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Our goal is to continue to embed social and 
environmental considerations into everyday decision 
making across the business and put better systems 
and metrics in place to ensure we can demonstrate 
our progress and impact. 

Responsible business is our 
commitment to business as a force 
for good, creating value for all 
our stakeholders. Our approach 
is brought to life by employee 
ownership, our Pledges and 
our commitment to continuous 
improvement, in line with B Corp’s 
five impact areas: governance, 
employees, environment, community 
and clients. 

Responsible business

Lynn Dickinson
Director of Responsible 
Business
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Responsible business continued

Underpinning and overarching
Although responsible business exists as a distinct pillar of 
our strategy, it is also interlinked – whether underpinning or 
overarching – throughout everything we do. Many aspects 
of our focused growth, operational excellence and talented 
people also talk to the tenets of a responsible and ethical 
business. This can be seen in how we seek to work with 
like-minded suppliers; our embedding of environmental 
ambitions within operations; how we champion equality, 
diversity and inclusion; or in ‘the company we keep’ and the 
work opportunities we pursue. You can read more about all 
these aspects throughout the report. 

Our Pledges are also a key element of our responsible 
business practice. They are a set of 12 promises and 
commitments that focus on issues we are passionate about 
and reflect how we behave, as well as a visible and integral 
part of our culture. The pledges are listed on page 8 and 
have been spotlighted and discussed across the whole 
annual report.

Focus areas

The past year saw us focus on two key workstreams:

1. Our B Corp ambition

2. Our three-point sustainability programme, including:

• Our operations

• Our suppliers

• Our clients

Our B Corp ambition
Like the B Corp movement, we believe in business as a force 
for good, balancing people, planet and profit. Achieving 
our goal of B Corp certification will be evidence that we 
are doing the right thing, meeting the highest standards 
of verified social and environmental performance, public 
transparency and legal accountability.

Through January to March 2021, we updated our B Corp 
Impact Assessment with our most recent financial year’s 
audited accounts, related numbers and progress. We 
submitted the assessment in April and we remain in the 
queue awaiting evaluation and review. Meanwhile we have 
been extremely busy demonstrating our commitment to 
continuous improvement and addressing our priorities.

In June, we updated our Articles of Association to reflect 
Emperor’s commitment to creating value for all our 
stakeholders and to be transparent about our performance. 
Our stakeholders include our partners, suppliers, clients, 
communities and the environment. Our goal is to make this 
commitment central to our decision-making, governance, 
metrics and reporting processes consistently throughout 
the year. 

Our three-point sustainability programme
The pandemic has given us all pause for thought, with our 
impact on the environment being a priority. After a year of 
working from home – and in the year of COP26 – it became 
clear that we needed to update our approach and be much 
more ambitious, plus there are opportunities to be seized:

•    Habits have changed during the pandemic. For  
example, there has been a decrease in business  
travel and paper use.

•    Clients who are managing down their emissions are 
looking to work with businesses who are doing the same.

•    As an employee owned company, we have the 
responsibility to make change happen in our place  
of work and positively influence our lives at home.

Our approach addresses three key areas
Companies of every shape and size are becoming 
increasingly responsible for disclosing and managing their 
emissions. However, this is not just about the emissions 
during the delivery of our services, it’s also the emissions 
all the way through our value chain, including those of our 
suppliers and our clients. 
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Responsible business continued

Our operations 
a supercharged reboot

During the year we developed a more ambitious and 
rigorous environmental operations programme, with a new 
strategy entitled ‘Our greatest ambition yet’ centred around 
five actions: avoid, reduce, recycle, restore and offset. 

The programme included:

•  Establishing a new environmental operations team, with  
a representative in each of our five hubs, as well as in  
Print procurement, digital and finance.

•  Updating and adding new policies, including a 
sustainable procurement policy (see ‘Our supply chain’ 
on page 50 for more information), environmental 
purchasing policy (covering office paper and stationery, 
print procurement and office equipment) and overarching 
environmental policy.

•  Partnering with Green Element, to help us gather data, 
measure our carbon footprint and set science-based 
targets.

•  Our first working from home and commute survey to 
gather insights and data from our partners.

•  Conversations in the company-wide Huddle and at team 
level to activate and embed the strategy and supporting 
policies into our working practices.

•  Posts on our intranet, Jostle, raising awareness of  
The new strategy and supporting policies. 

Reduce Recycle

Think and act  
creatively to reduce  

unavoidable impacts.

Focus areas:
Paper use,  

Print procurement,  
Design principles

Build recycling into working practices,  and inspire others to  do the same.
Focus areas:

Waste streams, Awareness campaigns

Restore
Use your time and skills to help 

restore damaged ecosystems. 

Focus area: 

Volunteer programme

Off

set
Offset any significant 

impacts that can’t be
avoided or reduced. 

Focus areas:
Climate Positive 
Workforce

Stop your impact  from the very start.
Focus areas:  Business travel, Energy efficiency

Avoid
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Responsible business continued

Total GHG emissions (tCO2e)

2019/202018/19

Total emissions, split by activityOur carbon footprint
Over the summer, we worked with B Corp Green Element 
to calculate our carbon footprint for 2018/19 and 2019/20. 
We wanted to look back at a full working year pre-pandemic 
to provide us with the most accurate baseline year. The 
scope included:

•   Six offices (five in the UK, one in the UAE)

•   Energy, water, waste, paper, stationery, food & drink,  
office & IT equipment and digital emissions

• Paper for print procurement

•   Business travel

•   Commuting 

•   Working from home

In undertaking this exercise, we established a baseline for 
target setting and future comparisons and highlighted 
those areas of operation that produce the most emissions 
to provide a focus for action. 

The bar chart demonstrates the change in total GHG 
(greenhouse gas) emissions from 2018/19, one full working 
year pre-pandemic, to 2019/20, a year consisting of 
six months working from home plus other lockdown 
restrictions. The data is split by activity and shows that 
emissions decreased across almost all activity categories, 
apart from a slight increase in office equipment and 
furniture, and of course working from home. These two 
points could be connected for example, purchasing laptops.

The overall decreasing pattern can be attributed to the 
impact of lockdown restrictions, in particular on the top two 
highest emitters of 2018/19: commuting and business travel. 
Emissions from travel-based activities collectively decreased 
by 47% between the two periods. 

-29%
Taking all activities into account,  
the total carbon footprint decreased by  
29% between 2018/19 and 2019/20.

We have offset our operational carbon footprint with Ecologi 
to achieve carbon neutrality for the two years measured 
to date. All the offsetting programmes supported are 
Gold Standard. Tree planting is in addition to supporting 
renewable energy projects which allows time for the trees to 
mature before becoming part of the carbon cycle. 

 Go to the website to find out more

Addressing our four carbon hotspots

•   Business travel: Tracking business travel on a monthly 
basis so that we can review why, when and how we are 
travelling.

•   Electricity: Switching to 100% renewable energy, starting 
with conversations with our landlords.

•   Partner commute: Explore company-wide and  
location- specific campaigns and incentives that  
will drive behaviour change.

•   Print procurement: Continuing to advise our clients on 
best practice environmental printing and reduced print 
runs, while advocating for digital and increasing data 
points to identify opportunities for reducing emissions.

Commuting

Business  
travel

O�ce 
equipment & 
furniture

Working 
from home 

 

Other

Electricity 
(Market based)*

85.4

103.9

44.0

91.7

81.9

71.9

55.6

46.8

36.4

9.7

8.1

8.2

8.3

0.6

23.9

6.0

4.32

142.6

Paper 
(for print 
procurement) 

Electricity 
(Location
based)* 

Gas
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Responsible business continued

Environmental priorities and next steps:
•   Verify our targets with the Science Based Targets initiative 

(SBTi).

•   Develop short and mid-term targets in line with our SBTs.

•   Put plans and supporting policies in place to address our 
four carbon hotspots.

•   Launch an internal campaign around sticking with the new 
habits formed during the pandemic that have benefitted 
the environment.

•   Improve the quality of our data and our processes which 
will help us to identify opportunities for innovation and 
move to quarterly reporting on key KPIs.

Direct emissions from owned or  
controlled sources e.g. office buildings.

——   Scope 1

Indirect emissions from the generation  
of purchased electricity, heat or steam.

All indirect emissions (not included in 
Scope 2) that occur in the value chain of 
the reporting company, including upstream 
and downstream emissions (15 categories).

——   Scope 2

——   Scope 3

How a carbon footprint is categorised

Setting science-based targets

Science-based targets (SBTs) provide companies with a 
clearly defined path to reduce GHG emissions in line with 
the Paris Agreement, helping prevent the worst impacts 
of climate change and limit global warming to 1.5°C, while 
future-proofing business growth. 

As an SME, in order to align with SBTs, we need to reduce 
our Scope 1 and 2 total GHG emissions by 21% for 2024 
and by 42% for 2029 (2018/19 baseline year). Although it 
is not compulsory for us to set Scope 3 SBTs, this was our 
greatest source of emissions for both reporting years and 
we believe we must address this. The Scope 3 chart on 
the right shows intensity ratio emissions targets for GHG 
emissions/FTE.

We will continue to work with Green Element to model 
targets that explore visions of the future workplace 
reflective of the impact of the pandemic. We also need 
to be sensitive to the more complex contexts created by 
the pandemic for landing the messages and driving the 
behaviours for success.

Engaging all of us
During the year our environmental 
Pledge team continued to engage 
us with important environmental 
moments in the calendar, such as 
Global Recycling Day, Plastic Free 
July, Earth Day and World Penguin 
Day. This was alongside regular posts 
on Jostle and feeding a discussion 
thread with great documentaries and 
podcasts on different environmental 
topics.
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Our supply chain 
a positive ripple effect 

Every day at Emperor we purchase products and services 
that have both environmental and social impacts. This 
purchasing power means that we can actively help to build 
a more sustainable economy. 

During the year, we began a programme of work to 
increase our use and procurement of socially impactful and 
environmentally preferable products and services. So far  
we have:

• Established an annual review of our suppliers.

•   Updated and socialised our procurement policy  
to include sustainability selection criteria.

•   Developed a code of conduct for suppliers, clients and 
employees.

•   Created our first supply chain survey to help us ensure 
that we are working with like-minded organisations and 
associates. 

Our next steps are to:

•   Share our code of conduct and survey with our suppliers.

•   Analyse the data to establish a clear view of our suppliers.

•   Develop and publish targets that will help us to model the 
shape of our supply chain.

•   Determine if any actions need to be taken and liaise with 
suppliers accordingly.

•  Embed new systems and processes to become business 
as usual.

Our supplier programme has been a significant first step for 
us and one that makes us feel closer to our B Corp ambition 
to drive and be a part of a sustainable economy.

 You can read more detail in our Modern Slavery Statement at 
emperor.works/modern-slavery-statement

Our clients
a resilient future

We help companies to connect and engage with their 
stakeholders. In doing so we recognise that our role is 
not neutral. We have a responsibility to ensure we are not 
greenwashing companies with no or low ambition.

For our 25th year in business, we introduced the idea of 
‘employee powered for a sustainable future’, which has 
driven a number of conversations, including retaining and 
attracting the best talent and shaping a resilient client base.

From the escalating climate crisis to calls for greater social 
equality, there are issues that are of increasing importance 
to all of us and together we have the opportunity to support 
a greener, fairer, more ethical society.

This means having a clear point of view about the 
companies we work with. While there are contentious 
sectors and territories we don’t want to be involved with, 
there are others that need support to improve. What’s 
key for us is a clear ambition and commitment from those 
clients to be better. During the year we have instigated a 
number of initiatives to help guide us, including:

•   Prototyping screening criteria to help us scrutinise new 
business opportunities consistently and focus on the right 
opportunities.

•   A client review exercise focused on climate and equality, 
diversity and inclusion criteria to analyse the resilience  
and ambition levels within our current client portfolio.

Moving forward, we will actively target positive sectors 
and companies that promote a better society. We will also 
develop a clear vision of the change we want to see and the 
metrics that will help us track progress.

We are all invested in the success of the company and 
there must be integrity in the decisions we make. We’re on 
a journey, and our approach will be monitored and evolve 
– we aren’t the finished article yet, but have the drive and 
ambition to get there.

To help us on our journey we also commit to  
producing a client transparency report in line with  
agency sector-specific guidance from the Creative  
Climate Disclosure initiative planned for Spring 2022.

Responsible business continued

Strategy and performance 50

http://emperor.works/modern-slavery-statement


 

Responsible business continued

Priorities for 2021/22

We have instigated a number of programmes and made 
significant progress against our priorities. Our challenge 
continues to activate our strategies and engage our 
stakeholders in order to embed them into how we do 
business every day, make progress against our targets and 
deliver on our commitments. We’re passionate about the 
challenge and excited about what we can achieve together. 
Areas of focus for the coming year include:

140

Becoming a Climate Positive Workforce
In April, we signed up to become a Climate
Positive Workforce. This is an initiative that offsets the 
personal carbon footprints of all our partners – including 
emissions from our homes, travel, holidays, TV and food – 
based on the annual average UK persona, plus a business 
travel allowance. The offsetting projects are all best in class
and the reason it is climate positive is because tree planting 
is on top of funding renewable energy solutions. 

 Discover more at ecologi.com/bima/emperor

Data capture, quality and performance
We will continue to work with Green Element to measure 
our carbon footprint and model short-term targets 
aligned with our SBTs.

Our goal is greater examination of our carbon hotspots 
and quarterly reporting which requires us to define 
metrics and track progress. 

Company awareness and engagement
Our partners are key to achieving our goals and we must 
continue to make a compelling case for the actions we 
are driving and listen to what matters to them.

Governance
We can be clearer about accountability, roles and 
responsibilities at all levels of the business and ensure 
that our commitment to stakeholder value creation sits in 
the centre of our strategic discussions and action plans.

  Innovation
The changes to our Articles of Association create the 
opportunity to look forward and consider how we can 
continue to supercharge change. 

START
NOW by taking  

our survey!

partners took part in our first working from 
home and commute survey.
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