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ADVERTISEMENT FEATURE

Everyday decisions we make about the 
environment can be given a nudge in a more 
eco-friendly direction

Nudging us towards 
a greener future

chieving a carbon-
neutral UK by 2050 will 
require major changes in 
the way we behave, a fact 

acknowledged by the Government 
which has set up an environmental 
‘nudge unit’ to encourage us to 
adopt more environmentally-
friendly behaviours. 

The unit’s existence was revealed 
in a report by the National Audit 
Office which warns that the country 
faces a “colossal challenge” in 
achieving carbon zero. The unit, 
part of the Department of Business, 
Energy and Industrial Strategy 
Department, is looking at how to get 
the public to accept the necessary 
changes to what we eat, how we 
travel and how we heat our homes.

Nudge theory is based on the 
idea that little things can make a 
big difference and you only have 
to tip the balance slightly to steer 
people into making better decisions, 
especially if those decisions align 
with their personal values. 

This concept came to the fore 
back in 2010 when the Cameron 
Government adopted the concept 
and launched the Behavioural 

A
Insights Team, unofficially known 
as the Nudge Unit. Since then, it 
has grown from being an initial 
seven-strong group into an entire 
global operation. Nudge theory 
argues that nudges should be easy, 
attractive and social. Studies have 
found that nudging can produce 
results, however can it be harnessed 
to promote sustainability?

Easy
This could be simply making the 
desired option the default. Take 
this for example: in Germany, a 
study found that defaulting people 
to green energy tariffs led to 10 
times the number of people on 
those tariffs. In equal measure, 
undesirable behaviour can be made 
more difficult, which can include 
something as simple as providing 
fewer car parking spaces but placing 

Little things can make 
a big difference and 
you only have to tip 
the balance slightly

In the spotlight
Miele
Miele are obsessed with  
quality that lasts. For a better 
tomorrow all Miele appliances 
are designed to conserve 
energy and natural resources 
every step of the way. From 
when they are built, to when 
you use them, day after day, 
year after year. 
Find out more at miele.co.uk 

more bike racks at a railway station 
in order to encourage cycling. 

Attractive
Installing eye-catching recycling 
bins to inspire recycling or 
sustainable food as tastier and more 
indulgent are other examples of this. 
Another study found that at a large 
university cafeteria, they found that 
by describing vegetables in glowing 
terms resulted in 25 per cent more 
diners choosing them. 

Social
These nudges harness the power 
of peer pressure. You can be very 
easily influenced by being told most 
people are already doing the desired 
thing: studies have shown areas 
with more visible solar panels on 
roofs also have greater growth in 
solar power; likewise letting people 
know they are spending more 
money on energy bills than their 
neighbours can encourage them to 
reduce consumption. 

Recycling is now non-negotiable 
for many of us at home, but it can 
be more challenging for businesses, 
especially IT asset disposal. It’s often 
placed firmly in the ‘too difficult box’ 
to revisit another day. 

Reconome understands this 
dilemma. They witnessed it daily 
in their previous roles working 
within large corporations, so they 
joined forces to take action. Now, 
they make it easier for businesses 
to reach their sustainability and 
corporate social responsibility goals.

Breathe life into used devices by purchasing refurbished electronics 
saves you money while doing right by the planet – winners all around!

Join the fight for a world without 
electronic waste

Join the fight
Ready to join their cause by 
donating or recycling your 
smartphones and other IT? 
Email fleur@recono.me or visit  
recono.me to find out more.

They’ve been called the Robin 
Hoods of IT, although rest assured, 
they don’t steal from the rich or wear 
green tights! Instead, they help you 
see that moving closer to a world 
without electronic waste is simpler 
than you think.

When you dispose of (or donate) 
your end-of-life IT assets, they 
data-wipe, refurbish, then remarket 
them at incredibly affordable prices 
to high impact sectors like schools 
and charities, creating a circular 
economy where nothing is wasted.

How it works
• Reconome collects unwanted 

IT equipment and devices from 
businesses and households 
across London

• 100% of data is wiped clean 
by leading software. Their 
engineers can typically repair 3 
out of 4 devices received

• Refurbished devices are resold 
with 1-3 year warranties. Lower 
prices, less resources – better 
for the planet and your wallet

• Anything they can’t fix gets 
responsibly recycled by our 
specialised partner facilities – 
leaving landfills out of the loop.

Measure and share  
your positive impact
The production of one PC takes 
over 191,000 litres of water, 240kg of 
fossil fuels and 22kg of chemicals. 
Buying used makes a big difference.

Reconome also share the 
environmental impact you will 
make, such as the number of carbon 
emissions per kilogram avoided 
by recycling your IT. As well as the 
social impact – you’ll know which 
school or charity has benefitted 
from your devices.

 The team is well-versed in 
everything from simple home 
collections to full equipment 
upgrades for corporations. It’s all 
relevant, and we’re here to help.

If you’re looking to buy 
refurbished devices for your 
business or organisation, you can 
cut your hardware costs by a third 
and carbon footprint by two thirds. 

Reconome have partnered with 
O2 and Hubbub on the Community 
Calling Campaign, with a target to 
connect 10,000 digitally excluded 
individuals during the current 
global pandemic.

Reconome are also proud to be 
part of the B Corp community, 
standing among great companies 

like Patagonia, Danone and 
Triodos Bank that have met 
“rigorous standards of social and 
environmental performance, 
accountability and transparency”.

checklists.co.uk        @checklistsocial checklists.co.uk        @checklistsocial
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Greenwashing is so prevalent in the beauty and cosmetics industry 
that it’s easy to be hoodwinked even whilst trying to do the right thing

Flush out beauty’s 
hidden horrors

checklists.co.uk        @checklistsocial checklists.co.uk        @checklistsocial
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or instance, ‘natural’ 
has become a synonym 
for everything benign 
and wholesome yet, 

as we know from history, this 
isn’t necessarily so. Unlike in the 
food industry, claims for all things 
natural – and those other ubiquitous 
buzzwords plant-based and 
organic – are largely unregulated in 
cosmetics.  

There are all manner of hidden 
foes and woes for humans, 
animals and the planet lurking 
in innocuous- and even saintly-
seeming make-up and toiletries.   

A long list of toxic chemicals 
includes substances linked to 
all sorts of nasty conditions and 
consequences, such as those that 
can cause allergies, hormone 
disruption, cancer, organ damage 
and fetal malformations to name a 
few. Synthetic fragrances used in 
personal care and other products 
often contain some 200 ingredients 
with a number of health risks for 
humans and the planet.

And that’s before we consider 
issues like plastic pollution, palm oil 
and animal testing, where the goal 
posts often shift.        

F

Something to  
think about 
Green People
The brand’s first ever face 
mask has become something 
of a hero product. Its coconut 
charcoal purifying face mask 
is a pore-purifying detox 
mask, designed to mattify and 
balance all skin types; fix skin 
emergencies fast, clearing 
impurities and calming 
break-outs. It is cruelty free, 
vegan, contains 87 per cent 
certified organic ingredients 
and is sustainably produced 
using coconut shells that are a 
by-product of other coconut-
based products. 
Visit greenpeople.co.uk

UpCircle
Pioneers of by-product 
beauty, UpCircle transforms 
food industry cast-offs into 
gorgeous beauty and skincare 
products. From chai to 
lemongrass, peppermint to 
apricot, and coconut to dates, 
they use every ingredient 
going for their multi-award-
winning products. The range 
is incredible, from cleansers to 
creams, masks to masks, and 
scrubs to serums. Products 
are UK-made, with exemplary 
ethical credentials – from 
the COSMOS-approved 
vegan, organic ingredients to 
recyclable packaging. 
Visit upcirclebeauty.com 

Unlike in the food 
industry, claims for 
all things natural  are 
largely unregulated 

For instance, although the use 
of microbeads in wash-away 
cosmetics was banned recently 
because of their devastating impact 
on the oceans, microplastics are 
still prevalent in leave-on ones like 
foundation and lipstick.

These plastic particles are 
everywhere in the air, water and 
soil and recent research found that 
on average each of us absorbs the 

weight of a credit card in plastic 
every week, which accumulates 
in organs and blood vessels. Then 
there are ubiquitous liquid polymers, 
which take years to biodegrade and 
are hidden in everything from sun 
cream to thickeners and fillers in hair 
styling products.

The issue of animal testing is 
also far from clear cut, despite EU-
wide bans in 2004, 2009 and 2013. 

The first was on testing finished 
cosmetic products on animals; the 
second on individual ingredients 
and the third banned importing  
and selling cosmetics tested on 
animals abroad.

However, conflicting legislation 
and loopholes mean animal 
testing continues and, in fact, 
80 per cent of the world still 
allows cosmetics to be tested on 
animals. China’s requirement that 
imported cosmetics be tested on 
animals meant many firms that 
were hitherto cruelty free added 
the caveat that they don’t test on 
animals ‘except when required by 
law’, in order to sell their wares in 
China. Chinese law, though, is  
about to change.        

There are several logos to watch 
for to make sure you’re getting the 
sustainable and ethical product 
you’re paying for. Cruelty Free 
International’s Leaping Bunny is 
the gold standard on animal testing, 
which firms must jump through 
extremely stringent hoops over and 
above legislation to gain and keep. 
For assured organic certification 
look for the Soil Association logo in 
the UK and COSMOS in  
70 countries. 

bamboo
toothbrushes

www.greenecoshop.co.uk 
10% discount code: gogreen

Founder Jane Comyn relaunched 
Branche d’Olive in 2020 with a 
renewed focus on environmental 
consciousness and a determination 
to follow the simple ethos of 
sustainable quality without 
compromise, style without 
complication. Working with master 
perfumers from Grasse to create 
exquisite, complex home fragrances 
which pay tribute to mother nature, 
the deliciously evocative scents 
show that eco-conscious can also 
smell gorgeous. 

The newest addition to the 
collection is Bergamot, a blend 
of basil, lemon and bergamot 
softened by orange blossom, 
cedar, sandalwood and musk. The 
commitment to less waste is evident 
in every element of the brand: 
reducing over packaging, replacing 
‘chrome’ wrapped non-recyclable 
bottle closures and working towards 
banishing all single use plastics by 
exploring diverse and innovative 
replacements. 

Branche d’Olive offers elegant home fragrances, carefully curated 
lifestyle accessories and naturally derived bath and body products 
which have sustainability as a core influence

Eco-friendly home 
fragrances and 
haircare products 

The majority of Branche 
d’Olive packaging is now glass, 
highly reusable and recyclable, 
and all the bath, body, and hair 
ranges are packaged in 100%, UK 
manufactured PCR (post-consumer 
recycled), which can also be 100% 
recycled. These ranges, recently 
reformulated and averaging 96% 

naturally derived ingredients, are 
offered in Cloud, a combination of 
blackcurrant, fresh rose and violet 
enhanced with notes of soft vanilla 

For conscientious 
shopping
Enjoy a 15% discount on 
Branche d’Olive’s gorgeous 
haircare or across the entire 
range using the code GREEN at 
branche-dolive.com

and sandalwood and Olive - the 
brand’s signature fragrance.  

With its infusion of citrus top 
notes sitting on eucalyptus, olive, 
jasmine, rose and woody musk, the 
Olive range also includes haircare. 
Full of enriching olive, coconut and 
Inca Inchi oils which are designed 
to help revive, moisturise and 
strengthen hair, the formulations 
are also rich in antioxidants 
to combat damage caused by 
free radicals.  The 97% naturally 
derived conditioner beautifully 

compliments the gentle shampoo 
to give deliciously fragranced, silky 
smooth hair. Dermatologically 
tested as suitable for sensitive skin, 
the products all exclude animal 
products, mineral oils, parabens, 
phthalates, silicones and synthetic 
colouring. 

Branche d’Olive feels that while 
they are by no means perfect, 
they hope you can join them on 
their journey to achieve lifestyle 
luxuries that are kind to you and 
the planet. 

Working with master 
perfumers from 
Grasse to create 
exquisite, complex 
home fragrances 
which pay tribute to 
mother nature
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Something to  
think about 
Waste not want not
Around 14 per cent of food 
purchased in the UK is thrown 
away. That’s 10 million tonnes 
of wasted food and 60 per cent 
of it avoidable. The average 
UK household throws away 
£730 worth every year, a waste 
mountain that creates over 20 
million tonnes of greenhouse 
gas emissions, not to mention 
methane, which is 25 times 
more potent than CO2. 

The impact of food on the planet is not only inglorious, it’s dangerous 
– the global food system now accounts for more than a quarter of the 
world’s greenhouse gas emissions

Food piles a lot on 
the planet’s plate

t is now well understood 
that carbon-heavy 
agriculture, particularly 
intensive factory 

farming, is a prime cause of every 
environmental ill, including 
greenhouse gases, deforestation, 
species extinction, soil degradation 
and ocean depletion, as well as 
posing threats to human health from 
antibiotic resistance and zoonotic 
diseases that are the cause of 
pandemics.   

But why exactly are agricultural 
emissions getting so much attention, 
and why is it important to manage 
them? Based on the most recent 
research and data, here are some of 
the top things you need to consider 
about agriculture’s climate footprint.

To contain global warming to 
+1.5°C and avoid a complete climate 
catastrophe, the food system needs 
radical change – and urgently. 
Scientists have found that at 
the current rate greenhouse gas 
emissions from food production 
alone would hit 1.5°C by 2050. 

From 2010 to 2017 the food system 
accounted for some 16 billion tonnes 
of carbon emissions annually, which, 

I

Animal agriculture is 
responsible for 91% 
of Amazon rainforest 
destruction

without a dramatic overhaul, could 
eventually hit 1,365 billion tonnes.

Food is also responsible for 60 per 
cent of global biodiversity loss, one 
of the chief culprits being swathes 
of land cleared for animal  
feed. Animal agriculture is 
responsible for 91 per cent of 
Amazon rainforest destruction 
and its emissions are expected to 
increase to a worrying 80 per cent 
by 2050. 

Experts agree that the biggest 
reduction in environmental 
impact is achieved through diet – 
namely by cutting meat and dairy 
consumption. The UK annual CO2 
emissions by diet are: meat 2,055kg; 
vegetarian 1,391 and vegan 1,055.

An Oxford University study found 
that by going vegan, this would 

cut just one person’s food carbon 
footprint by a massive 60 per  
cent, which is the equivalent of up to 
1.5 tonnes of CO2 a year. 

According to The Food Climate 
Research Network one kilo of 
UK-reared beef produces around 
16kg of CO2 emissions. This is the 
equivalent to driving 100 miles in a 
car, in comparison with 0.8kg per 
kg of wheat. One kilo of soya beans 
creates just three car miles’ worth. 
Which means that if every UK 
family removed meat from one meal 
a week, this would be the equivalent 
to taking 16 million cars off the road.

If you take your cuppa with 
milk make it plant-based – a glass 
of cow’s milk produces nearly 
three times more emissions and 
consumes nine times more land. 
Dairy is the second biggest GHG 

emitter in the food production 
industry. There are numerous 
animal welfare issues associated 
with intensive dairy production, 
including the separation of mothers 
and calves after birth. Intensively 
farmed cows live around six years, 
a fraction of their 20-plus year 
natural life expectancy. UK dairy 
consumption has halved since 1974.      

Vegan and plant-based lifestyles 
are a game-changer for animal, 
human and planetary health, saving 
energy, resources, emissions and 
lives. One in three Brits has stopped 
or reduced their meat consumption; 
the number of vegans in the UK 
shot up by 62 per cent in the last 
12 months. Vegan and plant-based 
products and menus are now 
abundant and resources for help and 
advice are plentiful. 

With sustainable 
development incorporated 
into its corporate strategy, 
the award-winning Sussex-
based company Slightly 
Different Foods has found 
an innovative solution. 
Their entire four ranges – 
condiments, salad dressings, 
cooking sauces and new 
pickle and relish – are free 
from all 14 major allergens, 
low FODMAP and FODMAP 
Friendly certified, vegan 

As the home of vegetarian 
cooking, chefs from all over 
the world come to our kitchens 
to learn. How does a pulled 
BBQ jackfruit kebab sound? Do 
you fancy a tasty black bean 
burger? These are just two of 
the mouth-watering dishes 
you will find in the Vegetarian 
Society’s cookery course that 
will have you looking forward 
to mealtimes. 

Exclusively for readers, the 
Vegetarian Society is giving 
you the Vegan Street Food  
(Part 1) online cookery course. 
This is normally £25 but, for a 
limited time, you can get this 
special offer for free.

You’ll learn tips and tricks 
from experts which will 
enhance your knowledge of 
vegan food. Not only that,  
you’ll get bonus material,  
from a nutritional guide to 
ingredient fact sheets –  
perfect for new vegans. 

Cookery courses are just 
one thing that the Vegetarian 
Society offers. On the website 
you will find hundreds of 
recipes, advice and guides on 
going vegan and nutritional 
information. Head there 
for your one-stop shop for 

If you like a clean deck of ingredients, enjoy variety and 
appreciates quick and easy cooking, this is for you

Discover how to make delicious vegan meals without a fuss 

Integrating gut 
health and wellbeing

Everything you 
need to go vegan

Check out the range
Visit slightlydifferentfoods.com to see the range online.

Join the course
Get your exclusive free 
Vegan Street Food online 
cookery course today at 
vegsoc.org/checklist

*S
o

u
rc

e
s:

 a
b

o
u

ti
b

s.
o

rg
, a

ll
e

rg
y

u
k

.o
rg

approved, gluten-free 
and made with natural 
ingredients only.

Statistics show that 10-15% 
of the world’s population 
suffer with IBS*. There are 
600,000 vegans within the 
UK and it’s estimated that 
2 million people in the UK 
suffer with a food allergy*.

Those that have great 
imagination creating meals 
but have a food allergy or a 
certain food intolerance, you 
need to check out Slightly 
Different Foods!

everything you need to go 
vegan. Keep an eye out for the 
Vegetarian Society Approved 
vegan trademark when you go 
shopping. Whenever you see 
the trademark, you know the 
ingredients and products have 
been checked by us, so you 
can shop with confidence. 

Together we can create 
opportunities that benefit you 
and help secure a better future 
for all of us.

checklists.co.uk        @checklistsocial
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The Green and Ethical Checklist is a 

full-colour, tabloid sized newspaper 

publication distributed full run and 

nationwide in the Saturday edition of  

The Guardian newspaper.

The Guardian has always been regarded 

as a green newspaper committed to 

progressing environmental issues. Green 

and Ethical Checklist will serve as an 

essential guide so that readers can lead a 

more ecologically aware lifestyle.

It showcases a high-quality selection of 

environmentally friendly products and 

services ranging from fashion, food & 

drink, technology, charities and travel. 

Published on a Saturday, The Green and 

Ethical Checklist is the perfect shop 

window for brands and organisations 

looking to benefit from a readership, who, 

when presented with accurate, reliable 

information in a trusted environment, 

are highly suggestible to new purchasing 

ideas, and have more time to spend 

reading their newspaper than a weekday 

instalment.

In particular the Green and Ethical 

Checklist will appeal to an audience 

which is sympathetic to the cause and 

will provide guidance on how to make 

changes for a more conscious lifestyle.

•	 80% of readers say The Guardian is accurate and reliable

•	 83% of readers trust The Guardian’s content, the most trusted publication in the UK

•	 53% of readers say The Guardian is impartial and unbiased

•	 44% of progressives will be more likely to consider a brand if they collaborate with their 

preferred news partner

•	 65% of readers say The Guardian helps them to make up their mind

•	 Compared to others, Guardian readers spend above average each holiday (£1,426) 

and short trips (£596).
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