RETAIL

WWW.MRW.CO.UK

A wake up call for
waste reduction

Recycling and waste are becoming increasingly
important corporate issues for household brands.

MRW takes a closer look at Kellogg's

H ACCORDING TO ITS LATEST CORPORATE
RESPONSIBILITY REPORT (2008), ENVIRON-
mental issues are “increasingly shaping the context”
of the Kellogg’s business, which hopes “to foster

an environmental sustainability culture”. One of
the reasons the company gives for this shift is
anticipation that demand from its customers for
environmentally responsible products may increase.

Last August, the company reorganised its
executive-level management of corporate respon-
sibility so that environmental issues are now overseen
by a chief sustainability officer. This position reports
directly to the Kellogg’s president and chief executive.

The CR report defines waste as any material
leaving its facilities that are not part of a package of
finished food. “We view waste as an indication of
inefficiency and we are seeking to reduce it wherever
feasible,” the report says.

In the UK, the company’s Manchester factory
packages all the well-known household cereal brands
that are sold in the UK and Republic of Ireland. It has
achieved ISO 14001 certification for environmental
management and, since 2007, has taken part in the EU
Emissions Trading Scheme, meeting all targets to date.

The factory aims to send zero waste to landfill
by 2015 or sooner and, to achieve this, it is increasing
the recycling of food and packaging waste. This
includes segregating the waste inner plastic cereal
liners and cardboard cartons that would previously
have gone to landfill.

The factory recently started using plastic pallet
containers manufactured by Dolav. The waste plastic
and card can be segregated into these containers

Heavy-duty plastic Dolav
bins are used for waste
that is to be recycled

recycling rate to be 80%.
Almond says that
decreasing the amount of
waste send to landfill and
increasing the amount of
waste being recycled “is
an ongoing movement”.
“I’ve always said that
the environment and
economics go hand in
hand — more efficient
operations are likely to
emit less CO,, and use
less water and generate
less waste,” he says. Almond feels that there are now
plenty of initiatives in the waste industry that can help
companies to divert material away from landfill. He
says that Kellogg’s is open to the idea of sending its
waste for energy generation as long as it is done within
a legal framework. “We’re keen that nothing is
detrimental to the environment,” he says.

Any waste food at the plant goes into animal feed,
which is said to be well regarded in the animal feed
industry because it contains added nutrients.

Does a large food manufacturer such as Kellogg’s
see moves to increase recycling and reduce waste as a
chore? Almond says that there has not really been any
added cost, although some extra effort was initially
needed. “But because of the nature of what we are
achieving, the staff have really embraced it,” he says.
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