear global targets of what
we need to achieve to limit warming to well below 2
degrees.
Aligned to our parent company, NatWest Group, we
have committed to do what is necessary to achieve
the Paris Agreement commitments across our own
operations, lending, and investment portfolios. Our
key asset management commitment is to reduce the
carbon intensity of our portfolios by 50% by 2030.
We document climate-related risks and opportunities
to test the resilience of our portfolios under several
different scenarios, and to help us make better informed
investment decisions.
COVID-19 has highlighted the need for transparency,
adaptability and continued commitments to sustainability
to continue to improve the resilience of our business and
those we invest in to be the long-term partner our clients
require.
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		SUSTAINABLE TRADE ERA
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Freddie Joosten
Parliamentary Affairs and &&
Environmental Policy Manager

Where are the key areas of
opportunity for wine & spirits
producers in the UK and Australian
markets to increase sustainability?
One of the key opportunities for mutually
beneficial bilateral trade exists in providing wine
from Australia and around the world to British
consumers while reducing carbon emissions.
Increasingly, consumers and retailers require
sustainability to be central to a winemaker’s
model and this aligns with our industry’s
commitment to take advantages of the latest
technologies in production techniques.
A report by the not-for-profit group, Waste
and Resources Action Programme [WRAP],
found that shipping wine from Australia in
bulk reduces CO2 emissions by 164g for each
bottle, or approximately 40% when compared
to bottling at source.

Many UK sites are also now employing the
latest green technologies, such as Accolade’s
flagship production facility, ‘The Park’, which is
carbon neutral and powered by its own source
of renewable energy. Combined with new
trade policies, green technologies can further
reduce carbon emissions. Allowing greater
post-shipment processing would lead to greater
flexibility to make sustainable decisions around
packaging and shipping.

Shipping wine from Australia in bulk
reduces CO2 emissions by 164g for
each bottle, or approximately 40%
when compared to bottling at source.
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Which component across the
supply chain has the greatest
potential for decarbonisation and
which is the most challenging to
change?
While wine producers have invested significantly
in increasing sustainable production and
transportation practices, there is still more to be
done.
Using science-based quantifiable and measurable
objectives, wine companies are targeting their
greenhouse gas emissions (GHGs) and indirect
emissions. For many wine producers, bottling
and packaging often remains the most significant
component of GHGs, and so presents an
innovation challenge.

Universally, wine businesses have dramatically
reduced their waste and packaging usage,
with various bottlers incorporating light-weight
packaging, reducing 20-30% glass mass per
bottle.
Water is also key in winemaking. Agriculture
can comprise 80-90% of a producer’s water
usage. Our industry is increasingly investing in
agricultural techniques to direct water efficiently,
reuse it for irrigation and reduce consumption.
Leading Australian producers are committed to the
examples laid out above. Accolade has taken its
entire European branded business carbon neutral,
as certified by the Carbon Trust. Treasury Wine
Estates has done the same for its Lindeman’s
brand in Europe, while Pernod Ricard Winemakers
has achieved 100% renewable energy at its
wineries and is home to Australia’s largest winery
solar installation.

For many wine producers,
bottling and packaging
often remains the most
significant component of
GHGs, and so presents an
innovation challenge.
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What are the main drivers
compelling industry to adopt
these changes?
Creativity and innovation are a cornerstone of
the wine industry and producers recognise the
increased consumer demand for sustainable
products. Moreover, companies are not only
committed to increasingly rigorous ethical
standards across supply chains, particularly
in the context of modern slavery reporting
and traceability, they are exceeding them with
outcomes linked to the UN SDGs.

Rather than relying on individual companies to
set their own goals, more rigorous government
policy would ensure a level playing field for all
companies. By mandating sustainable practices,
Governments would drive waste reduction and
encourage efficient use of energy and water.
The Australia-UK Free Trade Agreement (FTA)
can directly encourage a more sustainable
era for trade and investment between the two
countries. A strong FTA could eliminate tariffs on
important environmental goods which could lead
to implementing new technologies developed to
reduce environmental impact. As the volume of

wine traded between the two countries has the
potential to grow, industry and government can
work together to ensure that sustainable practices
are embedded in wine producer’s operations.
This will help the wine sector to continue growing
while maintaining the ability to reduce its carbon
footprint.
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		 EXPECTATIONS ARE FORGING
		PATH FOR LOWER CARBON 		
		PRODUCTS
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We believe that a business should be a participant within
the community by utilising its expertise and capital to help
facilitate positive change.

Case study: Carbon Neutral, Wind Power and Bottling
Accolade Wines is leading the industry on
sustainability, as the first major wine supplier
to take its entire portfolio carbon neutral, as
certified by the Carbon Trust. This is across the
whole supply chain, from vineyards through to
production facilities and distribution networks.
In its Bristol facility, The Park, Accolade
Wines has turned to a range of green energy
initiatives, including using wind energy — which
sells excess back to the network — to ensure
bottling is carbon neutral.

The Park’s carbon neutral rating is also made
possible by the ability to bulk ship wine from
its sustainably run vineyards in Australia to the
UK, which is significantly more eco-friendly than
shipping in bottle.
With the utilization of bulk shipment, Australian
exporters to the UK have been able to introduce
lighter weight bottles, reducing glass-related
CO2 footprints and have also introduced more
recyclable packaging, as well as ‘Wine on Tap’
formats into the on-trade.

The installation of the 130m wind turbine at
The Park makes it the biggest inland wind
turbine in England and Accolade sees the
huge engineering investment as an integral
component of their carbon neutral supply chain.
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Case study: Flat bottles
In 2020, Accolade Wines partnered with
green packaging company, Garçon Wines, to
introduce the company’s first flat PET bottle into
supermarkets.
The collaboration between Accolade Wines
and Garçon Wines has resulted in Banrock
Station 75cl flat bottles being made from 100%
recycled — and 100% recyclable — PET
polymer from pre-existing material rather than
single-use plastic.
These bottles are 87% lighter than the average
UK glass bottle, and the flat design takes up
40% less space, enabling nearly twice as many
(91%) to fit on one pallet, which reduces the
carbon emissions across the supply chain.
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MOTT MA
DONAL

Mike Haigh
Executive Chairman

How central is sustainability to Mott
MacDonald’s overall strategy?
Sustainability has long been key to Mott MacDonald’s
strategy and has become a principal focus as we have
reviewed and clarified our purpose in recent times. Our
purpose is to improve society by considering social
outcomes in everything we do; relentlessly focusing
on excellence and digital innovation, transforming our
clients’ businesses, our communities and employee
opportunities. As an employee-owned firm this reflects
the impact our people seek to achieve through their work.
Sustainability, as described by the 17 UN Sustainable
Development Goals, is essential to creating better
social outcomes globally. We have demonstrated this
commitment: during 2020 we achieved carbon neutral
certification through our activities, we have had our
greenhouse gas emissions targets verified under the
Science Based Targets Initiative, and we have invested in
social value tools to allow our clients to understand and
improve the social outcomes of what they do.

Do you think that COVID-19
will permanently change our
infrastructure needs in the UK and
Australia? If so, does this present
a challenge or opportunity for
decarbonisation?

that low carbon solutions are now usually cheaper over
the longer term, and more resilient, than the alternatives.
The tragedy of COVID-19 creates an opportunity for a
green-based recovery. We need to seize this to ensure
that investments in infrastructure, which create jobs and
support the economy, are targeted towards sustainable
solutions, adaptation to unavoidable climate change, and
better social outcomes.

Assets like metro lines or electricity generation can
take many years to realise and have an asset life of
many decades. It is perhaps too soon to know if the
way people live will change materially and permanently
as a result of COVID-19, although it is hard to see a
future where humanity does not crave the diversity and
community of cities.

The tragedy of COVID-19
creates an opportunity for
a green-based recovery.

Short-term there will be a focus on asset sweating
— making the most of the capacity we already have.
Whatever the outcome there is an opportunity for
decarbonisation and wider sustainability, especially given
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How does Mott MacDonald work
with its customer base and broader
ecosystem on driving lower carbon
solutions?
Mott MacDonald contributes to industry leadership
through our Carbon Portal, which facilitates good
infrastructure design choices. In the UK, we founded
and lead the Net Zero Infrastructure Industry
Coalition, which brings operators and the supply
chain together to drive our own action, and to support
positive government policy change. Our internal
global practice networks and systems drive low
carbon design and innovation, and how technology
can drive sustainable outcomes is a focus of our
digital ventures business.
We also tackle the supply chain. In collaboration with
key government agencies (including the Department
for Education in England and School Infrastructure
NSW in Australia) we have developed leading
capabilities and solutions in design for manufacture
and assembly (DfMA), which allow a consistent
optimisation of greenhouse gas emissions and wider
sustainability performance, among other benefits.

How do companies balance the
drive towards economic growth
and environmental sustainability,
particularly in the context of
building back better in a
post-COVID era?
This is a challenging area — sustainable economic
growth must be within the carrying capacity of the
planet, something the world is way outside. This is
much wider than carbon and impinges on many of
the other sustainable development goals. On the
other hand, for Mott MacDonald, growth matters.
As an employee-owned company, it is the engine
that creates career opportunities for our younger
colleagues. For us, the solution lies in making sure
we achieve “good growth” — growth that contributes
positively and systemically to sustainable outcomes
through creating a green based recovery.
The pandemic has shown we can make
transformational changes quickly. We intend to
build on this, showing leadership in discovering
the pathway to a sustainable future. For example,
over the last ten years we have shifted our energy
business away from coal and oil and into wind, solar,
hydrogen, pumped storage, battery storage and smart
grids.

In the UK, we founded
and lead the Net Zero
Infrastructure Industry
Coalition, which brings
operators and the supply
chain together to drive our
own action, and to support
positive government policy
change.
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Case study: Net Zero Carbon Route Map
Mott MacDonald and partner Ricardo worked with the
UK water industry to develop a Net Zero Carbon Route
map for 2030 — the first at a sector level in the UK. This
followed a water industry commitment to become net zero
carbon by 2030.
We worked closely with all UK water companies,
regulators, government, and external stakeholders to help
deliver a credible and defendable roadmap and strategy
to shape individual companies’ Net Zero Action plans.
We explored different decarbonisation options: renewable
energy including solar; wind, hydro, biomethane and
exports to the gas grid, hydrogen solutions; low carbon
transport options; water and wastewater operational and
technology solutions; land use changes to enable natural
carbon sequestration.
This led to the development of a profile of marginal
costs of abatement. From there we developed a tool and
guidance to assist water companies with the development
of their individual Net Zero action plans, including policy,
investment priorities, pilot trials, R&D, and supply chain
engagement actions.
The work has brought clarity to what water companies
need to do to fulfil their commitments to net zero, and
the role of government, the supply chain and other
stakeholders in supporting that.
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AUD
Andrew Doyle
Managing Director
of Audi UK

We need to intensify our
efforts to deeply embed
the concept of a circular
economy throughout the
industry and its ancillary
suppliers.

What are the biggest challenges and
opportunities across your supply
chain for driving sustainability?
Car production is inherently resource intensive, and
the intricacy of modern-day automotive technology
calls for input from a complex network of thirdparty suppliers, each with their own procurement
and production processes. Sustainability gains in
this multifaceted manufacturing environment are
undeniably hard-won, but we’re absolutely committed
to achieving them, and to a very significant extent.
As part of our Mission:Zero project we are working
with our suppliers to identify CO2 reduction potential
throughout the supply chain. At a fundamental level
Audi is also focusing on decarbonisation, water

usage, resource efficiency and preservation of
biodiversity at all our production sites. Consequently,
our plant in Brussels, Belgium became the world’s
first certified carbon-neutral production facility in the
premium segment in 2018, followed last year by our
site in Győr, Hungary.
Our ultimate aim is to achieve carbon neutrality on
balance at all Audi sites by 2025, and net zero CO2
emissions across the entire company by no later than
2050.
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What changes need to happen
in other sectors to enable the
automotive sector to become more
sustainable?
I believe we need to intensify our efforts to
deeply embed the concept of a circular
economy throughout the industry and its
ancillary suppliers with the aim of designing
out waste and pollution and keeping materials
in use. Audi is making good headway in
establishing a circular system across its value
chain through the development of closed loop
manufacturing processes.
By enabling construction offcuts and
materials salvaged from end-of-life vehicles
to be more efficiently fed back into the
production loop for new models, we have
already made a significant contribution to
resource conservation in conjunction with our
comprehensive network of external partners.

Our closed loop process for sheet aluminium
in body construction reduced our CO2 output
by 150,000 metric tons in 2019 alone, and
we’re now working on similar initiatives for the
regeneration of surplus plastics, of nickel and
cobalt derived from spent electric car batteries.

Research suggests that
use of public transport will
remain much diminished
once the virus recedes,
perhaps permanently so,
and that demand for the safe
haven of the private car will
continue to run high.
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Where does the responsibility
lie for creating the appropriate
infrastructure and investments that
will support these changes?
Clearly the public and private sectors each have
a part to play in facilitating the transition to more
environmentally compatible and sustainably produced
forms of mobility.
Audi has dedicated a total of €37 billion to research
and development for the period to 2024, of which
€15bn is for electrification (€10bn for EV and €5bn
for PHEV), and by the following year we expect that
investment to be embodied by a range of no less
than 30 electrified Audi models accounting for around
40% of our annual sales. These vehicles will also be
produced in carbon neutral plants using components
sourced from suppliers whose commitment to
environmental protection has been verified by our
mandatory sustainability rating.
Brands like Audi are helping to provide the building
blocks for a wholesale transformation of mobility
as we know it, but we need robust government and
public sector support to incentivise the switch to
electrification and underpin it with an appropriately
comprehensive and resilient charging infrastructure.

What impacts will the pandemic
have on customer behaviours in
the transport sector and does this
accelerate or hinder progress on
sustainability?
Research indicates that the pandemic will leave
a legacy, affecting virtually every aspect of
society, including transport and mobility. Research
suggests that use of public transport will remain
much diminished once the virus recedes, perhaps
permanently so, and that demand for the safe haven
of the private car will continue to run high.
Conversely, factors such as the explosion in online
commerce and the widespread acceptance of
home working will of course also have significant
implications for travel, so defining future trends has
rarely been more difficult.
I can say with certainty, though, that throughout this
unprecedented reframing of life as we know it our
commitment to optimising sustainability across our
product lines and in our upstream and downstream
manufacturing activities has remained, and will
remain, non-negotiable.

We need robust government
and public sector support
to incentivise the switch to
electrification and underpin
it with an appropriately
comprehensive and resilient
charging infrastructure.
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Zina Bencheikh
Managing Director EMEA
for Intrepid Travel

The travel sector is a major
emitter, accounting for 8%
of global emissions and, prior
to COVID-19, was a high-growth
sector, increasing by close to 4%
in 2019. Was this growth
sustainable and if not, then
what needs to change?
Prior to the pandemic, people were travelling more
frequently than at any point in history. While the
positive aspects of tourism include job creation and
cultural exchange, over-tourism was starting to have
a negative impact on some destinations.

In the past 30 years, aviation fuel
consumption almost doubled. That
changed in 2020, with COVID-19 grounding
much of the global airline industry.

Transport, particularly flying, is a major carbon
emitter. Aviation had been growing for decades — in
the past 30 years, aviation fuel consumption almost
doubled. That changed in 2020, with COVID-19
grounding much of the global airline industry — but
this is not a sustainable solution.

A more responsible, local and slower style of travel
benefits communities and the environment. As such, the
sector must collectively work towards a safe, clean and
responsible restart of travel.

The global pause on travel has created many risks.
Pre-COVID, one in 10 jobs globally were associated
with travel and tourism. In 2020, the industry shed
millions of jobs globally and there are concerns that
the halt in tourism in some destinations could put
conservation efforts at risk.
Not travelling is not the answer.
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What are some of the big consumer
preferences and behaviours that are
driving change for the sector? How
has the pandemic intersected with
that?
Consumer awareness around climate change, singleuse plastic pollution and biodiversity loss has been
growing steadily, particularly led by young people
via global movements such as the School Strikes for
Climate in 2019.
In 2018, ‘flight shaming’ emerged as a response to
growing awareness about the environmental impact of
flying. This prompted travellers to consider alternative
lower-carbon alternatives — such as travelling by train
within Europe.
Individuals are also starting to personally feel the
effects of global warming through extreme weather
events, and they can see the impact of climate change
on popular tourism destinations, such as the recent
devastating wildfires in the US and Australia.
During the pandemic, people’s movement has been
limited. This has forced travellers to reassess and
shift to hyper local trips, which also have the benefit of
a much smaller carbon footprint.
In response to lockdowns around the world,
consumers are seeking to get outside and reconnect
with nature through active experiences, such as
walking, hiking or cycling.

Intrepid has been a leader in
championing sustainable travel,
however, what collective steps are
needed from the broader industry to
drive greater sustainability across
travel?
Intrepid was founded as a responsible business more
than 31 years ago and in 2005, the business’ leaders
recognised that global warming was an existential
threat for the travel industry.

A more responsible, local
and slower style of travel
benefits communities and
the environment. As such, the
sector must collectively work
towards a safe, clean and
responsible restart of travel.

In response, Intrepid became carbon neutral in 2010
and proceeded to adopt a carbon management plan
based on ‘measure, reduce, offset’ principles. The
business also reviewed itineraries and removed some
destinations that were feeling the worst impacts of
over-tourism.
These are steps that the broader tourism industry can
take.
However, the number one collective action that the
travel sector can take, is for all businesses to adopt
science-based targets. These provide a clear pathway
for each organisation to reduce their greenhouse gas
emissions at a pace and scale that science says is
necessary to limit global warming to 1.5°C.
Over a thousand companies worldwide are leading the
zero-carbon transition by setting emissions reduction
targets grounded in climate science through the
Science Based Targets initiative (SBTi). Hundreds
of them have raised their ambition by committing to
Business Ambition for 1.5°C.
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The number one collective action that the travel sector can take, is for all businesses to
adopt science-based targets. These provide a clear pathway for each organisation to reduce
their greenhouse gas emissions at a pace and scale that science says is necessary to limit
global warming to 1.5°C.
Sustainable travel is focussed on
minimal and responsible impact.
Do you foresee a future in which the
sector will go further with a focus on
regenerative travel and impact?
Covid-19 has highlighted inequalities and vulnerabilities
in communities all around the world and the pause on
global travel has shifted the focus from sustainability to
regeneration.
The travel industry has the opportunity to restart in
a responsible and inclusive manner that ensures
communities are more resilient for the future.
Post-Covid, we forecast that mass tourism will be
replaced by travellers seeking more mindful trips that
benefit local communities and ensure more dollars remain
locally.
Pre-Covid, Intrepid operated trips in some 130 countries
or territories. As travel gradually restarts, adopting
regenerative practices in all destinations and communities
that travel business operate in, will be vital.
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CASE STUDY:
The first global tour operator with
verified science-based targets
In 2020, Intrepid became the the first global tour operator with
science-based targets approved by the Science Based Targets
initiative, a collaboration between four organisations.
This is the latest step in Intrepid’s climate journey. Intrepid has
been carbon neutral since 2010 but it recognised that this was no
longer enough to address the scale of the climate crisis.
Climate action isn’t just about what countries do. Everyone
must take the lead and for travel companies, that means setting
emissions targets that align with the global goal of 1.5˚C.
Science-based targets were the culmination of a year of action
and advocacy. In January 2020, Intrepid became a founding
member of Tourism Declares, a coalition of tourism businesses,
organisations and individuals who are taking purposeful action
to reduce their carbon emissions. Intrepid’s climate emergency is
underpinned by a seven-point commitment plan, which includes
the adoption of science-based targets to reduce emissions at
the pace and scale that science says is necessary to limit global
warming to 1.5°C.
Science-based targets will see Intrepid reduce emissions across
its operations and supply chains, including moving to lower
carbon alternatives on trips and adopting renewable energy in all
global offices by 2025.
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WHAT OUTCOMES WOULD YOU LIKE
TO SEE AT COP26 IN GLASGOW?
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COP’s aim is to ensure GHGs are stabilised to prevent
global warming and the effects of climate change.

We would like to see COP26 provide a roadmap for how
collectively we are going to achieve the commitments set
out by the Paris Agreement and a continued strengthening
of international commitments on this issue.

For the first time, the UK is hosting COP26, in Glasgow,
November 2021. The conference will see climate experts,
politicians, policy makers and campaigners discuss how to
tackle climate change.
It complements the European Green Deal and the wine
industry is ready to welcome the outcomes and actions
on sustainability, climate change and global warming.
Climate change has emerged as a key risk to business, and
unstable weather can impact the wine industry in terms of
water supply, yield and grape quality, and even availability
of land.Winemakers recognise the importance of ensuring
grapes are grown and picked, and wine is produced, bottled,
packed and distributed in an environmentally sustainable
manner.

Secondly, whilst commitments are an important first
step, it’s critical for us to get clarity on how we are going
to get there and how governments will mobilise the
required capital, as this informs how we identify risks and
opportunities and their impact on the portfolios we manage
on behalf of our clients.
As the UK wants to be the global centre of green finance,
it will be important to hear further steps the government is
taking to solidify this ambition, including a potential new
National Investment Bank focusing on climate related
investments.

Whilst commitments are
an important first step,
it’s critical for us to get
clarity on how we are
going to get there and
how governments will
mobilise the
required capital.

Climate change has emerged
as a key risk to business, and
unstable weather can impact
the wine industry in terms of
water supply, yield and grape
quality, and even availability
of land.
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Mott MacDonald
With fresh impetus from the USA, and China now committed
to net zero, we now have almost all large countries
committed to action. Every State and Territory in Australia
has committed to a net zero target, with national legislation
in discussion.
The UK has committed to decarbonising its economy
by 2050. Industries worldwide, even some vested in the
fossil fuel economy, are re-tooling for low carbon markets,
developing the technologies and business models that
bring achievement of net zero closer. The challenge though
remains enormous, and the conversation now needs to shift
from global ambition on emissions targets to implementable
sector specific policies and standards.

The conversation now needs to shift from global
ambition on emissions targets to implementable
sector specific policies and standards.

Wouldn’t it be exciting if country after country and
company after company set out at COP26 how they will
use the next ten years to make assertive progress on their
decarbonisation journeys?
At the same time there is an increasingly urgent need to
support countries facing the impacts of climate change
and to fulfil the commitments of the Paris Agreement on
climate adaptation and resilience. Both actions are critical
to avoiding losses to our global communities and the global
economy.
 COP26 provides an opportunity to raise ambition in these
C
areas and reach consensus on how countries accelerate
action on adaptation. This needs as much prominence
as net zero.
The dialogue prior to COP26 will be critical to its success,
and we are using our influence to help build partnerships
and trust.
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Intrepid Travel

Together with the Volkswagen Group, Audi was one of
the first companies to commit to the goals of the Paris
Agreement, and to consolidate that commitment we have
defined a new corporate strategy entitled ‘Consistently
Audi’. It is supported by four key pillars that cement our
ambitious targets for customer satisfaction, electric mobility
development, digitalisation and sustainability. In this last
field we pledge to operate responsibly, transparently and
with integrity, and to act in harmony with ecology and the
economy, with a clear long-term perspective.

The number one outcome we hope to see is the widespread
adoption of science-based targets by travel and tourism
organisations as a mainstream approach. This is critical
for driving real and science-based corporate action on
emissions.

If the 195 other signatories of the agreement also subscribe
to this view, enact these values and lead by example I
think we will continue to make substantial progress towards
realising the two-degree goal.
As a statement of fact, not just intent, I already outlined
Audi’s plans for introducing electrified products but the
Volkswagen Group as a whole will do the same with more
than 70 such vehicles by 2030. This will be in time to meet
the UK Government’s stated ban on conventional fuelled
vehicles by 2030.

The hope is that by COP26 the pandemic will be under
greater control globally, and the post-Covid recovery will be
underway. We believe this restart must be tied to a green
recovery and would welcome government mandates to
decarbonise the energy sector to 100% renewables.

We would like to see a broad
acknowledgement of the
intersection of climate
change and social justice.

In Australia, we, along with 70 other corporate businesses,
joined WWF-Australia to call for the federal government to
support a renewables-led stimulus package.
Finally, we would like to see a broad acknowledgement of
the intersection of climate change and social justice. The
world cannot effectively tackle the existential threat that
climate change poses without recognising inequality in our
societies, and how the impacts of climate change affects
different communities unequally.

We pledge to operate responsibly,
transparently and with integrity, and to act
in harmony with ecology and the economy,
with a clear long-term perspective.
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National Australia Bank (NAB)
For almost 160 years, NAB has been helping our
customers with their money. Today, we have more
than 30,000 people serving 9,000,000 customers at
more than 900 locations in Australia, New Zealand
and around the world. As Australia’s largest
business bank, we work with small, medium and
large businesses. We’re there from the beginning to
support them through every stage of the business
lifecycle. We fund some of the most important
infrastructure in our communities — including
schools, hospitals and roads. And we do it in a way
that’s responsible, inclusive and innovative.

www.nab.com.au

Nick Woolfitt
Director
Specialised Finance UK
Nick is a Director in NAB’s Specialised Finance Team. He joined NAB in London in 2011 and is responsible for
leading major acquisition financings and refinancings in the energy, infrastructure and utility sectors across the
United Kingdom and Europe. Nick has 18 years’ experience in complex project and acquisition transactions in a
wide range of sectors across Europe, North America, Australia and the Pacific Islands.
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PwC
At PwC, our purpose is to build trust in society
and solve important problems. We’re a network
of firms in 157 countries with more than 276,000
people who are committed to delivering quality
in assurance, advisory and tax services. Our
purpose is rooted in what the firm was founded
to do — to build trust between a company and
its stakeholders, helping capital markets and the
economy to function. It sums up our role beyond
generating profit, to how we contribute to society
more broadly. And it guides how we work with
clients and run ourselves as a business, including
championing transparency and making a positive
impact on communities wherever we work.

www.pwc.co.uk

John O'Donoghue

Grace Cliffe

Partner
ESG Assurance

Manager
Social Impact

John O’Donoghue leads PwC Australia’s ESG
Assurance practice, helping clients understand and
respond to this rapidly evolving area.

Grace Cliffe is part of PwC Australia’s Social
Impact team, helping transform our firm to support
a lower carbon future.
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Coutts
Coutts is a wealth manager and private bank with
three centuries of experience, providing customised
solutions for its clients. These include discretionary
and advisory investment management services as
well as advice on philanthropy, family businesses,
succession planning and commercial banking
services to corporate clients. Headquartered in
London, Coutts is part of the NatWest Group’s
Wealth Businesses. For further information please
visit www.Coutts.com

www.coutts.com

Taelor Daniells

Karen Ermel

Climate Lead)

Responsible Investing Manager

Working in the finance sector, specialising in
Sustainable and Climate Finance, Taelor has
gained extensive experience in developing and
embedding corporate sustainability/ climate
strategy into business practice. A core reason for
Taelor joining the finance sector was to support the
global transition to a low carbon economy and to
help others do the same. To enable this, Taelor has
set up NatWest Groups first employee led network
for sustainability whilst on the graduate scheme.
The network is aiding colleagues to understand
and embed sustainability practices at home and at
work whilst supporting the bank to deliver on its
new Purpose led strategy. Business Green Young
Sustainability Executive of the Year 2020.

Karen is the Responsible Investing Manager
for Coutts. She joined the business in 2018
and is responsible for the incorporation of ESG
considerations in Coutts’ investment process and
products. Since joining the Responsible Investing
team she has focused on developing the climate
change strategy for the Asset Management
business, which includes portfolio carbon
footprinting and publishing the first AM TCFD
statement. Karen holds an MSc in Investment
& Wealth Management from Imperial College
Business School.
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WSTA
The WSTA represents over 300 companies
producing, importing, exporting, transporting and
selling wines and spirits in the United Kingdom.
WSTA members range from major retailers, brand
owners and wholesalers to fine wine and spirit
specialists, logistics and bottling companies.
The WSTA campaigns for a vibrant and sustainable
wine and spirit industry, helping to build a future
in which alcohol is produced, sold and enjoyed
responsibly.

www.wsta.co.uk

Freddie Joosten

Parliamentary Affairs & Environmental Policy Manager
Freddie Joosten has worked at the Wine and Spirit Trade Association since 2016. He is the WSTA’s
Environmental Policy Manager alongside holding responsibility for UK Parliamentary affairs. Before
moving to the WSTA, Freddie worked for a UK Government Minister and two Members of Parliament.
He has a first class honours degree in Education, a Diploma in Surveying, and WSET accreditation.
He is passionate about prioritising the natural environment, he is a qualified tree surgeon, and
enjoys viticulture and taking part in a variety of sports.
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Accolade
While Accolade Wines is a young company, its
history runs deep, with a proud heritage that
includes some of the first wineries established in
Australia. Hardys, a brand that pioneered the great
tradition of wine blending, crushed its first grapes
in 1853, while the roots of Accolade’s flagship
Western Australian brand, Houghton, go back to the
mid-1830s.

www.accoladewines.com

This rich heritage has helped build Accolade into
one of the world’s leading wine companies that
today delivers approximately 27 million cases to
132 countries worldwide every year.

49

ONTRIBUTOR

Mott MacDonald
A global engineering, management and development consultancy
focused on strengthening economic development, creating
better social and environmental outcomes, better businesses
and a better return on investment. Mott MacDonald has been
contributing to projects in Australia for over 40 years, starting
with our role in undertaking tunnelling design for a major
sewerage scheme in Melbourne — and continuing today with a
range of developments in transport, advisory, built environment,
water, energy and education.

www.mottmac.com

Mike Haigh
Executive Chair
Mike Haigh is the Executive Chair of Mott Macdonald, an engineering, management and development
consultancy operating in over 100 countries and with 16,000 employees. Mike is a Fellow of the
Institution of Civil Engineers in the UK and has worked and lived in many countries. In 2017 Mike
was the Chair of the Association for Consultancy and Engineering, a year which he used to promote
a more integrated infrastructure industry, digital delivery and diversity, the later building on his
five-year journey promoting EDI initiatives in Mott MacDonald. In both 2017 and 2018 Mike was
recognised by the Women’s Business Council and Management Today by being voted one of 30
“Agents of Change” tackling gender inequality in the workplace.
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Audi
Headquartered in Milton Keynes, England, Audi UK
operates 115 Audi Centres across the country and
had sales of 107,892 cars in 2020. As a premium
automotive manufacturer it has a long term plan
to be a provider of sustainable mobility in the UK.
Audi’s first full electric vehicle was the Audi e-tron
SUV in 2018 and this was followed by the Audi
e-tron Sportback. During 2021 the new e-tron S,
e-tron S Sportback, Q4 e-tron and e-tron GT sports
car variants will also come. By 2025, Audi UK will
offer more than 20 models with all-electric drive. It
will also continue to sell a range of other vehicles
to cater to all customer requirements. Check out
the Audi Sustainability Report here.

www.audi.co.uk

Andrew Doyle
Managing Director
Audi UK
Andrew Doyle is Managing Director of Audi UK, one of the largest markets in the world for the global
premium car brand, and this is a position he has held since 2017. In that time he has steered the
company through the significant challenges of Brexit and Covid-19, whilst maintaining one of the
highest market shares globally. Prior to this, Mr. Doyle held the role of Managing Director of Audi
Australia, cementing continuous growth for the brand in the market, whilst at the same time holding
Director of the company’s retail business, Audi Centre Sydney. He was also the founding Director of
the company’s charity, Audi Foundation. Prior to this, he spent three years as Managing Director of
Audi Ireland, all as part of his 28 years of senior leadership within premium car brands, across Asia,
North America, and Europe.
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Intrepid Group
Independently owned by the founders and staff of Intrepid Travel, Intrepid Group is a
collection of three tour operator brands and 25 destination management companies united
by the vision of Changing the Way People See the World. For more than 30 years, Intrepid
has been taking small groups to travel the local way, on real life experiences that give
back to the places and people we visit. As this style of travel has caught on, Intrepid has
grown and in 2019 offered more than 2,700 trips to more than 130 countries and on all
seven continents. We cater for all ages, budgets, and appetites for adventure through
Intrepid Travel, Peregrine Adventures and Urban Adventures. Globally renowned as a
leader in responsible travel, in 2018 Intrepid became the world’s largest travel business to
be certified B-Corp, joining a growing community of businesses looking beyond the bottom
line. Our not-for-profit, The Intrepid Foundation, has raised over AUD $10M for more than
130 charities around the world.

www.intrepidtravel.com/uk

For further information on Intrepid or to download the company’s 2019 Integrated Annual
Report, visit www.intrepidgroup.travel
To help other travel businesses to act on climate change, a complimentary guide on how
to Decarbonise Your Travel Business, authored by Environmental Impact Specialist Dr
Susanne Etti, can be downloaded from the Intrepid website.

Zina Bencheikh
Managing Director
EMEA for Intrepid Travel
Born in Marrakech and educated in France and the UK, Zina Bencheikh started her career in
finance before joining Intrepid as Finance Manager in Morocco in 2010. She has progressed rapidly
through a number of financial and operational leadership roles with the company, and last year
was appointed EMEA Managing Director of Intrepid Travel. She is now responsible for achieving
Intrepid’s dual goals of growth and balancing purpose and profit in the EMEA region.
Zina is driven by her passion for making the world a more inclusive and equal place. She has used
the company’s global reach to create economic opportunities for women through tourism, breaking
down gender barriers in countries where women have been traditionally excluded from paid work and
equal access to education, such as Morocco.
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Catherine Woo
CEO

Catherine joined the Chamber as CEO in 2016 and is
a trusted adviser to business, government and other
stakeholders on bilateral exchange, market access and
opportunity. As CEO, Catherine leads the Chamber’s strategy
and operations ensuring its ongoing commercial focus,
thought leadership and influence in advocating for members
on bilateral trade and policy issues.
A lawyer by training, Catherine’s professional background
is in international economic development and industrygovernment partnerships. She has held leadership roles
working at the intersection of government and business
including as Investment Director for the Victorian
Government’s London office where she led its regional trade
and investment strategy and team across the UK, Europe
and Israel.

www.australiachamber.co.uk

Hannah Bretherton

Member Engagement & Project Manager
As the Chamber’s Member Engagement & Project Manager,
Hannah is responsible for looking after the Chamber’s
Members, connecting them across the network for business
development and providing advice and support to meet their
market goals.
Hannah leads several projects for the Chamber including
its Trade Policy Committee on the Australia-UK FTA,
the Business Insight publication series and strategic
communications, marketing and events.
Hannah began her career in the office of former Australian
Foreign Minister Bob Carr, has worked as a policy researcher
for the Australia-China Relations Institute and China Matters
and was previously a policy advisor in the NSW Government
Department of Premier & Cabinet. Hannah is passionate
about gender equality and is the Founder of a workplace
diversity & inclusion consultancy called the 3:30 Project.
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About the Australia—United
Kingdom Chamber of Commerce

About the Impact
2020 Series

The Australia—United Kingdom Chamber of Commerce is the
UK’s leading membership organisation connecting the business
community and professionals with interests in both Australia and
the United Kingdom.

This Impact 2020 report is the third edition of a series of
publications and webinars focusing on the growing recognition
that businesses exist not simply to deliver shareholder returns
but to improve outcomes across the economy, environment and
society. Our first report set the scene for why this trend has
accelerated in recent years with a focus on investor behaviour
based on responsible investment principles and embedding an
ESG framework for decision-making.

With a diverse membership and network as well as trusted
partnerships across the Australian and British Governments, we
are the platform for industry to access and influence Australian—
UK business intelligence, audiences and trade opportunities.
If you would like to find out more about the Chamber’s activities
please visit our website or contact the Chamber’s friendly team at
hello@australiachamber.co.uk
www.australiachamber.co.uk

This report was designed by, and produced
in partnership with, Insignis

Our second report focussed on how businesses are driving
social value by embedding positive social outcomes into
business practices. You can access the previous two
reports on our website.
If you would like to find out more about the Chamber’s focus
on ESG please reach out to the Chamber team at hello@
australiachamber.co.uk

www.insignismedia.com
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