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‘Decade of Action’

Sustainable Development
Award




The Future of Fashion is Circular: Primark’s

Global ‘Decade of Action’ Journey Towards Sustainability

ustainable Development Neha Patil, Chegﬁi::zr;géAnthony Matta,

Award CyCIe 1 Trinity College Dublin (MBA)

SDG 12 and ction) aims to ensure sustainabl waste reduction, and ethical production practices across industries, Infinite growth of material consumption in a
T including fashion. The fast fashion industry, driven by high production volumes and short product lifecycles, contributes g . $ y A
N\ through excessive water use, carbon emissions, and textile waste. Moreover, consumer. To align with SDG 12, fashion brands must transition from linear production finite world is.an impossibility
P models to circular economy practices, promoting sustainability through responsible sourcing, waste reduction, and extended product lifespans. =E.'F. Schumacher

WICKEDNESS OF THE PROBLEM TREND OVERVIEW SOCIETAL TRIANGULATION ANALYSIS
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NEW OUTLOOK FOR THE INDUSTRY -
ADOPTION OF CIRCULAR FASHION MODELS

PROPOSED HIGH LEVEL CSR STRATEGY
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measurable sustainabity goals. Their annual reparts track
progress and ensure transparency (Primark, 2023a).

INTEGRATION

Primark

2022). Key initiatives such as the Primark Cotton Project, carbon

classification (Primark. 2023%).

“TRANSFORMATION

“To advance, Primark must aign sustainabity efforts with the
‘speed of fast fashion by Investing in durable clothing. expanding
recycling and ropair programs, enhancing oniine rosale
iniiatives, and strengthening fai wage palicies (SBTI, 2024).

REGENERATION 4 TRIPARTITE
Primarks long-term goal s 1o create a lasting postive impact on
envronment by, . v
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Global ‘Decade of Action’
Sustainable Development
Award Cycle 1
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Nestle - Transformation through Partnerships

Emmanuella Baba-agba, Sebrina Lam,
Arianna Monni, Khadijah Winder, Yujin
Noh, William Troy

University of Leeds (Undergraduate)
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Global ‘Decade of Action’ agriculture and a better future
Sustainable Development B ey, Eorores o ke Flaas,

Awa rd CyCIe 2 —~— University of Applied Sciences Aachen (Undergraduate) f
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: Digital-Climate Paradox: MTN and the
Global ‘Decade of Action’ SDG13 Challenge in Africa

Sustainable Development Amin Sartipi, Padideh Mohammadi
Award CyCIe 2 Manchester Metropolitan University (Postgraduate)

MTN Group, Africa’s largest telecommunications operator, connects over 290 million subscribers across 16 countries, [1] Nt
Standing at the crossroads of digital inclusion and climate action, MTN's rapid expansion fuels socio-economic progress Metropol
through digital access, but also intensifies energy demand and emissions, especially in regions where clean energy University
access is limited. This makes "SDG13" (Climate Action) a strategic imperative for the MTN group’s future transformation

1B MTN & the SDG#13 2]. As a flagship African multinational, MTN's response will :P?upe not only its business (vgojetlory but also the Amin Sartipl,
9 Chollenge in Afl’iCO continent’s sustainable digital transformation. This poster unpacks the complexity of the digital-climate paradox, Padideh Mohammadi
mapping its causes, effects, and stakeholders, and demonstrates how innovative, context-sensitive business models and Juty 2025
their key enablers can unlock practical pathways for climate-positive, sustainable transformation.
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Global ‘Decade of Action
Sustainable Development
Award Cycle 2
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Unilever UK’s Circular Leap: From Waste to

Value in FMCG SDG

Debarati Dutta, Syed Mohammed Khalill,

Prashant Vishwambar Patil

Sheffield University Management School (MBA)

Unilever UK’s Circular Leap: From Waste to Value in FMCG
SDGs 12 and 13: Going Beyond Compliance

Company Background: Unievr UK. o
Lbsidiary of Unilever PLC, is a multinatond
Circular economy 2013
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Best Sustainable
Strategy Award




The Future of Fashion is Circular: Primark’s
Journey Towards Sustainabilit
. BESt urney Towar ustainability

UStainable Strategy Awa rd Neha Patil, Cheng Fang, Anthony Matta,
Cycle 1

Shilin Xie

Trinity College Dublin (MBA)

SDG 12 and ction) aims to ensure sustainabl waste reduction, and ethical production practices across industries, Infinite growth of material consumption in a
T including fashion. The fast fashion industry, driven by high production volumes and short product lifecycles, contributes g . $ y A
N\ through excessive water use, carbon emissions, and textile waste. Moreover, consumer. To align with SDG 12, fashion brands must transition from linear production finite world is.an impossibility
P models to circular economy practices, promoting sustainability through responsible sourcing, waste reduction, and extended product lifespans. =E.'F. Schumacher

WICKEDNESS OF THE PROBLEM TREND OVERVIEW SOCIETAL TRIANGULATION ANALYSIS
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NEW OUTLOOK FOR THE INDUSTRY -
ADOPTION OF CIRCULAR FASHION MODELS
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T T pT———]

measurable sustainabity goals. Their annual reparts track
progress and ensure transparency (Primark, 2023a).

INTEGRATION

Primark

2022). Key initiatives such as the Primark Cotton Project, carbon

classification (Primark. 2023%).

“TRANSFORMATION

“To advance, Primark must aign sustainabity efforts with the
‘speed of fast fashion by Investing in durable clothing. expanding
recycling and ropair programs, enhancing oniine rosale
iniiatives, and strengthening fai wage palicies (SBTI, 2024).

REGENERATION 4 TRIPARTITE
Primarks long-term goal s 1o create a lasting postive impact on
envronment by, . v
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: Best
Sustainable Strategy Award

SDG14 and Bayer

Ana Stinca, Tom Haridman, Andrew
Sinevici, Aki MajolaTrinity

Trinity Business School (Postgraduate
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Best Sustainable
Business Model Award




Best
" Sustainable
Business Model Award
Cycle 1

Sound Effect by from {) €)

H&M Transformation to Sustainability

Jumie Jackson, Emma Sankey, Ava Barber,
Liza Macujeva, Ella D’Cruz

University of Leeds (Undergraduate)

¢

7

WHAT TRANSFORMATION SHOULD HE&M ADOPT IN ORDER TO TAKE EFFECTIVE ACTION ON SDG #12?
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Best Digital-Climate Paradox: MTN and the

' : SDG13 Challenge in Afri
Sustainable allenge in Africa
Business Model Award

CyCIe 1 Manchester Metropolitan University (Postgraduate)

Amin Sartipi, Padideh Mohammadi

MTN Group, Africa’s largest telecommunications operator, connects over 290 million subscribers across 16 countries, [1] Nt
Standing at the crossroads of digital inclusion and climate action, MTN's rapid expansion fuels socio-economic progress Metropol
through digital access, but also intensifies energy demand and emissions, especially in regions where clean energy University
access is limited. This makes "SDG13" (Climate Action) a strategic imperative for the MTN group’s future transformation

1B MTN & the SDG#13 2]. As a flagship African multinational, MTN's response will :P?upe not only its business (vgojetlory but also the Amin Sartipl,
9 Chollenge in Afl’iCO continent’s sustainable digital transformation. This poster unpacks the complexity of the digital-climate paradox, Padideh Mohammadi
mapping its causes, effects, and stakeholders, and demonstrates how innovative, context-sensitive business models and Juty 2025
their key enablers can unlock practical pathways for climate-positive, sustainable transformation.
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Best Sustainability
Analytics Award




Nestle and Zero Hunger: Bridging
Best Sustainability Ry Gap

Adrianna Janik, Inmaculada Lopez Socias, Nour

AnaIYtiCS Award CYCIe 1 Kebbi, Sundar Jagannathan

Trinity College Dublin (MBA)

@ Trinity College Dublin

SDG 2 aims to end hunger, achieve food security, improve nutrition, and promote sustainable agriculture by
2030 (UN, 2015). With 7 targets in 2023 only one s on track, 1 shows moderate progress, 4 are off track, and the status of 2is unknown
(UN, 2023). Achieving SDG2 by 2030 is at risk as global food security challenges remain from shortfall of finance
L ] targets 2.1 and 2.2, food insecurity, and nutritional challenge: .
We live in a VUCA world, where volatility, uncertainty, Mitthresponabiley il Mot
@ complexity and ambiguity prevail. This is an environment that cherish wicked problems s
that goes beyond any one of those dimensions and even resist defining (Tulder & Mil,  Multi-stakeholder
2023). Hunger is a wicked problem, ranking consistently high (mostly 7) across all 10
dimensions with the final score of 69/70 according to our scoring. It has multiple
causes, effects, and stakeholders and more. The high ratings reflects the wickedness of
hunger problem— it is only easy on a superficial level but it is not only difficult to The nexus Challenge highlights the interconnectedness of the SDGs, Achieving zero
address but even define, and that requires a coordinated, multi-faceted approach = hunger requires a comprehensive approach. Nestle actions to improve food security and nutrition can create
involving various actors at different levels of responsibility. MRS nceg | rdrectiens! positive synergies, promote sustainability, and support multiple SDGs simultaneously. There are also potential
o trade-offs and challenges related to environmental sustainability and resource efficiency. Effective stakeholder
engagement, ethical considerations, and continuous monitoring are essential to manage these trade-offs and
Toidentify a frontrunner, we have looked at the companies that deliberately include SDG 2n their  C1iéVe long-term, sustainable impact on food security and hunger reduction. (Tulder & Mil, 2023)
SDGs portfolio. We have found out that this is the case for the following companies: DSM, Unilever, Bayer,
Kerry Group, Cargill. We have also reviewed how they ranked according to WBA (WBA, 2023). For the nutrition :
ranking Bayer scored the highest taking 1st place with 73.3 points out of 100, for comparison Nestle got 66.2 e
points landing on the 3rd place (difference of 7.1 point). Notably, Bayer's mission contains commitment to zero Sainabie 3 impromd > Waper >
hunger: "Health for all, Hunger for none”. Bayer's Zero Hunger Pledge of $160 million over 2022-2030 (Bayer, o ~ b’
n.d) constitutes 0.31% of its total revenue 516 billions. Their approach is rooted in Ceres2030 evidence-based
intervention program (IFPRI, n.d.). - .

An alternative systems thinking approach,
== § . emplified by Nestid's Agricultural Data Analytics Platform, enhances food production while "<l
The SDGs are designed to be E promoting economic empowerment, financial inclusion, technological advancement, education, &
interconnected, recognizing that progress in one area often depends on progress in others. SDG 2 is, -

Multi-sourc Mult-effect

Rey tive Agriculture Initiative Water Stewardship Program

roved food| lavestmentia 3 Better 3. Reduc
v

Eahanced || fcient > Enhanced
Food Securhy |[Resource Use  Productivty SmaltScale farmers  Uveliboods  Paverty

= and climate resilience. This holistic impact contributes to achieving multiple SDGs beyond the
intricately connected to many other SDGs, highlighting the importance of a holistic approach to core focus of the food industry, demonstrating the interconnectedness of sustainable fbg
sustainable development. Some key connections are with SDG 1, SDG 3, SDG 6, SDG 12, SDG 8, SDG
3.5DG 4.The Interconnection Ranking is based on the directly impacts on food security and hunger
reduction, the level of influence on achieving zero hunger, the positive synergies, the potential
manageable trade-offs and the contribution to sustainable practices and long-term positive impact.”
[Eumﬁa by L Sm P e ; Nestlé's SDG2 partnerships face significant hurdles primarily due to the complexity of
L= achieving supply chain transparency and to balancing the needs of various stakeholders,
from farmers to governments, while sticking to evolving regulations. Ultimately, these
Societal Triangulation calls for collaboration P LJ partnerships demand continuous effort, advocacy, and collective action to ensure

development efforts and the importance of integrated solutions n addressing global challenges. [l
@ (Taylor & Francis,2023.)

State: Improve policies, Civil Society: Lead

infrastructure, and data "\ grassroots projects, sustainable land use and ethical sourcing, given the difficulty in aligning economic goals with
advocacy, an

across the state, market, and civil society for » S
systems. 3 food securly, Key Gaps are Inequitable resource allosation, weak D environmental and social responsibilities. [Petroni G. (2023), Tay, C.M. (2023), Nestle (2023)]
B community infrastructure, and poor data systems limit effectiveness (Scown et al., 2023;
education.  perRa, 2024). Institutional Gaps are poorly implemented policies, insufficient Nestle's partnership strategy in SDG2
Market: Drive » , and weak collaboration with other sectors hinder progress focuses on improving the livelinoods of cocoa-farming families
technological * (Tulder & Mil, 2023) through its Income Accelerator program. Key takeaways include
Innovation, efficient /. % Opportunity: Scoreboard showed a potential in working on the Government  leveraging multi-stakeholder partnerships to incentivize sustainable
distribution, and initiative at State level There is also an opportunity to strengthen collective practices on a social, agricultural & educational level. This program
sustainable practices. action (state, market, civil society) to overcome the pressing challenges utilizes direct mobile money transfers, promoting gender equality,
Nestlé adcresses malnutrTLAET 8. 297 and provides financial incentives to drive adoption. The impact seen
foods and affordable nutrition, tailoring products to local needs. The Nestlé for Sithin; these’ programs demonstrate, signiicant. Knprovamants  in
Healthier Kids Iniiative promotes lifelong healthy eating habits (Nestlé. (n.d). Healthy S | ocon productiity, lncome, Al Sactll. oucomes, Highlghting &
i = = “f holistic approach to address food security and poverty within this
Kids). The company supports sustainable agriculture, responsible sourcing, and nistry {Hestlé Cocoa Plan (2024), Reutars 2024)] H
reduction to enhance environmental and social sustainability. Programs like Farmer BAORR
Connect, Nestlé Cocoa Plan, and Nescafé Plan empower farmers with training, fair 2 E /}
pricing, and income diversification (Nestlé. (n.d.). Farm economics.). Nestlé also focuses See our research a————
on carbon reduction, sustainable packaging, and water stewardship to ensure long- linking profit and ajd ™ Proposl to address gaps in Nestlé's SOG 2 strategy includes reducing food waste and Using
term food security (Nestlé. (n.d.). Zero environmental impact). g P sustainable packaging, enhancing supply chain resilience and ethics (Gajderowicz, Fox and Gao,
2025), and reformulating products to reduce ultra-processed foods (UPFs). Nestle needs to
Nestlé's SDG 2 strategy faces gaps in reducing dairy farming emissions, as livestock contributes significantly to its carbon footprint. The establish transparency and accountability in sustainability reporting and calls for actions to
company's regenerative agriculture efforts lack standardized definitions and certification, making impact assessment challenging ( Nestlé tackle structural food insecurity. Nestle must reduce reliance on industrial agriculture by
(n.d.). Regenerative agriculture). Intensive livestock farming is a concern due to its effects on soil health and biodiversity. Supply chain promoting more sustainable farming practices. These steps aim to strengthen Nestlé's
) ) transparency requires technological investments and improvement, particularly in ethical sourcing and labor practices. Nestlé has commitment to addressing food security while improving environmental and  social
SO U n d E ﬁe Ct b y fro m initiatives to combat food insecurity but scalability and impact measurement remain challenges (FoodNavigator. (2022)). sustainability (Schneider, K. et al. (2023)
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Unilever UK’s Circular Leap: From Waste to
Value in FMCG SDG

Debarati Dutta, Syed Mohammed Khalill,

Best Sustainability
Analytics Award Cycle 2

from L DI D)

Sound Effect by

Prashant Vishwambar Patil

Sheffield University Management School (MBA

Authors: Debersti Dutta, Syed Mok
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Melanie Hassett
Senior Lecturer in International Business at University of Sheffield,
United Kingdom

We are all here at Sheffield University Management School

immensely proud of Debarati Dutta, Syed Mohammad Khalill, and Prashat
Vishwambar Patil for being awarded the Best Sustainability Analytics
Award and the Global ‘Decade of Action’ Sustainable Development
Award in the MBA category for their poster "Unilever UK'’s Circular Leap:
From Waste to Value in FMCG SDGs 12 and 13: Going Beyond
Compliance". They worked very hard and mostly independently and it is
amazing to see their dedication and ambition being recognised. A

warm congratulations to the whole team, you deserve this! Thank you also
to the entire team and judges behind the Sustainable Business Poster
Competition
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Isabel Pereira Rodrigues
Assistant Professor of Business Economics at the Mahidol
University International College, Thailand

It has been a great pleasure to be part of this project, to see how much it
has engaged students, creating awareness and stimulating their thoughts
for very concrete and actionable ideas on how companies can boost their
sustainability performance, while at the same time keeping track of the
tough competition environment that companies nowadays face. This type
of initiatives is very enriching for students' learning and preparation for job
market, but also has great potential for companies to get fresh ideas on
how to do their current sustainability initiatives even better. As a mentor
(supervisor) for my students' projects, it has been demanding since
mentoring, providing feedback and guidance requires a huge investment of
time and effort also from my side, but seeing the results my students
achieve is a great reward for such investment. Also, from my side, | look
forward to continuing the collaboration with this amazing network!
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Best Thai Union Sustainable Analysis

Hance Pesarillo, Nattima Rungsai, Noraphatr

S UStainabIe TGCh nOIOgy Yanil, Pairdow Nakyuti, Phattaraphon
Award Banjongkan, Theeraphorn Phumphuang

CyCI e 1 \\: Mahidol University (Undergraduate)

@ Mahidol University Thai Union Sustainable Analysis

‘Company Background

‘The Thal Union Geoup was founded in 1977 as Thal Union Manufacturing

business segments include amblent seafood (canned tuna, sardines),
Corporation), ;i

Thal Union uses & hybrid production model, sourcing ram materias from

e-commerce, food services, and conty

What has Thal Union already done?

Overarching Program: SeaChange 2030

Sustainable Aquacuitire
re 3l shrimp and squatee:

Sound Effect by from ®) *) e

including
(57%) and the US. premium sardine market (66.1%), distributing through
retall, ract manufacturing

Recommendations
+ Inline with SOG 14 (fo Belom Water, Thl Union's

20241, 301t i3 suggested to maintain .

Tuna Farming as a Competitive Advantage
Putting money to tuna squsculture can boost
the supply without hurting the wikd populations.
Tuna farms s an ansiver, but they have high cost
(€3.3millon) 20231

Tuna fishing should orly be allowed from June to
July 0 that stocks could tast longer and fuel costs
could go down.

technology
« Antificial intelligence and Smartraw could be

implemen s strategy.
« Biackchain could to be implemented to track logal
fishing alonzside GOST standards.

Partnership

* For responsible sourcing, TU could make more.
relarionships with ASC and MSC.

 Work with groups that protect marine widife to
restore habitats

* Work together more with tech companies to
make Al-powered inopitoring tools.

© Improve how the government and policymaers
work togather to handle marine resources
(Growth Trends, n.d).

Materiality of SDG 14: Life Below Water
for Thal Union

term succ a
Consumption & Prod:

try profitabil
hallenges: i
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Congratulations!
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