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Meaningful Changes
Sustainable impacts come in many forms, and consumers expect business to take the lead
with responsible business practices, writes Emily Styles
orporate Social
Responsibility activities by
large firms and SMEs span
engagement with charities, a
focus on employee wellbeing,
commitment to sustainable practices,
and involvement with local
community groups. Many large
organisations have set notable
precedents for successful endeavours
along these lines, and a selection are
showcased in the following pages.
Compared with their international
peers, the CSR culture is more deeply
ingrained across Irish enterprises
than elsewhere. That finding emerged
from a large research project for the
government that explored the CSR
and sustainability activities of 1,285
businesses, large and small.
Research Matters found that
four out of five businesses engage in
some form of sponsorship and
philanthropy, such as donating
money or prizes to their community.
The value of the contributions ranges
from less than €100 to over €10,000,
with 40% of businesses reporting
contributions of €100 to €1,000,
while one in five contribute €1,000 to
€5,000. The larger the enterprise, the
more likely it is to donate, with the
proportion contributing ranging
from 78% of micro firms to 93% of
companies with over 50 employees.
Half the respondent firms indicated
that they encourage employee
involvement with their community.
By contrast, only one in four are
involved in social inclusion activities
or support social enterprise.
Community engagement ranged from
48% for micro firms to 90% for large
companies, with social inclusion
ranging from 18% to 70%.
Research Matters benchmarked
their findings against international
research and concluded: “It is clear
that businesses in Ireland are much
more likely to make a financial

C
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contribution to their local community
than their counterparts in Europe
(66%) and are on a par with Canada
and the US (93%), which are
identified as being the global
leaders in this area.”
The most popular CSR activities
in Irish workplaces are flexible
working arrangements and subsidised
staff training. Less commonly
implemented CSR initiatives relate

to employee health and wellbeing
(22%), equality and diversity (26%),
and programmes for people with
disabilities (11%). The Research
Matters survey also found that while
levels of CSR activity relating to
climate change are low, they
compare favourably with findings
internationally. This is especially
the case for large firms with over
250 employees.
For all businesses, doing the
right thing and publicising those
endeavours is important. Amárach
Research tracks attitudes to
sustainability for AIB, and its June
2021 research reported that 84%
say that sustainability is very or
extremely important to them. Half
the respondents are buying fewer
clothes and using more energyefficient appliances, and a vast
majority want to know that what
they spend their money on is not
harming the environment.
The proportion of people who
expect ‘big business’ to be responsible
for driving change to tackle Ireland’s
environmental issues rose from 35%
in June 2020 to 49% in June 2021.
Over the past 18 months, the
percentage of people who say that
sustainability credentials have an
impact on their purchasing decisions
has increased to 63%.
Gerard O’Neill of Amárach
Research commented: “The
conversation about sustainability in
Ireland is changing. As we enter a
post-Covid era, people are looking
for ways in which they can make
meaningful changes to their lives that
have a real impact. It is no longer
about supporting climate goals and
other more global objectives - though
they still do. It’s increasingly about
changing how we spend our
individual time, money and energy
to have a sustainable impact in
our families and communities.”

CONOR McCABE
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MARC O’SULLIVAN

Circa 200 Intel employees took part in individual cycles last autumn to raise funds for Children’s Health Foundation
Crumlin. The photo shows Bernie Capraro at dawn on the Hill of Skryne, Co. Meath

CSR ACTIVITY
TAKES PLACE IN
MANY FORMS
KINGSPAN Kingspan, which makes
insulation and building envelope
solutions, is transitioning its entire
company fleet to electric vehicles,
and has installed a six-bay EV
charging station at its innovation
centre in Kingscourt, Co. Cavan.
The company modestly brands
its sustainability programme
‘Planet Passionate’.

DUBLIN BUS With 72 nationalities
on the payroll, Dublin Bus takes
Diversity & Inclusion seriously.
The company is one of the founding
Irish signatories of the Irish Diversity
Charter and has provided support
to Dublin’s annual Pride parade
for the last ten years.
MUSGRAVE MARKETPLACE
The wholesaler raised €48,000
through virtual employee events for
The Alzheimer Society of Ireland in
2020. The company says it has raised
over €270,000 for charities since 2017.
CLARE KEOGH

SUPERVALU With a focus firmly
on promoting hand hygiene through
the Covid-19 pandemic, SuperValu
donated over one million hand sanitisers to St. Vincent de Paul and to
those living in Direct Provision centres.

STANDARD CHARTERED
The bank’s ‘Uplifting Youth in Ireland’
programme is delivered by Enactus
to help disadvantaged young people
develop idea generation, project
management, presentation,
communication, and finance
management skills. In 2020, the
company also donated c.€85,000
to a PPE procurement initiative.

ORNUA Formerly the Irish Dairy
Board, Ornua is partnering with
Rethink Ireland to support future
innovators in sustainability and
rural development. The company
has pledged €100,000 to the Glas
Communities Fund to support
five winning projects tackling
climate change and promoting
the circular economy.
CHADWICKS The builders’

The grandfather of Shanbally National School pupil Charlie O’Toole worked
on the site where Thermo Fisher Scientific now has a facility at Currabinny,
Co. Cork, while Hannah Foley’s parents are current employees.
The company distributed science kits to the school as part of Science Week

merchants charity partner for 2021
is the Irish Wheelchair Association.
The company is supplying a range of
building materials to Association
community centres to help improve
accessibility, and will also team up with
the IWA to raise funds for its services.

Survey continued on page 48
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DARRAGH KANE

TELUS International Ireland introduced two hives of c.60,000 native Irish honey bees to its campus in
Mahon, Cork, for World Bee Day last May. TELUS horticultural therapist Ciara Parsons is pictured with
Séadna Mac Giolla Coda, a fourth-generation beekeeper

PM GROUP The engineering group’s
Elevate programme encourages
students to take up STEM subjects.
In the past year, over 100 PM Group
volunteers have interacted with c.1,500
students across all levels of education,
providing teaching, demonstrations
and mentoring.
GLENISK Businesses looking to
offset their carbon footprint can do
so through Self Help Africa, which
arranges tree-planting in Africa for
a cost of €25 and upwards a month.
Glenisk is partnering with the
charity to plant one million trees
in Africa this year.

PWC PwC has embarked on a new
two-year charity partnership with the
Irish Youth Foundation and Pieta
House. The organisation is committing
up to €200,000 in matched funding, so
that every euro raised or donated by
employees up to this amount is doubled.
Additional support through volunteering
projects and training and development
programmes will also be provided.
THREE Three Ireland has connected
with Trinity College Dublin for a new

STEM partnership that will fund 25
scholarships for women over five years
and two Access Teacher Fellowships for
three years. The Student Scholarships
are valued at €20,000 each, while the
Teacher Fellowships will be valued at
€75,000 p.a., starting in 2022.

FSM Food Surplus Management is
the market leader in the collection and
processing of short-dated and surplus
food from retailers and the hospitality
sector. In a good example of circular
SHANE O’NEILL/COALESCE

HOST IN IRELAND Members
of the data centre trade body are
responsible for a lot of buzzing servers,
and its ‘DCs for Bees’ initiative aims
to protect Ireland’s bee population.
Working with the Irish National
Biodiversity Centre, the organisation
wants to help fund over 1,000
orchards throughout the country.
APPLEGREEN The forecourt
retailer aims to grow 300,000 native
Irish trees by 2023 to support the
government’s Woodland
Environmental Fund.
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The Digital Hub in central Dublin has established what it claims is
Ireland’s first native tree nursery in a city-centre location.
Pictured with Hub executive Caroline Viguier (centre) are
Catherine Cleary (left) and Ashe Conrad-Jones of Pocket Forests
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NAOISE CULHANE

Coca-Cola is funding St. Anne’s City Farm & Ecology Centre in Dublin as part of its Thank You Fund
that supports youth-directed community groups. Champion jockey Rachel Blackmore is pictured with
Coca Cola’s Claire Kearns (left) and Kathrina Marsh and Amy Coleman from the City Farm

economy thinking, the waste food is
converted to biomethane gas that fuels
the company’s vehicles. FSM also
recycles plastic food wrapping for
use in the manufacture of garden
furniture, pallets and flower pots.

worked with FCI to develop resources
for employees who are family carers
and these include webinars on rights
and entitlements, available grants
and practical training.

SPAR Spar is trialling a solution that
ROCHE The pharma giant is
partnering with Family Carers Ireland
this year for its Caring Employers
Programme, which supports
employees who are balancing their
jobs with a family caring role. Roche

will allow its customers to donate to
Make-A-Wish via their smartphones.
Using the Strikepay solution,
customers in Spar stores can tap
their phones on special posters to
donate directly to Make-A-Wish.
CHRIS BELLEW/FENNELL

ZURICH The insurer has partnered
with Rugby Players Ireland to establish
‘Tackle Your Feelings’, a campaign to
strengthen mental health supports
for employees, as well as facilitating
discussion on mental health on
a national level.
ESB NETWORKS ESB Networks
is lending its support to the Irish
Heart Foundation’s ‘Hands for Life’
programme. The CPR training
programme offers free CPR training,
and it is hoped that up to 100,000
people will have availed of the
training by the end of 2021.

A&L GOODBODY The law firm has
been supporting housing rights and
homelessness through the provision
of free legal assistance. Working with
Mercy Law Resource Centre and Focus
Ireland, lawyers from the firm attend
weekly outreach clinics and provide
legal advice to individuals and families
experiencing homelessness, or those
at risk of becoming homeless.

AN POST Address Point is a free
Staff at BT Ireland fundraise for the Irish Cancer Society by donating
bags of clothes and through other activities, raising c.€550,000 in the past
five years. Pictured with BT managing director Shay Walsh (left)
is the Society’s general manager (retail) Paul Hughes

service that provides a fixed address
to those without a fixed home, thus
enabling them to receive regular
post and access essential services.
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Matheson – Making an Impact
At Matheson, our responsibility to our
clients, our people and our communities
drives how we operate as a business.

contribute to making a real impact in our local community.
We do more than merely provide donations. We enable our
talented people to help other people. Volunteers from the firm
build relationships with our chosen organisations, creating a
spirit of active engagement between Matheson and the
organisations we support.
Consequently, we bring our values of Partnership, Respect,
Innovation, Diversity and Entrepreneurship (PRIDE)
to life, through the provision of educational programmes, work
readiness skills and opportunities to local and international
communities through our charity partnerships such as
JobCare, Junior Achievement Ireland, the Emer Casey
Foundation and the Calcutta Run.

Pictured with Matheson’s Gold Standard Award from the Irish
Centre for Diversity are Lorraine Roche, Director of HR and
Daragh Bogan, Impactful Business Programme Manager, Matheson

GOLD STANDARD DIVERSITY
& INCLUSION AWARD
In 2019, Matheson became the first organisation in Ireland,
in any sector, to receive the Gold Standard Award from the
Irish Centre for Diversity, in recognition of the firm’s
development and implementation of people-focused Diversity
& Inclusion initiatives. Matheson is proud of the work and
advances made in the number of women in leadership roles.
41% of our partnership is female, and in June 2021 Matheson
was named the most gender-diverse legal firm in Ireland and
the 5th among independent European Law firms in
The Lawyer’s European 100 report.

OUR IMPACTFUL BUSINESS PROGRAMME
Matheson is more than just a business – we are a community of
people with the power to make a positive impact on each other
and on the communities in which we live and work. We
recognise the interrelationship between our commitments to
Diversity & Inclusion, Corporate Social Responsibility, the
environment and the arts.
Reflecting this, in March 2021 Matheson launched its most
ambitious CSR and equality initiative to date – our Impactful
Business Programme (IBP). It is a single vision to deliver
and support meaningful, sustainable and measurable change
across our community of colleagues, clients and society. By
more closely aligning our four IBP pillars – CSR, D&I,
Environmental Sustainability and the Arts – we believe that we
can bring even more focus and direction to our activities, and
make an even bigger difference to those affected by them.

CORPORATE SOCIAL RESPONSIBILITY
AT MATHESON
Corporate Social Responsibility is a core pillar of Matheson’s
Impactful Business Programme. All our staff are encouraged to
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Matheson Managing Partner, Michael Jackson, chairs the
Impactful Business Programme committee

OUR EMPLOYEE WELLBEING PROGRAMME
A key priority for Matheson is our employees’ mental health and
wellbeing, and in May 2020, we became signatories to the
Mindful Business Charter (MBC), a set of best practice
behavioural principles to tackle avoidable stress in the workplace.
Earlier this year, Matheson also signed the Law Society of
Ireland’s Professional Wellbeing Charter, which
champions behaviours, skills and practices to promote and
enable professional wellbeing in the workplace. We also run
internal workshops and webinars to provide guidance and
advice on managing mental health, building resilience levels
and avoiding burn-out.
Bringing our IBP pillars, including Corporate Social
Responsibility, into one cohesive programme of work enhances
our social impact by providing a single vision to deliver and
support meaningful, sustainable and measurable change across
our community of colleagues, clients and society.
Find out more about Matheson’s Impactful Business
Programme at matheson.com/about-us/impactfulbusiness-programme.
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Glanbia
Towards a Sustainable Future
Glanbia is a global nutrition group whose
purpose is to deliver better nutrition for
every step of life’s journey. With a rich
heritage in sustainability – delivering for
our communities, managing our business in
a sustainable manner, and supporting our
suppliers’ efforts to continuously improve –
we are focused on sustainability in every
aspect of our business.
Earlier this year, Glanbia plc announced a new sustainability
strategy, Pure Food + Pure Planet, which pledges to achieve
a 31% reduction in carbon emissions at all manufacturing sites
under operational control by 2030 (Scopes 1 and 2), and to
reduce Scope 3 emissions from purchased goods and services
by 25% per tonne of dairy product produced by 2030.*

The Barron family - mum Ciara, dad Padraig, Fiadh (2) and newborn Paudie - with their grandparents Mary and Pat, launching
‘Living Proof’, Glanbia Ireland’s sustainability strategy.
Also pictured are Aoife Murphy, Director of Ingredients (GI),
and Glanbia Ireland Chairman John Murphy

SCIENCE-BASED SUSTAINABILITY

SETTING THE STANDARD

We’re proving our commitment to building a sustainable future
by letting the science dictate our course of action, with sciencebased targets. We will measure and publish progress against
our targets annually. These targets, which align to the Paris
Agreement to limit climate change, have now been validated by
the Science Based Targets initiative (SBTi), the most
ambitious global standard for best practice in emissions
reduction, in line with climate science. The SBTi independently
assesses companies’ targets.

Glanbia Ireland has pledged to achieve a 30% absolute
reduction in carbon emissions from its processing sites by
2030, and it will work with dairy farmers towards a similar cut
in carbon intensity from milk production. The ambitious
targets are laid out in Living Proof, Glanbia Ireland’s
comprehensive sustainability strategy. The company and its
over 2,000 employees have pledged to continue to prioritise
actions in air and water quality, animal health and welfare,
biodiversity, packaging, production and more. The company
has also signed up to the Science Based Targets initiative
(SBTi).

According to Siobhán Talbot, Group Managing Director of
Glanbia: “For Glanbia, sustainability has always been part of
our ethos. Our new long-term sustainability strategy
strengthens our long-standing commitment to protecting the
environment and supporting the communities in which we live
and operate. We are making progress on our journey towards a
more sustainable future and will continue our ethos of
collaboration with our partners across the supply chain to
reach our ambitious goals.”

Glanbia recently launched its new long-term sustainability
strategy, Pure Food + Pure Planet, with a commitment to
decarbonisation and science based targets

AMBITIOUS TARGETS
The company’s overall ambition is to reach net-zero carbon
by no later than 2050, in line with the Irish government’s
commitment in the Climate Action and Low Carbon
Development Bill. Among the other specific targets are that:
l 100% of packaging on consumer-facing brands is recyclable,
reusable or compostable by 2025.
l 100% of its portfolio is compliant with GI nutritional
standards by 2025.
l 100% of inputs for food are responsibly sourced by 2030.
l 50:50 female/male representation in leadership roles will be
achieved by 2030.
Glanbia Ireland CEO Jim Bergin explains: “Irish farmers are
among the best in the world, and are showing their
determination to adapt to the requirement for science-based
climate action. Farm families are proud custodians of the rural
environment, and we will support our farmers in addressing
challenges and building on Ireland’s great natural credentials.
Farmers have proven their willingness to adapt and change
many times.”

* The operational control boundary covers Glanbia plc, SWC and MWC.
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Aviva
At Aviva Ireland, we have adopted a multifaceted approach to our socially responsible
and sustainability activities, which is
embedded into the very DNA of the
business. We look forward to working in our
local communities, with our customers,
brokers and colleagues, to create a more
sustainable future for all stakeholders, and
to contribute meaningfully in doing so.
Sustainabilty Ambition
In March 2021, Aviva plc announced a commitment to become
net zero in carbon emissions by 2040, the first insurance
company to make this ambitious commitment. Our net zero
activity extends across all parts of our business including Aviva
Ireland’s three office locations in Dublin, Cork, and Galway.
Our sustainability ambition includes embedding and
promoting Diversity & Inclusion into the business,
so that all our people can fulfil their potential, while also
promoting these values to all external stakeholders. We do this
by supporting our local communities, by promoting great
Diversity & Inclusion charity causes, and by offering
sustainable and climate-friendly products and services to our
customers and broker partners.

Aviva has established beehives on top of two of its office buildings. This
reflects the critical importance of bees in developing, maintaining and
promoting biodiversity, a key part of our climate commitments. Pictured
is Aviva Ireland’s CR Executive Caitlin Flanagan with some of the bees

Our people volunteered over 1,800 hours, encouraged by
the company, who offered them up to 21 volunteer hours
leave per annum. And our schools programme involved Aviva
staff volunteering their time with five DEIS schools
across the country. Under Aviva’s Champion Green
initiative, we provided fashion duo Jill & Gill with a shortterm licence – rent-free – of a retail unit on St. Stephen’s
Green. We plan to offer a further retail unit to an SME in our
newly refurbished Blackrock Village Centre.

Community Supports
In 2020, we donated over €350,000 to great D&I and charity
causes that our people and customers care about. Charity
partnerships include St Francis Hospice and Temple
Street Children’s Hospital in Dublin, the Shine Centre
for Autism in Cork, and the Galway Rape Crisis Centre.
We distribute €100,000 annually to causes that our brokers
care about through the Aviva Broker Community Fund.
In June 2021, we celebrated Pride once again by lighting up
Aviva Stadium in the rainbow colours, in solidarity with the
LGBTQIA+ community. We also installed a sensory booth in
Aviva Stadium for attendees with sensory needs and teamed up
with autism charity, AsIAm to create sensory activity packs, to
support children with additional needs as they moved towards
returning to school.

Aviva partnered with AsIAm, led by founder Adam Harris (right), to
provide back-to-school packs to autistic children. Also pictured are
AsIAm ambassador Leo Cullen with children (l-r) Catalina Ryan,
Jonathan Montgomery, Teddy O’Reilly and Katelynn Ferris Hamilton

Carbon Reduction
Globally, Aviva has been carbon neutral since 2006, assisted by
the purchase of carbon credits. Aviva Ireland has supported the
delivery of our climate goals by reducing and eradicating carbon
emissions in our operations and offices, having already achieved
a 74% reduction since 2010. We embedded sustainability into
our claims process using local loss adjusters to reduce our
carbon footprint, and we have a network of garages through
Aviva Motor Services with expertise in the newest electric vehicle
technologies and green disposal of vehicles.

ESG Investments
Our fund manager, Aviva Investors, invests in companies using
Environment, Social and Governance (ESG) criteria, and
influence these companies to achieve climate and/or social
change targets. We are also providing sustainable investment
options for our pension, investment, and savings customers.
We aim to deliver net zero carbon emissions across all our
investments by 2040, with a 30% cut by 2025 and a 60% cut
by 2030. We have also begun work with our suppliers to assist
them in making the changes to achieve these targets.
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Vodafone Ireland
At Vodafone Ireland, we aim to connect
for a better future and have identified
several goals to reduce our environmental
impact, while continuing to build an
inclusive and sustainable digital society –
supporting our customers with greener
choices here in Ireland and across all
our markets.

The issue of climate change is something that we must all
tackle together. It cannot be de-prioritised, and it is imperative
that global companies show leadership in this area. Urgent and
sustained action is required, and businesses’ success should
not come at a cost to the environment. At Vodafone Ireland, we
believe that, as a society, we must look to new thinking and
smart solutions to reduce our carbon footprint. Digitalisation
plays a decisive role in this respect.

GREEN NETWORK
Vodafone customers across Ireland can be assured that the
connectivity that they use is now entirely green, as our entire
Irish operations – mobile and fixed networks, data centres,
retail stores and offices – are now 100% powered by
electricity from renewable sources. This has been
achieved four years ahead of our target, and it is a major
landmark on our journey to achieving net-zero carbon
emissions by 2030. Vodafone’s entire European operations are
also powered by electricity from renewable sources, following
an investment of €65m in 2020.

REDUCING WASTE, CIRCULAR THINKING
Our ambition now is focused towards committing to net-zero
carbon emissions by 2040, and we pledge to reuse, resell
or recycle 100% of our network waste by 2025. All of the
network equipment in Ireland is recycled or reused by another
market, with 11,455kg sent for recycling between 2019 and
2020. On average, every adult in Ireland has two devices that
he or she no longer uses, with 4.9 million smartphones
shelved. We are encouraging our customers to use our Fix and
Go device repair centres and trade-in offers, as part of our
circular-economy strategy.
We are also one of four main operators in Europe to launch
a new, pan-industry Eco Rating labelling scheme for mobile
phones, to help consumers and suppliers make sustainable
choices. As part of this initiative, we have launched an ecofriendly accessory range, which includes phone covers for
all major handsets, as well as charging banks and docks.
All products are made from sustainable materials and come
in plastic-free packaging.
Vodafone has also become the first mobile operator in Ireland
to offer eSIMs to our customers on 25 of our top devices.
Virtual SIM cards provide the same service as a physical SIM,
but they reduce carbon emissions by eliminating the need to
manufacture and ship the associated plastic.

Anne O'Leary, CEO and Chair at Vodafone Ireland: The company’s entire
Irish operations are now 100% powered by renewable electricity

DIGITAL SOLUTIONS
As a result of the Covid-19 pandemic, we are all leveraging
connectivity and technology to a greater extent, both personally
and professionally, to stay connected. This has resulted in a
halving of harmful emissions from the reduction of traffic on
our roads.
As such, greater adoption of technology by businesses and
governments could see a significant step change in tackling our
overall carbon emissions in the near future. Through our
partnership with Irish Manufacturing Research (IMR), we have
launched Ireland’s first 5G standalone Mobile Private
Network (MPN). We can now test and trial new solutions
alongside Irish manufacturers that will revolutionise the
industry, through a greater use of robotics and automation,
and, in turn, provide greener methods of working. In time,
such solutions will transform every industry, most public
services, and many aspects of consumers’ daily lives.
We are confident that we can go even further. Vodafone is
committed to working with government and industry to help
incorporate a broader role for digitalisation, to help facilitate
the move to a digital, green and more inclusive society.

CSR_TESCO.qxp_Layout 1 05/08/2021 16:10 Page 74

TESCO
As a leading food retailer, Tesco is one of Ireland’s
largest private sector employers, responsible for
over 45,000 jobs, including over 13,000
colleagues nationwide. In partnering with over
490 Irish suppliers, our purchases of Irish agrifood support almost 14,000 farming families and
help to deliver more than €2.9 billion to Ireland’s
economy.
We believe that every little help makes a big difference. Our
Little Helps Plan shapes our long-term approach to
sustainability, with four key pillars: People, Product,
Places and Planet. These pillars guide us in making the
right decisions for our colleagues and customers, and in
serving our communities a little better every day.

OUR PEOPLE
Everyone is welcome at Tesco. Our goal is to build an equal
opportunity workplace, developing a company culture and a
diverse team that represents our communities. We are
proud to sponsor the Dublin and Cork Pride festivals,
supporting our colleagues to be themselves at work, and to
feel valued and respected every day. This year, we were
recognised as a Great Place to Work for the fourth
consecutive year and again as the Best Workplace for
Women in Ireland – something of which we are hugely
proud.

OUR PRODUCTS
We believe that no good food should go to waste. Since
2014, we have partnered with FoodCloud to redistribute
14 million meals to more than 460 charitable organisations,
including afterschool clubs, youth groups, OAP/elderly
support services and more. As part of our support for Irish
agri-food, we’ve formed the first retail partnership with
Love Irish Food, to grow awareness of its member
products in our stores. We hope that this partnership will
benefit these small and medium food companies around
Ireland.
We are working to bring little helps to our customers through
the products that we sell. For example, we’re covering the
VAT on Tesco sun protection products, to increase awareness
around sun safety and to help make quality sun protection
products more accessible and affordable.
John Doyle, Head of Portering at CHI at Temple Street, and Deirdre
Keating, Tesco Ireland, pictured at the iconic blue door of CHI at
Temple Street, celebrating the Great Irish Bake

Tesco Ireland has been officially certified as a Great Place
to Work for the fourth consecutive year

OUR PLANET
As we work towards carbon neutrality, we’re one of the few
retail companies to have received the Business in the
Community (BITC) Business Working Responsibly
Mark for commitments to sustainability and CSR. We
proudly recommitted to BITC’s Low Carbon Pledge, and
we are a member of Repak and a signatory on the Repak’s
Plastics Pledge.
Some of this work involves innovative ideas as to how we
cool our refrigerators and how we light our stores. We’re
partnering with Green Generation, which is producing
renewable gas from anaerobic digestion of surplus food that
was not donated, to power six of our stores.
Other work includes minimising the impact of packaging
through our 4R approach: Remove, Reduce, Reuse,
Recycle. We are proud to be the first Irish retailer to
provide a soft-plastic recycling solution in partnership with
Paltech. In store, Tesco customers can now leave their soft
packaging, which Paltech turns into structures such as car
park barriers and signage for use in our stores. We’ve also
worked with ESB to provide almost 50 electric vehicle
charging points in Tesco stores nationwide.

OUR PLACES
Through the Tesco Community Fund, in the past six
years we have donated more than €5m to charities and
community groups in cities, towns and villages nationwide.
We’re proud that the fund has supported over 20,000
community groups to date. Thanks to the generosity of our
colleagues and customers, over €6m has been raised since
2014 for Children’s Health Foundation Temple
Street. These funds have been used to purchase more than
330 pieces of vital medical equipment for the little heroes in
CHI at Temple Street.
Now, more than ever, every little helps.
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Gas Networks Ireland
After another hugely successful year for
its sustainability and Corporate Social
Responsibility programmes, Gas Networks
Ireland was named Green Business of the
Year 2021, and for the second year
running, it also won the Green Large
Organisation of the Year at the
Green Awards in June.
Gas Networks Ireland’s ongoing community support
throughout the pandemic was recognised when it won the
Outstanding Community Support Award for exceptional
customer service at the CCA Global Excellence Awards in
March. “We are thrilled to have won and been shortlisted for a
number of awards in recent months,” said Christina van der
Kamp, Corporate Social Responsibility Manager at Gas
Networks Ireland. “It is great to be recognised for the passion
and commitment our staff have displayed throughout these
challenging times.”
Despite the pandemic, Gas Networks Ireland exceeded its
corporate social responsibility goals last year. In recognition of
this and the huge strides the company is making in the social
and environmental sustainability arena, Gas Networks Ireland
is also shortlisted in four categories for the Chambers Ireland
Sustainable Business Impact Awards, taking place in
September. The national utility is shortlisted in the Community
Programme category for its support of Business in the
Community Ireland’s Schools Business Partnership
programme; in the Environment category for its Carbon
Footprint Reduction Roadmap; the Volunteering category
for its 10-year partnership with Junior Achievement
Ireland; and in the Charity category for its partnership with
Age Action Ireland.

VOLUNTEERING COMMITMENT A Business
Working Responsibly Mark holder, Gas Networks Ireland
focuses its CSR work in the areas of education, poverty,
homelessness and mental health. Last year, Gas Networks
Ireland employees accumulated over 580 volunteering hours,
despite the challenges of social distancing. Working with its
charitable partner, Age Action Ireland, staff participated in an
online tech-tutoring programme for older people, teaching

Gas Networks Ireland’s Managing Director, Denis O’Sullivan
presenting Hayleigh Merlehan from 6th class in Scoil Aiséirí
Chríost Farranree, Cork with an iPad for her classroom as part of
the Energize programme

Gas Networks Ireland was named Green Business of the Year
2021, as well as winning the Green Large Organisation of the
Year at the Green Awards in 2020 (pictured) and again in 2021

simple technology skills such as making video calls to family
members, which helped them stay connected.
“Volunteering is a key part of our social engagement. Our staff
contribute to a range of causes in their communities. Many
reported that staying engaged in volunteering, even online,
helped them to cope with the pressures of lockdown,” said Ms
van der Kamp. Additionally, Gas Networks Ireland and its staff
contributed over €250,000 to more than 30 charities in 2020 –
an increase of 15% on 2019.

BACKING STEM Gas Networks Ireland has partnered with
Junior Achievement Ireland to run the STEM education
programme, Energize, for the last decade. Energize was
delivered to 5,000 sixth-class students in 19 counties last year
and was also made accessible online. Other organisations and
charities to benefit from Gas Networks Ireland’s support last
year included the BT Young Scientist, Co-operation Ireland,
Engineers Week, Time to Read Cork and Dublin, and Skills at
Work with Beneavin College, Finglas, and Nagle College Cork.
Among Gas Networks Ireland’s achievements in the last 12
months was attaining a ‘B-’ in the Carbon Disclosure
Platform (CDP) global-emissions ratings, exceeding
European, global and sector averages to finish in the top quartile
of all businesses assessed globally. Gas Networks Ireland also
exceeded the public-sector energy-efficiency improvement target
by 13% for its offices and fleet energy, and achieved a 99%
recycling rate across its offices. The company has reduced its
overall carbon footprint by 22% in the last 11 years.
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Donors Double Up On Good
Deeds With Rethink Ireland
Private money raised by Rethink Ireland is matched by state funding,
so donors get twice the bang for this buck, writes Gerry Byrne
s philanthropic initiatives
go, Rethink Ireland is a
unique proposition. It’s free
to use and it doubles the
impact that a philanthropic donation
can make. A key ingredient of the
initiative’s modus operandus is a
government pledge to match the
value of any donations that it
accepts.
Rethink, formerly known as the
Social Innovation Fund Ireland, was
established in the wake of the
banking crisis, to ensure that private
donations worked harder to help
Ireland’s needy. The initiative also
strives to discover new ways of
getting philanthropically funded
activities done.
Rethink will finish this year as a
€73m fund, with an ambition to

A

achieve the €100m level in the next
three years. Its reach is considerable,
extending from solving
environmental problems to issues of
sexual politics and educational
programmes for the disadvantaged.
CEO Deirdre Mortell says that the
organisation’s mission when created
by the government was to stimulate
philanthropy after the last recession.
“That mission is obviously just as
relevant today, coming out of Covid
and moving into a climate crisis as
well,” says Mortell.
Rethink Ireland doesn’t just raise
money and secure matching funds. It
sifts through hundreds of applicants
and, having selected the most
innovative, monitors and mentors
them as they implement their
strategies. “We have a very strong
MARC O’SULLIVAN

The government, represented by charities minister Joe O’Brien,
matches private funding raised by Rethink Ireland, led by CEO Deirdre Mortell
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impact, demonstrating to
philanthropists what can be achieved
with their funds,” Mortell explains.
“We can demonstrate how their
money can work in tackling not just
the symptoms, but also the root
causes of different social issues.”
Rethink’s latest fund concentrates
on equality issues and was kickstarted by a generous pledge from an
Irish fund manager, Peter Kinney,
working in the USA, and his wife,
Lisa Sandquist. The Peter Kinney and
Lisa Sandquist Foundation focuses
on the most marginalised
communities in the US and Ireland,
and its €5m donation to Rethink,
spread over a number of years, has
been doubled, thanks to matched
state funding.
quality fund beneficiaries
include projects ranging from
the empowerment of Traveller
women through education (one of
three Traveller-oriented initiatives),
the protection and rehabilitation of
women who are victims of both
addiction and domestic violence, to
the formation of a migrant care
workers’ co-op. Other beneficiaries
are trying to variously improve the
status of LGBTQ+ employees, the
rights of migrants, and the lives of
people with disabilities.
Rethink Ireland chairman Dalton
Philips, the CEO of the Dublin
Airport Authority, likens the
organisation to a venture capital
fund. “We exercise the same
discipline and rigour you would
expect of venture capital funds,
searching for the most remarkable
innovations to invest in,” he told a
function celebrating Rethink’s first
five years. “The difference is, we
measure a project’s success by the
social impact it generates.”
Mortell adds to that: “I would
emphasise that we are here to back

E
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innovative solutions for social issues,
so they have to be innovative,
scalable and replicable in Ireland, in
order to secure our support.”
Rethink’s decision to back
Bounceback Recycling, a social
enterprise led by Traveller Martin
Ward, which collects unwanted
mattresses in Ireland’s West and
Midlands regions, is a good example
of the Rethink approach. “This
project has both social and
environmental impacts,” Mortell
explains. “Bounceback employs
Traveller men, who have an 83%
unemployment rate, and the
mattresses it collects could have
filled Croke Park in terms of landfill.”
ounceback is one of the many
social enterprises being
mentored in Rethink’s
accelerator programme, she adds. “It
has a strategic plan and is now
raising the money to implement it. A
number of our donors have come on
board to assist, and that will enable
us to triple its impact over the next
two years.”
Rethink is focused on five clusters
for the next three years. In addition

B
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Dairy company Ornua is partnering with Rethink Ireland, with €200,000 funding for the
Glas Communities Fund, which supports projects related to sustainability and rural
development. Pictured are Rethink’s Pádraic Vallely and Ornua’s Yvonne Cooney

to its equality fund, it will concentrate
on the green transition, educating the
disadvantaged, rebalancing health
inequality and the promotion of more
social enterprises like Bounceback
and the Great Care Co-op.
While deserving to be lauded for its
open-minded approach to equality
issues, some of Ireland’s more
conservative donors might raise an
eyebrow at Rethink’s recent support
MARC O’SULLIVAN

Rethink Ireland recently made awards from its Equality Fund.
Pictured is Mariaam Bhatti, founder of the Great Care Co-Op

for Sex Workers’ Alliance
Ireland, a body campaigning not
just for greater protections for sex
workers, but also for the repeal of
2017 legislation that further
criminalised their profession.
Do donors get to have a veto over
the use of their funds? “They have a
say, but they cannot vote for or
against a particular project,” says
Mortell. “I can’t think of an example
when a company did say that they
had an issue with a project.”
Judging by the dramatic growth in
the funds available to it, Rethink has
been quite successful in tapping
donors. “We contact people
proactively all the time, to see if there
is any way we can help them achieve
their goals and if they can help us
achieve ours.”
This year, Rethink will be launching
a major appeal for more donations. It
will be supported by a Twitter
campaign overseen by law firm
Mason Hayes & Curran, which has
donated €200,000 a year for three
years for projects educating the
disadvantaged. Its campaign will be
encouraging other firms to do
likewise. Rethink accepts donations
from as little as €15,000 per donor.
“Philanthropy is for every company,
not just the big ones,” says Mortell.
“It is something that I think every
company should be doing because it
provides huge opportunities to really
demonstrate your values to
stakeholders and put your money
where your mouth is.”
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Three Ireland
Sustainability at its Core
PANDEMIC SUPPORT

Three Ireland has taken its core ethos of
providing a better-connected life to allow
a sustainable, inclusive, and digitally
enabled business and society.

Three Ireland took a number of measures to keep people
connected during Covid-19. The company gave free access to
health and educational websites, and it was the first mobile
operator in Ireland to permanently remove all usage limits
from its data plans. It also donated devices and provided free
calls, texts and data to many charities, nursing homes and
hospitals. Its Data for Schools initiative provided 15,000 free
SIM cards with unlimited data to help families with homeschooling and connectivity.

DIVERSITY, INCLUSION AND BELONGING
Three Ireland is committed to a workplace environment that
promotes diversity, inclusion and belonging (DIB) and creates
an open and inclusive culture. Three’s Diversity, Inclusion
and Belonging programme has recently received a silver
rating in its first assessment from Investors in Diversity. The
company has a range of DIB activities in place, and it is
currently rolling out training for all employees in this field.

NEW STEM SCHOLARSHIP PARTNERSHIP

PROTECTING THE ENVIRONMENT
Taking action on climate change is a key pillar of Three
Ireland’s sustainability programme. Since 2018, Three’s
business has run on renewable energy, with the company’s
mobile network, head office, call centre, direct retail stores and
data centres all operated by electricity from renewable sources.
This gives Three’s customers peace of mind, knowing that the
services they use are powered by green energy.
In March, Three signed up to Business in the Community’s
Low Carbon Pledge. This initiative demonstrates the
company’s commitment to reducing its carbon emissions and
will see the organisation setting science-based reduction targets
by 2024 across its full business operations.

CHARITY PARTNERSHIP WITH AWARE
Because Three Ireland’s business helps life mean more through
connecting, the company concentrates its charity strategy on
the area of mental health. Last year, Three Ireland launched a
new charity partnership with Aware, wherein it will assist the
charity in its mission to create a society in which people
affected by stress, depression, bipolar disorder and moodrelated conditions are understood, supported – free from
stigma – and encouraged to access appropriate therapies.

Three Ireland recently partnered with Trinity College Dublin on
a new STEM scholarship programme to fund the creation of 25
Three Ireland Scholarships for Women in STEM and two
Three Ireland Trinity Access Teacher Fellowships. The
Trinity Access Teacher Fellows will play a crucial role in efforts
to encourage the study of higher level mathematics in schools.

Sylvia Draper (left), Dean of STEM at TCD; recent graduate
Nwannebuife Ukponu; and Elaine Carey (right), Chief
Commercial Officer of Three Ireland and Three UK

SUPPORTING EMPLOYEE WELLBEING
Three Ireland supports its employees with a wellbeing
programme that focuses on financial, social, physical and
mental health. Wellbeing activities include yoga, Pilates, talks
and Couch to 5k training. This year, the company also
introduced a free subscription to the mindfulness and
meditation app Headspace for all employees.

DIGITAL INCLUSION
Three Ireland provides a package of support that includes
corporate donations, employee fundraising, skills volunteering
and more to Aware. During the pandemic, the company’s
3Connect service enabled Aware’s helpline volunteers to work
from home and deal with callers remotely. This meant that
Aware could keep its vital mental health support helpline
running throughout the crisis.

Not only is the company investing in its own sustainability, one
of the major benefits of Three Ireland’s mobile technology is
that it can help to ensure the sustainability of entities outside of
its own business. One example is the remote island of
Arranmore, off the coast of Donegal, where Three has installed
superfast broadband to create a more connected island and
enable societal and economic development.
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TELUS International

At TELUS International Ireland, we understand
the relationship between the well-being of our
communities and the success of our company.
That’s why we give where we live.
Our team members are the driving force behind our caring
culture. Through our passion for supporting local communities,
we volunteered 15,000 hours globally in 2020. While our
Corporate Social Responsibility initiatives run throughout the
year, our TELUS Days of Giving events are the focal point.
The last time we came together as a large group in 2019, more
than 350 members of our Irish team volunteered at Down
Syndrome Cork’s Field of Dreams facility, working to
expand their collaborative horticultural and training space,
and plant a commercial pumpkin patch, all in one day.

TEAMWORK MAKES THE DREAM WORK
Our team members decide on our charity partners, ensuring
we select the causes closest to their hearts. This year we will
partner with Aware, an organisation that provides support
for people with depression or bipolar disorder; and My
Lovely Horse Rescue, which rescues, rehabilitates and
rehomes unwanted, neglected and abused animals. TELUS
International Ireland has also committed to covering the cost
of the animal feed required for the charity’s Cork rescue
centre for the next year. Once physical-distancing restrictions
are lifted, our team members are keen to work directly with
these charities.
Telus International Ireland executives Nora Clancy (left) and Miriam
Manning (right) with Jayne Duggan of My Lovely Horse Rescue

Team members taking part in the ‘TELUS Day of Giving’ at the
Down Syndrome Cork’s Field of Dreams site

VIRTUAL KILIMANJARO
This year, our team has committed to a fundraising walk up
Kilimanjaro – virtually, of course. Working with Conqueror
Virtual Challenges, 300 team members will each walk
97km over two weeks, tracking their progress on an app.
While TELUS International will provide a significant pot to be
shared by our two charity partners, our team members will
seek further donations and sponsorship, bringing people from
our wider community into our culture of giving. For every
20% of the journey that team members complete, Conqueror
Virtual Challenges will plant a tree, meaning that five trees
will be planted for every team member who reaches the
virtual summit of Kilimanjaro. This equates to 1,500 trees if
all of our team members complete the challenge.

KEEPING IT IN THE COMMUNITY
In addition to working alongside our main charity partners, we
always try to find ways of supporting other community groups.
This year, we have worked with the Rainbow Club, a charity
based close to our Cork headquarters that supports children
and teens with Autism Spectrum Disorder, and we’ve also
supported Inner City Helping Homeless and Cork
Penny Dinners.
The environment is important to our team, and the
community garden at our site in Cork allows us to work
together to learn about nature, grow vegetables, and
contribute directly to the biodiversity of the Mahon area. This
year, we committed to supporting the All-Ireland
Pollinator Plan and introduced beehives containing over
60,000 native Irish honey bees. With a bumper crop of
produce from our garden, we’ve been able to donate fresh,
organic food too, and our in-house horticultural therapist,
Ciara Parsons, has been making regular bike trips to deliver
fruit and vegetables to the Rainbow Club.
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Nestlé Ireland
At Nestlé, we are passionate about
unlocking the power of food to enhance
quality of life for everyone, today and every
day, for generations to come.
– Kieran Conroy, Country Manager, Nestlé Ireland

Good For Our Planet
Nestlé’s Net to Zero As the ‘Good Food, Good Life’ company,
we believe that good food also respects our planet and protects
resources for future generations. Our aim is to grow our business
while reducing our impacts on the environment, through a
sustainability strategy for each of our brands, and for our
company as a whole. We have made bold commitments to
reduce packaging waste and mitigate climate change.
Nestlé published its global Net Zero Roadmap, which sets out
our plan to cut our carbon emissions in half by 2030, and to be
net-zero by 2050. This detailed strategy includes supporting
farmers and suppliers across the world to advance regenerative
agriculture. It involves transitioning to 100% renewable
electricity at all our operations by 2025, sourcing our ingredients
sustainably, evolving our packaging, transforming our product
portfolio, and removing carbon from the atmosphere.
Importantly, the commitment extends right across the entire
Nestlé supply chain.

100% OF PACKAGING RECYCLABLE OR
REUSABLE BY 2025
Nestlé continues to lead the way in reducing packaging and
increasing the quantity of recyclable materials that it uses.
Building on our commitment to make 100% of our packaging
recyclable or reusable by 2025, Nestlé is reducing its use of virgin
plastics by one third in the same period, while working with
others to advance the circular economy and endeavour to clean
up plastic waste from oceans, lakes and rivers.

Our Wyeth Nutrition facility, in Askeaton, Co. Limerick,
recently became the first manufacturing site in Ireland to
receive the highest-possible certification under the
rigorous Global Alliance for Water Stewardship Standard.
Askeaton has reduced its water usage by over 30% and
has educated all employees on respecting and reducing
water usage at home and in the factory

In working towards reaching
our packaging target, we
inaugurated the Nestlé
Institute of Packaging
Sciences – the first of its
kind in the food industry – to
accelerate our efforts to bring
functional, safe and
environmentally friendly
packaging solutions to
market. We are investing up
to €1.9bn to accelerate the
development of innovative,
sustainable packaging
solutions that protect our
food and our planet.

Smarties is the world’s first
global confectionery brand
to use sustainably sourced
and recyclable material –
replacing 250 million
plastic Smarties packs

KitKat has become the first advertiser in the Irish market to use
100% recycled paper for its outdoor advertising campaign. The
campaign to launch KitKat Zebra used green printing
techniques on 100% recycled paper. In Ireland and the UK,
SMA Nutrition and Nestlé Health Science are rolling out
new bio-based packaging materials for scoops, and lids on tins
made from sugar cane. The bio-based plastic is made from a
renewable plant material that can be continually replenished and
absorbs carbon dioxide from the atmosphere.
The Nestlé Cocoa Plan and the Nescafé Plan aim to
improve the lives of cocoa and coffee farmers, and the quality of
their products – we are the first confectionery company in
Ireland to use 100% certified sustainable cocoa for all our
confectionery. We have also launched a series of sustainable,
plant-based products that are
beneficial to the planet with
Wunda (pictured), our latest
innovation available in Ireland.
The new plant-based milk
alternative is made from yellow
split peas, giving it a neutral,
refreshing taste.
Nestlé uses only cage-free eggs in all our food products in
Europe, meeting a pledge that we made in 2017. As part of its
wider commitment to animal welfare, Nestlé is partnering with
Compassion in World Farming and leading food companies
in calling on EU policymakers to phase out the use of cages in
animal farming, starting with laying hens.
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Creating Shared Value
We believe that long-term success goes hand in hand with
creating value for our partners and shareholders, and for
society as a whole. As the world’s leading nutrition and
health-and-wellness company, working to create social,
environmental and economic value is central to how we do
business. We believe that we can have a positive impact

and strive to improve the lives of people and pets through
our products, while respecting and enhancing our
environment. We recognise that consumers, customers
and all our stakeholders quite rightly desire businesses to
contribute to, and take a leadership position on, efforts to
overcome society’s greatest challenges.

Good For Our People And Communities
During the pandemic, Nestlé Ireland significantly increased its
support to help where it could in the community. It increased its
assistance with existing community partners and forged new
relationships with multiple NGOs, community organisations,
and various charities nationwide – all with the aim of aiding
those working on the frontline or the most vulnerable in our
country.
Nestlé provided supports of almost €300,000 to a host of
amazing organisations that are acting as positive forces in their
communities. These included FoodCloud, Pieta House, the
Irish Red Cross, the DSPCA and the HSE. During Covid-19,
Nestlé Ireland contributed over 47,000 products, with other
recipients including the Order of Malta Ireland, the Irish
Cancer Society and the Dublin and Cork Simon
Communities.
Pieta House Nestlé Ireland’s staff charity is Pieta House. In
the last year, our people sought to activate additional innovative
opportunities to help Pieta House, which, like many charities,
saw its fundraising events decimated during Covid-19, while
seeing the demand and need for its mental-health supports
increase significantly.

l

l FoodCloud Since 2018, Nestlé Ireland has been the only food
supplier to provide all its surplus food to FoodCloud while
making a per-pallet financial contribution. In the wake of Covid19, FoodCloud saw increased requests of up to 150% from food
banks around the country. While Nestlé was providing

Nestlé Ireland was awarded the prestigious Investors in
Diversity Gold Accreditation from the Irish Centre for
Diversity, in recognition of its commitment to diversity and
inclusion. Nestlé is only the second company in Ireland to
achieve the gold standard of accreditation.
In 2020, Nestlé Ireland received the Corporate Impact
Award from the Irish Red Cross, in recognition of the
company’s ‘contribution to humanitarian causes and for
making a positive impact on society’.
significant donations of additional stock from its portfolio
(coffee, confectionery, cereals, etc.) on an ongoing basis, we also
provided over 115,000 meals in Ireland – some 60,000 alone
were for those most disadvantaged in our society. By donating
our surplus stock, approximately 117.7 tonnes of CO2 was saved
from going to waste. We invested €110,000 with FoodCloud to
establish an innovative pilot project to fund food staples for
disadvantaged families experiencing food poverty.
l Simon Community Nestlé Ireland has partnered with the
Simon Community for over a decade, to play a role assisting it in
the invaluable work that it does, offering support, housing and
vital services to people who are homeless or at risk. We are
proud to have provided over 3.5 million cups of coffee and
thousands of KitKats to support its services.

Nestlé Ireland’s staff charity is Pieta House. In the last
year, our people sought to activate additional innovative
opportunities to help Pieta House, which, like many
charities, saw its fundraising events decimated during
Covid-19, while seeing the demand and need for its
mental-health supports increase significantly

l Dublin Society for the Prevention of Cruelty to
Animals Our petcare business Purina has been a proud partner
of the DSPCA for the past 15 years. Purina continues to be a
lifeline to the animals that come into the charity’s care, providing
all of the food for the rescued kittens, cats, puppies and dogs in
the rescue and rehoming centre. Almost 200,000 Purina PRO
PLAN meals have been donated to animals in the care of
the DSPCA.
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Ideas Academy Graduates
Help Solve Social Problems
Gavin Timlin credits Social Entrepreneurs Ireland’s support for his initiative
to help people in Direct Provision find jobs, writes Derek Nagle

I

n operation since 2004, Social
Entrepreneurs Ireland (SEI) is
a non-profit organisation that
supports people with new ideas to
solve Ireland’s social problems. SEI has
helped hundreds of such
entrepreneurs, including the founders
of the Irish Men’s Sheds Association
and FoodCloud.
SEI’s Ideas Academy is a threemonth programme that provides
practical support to participants
through peer learning and
workshops. Currently delivered
online, there are 60 projects across
two groups in the east of the country
and one each in the west and south.
This year’s participants can pitch for
a portion of €50,000 in seed funding
upon completion of the programme.
Bank of America has supported SEI
since 2018 and has been the lead
corporate sponsor of its Ideas
Academy since 2020. Ideas Academy
West is sponsored by the Lifes2Good
Foundation, while Tomar Trust
supports Ideas Academy South. The
projects run by Ideas Academy
alumni vary widely. One such project
is the Midlife Women Rock
Project, in Waterford, which aims to
end the stigma around menopause.
The brainchild of founder Breeda
Bermingham, 250 women had
received support from the project by
the end of 2020.
Elsewhere, the Family Food
Made Easy project, helmed by
Jolene Cox, helps families prepare
nutritious budget meals. The idea has
spawned a cookbook containing 105
recipes, with plans for a second.
Gavin Timlin took part in the Ideas
Academy programme in 2020,
securing €5,000 in seed funding. His
project, Training and Services
Leading to Integration (TSLI),
helps people in Direct Provision find
employment. It takes a partnership
approach, working with companies
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such as Dropbox, LinkedIn and
Accenture.
A commerce and statistics
graduate, Timlin worked in data
analytics in the financial services
industry for many years. He explains
that TSLI has its genesis in another
venture he created. “My social
enterprise, Create Sound, has been
going for 10 years now, and involves
helping people to make music with
software. The idea is to acquire
equipment and licences, so people in
disadvantaged contexts don’t have to
pay for them. Working with refugees
was the beginning of the connection
with TSLI.”
imlin’s subsequent contact with
the Ideas Academy has revolved
around funding applications,
community calls and networking
events. “My consultancy idea came
through a group ideation exercise with
peers on the Ideas Academy
programme,” he explains.
A June 2021 report by the Irish
Refugee Council on delays in the
protection process notes that the
average amount of time spent by

T

refugees in Direct Provision is
currently two years, with the average
processing time for family
reunification applications 12 months.
Other issues faced by refugees include
depression, stress and anxiety.
Timlin takes issue with the processes currently in place. “Most of the
Direct Provision cost is accounted for
by accommodation. If the state
invested more on processing
applications, there wouldn’t be as
many people in the system, however,
the lack of social housing means they
have nowhere to go. If this is solved,
people could integrate more quickly,
and there wouldn’t be an obvious
employment gap.”
More than half of TSLI course
participants have gone on to secure
employment. “We are finding a talent
pool of people with different skills, and
have supported 104 mentorships
across 21 Direct Provision centres so
far,” says Timlin. “We look after the
paperwork and permits, so the
employer doesn’t have to. I would
encourage anyone interested in TSLI
to contact me directly on
gav@createsound.ie.”
MARK STEDMAN

Ventures established by Nicole Ryan (left), Caitríona Nic Mhuiris (centre)
and Jenny Fahy are among the social enterprises that have been funded
by Social Entrepreneurs Ireland
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CFI Brings Philanthropy To
A Wealth Of Worthy Causes
The Community Foundation for Ireland connects philanthropists with thousands
of non-profit organisations, writes Derek Nagle
elebrating its 21st year
in operation, The
Community Foundation
for Ireland works with
donors including individuals, families,
corporations, foundations and trusts to
ensure monies received are used to the
best effect. Its model of philanthropy
revolves around partnerships with
thousands of non-profit organisations.
Since its establishment, the CFI
has channelled over €75m to various
worthy causes. Despite Covid, the
Foundation says it disbursed over
€15m in grants last year, its largest
figure to date. Partnerships with
RTÉ’s Comic Relief and Toy Show
appeals in 2020 were very successful,
with the two events yielding almost
€13m in donations.
Jackie Harrison, director of
philanthropy at the CFI, says the
Foundation’s reaction to Covid was
swift. “We set up a Covid response
fund in March 2020, for which about
€2.5m was donated from existing

C

and new donors. A number of trusts
and foundations we developed
connections with over the years
decided to come on board.
“Another funding source was US
companies with operations in
Ireland. Due to the pandemic, people
who may have been travelling all the
time are now finding themselves
more connected to their local
communities, and are seeing the
strengths and challenges there.”
The CFI oversees donor-advised
funds, which are charitable funds set
up by an individual, family, business
or other entity. Harrison notes the
increase in female philanthropists in
recent years, with 16 female-led
funds established in the past six
years. Almost 100 donor-advised
funds are currently managed by
the CFI.
The organisation’s latest annual
report discloses that c.€8m in grants
were distributed by the CFI through
2019. These grants were awarded

RTÉ’s Comic Relief in June 2020 filled the coffers of the
Community Foundation for Ireland

through donor-advised funds (€7m),
and through impact grants and open
grant rounds which are funded by
the CFI. Recipients are diverse,
spanning education, penal reform,
homelessness, tackling domestic
violence and climate change. The
average grant is c.€14,000.
The donor funds in 2019 included
the SAP CSR EMEA Fund, which
awarded over €1.5m to a variety of
recipients. In total, the CFI had 13
corporate funds in 2019 that granted
almost €2.5m in Ireland and abroad.
They included SMBC Aviation
Capital, which is funding Belvedere
Youth Club with €710,000 over a
three-year period, and Kellogg’s,
which provided €150,000 to school
breakfast clubs operating in
underprivileged communities.
ccording to Harrison:
“Philanthropy is a really good
way of keeping people’s feet
firmly on the ground if they’ve done
well in business or entrepreneurship,
or indeed via inherited money. It’s
almost like a moral compass in
dealing with wealth.”
Many individuals, families,
businesses and organisations wish
to donate anonymously, which can
result in a lack of role models to
encourage others to give. Harrison
is also aware of a tendency to
view philanthropy as the preserve
of the very rich.
“There’s great joy in giving and we
all have issues we care about,” she
says. “The satisfaction is not from
being recognised. In most cases,
people are very ordinary but find
themselves with a lot of resources
and decide to donate. Sometimes it’s
better to give while you’re alive and a
lot of people like to do that. Legacy
giving is relatively low in Ireland so
that’s an exciting potential future
growth area for the CFI.”

A
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IPB Insurance
IPB Insurance is
committed to
undertaking its
strategic and
operational activities
through sustainable
policies and practices.
A mutual insurance company, IPB
protects the insurable interests of
its public body membership and is
committed to playing a leading role
through community-led social
responsibility programmes on
behalf of, and in partnership with,
its members.
Celebrating its 95th anniversary this
year, the mutual insurer has a proud
track record of working with its
public body members, to deliver
large-scale national community
engagement and social programmes.

IPB Insurance partnered with Rethink Ireland to make 40 awards from the Social Enterprise
Development Fund. Pictured at the announcement were Tom Keane, Head of Marketing,
Communications & CSE at IPB Insurance; Aoife Hammond, Manager, Dublin Food Co-op;
and Deirdre Mortell (right), CEO of Rethink Ireland

SUSTAINABILITY COMMITMENT
IPB’s long-term strategic focus is on sustainability, which
means that not only is the company committed to leading
in the area of CSR and corporate philanthropy, but it is
committed to the cooperative Principles for Sustainable
Insurance (PSI) and the UN Sustainable Development
Goals (SDGs).
The PSI were developed by the UN Environment
Programme’s Finance Initiative and serve as a
global framework for the insurance industry to address
environmental, social and governance (ESG) risks
and opportunities.

The objective of the SED Fund is to find and back social
enterprises that add to the social and economic fabric of
their community and make a positive social impact.
The SED Fund provides critical support to the most innovative
and impactful social enterprises across Ireland, helping to
bolster their social impact, increase their traded income, create
more jobs and develop long-term, effective and sustainable
solutions. In its fourth year, the SED Fund has uncovered
a natural appetite for social enterprise in Ireland. It has
supported 40 enterprises that have delivered services to
over 250,000 people, creating 191 local jobs.

MUTUAL ETHOS
€11M FOR MEMBERS’ COMMUNITIES

A corporate social engagement framework was launched
in 2012 to identify and address the needs of members’
communities. Eight years later, over €11 million in financial
support has funded national community and social initiatives
in partnership with national and local government, education,
community and sporting bodies.

LARGEST EVER FUND FOR
SOCIAL ENTERPRISES
In 2018, IPB partnered with Rethink Ireland and the
Department of Rural and Community Development to deliver
the largest ever fund for Irish social enterprises. The Social
Enterprise Development Fund (SED) is a €3.2m fund
delivered over four years, 2018/2022. Rethink Ireland created
the fund in partnership with Local Authorities Ireland, and it
was funded by IPB Insurance and the Department of Rural and
Community Development via the Dormant Accounts Fund.
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Besides the monetary awards, the Fund has had huge success
in providing non-financial supports to over 80 social
enterprises, including strategy and development business
advisory and financial planning. Social enterprises offer
sustainable and scalable solutions to a diverse range of
social and environmental problems.
The SED Fund has supported organisations working on issues
including the underemployment of people with a disability, the
lack of accessible and affordable mental health supports, and
the need to reduce waste in our society. Social enterprises are
particularly effective at creating jobs for people who have
difficulty accessing the mainstream labour market.
Social responsibility is just one of the elements of IPB’s
long-term sustainability strategy. Nevertheless, it serves as
a strong indicator of the commitment and influence of the
company’s mutual ethos on its activities.
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Core
At Core, it is our aim to leave
a lasting and positive legacy
for our business and our
wider industry in the areas of
corporate social responsibility,
sustainability and inclusion.
Core employees support the HUGS charity through salary donations every month

In 2020, our sustainability team began to review standards
across the company in aligning with ISO 26000. This provides
guidance for organisations on aligning their business with
internationally recognised standards relating to social
responsibility. Focusing on the environment, the team was able
to identify key areas on which our business has an impact, and
subsequently developed a fully fledged environmental policy.

WORKPLACE DIVERSITY AND INCLUSION
We’re honoured to continue our D&I journey with Investors in
Diversity, having achieved a silver standard for the second time.
We are now working on our path to gold accreditation. For the
second year running, we have also been awarded one of the
Best Workplaces for Women 2021 from the Great Place to
Work Institute. This recognition is particularly special, as we
are one of only 22 businesses across Ireland to have achieved
this standard.
We focus on creating awareness of all
areas of diversity and inclusion by
celebrating events that have cultural
significance for our employees. In 2020,
we introduced a blog series called
‘Today Is’. Our employees contribute
blog posts on dates of importance and
helped to celebrate events such as Rosh
Hashana, Africa Day and Eid al-Fitr.
Core annually invests in training around
the topic of unconscious bias. This
training brings awareness among our
colleagues of our biases and allows us to
address them in appropriate ways. This
year, to enhance the diversity in how we
recruit, we committed to working with
several diverse organisations, including
AsIAm. We also encourage all
candidates to reach out directly if they
require additional accommodations with
their recruitment and interview
experiences.

and amenities. While our annual trip to Kenya couldn’t
happen this year, team member Aoibhín Lennon, supported
by our CSR committee, hosted a virtual concert and talent
show through Zoom, raising €15,085 for the charity.
One of the most notable contributions that our employees
make to HUGS is through salary donation every month – an
amazing gesture of which we are all proud. Our employees
donate €5 each month, on top of what they raise through
events and fundraising. Core matches the funds raised.

SIMON COMMUNITY AND JIGSAW
Where Core would usually spend money on Easter eggs each
year for employees, in 2021 this money was equally split
between the Simon Community and Jigsaw. We also
battled, team versus team, in a fundraising event for the Simon
Community, asking colleagues to rack up as many
kilometres as they could while fundraising in
June and July. The CSR committee also hosted a
gaming livestream in July, to help raise funds for
Jigsaw.

JUNIOR ACHIEVEMENT IRELAND
JAI adapted its programmes for 2021 to a
virtual setting. Our Dragons’ Den did not go
ahead this year. Instead, there were career
story-sharing sessions and interview workshops.
We partnered with three schools for our
interview workshops: St Paul’s CBS, Brunswick
Street; Our Lady of Mercy College; in
Beaumont; and Loreto College, in Crumlin.

TIME TO READ
Core employees have engaged
with the Time to Read literacy
programme since 2018

Our volunteers continued to enjoy Time to
Read during the year of remote working,
through virtual book clubs. We’re delighted to
have been involved with Business in the
Community Ireland’s scheme since 2018.
Reading sessions are half an hour long, with
each child working one-on-one with a
Core volunteer.

HUGS
Each year, Core fundraises for HUGS, a charity that works in
conjunction with the Terry Child Support Centre in
Kenya. It gives orphans and other less fortunate children
access to a better quality of life through education, resources
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Grant Thornton
As the landscape of society and the economy
changes and adapts, so too must businesses
recognise the importance of Corporate Social
Responsibility (CSR) and sustainability. Grant
Thornton Ireland continues to recognise the vital
role that CSR and sustainability play in the way
we conduct our business, with initiatives that
support a truly diverse workforce, community
outreach programmes, and efforts to leave a
positive legacy on the environment.

CSR
In supporting the next generation, Grant Thornton Ireland
works in partnership with local schools and universities to
help students realise their fullest potential. The longstanding initiative supporting the Trinity Access
Programme at Trinity College Dublin prepares students
from under-represented backgrounds, such as those from
disadvantaged areas, to attend college.
For over 12 years, Grant Thornton has been making an
annual financial contribution to help fund the programme,
providing engaging soft-skills training to all students, and
providing mentoring by staff who volunteer to work on a
one-to-one basis with students throughout the academic
year. In addition to this, four students are offered summer
internships at Grant Thornton offices.
In addition to staff offering reading support to local
primary-school children through Business in the
Community Ireland’s (BITC) Time to Read programme,
Grant Thornton is also planning to support an educational
programme on the environment and climate change,
at a school near its City Quay headquarters in Dublin.
Covid-19 restrictions have proved challenging for CSR
activity but in adapting to a changed landscape, Grant
Thornton has managed to shift towards virtual events,
including a virtual version of the GT5K annual corporate
challenge. Grant Thornton invites businesses to enter the
event, the profits from which are split between its 2021
charity partners, The Alzheimer Society of Ireland, the
Alzheimer’s Society in Northern Ireland and Athletic
Ireland’s (the organising body) Young Athletes programme.

NEAL TAYLOR

Neal Taylor, Head of CSR
at Grant Thornton says:
“The focus of the firm’s
CSR efforts has widened
significantly in the last
three years from purely
community engagement
and charity support to now
encompassing all aspects
of sustainability.”

Indeed, Grant Thornton has been working for the last
two years towards achieving BITC’s Business Working
Responsibly Mark, the leading independently
audited standard for CSR and sustainability
certification in Ireland.

PROTECTING THE ENVIRONMENT
Climate change remains one of the biggest challenges
of our time and Grant Thornton is playing its part to
safeguard our planet. Last year, the firm signed a carbon
pledge committing to a 50% reduction in carbon footprint
by 2030. To achieve this target, the Green Scene
committee was established to cut carbon usage throughout
the organisation and educate staff in how to act
responsibly in this area. As part of last October’s launch,
bee bombs were posted to 1,600 employees, so they could
plant their own wildflower meadows.
Some of the steps the committee has already committed
to include minimising waste generated by our operation,
reusing and recycling wherever possible, and sourcing
energy entirely from renewable suppliers, according to
Lisa Ward, Grant Thornton Head of Premises &
Facilities, who co-chairs the Green Scene Committee.
These measures are enhancing the move to a new LEED
(leadership in energy and environmental design) certified
building at City Quay and Grant Thornton’s new office
in Cork. LEED is a globally recognised green building
certification programme.
The Dublin office comes with 158 bicycle parking spaces,
and there are plans afoot to link up with Bleeper Bikes,
allowing staff to use its bike-sharing system rather than
hiring taxis to meet clients. The firm is also teaming up
with GoCar to introduce two electric vehicles on site with
unique Grant Thornton branding.

SUSTAINABILITY
With customers, policymakers, investors and jobseekers
increasingly holding companies to account to ensure they
deliver their goods and services in a sustainable manner,
Grant Thornton has moved to embed sustainability
not just throughout our business but into our overall
business strategy.
l Sustainathon In 2020, Grant Thornton teamed up
with Irish Funds to create Sustainathon, an initiative
to help the Irish Funds industry – as a collective –
play its part in tackling climate change. This initiative
involved entrants from across the Irish Funds industry,
working together to identify and propose solutions to
the sustainability agenda. The proposed solutions
could relate to product innovations, new platforms
for engagement, corporate initiatives, use of
technologies, or other ideas.
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EMBRACE: GRANT THORNTON’S
DIVERSITY & INCLUSION PROGRAMME
People are at the heart of the business and teams built with
varied backgrounds, cultures, ages, genders, gender
identities, abilities and family types present diverse
viewpoints. More importantly, Grant Thornton is
committed to ensuring that every staff member feels that
their individuality is embraced and that they feel they can
bring their whole selves to work. The diversity and inclusion
programme at Grant Thornton is called Embrace and
currently has five main pillars: gender equality, ability
(ensuring inclusivity for anyone living with a disability),
LGBTQ+, family, and ethnicity.

“We have seen a significant increase in the number of
female colleagues at director level, and while it’s not quite
at parity, we hope to achieve that in the next two years. The
final hurdle is at partner level. There have been a far greater
number of female partner appointments in the past two
years than in previous years, which has increased female
representation at partner level to 18%. This is encouraging,
but there is a still a journey to travel. We are active
members and advocates of the 30% Club and the initial
target is to reach and maintain at least 30% female
representation at partner level.”

Dan Holland, head of diversity and inclusion, says: “It
is an absolute necessity to have genuine engagement with
diversity and inclusion, if we are to continue to attract the
type of colleagues we want. At its core, our ethos is about
empowering people to maximise their performance and
career in an inclusive and respectful environment.” Support
for the annual Dublin Pride event took place online in June
2021, in the form of a series of webinars and round-table
online discussions with panellists, discussing issues such
as the challenges facing the LGBTQ+ community in society
and the workplace, the experiences of the transgender
community, and those living with HIV.
Six years ago, Grant Thornton introduced specific learning
and development programmes for female colleagues to
encourage them to further their careers without any
structural obstacles. “These dedicated programmes have
been successful in achieving and maintaining at least
parity in the breakdown of female and male colleagues
at assistant manager, manager and associate director
levels,” says Holland.

RONAN KELLY

Ronan Kelly, a manager in
Financial Services Advisory, says:
“Sustainathon 2020 really resonated
with the industry, due to the focus
on sustainability stemming from
developments such as the drive
towards more green funds and the
EU’s non-financial disclosure
reporting requirements.”

The winning entry was the Green Team Network,
a forum for connecting and empowering the funds
industry to support change towards a sustainable
environment. Since presenting the idea at the Irish
Funds Conference in October, Grant Thornton and Irish
Funds have been working together to get the Green Team
Network off the ground.
Sustainability as a service Grant Thornton is now
leveraging its experience in sustainability to support its
client base and is refining a dedicated service offering to
help its clients address challenges. One such challenge
comes in the form of the plethora of emerging regulations,

l

Grant Thornton employees pictured at the launch of the Grant Thornton
Gender Identity and Gender Expression policy in 2019

such as the proposed Corporate Sustainability Reporting
Directive, that will greatly expand the number of
companies required to make sustainability disclosures,
or the recently passed EU taxonomy regulation.
This regulation seeks to direct investments towards
sustainable projects to meet EU climate and energy
targets for 2030, and to implement initiatives outlined
within the European Green Deal.
Catherine Duggan, Grant
Thornton’s sustainability specialist
noted: “Some of our clients are at an
advanced stage in understanding the
regulations, and are seeking support
in surpassing the minimum
requirements and becoming a market
leader. For others, their journey is
CATHERINE DUGGAN
just beginning, and often they don’t
know where to start. Our objective is
to help all of our clients understand the regulatory
landscape today and what the future landscape looks like,
and to integrate this changing environment into their
business strategy.”
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Elevate CEOs Pledge To Make
Their Workplaces Inclusive
Business in the Community Ireland’s Elevate pledge aims to embed
social inclusion in the workplace, writes Doug Casey
n May 2021, 46 organisations
signed up to Elevate. The pledge
aims to embed social inclusion
within the workforce by encouraging companies to profile the
diversity of their staff and to commit to
concrete action to improve inclusivity.
The Elevate initiative followed on
from a Deloitte report
commissioned by Business in the
Community Ireland, which
highlighted the stark inequalities and
barriers to inclusion in the labour
force in Ireland. The report found
that the unemployment rate was
four, six and 13 times higher among
disabled people, black people and
Travellers, respectively, than in the
general population.
The pledges of concrete action
made by the 45 Elevate companies

I

can take various forms, one of which
is to train hiring managers to
overcome unconscious biases in the
recruitment process and be more
actively inclusive. For energy
company SSE, the Elevate pledge is
one strand in its inclusion strategy,
according to Stephen Wheeler,
Ireland country lead. “Inclusion is
something SSE is firmly committed
to,” says Wheeler. “It’s good for
society, and it’s good for businesses,
too.”
Unconscious-bias training has been
introduced for managers at Bank of
Ireland. The bank also intends to
mandate modules in inclusion
diversity training for its entire
workforce. Additional diversitypromoting initiatives include an
ethnic-minority talent programme

called RISE, which aims to equip
staff from minority backgrounds with
the skills to progress into
management positions.
Diversity and inclusion (D&I) is a
very broad church. On one level, it’s
about providing opportunities for
non-nationals, ethnic minorities and
people with disabilities. On another
level, it’s about pay and opportunity
equality for men and women, and
D&I also spans providing
opportunity to individuals who come
from disadvantaged communities.
BITCI chief executive Tomás
Sercovich remarks: “The true levels
of unemployment are currently
disguised by the Pandemic
Unemployment Payment. Individuals
who experience barriers to reaching
their potential can get caught up in
LEON FARRELL/PHOTOCALL IRELAND

Photographer Theresa Ehiguese featured in the recent ‘Diversity in Dublin’ outdoor
photographic exhibition, commissioned by Dublin City Council and Creative Ireland
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PRACTICAL ACTIONS TO EMBED INCLUSION

Elevate is Business in the
Community Ireland’s new pledge to
support businesses to build more
inclusive workplaces. The pledge,
which must be signed by the CEO,
asks companies to commit to
profiling their diversity and take
action to embed inclusion.
Specifically, signatories must take at
least one action to improve inclusion
within their own workforce and
publish this action and the expected
outcome.
SAMPLE ELEVATE PLEDGES
A&L Goodbody Increase the number
of diverse candidates presenting for
interviews.
AIB Conduct an employee D&I
survey to gather demographic data
on staff make-up, as well as their
thoughts on AIB as an inclusive
place to work.

welfare systems and poverty traps.
Individuals, their families, and whole
communities can get stuck in a
vicious cycle of disadvantage. Very
often, the path out of poverty is not
clear, and individuals don’t see
options for themselves.”
Corporate inclusion now spans the
gender pay gap, too. The Gender Pay
Gap Information Act 2021 was
enacted recently, and it will require
organisations to report on the gender
pay differentials in their
organisations. The requirement will
initially apply to employers with over
250 staff and will extend over time to
organisations with 50 or more
employees. Implementation of the
Act awaits regulations, and it is likely
that the reporting process will
commence in 2022.
Many corporates are already
addressing GPG issues. In March
2021, telco Eir issued its first GPG
report, which identified the
difference in the hourly wage of men
and women, irrespective of their jobs,
qualifications, experience, or working
pattern. The company disclosed a

Aviva Increasing disclosure of
employee D&I data, enabling the
company to better focus on D&I
strategy and activity.
Bank of Ireland Establish a baseline
to understand ethnic- and culturalminority representation across the
group by the end of 2021.
The Central Bank Develop and
implement a ‘gender identity and
expression in the workplace’ policy,
toolkit and supports. Publish and
promote the new policy internally
and externally.
Deloitte Launch an inclusion passport.
Dublin Bus Increase the number of
female drivers in the organisation.
DHL Commit to the completion of
the DHL Inclusive Leadership
programme for all senior managers
by the end of 2021.
Eir Publication of a gender pay gap
report in 2022, publicising the
efforts made to close the gap.
Energia Establish female networks
across the group.
Gas Networks Ireland Development
of a publicly available inclusion
statement.

GPG of c.11%, not least because male
employees disproportionately work
in specialised engineering roles with
a longer tenure than those of women.
Elevate signatories DHL and
Tesco use Great Place to Work
methodologies to benchmark their
equality. This rates organisations that
ensure that the women in their
workforces are treated fairly when it
comes to pay, recognition, training,
and promotional opportunities, and
where they can take the time off they
need to attend to childcare or other
family commitments.
nother D&I benchmark is the
accreditation operated by the
Irish Centre for Diversity.
It operates a bronze, silver and gold
scale, which recognises businesses that
are leading in the field of equality,
diversity and inclusion. Nestlé
Ireland, which has gold accreditation,
notes that its D&I strategy starts at the
recruitment stage.
Companies looking to improve
their D&I practices should consult
Deloitte’s Diversity and Inclusion in

A

Irish Cement Enhance female
representation in the graduate
programme.
Janssen Roll out disability
confidence training.
Maveric Contractors Create a work
placement programme for people in
Direct Provision.
Roadstone Partner with South
Dublin Partnership to increase
candidate pool for open roles.
RSA Commence an internship
programme to support people with
intellectual disabilities to access
work placements.
SSE Ensure that all hiring managers
complete an inclusive recruitment upskilling programme, to
understand how to be consciously
inclusive.
Tesco All employees will complete
mandatory diversity and inclusion
training.
Veolia Review job descriptions and
current recruitment channels.
William Fry Partner with local DEIS
schools and rural schools to
introduce the world of law to TY
students.

Focus report. In focus groups, the
following situations were disclosed
by non-nationals:
l Being told by recruiters to change
their names to make them more
acceptable to Irish employers.
l Employers and recruiters not
understanding the visa process.
l Frustration that their education
and skills, being non-Irish, were
neither recognised nor appreciated.
l Being in low-paid jobs that in no
way reflected their experience.
l Being asked to apply for a job that
they were doing but not passing the
standardised aptitude test.
The report provides a handy
checklist for any company starting its
inclusion journey. Among the
recommendations are for employers
to cease insisting on Irish experience
in a similar role, asking for school
exam results, and hiding behind
generic equal-opportunity
statements. Companies are also
encouraged to start screening in
candidates from under-represented
groups and set inclusion targets for
large recruitment drives.
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SSE
Accelerating Ireland’s Climate Response
The enshrining into law of Ireland’s
new Climate Action Plan was rightly
celebrated. But the real work starts now driving ahead with Ireland’s net zero
journey, writes Klair Neenan.
It’s now less than 100 days until the world’s foremost decision
makers will gather for the COP26 climate conference. The
eyes of an expectant world will be firmly on Glasgow for
two weeks, with hopes high that the outcomes from the
Conference of the Parties, will result in a step change in how
the world’s largest polluters are reacting to the increasingly
real threat of climate change.
The targets laid down at COP26 will have a big impact on
Ireland and we must be ready to respond. Encouraging progress
has been made in recent months with the new Climate Action
Plan and Low Carbon Development Act signed into law recently.
The government’s plan is full of ambition but it must be backed
by firm and concerted action. It’s time for the (sustainably
powered) rubber to meet the (sustainably built) road.

SSE’s Galway Wind Park is Ireland’s largest wind farm,
producing enough power for 84,000 homes

have 70% of energy coming from renewable sources by 2030.
We hope this will be increased to 80% when Ireland publishes
its updated Climate Action Plan later this year.

OFFSHORE DEVELOPMENT
NET ZERO COMMITMENT
At SSE Airtricity, we’re proud that our parent company, SSE
plc, is a Principal Partner of COP26. For us, this is no ordinary
sponsorship, but rather a statement of how seriously we’re
taking the net zero challenge and our commitment to
supporting policy makers in achieving it. We know we must
play our part in moving the climate emissions dial, and we are
driven by our purpose – to provide energy needed today while
building a better world of energy for tomorrow.
Preparing for 2050 is important, but if we do not make
progress in the 2020s and deliver on our 2030 climate
commitments, the task ahead will be even more challenging.
Among the goals of Ireland’s Climate Action Plan 2019 is to

To deliver on this ambition, offshore wind development needs
to begin now. Projects capable of delivering by the middle of
this decade such as Arklow Bank Wind Park Phase 2 need to
be facilitated in Ireland’s first Offshore Renewable Electricity
Support Scheme (RESS) auction. Getting the first commercial
project in the water is critical to help build the supply chain in
Ireland, put Ireland on track to reach 51% emissions reductions
by 2030, and provide much-needed generation capacity to
replace emissions-intensive power stations due for closure.
Ireland’s climate ambitions will require a transformation, not
just in our electricity supply but also in the built environment,
transport and all aspects of our lives. Supports are needed
to enable businesses and consumers to retrofit offices and
homes, install small-scale technologies, and make the
switch to electric transport.

JUST TRANSITION
A transformation in our behavioural habits is central to our
success too. The rapid move towards net zero brings a risk
that some people will be left behind. This cannot be allowed
to happen and a just transition needs to be a key focus of
Ireland’s approach.

Klair Neenan: “Offshore wind development needs to begin now”
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Ensuring this happens will require the swift implementation of
Ireland’s updated and ambitious Climate Action Plan. Eamon
Ryan, Minister for Environment, Climate and Communications,
stated recently, that publication of the plan will allow Ireland to
walk into COP26 on November 1 “with our heads held high”.
Whether we can continue to hold them skywards beyond
November will be determined by what comes next.
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Allianz
In Allianz, our purpose is not just about
providing peace of mind and financial
security for our customers when things go
wrong. 'We secure your future' also means
that sustainability in all its forms is a
priority across our business, writes
Sean McGrath, CEO, Allianz Ireland.
We believe that prioritising both sustainability and inclusivity
will aid us in achieving our objectives in growth and value
creation, and at the same time, contribute to a more
sustainable future for the communities in which we live and
work. Our ambition is to move from being a responsible
company in our own right to leading in the financial services
industry and beyond.

TO ACHIEVE IT, WE FOCUS ON
THREE CORE PILLARS:
l Tackling climate change – anticipating the risks of a

changing climate, protecting vulnerable people and targeting
investments and engagement to drive a low carbon future.
l Integrating ESG – leading in our industry for how we

Sean McGrath, CEO, Allianz Ireland

consider environment, social and governance (ESG) issues in
our insurance, investments and asset management.
l Societal impact – using our role as an employer, insurer,

FAIR WORK CULTURE
As the head of a large workforce, I am also extremely proud

investor and corporate citizen to contribute to more inclusive

that we are working to eliminate any potential equal pay gaps

and stronger societies.

by the end of 2021. We have also continued our commitment
to inclusivity through engaging with AHEAD, a network that

DIVERSITY & INCLUSION
While sustainability encompasses every aspect of our business,
from reducing our carbon footprint to having sustainable
procurement policies in place, in 2021 we have placed a huge
emphasis on our commitment to fostering diversity and
inclusion in the workplace. We want to shape and promote an
inclusive culture across our business, and believe that valuing
the differences of our employees is an essential part of our
corporate success and competitiveness. As part of reaching this
goal, the implementation of our local diversity and inclusion
strategy has been a key priority for our board and all our
management team.
Over the first half of this year, we have made significant steps
towards bringing this strategy to life across our workplace.
From signing the Business in the Community Ireland Elevate
Pledge alongside 45 other Irish companies, pledging to do our
part in creating an inclusive workforce that is representative of
Irish society today, to becoming a global member of the
Valuable 500 which aims to improve the experience and
employment of people with disabilities worldwide, we are well
and truly on our way to making this strategic goal a reality.

works to create inclusive environments in education and
employment for people with disabilities. Allianz has doubled
our intake of graduate placements this year, having engaged
with the programme for the first time in 2020.
With six individual areas of focus in our overall diversity and
inclusion strategy, a lot has been done, but there is always
more to do. As a business leader, I believe that this is one of
the keys to a successful, thriving workplace and a fair work
culture long-term. I would urge other leaders to view a drive
for diversity and inclusiveness in the same light. It’s not just a
social obligation, but a huge opportunity for any company, so
that we don’t talk about what people can’t do, but about what
we can do together.
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Lidl
A Better Tomorrow
2021 has continued to be an incredibly
challenging year for everyone across the
country as we all carry on adapting to
the challenges the pandemic has thrown
at us. At Lidl Ireland, we are continuing
to work towards improving our
operational approach whilst sticking to
our four key pillars of our A Better
Tomorrow strategy – Responsible
Sourcing, Protecting the Environment,
Team Lidl, and Lidl Community Works.
The past few months have seen us
introduce several initiatives across
each of the four pillars.
POLLINATOR-FRIENDLY STORES

Food and the Marine Pippa Hackett helped launch this
new initiative. The minister commented: “Encouraging our
native biodiversity to flourish is incredibly important, and
we all have a part to play in doing so. I am delighted to see
Lidl Ireland taking the initiative and supporting Ireland’s
national biodiversity with the rollout of their PollinatorFriendly Stores, giving people across the country the
opportunity to learn about the conservation and
revitalisation of Irish biodiversity on an individual level.”

PERIOD POVERTY
In April 2021, we became the first major retailer in the
world to offer free period products in stores nationwide
to women and girls affected by period poverty. A Plan
International study in Ireland found that almost 50
per cent of girls aged between 12 and 19 found it difficult
to pay for sanitary products. The initiative came in advance
of anticipated Irish legislation and implementation
of supporting measures. We worked in partnership
with Homeless Period Ireland and The Simon
Communities of Ireland to introduce this
initiative to our stores.

Following the debut of our first Pollinator-Friendly Store in
Youghal, Co. Cork last summer, we have committed to the
rollout of 20 more Pollinator-Friendly Stores across the
island of Ireland by the end of 2021, including several store
locations in Dublin, Kildare, Cork, Limerick and Offaly.
As a member of the All-Ireland Pollinator Plan since
2018, we have been working collaboratively towards the
protection of biodiversity and the conservation of native
ecosystems in line with Ireland’s National Biodiversity
Action Plan. Pollinator-Friendly Stores are an innovative
concept whereby suitable surrounding areas at our stores
are optimised to create an area of pollination promotion.
Featuring reduced mowing practices, wildflower planting,
an insect hotel and informative signage, these areas can
look overgrown but are in fact a haven for pollinators like
bees, butterflies and hoverflies, which are essential for the
production of the fresh fruit and vegetables that Lidl
Ireland is renowned for. Minster of State for Agriculture,

Lidl Ireland has partnered with Homeless Period Ireland and
The Simon Communities to address the issue of period poverty.
Pictured at the launch of the initiative were (l-r) Jennifer Kitson,
Simon Communities; Aoife Clarke, Lidl Ireland;
Carla Rowe, LGFA; and Claire Hunt, Homeless Period Ireland

The new initiative allows customers to claim a dedicated
coupon for a free box of sanitary pads or tampons each
month through the Lidl Plus app. As part of our
partnership with The Simon Communities of Ireland,
we also committed to quarterly donations of period
products to ensure people experiencing homelessness who may not have access to a smartphone - can
access these essential products.

Minister of State for Agriculture Pippa Hackett with Owen Keogh,
Head of CSR at Lidl Ireland, pictured at Lidl’s
Pollinator-Friendly Store in Tullamore
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The idea for the scheme was brought forward by our
Senior Communications Manager Eimear O’Sullivan,
who explains: “As the first retailer in the world to take
a strong stance in all our stores, supporting those
affected by period poverty, this initiative underscores
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LIDL COMMUNITY WORKS
Our objective at Lidl is to be a good
neighbour by positively contributing
to the communities in which we
live and operate.

JIGSAW
We are proud to partner with Jigsaw –
The National Centre for Youth Mental
Health. Through this partnership, we
have pledged to raise €1.25 million and
grow national awareness of youth mental
health. Not only are we aiming to raise
funds to help Jigsaw, but we are also
aiming to raise national awareness of
youth mental health by encouraging
all of our customers and colleagues
to be One Good Adult to a young
person in their lives.

AUTISM AWARE STORES
Between the bright lights, crowded
spaces, noise and sensory overload,
grocery shopping can sometimes be
a very stressful task for people with
autism. With this in mind, we have
organised ‘Autism Aware Quiet Evenings’
in each of our stores to help people and
families who may struggle with the
weekly shop run.

LADIES’ GAELIC
FOOTBALL ASSOCIATION
We launched our sponsorship with the
LGFA in 2016 and since then have
invested a massive €4m in the LGFA and

Dr Joseph Duffy, CEO of Jigsaw (left) and J.P. Scally, CEO of Lidl Ireland, pictured at the
announcement of the partnership extension to raise an additional €250,000 to fund
nationwide accessibility of the One Good School programme and other Jigsaw services

its local communities, including
supporting over 450 schools and juvenile
teams nationwide, donating more than
11,000 jerseys, balls and equipment,
and providing over 300 clubs with
cash donations.
One of the primary objectives of our
sponsorship of the LGFA has been to
encourage more young girls to
participate and stay in sport. Our
nationwide Lidl #SeriousSupport
Schools Programme was launched in
2019 and aimed to tackle dropout rates
of girls aged 11-14 by delivering
inspirational assembly talks and
skill-building workshops.

FOOD REDISTRIBUTION
Through our partnership with
FoodCloud, we have built a network

our commitment to supporting women and girls in
the communities we serve across the country. We
also do this through our sponsorship of Ladies’ Gaelic
Football, our International Women’s Day initiatives and
significant employee benefits. This initiative has been a
passion project, and it’s really rewarding to see it come to
life and hopefully, have an impact on women and young
girls across the country.”

of over 300 charity and community
groups, from disability support services
to after-school clubs to homeless
charities, which we support with regular
food donations from our stores and
warehouses. We donate on average
50,000 meals every month to over
300 charities, and to date we have
redistributed the equivalent of over
2 million meals.

VOUCHER DONATION FUND
Where a local community group is
hosting a community event or fundraiser
that mirrors our values and pillars, we
are happy to provide Lidl vouchers.
These vouchers have been used by
hundreds of community groups and
charities across the country for raffles,
bake sales, school healthy eating weeks,
science projects and sports programmes.

The policy will see anybody affected offered three days
off at full pay, regardless of gender and including those
engaged with a surrogate mother, who have experienced
early pregnancy loss or miscarriage. Aside from this, we
are also offering 24-hour access to the employee assistance
programme for mental health. This involves up to five
sessions with a professional counsellor and the opportunity
for employees to speak to a colleague about their
pregnancy loss if they wish.

PAID LEAVE AND PREGNANCY LOSS
As part of our Team Lidl pillar, we continue to introduce
a range of benefits to create an overall better workplace
environment for our over 5,000 employees. In June,
we became the first company on the island of Ireland
to extend compassionate leave to employees who
have experienced or been directly impacted by early
pregnancy loss or miscarriage.

Denise White-Hughes, our Head of Employee Relations,
who has herself experienced three miscarriages, spoke
at the launch event. “We want to acknowledge that
people who experience early pregnancy loss or miscarriage
are bereaved and not sick. We also want to support
employees to have safe conversations and to listen to
what they need,” said Denise.
B U S I N ES S PL U S
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Accrediting The Efforts Of
Ireland’s Social Entrepreneurs
Social Impact Ireland operates the Social Enterprise Mark to certify social enterprises
that live up to their name, writes Derek Nagle
housands of individuals,
mostly women, embark on
‘social enterprises’, but what
does that mean? Typically,
social enterprises are so defined if
their primary goal is to tackle a clear
social, environmental or economic
issue. They are usually established as
for-profit businesses, except that they
reinvest or donate any net gains to
effect positive social change.
Another way to ascertain the
credibility of a social enterprise is to
see if it has been accredited by an
awarding body. Limerick organisation
Social Impact Ireland, for example,
operates the Social Enterprise Mark,
an international accreditation awarded
to ventures deemed to be genuine
social enterprises.
Social Impact Ireland has its origins
in BNest, which was founded by
Eamon Ryan and Pauline Gannon in
2015. It set up Ireland’s first social
enterprise incubator programme, and
from this, the founders established the
Irish Social Business Campus (ISBC)
in 2018 at University of Limerick.
In October 2020, the ISBC
rebranded as Social Impact Ireland
and launched the Social Enterprise
Mark, partnering with the
accreditation’s creator, Social
Enterprise Mark CIC in the UK.
Criteria for awarding the mark include
that the recipient is trading primarily
in support of social purposes. In the
UK the mark has a cost of £25 to
£750 per month, depending on
the recipient’s annual income.
SII accreditation recipients in
Ireland include Sarah Miller in the
Rediscovery Centre in Dublin,
which promotes creative waste reuse;
Maeve Murphy in Cork Craft &
Design; Courtney Sheehy from
Foodshare Kerry, which
redistributes surplus food to charities;
Susan Forde in Slanu Stroke
Rehab, which aids stroke survivors;

T
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and Liam Fleming in Siúl Eile,
which organises walking events in
rural communities.
Business advice clinics, workshops,
information evenings and short
courses are among the supports
Social Impact Ireland provides.
Gannon says the clinics provide a
private and confidential space for
ideas to grow and develop. Help
with issues such as business models,
marketing and finance is also
provided. SII probes where the social
entrepreneur is coming from and
where they want to get to.
n Gannon’s experience, individuals
who undertake a social enterprise
can be placed in two broad
categories. “One group consists of
people who question what they’re
doing in life and work, and what
impact they’re having on the world.
Covid may have caused them to
question the longevity or even the
fragility of life. The other cohort is
people who are pushed to the point
where they feel they just have to take

I

action. We’ve even had people coming
into us who are so passionate about
their idea, that they’ve put off buying
a house or getting married for a year
or two to see if it will take off.”
Success to Gannon is directing the
individual to the right place for them.
She adds that it’s much better if an
individual realises they’re on the
wrong track early on rather than later.
Gannon cites the example where
two individuals within the same
community have a similar idea but
are approaching it differently. In that
scenario, SII will encourage them
to explore a partnership.
It is estimated that eight in ten
social enterprises are led by women,
and Gannon notes that informality
of the operating structure can be a
problem. “Some individuals can’t
access funding because the enterprise
doesn’t have a legal structure,” she
adds. “I would like access to supports
and funding for these informal
enterprises to be addressed at
government policy level. At the
moment that’s not happening.”

Pauline Gannon mentors budding social enterprises
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Top Tips For Embarking
On Sustainability Journey
ustainability is fast becoming a
‘must do’ rather than a ‘nice to
do’. Every business has the
capacity to make a difference
and rethink their business model to
avoid becoming obsolete. More than
that, every business has the potential
to benefit from the commercial
opportunities that embracing
sustainability brings.
That’s the view from Digital
Business Ireland (DBI), which
recently published a Sustainability
Guide for SMEs. The representative
body for the digital sector devised the
guide in collaboration with consultancy
Sustainability Works, with sponsorship coming from Permanent TSB.
Rose O’Donovan, chairperson of the
CSR & Sustainability committee,
notes that there is often a perception
that sustainability is a challenge to
conquer, or an obstacle to overcome.
“While the task of transitioning to
more ethical practices can initially
seem daunting, our guide outlines
the many opportunities that
sustainability offers to Irish
businesses,” she says.

S

Digital Business Ireland’s sustainability guide provides
useful pointers for transitioning to ethical practices,
writes Emily Styles
MICHEAL CHESTER

DBI’s Lorraine Higgins (left) with minister Damien English (right) and
Rose O’Donovan and PTSB’s Courtnee Kyle (right)

the Sustainable Development Goals
as a starting point to determine which
societal needs their business is helping
to address, or which global challenges
it is contributing to solving.

DBI SUSTAINABILITY TIPS
How can your business become
more sustainable?
To take advantage of the opportunities
and manage the risks that the
sustainability agenda presents,
businesses across all sectors need
to review their current practices,
understand their impacts, and apply
a sustainability mindset when setting
their future strategy. Implementing
best practices across the three pillars
of sustainability will help focus your
business on longer-term benefits for
all its stakeholders.
Be clear on your purpose
and vision
Whether your business has an
obvious social or environmental
purpose or not, you can build social
and environmental objectives into
your business to better align profits
with purpose. Many businesses use

Understand your impacts
Map out the social and environmental
issues that are most relevant to your
business and your sector by thinking
about your impacts across your
value chain. Additionally, it is worth
finding out what others in your
sector are doing
Consult stakeholders
Get feedback from your stakeholders
on the sustainability issues they think
are most important for your business
to address. This includes employees,
customers, suppliers, and investors.
Measure your current position
Understand your ‘baseline’ or starting
point and ensure you capture the
good things you are already doing.
Then create a strategy and action plan
focused on the high-priority
sustainability issues identified.

Set specific goals and agree actions
and timings – as well as targets and
performance metrics – to track
progress and achievements.
Embed sustainability
into everything
You need everyone in your business
to apply a sustainability lens to their
actions and decision making. When it
comes to procurement, think about
the goods and services you purchase
and next time you’re renewing a
supplier contract, seek out and
choose a sustainable supplier.
Share your story
Celebrate your achievements and
share your knowledge, even in the
early days, as this will help embed
sustainability awareness and practices
and engage your employees. As you
become more knowledgeable, you
may want to produce a more formal
sustainability report, to communicate
your progress and performance
to your stakeholders. You may
also want to consider accreditations
or certifications for your business.
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The BMW Group
100% Electrified. 100% Driving Pleasure. 100% BMW.
The BMW Group has been ranked as the
most sustainable automotive company in
the world by the Dow Jones Sustainability
Indices (DJSI), and it is the only automobile
manufacturer to be consistently named
among industry leaders since the Dow
Jones Sustainability Indices were created in
1999.

to manufacture them and, above all, planning for reuse and
recycling from the very beginning. We have developed a
detailed 10-year plan with annual interim goals for the time
frame up to 2030,” said Oliver Zipse, Chairman of the Board of
Management of BMW AG.

CONCRETE CO2 TARGETS
FOR ITS SUPPLY CHAIN
Having already lowered emissions per vehicle produced by over
70 per cent since 2006, the BMW Group will aim to reduce its
emissions by a further 80 per cent (from 2019 levels) by 2030.
One of the ways that the BMW Group is doing this is by
defining a supplier’s carbon footprint as a decision criterion in
its contract award processes. The company leads the way as the
first automotive manufacturer to establish concrete CO2 targets
for its supply chain.
Since 2020, all production sites (worldwide) are operated
exclusively with electricity from renewable energy sources,
and this year, all BMW production plants and locations will
become climate neutral: firstly, by reducing overall energy
consumption; and secondly, by then only using renewable
energies that we have generated ourselves, to the greatest
possible extent.

The BMW Group is setting itself clear targets for CO2 reduction up
to 2030. These extend throughout the entire life cycle, from the
supply chain through production to the end of the use phase

The success of the BMW Group has always been based on
long-term thinking and responsible action. Did you know that
back at the Summer Olympic Games of 1972, held in Munich,
an all-electric BMW 1602e drove ahead of athletes in
endurance events to film them and supply them with water,
as necessary? Emission-free and silent, it was the ideal vehicle
at the time, and it did not obstruct competitors in achieving
the best performances of their lives. Almost five decades later,
BMW has perfected its electric mobility capabilities through
the development of the BMW i sub-brand and range of
exciting electric cars, plug-in hybrids, and mild hybrid
technology.
The BMW Group’s single-biggest ambition is to be the most
sustainable premium brand for individual mobility. With clear
targets to dramatically reduce CO2 emissions through the
electrification of its brands, the BMW Group is tackling every
aspect of the entire value chain of its products and services.
“We must design our vehicles for sustainability from the very
first day of development, reducing the amount of material used
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Another way in which the BMW Group thinks about the
entire value chain is through projects such as the Cobalt for
Development. This cross-industry initiative started training
programmes for 12 mining co-operatives in the Republic of
Congo (DR Congo). It includes mine site management and
legal compliance, human rights, and health and safety, as
well as environmental management. The initiative was
established to better understand and address challenges for
responsible mining in the region, and it was developed
alongside BASF, Samsung SDI and Samsung Electronics.
As the BMW Group accelerates its expansion of e-mobility in
the coming years, the need for lithium – an important raw
material in the production of battery cells – will increase. For
this reason, the BMW Group will source lithium from a second
leading supplier, US-based Livent. The importance of using a
second supplier is that it makes the BMW Group
technologically, geographically and geopolitically less
dependent on individual suppliers.

BMW PLUG-IN HYBRIDS
Of course, driving a BMW will always be about the joy of the
journey. Whether it’s a traditional engine, plug-in hybrid or
electric, it’s still the Ultimate Driving Machine. BMW’s range of
plug-in hybrids also delivers on this promise, through superb
performance in terms of fuel economy and responsiveness,
seamless connectivity and luxurious comforts – just as you
would expect. There are no fewer than 15 BMW models with
plug-in hybrid technology, and there will be a further 10
electrified vehicles added to BMW’s range by 2023.
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RETHINK, REDUCE, REUSE, RECYCLE
Making Use of the Circular Economy
As part of the objective to become the most sustainable
premium brand, recycling is a key factor. Alongside the
intelligent planning of its products, the reuse of materials in the
form of recycled substances is also firmly anchored in the
supply chain, as is recycling 99% of all waste generated in the
production of its cars.
Later this year, the company will reveal plans to substantially
increase the percentage of secondary material, such as recycled
steel, plastics and aluminium. Faced with a ‘shortage of natural
resources’ and rising raw-material prices, the BMW Group sees
this step as a crucial lever for sustainable business practices
and creating a clear efficiency imperative. To achieve this, the
BMW Group has initiated a paradigm shift in development
with a ‘secondary first’ approach, i.e. using secondary material
wherever the quality and availability of materials allow.
However, the goal of climate neutrality and emission-free
mobility can only be achieved through a variety of drive
technologies. For this reason, and in order to achieve even
greater flexibility with regard to the needs of our customers,
BMW will continue to drive alternative options for future

The BMW Group has initiated a ‘secondary first’ approach, i.e.
using secondary material wherever the quality
and availability of materials allow

mobility, including the advancement of hydrogen fuel cell
technology. Step by step, BMW will break new ground towards
an environmentally friendly and emission-free future.

travelling experiences possible. Autonomous driving and even
the interior are completely redefined. It’s more than innovative
and aesthetic – it’s a place to feel at ease and choose how you
spend your time.
With the iX, BMW introduces a visionary driving experience
that converts the road into your favourite destination. The most
beautiful place to drive is inside the BMW iX. Re-engineered
seats, including new lounge seats in the rear, feature a
beautifully crafted asymmetrical diagonal design with
additional contrasting seams.
BMW-545e-xDrive: There are 15 BMW models with plug-in
hybrid technology, and a further 10 electrified vehicles
will be added to BMW’s range by 2023

One of the criticisms of plug-in hybrid technology is the
uptake of charging. One way that BMW is tackling this is
through eDrive Zones. Last year, BMW launched a new
digital service in London and Birmingham, which automates
the process of switching to electric-only power when a BMW
plug-in hybrid vehicle enters a defined area of these cities.
The service, unique in the worldwide automotive industry,
automatically conserves electric power for use during the part
of the journey within the low-emission zone, if the journey
destination is entered into the vehicle’s navigation system.

The use of exclusively renewable energy sources during
production, and the use of natural materials and recyclates
within the interior, make the iX BMW’s most sustainable car
yet. From the naturally olive leaf-tanned Castanea leather to
the 100% Econyl floor mats, every detail within the entire life
cycle is not only considered, but instrumental in creating the
Ultimate Driving Machine for a new generation.

This new technology ensures that BMW plug-in hybrid models
offer consumers the best of both worlds: electric-only driving
in the city, where it makes the most difference, and a highly
efficient internal combustion engine, to cover long distances.
Later this year, BMW Ireland will mark an important
milestone, with the arrival of no fewer than three new electric
models: the all-new BMW iX, BMW iX3 and BMW i4.

THE ALL-NEW BMW IX
The BMW iX, the new flagship model for the BMW Group,
represents the vision of a future vehicle. All electric, highly
automated and fully connected, the BMW iX makes new

The BMW iX, the new flagship model for the BMW Group,
represents the vision of a future vehicle
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Companies Ramp Up Their
Low-Carbon Commitments
Business in the Community Ireland wants companies to have science-based carbon
reduction targets in place by 2024, writes Emily Styles
usiness in the Community
Ireland’s Low Carbon
Pledge has been ratcheting
up the carbon reduction
obligations placed on corporate
signatories since it launched in 2018.
For year three of the pledge,
companies are required to adopt
carbon reduction targets based on
science, with the goal of achieving a
net-zero economy by 2050.
BITCI partners with PwC for the
Low Carbon Pledge and the
professional services firm’s role is to
track progress by way of annual
reports. Its 2021 update explains that
participating businesses now need to
work towards setting science-based
emission reduction targets by 2024,
at the latest.
For pledged enterprises, their
initial focus centred on reducing socalled Scope 3 carbon emissions,
related to business travel, waste
management and water usage. The
initial pledge requirement also called
for companies to reduce their Scope 1
and 2 greenhouse gas emission
intensity by 50% by 2030.
The tough carbon pledge targets
aren’t dissuading corporates – the
number of Low Carbon Pledge firms
has increased to 64 from 58 last year.
The participating businesses span 11
sectors, with professional services,
agribusiness/food-and-drink, and
financial services being the top three
largest sectors represented.
Committing to science-based
targets (SBT) involves several steps.
Firstly, companies need to be clear on
what these targets entail. According
to PwC, targets are ‘science-based’ if
they are in line with the latest climate
science necessary to meet the goals of
the Paris Agreement – to limit global
warming to well below 2℃ above preindustrial levels.
The process begins with a written
commitment to set an SBT. An emiss

B
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-ions reduction target then needs to
be developed in line with criteria laid
out by the Science Based Targets
initiative (SBTi), a multi-organisation
partnership that includes the
United Nations.
The SBTi’s criteria require targets
to cover 95% of Scope 1 and 2
greenhouse gas emissions, and Scope
3 where emissions account for more
than 40% of a company’s total. The
SBTi also wants targets to work to a
time frame of five/10/15 years into
the future from the date that the
target is submitted to the SBTi for
official validation.
ow Carbon Pledge signatories
then need to have their
emissions reduction target
officially validated by the SBTi,
before announcing the target to
stakeholders and tracking their
progress annually. Once signatories
have formally committed to setting
science-based targets, they have a
time-frame of two years to get their
SBTs set and approved.

L

Of the 60+ companies that have
signed up to the pledge, four in 10
note that they are doing so to make
their business models more
resilient, while one-quarter thereof
have signed up to improve their
reputations. Three in ten signatories
have already set their SBTs and
received SBTi approval, while onefifth has formally committed to
carbon-reduction targets, but is still
analysing how to realise them. Onequarter of pledge signatories have
not yet mobilised to set their SBTs.
The tech sector is leading the
charge among pledge signatories –
all technology companies that signed
up now have SBTi-approved targets.
Half of retail signatories and half of
participants in the agribusiness/
food-and-drink sectors have also
finalised SBTi-approved targets.
PwC’s survey of signatories also
shows that four in 10 have net-zero
carbon emissions ambitions, with
the same proportion also hoping to
hit net zero on their Scope 3
emissions by 2030.
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Scope 3 emissions among the
pledge signatories continue to relate,
in the main, to purchased goods and
services, and business travel. Onethird of signatories told PwC that they
do not know what percentage of their
carbon footprint was made up of
Scope 3 emissions. Many firms admit
that data accessibility is the chief
obstacle in reducing Scope 3
emissions.
Another challenge for pledge
signatories trying to achieve the new
targets will be around the use of
carbon offsets. Offsets are reductions
in carbon dioxide emissions in order
to compensate for emissions made
elsewhere. They reduce, remove or
avoid greenhouse gas – perhaps
through a company investing in an
environmental project elsewhere.
ne-third of BITCI pledge
signatories are involved in
carbon offsets, of which 60%
use them as part of their net-zero
strategy. Signatories in the
transport/logistics and professional
services sectors are particularly keen
on using offsets, primarily through
offset initiatives based in Ireland.
The problem for offset-using
signatories is that they are not
permitted to achieve science-based
targets. The SBTi requires companies
to achieve their targets based on

O
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actual emission reductions, through
direct action within their own
operations and value chains.
Tomás Sercovich, CEO of Business
in the Community Ireland, notes the
emphasis by Low Carbon Pledge
members on reducing carbon impacts
across value chains. “This is
significant, as most emissions lie
within the supply chain, in most
sectors of economic activity,” he says.
“Many of Ireland’s largest businesses
are on track towards setting sciencebased emission reduction targets by
2024, and a net-zero ambition is not
optional any more.”

Scope Emissions Explained
SCOPE 1, 2 AND 3 GREENHOUSE GAS EMISSIONS comprise a classification
system devised to standardise the categorisation of carbon emissions
from commercial and public-/private-sector organisations.
SCOPE 1 EMISSIONS refer to direct GHG emissions occurring from sources that
are owned or controlled by the company. Four subcategories for these are:
l process, e.g. emissions released by on-site manufacturing;
l stationary, e.g. fuels burned in factories, heating sources;
l fugitive, e.g. greenhouse gases from refrigeration, air-conditioning, or fire
suppression systems, industrial gases; and
l mobile, e.g. fuel combustion in vehicles owned or operated by the company.
SCOPE 2 EMISSIONS refer to indirect GHG emissions from the consumption
of purchased electricity, heat or steam.
SCOPE 3 EMISSIONS refer to indirect GHG emissions not owned by the
company, but arising from its activities. There are 15 subcategories for
Scope 3 emissions, comprising:
l supply chain related (purchased goods and services, capital goods,
upstream transportation and distribution, waste business travel,
and employee commuting); and
l customer related (downstream transportation and distribution, processing
sold products, end-of-life treatment of sold products etc.).

Outside the corporate arena, recent
research by Behaviour & Attitudes for
SSE Airtricity reinforces the view that
though Irish business is in tune with
the low-carbon agenda, there are
serious gaps in the knowledge base.
B&A canvassed the views of 350
business owners through April and
May and discovered that one-third of
respondents don’t understand
retrofitting. Nearly half of the
respondents were unsure if their
energy was renewable, while, at the
same time, 85% consider themselves
to be environmentally friendly.
Two-thirds of respondents are
currently aware of the government’s
ambition to reduce Ireland’s
greenhouse gas emissions by half by
the end of the decade, though only
one in four believes that the target is
achievable.
Four out of ten respondents to the
survey are of the view that being a
greener business attracts more
customers. However, one-quarter of
businesses outside of Dublin do not
agree that being greener attracts
more customers, versus one-third of
Dublin firms.
The B&A research also found that
70% of respondents believe that
sustainability and climate change will
have an impact on their decisionmaking when it comes to purchasing
and partnerships in the future. In
relation to practical greener
workplace initiatives, the most
popular of the options available
include the use of KeepCups and
reusable packaging (68%).
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Energia Group
Energia Group Places Responsible Business
at Centre of Strategy and Success
ROLLINGNEWS.IE

Energia Group has published a
comprehensive new report that
describes many of the initiatives that
the Group is undertaking to operate as a
responsible business, to improve the
lives of colleagues, customers and
communities, and to act to mitigate the
impacts of the ongoing climate crisis.
Maia Dunphy at the launch of Energia Get Ireland Growing 2021

Energia Group’s Responsible Business Report will be
published annually, and the report will form part of a
wider Environmental, Social and Governance (ESG)
initiative being undertaken by the Group. This year’s
report (2020/21) contains information, statistics and
performance indicators across a wide range of
programmes being undertaken by the Group throughout
its organisation and across its business and operations.
Energia Group Chief Executive Ian Thom commented:
“Behaving responsibly is core to our values as people and
as a business, where Energia Group’s organisation is built
on key pillars of trust, dynamism, resourcefulness and
community focus. Our sector finds itself at the epicentre of
the climate crisis, where the biggest challenge of our times
demands an enthusiastic response. Accordingly, as a
business, we have maintained and enhanced our
commitment to tackling climate change and to playing a
leading role in energy transition on the island of Ireland.
“At both a local and international level, ambitious but
necessary targets have been set for 2030 and beyond, and
through our Positive Energy programme, we have the
ambition to invest up to €3bn to facilitate the achievement
of these targets.”

The report highlights an extensive range of programmes and
initiatives including:
l Climate Action – Energia Group generated c.6TWh
(Terawatt Hours – trillions of watt hours) of electricity in the
past year, over 50% of which was from renewable sources.
The Group owns and operates 15 wind farms across the island
and has a portfolio of over 1,200MW of renewable electricity
capacity under contract. Through the Group’s electricity
generation and supply activities, 97% of the carbon emissions
from its efficient gas-fired generators in Huntstown were
offset in 2020/21. As well as the ongoing activities, the Group
plans to deliver a further 1.5GW of additional renewable
capacity over the next decade through its €3bn Positive
Energy investment programme. Significant progress has
already been made on a number of offshore wind, onshore
wind and solar projects, all of which will help to realise the
renewable-energy targets that have been set for 2030 and
beyond.
l Community – Community Benefit Schemes relating to
Energia’s wind farms contributed €600,000 across 92
community groups assisted in 2020/21, benefitting 57,000
people. Programmes and initiatives include student bursaries,
digital-skills development, and awards for teachers. The
Group also sponsored Seachtain na Gaeilge, with funding
disbursed across 113 communities; Christmas food banks,
providing over 10,000 meals; the Get Ireland Growing

Energia’s Meenadreen wind farm, in Donegal: Over 50% of the Group’s electricity is generated from renewable sources

CSR Energia DPS Aug21.qxp_Layout 1 06/08/2021 10:26 Page 81

ABOUT ENERGIA GROUP
Energia Group is a modern and
innovative energy company focused on
playing a significant part in the
achievement of the energy transition on
the island of Ireland through the Group’s
renewables, flexible-generation, and
customer solutions businesses. The
Group is also one of only 40 companies
in Ireland to have been awarded the
Business Working Responsibly Mark by
Business in the Community Ireland.
As a leading energy provider and
infrastructure investor, Energia
Group currently supplies
approximately 18% of the island of
Ireland’s total electricity
requirements, and it is responsible

for approximately 23% of wind power
capacity installed on the island. The
Group supplies 823,000 homes and
businesses across the island of Ireland
with electricity and gas, through its retail
brands Energia and Power NI.
Energia Group continues to make good
progress on its €3bn Positive Energy
investment programme, focused on

renewable-energy projects. Ongoing
projects include onshore and offshore
wind, solar, battery storage, bioenergy
and green hydrogen, and it is anticipated
that the programme can add c.1.5GW of
additional renewable capacity to the
system by 2030, to facilitate the
achievement of government targets and
maintain momentum towards the overall
objective of net zero.
The Group also operates two efficient
gas-fired power stations in North County
Dublin, with a combined capacity of
740MW, which are critical to the security
of supply in Dublin and will, for
the foreseeable future, play an
important role in providing the
necessary backup to a growing
amount of renewable generation.

The Group moved to remote
initiative, with 1,000
working throughout the pandemic
participants; and the More
and has acknowledged the
Powerful Together campaign,
The Power NI Brighter Communities programme supports
commitment and dedication of all
providing over €40,000 to local
community activities such as Abbey Taekwondo
staff in making this work
digital and community initiatives
successfully. Incorporating
in Northern Ireland, as well as
changes for this new environment, over 60% of all staff
33 community projects in the Power NI Brighter
undertook learning and development, while 70% took part in
Communities and Helping Hands programmes. Energia
wellbeing initiatives during the past year. A company-wide
is the energy supply partner to the IRFU and Leinster Rugby,
survey of staff found that 96% were confident that the Group
and it also sponsors the Energia All-Ireland League and
was managing the impacts of Covid-19 effectively.
Wexford Youths Women’s FC.
l Customers – In early 2021, Energia Group passed the
820,000-customer mark, supplying homes and businesses
with 7.3TWh of electricity. The Group supplies 100% green
electricity in Ireland (through Energia) and offers a 100%
green product to customers in Northern Ireland (through
Power NI). The Group also entered into electric-vehicle
home-charging infrastructure partnerships with Opel and
Hyundai dealerships.

Energia Group is also supporting customers on their
sustainable-energy journey through the provision of energy
services, including smart-metering, intelligent energy
management systems, in-home devices, apps, and energyefficiency services and systems. The Group provided €3.4m in
funding to customers’ energy-efficiency projects – 55 business
and 5,611 residential – saving customers over 15,000 tCO2
and €4.5m.
l Colleagues – At the end of the year, Energia Group
employed 916 people at offices across Ireland and Northern
Ireland (up by 68 on 2019/20). The Group strives to provide a
positive, caring and rewarding work environment at all times
and, through ongoing work on diversity and inclusion, had
achieved a gender breakdown of 44% female and 56% male.

“As with the pandemic, this decade will require
unprecedented change in how we go about our lives. Energia
Group has always embraced change, and we will relish the
changes ahead while remaining committed to our customers
and the communities in which we operate,” says Ian Thom.
As well as the Group’s own activities, the report outlines the
extensive range of research partnerships and industry
collaborations related to energy transition and
decarbonisation. The report also provides a summary of
important accreditations achieved by the Group last year,
including the Business Working Responsibly Mark
(Business in the Community Ireland), the International
Asset Management Standard (ISO 55001:2014) and the
achievement of the Bronze Diversity Charter Mark NI.
The Group also won a wide range of awards during the year
for programmes encompassing sustainability, innovation in
energy supply, customer service, sponsorships and
community engagement.
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Accountants Call For Unified
Sustainable Reporting Metrics
Annual reporting by companies will soon have to stretch
beyond financial details, writes Emily Styles
n December 2020, the European
Commission committed to a new
2030 target to reduce greenhouse
gas emissions by 55% vs. 1990
levels, up from the previous target
of 40%. The legislative package to
achieve this target, billed as ‘Fit
For 55’, was announced in July,
and the proposals are far-reaching.
For instance, the proposed
Renewable Energy Directive includes
a new target for the share of
renewable energy to be 40% by
2030 compared with c.20% at the
moment. The Commission wants
renewables to make up half of the
energy used in buildings by 2030,
and state-owned structures will be
expected to be transformed into
‘nearly zero-energy buildings’.
Subject to agreement by member
states and the EU Parliament, the
Commission also wants new labelling
methodology for industrial products
produced using renewable energy,
and minimum tax rates for energy
products such as heating, transport
fuels and electricity. Member states
will be required to implement
measures to cut their final energy
consumption by 1.5% each year
from 2024 to 2030.
Against this backdrop, business has
to sit up and take notice. Recent
research by accountancy body ACCA
estimates that four out of five SME
owners believe that future funding
and access to finance will be directly

I
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related to their sustainability
performance. The survey also
signalled increasing demand for
sustainability advisory services such
as the development of strategic
initiatives that integrate sustainable
practices, accessing green finance
and reporting on sustainability.
However, there is a lack of clarity
surrounding how companies are
supposed to measure and report their
sustainability to the satisfaction of
outside observers. Niall Fitzgerald,
Head of Ethics & Governance in
Chartered Accountants Ireland,
notes that existing EU reporting
guidelines have not led to a
fundamental improvement in the
quality of disclosures by companies.
here is a plethora of standards
and frameworks that companies
can apply for sustainable
reporting,” says Fitzgerald. “The lack
of unified global standards means
that the availability, consistency,
and reliability of information varies
wildly across jurisdictions, some
more onerous than others. This
leaves organisations open to the
charge of ‘greenwashing’”.
According to recent CAI research,
two major sustainability issues facing
businesses in Ireland in the next
five years are:
Ambitious emissions reduction
targets have been set by many
companies towards 2030 and 2050,

T

•

and there is a credibility challenge
now in meeting these. Many of the
barriers are people-centred, from not
knowing where to start, to not having
the right expertise at board level and
across key roles in the business to
embed sustainability strategies and
deliver on targets.
The CAI view is that the challenge
for committed businesses will be to
ensure transparency and authenticity
in their ESG-related activities, setting
targets and generating tangible
evidence to report on progress.
Reporting solutions are emerging,
if you know where to look for them.
Accountancy body CIMA has delved
into the topic along with the Value
Reporting Foundation. The VRF
offers resources designed to help
businesses and investors develop a
shared understanding of enterprise
value, and the organisation says its
tools are utilised in over 70 countries.
Janine Guillot, CEO of the
Foundation, observes that there
is a growing understanding that
integrating purpose, long-term value
drivers, and transparency into
business strategy can enhance
economic, environmental and social
outcomes. “Tools such as the
Integrated Reporting Framework and
Integrated Thinking Principles can
help businesses deliver these
outcomes,” she adds. “That said,
we acknowledge that there is still
a gap between buy-in and action.”

•
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Bord na Móna
Bord na Móna is a semi-state climate solutions company
helping lead Ireland towards a climate neutral future. The
organisation provides employment for approximately
1,500 people and manages a land holding of over 80,000
hectares. Our ambition is to create the right conditions
to store carbon and protect biodiversity, while helping to
deliver ongoing, sustainable energy security for Ireland.

CLIMATE SOLUTIONS FOR A
CLEANER, BRIGHTER FUTURE
Ireland has committed to ambitious climate goals, and Bord
na Móna has designed innovative solutions to help achieve
them. Our growing renewable energy infrastructure will
power a net-zero future. Renewable energy is energy that can
be replenished from natural sources, such as the wind, sun
and trees. Our renewable energy solutions are pioneering a
low carbon future. We work across wind, biomass, biogas and
solar energies to power the national grid with clean energy.

CLIMATE AND THE CIRCULAR ECONOMY
In recent years, Bord na Móna has grown its focus on reusing
resources, instead of consigning them entirely to landfill. This
focus supports the national circular economy policy, which
aims to reduce commercial and residential waste in Ireland.
Significant investments have been made in the domestic
waste recycling infrastructure, the development of the Drehid
and other facilities in Kildare, the Littleton farm plastics
facility (on the site of a former briquette factory in Co.
Tipperary), and the expansion of operations at a tyre recycling
facility in Drogheda.
Bord na Móna’s renewable energy plans include a series of
climate action projects, such as wind, solar energy, battery
storage, biomass, renewable gas and demand-side assets for
delivery in this decade. Renewable energy development is key
to enabling future high-tech investment. It will also deliver
€26m in community gain funds to localities by 2030. The
developments will reduce Ireland’s dependence on fossil fuel
imports and result in significantly increased rate payments by
Bord na Móna to local authorities supporting local services.

Tom Donnellan (left), Chief Executive, Bord na Móna;
Taoiseach Micheál Martin, TD (right); and Eamon Ryan, TD
(centre), Minister for the Environment, Climate Action and
Communications and Transport

RESTORING RAISED BOGS
Peatlands are the earth’s largest store of land carbon. By
protecting and restoring our peatlands, we’re protecting our
climate. Returning 8,000 hectares of raised bogs to their
natural state will help absorb carbon from the atmosphere. At
the end of 2020, Bord na Móna (with €108m in funding from
the Department of the Environment, Climate and
Communications) launched the €126m Peatland Climate
Action Scheme, which will harness the natural power of
peatlands to secure a store of over 100m tonnes of carbon in
perpetuity, cut emissions, and capture millions of tonnes
more in the coming years.

EMPLOYMENT CREATION
Over 1,400 climate solutions jobs are currently being created
and enabled by Bord na Móna across the Midlands. Some 550
jobs have been created over the past 18 months, and Bord na
Móna will create a further 250 jobs in renewable energy,
recycling, consumer products, and land and habitat
development in the next five years. Along with direct
employment creation, the company expects a yearly average
of 300 construction jobs for renewable energy and other
projects across the Midlands. In addition, over 300 new jobs
are expected to be enabled through partnerships. Most of the
new roles will be taken up by employees who were, until
recently, employed in peat harvesting activities.
According to Tom Donnellan, Chief Executive of Bord na
Móna: “We are in the climate solutions business now, and
Bord na Móna will continue to be a leading employer in the
Midlands into the future. We are going beyond merely
replacing old jobs – we are creating over 1,400 21st century
jobs that will sustain this generation of people in employment,
to ensure that communities continue to thrive across the
region.”
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Virgin Media
Virgin Media Ireland is building connections that
really matter, writes ANNA MARIA BARRY, Head of
Public Relations, Public Affairs and Corporate
Responsibility. Our people and organisation are
committed to creating and supporting positive
change in society. That’s where our ‘Connections for
Good’ manifesto comes in.

OUR CONNECTIONS ARE GOOD
FOR THE ENVIRONMENT
We are focused on environmental criteria to transition
towards low-carbon, climate-resilient growth in areas such as
renewable energy, energy efficiency, clean transportation,
eco-efficient products, technology and processes, and green
buildings.
l Sourcing renewable energy We’re using 100%
renewable electricity in partnership with energy utilities.
We’re also investing and deploying solar energy and wind
turbines across key sites and technical hubs, and securing
renewable-energy credits.
l Improving energy efficiency Across our buildings,
network, vehicle fleets and production studios, we are
continuing to develop and implement projects to improve
energy efficiency. Virgin Media Ireland was one of the first
across the Liberty Global family to introduce free air-cooling
units into our data centres and hub sites, reducing airconditioning energy usage by 50%.

OUR CONNECTIONS ARE GOOD
FOR OUR COMMUNITIES

Anna Maria Barry, Virgin Media Ireland

We focus our charitable efforts on education, digital skills and
workforce development. The programmes are implemented
through volunteering and include Time to Read, P-Tech
(Pathways in Technology), Age Action’s Getting Started
Computer Training Programme, CoderDojo Coolest Projects,
and supporting innovators and entrepreneurs to use digital
technology to inspire social change with Young Social
Innovators.
Virgin Media believes that entrepreneurial businesses are the
lifeblood of a booming economy and creators of social
change. The pandemic has made things challenging, and this
is why Virgin Media’s #BackingBusiness initiative is
helping to keep Irish businesses moving.

Our social initiatives foster the relationships we have in place
with people, communities, organisations and institutions
across Ireland. We help to tackle many issues, and we
support social endeavours in line with our resources and
expertise, and wherever we feel we can make the most
difference to create connections for good.

OUR CONNECTIONS ARE GOOD
FOR OUR GOVERNANCE

Learning and education are the primary focus areas in our
CSR strategy, and we support organisations that create positive
change in our communities. Our volunteering programmes are
centred around creating opportunities to thrive.

Virgin Media has the highest standards of corporate
governance in the practices and policies we have in place to
promote fairness, transparency and accountability. As part of
our commitment to being a responsible business, we adhere to
a Code of Business Conduct that applies to all our people.

VIRGIN MEDIA PARTNERS INCLUDE

GDPR has established a strong standard for privacy and data
protection by empowering people to take control of their
personal information. Securing personal data and being
transparent to customers about their data options and usage
is essential to ensuring trust and mitigating risk. Virgin
Media works with multiple partners who share the same
principles. This year we joined over 170 countries worldwide
to celebrate Safer Internet Day and worked with our
partners Webwise, Hotline.ie and the National Parents
Council Primary to promote the campaign. Virgin Media is a
member of Media Literacy Ireland and is supporting its Be
Media Smart campaign, to help people tell the difference
between reliable and accurate information and deliberately
false or misleading information online and offline.
For more information, check out www.virginmedia.ie/about-us/
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Businesses Bedding Down
For Focus Ireland Fundraiser
Corporate donors help Focus Ireland raise over a million for homelessness with the
annual Shine a Light sleepout, writes Emily Styles
aking place on October 15,
Shine a Light Night invites
the public to sleep out for a
night to raise funds and
awareness for Focus Ireland. The
initiative launched in 2012 and has
received strong corporate support
every year since, with CEOs,
managers and staff from companies
such as Google and Aviva sleeping
out in Cork and Dublin for the night.
The Covid-19 pandemic put paid
to the usual arrangements, and
participants in 2020 and this year
will engage in virtual socially
distanced sleepouts in workplaces,
in gardens at home, university
campuses or other safe spaces.
Bord Gáis Energy is sponsoring
Shine a Light Night for a third year
and it is hoped that €1.5m will be
raised this year – more than €7m
has been raised by the initiative
since it began in 2012.
The importance of business buy-in
to Shine a Light Night cannot be
overstated. Focus Ireland CEO Pat
Dennigan explains that it was
originally an event for business
leaders to sleep out and raise funds
on the night. “Various facets have
been added over the years,
particularly ‘Shine a Light at work’,
which are events for staff members of
various companies to get involved.
“Bord Gáis Energy has been our
partner on the Shine a Light event
since 2019 and has been very
supportive in our work since then.
Managing director Dave Kirwan has
been a very public champion of our
work within BGE.”
Founded in 1985 by Sister
Stanislaus Kennedy, Focus Ireland
provides accommodation in Dublin,
Waterford, Limerick, Cork, Tipperary,
Clare, Sligo and Kilkenny. And with
almost 7,000 people currently
homeless around the country,
Focus Ireland has its work cut out.

T

Bord Gáis Energy, led by CEO Dave Kirwan (left), is the primary corporate
funder of Focus Ireland, led by CEO Pat Dennigan (right)

According to the organisation’s 2019
annual report, 14,200 people availed
of its services and it operated c.1,000
housing units.
ocus Ireland’s total income for
2019 was c.€32m, including
€14m government grant income
and €12m generated through
fundraising. Some of the biggest
corporate donors included Bord Gás
Energy (€392,000), Applegreen
(€265,000), Fidelity Investments
(€90,000) and Musgraves
(€80,000). Focus Ireland also
reported that costs associated with
raising funds came to c.€3.7m in
2019, almost one-third of the
total funds raised.
According to Dennigan, Shine a
Light Night raised a record €1.8m in
2020, despite the difficulties posed
by the pandemic. “That was a
combination of things. People were

F

sleeping out themselves and raising
money among their work colleagues,
their families and friends. It was also
a combination of support that we
received from Bord Gáis Energy
and others. People also physically
donated on the night and in the
lead-up to it, rather than
participating in it themselves.
“We have set ourselves an
aggressive target of €1.5m from the
Shine a Light Night event on October
15. Events will be held all across the
country, with business leaders’
events at Blackhall Place in Dublin
and on Spike Island in Cork.”
Focus Ireland and Bord Gáis
Energy are exploring the feasibility of
running in-person events again this
year. Risk assessments are being
carried out and a close eye is being
kept on the Covid situation.
To register for the event, visit
focusireland.ie/shinealight.
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