


With 2020 being a such an adversity-driven landscape, the rise in 
consumer sentiment across areas such as data privacy, well-being, fake 
news and purposeful consumption are leading to a change in online 
habits, forcing businesses to adapt and evolve to meet the needs of their 
audience. 

For us, this means advising and informing our clients on the best and most 
sustainable pathways to success, across their businesses and 
communications. In order to do this, we have needed to keep on track with 
regulatory and framework developments, as well as partnering with 
organisations well-placed to drive positive change and continuing are 
journey to be a more responsible, sustainable business.

Though this document remains a work in progress – as our carbon 
emissions do not simply stop, this is where we find ourselves at the end of 
our first year.
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Influence positive, 
lasting connections 
between businesses 
and their digital 
audiences, without 
harming our 
planet…

RESEARCH REPORTREDUCE REVIEW

Where we are today vs 
how that impacts our 

planet

Question how we can improve 
and make positive changes

Transparency of our 
sustainable journey Continue to evaluate 

and improve

We follow the science-
backed targets as put 
forward by the IPCC and 
utilise the UN SDGs to 
compartmentalise our 
efforts to create a net 
positive environmental 
impact.



These unique times have created 
a new wave of digital users with 

industries seeing 75% shifts in 
online trends. Now it’s more 

important than ever to be digitally 
visible in an ever-changing 

marketplace.
SUSTAINABILTY STRATEGY VIDEOGRAPHY

Joe Venton
Director of Digital

Highlights & Achievements

DIGITAL

Ahead of project growth roadmap by 18 months.

Invited by Deloitte to join the Goal 13 Impact 
Platform – representing the South West to manage 
the transition to a low-carbon, resilient and 
valuable future encouraging both ambitious 
commitments and pragmatic action.

Expanded our team by 5 across digital, 
sustainability, design and videography, with all 
colleagues based in Devon & Cornwall.

Partnered with the Department for Business, Energy 
and Industrial Strategy to advocate for Sustainable 
Marketing and signing up to the SME Climate Hub.

Completed our initial internal carbon assessment, 
setting the foundation for our journey to Net Zero.



Given our first year of 
operating, we have grown 
from zero, so our measures 
are initial metrics with 
which to build, analyse and 
evaluate over time as we 
continue our growth over 
the coming years.

57%14%57%
Aligned to recognised global 

sustainability frameworks.

Have a tangible positive 

impact on their community. 

Within sectors which are 

environmentally negative. 

These figures includes only contracted clients and not those with whom we 
provide conversational advice or guidance, as part of our drive to advocate for 

sustainable futures.

All our clients are based in the 
South West. We aim to support 

local businesses via our 
services, as well as help them 
to retain our regional talent.



Not only is it undeniably the case that the cruelest 
impacts of climate change will be borne by those 
least resilient in the face of climate tragedy, but to a 
large degree what could be called the humanitarian 
growth of the developing world’s middle class since 
the end of the Cold War has been paid for by fossil-
fuel-driven industrialization—an investment made by 
mortgaging the ecological future of the planet.

50% 30% 50%

Increase in
energy demand

by 2030

Increase in water 
demand by 2030

Increase in 
food demand 

by 2030

Donating 1% of our gross revenue to sustainable projects

Whatever your business, 
you can improve your 

sustainable outlook, reduce 
your carbon footprint and 
improve our environment, 

creating a healthier future 

for you and your business.

(The Uninhabitable Earth, D. Wells)



Sustainable
Marketing

Actual problem

The real problem is 
here

The root of all 
problems

FOMO

Transparency

Education

In a bid to generate competitive advantage, 
businesses race to get their products and 
services to market, without consideration for 
what they’re offering.

With savvier consumers, this is quickly 
dismissed as greenwashing.

In a bid to not be left behind, companies lose 
out due to a lack of understanding.

Making Marketing sustainable and 
transparent will facilitate better 
engagement with new audiences, 
provide opportunities for growth and 
competitive advantage - making 
those consumers, your consumers.

75% of Millennials 
will pay more for 
sustainable 
products and 
services. (Neilson)



As businesses, unless we start taking a holistic view of our responsibilities, impacts and 
the products and services we offer, we are likely to simply create a different problem –

greenwashing. 

Our customers are aware of greenwashing and the ’eco-awakening’ effect led by Greta 
Thurnberg et al, a better business approach is ask yourself ‘does my intention have a net 

positive outcome for nature?’ before committing to a decision that could have 
unintentional or ill-informed consequences, that in the days of ‘always on’ consumerism, 

will quickly be found out.

The growing understanding that 
our everyday lives and the 
products we use harm our 
environment, has seen an 
awakening in our desire to seek 
out purposeful businesses –
those which meet our values and 
reflect our choices and avoid 
those which harm our planet. 

There is a growing financial 
incentive to be sustainable, have 
purpose and be socially and 
environmentally conscious.

Greenwashing –

To portray a misleading impression 
of how environmentally-friendly a 
company’s products are.



2022

2021

2023
2024

2025

Complete our B Corp 
Assessment review to 
set our sustainability 
benchmark

With our focus on our 
people and our planet, we 
aim to grow sustainably, 
creating holistic benefits 
across our value chain.

Look to begin our B 
Corp certification

Be viewed as Devon’s 
#1 Sustainable 
Marketing Agency

On track for Net 
Zero status by 
2030 at the latest

Review and update our 
sustainability plans & 
policies

Donate 1 % of revenue 
to sustainable causes, 
based upon our client 
and staff choices

Across our goals, we aim to
continue working with like-minded 
businesses, focusing on our region 

and where we make positive 
impacts further afield

Achieve sustainable 
videography 
recognition via Albert 
Sustainable or 
equivalent standard



Martina Mercer
Digital Marketing Manager

Harry Shobrook
Account Manager

To deliver our goals, our team 
continues to grow, attracting 
the best talent from across 
our region.

Emily Skinner
Social Media Manager

Ryan Harris
Graphic Designer

Sustainability is only going to have a 
greater and greater impact over the next 
however many years - there needs to be 
more awareness about how all industries 
can change and I think marketing will be 

the driving force to create that awareness.

As responsible 
employers, we 

commit to offering 
an above-average 
regional wage and 

fair opportunities for 
all. 

It’s an essential trait to be interested in sustainability at 
Mineral, here’s what our team think… 

Every company assesses all 
options to protect there 

sustainable authenticity by 
utilising with a sustainable 

way of marketing

We need to provide
full transparency -

making sure people 
understand what you 

are doing and why 
your are doing it. Just

be honest…

I want to help brands prove to 
customers that they truly care about 

their present, and their future



Utilise eco-friendly tech and solutions 
wherever possible, with any 
equipment being repaired or if not
possible, replaced with refurbished 
versions. At the end of life, upcycle or 
sell on second-hand markets.

Technology

As a digital agency, we keep our 
travel impact to a minimum, using 
public transport of the most 
economical modes of travel available 
to us.

Travel

Engage and educate our clients, 
vendors and suppliers to improve our 

collective carbon footprints.

Value Chain

As we grow our 
business and expand 
our team, this will 
inevitably impact our 
carbon footprint. Our 
focus to keep this 
impact to a minimum, 
is on three key areas.

With a team vested in sustainability, we look to 
improve our personal footprints outside the 
office too!



Government statistics show that 
renewable electricity generation 

outperformed fossil fuels for the first 
year ever in 2020. Renewables 

provided 43% of the UK’s electricity 
while fossil fuels generated 38.5%. 

Onshore and offshore wind provided 
more than half of the UK’s renewable 
power in 2020 by generating 24.2% of 

the UK’s electricity needs (13% from 
offshore wind and 11.2% from onshore 

wind). Low carbon sources 
(renewables and nuclear) generated 

59%.
Renewable UK, 2021.
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Taking action to help slow climate change 
and reduce our carbon footprint is central 
to our business model. 80% of our emissions 
result from our use of technology and data, 
along with the energy used to power it.

2020 – 3.58 CO2e tonnes

Figures calculated using Climate Care 
Carbon Calculator

2021 – 18.04 CO2e tonnes

Data calculated for emissions and energy 
use across tech hardware, home energy 
supply, internet & Zoom usage

Year one emissions
of 21.98 CO2e - or a 

rough cost of £187, if 
we were to offset.



50% 60% 62%

Renewable Energy Use Energy Efficiency Suppliers

50%2020

50%2021

100% Target2022

70%2020

60%2021

100% Target2022

86%2020

62%2021

90% Target2022

We envisage an increase in emissions as we take on more staff and grow, then a lower carbon footprint as we improve our collective emissions.

2021
figures

5 out of 8 current 
suppliers use 100% 
renewable energy.

As a digital and fully-remote agency, our carbon footprint is naturally low. However, 
in our measures, we include our home-office spaces to capture physical hardware, 

home energy providers, waste and water consumption – leading by example to 
make a positive impact and live by our ethos.



We are at the brink of significant change and 
this ability to alter our own behaviours, can 

influence our leadership across Government 
and Councils to develop resilient 

transformations across our societies and 
economies to make the changes we wish to see. 

Sustainability

As a sustainable 
and ambitious 
business, we 
want create 
economic 
prosperity, but 
not at a cost to 
our planet or 
clients.

Marketing Digital

RESILIENCE

REGENERATE

RECOVERY

Continue to deliver responsible, purposeful 
solutions for our clients – promoting 
transparency and honesty across their products 
and services, whilst maximising return on 
sustainable opportunities

Help our clients to
transition to 
digitalisation - adapting 
to changing behaviours, 
consumer wants and 
delivering successful 
user experiences, using 
sustainable solutions 
and embracing new 
technologies.

Nurture our team -
providing 

opportunities for 
learning, wellness 

and purpose

Lessen our 
environmental 
impact across 

water, waste and 
food  

Encourage 
preservation and 

conservation, over 
offsetting

Advocate for sustainable 
lifestyles and sustainable 

consumption



We’re by no means completely sustainable, as you can see. Neither are 
most of us in fact - being sustainable is about the interconnectedness and 

harmonisation of people, environment, societies and ethics to create a 
positive, safe and prosperous world for future generations.

To do this, we all must play our part, aiming to make incremental changes 
as and when we are able, to not only reduce our global footprint, but also 

lead by example to show small changes lead to big impacts.

This way, we can become more sustainable than we are today.

Advocate for and encourage 
sustainable development, 

practices and behaviours across 
our region

A Net Zero 
Westcountry



http://www.mnrl.co.uk/

hello@mnrl.co.uk

http://www.mnrl.co.uk/

