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1.0 Report

This report will reflect on the achievement, outcomes, and challenges following the initial sustainability plan. The criteria for this critique will be based around the content of the plan itself, as well as the feasibility of its potential implementation. By focusing on these areas, I aim to understand if the plan went far enough in its ambitions and how close the company is in achieving these ambitions. The report aims to highlight and address any challenges that have arisen since the development of the sustainability plan, whilst highlighting additional considerations that may need to be considered. As Dawe and Ryan (2018) explain, in order to seek solutions to sustainability we must always be open to changing how we think, and allow our “truths” to be “improved upon as we lean new insights”. 

The Plan 
The sustainability plan was designed to be both holistic and broad, emphasising key focus areas across the business that require both short term immediate solutions and future growth initiatives. Current practises and problems were addressed with impact across three key areas: Smart Product, Smart Operations, Smart Business. These focus areas were examined and broken down into relevant parts within the functional business areas, highlighting areas that can be optimised or improved with little risk or investment, which were then plotted out on a timeline. The former sustainability plan made practical suggestions in implementing food waste management initiatives and advised in the optimisation of in-house experts and logistical advancements. 

While the plan provided a clear direction and objectives, it lacked clarity on the implementation plan and required further emphasis on how, who and the wider team. The plan was holistic, but broad in its intention, providing identifiable and remedial solutions. Like many retailers the plan covered the sustainability impacts within the supply chain operations, however there are still several challenges in integrating high- level positive change (Chkanikova and Mont 2015). Sustainable business models must go beyond isolated initiatives and aspire to systematically integrate sustainability (Morioka et al. 2017). 

Chkanikova and Mont (2015) find that for many retailers sustainability commitments are marginal, fragmented and unsystematic. To avoid “a hodgepodge” of initiatives within an overarching vision or plan (Lubin and Esty 2010), it is advised that the company takes a more critical and comprehensive view of the challenges arising from climatic change and the urgent need to refine how business is considered, integrating sustainability into the core of the company.

Lubin and Esty (2010) note that while it is an ecological issue, sustainability is also a mega-trend and thus a successful transformation requires treating it as such. To that end, how it is treated could be predictable to some. Understanding how business have succeeded in other megatrends (the rise of IT) can help decision-makers in integrating meaningful and efficient strategies and systems. 

Defining Sustainability 
Sustainability leadership requires ‘ecological competence’ in which a basic knowledge of the key issues, as well as an understanding of the meanings and terms commonly used within the sustainability narrative (Cosby 2014). Primarily, it is advised that the department leaders, invest in training from an external company to educate and explain the principles of sustainability, providing a broad definition and understanding of the topic with emphasis on understanding the difference and interconnected nature of both environmental concerns and sustainability. 

It must be recognised that while environmental impacts are a key concern within sustainability, this is just one foundation of the topic. A broad foundational knowledge about the economic, environmental, and social threats to society can help leaders with both informing the wider organisation and the practical integration of embedding sustainability within the business (Cosby 2014). 

Sustainable development is defined as, “development that meets the needs of the present without compromising the ability of future generations to meet their own needs” (Brundtland Commission, 1987)

Integrating Sustainability
The sustainability plan mentions an ambition in aligning to the UN’s Sustainable Development Goals (SDG’S) but omitted an explanation of how it is aligned with the goals, and thus the shared global agenda. The sustainability plan did not define a clear assessment plan with measurable science-based targets. Integrating sustainability into a company requires key measures to ensure the improvement of its performance (Schaltegger and Horisch, 2017). Terazono (2021) explains that metrics and rankings are now commonly used to advance sustainable practises, as well as highlighting the ‘poor performers’.  

If businesses do not begin to publicise demonstrable targets, they may find that this impacts their market positioning. It is advised that understanding the United Nations 17 Sustainable Development Goals (SDGs) and how these align to business activity will strenghten Good Club’s market position against other sustainable business models. 

Kauffman (2021) find that SDG’s are increasingly being aligned to business activity. A recent report from KPMG (2021) shows that 43% of the world’s largest 250 companies are now linking their sustainability reporting to the SDGs (Kauffman, 2021). Setting meaningful science-based targets aligned to SDG’s helps embed sustainability across the business (CISL, 2018) taking a holistic view throughout the operation. Understanding the SDG’s and the need for ecological, environmental, economic, and social considerations enables a true perspective when understanding the urgency behind business for purpose. The SDG’s will be discussed in detail within the presentation that follows this report, see Appendix. 

Redefining Value
Being a venture backed start-up Good Club will feel pressures to move beyond economic results to focus on social and economic outcomes (Cosby 2014), whilst managing the widely understood conflict of achieving long-term transition whilst delivering short-term results (CISL, 2018). Businesses that are successful in the long-term are those that are clear about their contribution to society (supported by clear SDG’s), and their profitability will result from being valued by society and stakeholders (CISL, 2018). 

“The value of an organisation far exceeds what the financial statements show” (Institute of Management Accounts, 2017). 

Recalculating capital and redefining value could significantly enhance Good Clubs strategic positioning. To truly implement environment-first initiatives natural capital must be valued within the businesses financial modelling and planning. 

It is believed that Good Club is in a leading position, as an early adopter of a new business model - product-as-a-service - to be a pioneer in a shift to a circular economy within the grocery market. Good Club’s mission to eliminate plastic waste from the traditional grocery model, introducing a circular, reusable way of shopping provides a considerable competitive advantage. Reusable packaging is a critical part of the solution to eliminate plastic pollution (Ellen Macarthur Foundation 2019). The Ellen Macarthur Foundation (2019) found that converting 20% of plastic packaging into reuse is worth $10billion, making rethinking packaging both a significant business advantage, in addition to having environmental imperative. This provides Good Club with a significant opportunity, to adopt clear principles and implement well-thought strategies, to optimise their leading position. 

Customer behaviours are more sophisticated and open to changes in shopping habits. Deloitte (2021) found that “avoiding single-use plastics is the most common way consumers demonstrate a commitment to sustainability” with 61% of consumers saying they have cut back. Good Club can leverage these shifting preferences to achieve scalable growth. Moving from single use to reuse not only helps eliminate plastic waste, but perhaps more importantly offers significant reductions in greenhouse gas emissions. This provides Good Club with measurable data targets to achieve its Tech Zero commitments. 

Circularity
A focus on circularity does require Good Club to look at every element of its product and service. Reviewing this from a cradle-to-cradle perspective allows an analysis into the circulation of materials and nutrients in the various stages of a product’s lifecycle, optimising products from molecular to modular. This would allow Good Club an opportunity to move away from a position of ‘reducing their impact’ rather seeking innovative, cradle-to-cradle, positive and meaningful solutions (EPEA, 2021). The Cradle-to-Cradle and Circular Economy will be explored more within the presentation, found in Appendix A.  

Cultural Change 
While the plan highlights some aims, goals, and objectives the most important element is the deliverability of these aspects. To deliver on these goals we require support from senior decision-makers, ensuring resource and investment can be prioritised and aligned with wider company strategies. Cosby (2014) finds that human resource development is fundamental in the promotion of sustainable business models and transforming workplaces. Ecological competence, business acumen, strategic planning and change management are competencies required for accomplishing a sustainability strategic vision (Cosby 2014). Good Club should review internal resource and appoint a valued candidate that portrays these competencies and can therefore support Good Club in their transition. 

 “Sustainability is at its core an issue requiring organizational cultural change” (Hitchcock and Willard 2006). Implementing the sustainability initiatives and ambitions set out in the plan require a significant change in the culture of Good Club, how it is being led, how decisions are made, how resources are treated, how the operations are viewed. To truly integrate sustainability, businesses need willing, and informed leaders. 

Taylor (2018) suggests that a shift in mindset is required from leadership with a “broader perspective of the greater good and the longer-term”, this requires Executives to see value in the long-term planning and having the courage and willingness to look beyond the short-term financials. A cultural change requires shift in the behaviours, symbols, and systems within an organisation. 

Purpose was highlighted as a key element of being a ‘Smarter Business’ recognising the importance of a clear vision and mission embedded within all strategic decisions. Ensuring the mission and vision are articulated clearly and honestly to all stakeholders. There is a concern that getting tied into the commerciality of business-as-usual, whilst skirting around ‘sustainable intentions’ without a clear understanding or true purpose of the cause and intentions could become detrimental to the future of the company. It is advised that the senior leaders, truly consider the intention and purpose of the company. If it is to trade purposely, what is that purpose, and what is the main ambition of the company? 

Conclusion
This report intended to reflect on the achievement, outcomes, and challenges from the initial sustainability plan. Found that the former sustainability plan provided a broad and practical understanding of how several initiatives can be implemented to reduce Good Club’s negative impact. However, this report finds that rather than minimise negative impacts, Good Club should look to proactively seek creative, innovative cradle to cradle solutions. 

Good Club needs to go back to basics, equipping themselves with a foundational understanding of the key meanings of sustainability. From this, it is advised that the core purpose and values on the business are considered, and thoughtfully redefined which can then lead to fundamental changes in strategy. 

Good Club should continue to innovate and strengthen the new business model, products, and processes to ensure it can continue pioneering a new way of grocery shopping. As well as develop meaningful impact metrics, with common and understood standards. 
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