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WE REALISE WE ARE 
RESPONSIBLE FOR 
EACH OTHER AND 
FUTURE GENERATIONS.
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FOREWORD

DR. ARLO BRADY 
CEO of freuds and Chairman of the Blue Marine Foundation

OUR CHAIRMAN, MATTHEW 
FREUD, RECENTLY USED 
THE ANALOGY THAT FOR 
YEARS THE SUSTAINABILITY 
MOVEMENT HAS BEEN TRYING 
TO TURN AROUND A SUPER 
TANKER.
Ultimately, turning a 1,200 foot long tanker is a 
cumbersome action that can take many miles to 
execute. Momentum is a powerful force. However, 
if you take that away, things become much easier. If 
the tanker is at a standstill, the captain can execute 
a manoeuvre with more precision and a tighter 
turning circle.

The beauty of our present situation is that, 
everything has been stopped. So, with the engines 
of the world’s economy returning from an idle, 
we have the option to reorientate ourselves as 

economies – and as businesses and communities – 
in order to begin heading in a new direction. 

This is a once-in-a-lifetime opportunity that we must 
grasp with open arms.

As the world’s economy moves back into gear 
many will be looking for guidance on how they can 
execute an ‘about turn’. They will be looking for 
signposts and guidance.

For many, faced with the array of challenges and 
difficulties ahead, a brief Google search could well 
land them in the B Corp space.

Simply put, it provides that collective wisdom you 
get by being part of a group.

At freuds, we had already spent a lot of time 
thinking about how to change our business for the 
better.

77
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As an organisation we have always had a 
commitment to a range of sustainability issues, 
but our ‘Eureka’ moment came in 2015, when we 
helped to launch the United Nations’ Sustainable 
Development Goals.

We could see, set out in a clear way, the challenge 
and the diversity of issues the world faced, and we 
realised that the communications and marketing 
world had a central role to play in tackling many of 
them, a realisation that we felt empowered by.

But as a business, working on sustainability can 
often be isolating, and at times you’re never quite 
sure, because of the complexity of the issues 
involved, whether you’re having a positive impact.  

So, in early 2020, we decided to participate and 
learn from others who had been on the journey 
before us, getting an external perspective on our 
performance and a perspective on where we could 
improve and make changes. That was the primary 
driver for us.

We had already come across a number of B Corps, 
both as clients and businesses we interact with, and 
all of them seemed super impressive, so it was a 
community we felt we wanted to be part of.

It felt like a group of people who wanted to be on 
the right side of history; a group we felt we could 
learn from and hopefully impart some lessons 
ourselves.

There was also another very persuasive argument. 
In an environment where many businesses must 
compete to recruit and retain top talent, young 
people want to work with businesses that are 
focused on doing good. This was a straightforward 
way of signposting it for them. A method of saying: 
“You’re not only able to have a career, but you can 
also have an impact on the issues you care about.” 
A way of showing that we are part of a larger 
movement.

The B Corp world offered the complete spectrum of 
fellow travellers, from startup bands to companies 
like Danone. It also ranged across the geographical 

spectrum from Europe and America, to huge 
contingents in South America and in Asia. It has 
the kind of international diversity that you don’t 
necessarily find in other networks.

We also wanted to engage with this beguiling 
movement, to publicise the tremendous work B 
Corps were doing so that others can engage with 
them and move forward in a positive way.

The ultimate goal, we knew, must be systemic 
change. But, we also saw an immediate opportunity 
for it to have a wider influence on the business 
community, to find a way that others could see the 
great examples of the work businesses are doing, 
and to decide what they want to participate in.
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“

DR. ARLO BRADY  CEO of freuds and Chairman of the Blue Marine Foundation
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WITH THE ENGINES OF THE 
WORLD’S ECONOMY RETURNING 
FROM AN IDLE, WE HAVE THE 
OPTION TO REORIENTATE 
OURSELVES AS ECONOMIES 
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7 SURPRISING 
LESSONS OF 
SUSTAINABILITY

VINEETA GREENWOOD
Founder of Wholegrain Digital

IN 2007, TWO BOLD IDEALISTS, TOM AND VINEETA 
GREENWOOD, ABANDONED THEIR CAREERS IN THE HOPE OF 
MAKING A POSITIVE DIFFERENCE IN THE WORLD AND FOUNDED 
WHOLEGRAIN DIGITAL. 
After initially weathering a few lean financial years, the couple were surprised to find their principled 
approach beginning to attract some fans among big name brands.

Here, Vineeta gives her seven-point guide for businesses who hope to make a difference.

 10
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DREAM IT LIKE 
YOU MEAN IT

It was 2007, my boyfriend Tom and I started up a 
tiny company based in Wolverhampton.

We were tired of the jobs we had, and knew we 
wanted to form a business that would do something 
good for the planet, as well as doing good 
ourselves. Together, we also thought it would be a 
good idea to consider the businesses that we’d like 
to work for, so we drew up a list of our top three 
clients. It looked like this (top right).

That list seemed like exactly what it was – a wish-list. 
It certainly wasn’t something we talked openly 

about, but it helped us to define the kind of 
business we wanted to be. Five years later, we were 
both shocked when we had an email from M&S 
to enquire about working with them. Tom was so 
surprised he thought it was a spam enquiry.

By the end of the year we were working for M&S. 
By the next year Solar Century had also come on 
board, and by 2014 Ecover had signed up too.

It helped that we had set out our intentions clearly 
and that we were wishing for things that we wanted 
as a business without any other ulterior motive. 

So when each of those relationships happened, it 
seemed to be for the right reasons.

The feedback we got was ‘You’re tiny, but what 
you’re doing is good and that’s why we think you’re 
worth talking to.’

1
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2
YOU CAN BE PRINCIPLED 
AND ADAPTABLE

Tom and I had begun working together when we 
lived in the same flat. We had fallen in love and 
wanted to spend more time together. Tom had a 
job making fireplaces more energy efficient and 
I was working as an electronics engineer for a 
company that made signalling systems. They were 
interesting jobs, but they didn’t seem fulfilling.

Together, we quit our jobs to form a branding 
agency. Actually, we didn’t have any branding 
experience at the time, we just knew that a lot 
of ethical companies made great products but 
marketed themselves poorly. 

Together, we spent a long time studying what was 
needed and began building a business. But, as 
we began to gain clients, we realised that what 
these emerging companies really needed was not a 
branding service, but a website design service that 
would give them a public profile. 

The more we looked at WordPress, the more 
we realised that most companies didn’t want 
proprietary systems that would lock them in to 
working with a single web design firm. Instead, they 
were looking for a system that they could share and 
which would evolve over time. 

At the same time, Bloomberg and No 10 Downing 
St were moving their platforms onto WordPress. 
We began to specialise in WordPress and for over 
a decade, we’ve been using it at scale for ‘positive’ 
business, the public sector and charities. We had 
found our niche.
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3
NO MATTER YOUR SIZE, 
YOU CAN STILL SAY ‘NO’

It was very tough in the early years. We worked for 
four years before we had a decent income. We just 
knew we had to make the business work, because 
we’re not the sort of people who take orders very 
well – we’re too rebellious! 

Throwing in the towel was not an option, so we put 
our ethics before food, and said ‘No’ to things we 
didn’t want to do. In some ways, it was lucky that 
we had enough savings from our previous jobs and 
we didn’t have kids – because it’s really not easy if 
you’re poor.

We turned down a lot of clients. But then, as we 
built a really good portfolio of companies, we 

began attracting other more ethical clients. 
Over the years, not everyone has shared our 
approach, and we’ve lost some huge accounts, 
including one or two when it almost bankrupted the 
business, as we tried to get rid of them. 

But today many of our staff have been through 
those experiences with us and they understand that 
as a company we will continue to stand up for what 
we believe in.  

These days we have a grading system, with a 
red list of companies we won’t work for – anyone 
promoting gambling or binge drinking for instance 
– then there are grey projects, for companies 

who are not doing any damage, but who are not 
necessarily making the world any better. 

Finally, there’s our green list of those who are 
actively making the world better. It’s a grading 
system that still allows people with our business 
to challenge each judgement from their own point 
of view – but it gives us clarity on what we will and 
won’t do. 
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4
BRIGHT  IDEA
If an employee has renewable energy at home, give them an extra day off.

SUCCESS ISN’T ALWAYS 
WHAT YOU THOUGHT IT WAS
You can be too successful! You become stressed 
because you have too much work and can’t serve 
everyone. 

Clients all come at once, like buses, and then all 
disappear at once. When they all arrive together, 
you can have the illusion of success and until 
something like the Coronavirus comes along and 
you realise, it’s an illusion. 

Success is definitely subjective. For me, if everyone 
is happy and getting training time and also time 
with their family that’s success. If the business was 
making more money, but we were all working 
evenings and weekends, I would consider that as 
a failure. In the same way, when we’ve had too 
many employees, I felt that I am losing my personal 
connection with the staff, whereas the way it is now, 
I can maintain my sanity and it feels controllable. 
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5
BUILD THE WORLD 
YOU WANT TO SEE
We offer our staff incentives that might be 
considered unusual at other companies. For 
instance, if you have renewable energy at home, we 
give you an extra day of holiday. It was an idea that 
began three years ago and now for the first time, as 
well as using 100% renewable energy at our offices, 
our staff also use 100% renewable energy at home 
too. 

Of course, not every one of our staff is as excited by 
the idea of renewable energy as Tom and I, but they 
like the time off – so that’s why they all do it.

Our team also get a day off either side of their 
holiday if they go by train, rather than travelling by 
plane. It is an idea that not only gives them extra 
time off, but makes it a more leisurely journey to 
come back from wherever they’ve been. 

We also pay for their use of Santander bikes and we 
encourage the use of electric taxis. There’s even a 
company policy of encouraging staff to eat plant-
based meals at our company Christmas meal and 
on team outings.
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6
HIRE POSITIVE PEOPLE AND 
GIVE THEM SOME FREEDOM
We look to hire people who have a positive intent, 
whether that means they have passion for trying 
to end homelessness, living more sustainably, or 
even to just raise their children well. Although that 
stipulation certainly doesn’t mean that we expect 
everyone to have the same approach to life – if 
everybody thought the same way you definitely 
wouldn’t stand to benefit that much as a company. 

While we’re based in Somerset House in central 
London, we have also always encouraged remote 
working. My husband Tom and I go in two to three 
times a week. Until lockdown, every Thursday 

was a fixed London day for all the staff, although 
some team members prefer to work from the office 
more regularly.  We have definitely noticed the 
importance of checking in on one and another, 
without regular contact it can be lonely for people 
working from home – and it’s something that’s 
important to monitor.

Over the years, because we encouraged people 
to be nice to each other, we occasionally found 
some people were able to get away with naughty 
behaviour and it’s something we’ve learned to 
deal with. When somebody is hiding, or not 

contributing, you need to be in a position to give 
the right feedback that stops them acting that way 
and addresses that behaviour. We’ve definitely got 
better at that over the years – but, at the same time, 
we’re also very lucky with the staff we have today.
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We were working with Ecover and our contact there 
kept saying we should join them and become a 
B Corp, but we always felt confident that we were 
working sustainably as a business.

Then in 2016, we changed our minds. Tom filled out 
the assessment and we were shocked – we didn’t pass. 
We thought: ’How is that possible?’. 

But, while we were doing everything right, we had no 
framework or model to compare ourselves to.

So, we were delighted when we were finally certified 
in March 2017 in time for our 10th anniversary and we 
celebrated with a party and gluten-free cupcakes!

7
FACT BOX
NAME Wholegrain Digital

BUSINESS Sustainable website design

MISSION To create the best websites in the world, use our business as a force for good, 
and help to accelerate the shift to an Internet that’s good for people and planet

FOUNDED 2007

FOUNDER Vineeta and Tom Greenwood

EMPLOYEES  16

TURNOVER £750,000 per annum

BECOMING A B CORP IS A
CAUSE FOR CELEBRATION



18

CREATING 
SOMETHING NEW AND 
GOING AGAIN IS PART OF 
BRITAIN’S SMALL BUSINESS DNA
18
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Simply Business reflect on how they’re supporting 
SMEs during a time of crisis

At the start of this year, there were 5.8 million small 
businesses in the UK. Nearly one fifth of them were 
estimated to have gone bust in the first month of 
the COVID-19 crisis.
 
How many survive the year is still anyone’s guess: 
builders, decorators, hairdressers, accountants, 
cleaners, IT consultants, freelance writers, caterers 
and hospitality workers are among the many under 
threat.
 
In recent weeks, the online insurance broker, Simply 
Business, has been one of the many organisations 
who have been working to provide support for this 
network of entrepreneurs that are so vital to our 
economy.
 
“Our core customers are small businesses and the 
self-employed. These are audiences who have 

been hit particularly hard by COVID-19 yet are 
people with families, livelihoods and big dreams 
to protect,” says Alan Thomas, UK CEO, who we 
spoke to straight after he’d held a video Q&A 
session with staff across Simply Business.
 
“Initially we received a lot of calls from business 
owners who have paused their work to look after 
their children, with the expectation that they can be 
back out working in a couple of months.”
 
Across the country, insurance companies were one 
of the first ports of call for many small business 
owners anxious about survival. We’ve been trying to 
help small business owners understand and access 
the significant packages of government support 
that’s been made available. 

We’re confident opportunities for entrepreneurs will 
emerge again when we’re out the other side, but 
for now people need to get through this difficult 
period,” Alan says. 

ALAN THOMAS
Simply Business UK CEO
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From our customers’ perspective, the area that 
we immediately doubled down on was working 
hard with our insurers to provide flexible payment 
options. This enabled a relatively quick and easy 
process for customers who need to pause or cancel.
 
“Our passion is our business. So, when big 
moments like this happen it creates an emotional 
strain. But the ability to create something new, 
to go again one better – is in the DNA of small 
businesses across the country.”
 
Currently, the insurance industry faces underwriting 
losses of £84 billion from the COVID-19 crisis, a 
figure that is likely to double once the slump in the 
value of investments is taken into account. But it 
won’t be down to any one industry to foot the bill 
for a global pandemic, more likely it will require 
unprecedented government intervention to support 
small businesses and rebuild the economy, he says.
 
Given the pandemic has not been a standard 
risk covered in policies, the industry has been 
able to respond in other ways. Some large motor 

insurers have returned their premiums to customers 
and others have allowed their most vulnerable 
customers to stagger payments. 
 
Meanwhile, the effectiveness of business 
interruption insurance, a type of insurance cover 
that is designed to protect loss of income after a 
disaster, will continue to be debated and will now 
be put before the courts by the Financial Conduct 
Authority in the months to come.
 
The Simply Business business model means the 
company has a myriad of connections to small 
businesses, but it’s been some time since the 
adjective ‘small’ applied to the company itself. 
 
Created in the heady start-up rush of 2005, the 
company became one of the original ‘insurtechs’ – a 
small group of companies who pioneered the use 
of technology to solve problems in the insurance 
industry.

Three years ago, the company was sold to the 
Travelers Insurance Group, one of America’s largest 

insurers – famed for being the insurer of NASA 
astronauts on the Apollo space programme. Today, 
after a sustained period of growth, the company has 
a customer base of over 680,000 small businesses 
and landlords across the UK – making it the UK’s 
biggest commercial insurer. 

BRIGHT IDEA
If your business can scale quickly, so too can your social impact.  

OUR CORE CUSTOMERS ARE 
SMALL BUSINESSES AND THE 
SELF-EMPLOYED. THESE ARE 
AUDIENCES WHO HAVE BEEN 
HIT PARTICULARLY HARD BY 
COVID-19 YET ARE PEOPLE 
WITH FAMILIES, LIVELIHOODS 
AND BIG DREAMS TO PROTECT.

“
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It has now also expanded with a business division 
in Boston, Massachusetts, to crack the tough but 
significant US small business insurance market.  

This rapid growth has also been matched by an 
impressive track record on workplace culture – with 
Simply Business being awarded The Sunday Times 
‘Best Company To Work For’ over successive years 
in 2015 and 2016. 
 
The following year, in 2017, the company 
also became B Corp accredited and began its 
partnership with the England Amputee Football 
Association.
 
“These developments have been important to us, 
because we believe that at work happiness and 
productivity are inextricably linked,” Alan says. 
“Making sure that we’re creating an inspiring place 
to work has an important influence of delivering the 
best experiences for small businesses.”
 
Sharing hobbies, interests and socialising together 
informally throughout the company, with get-

togethers like yoga classes and film screenings, has 
been an important part of that recipe.
 
“Our culture is a huge source of pride for us as a 
business. But we are always thinking about how 
we keep those things alive; B Corp is a really good 
way of doing that. We saw it as a way of taking 
commitments a step further by being part of a 
growing movement.
 
“It has helped us to crystallise the importance of not 
only being there for our customers, but of looking 
out for each other and the communities we live in. 
There’s a strong belief that we can and should have 
a positive impact on the society around us. 
 
“The fact that we have scaled a lot over the past 
five years means that the social impact we’re 
making can grow and scale as well.”

FACT BOX
NAME Simply Business 

BUSINESS Online broker of business insurance

MISSION To create something better for our 
people, society and the environment. We want to 
change the insurance market for the better – both 
for the people working in it and our customers – 
and we believe a world class company culture is 
crucial

FOUNDED 2005

EMPLOYEES 650

TURNOVER £100m per annum
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JULIE RICHARDS
Delivery Portfolio Director, Guardian Media Group

PUTTING PURPOSE BEFORE 
PROFIT IS A CRITICAL 
PART OF THE GUARDIAN’S 
HERITAGE, EVEN IF THE 
CURRENT UNDERSTANDING 
OF ‘PURPOSEFUL BUSINESS’ 
IS A FAIRLY RECENT 
PHENOMENON.
The Guardian was set up in 1821 with a 
commitment to enlightenment values, liberty, 
reform and justice, and a desire to hold the 
powerful to account. For nearly a century the 
Guardian has been owned by the Scott Trust, whose 
mission is “to secure the financial and editorial 
independence of the Guardian in perpetuity and to 
safeguard the journalistic freedom and liberal values 
of the Guardian free from commercial or political 
interference.” 

Editorial independence and holding power to 
account remain the cornerstone of Guardian 
journalism, as our editor-in-chief, Katharine Viner, 
laid out in her essay – a mission for journalism in a 
time of crisis. But we are also challenging ourselves 
more widely across the entire business – looking 
at how we live up to the Guardian’s values in 
everything we do. As part of this we decided to 
look externally to see if outside certification could 
offer something – which is why we decided to start 
the process to become B Corp certified. 

It’s a very challenging time for news organisations 
– quality, investigative journalism takes time and 
costs money, and we’re facing a systemic decline in 
print revenue and a complicated digital advertising 
system where tech giants swallow most of the ad 
money. Many organisations might decide to take 
the easy route and put values on the backburner 
whilst getting what revenue they can, but that is not 
who we are. 

We have a strategy built on creating deeper 
relationships with our readers, and we now receive 
a growing proportion of our revenue directly from 
them. This relationship with our readers comes with 
greater responsibility, and a keener understanding 
of their expectations, concerns and aspirations. As 
our editor-in-chief said, “our relationship with our 
readers is not transactional: it is about sharing a 
sense of purpose and a commitment to understand 
and illuminate our times.”

Our readers – and increasingly consumers in general 
– are now incredibly interested in the ethics of the 
business, and can see through brands who are 
hooking onto social causes with no real substance. 
They want to support companies and brands who 
align with and live up to their values. This makes it 
even more important that we can demonstrate the 
values they have come to expect from us in a way 
that is tangible, meaningful and transparent. The 
same is true for our staff who care deeply about our 
mission and values.
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Becoming a B Corp, therefore, felt like a natural fit 
for us. It has a rigorous and exposing process that 
challenges organisations to think deeply about 
how to measure and improve across a range of 
areas – such as environmental impact, governance, 
transparency and societal impact. We scored highly 
for our societal impact and working conditions 
which was great validation of work we’ve done over 
the years, but certification is part of an ongoing 
commitment to keep improving across all areas, 
and we recognise there are areas where we need to 
improve.       
      
Environmental issues are core to our journalism and 
increasingly important to our readers who recognise 
the urgency of the climate crisis. Building on our 
investigative journalism and initiatives including 
changing the language we use to describe the crisis, 
we have committed to reach net zero emissions by 
2030. We are now undertaking a thorough review of 
our carbon footprint and working with our suppliers 
and partners to make significant changes. We have 
also since stopped taking any advertising from fossil 
fuel companies. 

BRIGHT IDEA
Ban fossil fuel advertising. “

JULIE RICHARDS Delivery Portfolio Director, Guardian Media Group

PEOPLE ARE RE-EVALUATING 
WHAT IS IMPORTANT TO 
THEM, HOW THEY SPEND 
THEIR MONEY, WHO THEIR 
MONEY SUPPORTS AND 
WHAT WORLD THEY WANT TO 
LIVE IN. 
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We are currently living through unprecedented 
times with the COVID-19 pandemic, riots in the US 
and protests around the world. In many ways these 
crises are shining a light into the way we live, and 
the structures that underpin everything. 

We are looking with new eyes at the role that 
governments, experts, businesses and we as 
individuals, play in this world. People are re-
evaluating what is important to them, how they 
spend their money, who their money supports and 
what world they want to live in. 

We are already seeing examples of businesses 
stepping in to respond in positive ways to the 
pandemic, and even if and when these crises 
subside, we will see an expectation for businesses 
to play a positive role in our societies. The evidence 
has shown just how rapidly we change things if we 
really want to, and people will be aware of this and 
keen for tangible evidence.

News organisations are used to holding others to 
account and scrutinising the way that they live up to 

their commitments, but as an industry we are less 
used to making ourselves the story and opening up 
about how we conduct ourselves. By committing to 
the B Corp process we have exposed ourselves to 
the scrutiny of outside accreditation. 

We recognise that we have room to improve and 
welcome the challenge, as well as the support and 
chance to learn from, and share with, the B Corp 
community. We are proud to have been the first 
major media organisation in the world to become 
a B Corp and to set the standard for accountability 
and transparency in our industry.

In today’s fractured world trust is the most precious 
commodity for any news publisher and it is one 
that is increasingly being challenged in our current 
political and social climate. Our commitment, 
transparency and ambition to live by our values is 
an important reason why our readers trust us, and 
why we hope they will continue to support us and 
Guardian journalism.

BRIGHT IDEA
Ban fossil fuel advertising. 

FACT BOX
NAME The Guardian 

BUSINESS News platform

MISSION Honesty, integrity, courage, fairness, 
and a sense of duty to the reader and the 
community

FOUNDED 1821

FOUNDER John Edward Taylor

EMPLOYEES: 860

REVENUE: £224.5 million per annum
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AROUND THE WORLD, 
COMPANIES ARE 
ACKNOWLEDGING THAT 
OUR CURRENT SYSTEM IS 
EXHAUSTING OUR RESOURCES, 
EXACERBATING INEQUALITY 
AND FAILING TO RESPOND 
TO DEEP SEATED ISSUES LIKE 
CLIMATE CHANGE. B CORP 
BELIEVES THEY HAVE A PLAN 
TO CHANGE THAT.
Here, Executive Director at B Lab UK, Chris Turner, 
explains why. 

Has the pandemic been an opportunity for B 
Corps to show what they really stand for? 

COVID-19 has placed enormous strain on all 
companies, but in B Corps you can clearly see their 
underlying principles when they have to make

THERE 
IS A  
PLAN 
B 

Interview with Chris Turner, Executive Director at B Lab UK
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reflex decisions: purpose is embedded within the 
business. As soon as the crisis hit, Danone – which is 
the biggest B Corp in the world – launched a €200 
million fund to provide grants and loans to small 
businesses in their supply chain who were suffering. 
A business that wasn’t balancing purpose with profit 
would simply have ditched the small suppliers in 
favour of larger, more secure businesses, to protect 
the security of their supply chain. 

We’re also seeing all sorts of innovation come out 
of the crisis. The clothing company Finisterre began 
making fabrics for gowns and PPE for NHS workers, 
while Lifesaver supported front line workers in 
hospitals with their powerbanks so that they can 
charge their phones.

What is the ambition of B Corp?

To create an economy that works for everyone, 
because previously, the pursuit of profit had come 
above all else. There are two root causes which 
are built into our corporate systems and are the 
cause of so many of our problems: shareholder 

primacy and governance frameworks. Both have 
allowed businesses to exacerbate the climate 
emergency and societal inequality. We want to build 
a regenerative economy; one that captures and 
cultivates positive impacts on the environment and 
society.

How does it fix the system? 
 
B Corp assesses a business’ governance and their 
commitment to workers, customers, community and 
environment. If they meet our standards, we require 
them to maintain a triple bottom line: People, 
Planet, Profit. In the UK that means legally changing 
your articles of association to define the purpose 
of the business as looking after people and planet 
alongside shareholders. The reality is that this can 
affect profit – which is why we call it a balancing act 
between profit and purpose. Ultimately, decisions 
come down to the directors who are performing this 
delicate act, so they need to be empowered and 
protected by the new articles. They need to model 
the kind of leadership we should expect from all 
businesses.
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Is it true B Corp began through basketball? 

The movement was born in America. Originally, 
there were three founders who all met at Stanford 
and ran a business called And1, which was the 
second biggest basketball brand in America after 
Nike. The success they built was based on B Corp 
principles – before B Corp came into existence – 
putting looking after people and planet on as an 
equal footing as their shareholders.

However, when they sold the business and stepped 
away, they saw all of those principles being taken 
apart. All of the amazing culture and non-bottom 
line initiatives were gradually dismantled by the 
new owners as it refocused on the bottom line. The 
desire was to create a framework that could embed 
all of that purpose, rather than something that could 
be washed away with a change of ownership.

How quickly is the movement spreading?

In the UK, we have just hit 300 members since our 
launch in 2015. This rate of growth is getting faster 

and one of biggest challenges we face is capacity – 
all verification is done by a central, global body but 
this means that they are having to scale and learn 
new markets rapidly. In the UK alone, we are hoping 
to add 125 new businesses this year. 

Why is it relevant to employees?

The upcoming generation want to know ‘does this 
business care about what I care about?’. A B Corp 
certification is a way of providing a credible answer 
to that question. It is a shortcut for people to certify 
and know that this is a business that balances 
purpose and profit, and the number of recent job 
applicants who reference B Corp as one of the 
reasons they are applying at a particular business is 
growing considerably. 

How are you driving innovation?

The steps that B Corps take to integrate purpose in 
their governance, and to measure and manage their 
impact, have led to a wide range of innovations. For 
example, Danone secures loans and financing, as a 

multinational, where the interest rate is contingent 
on their B Corp score. This is a fantastic way of 
pulling together investment for their business, 
but ensuring that it is working in tandem with 
their score. innocent also link their bonuses to 
their B Corp score, which means it’s not only a 
tangible metric for the impact of a business, but for 
employees as well.

WE WANT TO BUILD A 
REGENERATIVE ECONOMY; 
ONE THAT CAPTURES AND 
CULTIVATES POSITIVE IMPACTS 
ON THE ENVIRONMENT AND 
SOCIETY.

“
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Is B Corp right for everyone?

Doing the assessment, which can be a labour 
of love, is not right for a business that needs to 
prioritise their people and put other things first to 
ensure survival. We have to be realistic on that front. 
We also know that not every business will become a 
B Corp, but we understand what role we can play in 
inspiring businesses to behave in a certain way. We 
need to empower businesses to be better.

Where do you get your money from?

The funding model varies around the world, but in 
the UK we are funded by the annual certification 
fees of our B Corps. Thankfully, we have a diverse 
community in the UK and a good range in size.

How does it work? 

There is a network of B Labs around the world – UK, 
USA, Canada, Australia, New Zealand and more – 
called the Global Partners. 

We then have two global B Lab bodies: B Lab 
Global, which deals with the coordination of global 
partners, and the Standards Trust, which does the 
verification and assessment of businesses. It is 
an independent global body which receives the 
assessment, marks the homework so to speak and 
awards certification.

B Lab’s global growth has been driven from the 
ground up – there is no global HQ saying we 
are going to launch in France or Hong Kong, for 
example. Organisations are coming to us and saying 
they want to be B Lab France and we then have the 
beginnings of a movement.

This is what happened in in the UK in 2015, when B 
Lab UK was launched. Our co-founders James Perry 
and Charmian Love grabbed hold of the idea and 
got 40 businesses as a launch cohort of B Labs, and 
made it happen. 
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“

CHRIS TURNER  Executive Director at B Lab UK

THE UPCOMING GENERATION WANT 
TO KNOW ‘DOES THIS BUSINESS 
CARE ABOUT WHAT I CARE ABOUT?’. 
A B CORP CERTIFICATION IS A WAY 
OF PROVIDING A CREDIBLE ANSWER 
TO THAT QUESTION.

31
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“
WE MUST BE 
THE CHANGE WE 
SEEK IN THE WORLD.

2/5
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KRESSE WESLING MBE
Co-Founder of Elvis & Kresse

RESCUE & REVALUE
AFTER A DISTINGUISHED 
CAREER FIGHTING FIRES, ALL 
FIRE-HOSES EVENTUALLY GET 
RETIRED. 
Rather than going to landfill, myself and my 
partner proposed to rescue, revalue and reuse the 
material, transforming it into luxury bags, wallets 
and belts. We set up Elvis & Kresse in 2005 and, 
since then, more than 200 tonnes of material have 
been reclaimed, with no London fire-hoses going to 
landfill. 

Our business is rare because we don’t start with 
design, we start with an industrial waste problem. 

When we started, some parts of the industry 
thought that was at the fringe of what was possible. 
There was a lot of joking and wry comments from 
doubters – I’m sure that some thought we might be 
around for a year and then fall apart! Ultimately, it 
was our customers that kept us going. 

There was always support for our products from 
people who thought it was intriguing enough as a 
concept, on top of the quality. When you couple 
that with our profit pledge – 50% goes back to 
the Fire Fighters Charity – it meant that we had a 
community of supporters behind the brand. 

They understood what we did and wanted to tell 
the brand story on our behalf from day one. It’s 

impossible to ignore the value of that because it’s 
not just the 66,000 or so fire personnel supporting 
us, but also the enormous amount of people they 
touch directly or indirectly. We never thought of that 
as marketing – it was simply the truth. 

The future that I want is where ‘marketing’ is the 
transparent truth, where companies compete to 
actually be the most wonderful, the most authentic. 
They don’t compete on the breadth of their 
communication or the amount of celebrities or ads 
they have – they just have to actually be the best, to 
be the most giving. I want a world where the truth 
supersedes everything else.
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When materials are simply destined for landfill or 
the incinerator, we lose their quality, narrative, and 
the opportunity to do something great. After fire-
hoses, we began working with many other materials: 
parachute silks, printing blankets, coffee sacks, 
auction banners and leather. We started looking 
at the latter after someone who made beautiful 
saddles sent us a bag of all the leather waste he 
generated in a year. We immediately thought, ‘if 
this operation is making that much, what is the 
wider industry producing?’. 

A 2010 UN report estimated that leather off-cut 
waste was produced globally to the tune of 800,000 
tonnes  – that’s an enormous amount going to 
waste, particularly when it’s brand new material that 
has never been used. We also knew that the figure 
was an underestimate because a lot of companies 
under report the amount of waste they produce. 

So, we designed a system which transforms these 
fragments into components which are then hand 

woven into a new kind of hide, which is unrestricted 
by size or shape. We now have an open workshop 
and are half way through a 5-year partnership with 
the Burberry Foundation to transform their leather 
off-cuts into new luxury items. 

We want to share our solution with anyone who 
produces leather – or any self-edging textile – 
around the world. Using the circular economy as a 
philosophy, we’re not just trying to make sustainable 
products, but create systems for change.

For us, profit is simply the baseline for a business, 
it’s WD-40, greasing the wheels.  Money isn’t the 
most important thing to consider and it certainly 
isn’t something that you should be celebrating.

When you have the privilege of designing a 
brand-new vision from scratch, your plan has to 
be beneficial for people and for the environment, 
rather than yet another net extraction or 
exploitation.
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People’s automatic assumption around success is 
that it is related to growth and profit. We have to 
learn to attribute success to whether workers are 
happy, paid well, and whether that the enterprise 
has a net regenerative effect on the environment. 
Right now, the definition of success is catastrophic 
for the planet, and at the same time, entrenching 
inequality. When I talk to young entrepreneurs and 
they ask: ‘what’s your best advice for starting a 
business’, I reply, ‘if you are not addressing some 
of the SDGs with your business design, then what’s 
the point?’. When you have the chance to do 
something spectacular, why wouldn’t you choose 
creativity, empathy and humanity? 

We’ve always been a certified social enterprise and 
very much a part of the wider movement, but we 
knew immediately that we would apply to become a 
B Corp. We wanted to participate in a movement of 
people all committed to changing the fundamental 
tenets of capitalism and putting planet and people 
on at least the same level as shareholders. We 

also understood how important it is to be part 
of a growing, celebratory movement, one that’s 
not shy to be working in this way and tackling the 
challenges that come with it.

I’ve met B Corp leaders everywhere from Canada to 
China and you always have something in common. 
It is  truly wonderful to be a part of  a community 
who work like us and see the world the way that we 
do: what the world could potentially be. Plus, the 
bigger the movement becomes, the more influence 
we’re going to be able to have on government and 
company policies globally. 

We could solve a lot of problems, right now in 
the UK, if the Companies Act gave businesses 
10 years to end profit maximisation if it is at the 
expense of people or planet. Everyone needs to be 
encouraged to unleash their creativity in meeting 
our environmental and economic challenges – we 
need to be playing by the same rules.

EVERYONE NEEDS 
TO BE ENCOURAGED 
TO UNLEASH THEIR 
CREATIVITY IN MEETING 
OUR ENVIRONMENTAL 
AND ECONOMIC 
CHALLENGES – WE NEED 
TO BE PLAYING 
BY THE SAME RULES.

“

BRIGHT IDEA
Profit is simply the baseline for a business, it’s WD-40, greasing the wheels.  
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The current pandemic has exposed that need for 
change with stunning clarity. Business simply cannot 
go back to usual. Our luxury fashion industry, to give 
just one example, is going to be adversely affected 
because it was never structured for resilience. It 
was built to make profit, and supply chains will be 
the ones to suffer. Coronavirus, however, is a mere 
hiccup compared to climate change. 

If we’re going to survive that, we have to 
profoundly change people’s relationship with the 
natural environment and how they consume. We 
have to see the economy as a subsidiary of the 
environment. We need to understand that the 
natural world is something we’re very much a part 
of and have to participate in, rather than something 
we dominate, own and control. 

Neither Coronavirus nor climate change has respect 
for international boundaries, and both crises 
are going to disproportionately affect the most 
vulnerable people in society. 

Our business proves you can do good in an 
innovative, different way, but we know we can’t 
solve all those structural problems at once. We can 
only be part of a much wider conversation, as with B 
Corps, that seeks to correct those issues, together. 
At some point we have to decide who we actually 
are. What value do we assign people and planet?

FACT BOX
NAME Elvis & Kresse

BUSINESS Luxury lifestyle accessories made from 
rescued raw materials 

MISSION The future of luxury is sustainable, 
ethical, reclaimed, open, generous and kind. 
Create stunning life-style accessories by re-
engineering seemingly useless wastes and 
combining them with traditional craftsmanship

FOUNDED 2005

FOUNDER Elvis and Kresse Wesling

EMPLOYEES  25

TURNOVER We turnover in excess of 20 tonnes 
of waste each year (the elimination of waste 
means more to us than £££)
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IN 1972 THIS 
MAN CHANGED 
HOW COMPANIES 
VIEWED THE WORLD
AS THE FIRST UK DAIRY COMPANY TO GAIN B CORP CERTIFICATION 
THREE YEARS AGO, DANONE ESSENTIAL DAIRY & PLANT-BASED IS 
ALSO ONE OF THE BIGGEST CHAMPIONS OF THE MOVEMENT. 
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ADAM GRANT
Regional Vice President of the UK, Belgium, Netherlands & Ireland

Here, Regional Vice President of the UK, Belgium, 
Netherlands & Ireland, Adam Grant, explains why 
B Corp is such an important part of the business’ 
DNA.
 
Gaining our certification in the UK in 2017, we were 
very proud to be one of the first Danone entities to 
undergo the rigorous B Impact Assessment and join 
the B Corp movement. 

Today, over 30% of Danone’s total operations 
around the world are accredited B Corp. And as a 
global business we’re working hard to transform 
all our subsidiaries into B Corps by 2025. This is a 
movement that we’re excited to be part of building 
both in the UK and internationally. 

The idea of using our business as a force for good is 
also deeply connected to our own history.

1972 marks a pivotal moment in our history as a 
company, when our then-CEO Antoine Riboud 

gave a speech to an audience of nearly 2,000 
businessmen and women in Marseille. Antoine told 
his audience: 

THE FRONTIERS OF THE 
COMPANY DO NOT STOP AT 
THE FACTORY GATES. 

IT IS CLEAR THAT GROWTH 
SHOULD NO LONGER BE AN 
END IN ITSELF, BUT RATHER 
A TOOL USED TO SERVE THE 
QUALITY OF LIFE WITHOUT 
EVER BEING DETRIMENTAL TO 
IT.

“
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The speech itself made a series of prophetic 
observations about the issues facing business in the 
future. It became an extraordinary articulation of 
the faith and vision, not only for the company, but 
for many others, and it made Antoine Riboud one 
of the chief promoters of the idea of sustainable 
development. 

PIONEERING
Today at Danone, we still challenge ourselves to 
fulfil that pioneering role.

Our CEO Emmanuel Faber is a global champion of 
the B Corp programme and we have a ‘One Planet, 
One Health’ mission with clear goals to deliver 
against our values. 

For us, becoming a B Corp has built both our 
heritage and our dual social and economic role.

Since setting out on our B journey in 2017, we have 
been continually challenging ourselves to do better 
and go even faster. It’s in the culture of our business: 

it’s all about trying to create a movement and make 
change happen. 

DANONERS LIVE OUR B 
CORP VALUES
One of the most fundamental changes we’ve 
noticed from becoming a B Corp has been the 
reaction of our staff. It’s been incredible. When we 
asked people to volunteer for the B Corp team, we 
were overwhelmed by the number of people who 
put their hand up. 

One way in which we’ve been activating the B Corp 
programme with employees is through developing 
and activating our volunteer programme, in 
partnership with another B Corp, Neighbourly.

We offer an extensive volunteering programme with 
no limit on the number of days people can take 
to volunteer. Recently, through lockdown we’ve 
been working with Neighbourly to allow people 
to volunteer remotely. We’ve been very pleased 
to be able to allow a quick and highly successful 

transition for our staff to be able to volunteer in 
their communities from home. 

BRIGHT IDEA
Unlimited volunteering days.
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Each year when we do our annual employee survey, 
people tell us B Corp is one of the major initiatives 
that make people proud to work for Danone. Our 
employees are also constantly helping to drive us 
forward. Being a B Corp means striving to always 
achieve more as a genuinely progressive business. 
We will be going through recertification later this 
year and we’re already looking at what we could 
push ourselves to achieve. 

BUILDING A MOVEMENT
There are now around 40 B Corps in the UK food 
and drink sector, and more than 3,000 B Corps 
across 150 industries in 71 countries. We want to 
help build this influential community even more, 
to leverage the current opportunity to build back 
better and accelerate positive change. 

We hope in the future all our suppliers will have the 
same values and aspirations as us and want to come 
on a similar journey to use their businesses as a 
force for good too.

I regularly have conversations with big suppliers, 
retailers and multinationals and many of them are 
very interested in beginning the process to become 
a B Corp. At some time in the future, I can imagine 
it may even be a decision factor for who we decide 
to work with. 

It’s already a key decision factor for our internal 
ways of working. For example, all our innovation 
projects today are looked at through a B Corp lens. 

We consider the environmental sustainability and 
social implications and we stop projects if there 
are not green lit from a B Corp point of view. For 
instance, we’ve now taken the decision to stop 
producing polystyrene yogurt pots in the UK by 
2021 in favour of more recyclable packaging. 

B CORP WILL BE A VISIBLE 
MARK OF TRUST
Our belief in the values of B Corp is something 
we’re keen to share with others too, particularly to 
help consumers see B Corp as a mark of trust. This 

year we launched our Danone brand of yogurts in 
the UK & Ireland and we wanted to tell the story 
of B Corp on our packaging. We were launching a 
product with 100% recyclable packaging, with very 
clear labelling, and no added sugar. It felt like the 
right moment to be engaging our consumers with 
what a B Corp product could look like.

BUILDING A COLLABORATIVE 
COMMUNITY
There’s a lot of rhetoric in the business world, but 
ultimately we need to see businesses activating and 
moving forward together. Our world is facing some 
of its biggest challenges – packaging, food waste, 
biodiversity, climate change, malnutrition, to name 
a few – and we need businesses to collaborate to 
address some of these crucial issues together. 

What I particularly like is the importance of 
interdependency in the B Corp community and the 
way you collaborate with other businesses to come 
together as a force for good. 



42

Antoine Riboud called his autobiography ‘Le 
dernier de la classe’, and it tells of how he came last 
in his class as a young student. Yet, despite the slow 
start, Riboud grew up to be an international thought 
leader and pioneer. In 1972, as the then CEO of 
Danone, he gave a speech that broke new ground 
for the business world. 

Riboud had been influenced by recent social 
movements and in particular the widespread 

civil unrest which caused 10 million students and 
workers to paralyse France for seven weeks in 1968, 
bringing the French economy to a halt and forcing 
President Charles de Gaulle to flee to Germany.

In the speech to 2,000 executives in Marseilles, he 
sought to reunite business and society, telling his 
audience: “That a company takes into account all 
its stakeholders is not an act of faith, but an act of 
reason: no company can thrive in a desert.”

“Let us conduct our business with the heart as well 
as with the head, and let us not forget that if the 
Earth’s energy resources have limits, those of man 
are infinite if he feels motivated.”

His speech – and his comments about the role of 
a company outside its factory gates – are today 
considered one of the sparks that help to ignite 
the later movement towards corporate social 
responsibility.

ANTOINE RIBOUD 
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A good example is the approach we’ve taken with 
a kid’s yogurt pouch in our new Danone range. We 
reached out to another B Corp, Ella’s Kitchen, who 
also used pouches. Then we built a joint relationship 
with Terracycle where they take them and recycle 
them into playground materials, outdoor chairs, etc. 
Through these B Corp relationships, we’ve been 
able to find a mutually beneficial solution to this 
packaging challenge. 

Instead of trying to ‘out industrialise’ each other, we 
should be trying to ‘out collaborate’ each other. We 
have a responsibility to build a sense of movement 
and try to do things differently for the planet and its 
people.

BIG AND SMALL
I’m fortunate to be on the B Corp Ambassadors 
group for the UK and Ireland and we’re many 
different sizes: from a small business based in 
Cornwall, to larger businesses like innocent. But 
when we sit down as a group it doesn’t matter 

where you are from, it is much more about the 
mindset you have to learn from each other and be 
interdependent. 
 
There are a lot of organisations who offer 
certification and ratings, but B Corp is about taking 
into account lots of different stakeholders and 
behaviours. It is about a more holistic approach for 
the business ecosystem than other things we have 
seen. 

THIS WILL ONLY CONTINUE…
The B Corp agenda is important to us; we know 
we’ll never be perfect but that doesn’t stop us 
working to continually improve ourselves and inspire 
others to join us. 

We have to be humble enough to know we have 
many areas to work on, but we’re also ambitious 
about what could be achieved. We want to push 
ourselves to do better, to keep improving with each 
B Corp assessment, to increase collaboration as 

much as we can, and to play our part in making this 
a movement that will help business to become a 
force for good – not only in the UK & Ireland – but 
all over the world. 

FACT BOX
NAME Danone

BUSINESS Multinational food company

MISSION To bring health through food to as 
many people as possible

FOUNDED 1919

EMPLOYEES 106,000

TURNOVER £22.4 billion per annum  
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WELL BEFORE SHE HAD HER WAY WITH THE COCOA 
INDUSTRY, SOPHI TRANCHELL MBE DEVOTED HER LIFE TO 
SOCIAL JUSTICE. 
A feisty anti-apartheid activist in her youth, her insistence on conscious consumption led to a brave 
new foray into the chocolate industry, as she joined the newly-formed Divine Chocolate in 1999. 
Sophi has since driven the agenda for social enterprise with a winning combination of insight, 
exasperation and formidable zeal.

A firebrand who has paved the way for so many others, Sophi speaks openly about how Divine 
became a textbook case for social enterprises in the UK and beyond.

Interview with Sophi Tranchell MBE, former CEO of Divine Chocolate
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On Making A Difference 

I am a relentless optimist; I passionately believe that 
people can make a difference to the world they live 
in by becoming conscious consumers. 

When I was younger I was an anti-apartheid 
campaigner, mobilising people to boycott products 
from countries where there was racial conflict; 
that’s why I knew that Divine Chocolate had an 
opportunity to do something really unique. 

It was a chance to convert a commitment towards a 
better world into a positive purchasing decision. As 
a result, Divine became one of the founding social 
enterprises in London.

On Being an Activist Organisation

We have always been a pioneering company. 

The first people to coin the phrase ‘social 
enterprise’ in Britain were Social Enterprise London, 
of which we were one of the founding companies. 
So, I’ve seen that grow and I was a social enterprise 

Ambassador during the Gordon Brown era when it 
was also a funded programme. 

Today, it is easier for companies to be genuinely 
purpose-driven because Divine, Cafédirect and a 
few others paved the way. 

On Alternative Ownership Models

This pandemic has introduced the idea of supply 
chains to people who’ve never really properly 
thought about them, whether it’s the supply chains 
for masks and PPE or for food. 

Today, we work with farmers in Ghana, São Tomé, 
Sierra Leone and Malawi. 

As a company we have over 90,000 owners – the 
members of the Kuapa Kokoo cooperative in 
Ghana that own a stake of Divine. We also invest in 
producer support and development programmes, 
in addition to buying cocoa and sugar from those 
farmers at Fairtrade prices.
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Sometimes it seems like consumers don’t recognise 
ownership as part of the solution for reducing 
hardship and inequality for smallholder farmers. It’s 
one of the reasons why our championing of women 
in the workforce will increasingly be a strong, clear 
message for us as we go forward.

On Chocolate and Gender

Chocolate is mainly eaten and purchased by 
women. Women also play a fundamental role in 
producing the main ingredient for chocolate – 
cocoa 

This means that millions of chocolate buyers, when 
they hear the stories of these women farmers, can 
relate to them and the disadvantaged position in 
the supply chain they find themselves in. 

When I started out at Divine Chocolate 21 years 
ago, I tried to sell in the injustice of the cocoa 
industry to mainstream media. I got nowhere. 
Eventually, I cracked the story by telling them: 
“There are loads of women in this supply chain and 
not one has ever tasted chocolate.” 

Strangely, it didn’t matter to the media that those 
women also sent their children to schools where 
they were dying of diseases the western world had 
cured 100 years ago. That really should’ve been 
the story, but the fact that they didn’t get to eat 
chocolate was the one that caught the limelight. 
How awful is that?

On Corporate Competition

At Divine Chocolate, our purpose is our unique 
selling point. It gives us a loyalty that money can’t 
buy. 

Chocolate is a really mature, valuable and 
competitive market and the top three corporate 
players in the industry have been putting their 
products on shop shelves for more than a century. 

We’re always trying to compete with sky-high 
advertising spending and, more recently, a 
proliferation of ethical claims by companies, 
both large and small, making the field even more 
competitive. 

Of course, aside from our unique business model, 
the other reason why Divine is still around 21 
years after I started, is that the chocolate is bloody 
marvellous!

On Improving Livelihoods

Women have been the invisible, unpaid labour force 
on their husbands’ farms for too long. We all know 
that if money reaches women in communities, they 
will invest in health, education and food – all the 
things that make a thriving community.

Generally, when NGOs talk about helping ‘farmers’, 
they really mean men. When you look into their 
interventions, you find out that women don’t turn 
up to the training. Why? Usually, it’s because the 
training is being offered in the wrong place at the 
wrong time, in the wrong language, in a culturally 
inappropriate way. 

On Deforestation

As a business, we’ve found that rewards generally 
work better than punishment.

BRIGHT IDEA
Your purpose is your unique selling point – it gives loyalty that money can’t buy.
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In 2018, Ghana was losing its rainforest faster than 
any other country in the world due to the growth of 
the cocoa industry and the illegal mining industry. 
Wherever we operate, there is often protected 
rainforest close by, where farming is not allowed. 
We check that those boundaries are observed. But 
we also believe that if you pay and support farmers 
properly, it’s in their interests to become guardians 
of the rainforest. 

In Sierra Leone, we have an exciting programme 
that has helped farmers get Fairtrade-certified 
and their Organic certification is on its way. These 
farmers are working on creating a protective buffer 
around the rainforest. In that zone, they don’t cut 
down trees and they don’t kill animals, instead 
discovering different ways to fend them off.

The industry has always leant towards punishment 
as a form of risk management, with the view – ‘Let’s 
locate the baddies, get rid of them and prove we’re 
not working with them.’

Instead, what Divine has tried to do all along is 
be the competitor that irritates the competition, 

precisely because it demonstrates how to do things 
in a better way. 

FACT BOX
NAME Divine Chocolate

BUSINESS Global, farmer-owned chocolate 
company

MISSION Create a supply chain that shares value 
more equitably and serves as a viable model for 
how to secure the sustainable future of cocoa and 
cocoa farming

FOUNDED 1998

FOUNDER The farmers of Kuapa Kokoo voted to 
set up a chocolate company at their 1997 AGM. 
Divine Chocolate was established the following 
year by a team at Twin and the support of The 
Body Shop, Christian Aid, Comic Relief, and 
DFID.

EMPLOYEES  19 staff members in the UK, 12 in the 
U.S
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“

SOPHI TRANCHELL MBE  Former CEO of Divine Chocolate

WOMEN HAVE BEEN THE INVISIBLE, 
UNPAID LABOUR FORCE ON THEIR 
HUSBANDS’ FARMS FOR TOO LONG. WE 
ALL KNOW THAT IF MONEY REACHES 
WOMEN IN COMMUNITIES, THEY WILL 
INVEST IN HEALTH, EDUCATION AND 
FOOD – ALL THE THINGS THAT MAKE A 
THRIVING COMMUNITY.
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On Being a B Corp

I was interested in the idea of being a B Corp from 
the very beginning. It caught my attention because 
it provided a method of looking at the whole 
company, not just the products they sell. 

I’m keen on the idea of having a set of standards 
across a company’s processes, on which it has to be 
assessed on a regular basis. It means you have to 
know that information yourself and have advocates 
inside your company.

Previously, there have been some socially-minded 
business trends that have probably done more harm 
than good. Corporate Social Responsibility, for 
instance, posed a problem. It allowed companies 
to do awful things but feel absolved when they did 
something good. It was purpose-washing, pure and 
simple.

My real hope was that with B Corp you might be 
able to pick up a product and check that company’s 
credentials, including its B Corp score, before 

making a decision to buy it. It’s still my hope today. 
I also think it needs to set a minimum base standard 
on sustainability and employee welfare, among 
others. But to have real success, B Corp needs to 
make a difference for consumers, and not just for 
companies.

On the Future

Without trying to sound too alarmist, as a world 
we face a number of major issues that need to be 
addressed. If we fail to address them soon, we will 
have no world left. 

As Kate Raworth’s book, Doughnut Economics, 
makes clear – if we don’t look at how we can deliver 
for the whole planet while operating within the 
means of the planet, then we can’t survive. 

We have a nine-year window to make significant 
change before 2030. Nine years to change the way 
we live our lives and run our businesses. B Corp has 
shown promise, but there’s no time to get things 
wrong – because we need to get it right quickly. 
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Why did you start Finisterre? 

It was born out of my love for the sea. I wanted to 
build a brand and products that could enable that 
same connection for others. My belief is that when 
you connect someone to something, you’re going 
to instil a sense of guardianship and protection, 
which is a relationship I thought needed inspiring. 
What started in a flat above a surf shop with a 
hardy fleece, back in 2003, has since grown to an 
85 strong company with 10 shops. For us, there’s 
been a reconciliation between rapid growth and 
good growth. In the beginning, our commitment to 
recycled fabrics and responsible manufacturing may 
have slowed us a little, but I’m proud of our journey. 

From day one we’ve been dedicated to product, 
people and the environment, and focused on 
innovation, sustainability and transparency. We set 
out to affect change in an industry that sorely needs 
it.

Why do you have Sea Tuesdays? 

Finisterre is intimately linked to the sea and comes 

YOU LOOK 
AFTER 
WHAT YOU 
LOVE

Interview with Tom Kay, founder of Finisterre
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through everything we do. So, every Tuesday, staff 
are welcome to enjoy it and start an hour later. 
We’re lucky enough to be a 2-minute walk away, 
so whether you want to surf huge waves or take 
the dog for a walk with your other half, go for it. 
People’s relationship with the water is incredibly 
personal and it’s important to renew as often as you 
can. The culture of any workplace is fundamental 
to its success, you need to be in tune with its wider 
purpose, live it, breathe it. People jump in the sea 
whenever the tide is right, regardless of the time, so 
it’s an easy-going but hardworking culture.

How do you work with communities to inspire 
that same connection?

Through the grassroots initiative Get City Kids 
Surfing, we support kids in London by taking 
them down to the coast so they can experience it 
themselves. We also work with Waves of Change, 
a South African charity that helps disadvantaged 
children surf and learn about the sea. Recently, we 
completed our Into the Sea project and produced a 
Seasuit to encourage greater participation in surfing 

for women from all backgrounds and cultures, 
especially those with restrictive attitudes towards 
clothing. We want to improve access to the sea for 
everyone and our global outreach is something 
we’re hoping to step up.

What are the benefits of an honest and open 
brand?

When you have a purpose beyond profit and 
can articulate that honestly – your customers 
and community will always appreciate that open 
dialogue. We’ve just released our first annual 
Positive Impact Report, which looks back at 
our work and how we can improve, with full 
transparency and accountability. People increasingly 
understand that’s the way businesses should be 
run. With that comes loyalty and an affinity to your 
business.

Which sustainability initiatives over the last 
couple years you’ve been particularly proud of? 

Every single one of our products has a story.
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We helped resurrect a dwindling wool supply 
chain from the last twenty-eight Bowmont Merino 
sheep left in the world, use recycled fishing nets 
and marine waste for our swimwear, have mended 
over 6,000 items so they can have a new lease of 
life and make wetsuits out of wetsuits. We’re trying 
to practice circularity as a business model, to really 
close the loop. For us, trying to be a sustainable 
business isn’t cynical, simple PR or marketing, it’s 
who we are and what we’ve been doing for over 
fifteen years. 
 
What steps are needed in the next decade for 
you to transition to carbon net zero? 

We’ve outlined a roadmap for what we need to do 
to reduce our carbon footprint, waste, water use 
and impact on land through agriculture. After a year 
in production we’ve finally created a new product 
bag that’s water soluble, recyclable and completely 
marine safe, replacing 80,000 polybags. That’s just 
the beginning of lots of steps – properly mapping 
our distribution, agriculture and transportation 
footprint, increasing our use of linen and hemp, 

reducing microfibre release from textiles – to get us 
to carbon net zero by 2030. 

How has becoming B Corp certified changed 
the company and what does it mean to you 
personally? 

I had been aware of B Corp for a while and was 
keen to get certified. The process was pretty 
rigorous and looked at all areas of the business 
– from transparency to sustainability, culture to 
governance. We passed in 2018 the first time round, 
which is significant and quite unusual. For me, it was 
confirmation of all those years of work. Having this 
third-party recognition illustrates to new people, 
whether that’s people coming to work for us or 
buy from us for the first time, ‘this business is really 
doing what it’s saying it’s doing, rather than a bit of 
environmental spin’. Greenwashing is thick and fast 
right now and having that approval means not only 
that the business is growing in the right way, but is 
legally committed to pursuits beyond the bottom 
line. No matter what sector, size, or where you’re 
based – if you’re B Corp everyone knows you’ve 

undergone proper testing of how the business is 
run. It’s also invaluable because we now have a 
means to properly measure our growth, giving us a 
direction both internally and externally.

BRIGHT IDEA
When you connect someone to something, you instil a sense of guardianship. You look after what you love.  

FACT BOX
NAME Finisterre

BUSINESS UK outdoor apparel and surfing 
company 

MISSION Design functional and sustainable 
products for those that share a love of the sea

FOUNDED 2003

FOUNDER  Tom Kay

EMPLOYEES  65

TURNOVER  £6.7m per annum
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How is life under lockdown? 

We’ve been donating fabric for a scrubs project 
and have also launched a t shirt design competition 
called ‘rainbows and swallows’, with 100% of sales 
proceeds going to the COVID-19 emergency fund 
appeal. We had over 700 designs entered!

Are you optimistic about the future of our 
oceans and the life within it?

I’m a realistic optimist. We have a serious set of 
problems that need to be fundamentally addressed. 
There’s an urgency because the ocean’s future is our 
future, half the air we breathe comes from the sea. 
We are trying to lead by example by inspiring a love 
of the sea, because you look after what you love. It’s 
my hope that the human spirit can be as resilient as 
nature itself, because we need a sea change now.  

“

TOM KAY  Founder of Finisterre

NO MATTER WHAT SECTOR, 
SIZE, OR WHERE YOU’RE 
BASED  – IF YOU’RE B CORP 
EVERYONE KNOWS YOU’VE 
UNDERGONE PROPER 
TESTING OF HOW THE 
BUSINESS IS RUN. 

53



54

“
ALL BUSINESS OUGHT 
TO BE CONDUCTED AS 
IF PEOPLE AND PLACE 
MATTERED.

3/5
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PUTTING PURPOSE 
INTO PRACTICE
BREAKING NEW GROUND IN THE 
FIGHT AGAINST HUNGER
A significant breakthrough in how severe 
malnutrition is treated is being made possible 
because of a unique partnership between the 
charity Action Against Hunger and the innocent 
Foundation.
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DOUGLAS LAMONT
CEO at innocent

HERE, INNOCENT CEO, 
DOUGLAS LAMONT, 
REVEALS HOW PURSUING 
AN INNOVATIVE AND 
AMBITIOUS AGENDA CAN 
HELP COMPANIES PLAY A 
ROLE IN SOLVING CRITICAL 
INTERNATIONAL CHALLENGES.
Mali is one of the world’s most vulnerable nations; 
it’s also one of its poorest.

Forty two percent of the population lives in extreme 
poverty. Meanwhile, nearly two thirds of the country 
is made up of desert, which leads to chronic food 
insecurity.

At innocent, we’re proud to give 10% of our profits 
to charity, with a large part of this commitment 
going to the innocent Foundation, whose mission is 

to help the world’s hungry. 

In 2014, the Foundation set out on a bold journey 
to make a tackle severe acute malnutrition (SAM). 
At innocent, one of our core values is being 
entrepreneurial. We wanted to carry that spirit into 
the work of the innocent Foundation, so the trustees 
set out to back ideas that could be transformational 
while accepting the risk that they might not work.

One of the first projects we backed through our 
breakthrough ideas approach was a pilot scheme 
presented to us by the amazing charity Action 
Against Hunger. The ambition was to transform 
the treatment of SAM – the most dangerous level 
of hunger – by moving care away from larger 
community centres and bringing treatment directly 
to the villages where it was most needed.  

By taking this approach, the charity believed they 
could reach a far higher proportion of children
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from SAM while continuing to work in a more 
cost-effective way, with the same quality of care as 
traditional health facilities.

While simple in its conception, proving it could work 
and was safe was going to be a real challenge. The 
Foundation invested £1m into the pilot as the sole 
funder. Today, that work is beginning to offer the 
world a breakthrough approach for treatment.

At the time, many young mothers were required 
to walk 20km to the local health centre, which 
meant very few people went. But this new 
pilot programme would be made possible with 
newer, more portable measurement tools and 
improvements to nutritional solutions, which made 
them easier to deliver directly where they were 
needed.

We worked together with the University of Mali and 
Action Against Hunger to create a new programme 
where community health workers would be trained 
to make assessments, using a very simple upper 
arm circumference band and deliver vital nutrition 

supplements – using high protein peanut bars – 
directly in the villages, thereby removing the need 
for travel to health care centres.

In the first phase, this approach doubled the 
treatment rate in a small region of Mali, with 
the second phase expanded across three more. 
Today, the Mali government are now the first 
in the world to change their national policy to 
include training for all community health workers to 
complete diagnosis and treatment for severe acute 
malnutrition. 

Meanwhile, research sites in Mali, Kenya, Niger and 
Mauritania are benefitting from improved diagnosis 
and treatment.  As a result, the United Nations are 
now looking at the programme, which may in future 
inform their global approach. 

For us, at the innocent Foundation, these results are 
exactly the kind of breakthrough we were looking to 
achieve. Our entrepreneurial approach has already 
led to a substantial number of lives being saved, 
and in the future, could form the basis of global 

healthcare policy, saving millions of lives.
 
When people ask me: “Isn’t purpose, vision and 
values just nice stuff to be stuck on a wall?”, we are 
able to tell them that – if you truly live it – it really 
can be transformational. 

BRIGHT IDEA
Bring your entrepreneurial spirit to your charitable work. 

FACT BOX
NAME innocent Foundation 

BUSINESS Charitable arm of innocent 

MISSION The innocent Foundation aims to create 
a world where every person has enough food to 
live

FOUNDED 2004
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“

DOUGLAS LAMONT  CEO at innocent

WHEN PEOPLE ASK ME: “ISN’T 
PURPOSE, VISION AND VALUES 
JUST NICE STUFF TO BE STUCK ON 
A WALL?”, WE ARE ABLE TO TELL 
THEM THAT – IF YOU TRULY LIVE IT – IT 
REALLY CAN BE TRANSFORMATIONAL
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“ONE OF THE INTERESTING 
THINGS ABOUT JOINING THIS 
MOVEMENT IS THAT IT HAS 
MADE ME A BRAVER LEADER,” 
INNOCENT CEO DOUGLAS 
LAMONT SAYS. 
Previously, I might have sat on the fence for a long 
time on decisions, like for example on matching 
maternity and paternity policies. Within the B 
Corp community, with its spirit of transparency and 
sharing, there is always someone who has already 
pushed ahead and it is easy to pick up the phone 
and have an open conversation with them. In this 
case, that’s exactly what I did, they told me it had 
made their company much more agile, and I felt 
reassured. We did it and it was fine. At least once 
a month, there will be a really good example of 
best practice that you can learn from that is shared 
amongst the community.

A BRAVER 
LEADER

Interview with Douglas Lamont, CEO of innocent
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At innocent, one of our core principles is about 
continuous improvement and the B Corp 
methodology also pointed to areas of the business 
where we should be doing more than we were. 
One small example was connecting with our local 
communities and specifically volunteering for our 
staff, which we then implemented last year. That 
sense of openness and willingness to share has 
inspired us to make sure we are also pushing on in 
the actions we take and being open and transparent 
about the learnings too.

A good example is how it’s effected our work is with 
a very large, new blending and bottling site we’re 
building in Rotterdam. We believe it will be the 
world’s most sustainable food factory and we have 
been ruthless in reducing the energy use of the site 
during the design phase. 

Compared to a typical factory of its type, it will use 
70% less electricity and despite being a very large 
site we’ll be able to take the entire plant off grid on 

windy, sunny days. But in the spirit of the B Corp 
ethos, we’ve also committed to open source all 
the details of the sustainability of the design, right 
down to sharing the information with our closest 
competitors.
 
We strongly believe sustainability is a team sport, so 
it shouldn’t be a source of competitive advantage 
but a collective effort to lead us all to a more 
sustainable future.

JUST HAVING THAT 
COMMUNITY TO GO TO 
HAS MADE ME A BETTER 
LEADER. THERE’S THAT 
SENSE OF OPENNESS AND 
WILLINGNESS TO SHARE 
THAT HAS INSPIRED US. 

“
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“IF YOU THINK 
YOU’RE TOO SMALL 
TO HAVE AN IMPACT, 
TRY GOING TO BED 
WITH A MOSQUITO.”
62
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CHRISTOPHER DAVIS
International Director of Corporate Responsibility and Campaigns for The Body Shop 

CHRISTOPHER DAVIS, 
INTERNATIONAL DIRECTOR OF 
CORPORATE RESPONSIBILITY 
AND CAMPAIGNS FOR THE 
BODY SHOP, DISCUSSES HOW 
THE COMPANY REDISCOVERED 
ITS ACTIVIST ROOTS.
The Body Shop created shockwaves across the retail 
world when it introduced the idea that businesses 
themselves could act as activists and campaigners.

Its dynamic founder, Anita Roddick, once chided 
more cautious businesses by saying memorably: 
“If you think you’re too small to have an impact, try 
going to bed with a mosquito.”

A one-woman powerhouse, human rights activist 
and environmental campaigner, Anita tragically died 
from a brain haemorrhage in 2007, leaving her
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£51 million fortune to good causes rather than 
friends and family. 

Today, the much-loved, ethically sourced and 
cruelty-free high street retailer she founded has 
rediscovered its zeal for activism after a decade in 
the wilderness. 

Christopher Davis, who joined the company in 
2004, and is its International Director of Corporate 
Responsibility and Campaigns, says: “When Anita 
died, we had only recently been taken over by 
L’Oreal, so we had only been previously used to that 
founder-led guidance.

“It wasn’t easy to get back to the recipe she had 
created and trying to rediscover that belief was 
difficult. We spent a lot of time thinking about how 
you identify it and why it was created in the first 
place.

“In many ways, we lost that North Star.”

Christopher, who previously worked in advertising 
and for an NGO, had originally fallen for Anita’s 
charismatic vision and the chance to work for a 
pioneering new style of company. 

“I loved the activism and I was very happy there,” 
he said. “But after she died, I stayed on trying to 
finish the campaigns she had started. I wanted to 
get back to being an activist business and a political 
business, which is what Anita began.”

It was the sale of The Body Shop to the Brazilian 
cosmetic giant, Natura & Co, in 2017 for an 
estimated £880 million that finally allowed the 
company to begin the return to its ‘activist roots’.

“Before the takeover by Natura, we were a 
company that focused more on beauty. Now 
we have reverted back to being a business that 
is focused on the benefit to our customers, to 
the world and to society – the triple bottom line 
approach.”

BRIGHT IDEA
If you think you’re too small to have an impact, try going to bed with a mosquito.

MY PASSIONATE BELIEF 
IS THAT BUSINESS CAN 
BE FUN, IT CAN BE 
CONDUCTED WITH LOVE 
AND A POWERFUL FORCE 
FOR GOOD.

“

ANITA RODDICK 
FOUNDER of The Body Shop
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The company’s sense of self was also liberated as 
the result of its ambitious and free-thinking CEO, 
David Boynton.

“As soon as he came in, David began revising 
the purpose of the company,” he says. “Once we 
defined that as ‘fighting for a fairer, more beautiful 
world’ then B Corp certification became a natural 
first step for us.”

Shortly afterward, in 2019, The Body Shop became 
a B Corp worldwide. “The decision enabled us 
to call for system change on a broader level,” 
Christopher says. “We know capitalism is not going 
to be fit for purpose in the future unless businesses 
take action.”

“It also meant seeing where we could make the 
biggest difference. Today, that often means we 
don’t always feel like a company, but more like a 
collective of like-minded people. We also spend 
a lot of time tackling social and environmental  
challenges in different local communities rather than 
taking a single global position.

“We believe that driving long-term political change 
is central to our business. The last campaign I ran 
was around human trafficking and it changed the 
law in 24 countries. 

Few businesses have the trust and the relationship 
with the customer and the ability to reach out to 
legislators to make that change.”

Today, the company still retains its headquarters 
in Littlehampton that were designed by Anita and 
were one of the first eco-friendly office buildings in 
the world. 

“It is fair to say the objectification of women still 
takes place in the beauty industry. The industry’s 
claims do not always make people feel good about 
themselves. It can play on women’s insecurities 
and often fails to make them feel good about 
themselves. We believe we should be as honest and 
straight-talking about that today as Anita was then.

“It’s one of the reasons people love The Body Shop; 
it’s a rare brand that people root for. They want it 

to succeed and the relationship between ourselves 
and our customers is strong. If we honour that 
philosophy over the next few years you will see a 
real acceleration of our business and our work.”

FACT BOX
NAME The Body Shop

BUSINESS Cosmetics, skincare and perfume 
company

MISSION Fighting for a fairer, more beautiful 
world

FOUNDED 1976

FOUNDER Anita Roddick

EMPLOYEES  20,000

TURNOVER £1 billion per annum
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WE ACT WITH THE 
UNDERSTANDING THAT 
WE ARE EACH DEPENDENT 
UPON ANOTHER.

“

4/5
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THIS BUSINESS 
IS BEING DRIVEN BY 
VALUES, NOT DATA
68
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ED PERRY
Co-Founder and Co-CEO, COOK

I HAVE ALWAYS FELT IN MY BONES THAT BUSINESS HAS A 
RESPONSIBILITY BEYOND MAKING MONEY. 
It seems so obvious that it hardly needs stating, yet 
every day we hear examples of companies putting 
profits above their people, the health of the planet 
and the communities they serve. 
 
Funnily enough I don’t recall spending any time 
thinking about “business values” when we first 
started out in 1997. At the time, my co-founder 
Dale and I just knew that we shared a similar 
philosophy. A lofty way of expressing it would be 
that business should be a force for good and treat 
people with kindness and generosity.
 
We didn’t get around to articulating what COOK’s 
culture and values were in any meaningful way until 
15 years later. By that point there were around 350 
of us, and we started hearing people refer to things 
as “not very COOK”. It motivated my sister and 
now co-CEO Rosie and I to define what that meant. 

Today our company culture is one of the things I 
love most about COOK, alongside our decision to 
become a B Corp seven years ago.
 
The Coronavirus went from being a news story 
about China to a full-blown global crisis in a matter 
of weeks. As the realisation grew of the massive 
impact it would have on our society, we turned 
again to our values and asked ourselves how COOK 
could be a force for good during this pandemic. 
We empowered our shop teams to help their local 
communities directly, giving away food to people 
and local organisations that needed support. So far 
that’s included shelters, hospices, hospitals, youth 
groups, care homes, the elderly, and those self-
isolating and in the ‘at risk’ category. We’re currently 
working towards a goal of donating 100,000 free 
meals.
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We are very lucky to be able to help. It was 
obvious early on that demand for our meals was 
going to increase during the pandemic. Plus, in 
a spectacularly fortunate accident of timing, we 
opened a second kitchen in Kent a month before 
the crisis, significantly raising our production 
capacity. We expected to slowly build up to full 
production there over six months; it took a matter of 
weeks.
 
It is almost impossible to imagine what COOK 
would be without our values. They govern nearly 
every aspect of our behaviour within the business, 
like how we source ingredients, reduce and offset 
carbon emissions, pay a real living wage, share our 
profits and offer jobs to people who’ve been in 
prison, homeless or unemployed for a long time.
 
Every organisation around the world has its own 
culture, whether or not it has been considered or 
articulated. The danger of not thinking about it is 
there is always a tendency to drift towards the more 
base elements of human nature – primarily greed 
– and firms can default to making the pursuit of 
profits their only purpose.

Although the people who were there at the 
beginning might set the tone, no company’s culture 
is the property of their founder or owner. As co-
CEO, I see my primary role as safeguarding our 
culture and values. If I can do that successfully, 
the strategy and performance takes care of itself. 
The more you grow, of course, the harder it is to 
maintain a strong and positive culture. There are, 
fortunately, some great examples of how to it. 
Patagonia are a constant source of inspiration.
 
You can only be brave when you are scared. In the 
same way, it is during times of crisis like these that 
businesses’ values and culture really kicks in. All 
over the world right now, organisations are having 
to take rapid decisions in response to a situation 
they have never experienced before and did not 
anticipate. As these decisions can’t be driven by 
data, they can only be driven by values.
 
The right values and culture will help see a company 
through the next few months – even years – of 
uncertainty. More importantly, it will also help to 
contribute to the new, better and fairer society that 
we have the opportunity to shape.

BRIGHT IDEA
In a crisis, business decisions can’t be driven by data, only by values.

FACT BOX
NAME COOK

BUSINESS Quality frozen meals 

MISSION To nourish people’s relationships with 
food and each other

FOUNDED 1997

FOUNDER Edward Perry and Dale Penfold

EMPLOYEES  1,100

TURNOVER £75 million per annum
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“

ED PERRY Co-Founder and Co-CEO, COOK

ALTHOUGH THE PEOPLE WHO 
WERE THERE AT THE BEGINNING 
MIGHT SET THE TONE, NO 
COMPANY’S CULTURE IS THE 
PROPERTY OF THEIR FOUNDER 
OR OWNER. 
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WORKING AT ALTITUDE, ON A STEEP SLOPE, FOR LONG 
HOURS EACH DAY.
Cafédirect has never had a problem with delivering on social sustainability – it’s central to everything 
we do. 

We were created to give the world’s coffee, cocoa and tea farmers a larger slice of the purchase price 
of their goods – and we give £1m of our annual turnover to improve the lives of cooperative farms in 
14 countries around the world.

THE AVERAGE 
C  FFEE FARMER IS 
65

By John Steel, CEO of Cafédirect
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While people might consider us a forerunner for the 
modern-day B Corp, our work is in the supply chain 
of our business, so the challenge has always been 
to be more commercial and customer-driven, while 
keeping principles close to our heart.

Unlike a lot of companies, who may be moving from 
a focus solely on profit to one of purpose, the issue 
for us has always been the reverse: to make money 
and get the balance right.

Cafédirect was created in 1991 – after an 
international slump in the price of coffee – and we 
still have that same express purpose of working to 
improve the lives of small-holder farmers.  

Looking back, in the early days we may have veered 
too much towards being evangelical about farmers 
lives and the importance of reducing poverty. It can 

become a bit preachy and make you sound like 
too much of a do-gooder, if you don’t remember 
the importance of providing an amazing offer for 
consumers.

Over time, we’ve achieved many tremendous 
things, including creating the Fairtrade movement, 
winning the 2018 Social Enterprise of the Year 
award, and joining B Corp; but particularly work that 
has been for the good of society and about creating 
the degree of change we want to see in the world, 
while never necessarily being known for commercial 
reasons.

Today, we’ve also learned to acknowledge that 
it’s just as important to be commercially strong, 
and that building your brand and working with 
your customers can often be a blind spot for some 
purpose-driven businesses.

It’s important to maintain the focus on delighting 
your customers – not only with your principles – but 
with your products.  

WE MAY HAVE VEERED TO 
MUCH TOWARDS BEING 
EVANGELICAL
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If we can continue to make the best coffees and 
teas available, that also allows us to improve the 
lives of cooperative farmers around the world.

As a business, Cafédirect has been in growth for 14 
continuous quarters, which we’re very proud of. But 
there was a period between 2008 and 2012 when 
the business struggled with recession and with a lot 
of new businesses becoming Fairtrade.

It’s one of the down sides of joining a movement 
that you can become known just for that, and not 
your own proposition. As a company, you always 
need to remain differentiated, motivated and 
relevant.

The coffee industry is exceptionally competitive, 
there are huge multi-nationals, speciality roasters 

and a very innovative market, so we recognise the 
importance of presenting ourselves with greater 
clarity. 

Our relaunch in 2017 saw us brand ourselves as ‘A 
Ridiculously Good Business That Makes Ridiculously 
Good Coffee’. 

Initially, there was some concern about the use of 
the word ‘ridiculous’, but it has resonated very well 
and it helps our customers to recognise that there’s 
a better way of doing things.

Today, our biggest customers are grocery clients: 
Sainsbury’s, Tesco, Waitrose and Ocado, as well as 
some major outlets in Singapore and Hong Kong. 
We also have a number of longstanding partners 
like the Royal Albert Hall who have been very 
supportive.

Many of the people who buy our products know 
what we stand for, but there’s a degree of discovery 
that is still possible. Communicating the benefits 
to farmers of paying a premium, or of changing the 

role of business and society, is often difficult to get 
across in a 30 second ad. But we’re also lucky many 
of our major retail customers take a serious interest 
in our work and they’re interested in how we add 
value to their stores. For us, the mission is to help 
farmers attain a higher standard of living and to 
manage the landscape in a sustainable way, which is 
increasingly important.

BRIGHT IDEA
Building your brand and working with customers is often a blind spot for purpose-driven businesses – it’s just as important to be commercially strong.

ONE OF THE DOWNSIDES 
OF JOINING A MOVEMENT 
IS JUST BEING KNOWN FOR 
THAT
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Today’s small-holder farmers provide 70% of the 
world’s food and drink, and together they make 
up a population bigger than America. Yet, they 
don’t have a strong voice and often live in poverty 
with insecure livelihoods that are remote from the 
developed world. 

The average age of a coffee farmer is 65 and they’re 
working at altitude on a steep slope and enduring 
long hours each day. The current economic model is 
certainly not rewarding as it should be for them and 
the sustainability of the food supply chain is pretty 
fragile.

Across the world, the food system is also overly 
profit driven, so we also want people to continue to 
reflect on that.

When B Corp came to the UK from the United 
States in 2015, the honest truth was there were 
some people who felt it wasn’t as good as we would 
like it to be. 

But we also saw its capability to become a 
movement and the fact it was clearly gaining 
momentum. Their assessments hold up a mirror to 
the business that can show you where you need to 
improve and correct. Being a B Corp also means 
you attract the kind of person who wants to do 
more than make money for the few. 

B Corp has already helped us to see where we can 
improve our packaging and it has also given us a 
contemporary club, as well as a forum for sharing 
ideas. Our own model is quite unique, so, for us, it’s 
a great to have a community to be part of. 

FACT BOX
NAME Cafédirect

BUSINESS UK based tea and coffee company

MISSION To change lives and build communities 
through inspirational, sustainable business, 
focusing on social and economic impact in the 
developing world. This is delivered through 
the farmer-based charity, Producers Direct, and 
through paying Fairtrade and Organic premiums

FOUNDED 1991

EMPLOYEES 30

TURNOVER £14.1m per annum

THE AVERAGE COFFEE 
FARMER TODAY IS 65

B CORP CAN HOLD A 
MIRROR TO YOUR BUSINESS
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WE NEED A
GRAND PLAN

…THIS IS IT!

76



77

They were right. If you took away the moral and 
ethical reasons to certify as a B Corp, the reasons to 
save the planet and the many benefits it will have to 
your services and employees, becoming a B Corp 
will in fact make you more money.  
 
We’ve seen this ourselves with the profit of the 
company massively increasing since we became 
a B Corp. While not exclusively dependent on 
our certification, it certainly did help and there 
are plenty more companies that have benefited 
commercially from certifying.  
 
It was five years ago that Ella’s Kitchen was certified 
as a B Corp and in doing so we joined over 1,600 
other companies. Something we’re incredibly proud 
of is the fact that we were only the second company 
ever to certify whilst being part of a PLC, after Ben 

and Jerry’s with Unilever. There are now over 3,500 
certified B Corps.
 
Becoming a B Corp certainly didn’t happen 
overnight. Myself and my team spent many hours, 
days and weeks persuading shareholders and our 
bosses to support us with the move, often being 
quizzed on the benefits it would have on the 
business, our people and profits.   

After speaking to a number of other business 
leaders, who have or are looking to certify, it’s a 
similar story. In a world heavily focused on financial 
gains and commercial benefits, asking a business 
to turn this model on its head, to balance the 
profit of a business with the people and planet it 
impacts, seems like a huge step or “trade off” in the 
seemingly wrong direction. I can assure you, it’s not.  

MARK CUDDIGAN
CEO of Ella’s Kitchen 

EARLIER THIS YEAR I ATTENDED A B CORP RETREAT WHERE AN 
ATTENDEE STOOD UP AND DECLARED THAT, “NOT ONLY IS IT THE 
RIGHT THING TO DO BUT IT’S ALSO THE SMART THING TO DO”. 
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From a personal point of view, it means everything. 
A few years ago, I saw an astronaut speak and he 
explained what he and many astronauts feel when 
looking back at earth. The first thought, naturally, is 
how beautiful it was. The second, believe it or not, 
is an overwhelming sadness and realisation that 
nobody is coming to save us, that there is no grand 
plan for our home.  

We need a grand plan.  
 
Every single CEO I meet tells me that they’re 
running an amazing company that is fixing the 
planet and achieving the Global Goals, but 
something just doesn’t add up! If everyone is 
apparently saving the world, why hasn’t the effects 
of climate change, poverty, and inequality drastically 
improved and why are we living through one of 
the biggest existential crises many of us have ever 
seen?  
 
This is where B Corp comes in. By ensuring that 
businesses meet the highest standards of social 
and environmental performance, transparency and 
accountability, they instead begin to compete to be 

the best for the world – not the best in the world – 
through tangible, impactful and assessed practices.  
 
The assessment itself offers a brilliant lens to view 
your company and make it better. It’s essentially 
a free sustainability plan which encourages us to 
push and adapt ourselves to make better decisions, 
question the business further and never fall into the 
norm.  
 
Take the recent period of isolation – our air, 
car and travel miles have been zero yet it’s still 
been business as usual. As a business we’re now 
discussing how we can cut our travel by half 
next year. Arguably, we are only having these 
conversations because of the B Corp mentality 
intrinsically linked to our business.
 
For us, another main focus is the internal benefit 
that being a B Corp brings. There’s a focus on the 
team, the culture, and importantly our ability to 
influence the suppliers, partners and companies we 
come into contact with.  

Fundamentally, this brings greater pride, better 

work and a stronger connection with our product 
for both our immediate team of 85 employees 
and the one million people working in our supply 
chain across the world, from the farmers to the PR 
agencies. If we can empower all of those companies 

BRIGHT IDEA
Ensure that not only you, but your supply chain, partners and competitors are doing more to create a new model that actually works for people and planet.

FACT BOX
NAME Ella’s Kitchen

BUSINESS Organic baby and toddler food

MISSION To improve children’s lives through 
developing healthy relationships with food

FOUNDED 2006

FOUNDER Paul Lindley

EMPLOYEES  85

TURNOVER £98,058,400 per annum
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to become B Corps, the impact they will have on 
the planet will be an amazing thing.  
 
For example, our Spanish manufacturer are going to 
certify this year because of us. They’ve completely 
transformed their business over two years, from 
creating an on-site creche for working parents to 
changing the diversity and gender make up of their 
board and leadership teams.  
 
We know that it’s not good enough for a company 
to just say they’re doing good. They need to not 
only show it through legitimate assessment and 
measurement, but to inspire other companies to 
follow suit.  
 
It’s time to stand up and turn the old model on its 
head by ensuring that not only you, but your supply 
chain, partners and competitors are doing more to 
create a new model that actually works for people 
and planet – so much so that there won’t be a need 
for B Corp certification in the future.  
 
This is the start of the grand plan – will you join us?  

IF EVERYONE IS APPARENTLY SAVING THE WORLD, WHY HASN’T 
THE EFFECTS OF CLIMATE CHANGE, POVERTY, AND INEQUALITY 
DRASTICALLY IMPROVED AND WHY ARE WE LIVING THROUGH 
ONE OF THE BIGGEST EXISTENTIAL CRISES MANY OF US HAVE 
EVER SEEN?  

“

MARK CUDDIGAN ceo, Ella’s Kitchen
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“
THROUGH THEIR PRODUCTS, 
PRACTICES, AND PROFITS, 
BUSINESSES SHOULD ASPIRE 
TO DO NO HARM AND 
BENEFIT ALL.

5/5
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