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elcome to the fifteenth edition of ECOnnect, the 
NWUPC’s e-newsletter focusing on Sustainable 
practices and projects from across our member 
and supplier base.  There are some fantastic 
projects being undertaken by our members and 
suppliers alike and we are delighted to be able to 
shine a spotlight on them.

If you would like to feature in our next edition, 
please contact David McIntyre.
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Established in 2004, this year’s UK and Ireland 
Green Gown Awards finalists represented over 
1 million students and 162,000 staff. Leading 
the way with their commitment to the global 
sustainability agenda and proving the value 
that universities and colleges bring to the 
wellbeing of society. Organised by EAUC - the 
Alliance for Sustainability Leadership in 
Education, the awards ceremony was held at 
Glasgow Science Centre on Tuesday 26th 
November 2019.

Winning initiatives ranged from social projects 
to environmental projects with a record 
number of finalists this year across 14 
categories, and 20 winners.

University of Worcester won the 
Sustainability Institution of the 
Year Award - Worcester was ranked first in 
the UK for Quality Education and Gender 
Equality and 33rd in the world in the recent 
THE University Impact Ranking. For many 
years it has consistently featured at the top of 
the People and Planet league and is known for 
the sustainable practices of its building 
(renovation and new buildings, such as The 
Hive), with integration of sustainability into 
curriculum, and notably its work with the 
community and with students. 
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As the Climate Crisis is increasingly 
recognised as the most pressing 
issue our world faces, the Green 
Gown Awards place a spotlight on 
the innovative and inspiring 
sustainability work taking place in 
universities and colleges to create a 
brighter future for their students. 

Manchester Metropolitan 
University were awarded the 
Tomorrow’s Employees Award  - 
through their CL4Ss action for climate change 
project. Carbon Literacy for Students (CL4Ss) is 
an ongoing and evolving project, where 822 
students and alumni from Manchester Met are 
now equipped with the knowledge and skills 
needed to lead the world to a fair and 
sustainable future. This is evidenced by formal 
certification from the Carbon Literacy Project 
(recognised by the United Nation as one of 100 
global ‘Transformative Action Projects’).  The 
CL4Ss training is largely delivered by students 
(who are paid to do so) upon completion of a 
Train the Trainer programme.  

Sustainability Champion Award 
was won by Tom Bedford 
(Student) of Keele University.
Since starting at Keele, Tom has been on a 
journey to promote sustainability and 
advocate for the climate movement. From 
engaging with programmes such as 
Sustainability Voice Representatives, working 
to embed sustainability into the curriculum, to 
being inspired to act for large-scale global 
action against climate change, he has built 
networks to make change happen.

For a full rundown of the 14 Categories with 101 finalists, representing 55 different institutions 
please see The Green Gown Awards 2019. 

https://www.greengownawards.org/2019-finalists1xx
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Twenty Member Institutions 
collaborated on the energy deal which 
commenced on 1st October 2019, 
creating an aggregated power purchase 
agreement (PPA) delivering renewable 
power. This is a first for public sector 
energy users in the UK, allowing them 
to buy renewable energy directly from 
British windfarms and to lock-in a 
proportion of their power at a fixed 
price over a ten-year period. This was 
made possible by the energy expertise 
of the TEC team and the complex legal 
framework that has been developed 
over the last four years.  The foundations 
for the agreement were laid as far back 
as 2015, with legal drafting for the 
Flexible Electricity framework 
agreement enabling deals to be 
sourced directly with energy generators 
for longer term arrangements. TEC 
facilitated the arrangement through 
their current framework energy partner 
(presently EDF Energy), with renewable 
British onshore wind power provided by 
Statkraft, the largest renewables 
generator in Europe and Squeaky Clean 
Energy, a 100% renewable supplier 
providing balancing services. This deal is 
structured so the power from the wind 
farms contractually flows with the 
Renewable Energy Guarantees of Origin 
(REGOs) and meets the high standards 
demanded by TEC on behalf of our 
Members.

The participants are guaranteed clean 
electricity with the windfarms 
producing a totally zero carbon energy 
product. As they have committed a 
proportion of their baseload, this allows 
for flexibility in the future as they roll out 
self-generation assets onsite or as their 
estate energy profile changes. The 
saving based on forward market 
estimates is £6m and they will have 
saved the equivalent carbon over the 
ten year term to powering three large 
towns or 23,000 student 
accommodation beds for a year.

Renewable
Aggregated Power 
Purchase Agreement 
(PPA) with TEC

“The corporate PPA market has long been touted 
as a means for larger organisations to procure 
renewable power and enable subsidy-free 
development. But to date, it has largely been the 
preserve of very large companies, requiring 
substantial commitments from buyers. By acting 
together in a collaborative approach facilitated by 
the energy expertise here at TEC, these 
institutions, whether large or small, have been 
able to navigate a previously inaccessible market.“ 

Richard Murphy Managing Director, TEC



Social Value has been on the radar for many of 
the procurement teams that we have worked 
with over the past year. Although current 
legislation (The Social Value Act 2012) is limited 
in scope (applying to public sector 
procurements subject to The Public Contracts 
Regulations 2015) and has focused on those 
commissioning social care, there are 
indications this will be extended during 2020.

NETpositive Futures has always championed an 
approach to sustainability that includes 
socio-economic elements and followed 
developments related to social value with 
interest. Then, we met the team behind the 
Social Value Engine, and we decided to roll up 
our sleeves. Along with an elite group of 
procurement leaders, we are spending early 
2020 exploring practical ways to consider and 
measure social value in context and will be 
sharing our learning widely.

The Social Value Act has been stimulating 
discussions about how sustainability is 
embedded and measured within procurement 
process and practice. Specifically, how it 
contributes tangible benefits to the wider 
community. ‘Social value’ discussions have 
tended to focus on the question ‘if £x is spent 
on delivering an activity, what is the value of 
that same £x in terms of wider social impact?’ 
Calculating financial value is always interesting 
to those responsible for ensuring value for 
money and we are interested in helping 
procurement practitioners understand what 
lies behind these calculations.

The narratives around social value are 
immature and there is no single approach to 
calculating social value that is robust, 
transparent and being consistently applied. We 
want to create some space for procurement 
teams to make sense of the challenge and 
opportunity that thinking about sustainability 
in terms of social value presents. The Social 
Value Engine is one of a range of tools and 
techniques for measuring social value that have 
emerged since 2014 and these are providing a 
useful mechanism and support for measuring 
social value. 
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Social Value: Explore,
Challenge, Apply 

About the project: Who is involved…

The project group consists of:

Anglia Ruskin University 

Barnsley Metropolitan Council  

Durham University 

Newcastle University  

The University of Birmingham

The University of Manchester 

Yorkshire and Humber Police

YPO

Working in partnership provides us with an 
opportunity to explore how social value can 
support sustainable procurement ambitions. 

About the project: What is involved…

We are working with each of the 
procurement teams to ensure that they are 
fully engaged with both sustainable 
procurement and social value thinking. We 
are then taking 3 simple steps:

1.  Using the Social Value Engine to 
    experiment with calculating social 
    value in context.

2. Considering the best ways to include 
    social value considerations in 
    procurement process.

3. Sharing learning across the group.

In spring 2020, we will publish what we 
have learnt from the project. A report will 
be launched at our NETpositive Forum on 
22 April 2020 and this will be shared widely 
with support from YPO.

http://netpositivefutures.co.uk/netpositive-forum/


5

We know that GEN Z students 
are even more connected, 
informed and demanding 
about sustainable living than 
ever before. Especially when it 
comes to their university 
experience and the branded 
items they receive. Whether 
they are Millennials, Baby 
Boomers or the emerging Gen 
Z, we know that university 
promotional items are an 
important part of university life.

University marketing and student 
recruitment teams are 100% 
correct in sourcing branded 
merchandise that is sustainable, 
creative, high quality and will be 
used by students on a daily basis. 
It’s up to university marketing and 
communications teams to 
understand student priorities, 
values, approaches and how they 
want to be interacted with. 
Conventional marketing doesn’t 
seem to engage Gen Z, this 
demographic wants to be talked 
to, listened to and definitely not 
marketed to. 
Whether it’s at open days, 
discovery days or freshers’ week, 
we know Gen Z are an empowered 
generation who want to receive 
items that will make a positive 
environmental impact on a daily 
basis. Social media and Wi-Fi are 

an integral part of their lives from a 
very young age. They can quickly 
adopt new technology, have 
several platforms at their disposal, 
and are constantly searching for 
new apps and platforms to use. 
Gen Z are an independent 
generation, using technology to 
solve problems, learn new things, 
and connect with their friends. By 
truly understanding Gen Z desires, 
you can make valuable 
connections and build loyalty 
using branded merchandise in a 
genuine and thoughtful way. To 
meet the demands of students 
looking for greater sustainability, 
flexibility, better technology and 
high quality branded 
merchandise, promotional 
companies are applying insight 
and building great customer 
relationships with university 
marketing teams to make sure 
that students receive what they 
really want, and genuinely benefit 
from the university branded items 
they receive on their journey.

What type of merchandise 
and experiences do Gen Z 
students expect from their 
University?

Personalised Experience 
Students want an immersive 
unique university experience that 
is personal and personalised to 
them. Gen Z students are loyal and 
looking to connect with other 
aspiring students and their 
environment, and what better way 
to do that than branded hoodies 
personalised with their name. They 
are keen to be immersed in the 
university brand experience. This is 
an opportunity for the University to 
give out branded educational 
supplies from branded 
highlighters to hoodies and water 
bottles. Gen Z are under pressure 
to live ‘interesting’ lives, especially 
on social media and every 
occasion is a reason is to celebrate 
#LivingmybestUniLife #Unilife # 
StudentLife #instagood #Unilife. 
Their online image is highly 
designed and curated, so any 
wearable from the university is a 
long-term eco investment. If 
promotional merchandise 
companies and university 
marketing teams can work 
together to provide the student 
with information about the 
ecological footprint and life cycle 
from design to production of their 
University hoody, then the 
conversation with the student 
starts to become valuable 
#Instaready interesting!

What Do Gen Z Students Really Want in 2020?  



Sustainability Matters Gen Z 
students want to make a 
meaningful impact and get their 
voice heard whilst they are at 
university. They know they are 
responsible for changing the world 
– sustainability matters. From 
reusable high quality bottles, 
bamboo fibre lunchboxes and 
silicone straws, this generation 
want to make a meaningful 
contribution to the world. They 
want to be involved in fundraising, 
volunteering and competitive 
team sports, which are part of their 
game-changing (world changing) 
vision. They are not necessarily 
consumerists but have a mindset 
of quality, ethical, long lasting and 
reusability. They want to know 
where their products have come 
from, who has made them, the life 
cycle and eco footprints. Ethical 
promotional items with a 
transparent, authentic message 
are appreciated and build loyalty. 
Gen Z students care about the 
world and are aware of their 
impact and influence on the 
environment, politics and society 
as a whole – they are serious about 
change. 

Tech Natives At University, Gen Z 
expect greater flexibility and the 
capacity to work remotely, 
collaboratively and seamlessly 
across their various devices. 
Convenience and quality matter at 
the same time; think - Fast Track 

Service, Apps to Jump Registration 
Queues, Grab & Go Hot Vegan 
Lunches, Flexi Social and Work 
Zones. Tech branded items such as 
charging cables, webcam covers 
and password protected USBs are 
useful, long term and support the 
discerning Gen Z student. This 
generation is always on the move, 
so how can their attention be 
grabbed? They watch the least 
amount of TV, are more active on 
Instagram, and YouTube is the 
choice of platform for learning, 
developing and connecting. This is 
the generation actively blocking 
ads. So how can student 
recruitment teams reach this 
elusive market? Well the good 
news is this generation is looking 
for outstanding experiences 
coupled with cool products that 
only a creative university 
marketing team can provide. This 
is the generation who appreciate 
tech gifts and edgy marketing 
campaigns for a gripping Uni Life 
experience. Short videos on social 
networks which are interactive and 
enterprising help to engage these 
go-getting consumers who are not 
afraid to dream big and work hard.

Gen Z = ZEN There’s no question 
that health and wellness has 
become a priority for university 
students and staff as they seek out 
ways to live fuller and meaningful 
lives. Practicing self-care, 

de-stressing and prioritising time 
for self-care is essential. Tools used 
on a daily basis range from Bullet 
Journals, Healthy Eating Apps, 
Decluttering Planning Tools, 
Breath Work on YouTube Videos 
and Online Yoga Classes. As 
university life looms large for Gen 
Z, they are focussed on their career 
path from a very young age. To 
stand out from the crowd, Gen Z 
have a genuine dedication to be 
high-flying and a fierce drive to be 
seen, heard and make a positive 
impact on society and the world. 
To stay in the high-flying game, 
Gen Z are the generation who 
understand the importance of 
mindset and sole purpose to 
achieve their full potential.

Other Names for Gen Z:
Z-lennials
iGen
Gen Tech
Net Gen
Neo-Digital Natives
Plurals
Screenagers

www.extravaganza.uk.com 
“The Extravaganza team are here 
to help with Trending Student 
Merchandise Ideas & Gen Z 
Insights”  
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Following a theme of 
sustainability, work by 
students on a number of 
creative programmes could 
be seen in Chester at The 
Forum Shopping Centre 
throughout November.

The pieces were produced as part 
of Collaboration Week, a special 
event where students from first, 
second and third year on all seven 
Art and Design programmes 
(Fashion Design, Fine Art, Fashion 
Marketing and Communication, 
Product Design, Graphic Design, 
Photography, Interior Design) 
came together to work on a 
project. This type of experience 
emulates their future working 
environment, which often involves 
collaborating across disciplines, 
teamwork and creative problem 
solving. 

The students worked together for 
two days to produce artwork, 
designs, films and objects that 
focus attention on sustainability. 
They used reclaimed, found and 
discarded materials to do this, 
putting the sustainability agenda 
into practice in the making of the 
work. The pieces focussed on the 
sustainability theme in several 
ways: making new art work from 
reclaimed materials; finding 
creative ways to educate and 

A Creative Approach to 
Recycling
and Upcycling
on Display
in Chester City Centre. 

9

inform about sustainability and 
change behaviour; upcycling 
unwanted clothes, accessories and 
objects; and drawing attention to 
the political and social aspects of 
sustainability. Items for upcycling 
and recycling were generously 
provided by the Barnardo’s charity 
and the exhibition was supported 
by The Forum Shopping Centre, 
where the University has a creative 
gallery space which plays host to 
changing exhibitions.

Dr Tracy Piper-Wright, Deputy Head of Art and Design, said: 

“Sustainability has to be at the forefront of our thinking in 
all aspects of our life, and art and design practice is no 
exception. In our teaching, we ask our students to consider 
how we manage resources and how we can take steps to 
reduce our impact on the environment. Artists and 
designers are well placed to come up with creative and 
innovative solutions that can help us in our mission for a 
sustainable future.”   
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Cumbria
University

at the
North West

Charity Awards

A new nature reserve has been established by 
students at the University of Cumbria after 
they planted a community woodland. Their 
efforts have not gone unnoticed; they have 
been recognised at the North West Charity 
Awards in Manchester. Ambleside 
Conservation Society, made up of University of 
Cumbria students, were highly commended in 
the Volunteer Team of the Year section, 
bringing warm praise for their commitment to 
improving and promoting biodiversity 
conservation in central Lakeland.

Dr Volker Deecke, Cumbria’s Associate 
Professor in Wildlife Conservation at the 
Institute of Science, Natural Resources and 
Outdoor Studies said it had been a 
well-deserved honour for passionate young 
people dedicated to working for the natural 
world.

He added: “Society members have worked 
tirelessly establishing a nature reserve on 
university land in Ambleside. On it, they have 
planted community woodland using saplings 
donated by the Woodland Trust, and they 
have been the driving force behind the Eco 
Warrior Schools project, working with 
primary school pupils on sustainability 
activities, such as growing their own food 
and exploring their local environment. There 
are about 50 students in the society, mostly 
studying conservation, but other courses 
based at our Ambleside campus, such as 
forestry, outdoor studies and geography, are 
represented too. I am very proud of all of 
them. The awards’ catchment stretched 
from the Scottish border to Chester, so this 
was definitely a big deal!”

Cumbria’s conservation students have run the 
Conservation Society since the university was 
founded in 2007. As well as volunteering, 
mounting campaigns and organising lectures 
and events, the group works to make the 
university ecologically sustainable.
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Lyreco is supporting the efforts of the 
European Commission to become 
the first distributor to test its 
own-brand products using the EU 
Product Environmental Footprint (EU 
PEF) methodology, a comparative 
evaluation to calculate the 
environmental footprint of products, 
taking into account each step of the 
product life cycle, from the 
manufacture of raw materials to the 
end of product life. 

Approved by the European Commission in 
April 2018, this methodology will create a 
single label to help consumers make their 
purchasing decisions based not only on price, 
but also on the ecological impact of 
products. This is a long-awaited revolution to 
help guide consumers who are often 
confused in the "green jungle" of more than 
400 existing labels. 

Environmental Footprint:
Lyreco Promotes
Ecological Transparency 

Today Lyreco is presenting the results of the 
evaluation of its range of detergents and is 
announcing the roll-out of evaluations for all 
of its own-brand products: cartridges, writing 
and printing materials, paper and notebooks, 
etc. This represents about 40 families of 
products for which the distributor is 
committed to making available the PEF 
results in the medium term. 



By carrying out this evaluation, Lyreco is thus 
assuming the role of responsible partner to 
achieve a dual objective: 

- Make necessary data available to help 
adapt PEF across all industrial sectors 

- Break down barriers and industry 
resistance that could slow down the 
implementation of an EU PEF regulation 

"We are convinced that the PEF is a real 
solution for reducing the ecological footprint 
of products and providing the transparency 
that consumers expect. Measuring is an 
essential step in reducing environmental 
impact. We are aware of the economic and 
industrial difficulties involved in this 
approach, but we must dare to question 
ourselves in the face of the environmental 
challenges that the world urgently need to 
address," says Nasser Kahil, QSS Director of the 
Lyreco Group. 

Leading by example, Lyreco also aims to use 
its position as the leading distributor in 
Europe to obtain commitments from all its 
suppliers, even before PEF becomes 
mandatory. 

"We are taking initiatives regarding our 
transport fleet, packaging and logistics to 
reduce our environmental impact as much as 
possible, but if we want to ensure our 
commitments, we must also act with regard 
to manufacturers of products. This is our 
responsibility as a distributor” he concluded. 

For more information: 
http://ec.europa.eu/environment/eussd/smg
p/index.htm

Lyreco partners: YUKAN and Ernst & Young 

The PEF methodology is measured using a 
technical platform developed by Yukan, the 
first digital platform for the online assessment 
of product environmental performance, the 
results of which have been validated by 
trusted third party, Ernst & Young. 

About the Lyreco Group: 

The Lyreco Group is the leading 
European distributor and third 
largest global distributor of 
workplace solutions for businesses. 
The group is present in 25 
countries and operates via 
partnerships in 42 countries. With a 
turnover of more than 2.2 billion 
Euros, its results can be attributed 
to its close partnerships with its 
customers, outstanding logistics 
and the ambition that it shares 
with its 9,000 employees: 

"Always at your side to make your 
work life easier" 

Under the leadership of Nasser 
Kahil, Lyreco QSS Director, Lyreco 
has been involved in the EU PEF 
project initiated by the European 
Commission since 2015. 

For more information, visit: 
http://group.lyreco.com/gbr/

Youtube channel: 
https://www.youtube.com/user/Ly
recoGroup

LinkedIn: 
https://www.linkedin.com/compa
ny/lyreco-group

13

https://ec.europa.eu/environment/eussd/smgp/index.htm
https://www.youtube.com/user/LyrecoGroup
https://www.linkedin.com/company/lyreco-group/



