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Our mission

The Changing Markets Foundation was formed to accelerate and scale up solutions to sustainability challenges
by leveraging the power of markets. Working in partnership with non-governmental organisations (NGOs), other
foundations and research organisations, we create and support campaigns that shift market share away from
unsustainable products and companies and towards environmentally and socially beneficial solutions.

Our approach is based on two key ideas:

O

VAN

Sustainability is an urgent challenge to which Market forces can be leveraged to drive rapid
most solutions already exist and self-reinforcing change towards a more

sustainable economy

Changing Markets was formed to accelerate this transition.




Changing Markets Foundation

FOREWORD BY OUR DIRECTORS - CHANGING MARKETS IN 2022

Greenwashing under the spotlight

In 2022 we doubled down on exposing corporate greenwashing with the launch of www.greenwash.com.
The purpose of this initiative is to highlight how greenwashing, which has proliferated and started to receive
increased public scrutiny over recent years, looks in practice. The website features concrete examples of
misleading claims on products, false advertising and specific projects, which often take shape of multi-stake-
holder initiatives or vague future commitments, such as net zero targets. The first sector we selected is
one of the worst offenders: The fashion industry. We launched the website by disrupting London Fashion
Week with George dressed up as a human washing machine. Later in the year we added another sector:
Plastic packaging. At every launch, we also ensured that policymakers have a chance to see these concrete
examples of greenwashing. This has contributed to the UK's Competition and Markets Authority decision
to investigate the green claims made by the fashion industry as well as to ambitious legislative proposals
from the European Commission.

In addition to the greenwash project, our methane campaign was very productive in the last year. We have
put this potent gas from animal farming firmly on the agenda of companies, the media and policymakers,
creating a body of evidence on why we must act. We have implemented a de facto impact assessment on the
potential of different methane reduction measures across the three sectors, showing that the European Union
(EU) will not meet its commitment under the Global Methane Pledge without adopting policies that lead to
methane reductions in the meat and dairy sector. Towards the end of the year, this resulted in a letter from
30 members of the European Parliament asking the Commission to address this policy blindspot.

We also advanced the methane issue with the biggest meat and dairy companies. As none of them was
reporting their methane emissions, we partnered with the Institute of Agriculture and Trade Policy (IATP)
to calculate these emissions for 15 of the biggest meat and dairy companies. Our estimates presented in the
Emissions Impossible: Methane Edition report are mind-blowing, and they show that a significant chunk of
global methane emissions is concentrated in the supply chains of a handful of corporations, who have the
resources and responsibility to act. We sent letters and had meetings with some of these companies, which
finally resulted in a commitment by Danone in early 2023, making them the first dairy company with a
meaningful methane reduction target.

After running for over a year, the Fossil Fashion campaign achieved some important victories in 2022. With
our report Licence to Greenwash we put a final nail in the coffin of fashion's voluntary self-regulation approach,
which has failed spectacularly over the past two decades. We argued that we need mandatory legislation,
and some of our recommendations were taken up in the EU’s Textile Strategy, which represents a first step
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towards regulating this sector. In the Strategy, the Commission recognised the link between fossil-fuel-based
synthetic fibres and the rise of the fast-fashion business model, as well as highlighting the crucial role of
Extended Producer Responsibility. They also promised to tackle greenwashing in the sector, including false
solutions such as recycling plastic bottles into clothes.

Last year we also launched our last report on plastic pollution; it was a culmination of several years of work
by a group of NGOs, members of the Break Free from Plastic movement (BFFP) that we had been convening
through the Corporate Accountability Task Force. We collaborated on outreach to supermarkets around
Europe and led the analysis of their performance. The report, Under Wraps, represents a first comprehensive
overview of retailers’ performance in addressing this environmental crisis, for which they share responsibility
with consumer brands and have likewise neglected for years.

The Fishing the Feed campaign saw its last report too, this time focusing on krill, a tiny crustacean that is
very dear to our heart, as this was the focus of the first Changing Markets campaign back in 2015. The report
Krill, Baby, Krill was launched on the world's first Krill Day, which (ironically) many krill companies saw as an
opportunity to highlight their products. Our job was to point the finger at krill producers and retailers for their
role in plundering Antarctica. Krill is essential for the oceans and the climate, but not needed as an expensive
premium supplement for people and farmed fish. Krill is already under threat from climate change and fishing
interests are also undermining efforts to protect the Southern Ocean, which we also highlighted in our report.

The climate emergency is knocking at the door louder than ever. Science shows that we need to cut our addic-
tion to fossil fuels, whether it is for energy or for materials. We must transform our food system, with a focus
on reducing greenhouse gas emissions, particularly methane, as a rapid cut in this potent gas is one the most
important climate actions we can take this decade. For real transformation, we also must prevent companies
from tricking people into believing that change is happening with greenwashing claims and initiatives. At
Changing Markets, we keep our focus on topics that deserve bigger attention and a sense of urgency. Our
team does an amazing job at raising these problems from obscurity towards mainstream awareness through
creative communications. We use scientific evidence, but we are not afraid of pointing the finger of blame
at the culprits and bringing to light how the imbalance of power in our current socioeconomic system must
shift for these problems to be addressed.

Joakim Bergman, CEO Nusa Urbancic, Campaigns Director
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Fossil Fashion

The problem

Today's fashion industry is defined by fast and mass-produced low-quality, low-cost collections that leads
consumers to treat clothing as practically disposable. Our campaign, Fossil Fashion, has sought to expose
the lesser-known enabler of the insatiable fast-fashion business model: Cheap synthetic fibres, which are
produced from fossil fuels and are the key driver of overproduction. Synthetics, such as polyester and nylon,
account for over two-thirds (69%) of all fibre production and production is projected to skyrocket in the future.
While the awareness about the links between fast fashion and synthetic fibres is growing among opinion
leaders and policymakers, fashion brands and retailers have buried their heads in the sand over this problem.
Instead of addressing root causes - phasing out their addiction to synthetics - the industry is turning to false
solutions, such as recycled plastic bottles. Greenwashing is rife in the fashion industry with our research
revealing that almost 60% of green claims analysed were misleading or unsubstantiated, a statistic that has
become widely quoted in the media.

Our work in 2022

Our work in 2022 continued to expose a clear correlation between the growth of synthetic fibres and the
fast-fashion industry, as well as the hidden supply chain links between major global fashion brands and
controversial fossil fuel sources. We expanded our work on displaying industry’s greenwashing tactics and
continued to call for strong legislation in the sector.

In February 2022, we launched a new project, www.greenwash.com, highlighting fashion’s greenwashing
problem by showcasing examples and tactics used in adverts, products and projects. The website was
launched at London Fashion Week in a stunt backed by Changing Markets, Extinction Rebellion, founder of
People Tree, Safia Minney, Eco-Age and climate campaigner, Bel Jacobs. The stunt captured the attention of
the fashion and sustainability press, as well as on social media, and reinforced Changing Market's reputation
as a key opinion leader on greenwashing in fashion.

FOSSILFASHION | 11
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ECO-WORRIER

Sustainability certification says a
company is doing the right thing.
Can it be trusted?

Jo Linehan | Monday June 13 2022, 12.01am BST, The Sunday Times

ust when you thought you had greenwashing all figured out, there’s a new
bandwagon in town. Sustainability certifications have never been more
appealing or more sought after — and they don’t have shortcuts around

them.

The transition to a circular and transparent economy is messy, which is why
third-party certifications and evaluations have appeared. It makes sense; instead
of trusting companies to tell us what they’re up to, we send in the experts to

2 changing arkets make an honest and fair evaluation and report back. The trend can be traced

FOUNDATION ‘ ) !
back to the late 1980s and the introduction of eco-labels, but in the past ten

ND - y s sustainability has become more attractive, there has been a
s rth certifications and verification boom. As a result, certification itself is becoming
g3l

. . - . Changing Market: i hi
Together with the European Environmental Bureau (EEB), we commissioned a study by environmental anging Markets exposing fashion
brands’ hidden links to Russian oil in a

consultancy Eunomia Research & Consulting, investigating how Extended Producer Responsibility (EPR) time of war at the Ukranian pavillion at

for textiles could be designed to have the highest environmental benefit. The study, Driving a Circular Econ- COP27 in Sharm EI Sheikh, Egypt.

omy for Textiles through EPR, published in March
2022, shows that the EU should urgently set up an
EPR for textiles, which involves setting fees so that
companies pay for the costs associated with the
end-of-life management of their products. Based
on the study, we prepared a short policy briefing,
A New Look for the Fashion Industry: EU Textile
Strategy and the Crucial Role of the Extended Pro-
ducer Responsibility, together with EEB and Zero
Waste Europe (ZWE). The briefing reiterates that
each EU member state should implement its own
EPR for textiles, while certain key elements (e.g.

performance targets and criteria for eco-modula-
tion of fees), should be harmonised at the EU level.

In the same month we launched a report, Licence
to Greenwash: How Certification Schemes and Vol-
untary Initiatives are Fuelling Fossil Fashion, which
investigates ten prominent textile certification
schemes, labels and voluntary industry initiatives
in the fashion sector. The report found that most
of these are seriously lacking in accountability,
independence and transparency and are enabling

greenwashing on a major scale. In some cases,

certification is even giving the impression that

12 | FOSSIL FASHION

Launch of our campaign video for
Synthetics Anonymous 2.0, revealing
how fashion brands are doubling down
on fossil fuels for fibre in a climate
emergency.

synthetics are more sustainable than other materials, while ignoring key issues such as overproduction and
microfibre pollution. The report exposes the failure of decades of industry self-regulation and highlights the
need for strong legislation.

These two studies were strategically launched in anticipation of the publication of the EU Strategy for Sus-
tainable Textiles, which happened at the end of March 2022. We positioned ourselves as key commentators
on the Strategy, calling on the European Commission to follow through on their promise to crack down
on greenwashing, curb fast fashion and increase the responsibility of the fashion industry for their waste
problem. Critically, the Strategy highlighted the links between fossil fuels and fast fashion - a key message
of our campaign and advocacy work.

Ahead of the EU's legislative proposal on greenwashing and green claims, we joined forces with other NGOs
in open letters to the EU, highlighting issues within the Product Environmental Footprint, a labelling system
proposed by the Commission to substantiate green claims; one letter was from the European Environment
Bureau and the other was from the Make the Label Count coalition.

In November 2022, our Dressed to Kill report exposed the hidden supply chain links between major global
fashion brands and retailers and Russian oil used to make synthetic clothing. The report focused on two of
the world's largest polyester manufactures, Reliance Industries in India and China's Hengli Group, which were
both found to be significantly ramping up imports of Russian crude since its invasion of Ukraine. Polyester
from both companies is then sold to garment manufacturers around the world, who in turn produce clothes
for many of the world's largest brands. Our research linked 39 of the 50 (78%) brands in this research directly
or indirectly to Hengli Group or Reliance Industries supply chains, illustrating how widely polyester-based
clothing made from controversial fossil fuels can spread through the global fashion industry. Even though
over 25 of these brands have suspended or withdrawn their Russian operations after the invasion of Ukraine,

FOSSILFASHION | 13
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and CityWire, coverage in Aftonbladet, British Vogue, ENDS, Forbes, The Independent, The
New York Times, Politico and many trade and industry titles. We were also invited to speak

Dressed to Kill

Fashion brands’ hidden links to Russian oil in a time of war

Synthetics

Anonymous2.0

at the Global Fashion Summit in Copenhagen in June, and appeared in several podcasts,

Fashion'’s persistent plastic problem

panels and webinars.

Our campaign has proven particularly popular on social media, with the greenwash.com web-
site being picked up by influencers; reports shared across platforms, including by Fashion for
Good, Fashion Revolution and Greenpeace, and our videos receiving hundreds of thousands
of views and being picked up and disseminated by sustainable fashion influencers such as
Aja Barber, Livia Firth, Lucy Siegle and Sophia Kianni.

Quotes:

“One of the messages we want to get across is that greenwashing
IS so rife in the fashion industry that you really need to question
every green claim that a brand is making about a product and

through their reliance on synthetics they continue to contribute to the Russian economy in a time of war. The work out whether it is a genuine €]f ort towards sustainabili ty. Are
launch of the report was followed by a panel discussion in the Ukraine pavilion at COP27 in Sharm-El-Sheikh, e, they giving you as much information as they can to back up that
Egypt, together with Stand.Earth and the Zero Waste Alliance Ukraine. Changing Markets participating claim, or is it just marketing trying to soothe your eco-conscience
In December 2022, we published our e clobeosonummt and make you buy it?"

second Synthetics Anonymous report to George Harding-Rolls in Vogue, on the launch of our Greenwash website

assess how transparent global clothing & Pz ASHION \lliances o

SUMMIT 1 oW ol
companies are on synthetics and wheth- ; . : . : .
“Fast fashion is founded on cheap fossil-fuel-derived materials

fuelling plastic pollution and the climate crisis. Now for the first
time we see another human cost of this dependence. Buying
syntbhetic clothing made from Russian oil is bolstering their
economy during the beinous invasion of Ukraine. At a time where
the fate of Ukraine hangs in the balance, I would urge these brands
to stop using tainted polyester to help cut Putin’s purse strings.”

er they are working to reduce reliance. In
Synthetics Anonymous 2.0, we reached out
to 55 brands with a questionnaire and con-
ducted desk research into their policies,
revealing that overall the industry has in-
creased its reliance on synthetics; howev-

:
:
1
H
¥

er, promisingly, Reformation emerged asa
frontrunner by committing to phasing out

virgin synthetics by 2030 and reducing George Harding-Rolls in Forbes, on Dressed to Kill report

all synthetics (virgin and recycled) to less
than 1% of total sourcing by 2025.

“High street brands dazzle us with vast amounts of cheap clothes

Outcomes and impacts , - that aren't designed to last for long, but they don't pay for the
R mountains of waste that get dumped, including in developing
As an outcome of our reports and engagement with the EU policymakers on this topic, our research signifi- R countries. That is wrong and will likely now change, fOl[OWng

cantly influenced the EU's Textile Strategy, such as by reinforcing the need for an EPR for textiles, highlighting s gmis, to day’s announcement.”
the links between fossil fuels and fast fashion, and by influencing the use of specific wording around plastic
bottles for clothes being a false solution. The Strategy outlines that ‘fast fashion, which is associated with P Nusa Urbancic in The Guardian, on the EU Textile Strategy
the growing use of fossil-based syntbetic fibres, bas a bigh impact on microplastic pollution’ and that turning
polyethylene terephthalate (PET) bottles into clothes is not only misleading consumers, but ‘not in line with
the circular model for PET bottles.’

(VO Th
Our reports and findings received substantial media attention, including appearances on the BBC One Show \( )(]l E Forbes Gual‘edian
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Greenwashing is the practice of falsifying or overstating the green credentials of a brand, product or service.

Since the term ‘greenwash’ was coined in the 1980s it has become a growing problem in the sustainability

world. But in recent years, as consumer awareness and concern about environmental issues and climate

change has grown, greenwashing has become a serious impediment to progress on the environmental

agenda, as companies have tried to capitalise on this consumer anxiety to sell them products. The problem

with greenwashing is threefold. First, it is misleading marketing, deceiving people into making decisions or

purchases based on a false promise or too little information. Second, it is unfair business practice. In a market

rife with greenwashing, it's often impossible to distinguish claims made by companies with high integrity

https:www.greenwash.com

GREENWASH

SEE WigAT
COMES " OUT
IN THE WASH

SOUNDON « ) (" ENTER > )

from superficial green claims by opportunistic businesses jumping on the green bandwagon. Third, and per-

haps most importantly, greenwashing tricks us into
believing that change is happening, when in reality
it's not. When the majority of the market is claiming
it's sustainable it can prevent citizens and policymak-
ers from taking further corrective action in the false
belief that businesses are addressing environmental
problems voluntarily.

Our work

The smokescreen of greenwashing must be dispersed
so that we can clearly see how much work there is
to do and where attention is needed most. Our work
has always been focused on exposing greenwashing;
however, in early 2022 we launched www.green-
wash.com to provide a platform for our ongoing work
in this area.

Greenwash.com
Building on our market research for the Syntbetics
Anonymous report, which found that 59% of green

claims are misleading or unsubstantiated, we decided
to highlight specific examples of brands’ greenwash

GREENWASHCOM | 17
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on www.greenwash.com. The purpose of the plat-
form is to help users to spot greenwashing tactics ‘in
the wild', such as using recycled bottles for polyester,
making meaningless comparisons and claiming that
clothes are recyclable, when such technology barely
exists. We launched greenwash.com in a stunt out-
side a London Fashion Week event, with a wearable
washing machine and flyers.

Later in 2022, we updated the branding and navi-
gation of the website and launched a new sector -
plastics - looking in particular at green claims around
packaging. Examples range from claims on ‘fake reus-
ability’ from Mercadona, ‘self-destructing’ cups from
Twickenham Stadium, initiatives like How2Recycle
and TerraCycle, and even brands such as Kim Kar-

Plastic Soup Foundation
@plasticsoupfoun

b ]

Fashion is riddled with #greenwashing. We're seeing it from the
biggest fashion brands, and that’s why @ChangingMarkets has
built greenwash.com to showcase the variety of marketing
tactics fashion brands use to greenwash.

#STOPGREENWASH

74% OF PEOPLE IN
THE UK DISTRUST OR
ARE UNCERTAIN ABOUT
GREEN CLAIMS MADE BY

FASHION BRANDS

GREENWASH.COM

& ChangingMarkets

10:39 am - 23 Feb 2022

BRetweets 1Quote 9 Likes

]~ 0 & instagram.com

‘Imtmymm Q Search

.COM

GREENWASH

FROM THE
CATWALK...

TO THE
LANDFILL...

breakfreefromplastic + Follow

breakfreefromplastic Do you know
how to spot #greenwashing in
fashion? Check out
@ChangingMarkets latest project,
greenwash.com, showcasing the
marketing sleights of hand brands
use to sell you more clothing.

So why is greenwashing so bad?

E It misleads people into thinking
they're doing good by buying certain
products or services

It acts as a smokescreen making
us think change is happening when
in reality it's not and things might be
getting worse

It can convince people and
policymakers that regulation is not
necessary because companies can

oQv A

170 likes

#STOPGREENWASH FesuARY 23, 2022

Log in to like or comment.
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lead to an exposé and the Higg Index pausing the
use of the consumer-facing tools.

The website and findings on fashion and plastic
were also sent to the European Commission and
the UK's Competition and Markets Authority,
which later announced a specific investigation
into Boohoo, George at Asda and ASOS, which
removed its Responsible Edit in response.

Separate social media handles were set up for
Instagram and Twitter with small but growing
audiences. The initial launch of the website saw
5,300 hits in the first week and 250,000 social
media impressions, with influencers from across

sectors and locations sharing.

] e’ Q R &
P
dashian’s SKIMS. gy Golf Refugees @golfrefugees - 23 Feb 2022
%  Why stop at fashion brands? How about including the Higg
Index ingreenwash.com
. Qo u Q
Outcomes and impacts

Show additional replies, including those that may contain
offensive content

BRITISH

VOGLE SUBSCRIBE 8 SIGNIN  Q

Show

Changing Markets now has a notable presence as

commentators in the greenwashing arena, with our
campaigners regularly called upon by the media for
Can A New Site Help
Tackle Greenwashing In
Fashion?

BY EMILY CHAN
16 March 2022

comment or invited to speak at events on the topic. Our campaigners spoke at more than ten panels
and events in 2022 on the topic of greenwashing, with highlights including Extinction Rebellion
Fashion, Global Fashion Agenda, The Independent and SEC Newgate. We were also invited to

speak about greenwashing on three podcasts.

Coverage of greenwash.com was featured in British Vogue and an exclusive on plastic packaging in
the consumer goods sector was published by The Guardian, leading to over 100 additional pieces of coverage. Launch of greenwash.com at

London Fashion Week

We also contributed to an investigation by Quartz into greenwashing by H&M enabled by the Higg Index, which

Quotes:

“The deeper problem with greenwashing is that it masks the change that actually
needs to happen [...] Getting rid of it allows [people] to see the full picture of
where the fashion industry is headed.”

George George Harding-Rolls in Vogue

N - “The industry is happy to gloat its green credentials with little substance on the

one hand, while continuing to perpetuate the plastic crisis on the other. We are
calling out greenwashing so the world can see that voluntary action has led to a
market saturated with false claims.

George Harding-Rolls in The Guardian

VOGLE  GaPSian

GREENWASH.COM

18 | GREENWASHCOM
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Growing the Good

The problem

Major climate events attributed to global warming continued to shake the planet in 2022, a year marked
by record droughts, heatwaves, forest fires, floods and a record low level of sea ice in both the Arctic and
Antarctic. In April 2022, the Intergovernmental Panel on Climate Change (IPCC) confirmed what we know
about methane, the second most important greenhouse gas (GHG) after carbon dioxide: Deep GHG emission
reductions, particularly in methane, in the next decade would ‘lower peak warming, reduce the likelihood of
overshooting warming limits and lead to less reliance on net negative CO, emissions’ post-2050. In layman’s
terms, this means that reduction in methane emissions is one of the most important climate actions that we

can take in this decade and should be high on the agenda of policymakers.

However, although agriculture, and in particular the livestock sector, is the single largest

source of anthropogenic methane emissions, it remains until this day the sector that gets
the least attention from policymakers. This means that corporate actors involved in the
production of meat and dairy products are essentially flying under the radar, expand-
ing their production and polluting the planet with no accountability whatsoever.

Our work in 2022

The year 2022 was dedicated to publishing ground-breaking research
that put the issue of methane from animal farming firmly on the
agenda. We worked to expose the huge methane emissions of the
largest global meat and dairy companies on the one hand. On
the other, we analysed and demonstrated the lack of policies
on reducing livestock methane emissions (particularly
in the EU), while highlighting the benefits of methane
reduction measures, as well as the costs of inaction.

The global methane framework

Following the launch of the Global Methane Pledge at COP26 in
Glasgow (November 2021), we worked with our partners at the Environ-

GROWINGTHEGOOD | 21
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mental Investigation Agency (EIA) and GAIA to ensure that the Pledge to reduce global methane emissions
by 30% by 2030 is not just a meaningless promise. In March 2022, we published a toolkit for signatories to
the Pledge with a range of mitigation measures that could deliver significant reduction across the three largest
sectors of anthropogenic methane: agriculture, energy and waste. We also got the opportunity to reiterate
the importance of reductions in the livestock sector in a well-attended webinar co-hosted with the Climate
and Clean Air Coalition that took place on 20 October 2022.

We turned the volume up ahead and during COP27 in Sharm-El-Sheikh (November 2022), a year after the
adoption of the Pledge, to call for the Pledge to be formalised. After releasing a short briefing showcasing
what a global methane agreement could look like, we organised two well-attended events at COP27 where
in front of wide-ranging audience of policymakers, scientists, NGOs, industry representatives and delegates
from various countries (including our event co-host, the government of Chile), we called for the Pledge to
become more formalised and more binding.

Policy and advocacy in the EU

In 2021, our baseline report Blindspot published just before COP26 and
the official launch of the Global Methane Pledge, exposed how countries
with a bigh livestock methane footprint failed to set proper methane
reduction targets or adopt meaningful action plans, despite emissions
[from animal farming increasing or staying relatively stable in most coun-
tries. In 2022, our attention focused on one player in particular, the EU.

Taking methane from animal farming out of its blindspot

Across two briefings published respectively in June and October 2022,
both featured in a dedicated campaign microsite called High Steaks,
we demonstrated that, despite the EU being a champion of the Pledge
alongside the United States, it has a huge methane blindspot. Namely:

«  Thelivestock sector is the largest source of methane in the
EU (as much as 54%).

»  Applying a range of readily available measures across the
sector, the total methane reduction potential in EU livestock
agriculture has been estimated at 38-67% (2.9 -5.2 Mt/year).
Applied to all EU methane emissions, this means that the
livestock sector could yield reductions ranging from 21 to
36%, whereas energy could only yield a 6% reduction.

22 | GROWING THE GOOD
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Findings from our reports were presented at two .

Members of the European Parliament and high-level
staff from the European Commission debated the
findings with a panel of experts. The first event was
organised in collaboration with a news site Euractiv

in June (left picture), while the second event took

A switch to healthier diets (following national health guidelines, with less meat and
high-profile and well-attended events, where dairy) would be by far the most impactful measure in the sector: This would lead to a29-37%

reduction of methane emissions in the livestock sector, which translates into 15-19% of EU
total methane emissions.

However, after careful review, we concluded that the EU policy landscape is currently

place in the European Parliament in October, sup- failing to deliver any meaningful methane reduction in the EU livestock sector, which we
ported by Green MEP, Francisco Guerreiro and S&D published in the second High Steaks briefing in October, for which we collaborated with the
MEP, Eric Andrieu. Institute for European Environment Policy.

w s
o‘\o

| o i B

. € F

p Emissions Impossible:

How emissions from big meat and dairy
are heating up the planet »

Big meat and dairy companies

It is fair to say that global meat and dairy production is highly concentrated in the
hands of a few powerful companies, but these fail to disclose any information
about their methane emissions. In partnership with the Institute for Agriculture
and Trade Policy (IATP), we released a new analysis of the 15 largest meat and
dairy companies, estimating for the first time their methane footprint. The
report, Emission Impossible: Methane Edition, found that these 15 companies’
combined methane emissions are roughly 12.8 million tonnes, which equates to
over 80% of the EU's entire methane footprint. The report also provides the latest
estimates for the overall GHG emissions of the same companies and found that
if these 15 companies were treated as a country, they would be the tenth largest
GHG-emitting jurisdiction in the world. The launch of the report took place at
the Climate Conference COP27 in Sharm-El-Sheik and received media coverage
from over 40 outlets across the world, despite very crowded media space. The
report was sent to all companies featured in the report alongside a letter asking
them to disclose their methane emissions and set methane reduction targets
and accompanying action plans. Over half of the companies replied to explain
how they are planning to tackle their methane emissions.
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Briefing investors

As part of our call to hold meat and dairy companies accountable for
their role in producing huge methane emissions, we are also working
toraise awareness about this issue among the investor community that
often funds them and therefore has leverage to influence their actions.
Our briefing Stranded in a Vicious Cycle, through a survey, provided an
insight on what the investor community finds important with regards
to how meat and dairy companies will address their climate footprint.
The briefing showed that investors are concerned by the companies’
lack of policies around methane: 94% thought that reducing methane
emissions alongside carbon emissions was important, while 83%
thought that investors should encourage companies to reduce their
methane emissions. More than half of respondents (55%) said that
investors were not sufficiently addressing these risks. The report also
provided an introduction on how the production of meat and dairy
is a significant source of carbon and methane emissions, while at the
same time, these industries are heavily reliant on a stable climate. The
briefing showcases a mismatch of the industry’s growth projections
(more than 50% by 2050) and climate science’s prediction of signifi-
cant disruptions to the sector (estimating 7-10% decline in livestock
already at a two-degree temperature increase). It also makes the case

Stranded inavicious cycle?

The case for transformation in animal agriculture

that the alarming effects of climate change-caused disruptions are already felt by farmers around the world and with the world

currently on the trajectory of three degrees warming, this is set to deteriorate significantly.

Impact and outcomes

Throughout 2022, our work on methane from animal farming reached a global audience through significant mainstream me-

Methane Matters:

Towards a global methane agreement

dia coverage. In total, we received over 100 pieces
of media coverage and featured in media such as
Bloomberg, Business Green, The Guardian, The In-
dependent, Mediapart, POLITICO newsletter, Taz and
La Vanguardia. The issue of agricultural methane is
now firmly on the agenda.
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THEMEN POLITIK OKO GESELISCHAFT KULTUR SPORT BERLIN NORD WAHRHEIT

Methanemissionen in der Landwirtschaft

Weniger Wiederkduer bitte

Die Viehzucht verursacht iiber die Halfte der Methanemissionen in der EU. Die Deutsche
Umwelthilfe fordert daher, weniger Rinder und Schafe zu halten.

Weniger Rinder bedeuten weniger Rinderfirze Foto: imago

BERLIN taz | Kommt die Ernshrungswende bald so richtig ins

Rollen? Nachdem vergangene Woche das . bereits
fur Mehrwer

pladiert hat, stellt die Deutsche Umwelthilfe (DUH) nun eine
deutlich cem

g:
Gzdemir (Grune) solle noch in diesem Jahr einen Plan vorlegen, um
die Methanemissionen in der Landwirtschaft signifikant zu
reduzieren. Dazu missten in Zukunft vor allem deutlich weniger
Tiere gehalten werden.

Grundlage der Forderung ist

eine Studie der Changing

Markets Foundation. Diese .
kommt zu dem Ergebnis, dass

die aktuellen Regelungen in der

Européischen Union nicht

ausreichen, um den
MethanausstoB in der EU bis
2030 in einem den Pariser
Mage
11 cenken Wie in Deutechland

([ ) www.highsteaks.eu

2022 saw the launch of our High Steaks campaign in the EU, which has been crucial in highlighting the ‘live-

stock methane blindspot’ of the EU. After we put the Commission on the spot with the launch of the first High

Steaks briefing, it later conceded (in a leaked report) that
the EUisindeed not on track to meet the Global Methane
Pledge unless it tackles methane from the agricultural
sector. After we demonstrated in High Steaks 2that the EU
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CONTAMINACION

15 de las mayores empresas carnicas y lacteas
emiten mas metano que Rusia, Canada o
Alemania

« Uninforma critica la opacidad de estas compariia
frenar el cambio climatico y cumplir con los objetivos del

alos gobiernos a tomar medidas efectivas para
suerdo de la Cumbre del Clima de Glasgow

S e
El metano es el principal contribuyente a la formacién de 0zono a nivel del suelo, un contaminante atmosfeérico peligroso (Getty Images/iStockphoto)
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EU on track to break pledge to cut
methane emissions by 30%, warns report

Exclusive: ‘Policy vacuum’ on livestock emissions amid pressure
from industry lobbyists blamed for failings

Atmospheric levels of all three greenhouse gases hit record
high

Arthur Neslen
Wed 26 Oct 2022 17.49 BST
flwi2

The EU is on track to break a promise to cut methane emissions by
30% by 2030 made due to a “policy vacuum” on livestock
emissions, a report has warned.


http://www.highsteaks.eu/
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Climate > News

Dairy and meat industry profits ‘under
threat’ from climate crisis

Profits are at risk if the meat and dairy industry does not ‘cut methane emissions and other climate pollutants’

+ Thursday 07 July 202215:29 ¥y =

L]

Feeding seaweed to cows cuts methane emissions from their burps

desperately lacks policies to address its livestock methane blindspot,
a cluster of 30 members of the European Parliament took on the

Bloomberg =

reen | Climate Politics
further actions on methane from animal farming. GEU I\Tee(dpsl;o Reduce Cattle Numbers to Hit
Methane Targets, Study Says

B Agriculture is overlooked in EU's bid to tackle greenhouse gas
B Emissions from sector set to fall only around 4% this decade

issue and wrote a letter to the European Commission to demand

In this first full year of the campaign, it was also important to build
allies and create coalitions: in total, nine different NGOs signed on @
and supported our reports in an official capacity, while many others

shared our content on social media. Through these relationships,
we are engaging NGOs working either on the climate or agriculture
to incorporate the ‘methane’ angle in their own campaigning and
advocacy. Together with the EIA, we started discussions with a
broader group of organisations to see how we could join forces to
increase ambitions around the Global Methane Pledge.

Gurbing emissions stemming from agricuiture remains largely taboo in Europe. Photographer: Chris
Ratclitfe/Bloomberg

Most importantly, our relentless campaign to see further action from By John Ainger +Follow

) . . . 14 June 2022 at 10:10 CEST
meat and dairy companies paid off in January 2023 when Danone,
the large French dairy group, announced a 30% methane reduc-

tion target by 2030 with a commitment to report their emissions
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High Steaks Event organised by Euractiv, June 2022 with the participation of Jutta Paulus, MEP, Lukas Visek, Member of Cabinet of Execu-
tive Vice-President of the European Commission Frans Timmermans and Nusa Urbancic from Changing Markets.

separately as part of their annual reporting. This is significant because it makes Danone the first company in the
sector that has a Global Methane Pledge-aligned target. We hope that this is only the first domino toppling and
that 2023 will be the year where we see more companies following suit.

Quotes:

“Agriculture is the Achilles beel of Europe’s Methane Strategy,” said Nusa
Urbancic, Campaigns Director at Changing Markets. “Methane emissions
from the EU farms are equivalent to the total emissions of 50 coal fired power
Stations, yet the policies that could deliver significant cuts by encouraging a
shift to bealthier diets with less meat and dairy are completely absent from EU
plans.”

Nusa Urbancic in Bloomberg, on the launch of the High Steaks briefing

“We are currently at a crucial crossroads that will determine the future of food
production for decades to come. Despite the majority of investors believing that
climate change presents a material risk to meat and dairy industry-related
investment, it is concerning that more than half also said that investors are not
sufficiently addressing those risks. The alarming effects on the sector multiply
the hotter the planet gets. Farmers across the globe are already feeling the pain
and we need rapid action to break this vicious cycle."

Nusa Urbancic, in The Independent, on the launch of the Vicious Cycle report

THE
INDEPENDENT Bloomberg
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Fishing the Feed

The problem

Over half of the fish that we eat comes from aquaculture, which is the fastest growing food production sec-

tor. In a context of climate change and dwindling fish stocks, aquaculture is often touted as the low-carbon

solution that could provide animal protein efficiently to a growing global population; however, aquaculture,
and in particular farming of carnivorous fish such as salmon, tends to hide the ugly truth that currently a
fifth of the global fish catch is being converted to fishmeal and fish oil (FMFO) of which the vast majority is

used to feed farmed fish.

One species in particular has been prized by the salmon industry for decades
as a premium ingredient for aquafeed: Antarctic krill. Due to its cost, krill
meal has never substituted widely used fishmeal as an aquafeed; instead,
it has mainly been used as a nutritious feed additive in aquaculture' and
is associated with benefits such as making other feeds more palatable?
and salmonids ‘pinker’.? But this premium ingredient for farmed salm-

on comes at a heavy cost: Antarctic krill is a cornerstone of the entire

Antarctic ecosystem. Much of the marine life in the Southern Ocean
is either a direct predator of krill or just one step removed, meaning
that many animals, including penguins, seals, squid and whales, are
dependent on krill as a crucial food source.* Antarctic krill is very
sensitive to global warming and the latest 2022 IPCC report found
that changes in the region resulting from global warming are already
altering krill populations.®

But there is an added threat: numerous studies have demonstrat-
ed how targeted krill-fishing activities are exacerbating existing
threats towards krill and the predators that feed on them, in-
cluding from climate change.® A key concern is not how much
krill gets fished but rather where that fishing is conducted.
Conservationists have been ringing the alarm bell for years
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basware Global > < Climate change and overfishing threaten
L ; . . once ‘endless’ Antarctic krill
invoice compliance <
made Sim Ie - ’ by Elizabeth Claire Alberts on 11 August 2022 .
p fYin o=l
Read how

L'intensification de la péche au krill
menace toujours plus 1'écosystéeme

Particuliérement présent dans 1'industrie du saumon et sur le marché des compléments

Rob Edwards - Augusti, 2022

alimentaires, le krill est victime d'une péche intensive aux conséquences directes sur1'écosystéme
antarctique, déja sous pression. Pourtant, il tient un réle moteur dans la chaine alimentaire et la
décarbonisation des océans.

Listen to this article

[ ureplustard O commenter A partager Carrefour climat 0:00/7:49 y 2 .
* Antarctic krill are one of the most abundant species in
the world in terms of biomass, but scientists and
conservationists are concerned about the future of the
species due to overfishing, climate change impacts and . ) . . . . .
other human activities. The report also exposes the krill industry’s tactics to greenwash the harvest of krill, including marketing krill
* Krill fishing has increased year over year as demand rises ) . . ) . .
for the tiny crustaceans, which are used as feed additives as a premium sustainable product. This greenwashing tactic was also added to our website greenwash.com.

for global aquacuiture and processed for krill ol

« Experts have called on the Commission for the
Conservation of Antarctic Marine Living Resources
(CCAMLR), the group responsible for protecting krill, to
update its rules to better protect krill; others are calling
for a moratorium on krill fishing.

Outcomes and impacts

* Antaretic krill play a critical role in maintaining the health

of our planet by storing carbon and providing food for f ) . . ) . A . .
numerous species. ® The report reached a global audience attracting widespread coverage in mainstream media outlets, including
) ENDS Europe, The Ferret, Les Echos and RFI, as well as popular environmental outlets such as EFE Verde,
Geo Magazine and Mongabay. Many NGO partners (such as Bloom, Bob Brown Foundation and Deutsche
Umwelthilfe) also amplified our messages across social media platforms. One of them confirmed that our
work inspired them to start a new campaign on Antarctic krill in 2023 and will use the findings of the report
as a starting point, while an NGO in France confirmed that it has started a discussion with French retailers
on the issue of krill in salmon feed.
about how fishing activities are concentrated in very small
areas.” This concentrated krill fishing overlaps with foraging 941 Wed Jun8 ) ) ] ) .
. ] Despite no follow-up commitments by retailers following the launch of the report, companies targeted by the
areas for ]'<ey SpeCIes’ SuCh a'S pengulns and Seals' Who then GEO GEO PLUS REISEN NATUR WISSEN NACHHALTIGKEIT GESUNDHEIT QUIZ VERGLEICHE . . . . . .
have to compete with fishing vessels for food. The aquafeed ABO VEREINE MAGAZINE Partnervon [ report have engaged with our argument: Aker BioMarine (the Norwegian market leader) gave their response in
ndustry. al 4 b T ) dietarv health articles from specialised outlets such as Nutrition Insight and the Fish Site, whereas the Marine Stewardship
industry, alongside a recent boom in krill oil as a dietary he, . s . .
o o vt e et oo an Ao, i fnanniTi Council (also targeted by the report) responded to our critics in Foodservice Footprint. As very few NGOs are
supplement, is driving the demand for Antarctic krill. ¥ T —

working on Antarctic krill actively, Changing Markets has played an important role in maintaining pressure

STUDIE
Our work in 2022 Warum Aldi Nord, Edeka, Kaufland und Lidl
auf Krill-Produkte verzichten sollen

and scrutiny on corporate actors in that space.

Our Fishing the Feed campaign in 2022 built on the work

carried out over the years to highlight the problem associat-

ed with FMFO but shed a spotlight specifically on the use of @ E%E'E:T}z{‘jh?ﬁ;g

Antarctic krill. In our report Krill, Baby, Krill published on the - gefahrlicher

first World Krill Day (11 August 2022), we revealed the main ® Quote:

culprits responsible for the plundering of this cornerstone of

the Antarctic food web. The report exposed for the first time Sophie “Krill fishing is an inberently destructive and unprofitable industry with a
the companies that are driving the demand for krill products P remarkable display of smoke and mirrors to bide the real environmental
through the sales of krill-based health supplements and krill Pt impact of its operations. We urge supermarkets to stop selling krill-based
feed for aquaculture. To build on previous work conducted It g e T SO pro ducts.”

as part of the Fishing the Feed campaign, the investigation e e

focused specifically on the sale of farmed salmon in Europe. f, s v MERKEN Sophie Nodzenski in The Ferret

Despite an endemic lack of transparency with regard to the Antarktis-Krill ist begehrt als Futter in der

Aquakultur und als Zutat von

origin of aquafeed, Changing Markets was able to confirm that Naungsesginmmsmiesdne Dot T h e F e rr et
2

all of the 16 supermarkets investigated across four European garnelenartigen Krebse sind unverzichtbar fiir das

Good journalism changes things
countries sell salmon that may have been fed krill.
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Talking Trash

The problem

Plastic is not only one of the main products made from fossil fuels such as oil and natural gas, but it's also one
of the most enduring and slowest to decompose and may take up to 450 years to completely break down.®
When it eventually breaks down, it turns into microplastics, which have now been found in human blood.®
Microplastics have also been detected in human breast milk for the first time, with researchers greatly con-
cerned over the potential health impacts on babies.!°

In the last few years, the plastic crisis has reached a critical point, with production growing at an alarming
rate and continues to increase. In fact, plastic global production is expected to quadruple by 2050. Despite
the plastic industry’s push for recycling as a solution, the reality is that only 9% of all plastic ever produced
has been recycled and less than a third of plastic packaging waste in Europe is currently recycled. The rest
ends up in landfills, is incinerated or pollutes the environment, with around 8 million tons of plastic waste

entering the oceans every year or one garbage truck per minute."
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(R
Our work P The report was launched in ten countries, including Austria, Belgium, Czech Republic, Denmark, Estonia,
e 4 «  Tweet i France, Germany, Ireland, The Netherlands, Portugal, Spain and the UK, with materials available in eight dif-
Since the launch of the Talking Trash campaign in 2019, our o @ - :
efforts and research have played a pivotal role in reshaping Rimanumshipieon
. . . .. . . . Today @ChangingMarkets launched a major report on European
the narrative surrounding the plastic crisis. Our investigations & supermarkets' failure o tackle plastic. Part of this is lots of
throughout the years have revealed the delay distract and #greenwashing like @Mercadona switching their single-use plastic
' picnic set for single-use alternatives & calling it sustainable and
derail tactics employed by major players in the plastic value reusable. What a joke!

chain, including fast-moving consumer goods companies,
retailers, industry associations and co-opted NGOs, to impede

progressive legislation on plastics. Our work has brought to

light the weakness of voluntary commitments and various

industry initiatives, which have perpetuated the status quo, ! Irn| j boe B8
B | o (5
creating the illusion of change while the production of sin- ( 1 | e TN
. : \ I J — i

gle-use plastics has skyrocketed. e & MERCADONA ﬂ ‘

6:06 pm - 24 May 2022

Under wraps? What Europe’s supermarkets aren't telling Our partner, Voice Ireland, used
us about plastic Tihetwests: WCagter Sgithes the results of our report to conduct ferent languages, setting a new record for the Changing Markets Foundation. The report launch was followed
®) ! v A & aphotoshoot outside the Irish by a digital social media campaign that targeted the supermarkets featured in the report and their ranking.
May 2022 supermarkets that were analysed. Our partners supported the campaign across multiple social media platforms and organised the launch for
The photos showcased the poor . . .
i their national media.
A . X performance of Irish supermarkets
European supermarkets play a crucial role in the plastic 2in comparison with their European
pollution crisis. Public opinion polls consistently show counterparts, including Aldi, Dunnes, Later in the year, NGO partners launched the #RetailersCup22 Campaign in Germany (ZWK:iel), Ireland (Voice),
that citizens believe that retailers have a responsibility Lidl, Musgraves and Tesco. Portugal (Sciaena) and Spain (Retorna). The Retailers Cup 2022 campaign coincided with the FIFA World Cup
to address plastic pollution and with a turnover of €2.4 = FEL SALTO Radio® Boletines Tienda ( Dona ' | Suscribe 2022 and turned the retailer scores into football scores, much like an EA FIFA game card. This campaign gar-
trillion, this sector definitely has the resources to act. In OPINION  MEDICINA  SIDECAR  SUMAR  SECCIONES  MEDIA  ELSALTO  ZONASOCIAS nered media attention across all countries involved as NGOs organised stunts outside multiple supermarkets.
May 2022, we launched a Europe-wide analysis of the role Objetivo 10.000 suscripciones 9372
that supermarkets play in addressing the plastic pollution World Refill Day
crisis with the support of a coalition of 20 NGOs as part of RESIDUOS
the Break Free from Plastic movement. We contacted 130 Los supermercad()s espaﬁ()les June 2022
retailers across 13 European countries and the results of suspenden ensu gesti()n de lOS
the analysis show that supermarkets are dragging their pl{lSﬁCOS In collaboration with our partners in Spain - Oceana, Retorna and Surfrider Spain - we launched
Soft Drinks Europe
feet on plastic. ) ! ) ) CUNESPA an online digital campaign on #WorldRefillDay, 16 June 2022, urging for more ambitious reuse
Un informe realiza el primer ranking europeo de supermercados respecto a sus For #UNESDA, well-designed #Deposi help maximise
compromisos ante la crisis del plastico donde los espafioles suspenden con menos de the # ion & ling of #beverage i measures and Ob] ectives.
. . X 10 puntos de media sobre 100. | . o
Only 39 retailers (30%) provided a written response to the e L s forPET hettes are ey highln
questionnaire, therefore, we further investigated public- =5
-+ 92%
- 92%

ly available information from over 70 retailers that were ey

included in this report. The total overall average score

Soitly/305W17

Top countries

@ Made for minds.

PET COLLECTION RATES ACROSS EUROPE

achieved by retailers across three categories was only 13.1

points (out of 100) or 13%. Only two companies exceeded NATURE AND ENVIRONMENT | EUROPE

w i
60%: Aldi in the UK with 65.3% and Aldi in Ireland with European food firms break plastics
61%. The other two companies above 40% were Lidl in promises
the UK with 44.7% and Carrefour in France with 41.7%. ?% Ko sehac
DiS&ppOiI‘ltil‘lgly, 82% of the Companies did not provide 3 Two-thirds of pledges to go greener on plastic fail or are dropped, a DW investigation has found.
Here's how European food and drink companies break their own commitments, and how
even the most basic information, such as their plastic foot- ' w J legislation might hold them accountable.
print. The quality of data and commitments was especially P f v -
poor on reusable packaging. We also found that very few 453 pm- 11 May 2021
supermarkets were openly supportive of progressive gov- Bheets $Quotes 25 Lkes
. . . Q &
ernment policies, such as deposit return systems (DRSs) © © g
Ximena Banegas @XimenaBanegas1 - 14 May 2021
orreuse targets. o en e A ol oDkt DS elation S5l
#Austria Might be time for @UNESDA to start reconsidering their
memberships
le] a1 Q 2 it A
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The campaign demanded necessary measures to address the impact This investigation specifically looked into 98 plastics voluntary commitments from 24 European food and

of waste on our natural environment, calling on the Ministry for drink companies, including Coca-Cola, Danone and Nestlé and reported that less than 20% of pledges aimed
the Ecological Transition and the Demographic Challenge in Spain to reduce the amount of plastic used in packaging or the amount of virgin plastics. Despite making promises
to implement more ambitious prevention measures that avoid false to eliminate or reduce the use of plastic packaging in their products, many of these companies have either
industry voluntary commitments. Additionally, we demanded that backtracked on their commitments or continued to use plastic without making significant changes.
the ‘polluter pays’ principle is enforced to ensure that producers are

fully responsible for cleaning up litter scattered in natural environments. The methodology from our Under Wraps report was later used by Greenpeace and Il Fatto Quotidiano, to
Furthermore, demands for the inclusion of glass in the regulatory de- conduct a ranking of Italian supermarkets on plastic usage. We also used the retailer research to identify
velopment of DRS for containers, and not just plastic and Tetra Pak, were examples of misleading claims on products and ads, which we later included in our greenwash website (see
also incorporated the elimination of disposable cups and food containers the section on greenwash).
in restaurants. Overall, the campaign emphasised the need for more robust
measures to combat waste and promote reuse in Spain. Importantly, some of the industry changed tune and - in light of the mandatory targets they got through
progressive European legislation - started lobbying for enabling conditions to meet these targets. We found
Outcomes and impacts ourselves in an unusual partnership with ZWE, the European Fruit Juice Association, Natural Mineral Waters
Europe and UNESDA Soft Drinks Europe, calling on EU decision-makers to create the right enabling policy
Our work again highlighted the deceptions, hiding the lack of action from pow- framework for closed-loop recycling and access to recycled content to accelerate the transition to a truly
erful players on the plastic pollution crisis. It received significant media coverage : circular economy. This shows that change is possible, not through voluntary efforts, but through effective

and got translated into other investigative stories by journalists on how voluntary legislation.’* In 2022 we also celebrated a victory in Spain when the plenary session in Congress approved

initiatives fail. Deutsche Welle did a story on how European food firms break plastic the Waste Law taking a definitive step towards the implementation of a DRS and thus avoiding 30 million

promises discovering that two-thirds of the pledges made by the industry on plastic cans, bottles and cartons being wasted every day.

have failed or had been dropped.”

Quotes:

European beverage industry and NGOs join forces to call on

“Instead of using their power, money and resources to drive solutions, very
often companies do the opposite,” Urbancic said. " They are hiding behind
voluntary commitments to not make the changes they would need to make.”

EU policy-makers to create enabling conditions for a transi-
tion to true circular economy with closed-loop recycling

gunrpam 176

LE PERFORMANCE VALUTATE

| SUPERMEREATI SONG STATI VALUTATI PER TRE CATEGORIE, PER UN ZUNTEGEIO MASSIMO DI 100 PUNTI:

“In fact, voluntary commitments are often a conscious tactic designed to
delay and distract from progressive legislation."

Bloomberg

Nusa Urbancic in Deutsche Welle's investigation on how European food firms brealk plastics promises.

“Estas diferencias no se explican por tener leyes diferentes, sino que evidencia
que ni un solo gran supermercado estd respondiendo a la crisis del pldstico
con la urgencia que esta situacion exige."

Local workers sort and collect plastics washed ashore in Uswetakeiyawa, Sri

*SCOUNMAL Lanka, on Dec. 13, 2022. Jonathan Wijayaratne/Bloomberg

PR Nusa Urbancic in EI Salto (Los supermercados Esparioles suspenden en su gestion de pldsticos)

143

George

“They're really making the most of every minute of airtime they can get,”

said George Harding-Rolls, campaign manager at the Changing Markets
Foundation, a London-based non-profit that has studied AEPW's work. “It's a
scattergun approach to have all these projects working at a local level trying
to tackle plastic waste. It sounds impressive, but the impact is minimal.”

e ——

Inside Big Plastic’s Faltering $1.5
Billion Global Cleanup Effort

Almost four years since the Alliance to End Plastic Waste Y
launched, its on-the-ground recycling is negligible N
compared to the new plastic produced by its core
members, petrochemical companies.

- 00 & I

By Stephanie Baker, Matthew Campbell and Patpicha Tanakasempipat
20 December 2022 at 09:12 CET

George Harding-Rolls in Bloomberg ( Inside Big Plastic’s Faltering $1.5 Billion Global Cleanup Effort)
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In May 2021, a container ship called the X-Press Pearl caught fire off the
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The methodology from our Under Wraps report used by
TALKING TRASH Greenpeace and Il Fatto Quotidiano, to conduct a ranking of
Italian supermarkets on plastic usage.

coast of Sri Lanka and then sank into the Indian Ocean. The vessel was
carrying billions of tiny plastic pellets called nurdles, which began
washing up along Sri Lanka’s western shore. The United Nations called it
the largest plastic spill in history.

Deutsche  EL SALTO Bloomberg



https://www.dw.com/en/european-food-companies-break-their-plastics-promises/a-62622509
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https://www.bloomberg.com/features/2022-exxon-mobil-plastic-waste-cleanup-greenwashing/?leadSource=uverify%20wall

OUR PEOPLE

SWEDEN
JOAKIM BERGMAN

FOUNDER & CEO

Joakim studied law but soon after landed at Greenpeace,
where he discovered his passion for campaigns. As
Campaign Director of Greenpeace Sweden in the early
1990s, he was involved in some of the organisation’s
earliest innovations in market campaigns, including on its
PVC campaign and its campaign against chlorine bleaching
inthe pulp and paper industry. He went on to various roles
in Greenpeace, including CEQ of Greenpeace Sweden,
Deputy CEQ of Greenpeace International and Board
Member of Greenpeace USA and Central and Eastern
Europe. In 1996, Joakim established and ran a
solutions-focused market campaigning business in
Sweden, advising NGOs and progressive companies.

NORTHERN IRELAND
ELAINE GIRVAN

FINANCE AND ADMIN DIF

Elaine looks after the financial and administration
aspects of Changing Markets. She joined Changing
Markets in July 2017, having previously worked as a
systems accountant in a number of not-for-profit
organisations, including the National Theatre and
the Alzheimer’s Society. As a trained accountant,
she has spent much of her career helping and
advising organisations on ways to improve their
business and financial operations, as well as
providing support as they carry out their day-to-day
financial activities. After relocating to the
Netherlands in 2014 Elaine took the opportunity to
return to study; in February 2017 she completed an
MSc in Sustainable Development, with a focus on
Environmental Governance, at Utrecht University.

g

é SLOVENIA
NUSA URBANCIC

CAMPAIGNS DIRECTOR

NuSa oversees strategy and implementation for all Changing
Markets campaigns, investigations and media work. She joined
Changing Markets in April 2015 from Brussels-based NGO
Transport & Environment, where she worked as the Programme
Manager of the Energy and Fuels programmes for over six years,
advocating for more climate-friendly European policy and leading
the fuels team. Born and raised in Slovenia, Nusa started her
Brussels experience in Greenpeace’s Renewable Energy team.
Nusa has an MA in International Relations from the University of
Ljubljana and an LLM in Human Rights from London University,
which she completed part-time alongside working at Changing
Markets.

FRANCE
SOPHIE NODZENSKI

SENIOR CAMPA

Sophie joined the Changing Markets team in September
2021 as a senior campaigner. Prior to Changing Markets,
she worked on a campaign to stop industrial illegal fishing
at the Environmental Justice Foundation (EJF), an
international NGO that combines investigation and
advocacy to improve public policies on human rights and
the environment. Specifically, she led EJF’s global
transparency campaign to improve transparency in global
seafood supply chains and worked alongside national
advocacy teams towards the achievement of key policy
measures, from the European Union to South East Asia.
Sophie holds an LLM in International Commercial Law from
the University of Kent, and a Licence de droit from
Université Paris Il Panthéon-Assas in France.
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A SLOVENIA

URSKA TRUNK

CAMPAIGN MANAGER

Urska joined the Changing Markets team
in January 2017 from the Brussels-based
NGO Carbon Market Watch, where she
worked as the Climate Finance Policy
Officer advocating for more effective and
accountable use of climate finance. Her
background is in European policy and she
holds a master’s degree in European
Politics and Policies from Katholieke
Universiteit Leuven.
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10 people,
~200 years
collective
campaigning
experience

. UNITED KINGDOM : I I i

MADDY HAUGHTON-BOAKES

CAMPAIGNS ADVISER

Joined Changing Markets Foundation in April 2022 as
campaigns advisor. Prior to this she was Campaigns
Manager at CPRE, the countryside charity where she worked
across several campaigns including for a deposit return
scheme in the UK and on issues ranging from nature-based
solutions to climate change to racism in the countryside.
Maddy’s entry to the NGO and charity sector was through the
CharityWorks graduate programme in 2015.

Maddy has has-an MSc in Global Environmental Politics and
Policy from Birkbeck College, University of London and
studied History and Saciology for her undergraduate degree
at Sheffield University.

. after three and a half years working at
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AUSTRALIA

, i PAUL GILDING
S, ‘ FOUNDER

Paul is an independent author, strategy
advisor and entrepreneur for a sustainable
economy. He has worked with the boards and
executives of many leading global companies,
including Unilever, BHP Billiton, DSM, Ford and
DuPont, and is a widely recognised global
authority on the economic and business
implications of sustainability and climate
change. He is a Fellow at the University of
Cambridge’s Institute for Sustainability
Leadership, where he researches and teaches
on the inevitable global economic
transformation around sustainability.

UNITED KINGDOM
GEORGE HARDING-ROLLS
CAMPAIGN MANAGER

George joined Changing Markets in 2019 7 : /

international sustainability non-profit,
Forum for the Future, as a Senior Strategist.
At Forum he led digital communications and
ran the Futures Centre, a global futures
platform tracking developments in
sustainability, as well as pioneering the
organisation’s ‘Future of Sustainability’
publication series. George hold’s a masters
degree in French and Chinese from the
University of Edinburgh.

BOLIVIA -

XIMENA BANEGAS

CAMPAIGNS ADYISER

Ximena joined Changing Markets in November of
2019, as a campaigns adviser. Her work in advocacy
led her to develop campaigns in climate change and
recycling in Bolivia, ban shark fin soup in China,
anti-trafficking in South East Asia and the |atest
against deforestation for the agro-cattle industry in
the Amazon Rainforest and Chiquitano dry forest.
Ximena holds a liberal arts degree in International
Studies and Business & Non-profit Management from
Earlham College.

ALMA CASTREJON-DAVILA
SENIOR CAMPAIGNER

Alma joined Changing Markets in October 2021 as a Senior
Campaigner. Prior to this, Alma worked for over 7 years at
WWEF-UK and WWF International as a Senior Campaign
Manager working on a range of environmental campaigns:
engaging the general public to foster political action towards
climate change; tackling illegal and unsustainable timber
entering the EU market; protecting UNESCO World Heritage
sites from harmful industrial activities; stopping
deforestation and conversion in our food production; making
sure climate and justice was at the heart of the UK
Government’s COVID-19 recovery package; advocating for
protection and restoration of UK seas; and started working
on a campaign to fix our broken food system.




ANNUAL ACCOUNTS
JANUARY TO DECEMBER 2022

TOTAL EXPENDITURE € 1,649,371

UNSPENT INCOME GENERAL
RECEIVED IN PRIOR YEARS GRANT INCOME GRANTS TO SUPPORT OFFICE SUPPORT ADMINISTRATIVE
€ 301,776 € 27,595 OTHER ORGANISATIONS COSTS COSTS

€ 71,487 €185,404 ¢ €49,276
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