Information Sheet

Q1. AC 1.1	3 key external influences that are impacting the business are -
· Holiday periods, such as Easter and Christmas hugely impact our demand, therefore requiring increased labour which effects recruitment, induction and training, as well as PPE 
stock levels, product stock on site and racking space.
· Weather, sudden changes in weather effect the business with increased demands for certain various lines, ie. In very hot weather the demand will increase for burgers, kebabs etc and will decrease for joints of meat and slow cooked lines. During the winter demand increases for primal cuts and slow cooked lines.
· Brexit impacted our business negatively in regard to staffing, as many transient workers, both direct and agency) had to leave the country, therefore reducing our manpower volumes.

Q3. AC 1.2	One of our Sustainable Resourcing goals is for “100% of our plastic to be reusable, recyclable or
compostable by 2025”.
To achieve this goal, we are making several smaller objectives, including finding a Mono PET (mono 
polyethylene terephthalate) solution for our rigid meat trays, whilst it is a simplifying solution to 
their current composition, it still ensures it’s reliability, quality and safety as it is strong, easy to 
form material that does not react with food or water thus making it ideal for our consumable 
packaging. 
By 2020 these trays had been approved for MAP (Modified Atmosphere Packaging, then in 2021 
they were approved for VSP Vacuum Skin Packaging.

Another of our business goals is “to reduce water and energy intensities by 40% from
our baseline” by 2025, of which our current progress is excellent with us having already reduced the 
intensity by 28% - the equivalent to 1225 Olympic sized swimming pools - at the time of the report 
being published in 2021.
By using various processes and services such as changes in the production environment and by 
investing in online metering platforms to get real-time information on any wastage and anomalies 
in order to identify and take action promptly.
We also created a knowledge sharing platform within the company group whereby risk management and forecasting techniques will aide the investment decisions for this goal.
We have also carefully considered the selection of contractors and suppliers in regards to their awareness of and impact on energy, water and other resources.
	(Dunbia Sustainability Report, 2021).

It is important to have a clear plan for goals to ensure that everyone involved is motivated, accountable and fully invested in them, whilst ensuring that they are SMART – or SMARTER - and continue to align with the company values. 
These can of course change over time, which is why it is important to continually review and 
communicate these regularly to everyone. 
(Waite et al., 2021, p. 12-14).


Q4. AC 1.3	Our products are all from beef & lamb, and fall in to one of five categories - 
· Carcasses, primals and offals, mince and sliced meats
· Further processed – these include meatballs, grill steaks and koftas that are all created with  individually created seasonings which are also created in our own blending house
· Burgers – which can be customised by animal breed, origin, organic, gluten free, shape, size and weight – all depending on the customers’ (supermarket or food outlet) required specification
· Slow Cooked – these are sous-vide meats that are purchased ready to reheat by either an end customer in a supermarket or by a food outlet such as pub or restaurant
· Hides and skins – we supply high quality ox and lamb skins worldwide that have been processed in-house
· Offal and 5th Quarter, the demand for these items has increased at both supermarket end-user as well as in food outlets due the increase in nose-to-tail dining, requirement for high quality protein as well as the cost of living
(Dunbia).

Our main customers are – 
· Retail - supermarkets such as Tesco, Asda and M&S
· Food Outlets - such as Wetherspoons
· Leather producers 


Q4. AC 1.4	As information and technology resources continue to progress, so do we as People Professionals. However, we must ensure that we keep developing our own skills in line with these developing technologies. With such a variety of tools and mediums available such as Web 2.0, smartphones and iCloud, the opinion is that everyone that consumes any such media or even accesses the internet, should be an active contributor to its customisation, for both their own and the wider community’s purpose. 
Especially in a work setting, we should consider the suggestion that different generations will react 
and adapt to such changes at differing rates, therefore when creating information or training 
materials we should consider who the target audience will be to adapt ourselves and materials
accordingly. 
There are many ways in which we as People Proffessionals would use information and 
communication technologies in everyday work, for example we use an SAP system to store 
employee data, which has many levels of access and security, allowing us to have the full lifecycle of 
an employee in one place, whilst keeping an audit trail for access, GDPR protection and an all-in-
one place approach.
For collaboration amongst teams, we can use a variety of media, all varying in intimacy, for example 
we may just make a simple telephone call, send an email or connect on a social media platform, with many of us using MS Teams to hold a meeting with participants from different sites or even countries which gives much better collaboration with being able to interact face to face.
We should all note that good organisation of records is the key to the efficiency, effectiveness and 
credibility of the HR department.
		(Waite et al., 2021, p. 20 & 22).
		(Whiting and Martin, 2021, p. 302).


Q5. AC 2.1	One of the various definitions of Organisational Culture is “the way we do things around here”, 
which is usually shown in the form of hierarchical pyramid, also described by the influential 
psychologist Edgar Schein as three levels of organisational culture - 
· artefacts that may reflect culture (for example, symbols and language) 
· norms and values about appropriate attitudes and behaviours (espoused or real) 
· underlying assumptions and beliefs (conscious or unconscious). 

Shein proposed that this culture develops slowly over time, with it being passively passed on, or 
even actively taught to new employees as ‘the correct way to perceive, think and feel’.

A company should ensure that it fosters an appropriate and effective workplace culture in order for
it to thrive and continually evolve. This will also help employees feel valued.
Because culture is difficult to assess, it is therefore difficult to actively change, so we, as People 

Professionals should focus on specific employee behaviours – organisation climate – to enact 
change. 
		(CIPD, 2023, Organisation climate and culture Factsheet).


Q6. AC2.2	Organisations are whole systems because all of the different functions / dimensions / teams 
interrelate and depend on one another for optimum performance.
The McKinsey 7-S framework model explains that the 7 elements that work together are Structure, 
Style, Staff, Strategy and Shared Values.

As People Professionals, we affect each of these elements, whether directly or indirectly; for 
example with Staff, the number of and types of personnel can be directly affected by our 
recruitment and retention policies and practices, labour forecasting and L&D planning, as well as 
indirectly by supporting team leaders with interview and selection skills, skills matrices or capability 
studies. 
		(Waite et al., 2021, p. 34).


Q7. AC 3.1	Any organisational change should always be planned and managed effectively for various reasons 
including to ensure that they remain competitive within their market, to keep up with a political 
change or even due to pressure from customers.
Effectively managing the process will ensure that all its core values are still being reinforced, that 
any potential resistances can be mitigated and that everyone involved at all levels of the business 
are fully understanding of the process through consistent and open communication.

People react to change in many different ways often due to personality, but also depending on the
support network that they have, which is why we, as People Professionals, could use the MBTI 
model or the Change Curve to consider each of the personality types.
(Whiting and Martin, 2021, p. 332).
(Waite et al., 2021, p. 37-40).


Q8. AC 3.2	As People Professionals we play various roles within any organisational change, for example as The
Communicator, by ensuring that all stakeholders are on-board to deliver the same message to staff 
and ensure that all staff are communicated to in a clear, efficient way, being mindful of the 
Kubler Ross Change Curve or John Ketters’ 8-step process.
Or as The Critical Friend, where we should challenge senior leaders if their decision making is 
potentially being led by a bias, sometime consciously, other times subconsciously. We should have 
the skills and confidence to push back with what ifs and reasoning for both employee and employer 
perspectives.
(Waite et al., 2021, p. 39).
(Gartner, 2020)





Q9. AC. 3.3	Organisational change can impact people in various ways.
For example, during a redundancy process, where we as People Professionals would have a dual 
role, both to protect the business with regards to the legal requirements ensuring that the consultation process is followed correctly, as well as advising the employee with regards to such things as updating CV’s and applying for new roles.  
During this time, people will react differently in the same situation and at different times, some for example will initially be angry or in shock, whilst others may be in denial; a common process for these reactions is shown by the Kubler Ross Change curve Model and often paralleled to the 5 stages of grief.
Or during a restructure, when employees may be feeling scared or depressed due to the fear of losing their job.
(Change Management Insight, Dec 10 2019, Kubler Ross Change Curve Model diagram)
(Waite et al., 2021, p. 39-40).
(Whiting and Martin, 2021, p. 88 and 348-350).
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