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SUSTAINABLY 
MOVING FORWARD, 
TO PURSUE 
ETHICAL CHANGE

Consulting agency Solare Creative pushes 
positive energy into the current infrastructures, 
proving that they are ‘Dedicated towards 
a more sustainable and inclusive world’

Angela Del Sol

“I get this feeling 
of freedom when 
my words match 
my actions.”

of global 
biodiversity is 
protected by 

indigenous people

80%

 of the 
world population 

are made up of 
indigenous people

OPINION
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< 5%

my biggest project yet!

Sustainability is 
knowing the supply change 
and how it impacts humans 
and the planet. Most people 
don’t know how things are 
made or where they come 
from. We need to know the 
energy spent in the creation 
of anything. Sustainability 
is a word that in recent 
years has become a buzz 
word. You have brands like 
H&M for instance, using 
it on their landing page to 
up their SEO and confuse 
their consumers; which is 
pure greenwashing. The 
word is now trending and 
brands are awakening to 
the fact that consumers 
want more accountability, 
which means we need to                                  
start discerning consumers. 

I started Solare Creative 
with the dream of paying 
attention to the process 
of creation, just as much 
as the result and helping 
brands transition into more 
sustainable practices. 

I believe that artists 
have the power to shape 
society by stimulating 
dialogue in a way that is 
beautiful and interactive, 

hence I use the arts to 
help brands communicate                
their message. 

Finding sustainability 
solutions for brands 
was at the core when 
I started Solare 
Creative and had left the 
music industry. In February 
we worked on a 100 plus 
production with  J.Lo and 
Coach, which has been 

I loved educating and 
implementing sustainability 
systems to reduce 
plastic and food waste 
in such a fast-paced 
production! From this 
shoot 150 lbs of rescued 
food fed 124.95 meals 
and saved 81.45 lbs of 
CO2e gas going to the 
atmosphere by avoiding a 
land field! Zero plastic was 
used on set. Industries 
won’t change until we do!

Since I started Solare 
in 2016, I learned that 
sustainability starts with 
me. I have made many 
personal adjustments to 
truly live up to the ethos of 

the things that I preach. It 
hasn’t been easy and it will 
be a work in progress, but I 
get this feeling of freedom 
when my words match my 
actions. When it comes to 
my practice, sustainability 
goes beyond recycling 
properly. It means paying 
a fair wage to the people 
we collaborate with 
and on time. It means 
hiring artists, designers, 
and performances 
from underrepresented 
communities. It means 
using vendors that also 
uphold high standards 
of sustainability and 
philanthropy.

Companies need to 
remember that we are 

standing on the planet 
that holds us. Without a 
healthy planet, there are 
not healthy people and 
businesses eventually hurt. 
The companies that will 
thrive in the new phase 
that we are entering are 

those that are truly walking 
the talk in their alignment 
of people, planet, profit 
and purpose. Leaders 
must take a holistic 
approach to whatever it is 
that they are building and 
how they can offset their 
carbon footprint. 

This is not a one shoe 
fits all stance, if you 
can’t implement effective 
composting in your 
office for instance; then 
consider supporting an 
environmental project or 
buy some carbon credits. 
Refuse to support fast 
fashion. Reduce your meat 
intake. Meditate more.

We are closely working 
with the indigenous tribe of 

the Arahucos in Colombia 
to create a school to 
protect their culture and 
ways of living. Indigenous 
people protect 80% of 
global biodiversity and 
make up less than 5% 
of the world population. 

Their role is imperative 
when speaking about 
climate solutions. We have 
solutions! We just need 
inspired action, funding 
and long term thinking 
strategies. My kids and 
grandchildren deserve we 
give these solutions our all. 
Listening to and supporting 
indigenous communities 
is imperative today more 
than ever. Solare give back 
to these communities at 
the forefront of this fight.

Sustainability is 
beyond what you eat, 
what you wear, what 
you buy and support. 
Sustainability is what you 
focus on, the words you 
use, how you treat the 
world around you and 
the people in it. Climate 
change will reshape 
every aspect of our lives; 
from the global economy, 
politics to migration and 
transportation. We have 
a lot at stake and are 
now seeing it. No matter 
what you do, we are all 
in this together. Climate 
breakdown is not stopping, 
unless we stop being 
distracted and step into 
our power to truly adopt 
sustainable solutions in 
everything we do.

Graphic Design: Natalie Glover
Layout Design: Natalie Glover

Infographics: Natalie Glover
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URBAN 
PLACES,

Rooting for mental health

Valeria Toro

The average person spends 
a third of their life at work. Mod-
ern day pressures, in combina-
tion with our ‘always connected’ 
lifestyles make mental health is-
sues more prevalent than ever. 
But going back to our roots can 
help achieve positive results.

We are currently under pres-
sure to reverse years of climate 
damage inflicted by our indus-
trial activities. Writer of Design 
as Politics, Tony Fry said “we all 
share a continual moment of the 
diminishment of time. The finite 
time of our life on the planet is 
being reduced by our own de-
structive actions as a species.” 
We are situated in an era of 
emerging technological evolu-
tion. Constant innovation and 
elevation to further progress 
humanity is vital for our future, 
and addressing mental health 
issues linked to the workplace 
is paramount to energising pro-
ductivity. Between 2005-2015, 
depression has increased by 
18%, with anxiety increasing 
by 15% (WHO, 2017), while 
30% of the UK workforce have 
formally been diagnosed with a 

mental health condition (Mental 
Health at Work Report 2019). 
The staggering growth in pop-
ulation, couple with the rise of  
social media is considered a 
large contributor, so how can we 
make our workplaces a location 
for rejuvination? With the climate 
crisis still in play, could plant in-
tegration be a natural cure?

 Research has demonstrat-
ed the a key link between plants 
and mental wellbeing.  Ken 
Yeang, writer of Green Design, 
said “if we have an ecologically 
responsive built environment, 
it will likely change the way we 
work and our current ecological-
ly profligate way of life.” By nor-
malising and implementing all 
ecological materials throughout 
culture (personal and work), we 
can change our mentality and 
further appreciate nature; even 
within the bustling city-scape. 
The design and technological 
approach of biophilia may be 
humanity’s next evolutioary 
step to building a sustainable 
world with better mental health.

The Mental Health at Work 
2019 report states that 2 in 5 

wellbeing at some point, proving 
an essential need for reflection. 
Sustaining good mental health 
of their employees is paramount 
not only out of human decency, 
but also productivity. It is known 
that the environment we work in 
has a large influence on work 
productivity and overall health.  

We must create an open 

68%
of the world’s 

population will 
live in urban 

environments by 
2050

2 in 5 employees have experienced 
poor mental health due to work

Business in the Community Mental Health at Work 2019

United Nations 2018

MINDFUL 
SPACES

spaces offered. It is currently 
only accessible for Amazon 
employees, but hosts week-
ly tours of the headquar-
ters to the general public.

The United Nations pre-
dicted that by 2030, 60% of 
the world’s population will 

their office space, at low cost?
Indoor potted plants im-

proves air quality, adds colour 
stimuli and improves cognitive 
health. Research shows that 
a simple, small desk plant can 
make all the difference when it 
comes to workplace wellbeing. 

Illustrations: Val Toro
Layout Design: Elly Merry

Infographics: Val Toro & Elly Merry

dialogue about the implication 
of nature within our urbanized 
spaces. Nature is entrenched in 
our biology, it is diverse yet it is 
no longer free from human influ-
ence.  Would it be limiting to as-
sume there may be a correlation 
between our disregard towards 
nature and our mental health?

Studies have shown that in-
tegration and interaction with 
plant life promotes beneficial 
effects in the workspace. “When 
exposed to scenes of natural 
environments, subjects recov-
ered from illness faster and 
were more resistant to subse-
quent stress” (Russ et al, 1998). 
HortTechnology 2019, conduct-
ed a study by integrating indoor 
plants and inviting participants 
to care for it for 4 weeks. The 
results showed that 54% had 
a positive impact, participants 
also commented that they “en-
joyed watching the plant grow”. 
While the studies are a decade 
apart, both reach the same con-
clusion: nature is vital for opti-
mal human health. By integrat-
ing nature into our workspaces, 
we can build an environment 

live in urban environments, with 
90% of workers spending most 
of their work day indoors. With 
this in mind, it seems clear that 
there is an opportunity to invest 
in disciplinary integration of bi-
ophilic design as Microsoft and 
Amazon have done. While larg-
er industries have the means to 
create innovative scales of natu-
ral integration, what can emerg-
ing companies use to redesign 

A study conducted by the Uni-
versity of Technology in Sydney, 
found that staff who had plants in 
their workspace had a reduction 
of anxiety by 37%, depression 
by 58% and an overall reduction 
in negative emotions by 64%; 
all within a three-month period. 
There is also evidence of esca-
lation in productivity, increase in 
job satisfaction and a reduction 
of absences taken. Lead re-

Business in the Community Mental 
Health at Work 2019

employees have experienced 
poor mental health due to work, 
with 41% reporting that there 
had been no resulting chang-
es or actions implicated in the 
workplace to help.  Shockingly, 
64% of managers have admit-
ted to having put the interest of 
their organisation above staff 

that fuels creativity and passion; 
generating more innovation.

It is an integral opportunity 
for businesses to become more 
conscious of their employees’ 
mental health and the benefits 
nature provides; creating a more 
stable, sustainable environment. 

Major companies such as 
Amazon and Microsoft are impli-
cating an eco-workspace in re-

sponse to employees’ sugges-
tions. Employees asked for the 
opportunity to work outside more 
often, and so three tree houses 
were built in the five-hundred 
acres around Microsoft’s Red-
mond campus in Washington.                                                        
“People absorb the environment 
and it changes their perception 
of work and how they can do it” 
said Bret Boulter, who worked 
on the project alongside Nelson 
Treehouses. Two of the struc-
tures are fully functional build-
ings containing meeting rooms 
and work stations that can be 
hired out by employees.  The 
other structure is a sheltered 
lounge space, which also has 
a barbecue restaurant housed 
in a quirky shipping container.
Microsoft have recently pledged 
to “invest $1 billion over the next 
four years to help increase the 
development of carbon reduc-
tion and removal technologies.’’

The Amazon Spheres can be 
found in the Seattle headquar-
ters. The three domes house 
over 40,000 plants alongside 
800 Amazon employees, who 
can utilize the meeting and retail 

searcher Marlon Nieuwenhuis 
states “simply enriching a pre-
vious spartan space with plants 
served to increase productivity 
by 15%...identifying a pathway 
to a more enjoyable, more com-
fortable, and more profitable 
form of office-based working”.

The application of biophilic 
design may innovate the work-
force of all industries. By de-
creasing mental health issues 
and increasing productivity, per-
haps the next innovation of hu-
man evolution may be a fully inte-
grated environment with nature.

Professor of architecture, 
Roger S. Ulrich stated, “natural 
views may elicit more positive-
ly toned emotional reactions 
than the vast majority of urban 
scenes…hence more restora-
tive in a psychophysiological 
sense”. As architecture is ev-
er-evolving and more people 
are working indoors, why not 
consider a more collabora-
tive approach to mental health 
and form an alliance with na-
ture? Besides, evidence shows 
it’s green happiness in a pot!

06 07



LANT IN CITY

Huy Bui is an enviromen-
tal designer who demonstrates 
the value of ecology and how 
to re-introduce it in areas im-
pacted by urbanization. His 
collaborative project, Plant-in 
City, demonstrates innovation 
technology geared towards 
a move towards a more sus-
tainable world. Bui showcases 
the interaction nature can play 
through intricate, suspended 
play; a reminder of our own 
humanity. “I want to provoke 
questions about the ecology of 
our daily lives,” Bui commented 
when speaking about his work. 

As humans, we have adopted 
natural integration in urbanised 
space by constructing external 
parks, sanctuaries and gardens. 

However, Plant-in City introduc-
es the opportunity of interior 
green space, with the freedom 
of building your own ecosystem 
as small or large as one desires. 
With the choice of personaliza-
tion, Buy has created the poten-
tial for a greater connection with 
consumers and their product.

The multidisciplinary ap-
proach towards sustainability 
creates innovative products 
that promote natural occur-
ring elements we often take for 
granted. Using locally sourced 
materials and considering their 
carbon footprint during produc-
tion, Bui has constructed a cre-
ative alliance that bonds togeth-
er our ecology and community.

The collective project, Plant-

Design principles are shifting towards 
sustainable practice, and source 
materials naturally. Collectively, we can 
all fulfill our ecological responsible. 

Valeria Toro

ture by integrating the extension 
of our lives, digital technology. 

Plant-in City validates the 
opportunity of sustainable de-
sign practices in a modern, 
digital world, demonstrating 
the social-economic benefits 
and health provided by nature. 
“Design is a topic that lies at 
the junction of thinking and in-
teracting with the world, sci-
ence and art” (Stuart Walker, 
2006). Through collaborative 
exploration and disciplinary in-
tegration, sustainable design 
can be a factor in political in-
fluence. Projects like these 
prompts us to re-evaluate our 
individual impact on the planet.

Bui demonstrates the suc-
cess of integrating rapid, tech-

nological advancements with 
natural elements, promoting a 
more self-sustaining ecosys-
tem in a growing, urbanised 
world. Experimenting with tech-
niques and materials provides 
the opportunity of innovation, 
and employs an ecological 
consciousness that separates 
a good design, from a greatly 
impactful, sustainable design. 

Plant-in City recognises hu-
manities disconnect with nature 
and integrates digital with nat-
ural ecology, recognising the 
product as an advocate of na-
ture. “Design for the people’s 
needs rather than their wants, or 
artificially created wants, is the 
only meaningful direction now” 
(Victor Papnek, 1985). We have 
lived in a consumerist culture 
for far too long, perhaps now is 
the time to greatly appreciate 
and apply our modern tech-
nology back to mother nature. 

“I want to 
provoke 
questions about 
the ecology of 
our daily lives.”

in City, exhibit the unification of 
architecture, technology and de-
sign. The collaboration includes 
Carlos Gomez, a media architect 
and Jon Schramm, a designer. 
The group come from a range of 
multidisciplinary skills and their 
objective is to intersect these 
skills of design with technology, 
using app development to fur-
ther integrating the digital world 
with nature. Each frame is made 
with cedar wood, copper piping 
and integrated LED and which 
is all operated by a smartphone 
app. Plant-in City acknowledges 
the modernity of humanity, but 
takes the time to care for na-

Sick of single use

We are here to get rid of packaging trash. Are you in?

originalrepack.com

“Design is a 
topic that lies 
at the junction 
of thinking and 
interacting with 
the world.”

“Plant-in-City is a  
creative alliance 
that bonds 
together both 
our ecology and 
our community.”

Illustrations: Valeria Toro
Layout Design: Eleanor Merry
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Infographics: Valeria Toro
Layout Design: Valeria Toro
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GREEN FINGERS

Sustainability is a lifestyle 
and philosophy to us on both per-
sonal and professional levels.

We are both designers 
and have witnessed first hand 
the dreadful impact the pro-
duction and consumption in-
dustries have on our planet. 

The essence of being a de-
signer is problem solving and we 
felt that we had to do something 
about the climate crisis. The 
sustainable, circular economy 
has provided us with a frame-
work to reverse the damage 
and create a healthier and more 

OPINION

rtdfb
LUNA:LAB KSONI
Circular design studio Luna:lab, is on a mission to design out 
waste and reimagine products, services and systems. Made 
up of a team of product designers who share a passion for 
using design to create a healthier environment for all.

sustainably built environment. 
We see sustainability 

as a multi-faceted and dy-
namic stencil under which 
we apply everything we do.

We founded Luna:lab, a cir-
cular design and material inno-
vation studio, with a mission to 
transform wastage and reim-
agine products, services and 

systems. At luna:lab we find 
inspiration in the natural world 
and allow the principles of bio-
mimetics to guide our process-
es, bringing about much needed 
change in the way our indus-
tries operate. We learn from 
nature and its ability to resolve 
challenges through evolution, 
turning waste into resources 
We are dedicated to optimising 
all materials to be as function-
al as possible and connect with 
businesses, industries and so-
ciety through symbiotic partner-
ships and closed-loop systems.

At Luna:lab we see value 
in  all materials and reject the 
idea of waste. Currently, we 
are working with the craft beer 
industry to transform waste 
streams including spent grain, 
sediment and hops. With these 
materials we have created Pivo-
board and Pivoflex, a cardboard 
like substance that can be used 
in a multitude of ways, from 
interior design to packaging 
in beer industry, and beyond.

By implementing the princi-
ples of circular economy, organ-
isations are able to save on vir-
gin resources through creating 
a closed-loop flow of nutrients. 

generate. Sharing energy, and 
shortening supply chains by 
producing and distributing their 
products and services locally 
can create communal change. 
Sustainable brands benefit from 
adopting a vernacular approach 
because it allows for the local 
cultural identity to be reflected in 

their products, giving them an-
other unique selling point. Be-
sides this, we also believe that 
the very purpose of doing busi-
ness is to enrich the society and 
use commerce as a vehicle for 
social regeneration. Such busi-
ness values have been lost over 
decades of capitalism, however 
sustainability offers a way back 
into caring for the public through 
providing quality local jobs. Fill-
ing the market with meaningful 
products and services appeal 
to our experience economy, 
while the use of local resourc-

“Sustainability 
is a lifestyle and 
philosophy.”

OPINION

Oksana Bondar and Nanna Guldbaek

Ksoni is a premium, sustainable body care brand designed 
to extend the eco-mindset from the kitchen to the 
bathroom. Plastic-free packaging is at the heart of Ksoni’s 
mission, utilising unique aluminuim tins and cans.

Banasa Williams  and Joti Sohi

A successful sustainability 
effort means making it as easy 
as possible for people to get 
involved. The low recyclability 
rate of products in the cosmetics 
industry and lack of diverse op-
tions for consumers to choose 
from on shelf both shocked 
and inspired us to create Ksoni. 

There is an opportunity to 
create something more diverse 
than what already exists. Re-
search (BBC, Recycle Now, 
Kantar Worldwide) has shown 
that single-use plastic waste 
awareness is at an all-time 
high, with 70% of consumers 
ready to change their habits 
based on awareness and in-
creasing interest in sustainable 
products. With this in mind, it 
is unfathomable that the ma-
jority of bathroom products are 
still packaged in plastic. Fur-
thermore, there are not enough 
sustainably packaged products 
available on high street shelves 
for diverse hair and skin types. 
For us, creating a product range 
that addresses formulation ac-

cessibility, scent profiles, pack-
aging, and hair/skin types is cru-
cial to diversifying the market.

Products that work for di-
verse hair and skin, plus an 
aspirational lifestyle message 
equals  people that want to 
keep using it. We offer consum-
ers the opportunity to access 

premium, sustainable, natural 
beauty products that in turn, 
are created from an ecolog-
ical conscious state of mind.

Despite the stark evidence 
that must change our habits 
now to preserve the planet, this 
is not necessarily borne out 
in consumer behaviour over 
time. We interviewed over 100 
potential Ksoni consumers be-
fore we launched the brand 

and discovered that this is not 
necessarily due to lack of in-
terest, but we are living in a 
busier world than ever so con-
venience is key. Sustainable 
products must be as convenient 
to use as their non-sustainable 
counterparts to successfully 
secure repeat customers. We 
chose to house our products in 
unique aluminium cans, which 
are highly recyclable. We are 
committed to committing our 
customers to recycle every can.

Ksoni is in constant explora-
tion of materials, delivery sys-
tems and design, and our easy, 
open-and-pour function sees 
customers reaching for more. 
Sustainability extends way be-
yond our formulations and pack-
aging, it also applies to how we 
run our business. That’s why it 
was important for us to pursue 
B Corp status before we even 
started trading, as we wanted 
our governance and processes 
to be as sustainable as the prod-
ucts themselves. Doing this forc-
es us to cast a critical eye over 
our business at regular intervals 
and ask ourselves if we are truly 
providing the accessibility and 

convenience to consumers that 
we should. We are constantly 
reviewing whether our opera-
tion reflects the foundation of 
our brand across our design, 
ingredients, team and supply 
chain. It also encourages us 
to keep moving innovation for-
wards and explore our product 
development process and se-
lected manufacturing partners. 

By combining packaging 
innovation, accessibility, con-
venience and aspiration we 
hope that more people are 
able to successfully partic-
ipate in the global effort for 
a sustainable way of living!

70
%

of UK consumers 
are ready to change 

their single-use 
plastic habits.

ksoni.co

“We must change 
our habits now 
to preserve             
the planet.”

Sustainable design 

inspired by nature

Independent 2019

Luna:lab’s compostable collection of 
disposable cutlery is made from their 
own in-house material PIVO BOARD 
made from materials used to brew beer.

“We see value in 
all materials and 
reject the idea of 
waste.”

es  regenerate the environment  
We are in the middle of scal-

ing up production of our materi-
als made from beer by-products. 
We are working on developing 
new fabrication, along with utilis-
ing existing materials to produce 
new uses. Our aim is to provide 
a universal solution for lean 
manufacturing for the global 
brewing industry, locally speak-
ing. Furthermore, we continue 
to study other broken industries 
and harmful waste streams in a 
effort to push our agenda into 
the global landscape. More re-
cently, we are collating a library 
of inspirational biomimicry ex-
amples derived directly from na-
ture and found in existing litera-
ture. Our design process can be 
applied in any industry and any 
process, allowing us to have a 
meaningful impact - our ideas 
are vast and our dreams are big!

“Sustainability 
extends way 
beyond our 
formulation and 
packaging, it’s 
how we run our 
business.”

Layout Design: Eleanor Merry
Infographics: Eleanor Merry
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MINERAL MINERS TO 
SMARTPHONE DEVICES

Natalie Glover

Each iPhone X 
produces the 
equivalent of 

79 kg of 
carbon dioxide 

emissions

There are 118 
elements on the 
periodic table. 

An iPhone contains 
about 75 of them. 

In comparison 
Fairphone uses 30.

CALL TO 
ACTION

03

Endless conflict minerals from mines, 
representing nearly every continent on earth 
to produce your communication devices

Photo: Fairphone

everyone’s smartphones 
is both unknown and 
unclear to the world, but 
what we do know is 
that rich minerals and 
unique metals carrying 
quite literally “to die for” 
properties remain captured 
inside each device. 

Whom is behind the 
end of line product that is 
bought in stores? 
This information of 
who should be held 
accountable, should be 
exposed for all to see. 
The current 

infrastructure used 
throughout the smartphone 
and technology industry, 
allows for a system that 
exploits not only young 
people on our planet, but 
is also is having a great 
impact on the declining 
sources of minerals on 
earth. Now that technology 
and communication 
devices are continuously 
degrading in size, fitting 
into pockets and sitting 
comfortably on wrists; 

Scrutiny of conflict 
minerals used throughout 
the smart tech industry 
continues to increase over 
the past decade, but the 
mining trade still remains 
hard to track. The lengthy 
list goes on including 
scarce rich minerals such 
as tungsten, tantalum, 
titanium, copper, tin, iron, 
silver and gold to name 
a few. Each rare mineral 
has its own special 
qualities, which then go 
on to live inside all tech 
devices. Environmental 
travesty is caused by each 
electronic smartphone 
that leaves behind a 
mark on earth, as it leads 
to mass mineral usage. 
Mining for these rare 
earth elements is a huge 
global business, that uses 
unethical practices and 
unsustainable measures 
as a blue-print for tech 
companies to follow. 
The richest tech empires, 
employ the poorest 
mineral miners to supply 
the demand.

It is important to 
remember that ordinary 
minerals give smartphones 
extraordinary capabilities. 
The need to make better 
choices when picking 
brands is more vital than 
ever, as we move into new 
eras we have to change 
our buying behaviours to 
advocate sustainability 
when purchasing devices 
like smartphones; that 
undoubtedly enhance 
our communication 
with others. High tech 
communications could 
not exist without the use 
of minerals. These raw 
materials are excessively 
used in the manufacture of 
smartphones, tablets and 
laptop devices. 
The components that 
are extracted from 
various countries, 
are being exploited to 
produce consumers 
technology devices; 
creating a problematic 
future to our environmental 
resources. The breakdown 
of what exactly is inside 

yet the resources and 
minerals used is much 
greater than ever before.
The sobering 

figures portray the 
lack of regulations and 
commitment in the 
current landscape of 
businesses policies 
and conduct, which 
challenges inequality 
and climate change. The 
mining process has many 
negative consequences, 
that has an everlasting 
impression on the 
environment. Most of the 
extraction takes place in 
periphery nations, where 
a lot of its impacts can 
easily go unnoticed. These 
conflict minerals are often 
hard to mine through 
environmental and social 
harmful practices, 
as smartphones rely on 
a number of rarer earth 
elements. The booming 
demand for these rich 
elements also has an 
environmental cost. 

The ore from which these 
elements are obtained, 
contain radioactive 
materials and carcinogens 
that can leak into the water 
supply, destroy forests and 
farmland surrounding the 
mines. The minerals in 
your smartphones threaten 
both the environment and 
human rights. As miners 
can also suffer severe 
health effects, including 
cancer and other diseases. 
The environmental 
lives of our electronics, 
can be described as 
a smartphone in your 
hand is like holding 
a miniature world. 
What people fail 
to understand or 
comprehend, is that 
earths minerals is close 
to extinction. 

Companies should 
change their ways in order 
to change systems, 
which currently is 
used across mining 
infrastructures around the 
globe. New regimes will 
make other brands realise 
their impact amongst 
communities and the 
dramatic effects it has on 
our environment. 
The vulnerable workers 
could also benefit from 
the awareness, that is 
promoted across the 
industry of tech and 
electronic devices. 
Offering an opportunity 
to marginalise the impact 
we have on our planet. 
Ultimately we will be put 
to the test and are morals 
will be reckoned with, 
as we dig in search for 
neutral approaches that 
will innovate our industries 
and protect the worlds 
unearthed minerals and 
restore crucial resources.
Researchers concluded 

that a hefty 10 to 15 
kilograms of ore, 
which minerals are 
extracted from; would 
need to be mined 
to produce a single 
smartphone. These 
functional devices require 
minerals and cobalt 
smelters and refiners in 
the supply chain, but we 
have to realise that mined 

rocks means that a lot of 
earth has been moved 
in order to create tech 
giants products. Whilst 
these elements boosts 
the overall economy, the 
extent of damage that can 
be found is astonishing. 
And although it might be 
a monopoly for consumers 
to choose what brand 
to pick, everyone has to 
remember that people are 
dying behind the scenes; 
because of this very 
trade that is happening 
globally. So if it ever 
becomes environmentally 
or socially untenable 
to use any of these 
elements; electronics of 
the future will look, feel 
and likely function much 
differently than they 
do today. Companies 
need to show both 
improvement and 
innovative development by 
the responsible sourcing 
of materials in products 
and implementing this 
strategy, in places that are 
being used as exploitive 
mining areas around the 
globe. This shift within 
the industry will revitalise 
our earth, by complying 
with new ethical terms 
and conditions that 
brands must obey. A 
start-up company that 
is already doing this 
by using the very least 

mineral elements in their 
smartphone product is 
Fairphone, who continue 
their mission by using 
an infrastructure that 
leaves less of an imprint 
on the worlds resources. 
Fairphones ethos is one 
that should be mirrored 
by all tech companies, as 
they are definitely leading 
by example.  
Who is to be questioned 

for unearthing these 
precious metals, for our 
in demand high-tech 
equipment used each day 
that goes by? 
Well let’s begin with giving 
consumers a real choice 
of the innovative products 
on the market. Provide 
people with an alternative 
to purchase sustainable 
devices, as although we 
cannot change the mindset 
nor control the activities or 
behaviours of companies 
that gain profit from these 
types of transactions, 
we can create a new 
narrative where people 
can play an ethical part 
in moving sustainability 
forward in 2020. 
New sustainable actions 
can be taken to secure 
a more efficient and 
practical approach, to the 
technology used by 
each individual and 
businesses internationally. 

Apple said it would 
seek to stop using mined 
rare earth elements 
to make phones and 
instead use only recycled 
materials, Quartz reported. 
The question is whether 
that is a future big tech 
firms like Apple truly wants 
or one that its investors will 
allow. The truth is that goal 
remains a distant one. 
For a company that 
sells over 200 million 
smartphones a year; along 
with millions more tablets 
and computers, achieving 
what sustainability 
advocates call a 
“circular economy”.
This will amount to a 
complete overhaul of 
everything from how Apple 
devices are manufactured, 
to what we do with those 
devices at the end 
of their lives. 

The tech giant reminds 
the world it’s progressing 
towards its goal of a 
mining-free future. 
If Apple expects to live up 
to its code of conduct, 
it needs to spend more of 
its billions to aggressively 
map and proactively 
investigate where all its 
elements come from; 
getting past the smelters 
and into the mines. 
When Steve Jobs 
introduced the iPhone he 
said, “It works like magic.” 
Now Apple should turn 
its innovation towards 
creating a 
state-of-the-art 
sustainable, ethical 
beginning-to-end supply 
chain and a phone that is 
as humane to build as it is 
magical to use.



By 2030, Generation Z will make up 75% of the 
workforce.  Hungry for change, and filled with 
fresh ideas, they expect employers to  show 
their commitment to sustainability.

They make up around 30% 
of the global population, don’t 
remember life before socail 
media and  grew up in the 
shadow of an economic down-
turn. If they’re not part of your 
workforce now, they soon will 
be. They are Generation Z.

The conversation on brand 
authenticity, and more specifi-
cally brand responsibility, has 
been circulating for quite some 
time. Millennials were the first 
to bring the topic of sustain-
ability to the table, and have 
forced brands to take action 
in implement strong CSR ini-
tiatives. Millennials are more 
likely to support brands with 
strong social values that trav-
el beyond the remits of brand 
borders, and even more likely 
to dismiss those who do not. 

Gen Z takes these ideas a 
step further and takes brand 
responsibility extremely seri-
ously. Born from the mid-1990s 
through to the early 2000s, the 
eldest of this young genera-
tion are taking the first steps 
into their careers, and are very 
specific when it comes to se-
lecting an employer. As social 
media natives, Gen Zers are 
keen researchers and strive to 
be in-the-know about anything 
and everything; so, are certain 
to dig out any dirty laundry.    

Brands are a big topic for 
Gen Z, and marketing teams 
are all too aware of how im-
portant a company’s image is 
to this vocal generation of cus-
tomers. More importantly, Zs 
are very unapologetic in calling 
out brands that do not live up to 
their standards.  Brand boycott-
ing and ‘cancel culture’ is more 
prevalent than ever before, with  
whole websites dedicated to eth-
ical ratings of brands. Up to date 

93%
of Gen-Z believe 
that brands have 
an obligation to 
take a stand on 

environmental issues

60%
of Gen Z want 
to change the 

world

boycott lists are easily search-
able on sites such as ethical-
consumer.org, who list boycott 
campaigns dating back to 2009. 

Attracting top talent requires 
understanding what today’s 
young people want out of their 
jobs. Many generations share 
much in common when it comes 
to job satisfaction: decent sala-
ry, employee respect, and being 2020 2030
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allowed to have a life outside 
of the office. Unlike their pre-
decessors,  Gen Z’s social and 
environmental concerns are a 
top priority when choosing an 
employer. For them, a connect-
ed to their employer’s cause 
has become a hygiene factor. 

Student discount platform 
UNiDAYS reported that 93% 
of their Gen Z  users agreed 
that brands should feel obligat-
ed to take a stand on environ-
mental issues. Employee feed-
back company Peakon, have 
revealed that out of 11 million 
employee messages from 160 
countries Gen Z consistently put 
social issues into the spotlight. 
Peakon co-founder, Kasper 
Hulthin shed more light on the 
results, “it’s not enough to sim-
ply have a recycling bin in the 
employee kitchen anymore, pol-
icies need to be implemented 
and showcased to employees.” 
Small changes such as plastic 
bans, ethical sourcing of cof-
fee or other initiatives that tell 
a story about what a company 
stands for are all great ways 
to show employees what’s up.

For Gen Z, sustainability is 
so much more than bells-and-
whistles marketing hype. mak-
ing a real statement is impor-
tant, and transparency in what 
that statement means for soci-
ety is imperative to nail down.

60% of Gen Z have am-
bitions to play an active role 
in making positive changes 
in the world, compared with 
39% of Millennials, and keep-
ing up with them will be es-
sential for businesses to grow. 
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