
Brand systems and 
identity design

Reports, publications 
and presentations

Information design, 
maps and explanatory 
diagrams

I’m a senior graphic designer 
specialising in editorial, brand 
and information design. 

I work with organisations to 
shape complex content into 
clear, persuasive documents and 
presentations, helping ideas land 
with confidence and authority.

Gareth Rimmer

07885 452241
gareth@garethrimmer.co.uk
garethrimmer.co.uk
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At a Glance

Targets set 

Carbon neutral 
(Scope 1 & 2 emissions)  
by 2030

Net Zero 
(Scope 1, 2 & 3 emissions)  
by 2040

Quantify Scope 3 emissions, 
water usage and waste 
produced in 2024

Eliminate single use plastics 
across the Group estate.

2023 2022

Scope 1 CO2 emissions (tonnes) 526.2 276.4

Scope 2 CO2 emissions (tonnes) 1,386.7 1,082.7

Total CO2 emissions (tonnes) 1,826.1 1,359.1

Emissions intensity (tonnes 
CO2e/£m revenue) 57.0 23.0

Overview

Our emissions

Key risk areas

Pier division

2022

£4.1m

£3.6m

2021

Pier division

2022

£4.1m

£3.6m

2021

Golf division

2022

£3.4m

£3.1m

2021

Bar division

2022

£5.2m

£2.9m

2021

5
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4%
reduction in water intensity ratio between 
FY2021 and FY2022

11%
of all our energy is now from renewables

14%
reduction in conventional (grey / fossil) energy 
between FY2021 and FY2022

24%
reduction in grey electricity since FY2019

8%
reduction in water use between FY2021 and 
FY2022

10%
reduction in energy intensity (kWh/MT) 
between FY2021 and FY2022

18%
reduction in carbon emissions since FY2019

58%
increase in renewable energy since FY2019

Group progress

Sugar
Energy use
Within the reporting period, ED&F Man Sugarʼs 
fossil fuel/grey energy consumption remained 
steady (+0%). The division continues to make 
progress in making production processes more 
energy efficient, however, with a reduction in 
energy consumption per metric tonne (kWh/MT) 
of 10% on the previous year.

The division has achieved this by continuing to 
invest in efficiency technology and next year 
will be looking to implement solar power on its 
processing site*. 

Emissions
ED&F Man Sugarʼs carbon emissions remained 
more or less stable at 4,423,751 kg CO2 within 
the reporting period (i.e. there was no reduction), 
in line with its fossil fuel use figures. The 
metric of CO2 emissions by metric tonne (CO2/
MT) however, saw a fall of 10% since FY2021, 
reflecting a positive trend towards more energy–
efficient production techniques.

Water 
Total water use for the period saw an overall 
increase of 35% on the previous, as did water 
intensity (litres per metric tonne processed) at 
+20% on FY2022. This was partly due to the 
introduction of reporting for a particular water 
source in the period that had not been monitored 
before. The accumulative increase in water use 
and intensity over the past four years is the result 
of processing more liquid sugars in the refinery.

Total conventional (grey/fossil) energy 
consumption in kWh

Since FY19: +5% Last Year:+0% 

FY2019 FY2020 FY2021 FY2022

kWh

5M

10M

15M

20M

25M
21,611,293

20,074,054

22,673,837 22,697,614

Total conventional (grey/fossil) energy 
consumption in kWh/MT 

Since FY19: –19% Last Year: –10% 
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615 617

818

732

Total carbon emissions in kg CO2

Since FY19:+8% Last Year: +0%

10M

20M

30M

40M

50M

FY2019 FY2020 FY2021 FY2022

4,103,396
3,884,681

4,415,065 4,423,751

Total carbon emissions in kg CO2/MT 

Since FY19:+22% Last Year: –10%

FY2019 FY2020 FY2021 FY2022
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100

150
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116.7 119.5

159.2

142.7

Total water use in m2

Since FY19: +81% Last Year: +35%

m3

5K

10K

15K

20K

25K

30K

35K

FY2019 FY2020 FY2021 FY2022

18,106 17,319

24,341

32,772

Water Intensity: water use in litres per metric 
tonne processed 
Since FY19: +105% Last Year: +20% 

200
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1200
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515 533

878

1,057

Fig 12. Total conventional (fossil+grey) energy 
consumption by division in kWh in FY2022

Fig 13. Total CO2 Emissions by Division FY2022

Fig 14. Total Water Use in m3 by division in FY2022 Fig 10. Carbon emissions by energy source 

Energy use and carbon emissions

ED&F Man Commodities achieved significant 
reductions in the use of all types of fossil 

fuels and grey electricity in the reporting period. 
Various initiatives taken by the three divisions 
to increase energy efficiency have resulted 
in reductions almost every single year since 
FY2019. 

In FY2022, the Group s̓ annual conventional 
energy use was 72,902,270 kWh, a reduction of 
14% compared to the previous year, the result 
of a 12% reduction in the use of grey electricity 
and a reduction of 15% in fossil fuel use. Since 
FY2019 this amounts to a reduction of 24% in 
grey electricity and a drop in fossil energy of 14%. 

The biggest contributor to this four–year trend 
was the Coffee division where less energy was 
used as result of lower volumes being processed 
through the coffee mills and actions taken to 
decarbonise operations, for example, eliminating 
the use of coal. 

The emission intensity ratio – the number of 
kilogrammes of CO2 emitted for processing 1 
metric tonne of product – also reduced by 10% 
from 6.20 in FY2021 to 5.6 kg CO2 in FY2022.

Energy use and carbon emissions for the 
Commodities Group for FY2022 are below:

FY2019 FY2020 FY2021 FY2022

Grey electricity (kWh) 20,529,298 19,619,635 17,769,411 15,641,614

Fossil fuels (kWh) 66,319,880 67,359,412 67,334,776 57,260,656

Total (kWh) 86,849,178 86,979,047 85,104,187 72,902,270

Total Conventional (Grey / Fossil) Energy Consumed

Fossil Energy use – includes purchased 
electricity, gas, fuels,oil, coal, etc. (kWh)

72,902,270 9,962,894 22,697,610 40,241,766

Associated Scope 1 emissions (MT CO2) 10,321 1,027 3,548 5,746

Associated Scope 2 emissions (MT CO2) 7,117 2,912 754 3,451

Total carbon emissions (kg CO2/MT) 5.6 11.7 142.7 3.4

Commodities group energy use and carbon emissions in FY2022

Group Coffee Sugar MLP
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Increasing income 
through Capacitygrid 
products

Empty Homes Review
(Including 2022 YTD)
Fourth year in a row that we have delivered an Empty Homes 
review

Generated £5.19m in New Homes Bonus funding since 2019

Over the 4 years have reviewed 7,067 properties removing 
2,046 at a removal rate of 29%

Performance goes against general trends which have shown 
a significant increase in Long Term empties across Local 
Authorities

Single Person Discount 
Reviews
Undertaken 3 reviews since summer 2018

Increased in-year NCD by £1.60m

Over the 3 years have reviewed a caseload 86,154 SPD’s 
removing 4,229 at discount removal rate of 4.9%

Business Rates Review
Have identified 225 new or amended properties

Rateable Value currently increased by £4.28m 
generating over £3.35m in additional income

Still have 35 prospective cases with the VOA with an 
estimated Rateable Value of £359k

Added 
Value £10.14 million 

additional income generated

13

Liberata is committed to
Shaping our services and training our staff to understand Hounslow’s 
communities and residents as a fundamental element of their role 
(Reactivate Contact Sheet & Briefing Sessions)

Provide opportunities for residents and businesses to co-design the 
delivery of services, learning from customer feedback and complaints, 
consulting on key changes to service policy (tapping into existing 
focus groups)

Building on relationships forged with local businesses and residents 
during the pandemic and improve on customer engagement and 
customer access, improving self service opportunities

Work collaboratively with London Borough of  Hounslow colleagues to 
deliver integrated services to residents and businesses

Maximise opportunities to use customer insight data and experiences 
to shape the delivery of services and outcomes for local residents and 
communities

Liberata as a Strategic 
Partner with the 
London Borough of Hounslow

Residents Businesses Partners

Lampton Group

n Property 360

n Leisure 360

n Recycle 360

n Green Space 360

Voluntary and 
community 

organisations

Commercial 
organisations

Shaping and delivering outcomes

Shaping and delivering outcomes

LONDON BOROUGH OF HOUNSLOW
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Benchmarking
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Benchmarking

Council Tax Collections: Hounslow Performance vs London

Comparison to London performance: 

n 2021/22 – 96.37% significantly above the normal range

Overall London collections were disproportionately impacted by the 
pandemic and the lockdown response

Collections in 2021/22 were 2.1% above the London expectation equating to 
£3.045 Million additional collections 

15

HRP Proposals for the next 
two years and beyond

n Roll out of HR Portal to remaining schools 
within Hounslow Council.

n Option to implement Wagestream – this is a 
MHR module that would support the financial 
wellbeing of Hounslow Council staff. Offers 
include flexible pay (mid-month payments due 
to employees claiming hardship during these 
difficult times), vouchers, coaching on 
financial matters, tracking and budgeting.

n Payroll Solutions Lead

n Interactive Payslips

n On-boarding (and Recruitment)

n Bank Account Validation

n Case Management

n Future MHR Enhancements which include 
Survey Builder and Form Builder modules

37

Liberata’s 
Chat Bots
n Liberata has produced detailed definitions for each 
service line’s query types 

n The Bots will be built with comprehensive knowledge 
from day one

n The Bots will improve with human assistance and AI 
machine learning

n The Bots will answer and resolve simple customer 
questions and requests allowing agents to focus on more 
complex issues

n The Bots will improve the chance of on-line forms being 
completed accurately by offering  assistance

n The Bots will increase number of customers asked to 
complete a customer satisfaction survey

35

liberata.com

© 2022 Liberata UK Limited, 5th Floor, Knollys House, 17 Addiscombe Road, Croydon, CR0 6SR

Winners of IRRV’s 2022 Performance 
Award for Excellence in Innovation 

(Digital Transformation)

Key Performance 
Indicators for full 
year 2021/21 and 
mid-year 2022/23

Liberata’s Contract 
Performance to Date

The % of Council tax due that has been collected as a percentage of the
net collectable Council Tax debit 96.39% 55.91%  lll

The % of Business Rates due that has been collected as a percentage
of the net collectable Business rates debit  97.57% 60.02%  lll

Value of Council Tax arrears collected during the financial year £4.35M 2.052M  lll

No of working days to process all new claims for
Housing Benefit or Council tax Support during the financial year 10.94 days 9.42 days  lll

No of working days to process all notified changes in circumstance
for Housing Benefit or Council tax Support claims during the financial year 2.73 days 2.35%  lll

% of telephone Calls answered by the Call Centre 96.00% 94.30%  lll

% of Sundry Debt owed to the Council that is Collected within
60 Days of being due 98.09% 98.28%  lll

% of Invoices Paid to Suppliers by the Council within 30 Days of receipt 96.18% 97.48%  lll

Payroll Accuracy calculated by taking the number
of errors caused by Payroll/total number of payments made 99.97% 99.95%  lll

New Employment Contracts issued within 2 weeks
of completed employment checks  93.05% 91.50%  lll

Key Performance Indicator

2021/22
Full Year
Outturn

2022/23
Mid-Year
Outturn 

Perf.
Direction Rating
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Liberata’s Contract 
Performance to Date

40,000
users signed up (from 107,000 households).

1,600
customers, on average, viewing their account daily.

30%
reduction in calls to the contact centre and average call 

rate reduced by 30 seconds.

2,000
fewer calls at annual billing than the previous year.

80%
of direct debits completed online.

95%
of new claims for Housing Benefit are submitted online.

70%
(digital by default) take-up and forecast achieving 80% 

within the next two years.

London Borough of 
Hounslow’s policy 
decision to go 
digital by default 
across the 
Revenues and 
Benefits service 
lines has yielded 
the following 
results:

09

Winners of IRRV’s 2022 Performance 

Award for Excellence in Innovation 

(Digital Transformation)

Corporate Services 
Contract
2021–22 Annual Report and
2022–23 Midyear Report 

Understanding and 
Aligning with 
the Council’s Vision 

Digital Strategy: Keeping the local community at the 
centre of digital service design

n Services and customers – ensuring services are 
redesigned to be easy to access and intuitive.

n Staff and workforce – providing all our staff with 
modern technology and empowering them to work 
together, enabling a digitally-fit workforce.

n Place and community – enabling a better-connected 
community.

n Collaboration and data – working as one council to 
build the future, sharing data and working with our 
strategic partners across the borough. 

The Council’s vision 
for future local 
government in 
Hounslow is to 
operate as a 
community leader, 
not simply a provider 
of services.

06

Nuzhat Ahmed
Accounts Receivables 
Team Manager

Shamila Nawarathna
Accounts Payables
Team Manager

Monica Malhotra
Rent Accounts &
BACs Team Manager

Tariq Elgady & Vicky Bharti
Post Room Officers

Monit Joshi
Senior Team Leader, Benefits

Rachel Hutchinson
Senior Team Leader, Benefits

Melissa Vickers
Financial Assessments 
Operations Manager

Meenu Sharma
Operations Manager, Customer Financial 
Affairs Service

Harkeerat Sihota
Operations Manager, Revenues Recovery
and Customer Experience

Introducing the 
Local Management Team

Amanda Inwood-Feld
Regional Director, 
London & The South East

Sarah Lyons
Operations Manager, 
Customer Services

Jayne Henderson-Muse
Service Delivery Manager, 
Revenues & Benefits

Karuna Vaghela
Senior Operations Manager, 
Finance & Accounting

Bola Odunsi
Liberata Service Delivery Director 
for London Borough of Hounslow

Mark Stevens
Service Delivery Manager,  
Payroll & Pensions

Julie Elks
Service Delivery Manager, 
Human Resources & Payroll
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The Reinvention of Loyalty
How technological change and evolving consumer behaviours  
are transforming the loyalty industry
SUMMER 2026

A CURRENSEA WHITE PAPER

Recent geopolitical 
shocks and inflationary 
pressures have 
compounded a 
long‑term squeeze on 
consumer spending. 

That squeeze has been mitigated in the airline 
and hospitality industries by a weighting towards 
wealthier consumers and an apparent willingness 
by consumers to ringfence their high‑value 
discretionary spend on travel1.

But the reliance on discretionary spend, recent 
disruption to international travel and the prospect 
of rising input costs from fuel supply constraints all 
pose potential threats to these industries. 

The battle between brands to attract consumer 
spend is intensifying. Brands increasingly need to 
use loyalty‑driving techniques to further engage 
with their customers. 

These techniques are already most 
well‑established and sophisticated in the airline 
and hotel industries.

But to weather the storm in uncertain times, these 
brands must drive ever deeper engagement with 
their most loyal customers. This can be seen in 
the rapid growth of airline and hotel groups’ loyalty 
schemes in recent years.

Chapter 1 

The rising popularity and significance 
of loyalty programmes

Lufthansa saw a 

161%
increase in enrolment in its  
Miles & More offer from 2021 to 
2024.

Delta has seen a 

50% 
increase in Skymiles 
membership from 2017 to 2024.

IHG One Rewards has grown to 
more than 

160m 
members.

The Reinvention of Loyalty — A Currensea white paper 3

*among those with household income of more than £150k 
and who flew more than five times last year

26% 
are still not part 
of any airline 
loyalty scheme

29% 
are not part 
of any hotel 
loyalty scheme

82% 
of all ‘travellers’ 
are in frequent 
flyer programmes

In the UK*4 In the US5 

BA is the stand out exception in the UK. This 
June, BA’s owner IAG set ambitious growth 
targets for its loyalty division operating Avios, 
aiming to almost double operating profit to 
€1 billion within five years, highlighting its 
importance as a standalone profit maker. 

In fact, the scale of take‑up of its loyalty 
scheme has, at times, forced it to recalibrate 
the proposition ‑ most notably through 
recent changes to benefits such as lounge 
access, where these had been extended 
too widely. 

However, in Europe, the vast majority of 
the airline and hotel industries have not 
come close to matching the success and 
penetration of BA.

This was reflected in how competitors like 
Virgin Atlantic launched ‘points‑matching’ 
offers, through its ‘Save Your Tiers’ 
campaign, to poach disaffected 
BA customers.

One of the most effective ways to 
drive customer loyalty is to secure a 
top‑of‑wallet position. 

Brands do this by incentivising customers 
to use their co‑branded card — typically 
a credit card — as their primary payment 
method. This, in turn, reliably drives 
higher spend.

United Airlines recognised this in the recent 
overhaul of its MileagePlus programme 
to further reward travellers who carry a 
United co‑branded credit or debit card, 
while dialling back mileage earning for 
members who do not.

This co‑branded payment card model was 
pioneered in the US ‑ and here the UK and 
Europe lag behind in terms of adoption 
again, for two reasons.

The first is regulatory. Merchants pay 
interchange (or ‘swipe’) fees on each card 
payment they accept. 

Chapter 2 

The challenge posed to traditional 
loyalty models in Europe
By comparison to the 
US market, the UK 
and European loyalty 
market for airlines 
and hotels is much 
less mature, with 
significant scope for 
further penetration.

The Reinvention of Loyalty — A Currensea white paper 5

The consumer might get some of that back, 
as credit card rewards, or as cashback on 
debit spending. 

In the UK and EU, interchange fees have 
been capped at roughly one‑tenth 
of the US level since 2015. 

That means lower fees for 
merchants, but also lower 
rewards for card users. 

To illustrate the impact of 
interchange fee caps on the 
rewards card market: just over a 
decade ago, there were 750 MBNA 
credit cards available in the UK. 
Today there are zero.

The second is cultural. The 
proportion of people with credit 
cards is lower.

Co-brand debit cards have unique benefits over credit 
cards - a faster route to market, limited regulation and a 
broader pool of potential cardholders.

The UK has shown that the concept quickly gains 
acceptance once people can see the strength of the 
co-brand proposition.

The key is deciding whether to appeal to the broadest 
possible market or to double-down on your most loyal 
existing members.

Rob Burgess 
Editor at Head for Points, the UK’s biggest frequent flyer 
and business travel website

Global precedents show 
that a cardholder will stay 
2x and spend 2x on brand 

vs. a non cardholder

The Reinvention of Loyalty — A Currensea white paper 6
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As detailed in Chapter 2, credit cards cannot 
be the answer in Europe, for both regulatory 
(low interchange) and consumer‑behaviour 
(debit vs. credit) reasons. 

A co‑branded debit card is the solution in 
the UK and Europe, guaranteeing:

   ■ Large share of spend
   ■ No reliance on borrowing ‑ which affluent 

credit card holders don’t do
   ■ Guaranteed merchant acceptance
   ■ Limited competition ‑ rewards on debit 

spend are rare
   ■ Easy marketing ‑ fewer advertising 

restrictions than credit cards

But, historically, co‑branded debit cards 
forced customers to either switch bank 
accounts or top up an additional account. 

The difficulty of convincing users to switch 
or open a new account limits growth.

Fewer than 1 in 50 Britons switch banks 
every year8. Only 5% of Britons use a 
secondary bank account for daily spending9.

Currensea has solved that problem 
and removed this barrier to success, 
by pioneering a new product category 
for European consumers: co‑branded 
multi‑bank debit cards. 

These effectively transform all major bank 
current accounts into rewards cards.

Currensea’s co‑branded multi‑bank debit 
cards drive customer loyalty and address 
the emerging challenges facing brands’ 
loyalty programmes by:

   ■ Ensuring high take‑up and use, because 
they allow co‑branded cardholders to 
link their new card to their existing bank 
account, avoiding the usual debit card 
pitfall of requiring consumers to open and 
switch to or top up a separate account.

Chapter 4 

The answer: multi‑bank 
loyalty debit cards
The ideal solution is 
a payment product 
that turns European 
consumers’ everyday 
spend into always‑on 
brand engagement, 
and that’s resilient 
to agentic AI and 
payment disruption.

How Currensea works

1  Currensea partners with global brands 
to offer a co-branded multi-bank debit 
card to their customers in Europe.

2  Currensea's multi-bank model allows cardholders to link 
this new card to their existing bank account - meaning 
there’s no need to switch account, top-up or pre-pay.

3  Cardholders earn loyalty points from the co-brand on 
all their day-to-day debit spend, turning that co-brand 
into their default front-of-wallet payment card.

4  The co-brand puts its brand top of wallet, 
benefitting from unrivalled engagement 
and driving customer loyalty.

The Reinvention of Loyalty — A Currensea white paper 11

To fully realise its 
growth potential, 
the European loyalty 
industry must also 
navigate major 
technological changes 
taking place globally. 

Hotel and airline groups’ loyalty offerings have 
become bigger and higher‑margin parts of their 
overall business. AI agents won't disrupt flights or 
overnight stays. You will still travel by plane and sleep 
in a hotel room in the AI world. But they will transform 
every aspect of the booking process.

The susceptibility of loyalty offerings to AI disruption 
is particularly true where they are based on habit, 
rather than either emotional connection or meaningful 
benefits /status tiers.

And it’s particularly true where brands rely on their 
customers earning intermediary points currencies 
(e.g. Rev points, Amex points) which they can then 
redeem with them or many of their competitors.

Where consumers have earned loyalty points from 
intermediaries that are convertible into a range of 
different airline or hotel loyalty points, AI agents will 
quickly be able to pick the best flight or hotel based on 
intermediary points and cash, then convert those 
points automatically to make the booking.

LLMs and AI agents 
are set to transform 
every aspect of the 

booking process.

Chapter 3 

The threat of AI and payments 
disruption to the loyalty market

Concept illustration

The Reinvention of Loyalty — A Currensea white paper 8

Currensea's annualised co-brand data shows that: 

The top quartile of 
spenders spent 

£36.7k 
on their co-branded 
Currensea card on 
average

On average, over 

50% 
of cardholders’ annual 
spending was on lodging, 
dining out, travel and 
leisure

On average, 

17% 
of cardholders’ spending 
was directly with the 
co-brand partner, e.g. on 
hotel stays

More than 

75% 
of cardholders have used 
their card for spending 
abroad, and of those, 
the average number of 
countries visited and spent 
in is four

   ■ Simplifying onboarding, with 93% of applicants 
typically approved, maximising cardholder numbers 
and avoiding brand‑damaging application rejections.

   ■ Maximising utilisation, with a debit (rather than credit) 
offering that’s preferred by European customers ‑ 
resulting in up to  7x more transactions per cardholder 
than credit cards.

   ■ Offering rewards that work for both brands and 
consumers in a low‑interchange environment.

   ■ Putting the partner's brand top‑of‑wallet, as physical 
card use declines and the growth of digital wallets put 
even greater premium on being top of wallet.

   ■ Delivering genuine loyalty in an increasingly 
transactional AI world. 

Global brands Hilton Hotels, United Airlines, Marriott 
Bonvoy and American Airlines have all launched loyalty 
debit cards with Currensea.

IHG has recently announced a new single‑bank 
partnership with Revolut to offer a reward‑earning debit 
card – so other brands and fintechs are now following suit 
and adopting the co‑branded loyalty debit model. 

The Reinvention of Loyalty — A Currensea white paper 1212

It’s the combination of 
switching the co‑brand 
model to debit, and 
delivering it from 
customers’ existing 
bank accounts, that 
has changed the game 
for brands’ everyday 
loyalty programmes for 
European customers.

This model allows them to navigate the 
regulatory and consumer‑behavioural 
challenges that are unique to the 
European market.

This model will also be resilient 
to changes in technology and 
distribution. The continued 
rise of digital wallets like 
Apple Pay or Google Pay 
places a greater premium 
on cards that offer the 
best rewards and therefore 
sit top‑of‑wallet. 

The emerging technology of 
account‑to‑account payments has been proven in 
the UK for use cases like settling your tax bill with 
HMRC. But there are significant regulatory and 
consumer‑behavioural obstacles to displacing the card 
payment rails for the bulk of everyday tap‑and‑go 
transactions, particularly as card payments still have 
the strongest offer in terms of rewards on spending, 
lack of friction and consumer protections. 

Conclusion  

Loyalty through integration

Co-branded  
multi-bank debit cards drive 

customer loyalty and address 
emerging challenges

The Reinvention of Loyalty — A Currensea white paper 15
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Measuring strategic success 
through a rigorous impact 
framework 
To ensure our strategy supports ADMO’s global ambitions, we will use a rigorous evaluation 
framework in the first 30 days, moving beyond media metrics to measure real influence and trust, 
tracking investment through to tangible impact.

Operational and 
communications objectives, 
against which impact is 
measured

Agreeing SMART objectives 
and KPIs

INPUT 

All activity done ahead in preparation of developing and 
deploying any comms or campaigns

ACTIVITY 

What is done to produce communications, e.g., conducting 
interviews or media training

OUTPUT 

What is delivered, e.g., op eds, editorial content, press 
briefings, website content, social content and multi-media 
campaign assets

OUTTAKES 

How audiences engage with campaign materials, e.g., 
social media responses, video views, media commentary

OUTCOMES 

The results: interview shares and views, report downloads, 
invites to panels and events, search rankings, etc. 

IMPACT 

Real-world tangible impact such as measurable behaviour 
or attitude change, like increased tourism rates or 
Chamber of Commerce outreach

OUR PROGRAMME OF WORK
38

ELEVATING ABU DHABI ON THE WORLD STAGE

 KEY INSIGHT

Narrative development
Following the review of your existing materials and informed 
from all the insights and intelligence from the audits, we will 
develop a clear and compelling narrative that:

Articulates 
your value 
proposition  

Can be tailored 
to different 
cultural 
environments

Is supported by 
credible data 
and third-party 
validation

This narrative will be subject to interrogation and tested in a 
narrative workshop with the ADMO team.

KEY MESSAGES 

An overarching message, and 
secondary messages with 

supporting pillars which sit 
under and qualify the brand 

promise.

BRAND PROMISE 

A credible, differentiated 
promise to all audience, 
which defines the tone of 
all engagement, across all 
channels.

TARGETED NARRATIVE

Bespoke sector narratives, 
reinforced by proof 
points, tested and refined 
collaboratively with your 
team.
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OUR PROGRAMME OF WORK

Our global impact
+241% website traffic for World 
Heart Report paid campaign

+47% policymaker traffic from World 
Heart Report

+30k Views+ downloads of the City 
Heartbeat Index

60

ELEVATING ABU DHABI ON THE WORLD STAGE

OUR SUCCESS STORIES

Your core Abu Dhabi team 
seamlessly bolstered by a global 
bench of sector and discipline 
experts
A global bench that fluently operates in multiple languages including: English, Arabic, French, German, Spanish, Italian, 
Dutch, Portuguese, Hindi, Marathi and Bengali.

SENIOR LEADERSHIP 
AND OVERSIGHT

John Evans
CEO, Senior Counsel 

Jon Wynne-Jones
Partner 

Tracey McLaine
Partner, Lead 

Sarah Sands
Partner, Senior 
Counsel 

Idil Oyman
Partner, Litigation

ACCOUNT 
MANAGEMENT 

Harriet Goodman
Director, Primary Lead 

Floraine Van Der Meer
Stakeholder Engagement 
Lead 

Kavya Sreenan
Account Support

ABOUT HAWTHORN
66
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Our research shows Abu Dhabi is 
outperforming on fundamentals, 

but under-credited in  
global conversation.  

The opportunity is to convert 
delivered strength into a single 

positioning that travels:  
the capital of confidence.

WHAT THE DATA REVEALS

7

Performance is strong but 
visibility is concentrated 
elsewhere

Abu Dhabi competes in high-value sectors but is not yet capturing 
proportional global attention.

Abu Dhabi

Riyadh
Doha

Shenzhen

Dubai

Singapore

AI
Abu Dhabi

Doha
Shenzhen

Riyadh Singapore

Dubai

Finance

SHARE OF VOICE COMPARISONS ON SOCIAL MEDIA GLOBALLY 

AI innovation

Family

Sustainability

10K

20k

30K

40K

50K

DohaAbu Dhabi RiyadhShenzhenDubai Singapore

NUMBER OF SEARCHES IN THE LAST 12 MONTHS BY THEME AND REGION

WHAT THE DATA REVEALS
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ELEVATING ABU DHABI ON THE WORLD STAGE

Elevating Abu Dhabi 
on the world stage
Your strategic global advisory partner for 
ADMO, Abu Dhabi’s raconteur

FEBRUARY 2026

Hawthorn:  
senior-led, 
insight-driven, 
and always on call

We partner with world leaders, countries, global destinations 
and major organisations to deliver narratives that connect 
across the globe.

As strategic advisors, we are the people you call before 
decisions are made, not after announcements are drafted. 
You will work with a small senior core team that not only 
understands ADMO’s core purpose but is embedded in 
the organisation’s DNA, underpinned by a global bench of 
trusted experts available round the clock. 

These experts, aligned to your key sector priorities, will be 
on hand when and where you need them: bringing strategic 
insights, world-class contacts in the media and across your 
sectors to make ADMO an instant expert day.

You will have direct access to our most senior resources, 
in person and through your choice of messaging platform 
whenever you need it. 

Part of this is making sure we are fully aligned with ADMO’s 
mandate. We’ll work within your governance processes and 
coordinate directly with sector entities, media partners and 
creative bodies to ensure alignment and consistency.

NO RE-BRIEFING, NO JUNIOR FILTERING, 
NO DELAYS AND DISCRETION IS BUILT-IN.

INTRODUCTION
5

8



MEDIA COACHING

To ensure your spokespeople are prepared for engagement with media and analysts, Hawthorn 
would develop and facilitate a three‑hour media training session, tailored to individual spokesperson 
experience, that will:

 n Ensure your team is familiar and comfortable 
deploying the new suite of messaging when 
engaging with media, analysts and third 
parties (all with differing agendas, levels 
of technical understanding and advocacy 
for the business).

 n Build and polish message delivery and 
interview control skills and techniques.

 n Support in building confidence in your 
spokespeople, for authenticity and gravitas in 
all communications – not only with media but 
all external stakeholders.

 n Equip your executives with lines to take and 
techniques to manage tricky recurring themes 
or unexpected questions or situations and 
advise on how to best tackle these.

 n These sessions develop many transferable 
skills beyond media engagement, that are 
useful in a wide range of interactions across 
multiple stakeholders. 

AN INTEGRATED AppROACH
9

HAWTHORN ADVISORS

Hawthorn Advisors for L&G
Ways of Working

15 MAY 2026

hawthornadvisors.com

75+ 
consultants drawn from the 
highest levels of media, 
politics and financial services 

15 
languages spoken, across our 
multi‑lingual team comprising 
12 nationalities

10+ 
years advising over 70 
clients across 18 cities

Founded in 2013, we 
serve an international 
client base out of London, 
Abu Dhabi and New York.

Hawthorn provides strategic 
communications advice to 
private and public companies, 
multi‑nationals, governments, 
fast growth businesses, family 
offices, schools and charities.

We are Hawthorn

Like you, we’re committed to being a 
force for good in our local communities 
and helping build a better society for 
the future. We support our staff and 
communities through ambitious wellbeing 
initiatives and charitable outreach.

We have ongoing partnerships with The 
Bradfield Club youth centre in Peckham 
and Fulham Cross Academy, offering 
mentoring, career guidance and financial 
support, often through team fundraising, 
to help young people pursue careers in 
communications.

We also care deeply about our staff’s 
wellbeing and development, and we’re 
proud that so many use their volunteer 
days to support worthwhile causes.

LEARN MORE ABOUT US AND OUR 
LOCAL COMMUNIT Y IMPACT

33

An Integrated Approach 

DEDICATED IR AND AM TEAMS 

Given this is a new communications structure for two major divisions of L&G, we will maintain 
flexibility in how we work, adapting and evolving our operating model as the integration of the brief 
matures, to ensure maximum delivery at every stage. 

By putting in place dedicated teams for IR and AM — each with named divisional leads, and 
the oversight of a Partner to ensure coherence across the combined brief — we will ensure the 
communications priorities of each division are fully embedded into the wider integrated strategy, 
whilst also allowing for effective standalone activations where appropriate.

The team structure below has been designed with the 60/40 AM/IR split in mind, with resource 
weighted accordingly. Critically, both divisional leads report into a single senior partner who would be 
accountable for the whole programme, ensuring no duplication, no message conflicts and a genuinely 
unified communications effort.

L&G TEAM

Stephen Atkinson
Partner
Overall lead for Financial and 
Investor Communications

Victoria Ainsworth
Senior Director
Division coordinator

Dan Thomas
Senior Consultant 

Anna Betteridge
Consultant

Hatty Spencer
Senior Consultant

Nicolas Wackers 
Consultant

Henry Lerwill
Senior Director
Institutional Retirement lead

James Davey
Senior Director
Asset Management lead

6

HAWTHORN ADVISORS

6

Founded in 2013, we serve an 
international client base out of 
London, Abu Dhabi and New York.

Hawthorn provides strategic 
communications advice to private and 
public companies, multi-nationals, 
governments, fast growth businesses, 
family offices, schools and charities.

We are Hawthorn

75+
consultants drawn from the 
highest levels of media, poli-
tics and financial services

15
languages spoken, across our 
multi-lingual team comprising 
12 nationalities

10+
years advising over 70 clients 
across 18 cities

Big enough to deliver, 
small enough to care

An intergrated approach
01

Given this is a new 
communications structure for 
two major divisions of L&G, we 
will maintain flexibility in how we 
work, adapting and evolving our 
operating model as the 
integration of the brief matures, 
to ensure maximum delivery at 
every stage. 

Founded in 2013, we 
serve an international 
client base out of 
London, Abu Dhabi and 
New York. 

Joe Bear
Associate Director
Public Affairs 

James Davey 
Senior Director
Asset Management 
lead 

Henry Lerwill 
Senior Director, 
Institutional Retirement 
lead 

Victoria Wallin 
Partner
Creative Campaign 
Specialist 

Victoria Ainsworth 
Senior Director
Division coordinator 

Hatty Spencer
Senior Consultant
Corp Comms 

Ross Hawkins 
Partner, Pensions and 
Financial Services 
Policy Advisor 

The right team

9



Smart tools that power 
your property

How to build a community using technology
We spoke to Antonia Fowles, Community 
Manager at BLOK Bristol, about how she 
uses Locale to simplify the day-to-day 
operations of running a modern 
commercial building. 

Beyond streamlining tasks, Locale has also helped shi� 
perceptions of the o�ice, transforming it into a 
destination that people enjoy visiting and want to share 
with friends and family. 

https://youtu.be/W1hj5-ZdkYk?si=5qgKcR3oO9Nnni98

Your investment
Essentials 
Easy-to-use engagement and 
communication platform
Starting from £100/month

Advanced 
Enhanced service and functionality with 
full support
Starting from £250/month

Pro 
Best-in-class occupier experience with 
full control and insights
Starting from £500 /month

Enterprise 
Completely bespoke o�ering.
Please contact us directly.

Announcements

Content Pages

Document Storage

Events Calendar

Local Travel

Occupier Database

O�ers and Promotions

Sta� Directory

Web and Mobile Apps

White-label Branding and Custom Domain

Amenity Bookings

Digital Forms

Key Management

Our story so far
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Save time. Reduce admin.
Save your team over 100 hours per week managing your building smarter with Locale*

Save your team three hours per 
day with Locale’s Helpdesk 
solutions 1

1 South Quay Building

Halve your team's workload with 
Locale's delivery solution, saving 
five hours per day 2

2 Silk District

Save your team three hours per 
day with key management 
automation 3

3 Royal Exchange

Optimise your visitor experience 
and save five hours per day 4

4 Holland Park Villas

*based on illustrative model with evidenced case study sources

Meet your team

Guy Windsor-Lewis
Chief Executive
guy@locale.co.uk

Rob Maxwell
Director, Strategy & Growth
rob@locale.co.uk

Luka Bartlett
Senior Consultant, Strategy & Growth
luka@locale.co.uk

Dan O’Gorman
Chief Product O�icer
dan@locale.co.uk

Rebecca Tompkins
Consultant, Strategy & Growth
rebecca@locale.co.uk

Our in house team of experts are here to help you discover the right building 
management solution and answer all your questions.

James Borg
Consultant, Strategy & Growth
james@locale.co.uk

Advanced calendars

Promote your events and activities online, with a personalised building 
calendar. 

Day, week, month, agenda views 
See what's going on this week with customisable views 

Boost occupier engagement
Specify who can see your events 

Seamless integration with other calendars
Import your calendar feed into Google Calendar, Apple iCal, Microso� Outlook, 
and more 

Save all amenity bookings
Any bookings made will be synced with the calendar so all information is the 
same across the entire portal

2025 Locale at a glance
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Letʼs explore what's possible together
We would love the opportunity to:

Demonstrate Locale in action
Tailored walk-through of modules relevant to your building and 
occupier needs

Pilot the platform
Launch a low-risk trial in one of your buildings or community areas

Refine the solution to fit your strategy
Work collaboratively to align modules with your KPIs, service 
expectations, and branding

Visit us on LinkedIn:  www.linkedin.com/company/localeltd

locale.co.uk | info@locale.co.uk | 01865 249758

Locale Ltd © 2025

Book a Locale demo:

locale.co.uk/book-demo

We are ready when you are

Schedule a strategy session
locale.co.uk/book-demo

Share feedback on this presentations
sales@locale.co.uk

Contact us
07123 456 789
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CEO Statement

T
reporting period 

Luke Johnson

 
21 April 2023

Overview

Group revenue of  
£58.9 million  

 

EBITDA of £13.8 million 

Earnings per share of 17.1 
pence  

11

At a glance

mWh tCO2e mWh tCO2e
12 months to 24 
December 2023

12 months to 24 
December 2023

18 months to 25 
December 2022

18 months to 25 
December 2022

Total Scope 1 emissions 1,034.1 195.1 1,465.3 276.4

Total Scope 2 emissions  
(location-based)

3,681.2 754.5 5,662.2 1,082.7

Total emissions (Scope 1 & 
Scope 2 location-based)

4,715.3 949.6 7,127.5 1,359.1

Total Scope 2 emissions 
(market-based)

63.0 12.9 - -

Total emissions (Scope 1 & 
Scope 2 market-based)

1,097.1 208.0 1,465.3 276.4

12 months to 24 
December 2023

18 months to 25 
December 2022

Total Scope 1 & Scope 
2 (location-based) 
emissions (tCO2e)

949.6 1,359.1

Total revenue (£m) 34.8 58.9

Emissions intensity 
(tCO2e/£m)

27.3 23.1

Overview

Our emissions

6

T

The Group assesses its emissions 

the Group to outline a more detailed 

the Group to outline a timeframe for 

Measuring our emissions

KPIs and Targets

Our emissions

Our targets

carbon neutral
2030 at the latest

Net Zero
 2040

carbon, water and waste 2024

Quantify the following
2024

• 
• 
• 

Eliminate use of single-use plastics 
[by 2030]

� Fig 2. Results for Group gross margin for the period

32

Measuring our emissions

KPIs and Targets

 Fig 2. Results for Group gross margin for the period

mWh tCO2e mWh tCO2e
12 months to 24 
December 2023

12 months to 24 
December 2023

18 months to 25 
December 2022

18 months to 25 
December 2022

Total Scope 1 emissions 1,034.1 195.1 1,465.3 276.4

Total Scope 2 emissions  
(location-based)

3,681.2 754.5 5,662.2 1,082.7

Total emissions (Scope 1 & 
Scope 2 location-based)

4,715.3 949.6 7,127.5 1,359.1

Total Scope 2 emissions 
(market-based)

63.0 12.9 - -

Total emissions (Scope 1 & 
Scope 2 market-based)

1,097.1 208.0 1,465.3 276.4

12 months to 24 
December 2023

18 months to 25 
December 2022

Total Scope 1 & Scope 
2 (location-based) 
emissions (tCO2e)

949.6 1,359.1

Total revenue (£m) 34.8 58.9

Emissions intensity 
(tCO2e/£m)

27.3 23.1

Our emissions

33

Attaining Net Zero carbon emissions is a critical component for 
all organisations to strive for in order to minimise the potential 

damage caused by climate change. 

The Group has therefore brough forward its initial goal to reach Net 
Zero emissions by 2050 by ten years, intending to now reach this target 
by 2040 at the latest. The Group will also aim to be carbon neutral 
(Scope 1 & 2 emissions) by no later than 2030.

The Group has already established a baseline for its Scope 1 & 2 
emissions. To achieve its Net Zero target, the Group will need to 
reduce and ultimately eliminate emissions across its upstream and 
downstream emissions in addition to those directly or indirectly 
produced, and so intends to also quantify its Scope 3 emissions for the 

Carbon reduction is a critical element of operating sustainably, but 
there are other important areas in which the Group can and will make 
progress. Reducing water usage and waste will further enable the 
Group to achieve its long-term targets, and it therefore also intends to 

Establishing these important metrics will facilitate the setting of 
reduction targets and development of a more detailed transition plan, 
and the Group looks forward to sharing further details of steps taken 
and progress made in the coming years.

Executive Summary

Key 
progress 

made

Up to 45% of the 
electricity needs of 
Lightwater Valley 
are powered by 

an adjacent solar 
farm.

100% of 
energy
is procured 

from renewable 
sources

Established 

Scope 1 & 2 
emissions

Carbon-neutral 
biomass heating system 

burns wood pellets to heat 
facilities in Lightwater Valley

Single use 
plastic
in food and 
beverage 
on the Pier 

substituted for 
vegware

Overview 4

At a Glance

Targets set 

Carbon neutral 
(Scope 1 & 2 emissions)  
by 2030

Net Zero 
(Scope 1, 2 & 3 emissions)  
by 2040

Quantify Scope 3 emissions, 
water usage and waste 
produced in 2024

Eliminate single use plastics 
across the Group estate.

2023 2022

Scope 1 CO2 emissions (tonnes) 526.2 276.4

Scope 2 CO2 emissions (tonnes) 1,386.7 1,082.7

Total CO2 emissions (tonnes) 1,826.1 1,359.1

Emissions intensity (tonnes 
CO2e/£m revenue) 57.0 23.0

Overview

Our emissions

Key risk areas

Pier division

2022

£4.1m

£3.6m

2021

Pier division

2022

£4.1m

£3.6m

2021

Golf division

2022

£3.4m

£3.1m

2021

Bar division

2022

£5.2m

£2.9m

2021

5

About the Brighton Pier Group

The Pier

Brighton Palace Pier welcomes over 4 million visitors 
per year and offers a wide range of attractions 
including two arcades (with over 300 machines) 
and 17 funfair rides, together with a variety of on-site 
hospitality and catering facilities.

The attractions, product offering and layout of 
the Pier are focused on creating a family-friendly 
atmosphere that aims to draw a wide demographic 
of visitors. 

Overview 7

Le Fez, Putney

Entertainment is our business.The Brighton Pier Group PLC 
36 Drury Lane 
London WC2B 5RR

Tel: 020 7376 6300 
Fax: 020 7823 3756

www.brightonpiergroup.com

Registered Number 08687172

Le Fez, PutneyLe Fez bar in Putney

Strategy
Disclose the actual and potential impacts 
of climate-related risks and opportunities 
on the organisation’s businesses, strategy 
and financial planning

18

At a glance

Targets set 

Carbon neutral 
(Scope 1 & 2 emissions) by 2030  
at the latest

Net Zero 
(Scope 1, 2 & 3 emissions) by 2040  
at the latest

Quantify Scope 3 emissions, water 
usage and waste produced in 2024

Eliminate single use plastics  
across the Group estate by 2030  
at the latest

Category Area Potential risks

Transition Policy and legislation Carbon tariffs; increased reporting

Consumer Changing preferences

Technology Cost of lower emissions technology

Stakeholder Reputational damage

Market Cost of energy

Physical Acute risks Extreme weather

Chronic risks Rising temperatures and sea levels

Overview

Key risk areas

5

Task Force on Climate-Related 
Financial Disclosures Report
2023

Governance framework

Senior Management

The Board
The Board is chaired by Luke Johnson who is 
responsible for the running of the Board and 
liaison with the Company’s shareholders, including 
matters concerning climate-related risks and 
opportunities. The Chief Executive Officer Anne 
Ackord has executive responsibility for running the 
Group’s business and implementing the strategy 
of the Group and is the designated member of 
the Board responsible for sustainability. Oversight 
of sustainability is delegated to the Executive 
Committee by the Board. 

The Board meets at least ten times a year and 
has a formal schedule of matters reserved to it, 
including strategy in relation to climate-related 
risks and opportunities. The Executive Committee is 
responsible for ensuring that Senior Management 
are equipped with the necessary resources to 
implement the Group’s business strategy, including 
in relation to sustainability.

Risk and ESG Committee
The Risk and ESG Committee considers the following 
areas in relation to the Group’s environment:

 • compliance with latest ESG-related regulations;

 • measures to reduce the Group’s environmental 
footprint wherever possible; and

 • ongoing development of the Group’s ESG strategy. 

Management
Management of the ESG strategy developed by 
the Risk and ESG Committee is delegated to Senior 
Management who assume overall responsibility 
for their respective sites, including climate-related 
controls and initiatives. Progress against these 
initiatives and implementation of the Group’s ESG 
strategy is regularly reported directly to members 
of the Risk and ESG Committee. Senior Management 
also take responsibility for ensuring their staff are 
equipped with the necessary skills and knowledge to 
implement the initiatives being set. 

Governance

Audit 
Committee

Remuneration 
& Nominations 

Committee
Risk and ESG 
Committee

Board of  
Directors

17
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Westray

PAPA
Westray

Brand systems and 
identity design

Information design, 
maps and explanatory 
diagrams

Reports, publications 
and presentations

13



SHOTTON TIMELINE

HISTORY OF THE SHOTTON MILL SITE

A Journey of 
Transformation

JOHN
SUMMERS

1895-1896
Harry and James Summers, of 
John Summers and Sons, purchase 
10,000 acres of Dee marshland for 
steel production. In September 
1896, the first steel sheets are 
produced by 250 workers using 
steam-driven mills, laying the 
groundwork for what would 
become a major industrial site.

1900s
By the early 1900s, the plant 
produces 40,000 tonnes annually. 
The construction of nine 
open-hearth furnaces and the 
iconic red brick general office 
marks the growth of Shotton as a 
key player in the steel industry.

1950s
During the 1950s, the plant 
flourishes and the workforce grows 
to 10,000 employees.

1967
Shotton Steelworks is nationalised 
and becomes part of British Steel, 
employing 12,000 workers. The site's 
immense size requires a fleet of buses 
and vehicles to transport workers 
across the eight-mile-wide facility.

1970s
Advances in technology and 
government-led modernisation 
result in the closure of heavy steel 
operations in March 1980.

1989
As the demand for paper grew, so 
did Shotton. The second paper 
machine, PM2, was constructed, 
doubling the site's paper output. 
Around the same time, the Recycled 
Fibre Line #1 was introduced.

1985
The first significant development 
occurred with the construction of 
the effluent treatment plant, an 
essential facility to manage waste 
responsibly. Soon after, the site’s 
first paper machine, PM1, was built, 
marking the birth of Shotton Mill’s 
paper production era.

2015-16
In response to market changes and 
a decline in newsprint, Shotton Mill 
underwent a strategic shift. PM1, 
along with Recycled Fibre Lines 1 
and 2 and Boiler 1, were closed. 
However, the site's focus on 
sustainability continued to evolve, 
with the construction of a Waste 
Wood Processing Plant and in 2016, 
a new low-pressure condensing 
turbine was added, providing 5MW 
of additional power.

1998-2011
Expansion continues with a second 
Recycled Fibre Line, an upgraded 
effluent treatment plant, and a biomass 
boiler producing 19MW of power. 
Additionally, a Materials Recovery & 
Recycling Facility was introduced in 2011, 
capable of processing 200,000 tonnes of 
recycling annually.

Steel Town The rise and fall 
of newsprint

2020s and Beyond: 
New Beginnings

From steel to paper, the Shotton Mill site has undergone 
a dramatic transformation.

Once devastated by the loss of 6,500 jobs in a single day, 
the site is now set to be reborn as a state-of-the-art 
corrugated cardboard and tissue manufacturing 
campus, evolving into a cutting-edge hub for 
sustainability and manufacturing.

EAST FLINTSHIRE MP 
BARRY JONES AT SHOTTON 
STEELWORKS IN 1979

SHOTTON MILL 
STEELWORKS AT ITS PEAK 

NEWSPRINT 
PRODUCTION

JOHN SUMMERS 
CLOCK TOWER

2020s
A pivotal decade for Shotton. 
Newsprint production officially 
ceased, marking the end of one era 
and the beginning of another. 
Eren Holdings purchased the site 
with exciting plans to invest circa 
£1billion into the project.

2025
The story of Shotton enters a new chapter 
with the scheduled opening of a 
state-of-the-art facility. This modern plant 
will build on Shotton’s legacy of innovation, 
sustainability, and transformation, setting 
the stage for continued success in the 
decades to come.

Shotton Mill's journey from steel to paper 
represents an extraordinary evolution, continually 
adapting to meet the challenges of industry and 
the environment. 

The future looks brighter 
than ever with Eren’s 
ongoing investment in 
sustainable technology.

It’s our mission to provide the most advanced 
and highest quality manufacturing and 
production facilities in the UK. 

With an ambitious growth plan, enabled by our 
industry-leading international experience and the 
most innovative, sustainable technologies, we 
bring a team of industry professionals who will 
grow with the business and a commitment to 
developing sites with a rich heritage of their own.

WHAT’S TO COME: PM3 AND TM1
The 85.6 hectares (856,000 m2) main Shotton Paper Mill site will be 
redeveloped into new facilities for two manufacturing operations: 
a cardboard paper machine (PM3) and a tissue paper machine (TM1).

� The cardboard paper machine will 
be the UK’s largest single machine 
with a capacity to produce 750,000 
tonnes of container board a year. 
The machine will utilise approach 
flow systems, a wire section, a press 
section, a drying section, a finishing 
section and a roll handling system 
for production. 

� Additional facilities include fibre 
storage, auxiliary facilities, effluent 
treatment with anaerobic digestion, 
hydrogen enabled CHP, warehouses, 
administrative offices and reel 
storage. While existing buildings, 
including the materials recycling 
facility and a biomass plant, will be 
retained.

� Planning permission is in place for 
adjacent land to support a 
210,000-tonne tissue production 
facility. The current investment 
represents the first tissue machine 
with a capacity of 67 kilotons (KT).

� In a nod to the site’s heritage, the 
new container board-making line 
will be called PM3 (Paper Mill 3). The 
line will use 100% recycled paper to 
produce high-quality testliner and 
fluting grades.

� The phased redevelopment will 
begin with cardboard 
manufacturing and related 
infrastructure and phase one of the 
tissue manufacturing operation.

Importantly, all the former employees were 
retained as part of the transition, ensuring 
continuity and stability for the workforce.

As part of the sales process, Eren are 
committed to preserving the employment 
of all former staff on the same terms and 
conditions. 

The same employee-focussed approach will 
be taken in the future.

Funding from both the UK Government and 
Welsh Government will support Eren 
in its plans: 

� UK Export Finance (UKEF) has also 
agreed to cover 80% of an €200M EDG 
(Export Development Guarantee). 
An EDG is equivalent to a certified loan, 
against which Eren promises to export 
10% of its turnover within 5 years.

� The Welsh Government has also provided 
€15m of funding to the company. 
This is to safeguard jobs and support the 
manufacture of container board from 
domestic recycled fibre.

Additionally, an 
important aspect of the 
circular economy will be 
the development of a 
new combined heat and 
power (CHP) plant. 

With a capacity to 
produce 60MW of 
efficient, low-carbon 
energy, the plant will 
power the mill’s 
operations.

VISIT OUR WEBSITE 
FOR PROJECT 

NEWS AND 
INFORMATION 

shottonmill.co.uk

2024 SITE 
CONSTRUCTION

Five decades of innovation
Established in 1969, Eren is one of Turkey's most dynamic family-owned 

conglomerates, employing 14,000 people, and dedicated to being the market 
leader across all sectors it engages in.

Our organisation places a strong emphasis on integrating environmentally 
friendly technologies into all aspects of its operations. 

We are steadfast in our commitment to supporting education as a cornerstone 
for nurturing a sustainable future.
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In March 1980, 
‘Deeside’s darkest day’ 
saw 6,500 job losses in 
one day, decimating 
the local community.

SHOTTON TIMELINE

HISTORY OF THE SHOTTON MILL SITE

A Journey of 
Transformation

JOHN
SUMMERS

1895-1896
Harry and James Summers, of 
John Summers and Sons, purchase 
10,000 acres of Dee marshland for 
steel production. In September 
1896, the first steel sheets are 
produced by 250 workers using 
steam-driven mills, laying the 
groundwork for what would 
become a major industrial site.

1900s
By the early 1900s, the plant 
produces 40,000 tonnes annually. 
The construction of nine 
open-hearth furnaces and the 
iconic red brick general office 
marks the growth of Shotton as a 
key player in the steel industry.

1950s
During the 1950s, the plant 
flourishes and the workforce grows 
to 10,000 employees.

1967
Shotton Steelworks is nationalised 
and becomes part of British Steel, 
employing 12,000 workers. The site's 
immense size requires a fleet of buses 
and vehicles to transport workers 
across the eight-mile-wide facility.

1970s
Advances in technology and 
government-led modernisation 
result in the closure of heavy steel 
operations in March 1980.

1989
As the demand for paper grew, so 
did Shotton. The second paper 
machine, PM2, was constructed, 
doubling the site's paper output. 
Around the same time, the Recycled 
Fibre Line #1 was introduced.

1985
The first significant development 
occurred with the construction of 
the effluent treatment plant, an 
essential facility to manage waste 
responsibly. Soon after, the site’s 
first paper machine, PM1, was built, 
marking the birth of Shotton Mill’s 
paper production era.

2015-16
In response to market changes and 
a decline in newsprint, Shotton Mill 
underwent a strategic shift. PM1, 
along with Recycled Fibre Lines 1 
and 2 and Boiler 1, were closed. 
However, the site's focus on 
sustainability continued to evolve, 
with the construction of a Waste 
Wood Processing Plant and in 2016, 
a new low-pressure condensing 
turbine was added, providing 5MW 
of additional power.

1998-2011
Expansion continues with a second 
Recycled Fibre Line, an upgraded 
effluent treatment plant, and a biomass 
boiler producing 19MW of power. 
Additionally, a Materials Recovery & 
Recycling Facility was introduced in 2011, 
capable of processing 200,000 tonnes of 
recycling annually.

Steel Town The rise and fall 
of newsprint

2020s and Beyond: 
New Beginnings

From steel to paper, the Shotton Mill site has undergone 
a dramatic transformation.

Once devastated by the loss of 6,500 jobs in a single day, 
the site is now set to be reborn as a state-of-the-art 
corrugated cardboard and tissue manufacturing 
campus, evolving into a cutting-edge hub for 
sustainability and manufacturing.

EAST FLINTSHIRE MP 
BARRY JONES AT SHOTTON 
STEELWORKS IN 1979

SHOTTON MILL 
STEELWORKS AT ITS PEAK 

NEWSPRINT 
PRODUCTION

JOHN SUMMERS 
CLOCK TOWER

2020s
A pivotal decade for Shotton. 
Newsprint production officially 
ceased, marking the end of one era 
and the beginning of another. 
Eren Holdings purchased the site 
with exciting plans to invest circa 
£1billion into the project.

2025
The story of Shotton enters a new chapter 
with the scheduled opening of a 
state-of-the-art facility. This modern plant 
will build on Shotton’s legacy of innovation, 
sustainability, and transformation, setting 
the stage for continued success in the 
decades to come.

Shotton Mill's journey from steel to paper 
represents an extraordinary evolution, continually 
adapting to meet the challenges of industry and 
the environment. 

The future looks brighter 
than ever with Eren’s 
ongoing investment in 
sustainable technology.

It’s our mission to provide the most advanced 
and highest quality manufacturing and 
production facilities in the UK. 

With an ambitious growth plan, enabled by our 
industry-leading international experience and the 
most innovative, sustainable technologies, we 
bring a team of industry professionals who will 
grow with the business and a commitment to 
developing sites with a rich heritage of their own.
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The 85.6 hectares (856,000 m2) main Shotton Paper Mill site will be 
redeveloped into new facilities for two manufacturing operations: 
a cardboard paper machine (PM3) and a tissue paper machine (TM1).

� The cardboard paper machine will 
be the UK’s largest single machine 
with a capacity to produce 750,000 
tonnes of container board a year. 
The machine will utilise approach 
flow systems, a wire section, a press 
section, a drying section, a finishing 
section and a roll handling system 
for production. 

� Additional facilities include fibre 
storage, auxiliary facilities, effluent 
treatment with anaerobic digestion, 
hydrogen enabled CHP, warehouses, 
administrative offices and reel 
storage. While existing buildings, 
including the materials recycling 
facility and a biomass plant, will be 
retained.

� Planning permission is in place for 
adjacent land to support a 
210,000-tonne tissue production 
facility. The current investment 
represents the first tissue machine 
with a capacity of 67 kilotons (KT).

� In a nod to the site’s heritage, the 
new container board-making line 
will be called PM3 (Paper Mill 3). The 
line will use 100% recycled paper to 
produce high-quality testliner and 
fluting grades.

� The phased redevelopment will 
begin with cardboard 
manufacturing and related 
infrastructure and phase one of the 
tissue manufacturing operation.

Importantly, all the former employees were 
retained as part of the transition, ensuring 
continuity and stability for the workforce.

As part of the sales process, Eren are 
committed to preserving the employment 
of all former staff on the same terms and 
conditions. 

The same employee-focussed approach will 
be taken in the future.

Funding from both the UK Government and 
Welsh Government will support Eren 
in its plans: 

� UK Export Finance (UKEF) has also 
agreed to cover 80% of an €200M EDG 
(Export Development Guarantee). 
An EDG is equivalent to a certified loan, 
against which Eren promises to export 
10% of its turnover within 5 years.

� The Welsh Government has also provided 
€15m of funding to the company. 
This is to safeguard jobs and support the 
manufacture of container board from 
domestic recycled fibre.

Additionally, an 
important aspect of the 
circular economy will be 
the development of a 
new combined heat and 
power (CHP) plant. 

With a capacity to 
produce 60MW of 
efficient, low-carbon 
energy, the plant will 
power the mill’s 
operations.
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conglomerates, employing 14,000 people, and dedicated to being the market 
leader across all sectors it engages in.

Our organisation places a strong emphasis on integrating environmentally 
friendly technologies into all aspects of its operations. 

We are steadfast in our commitment to supporting education as a cornerstone 
for nurturing a sustainable future.

EREN RETAIL BRANDSESTABLISHED IN

1969

EREN IS TURKEY'S 

largest
MANUFACTURER OF 

PAPER AND 
CORRUGATED 
CARDBOARD

27
COMPANIES IN

TURKEY

36
COMPANIES
GLOBALLY

EREN SECTORS

Energy
Port

Paper
Packaging

Cement
Textiles
Retail

IN

2021
THE SHOTTON 

PRODUCTION FACILITIES 
IN WALES WERE 

PURCHASED 

EREN EMPLOYS 

14,000
PEOPLE

IN 2022 EREN
GENERATED

5%
OF TURKEY’S
ELECTRICITY

BITLIS EREN UNIVERSITY 

9,500
STUDENTS

 350
 ACADEMICS

www.erenholding.com

In March 1980, 
‘Deeside’s darkest day’ 
saw 6,500 job losses in 
one day, decimating 
the local community.

14



WEST EALING

SOUTHALL

HANWELL
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The Locale Group on the Elizabeth line
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READING
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Neil Wilson

Sharon Phillips
Public Sector/C&I T

Ogetay Akman
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Insolvency Service 
Account Manager
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London Inside T (Private Practice)
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(Private Practice/Public Sector)

Sophie Scott-Martin
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(Maternity leave)
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Manchester P (Private Practice)
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Adam Maurer
Legal Financial Services P

Associate Director

Senior Manager

Managing Director

Manager Managing Consultant

Team Leader

Executive Director
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Growing and sinking Extreme temperatures

Commercial flight records
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Hewitts Industrial Estate

Little Meadow

Alfold Road to Knowle Lane

Land South of Amlets Lane

Horsham Road

Swallow Tiles

Potential residential areas

Principal existing and proposed residential areas 
to village centre
The village centre is Fountain Square and is based upon retail activity and 
associated active frontages along the High Street.
The concentric rings show approximate walking times (as-the-crow-flies) 
based on walking pace of 80m per minute
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Positive sentiment towards 
renewable/low carbon energy sources
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Extreme temperatures

Internal Timesheet

Total hours for week Rate

Name Office

Dept.Job Title

NI number

DOB

Bank or building society name

Account in the name of

Account number Sort Code

Building society ref. (if applicable)

Your Details
Your Address

You must supply the HR department in London with
a P45 or fill out a P46. Failure to do this will affect
the amount of tax you pay.

Monday Tuesday Wednesday Thursday Friday

Start time

Lunch (mins)

Finish time

Total hours
for day

Saturday Sunday

Date

Week ending date
Authorised by

To be completed by your manager

Gross Pay £ruoh rep£
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identity design
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maps and explanatory 
diagrams

Reports, publications 
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Knowle Park
TRUST

SIX BRANCHES 
FOR SIX FOCUS AREASLAND AND WATERLEAF

CULTURE EDUCATION HERITAGE RECREATION ECOLOGY WELLBEING

3. The Bluebell woods

Knowle Park
TRUST

A bluebell wood is a woodland that in springtime has a 
carpet of flowering bluebells underneath a newly forming 
leaf canopy. The thicker the summer canopy, the more 
the competitive ground-cover is suppressed, encouraging 
a dense carpet of bluebells, whose leaves mature and die 
down by early summer. Other common woodland plants 
which accompany bluebells include the Yellow Rattle and 
the anemone or Anemone nemorosa.

Bluebell woods may be found in all parts of Great 
Britain[2] and Ireland, as well as elsewhere in Europe. 
Bluebells are a common indicator species for ancient 
woodlands,[3] so bluebell woods are likely to date back to 
at least 1600.[4]

Hyacinthoides non-scripta

YOU ARE HERE

H. non-scripta is particularly 

associated with ancient woodland 

where it may dominate the 

understorey to produce carpets of 

violet–blue flowers in "bluebell 

woods", but also occurs in more 

open habitats in western regions. 

It is protected under UK law, and in 

some other parts of its range. 

PARK TRAIL

2

FRIENDS AND FELLOWS
OF KNOWLE PARK

CRANLEIGH
COMMUNITY

Teams contain a Trustee and team members and meet bimonthly.

CULTURE
TEAM

EDUCATION
TEAM

HERITAGE
TEAM

RECREATION
TEAM

ECOLOGY
TEAM

WELLBEING
TEAM

MAINTENANCE
TEAM

EVENTS
MANAGER

PARISH AND
DISTRICT COUNCILS

FRIENDS & FELLOWS
OF KNOWLE PARK

LOCAL
ORGANISATIONS

LOCAL
INDIVIDUALS

Knowle Park Community Board of Trustees

CHAIR OF 
TRUSTEES

Board of Trustees meet 
quarterly plus 

annual open AGM

Members to include 
representatives from
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Locale logo for white backgrounds

Make sure there is at least a minimum amount of 
space equal to the width of the ‘A’ around the logo

Locale logo for blue and dark backgrounds

100% black

bg6

RGB
63 / 139 / 202

CMYK
74 / 36 / 0 / 0

HEX
#3F8BCA

25



Have a project or an idea you’d like to get off 
the ground? I’d love to hear about it. 

I’m based in Blackheath, south east London, and 
work remotely with clients across the UK and Europe, 
as well as on-site in and around the capital. 

I can be emailed at  
gareth@garethrimmer.co.uk and you 
can call me on 07885452241 

Recruiter? You can also view my LinkedIn 
profile or download my CV.

Gareth Rimmer
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