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This is a report to further the growth and support of sustainability within my chosen organisation, ‘Brewdog’. Brewdog is a company held in high regard by many for a multitude of reasons. For example, their ability to remain proactive and ‘ahead of the times’ instead of submitting to a pitfall that many companies do by being reactive and only choosing to act when there is no other option and at the last possible moment.  This has enabled them to stay ‘fresh’ in their approach and consequently in their engagement with the public.

On a personal level, my regard for Brewdog was elevated even further when I was able to work with the company for a Summer period and gain access and insight to the company’s organisational culture and professional practices. 

The identification of sustainability initiatives and practices within BrewDog 

Brewdog was founded in Scotland in 2007 by James Watt and Martin Dickie, together they own 46% of the company. Two years later the company bought its first bar and by 2018, eleven years since the company’s creation, it has grown to a franchise that is made up of 78 bars worldwide (BrewDog opens bar, 2021). Brewdog is not a slow-moving company as it is actively, consistently and constantly working towards its own goals and striving to achieve its future development (BrewDog, 2021). 

Sustainability has been at the heart of Brewdog’s culture and goals since its conception; one of the first ways that Brewdog was able to act on their sustainability recognition was by its move from Fraserburgh to Ellon in 2014 (BrewDog goes global as bar empire expands, 2021). The move cost Brewdog £7.8 million. They built an entirely new brewery that was specifically designed to minimise carbon emissions through the use of greenhouse gas treatment plants, anaerobic plants. Since early 2021, they have instigated the use of Biogas technologies to further reduce the company’s emissions throughout its brewing process (BrewDog Biogas for Brewery in Scotland, renewable energy magazine, 2020). 

Across the organisation Brewdog has developed and is working towards many initiatives that are heavily influenced by sustainability and reducing the company’s greenhouse emissions. One large step by Brewdog was the complete removal of plastic from the company’s supply chain, this now means that none of Brewdog’s products or processes contain any form of plastic.  The company now uses cardboard packaging instead of plastic wrap for its multipacks, on a global scale, throughout all of Brewdog’s production (BrewDog Tomorrow: A Sustainability Update on Packaging, 2021). 

The company demonstrated it strong commitment to being highly socially active and aware of its global environment and the wider world. Brewdog has made its position known to the world in regard to its thoughts on sustainability and the global climate crisis. Indeed they have set the standard only envied by other similar companies.

An excellent example of this was when America or specifically Donald trump pulled out of the Paris climate agreement (Teske, 2019) and Brewdog responded by creating a beer creatively named as “Make Earth Great Again” (Appendices item 2.0) and visually depicting Donald Trump as a robot in a fight against a polar bear (BrewDog Tomorrow: Paris Agreement, 2021). This kind of pro-earth response is a ground-breaking, brave, decisive and unique coming from a large multinational company and consequently generates great levels of publicity that is then talked about and acts as a highly effective advertising campaign promoting the company (Klapdor, 2018;Unfccc.int, 2021). 

A further avenue of sustainability that Brewdog has used is the use of its spent grain as feed for local cows the use of spent hops as fertiliser, again in local farms (BrewDog Reusing Spent Grain and Produce, 2021). From this there is an obvious direct benefit to Brewdog from upcycling its waste streams that consequently mean that less waste must be removed and destroyed, thus reducing costs to the company (Brewing Technology, 2017). Instead, waste can be disposed of in a sustainable fashion that has a positive environmental and social impact by feeding animals and creating a positive relationship with local farmers that surround Brewdog’s breweries, thus allowing for stakeholders to view Brewdog in a more positive light and for them to mutually benefit (Klitkou, Fevolden & Capasso, 2019; Svendsen, 2016).  

Yet interestingly Brewdog realise that this not enough. They understand that they must achieve much more to truly be responsible and that their changes are not happening at a fast enough rate. The goal of Brewdog is to now be seen as the catalyst for change withing the beverage industry. They want to be world leaders, global ambassadors through making Brewdog the most sustainable drinks brand on the planet. Some of the actions Brewdog has taken towards this goal include ensuring that all of the electricity the company uses in the UK is generated entirely from wind power (BrewDog Wind Power Sourcing, 2021). This is an enviable achievement to reach, yet this is not the ultimate goal with Brewdog again wishing to go further to do more in the name of sustainability by expanding wind powered factories across all of their factories globally as the ultimate outcome of this initiative (Hillmann, n.d.). 

Brewdog has taken advantage of the boom of all electric vehicles in recent years and begun working towards the replacement of its entire fleet of fossil fuel delivery trucks with new all electric delivery trucks (Watt, 2020). This excellent example of proactive growth is extended to Brewdog’s delivery partners when they make deliveries on the company’s behalf.  Brewdog has turned its multiple international locations into a point of sustainability - by having breweries in the US, Ellon and Germany the distance between the supplier and customers has been greatly reduced. This reduces the required distance travelled and the amount of greenhouse gasses produced during the products’ transportation stage. The company plans to continue this sustainable trend with future breweries being planned and built in different countries to reduce the distance required resulting in less of an impact from unnecessary transport on our planet (Price, 2021). 

Recently, Brewdog has become carbon negative this has been achieved by removing thrice the amount of carbon from the air as is emitted (Now, 2021). This has been made possible through a combination of sustainable practices such as brewing with renewable wind energy and the use of carbon capture vessels to remove as much carbon as possible (Mega Report, 2021).  Brewdog have made the decision to go further and do more than this by purchasing a 9,308-acre area of land in the Scottish Highlands. This land will be used to plant trees in 2023. When this is completed, it will become one of the largest reforestation projects in the UK to date (BrewDog, 2021). 

Finding relations between BrewDog and stakeholders 

To identify any issues between parties involved in Brewdog we must first undertake a stakeholder analysis to identify all parties involved and their respective positions both internally and externally to the company. From this we can then begin to understand any issues or conflicting interests between these parties. A stakeholder analysis is used to identify individuals, groups or organizations, these may be internal or external. These may be affected by the decisions, activities or outcomes of any projects that Brewdog has, or will have, with the result that they hold a stake in the success or failure of the project’s outcome (Kimmich, 2012). 

As can been seen bellow (Appendices –1.0), a stakeholder analysis has been undertaken to identify all parties interested in the activities of Brewdog. From this analysis I found seven stakeholders with varying levels of interest in and power over Brewdog. One party being the general public who have the lowest amounts of both power and interest as such all that is required is that they are monitored for change. Then there is the Government, here there is relatively low interest in the actions of the company, yet the Government holds high levels of power over Brewdog, as it can issue fines and legislation that can impact them harmfully and negatively. As such it is important to keep the Government satisfied. This is also true for customers, however Brewdog’s customers have more direct power and interest in the company as it is of crucial importance that they are kept satisfied because if not then it is very plausible that many customers will move to other brands causing disastrous consequences for the company’s long-term viability. Indeed customer satisfaction and loyalty plays a vital role here. With high interest in the company from consumers and local landowners who care about Brewdog’s actions and how it will impact their surrounding lands there is a demand to keep these interests satisfied. Suppliers and vendors also fall into this area as they have a high degree of interest over the practices of the company as it can result in more or less orders for suppliers. Resultantly, they also need to be informed of the actions of Brewdog so they can also plan ahead to effectively meet demands and prepare for any cut in demands from Brewdog’s changing practices. 

Perhaps the most important party to keep as well monitored as possible are the employees, they are directly impacted and can have a large effect on Brewdog even though they are categorised in “keep informed”. This is only because individual employees do not have a large amount of power over a company although it may be beneficial to treat them as if they did and instead manage employees closely to ensure they are happy and satisfied with their employment. The only stakeholder category with both high levels of power and interest is Brewdog’s Investors and Shareholders, both take responsibility for the company and are directly affected by the company’s performance, as such they are managed very closely as without close management, they can pull out of the company creating disastrous circumstances for Brewdog even resulting in its failure.  

Perhaps one of Brewdog’s biggest strengths or greatest weaknesses is its provocative and controversial marketing campaigns that have become key to creating interest in the brand as well as international product coverage. Most, if not all, of Brewdog’s issue with stakeholders generate from their varied promotional campaigns and result in issues and complaints from the general public and branches of Government that have responsibilities in product regulation and industry watchdogs. 

One of Brewdog’s first and most memorable controversies was when the company was accused of ‘aggressive marketing’ by the UK drinks industry watchdog and was threatened with having its product withdrawn from British shops. Brewdog denied all allegations and produced a counter argument that they were being impeded for being a small business. An eight-month dispute ensued where eventually Brewdog was cleared of all wrongdoing. Next Brewdog produced a product called ‘Speedball’ as a reference to a drug cocktail with the statement “we thought we would give them something worth banning us for” (Speedball beer banned, 2021) which, as expected, was promptly banned. The product was  then renamed ‘Dogma’ and was allowed to be sold under this name for the remainder of its run (BrewDog battles to survive label mauling by watchdog, 2021). 

Another interesting controversy came for the company over the introduction of its Tokyo brew which had an alcoholic strength of 18.2% which was promptly criticised by the UK watchdog for a beer of such high strength in a 330ml bottle. To respond to this criticism of their product Brewdog released a beer called ‘Tactical Nuclear Penguin’ which, as expected, had an alcoholic content much higher with 32%, this is claimed to be the strongest beer ever produced in the world (BBC News - 'World's strongest' beer, 2021).  

These issues suggest that Brewdog’s biggest issue is with authority and being told what they can and cannot do and say through their product promotion and description. This is a ‘double-edged sword’ as it is not generally wise for any company to create conflict with any regulatory board, however this conflict cleverly creates interest in the brand and acts as a very profitable avenue for promotion. 

An understanding of Brewdog’s position and current level of sustainability within its industry 
It is important to understand where Brewdog is situated within its specific industry.  Originating in Amsterdam, Heineken is also recognising the importance of sustainability within the brewing industry. By 2030 Heineken aims to be a carbon neutral beer producer and also aiming to make their supply chain carbon neutral including, agriculture, packaging and distribution, and following this in 2040 converting its entire power supply to renewable energy (NV, 2021). Heineken has signed a deal with Spanish energy supplier Iberdrola to power all of its Spanish breweries with solar power and will allow for only renewable energy to be used in Heineken Spain by 2023. 
Taking a different approach Carlsberg has joined forces with conservation charity World Wildlife Fund (WWF) to help restore seagrass meadows surrounding the UK’s coastline with consumers having the option to buy specific Carlsberg products to help donate towards this project. The reasoning behind this project is that seagrass can absorb carbon over thirty-five times faster than a rainforest and comes as part of Carlsberg’s sustainability strategy with the target being to halve (50% reduction) carbon emissions by 2022 (Carlsberg and WWF launch seagrass restoration project, 2021).
Through having a broader perspective and comparative understanding of where Brewdog and their actions of sustainability sits within the wider industry, we can see that other companies are also being proactive in the movement towards sustainability. With the common goal of being carbon neutral being a top priority, it is clear that Brewdog has been proactive for longer than many other companies as Brewdog have already achieved goals that other companies do not see as likely for another ten years. This comes from Brewdog’s comparatively smaller size allowing for them to create and implement organizational and cultural changes in a much more efficient way. Also Brewdog is a much younger company and they have developed with a recognition and understanding of sustainability integral to their philosophy, rather than having to change their practices like many other companies. Brewdog has evolved at the right time and due to its wider awareness of the surrounding environment the company has been able to flourish and reach goals that to other companies see as very distant goals. The company’s quick actions towards sustainability have led to Brewdog becoming an industry leader in sustainability, through its demonstration of what a company should do and how it should act in a socially responsible way. 
Everything that Brewdog does is what all companies should strive towards, through seeking sustainable solutions to their problems, creating unique and hopeful social and environmental projects for the betterment of the surrounding environment. Allowing Brewdog to create a product that does not add carbon to the atmosphere and through its many initiatives actually subtract from the greenhouse gas levels.  Going forward, Brewdog should work on its tree planting initiatives and continue on its rambunctious marketing campaign to create more of a ‘buzz’ for the company and its sustainability initiatives.  As the company grows in size it may be wise to work in harmony with other beer companies to share ideas and resources for sustainable development and the joint goal of a sustainable future. 
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