





MBA Sustainability Leadership 

BMSP7003D

Lecturer: Dr Roisin Mullins 

Assignment title: A Sustainability Plan for BrewDog

George Parker 1704367

Word Count: 2323

Following the significant interest generated from Brewdog’s initial report identifying the findings into their sustainability levels, an additional study has been agreed with the senior management team, to support the creation and implementation of a Sustainability Plan for the organisation. This Sustainability Plan will be initiated by firstly deciding on an appropriate goal to design an appropriate sustainability plan around, following this, discussion related to the importance of the goal as well as the importance of the use of a sustainability plan to achieve it will take place. Later, I will be analysing Brewdog’s current strategic position, ongoing operations and supply chain within its market, and how the company compares with its competitors. From this, I will then be able to synthesise how the chosen sustainability goal will impact on the company and its stakeholders which will then result in a plan detailing a sufficient timescale, the resources required and the many milestones to meet along the way to achieving the specific sustainability goal (BrewDog Tomorrow: A Sustainability Update, 2021). 
One of the first stages of developing a Sustainability Plan is to choose an appropriate and worthwhile goal to work towards. The goal of this plan is to change Brewdog’s current methods or acquiring its raw materials for the production of beer and growing its raw materials within close proximity of its factories on farms owned by Brewdog instead of purchasing from a variety of suppliers both domestic and abroad (Fisher and Fisher, 2016; BABAK, 2016).
The main ingredients of the beer that Brewdog uses are grain, which is mostly barley. This is mainly responsible for the colour of the beer and also the ‘maltose’ which is a term used for the fermentable sugars derived from the malted grain (Bamforth, 2016). Grain is also responsible for providing the proteins within the beer that result in the foam or the ‘head’ of the beer and, finally, dextrin which is the component of grain that is responsible for creating a feeling of fullness or viscosity in the beer. Hops are another primary component of beer products that are responsible for the flavour of the beer and depending on the hops used, it can produce a verity of flavours and complexities within the beer resulting in a countless number of unique flavours and varieties (Hornsey, 2018). Yeast converts sugars found in grain into alcohol and carbon dioxide, the main variety of yeast used in beer production is large yeast also known as ‘saccharomyces uvarum’ (Boulton and Quain, 2018). The final main ingredient in beer production is water, the purity and quality of water used in beer production is important as beer is made up of 90% to 95% water. The mineral content of the water is adjusted to meet the requirements for the chosen beer style that is being brewed (Brown, 2019; Rosborg and Kozisek, 2020). These are the ingredients that I propose Brewdog seeks to grow and collect on farms that are owned and run by Brewdog and will play a vital role withing their Sustainability Plan.
The reason behind choosing this Sustainability Plan
My reason for deciding to choose this to be the overall goal of my Sustainability Plan is that in today’s world we are experiencing many unprecedented challenges. Operating in uncertain times within a widely competitive marketplace where nothing is guaranteed; new challenges and issues that threaten businesses appear daily and as such it seems not only logical but also pre-emptive and forward thinking to seek to be in complete control of one’s supply chain as much as possible. Also, the world is currenting suffering from a pandemic where many are unable to leave their home to work and as a direct consequence there are far fewer available delivery drivers and transport workers do provide the breweries with their purchased product for brewing beer. With farms in walking distance from factories this issue is negated. 
Society today, through a shared sense of responsibility for their surrounding environment is much less tolerant of companies and corporations taking advantage of the global environment for their own profits without any care for the consequences that their actions have and will continue to have in the pursuit of creating financial profit (Biranchi Narayan Swar, Chetan G. K, Neeraj Singhal, 2021). Indeed, society take an active interest in the impact companies have on the environment, both locally and on a wider even Global scale.
Moreover, rising expectations of customers mean that companies now need to work much harder to please their customers. The majority of customers like to feel that the products they consume and choose to purchase, are having a positive or at least neutral effect on the planet (Beck, 2020). As more people become aware of their surrounding environment and how precious it is, the importance of maintaining it for future generations to come increases. Companies need to work with the environment to maintain the trust they have built with customers (Wilson and Stevenson, 2018). COP26 strongly highlighted how society as a whole, across countries, have a shared global responsibility for protecting the planet and ensuring detrimental practices within industry are reduced or at best stopped. Countries have pledged to work to agreed goals that will impact everything we do, including production and consumption (UN Climate Change Conference (COP26) at the SEC – Glasgow 2021, 2021).
All this combined, results in trust, which is the most import social factor because it takes time to build and can be lost in seconds without any chance of rebuilding it. This trust is key in managing a company’s reputation and Brewdog is certainly no exception to this as they are in a market sector with multiple competitors all hoping to persuade customers away from other brands and bring them towards their own products (Harris, 2017). 
Managing a company’s reputation is key to its success and longevity within a marketplace, it takes careful planning and honesty between the company and the consumer to create a viable reputation that can last. Brand loyalty is an essential factor that Brewdog is very aware of.  Brewdog has created a good reputation with its customers; being known for taking a stand on social and environmental issues that the company feels enthusiastic about. Brewdog, unlike its competitors, is happy to have an opinion on decisive matters while others would rather not so as to not alienate any portion of their customer base (Erdemir, 2018).
The rising costs of resources and raw material across all manors of product from global issues such as Covid-19 as well as national issues such as Brexit are creating a growing concern which results in higher prices for production. Also, a reduction in the overall number of units produced and reduced profit margins is a serious growing concern (How rising costs are hitting UK businesses, 2022). As well lowering the number of available workers such as delivery drivers and laborious that are important to the production process. This slows down company growth and makes products harder to find through lower availability; if this continues over an extended period of time it can result in a company unable to make a profit and have to cease operations (Food price rises, 2022; Jackson, 2021). 
For these reasons Brewdog seeks to grow and own its own raw materials as this will allow the company to closely monitor its own supplies and able to undertake long term planning, with more control. As well as solving any issues of supply chain reliability this will also have a greatly positive social impact for Brewdog as owning its own farms and producing its own produces goes hand in hand with customer relations as customers will be able to know exactly where the ingredients within their chosen products have originated from, right down to the field it was grown in. This will enhance the levels of trust between producers and consumers that will culminate in a high degree of trust that Brewdog’s reputation is positive, and its global impact is equally attractive (Śliwczyński and Koliński, 2016). 
Why use a Sustainability Plan?
A Sustainability Plan is a well-considered detailed outline how a company plans to reach their goals - that are financially, socially and environmentally sustainable. These three areas are considered to be the three pillars of sustainability and are often referred to as the ‘Triple Bottom Line’ (Molthan-Hill, 2015). This differs from traditional business where the ‘bottom line’ is the sole focus on the financial success of a company without cause or acknowledgement of social and environmental impact occurred in the pursuit of profit (Hitchcock and Willard, 2016). 
For my Sustainability Plan I have chosen to use a Gantt Chart as a format to visually demonstrate the various stages and duration of each stage, as this style of chart is suitable for highly suitable for planning and scheduling long term projects with relative ease. Once the Sustainability Plan is started, the detail of a Gantt Chart will be especially useful for assuring that a timescale is accurate, and all is going to plan. However, if an issue is raised, and deadlines have to be changed as a result of these challenges it can be more easily dealt with as opposed to other on other project planning methods (Gantt Charts: Planning Projects, 2022). 
Sustainability Plan Analysis 
Below is a Sustainability Plan for Brewdog (appendices – 1.0) to grow all of the primary ingredients required for beer production itself in its own farms close to its factories instead of purchasing products from vendors. The sustainability is made up of fourteen individual activities or steps to its conclusion. Each of these steps are essential to the Plan’s fulfilment and potential success. From beginning to end the plan takes place over fifty-one months. This plan begins from the absolute beginning and considers that this is the first project of its type that Brewdog has ever worked towards, as such extra time is accounted for in the anticipation of ‘teething’ issues. The conclusion of this Sustainability Plan will decided whether the process should be continued and repeated and whether other Brewdog factories abroad should follow to allow all factories to grow their own products or if the plan should end. 
Stage one - Planning chosen areas to grow products close to brewery consulting with stakeholders is allocated six months. During this stage the responsibility is on Brewdog employees to consult with stakeholders and on hired advisors to assist in choosing an appropriate area of land for them to cultivate and farm. 
Stage two - Purchasing land for growth has three months allocated to it for the legal process of buying land however this could increase due to outside factors through the legal process. Here the accountability is placed on hired legal advisors and lawyers for the stage’s success. 
Stage three - Purchasing and installation of equipment ten months given here, where all farming equipment will be ordered and set up as well as the water collection and storage systems for products grown on the farm. Responsibility here is placed on the farmers hired to work and live on the farm with regular meetings with Brewdog management regarding what is being purchased for and built on the farm. 
Stage four, five, six, seven and eight - Planting and growing grain, planting and growing hops, growing/refining yeast cultures, water collection and water purification. These stages are all being undertaken at the same time as grain takes between seven and eight months to grow. The eighth month is the optimal end point for these stages (How to Grow and Harvest Grains in Your Backyard, 2021). Hops take three months less to grow and so they will begin three months after the initial planting of grain (The British Hop Growing Year - British Hop Association, 2022). Yeast cultures can be grown in three days, as such the extended period of time will be used to develop a stockpile and choose the correct yeast for fermentation (Yeast Growth Protocols, 2022). Water collection and purification is a continuous stage and once set up this will continue for as long as the farm in in use. 
Stage nine – Quality check will allow for tests to see if the products meet set quality standards for brewing purposes. 
Stage ten - Produce taken to brewery for beer production of first complete in-house production batch made. Here is where responsibility moves from the farmers and onto the brewers and Brewdog’s factory. 
Stage eleven - Additional consultation with stakeholders to understand any risen issues during the process so far so that any issues can be understood and rectified going forward. 
Stage twelve - Time given to make changes based on stakeholder consultation is an important allocation as it shows we are more than willing to amend aspects of this process in the aim to collaborate with stakeholders. 
Stage thirteen - Conclusion and evaluation of process in total, special consideration on Economic, Social and Environmental Sustainability will be used by categorising all of the perceived pros and cons of the process from everyone who has been involved in the Plan’s fulfilment and once all the information is listed it will be passed the Brewdog management team. 
Stage fourteen - Decision on whether the process has been a success… should the sustainability plan continue and repeat across further Brewdog facilities? Here we will see if the Plan so far has been successful and if so, whether the level of success warrants a continuation. At this stage the responsibility will be brought back to the management team for final decision whether the plan will be repeated across all Brewdog factory locations. 
Conclusion 
In conclusion this Sustainability Plan works well for Brewdog as it is new and has not been attempted by another company before as well as its clear priority of sustainability will once again place Brewdog as a sustainability leader within the global market. This goal will alter the supply chain, Brewdog will gradually be using less and less suppliers as they move towards more self-produced products. The result is that there will be a much-shortened supply chain between Brewdog and their customers with an even higher level of sustainability and quality control being achieved from the completion of the Sustainability Plan. The plan hits a multitude of sustainability aspects from community where jobs will be provided in the local area to support the farms, financially by lowering Brewdog’s production costs over time and guaranteeing production in uncertain times. Indeed, organisationally through strong assurance that the company will continue to grow and seek to conduct new forms of betterment no matter the extreme. 
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