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The most innovative, environmentally  
sustainable and best value cleaning  
system on the market.

NEW ECO-Matic

Built for Productivity

numatic.com/apps/nu-design

Create your  

ultimate 

cleaning 

system.

BESPOKE JANITORIAL

Cleaning  
productivity  
made simple

numatic.co.uk/reflo

Professional cleaning  

equipment that is environmentally 

sustainable and built to last.

g

HB1812
Best-selling  
mopping system

SERVO-Matic  
SM1705
Mid-size versatility  
and convenience

PRO-Matic PM20
Ultimate configurable  
cleaning system

MMB1616
Unique, integrated  
water separation system

Achieving great cleaning productivity doesn’t  

need to be complicated... it all starts with  

selecting the right equipment for the right job.

Numatic International Limited, Chard, Somerset, TA20 2GB Tel: 01460 68600 

© Numatic International Limited 2019. Specification subject to change without prior notice. 

 
www.numatic.co.uk

    
www.numatic.de

    
www.numatic.ch

    
www.numatic.fr   

 
www.numatic.nl

    
www.numatic.co.za

    
www.numatic.pt    www.numatic.es
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Sustainability is very often used as an empty phrase, but it is our duty as 
companies in the cleaning industry to fill this phrase with life and credible 
content. The good news is that being integrally sustainable and circular as 
a company provides an enormous business value and it doesn’t have to be 
complicated to get started, step by step.

Sustainability is not only about reducing things (for example, energy or 
resources) which have a negative impact on our planet but also – and this 
is the huge difference – about doing the right things right. In reality this 
means using the right renewable raw materials, packaging and energy 
throughout the whole production process. At a time when we should all 
realise that resources are limited in terms of time, energy and materials, 
it is particularly necessary to rely on a more sustainable process along the 
entire value chain. 

Doing the right things right – economically, socially and environmentally – 
has been our credo at Werner & Mertz Professional for more than 30 years. 
It drives all of our actions, processes and decisions every single day and we 
want to invite everyone in the cleaning industry and beyond to join us. It 
doesn’t have to be complicated to get started since cleaning can be seen as 
a low-hanging fruit in this context. 

With some small steps, such as choosing environmentally friendly cleaning 
agents or providing a charging station for e-cars, you can deliver an impor-
tant contribution creating awareness for your brand without taking organi-
sational and financial risks. 

FOREWORD

Sustainability as a business value

Continued page 4

Nowadays everyone is talk-

ing about sustainability. Not 

only in the cleaning industry 

but in every field of our daily 

lives. Because of its current 

relevance and urgency, it is 

appropriate that we talk about 

the subject that has been our 

central driver for years now at 

Werner & Mertz Professional. 

We are pleased to see that 

awareness for sustainabil-

ity in the society has finally 

increased - but most people 

seem not to understand what 

it really means. 

Sustainable Cleaning - November 2019 | ECJ | 3
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Aujourd’hui, tout le monde parle de durabilité et 
ce, pas seulement dans le secteur de la propreté 
mais dans tous les domaines de la vie. Cependant, 
il semble que tous ne savent pas entièrement de 
quoi il s’agit. Fort heureusement, cela ne signifie 
pas qu’appliquer la durabilité ou la circularité doive 
être compliqué pour une entreprise.

Heutzutage sprechen alle über Nachhaltigkeit 
– nicht nur in der Reinigungsbranche, sondern 
in jedem Bereich des Lebens. Viele Menschen 
scheinen jedoch nicht zu wissen, was es 
eigentlich bedeutet – die gut Nachricht ist, dass 
es für ein Unternehmen nicht kompliziert sein 
muss, die Betriebsabläufe nachhaltiger und 
kreislaufwirtschaftlicher zu gestalten.

Al giorno d’oggi tutti parlano di sostenibilita’, non 
solamente nel settore del cleaning ma in ogni 
aspetto della vita. Sembra pero’ che la maggior 
parte delle persone non sappia cosa significa 
realmente. La buona notizia e’ che non serve che 
una attivita’  sia complicata per iniziare a essere 
piu’ sostenibile e circolare. 

FOREWORD

Sustainability as a business value (continued)

It is a common misconception that cleaning products can either be sustain-
able or effective – but they sure can be both! It is our duty as a consistently 
sustainable company in the cleaning industry to prove the very opposite. 

Every kind of product has the potential to do good on many levels. We not 
only concentrate on sustainable products and packaging materials but we 
also make sure that the production process itself is sustainable from A to 
Z along the entire value chain. We focus on circular product and packag-
ing design, using recycled and recyclable packaging materials, plant based 
raw materials, renewable energy and water from own sources which limits 
water waste – after our in-house treatment, the water leaves our company 
clearer than it came in. 

Our key philosophy is the cradle to cradle principle which stands for a sus-
tainable and regenerative material stream design according to the motto 
“Take – make – regenerate”. This means that the raw materials are repro-
cessed in a continuous biological and technical cycle to create a real eco 
effectiveness. Therefore we not only reduce plastic waste but transform it 
into a never-ending resource that doesn’t leave the production cycle.  

Through all that we do as a supplier we have become a “bio-neer” over the 
years, one who wants to bring a positive impact to the professional clean-
ing market with integrally sustainable and high-performing solutions. This 
is how we create credibility and trust – the most important value for any 
kind of cooperation. 

It is in our hands to really make a difference and the more we trust each 
other, the more we focus all together in doing the right things right - the 
better the outcome will be; for all of us and our future. It doesn’t have to be 
too hard, too complicated or too expensive to start going in the right direc-
tion – it can be done step by step. 

Frank Vancraeyveld

CEO Werner & Mertz Professional/Tana Chemie 

4 | ECJ | Sustainable Cleaning - November 2019 
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Sustainable life away from home

Improve your sustainability performance with Tork

Well-being

Improving the well-being of 

guests and staff

Circularity

Helping your business go 

circular by closing the loop

More from less

Enabling reduced consumption 

to minimise waste and cut 

carbon emissions

 01582 677 570      TorkCS.uk@essity.com     tork.co.uk
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Digital technology is delivering insights 

that were previously unavailable to many 

while also increasing demand for smart, 

sustainable solutions, she says. “At Ecolab 

we are privileged to be able to help drive 

these positive developments forward.”

According to Petit, Ecolab helped its 

customers worldwide save around 188 

billion gallons of water in 2018. “That’s 

equivalent to the annual drinking water 

needs of 650 million people,” she said. 

“We are also on our way to achieving our 

2030 goal of saving 300 billion gallons, 

and have helped customers to save 19 

trillion British thermal units of energy 

while avoiding 2.4 billion pounds of green-

house gas emissions and eliminating 54 

million pounds of waste.”

Sense of urgency

Groups such as Extinction Rebel-

lion have given rise to a strong sense of 

urgency for the global coalition to tackle 

issues such as climate change and water 

scarcity, she says. “It is important to raise 

awareness of these issues – particularly 

about the importance of smart water 

management to ensure that we don’t run 

out of fresh water,” she said.

“It is encouraging to see businesses 

around the world increasingly focusing on 

pressing issues such as climate change 

and water, but we also need to encourage 

greater action including the development 

of plans and execution of sustainable 

water management practices on a bigger 

scale to make a difference for the planet.”

Customers of machine manufacturer 

Tennant have also been asking for more 

information about the company’s  

sustainability practices over recent 

months, says global senior sustainability 

specialist Kate Powers.

“Many of these enquiries have been 

specific questions relating to the cus-

tomer’s own sustainability goals,” she 

said. “These include everything from 

environmental management systems and 

certification to sustainability commit-

ments, the recyclability of machines, the 

recycled content of our machines, carbon 

PUBLIC ACTIVISM

The Extinction Rebellion effect

Extinction Rebellion has captured 

the world’s imagination – but 

is it also causing a ripple effect 

in the cleaning sector? ECJ asks 

companies whether they have 

noticed a renewed urgency as far 

as sustainability is concerned, and 

what they believe is behind it.

emissions from operations and energy 

saving projects. 

“We’re also seeing an increasing num-

ber of customers beginning to include 

sustainability criteria in their buying 

processes and choosing machines that 

contribute to their company’s own sus-

tainability goals and objectives.”

She believes there to be a number of 

reasons behind this change in focus. “We 

know our customers are reacting to media 

coverage of issues such as plastics in the 

oceans plus the change in market condi-

tions for recycled materials,” she said. “For 

example, Chinese recycling businesses 

have recently refused to take soiled and 

contaminated recyclables from interna-

tional markets. 

“And our customers’ own clients are 

also asking similar questions and are 

requesting further information from their 

supplier base.”

She says Tennant in turn is seeking 

more detailed sustainability information 

from its own suppliers. “We’re working 

with our partners to ensure that we have 

good information from our supply chain, 

particularly with regard to topics such as 

waste and plastics, plastic use, plastic re-

cyclability and the recycled plastic content 

in our machines,” she said.

As far as Tennant is concerned,  

today’s most pressing sustainability is-

sues are those of the circular economy 

and carbon emissions associated with 

global warming. 

Global trends

Sustainability is becoming something of 

a global trend according to Andreas Mayer, 

director management systems at Kärcher. 

“Every year we receive around five per 

cent more sustainability-related requests 

from our customers than in the previous 

year,” he said. “Sustainability today is  

no longer limited to environmental protec-

tion – other topics such as social stand-

ards in the supply chain are also moving 

into focus.”

He says people worldwide are becoming 

more aware of the impact that issues such 

6 | ECJ | Sustainable Cleaning - November 2019 

Protests by Extinction Rebellion are 

constantly hitting the headlines these 

days. This group of environmentalists 

has repeatedly engaged in non-violent 

activities such as gluing themselves to 

banks and grounding passenger flights to 

demonstrate their concerns about issues 

such as fossil fuel investment and airport 

expansion plans.

Extinction Rebellion was formed online 

and first emerged into the public con-

sciousness following a 1,500-strong 

protest in London’s Parliament Square 

in October 2018. However, its energy 

has been contagious and the group now 

claims to have thousands of members 

spanning the entire globe.

So, with a new urgency being lent to 

issues such as climate change and other 

environmental topics, have the ripples 

started to be felt in the cleaning sector? 

Ecolab is one company that has 

certainly been seeing an increasing level 

of engagement about global challenges 

such as climate change, water scarcity, 

food security and public health according 

to marketing communications manager 

Gaëlle Petit

“Whether it’s about saving water and 

energy or reducing waste and greenhouse 

gas emissions, there’s a growing realisa-

tion that these priorities go hand in hand 

with business growth and profitability,” 

she said. “In our business, we see the 

signs of progress all around us.”
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PUBLIC ACTIVISM

as climate change, ocean pollution and 
unsafe working conditions can have on all 
of us. “I think it’s these experiences that 
are causing the increase in interest and 
demand for sustainability,” he said.

While he believes all sustainability 
issues to be equally important he cites 
climate protection, ocean pollution and 
working conditions in the supply chain as 
particular focus areas. “Sustainability is 
one of our core values at Kärcher – and 
one that we believe is linked with econom-
ic success,” he said.

Today’s consumers are paying increasing 
attention to the impact of their day-to-day 
activities according to IPC communications 
manager Gabriella Bianco. “Many are as-
suming a sort of green attitude whenever 
and wherever they can,” she said. “Con-
sequently, cleaning companies are being 
tasked with being more ethically respon-
sible, minimising their use of resources 
and providing safer waste disposal as a 
relevant selling factor.”

Raising awareness

She feels that organisations such as 
Extinction Rebellion are raising awareness 
and promoting a greater public interest 
towards environmental issues along with 
the effects of climate change. “This is 
increasing people’s understanding of the 
importance of taking a more responsible 
approach towards our life habits,” she said.

“People are also gaining a greater 
understanding of the risks we are taking in 
depleting the Earth’s natural resources and 
damaging its ecosystems. This is prompt-
ing them to become more careful when 
generating waste since this can lead to 
issues such as plastics contaminating  
our oceans.”

IPC offers various sustainable solutions 
including the Black is Green range which 
incorporates up to 75 per cent of recycled 
plastic in products, and MSC technology 
which reduces energy consumption in high 
pressure machines.

According to Bianco, the cleaning indus-
try has become highly sensitive to the eco-
logical protection issue. “Policies aimed at 
increasing the use of green solutions and 
technologies are spreading: for example, 
the European Green Public Procurement 

Les protestations du mouvement de Rébellion contre 
l’extinction font aujourd’hui les gros titres des médias. 
Par des actions incessantes, essentiellement non 
violentes, ce groupe assiège des établissements 
bancaires et bloque des aéroports pour manifester 
ses préoccupations face à des questions telles que 
les investissements en combustibles fossiles et les 
projets d’extension aéroportuaire. On peut toutefois 
se demander si cette activité n’affecterait pas le 
secteur de la propreté. 

Die Proteste der Extinction Rebellion machen 
dieser Tage ständig Schlagzeilen. Diese Gruppe 
von Umweltschützern hat wiederholt gewaltfreie 
Aktionen durchgeführt: sie sich beispielsweise 
selbst an Banken festgeklebt und das Starten von 
Passagierflügen verhindert, um ihre Bedenken zu 
Themen wie Investitionen in fossile Energieträger 
und Flughafenerweiterungspläne zum Ausdruck 
zu bringen. Aber haben ihre Aktivitäten eine 
sich allmählich ausbreitende Wirkung in der 
Reinigungsbranche? 

In questi periodi, le proteste da parte di Extinction 
Rebellion (la ribellione contro l’estinzione) occupano 
costantemente le prime pagine dei giornali. Questo 
gruppo di ambientalisti è continuamente coinvolto 
in attività non violente, come per esempio incollarsi 
alle banche o bloccare la partenza dei voli passeggeri, 
per dimostrare le loro  preoccupazioni in merito ai 
problemi tipo gli investimenti nei combustibili fossili e 
i piani di espansione degli aeroporti. Ma la loro attività 
sta causando una reazione a catena nel settore del 
cleaning?

(GPP) supports the adoption of environ-

mental technologies and products with the 

lowest impact and the maximum respect 

for the environment,” she said.

TV programmes highlighting the dam-

age caused by plastic waste are playing 

their own part in driving forward sustain-

ability agendas, says managing director of 

Cromwell Polythene James Lee.

Action needed now

“It is right and encouraging that people 

are showing concern for the environment 

and the impacts that our actions have, and 

EU legislation is helping to drive change,” 

he said.

The company’s LowCO2t range of recy-

cling sacks and bags are said to reduce the 

volume of plastic used while also cutting 

down on the energy required in the manu-

facturing process.

“Responsibly produced plastic can have 

a high recycled content  - up to 100 per 

cent - and can be reprocessed many times 

which not only saves virgin material but 

associated energy as well,” said Lee.

But whatever the reasons behind the 

growing focus on sustainability, companies 

are united in their belief that action needs 

to be taken – and their determination to 

play their part.

“It is vital that we work as a unit to find 

solutions that protect our environment, 

combat climate change and keep products 

in use for as long as possible while pre-

venting the leakage of valuable resources 

from the circular economy,” said Lee.

Tennant’s Kate Powers says her com-

pany needs to turn the spotlight on to its 

own operations and work toward facility 

and fleet efficiencies. “These will have a 

significant impact on our environmental 

footprint,” she said. “We think companies 

such as ours can make a genuine impact 

by improving efficiencies and by changing 

our mindset to ensure that circularity is 

incorporated into all our products.” 

And Ecolab’s Gaëlle Petit adds: “We 

must all work together to make the most 

of the opportunity that today’s growing 

interest in sustainability offers. If we seize 

it now, we can build an economy that of-

fers sustainable growth for us all - without 

causing any additional harm to our planet.”
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THE GREEN CARE ADDED VALUE

A CIRCULAR FUTURE

CREATE TRUST WITH GREEN C

Sustainable f

Improve the building lif

Support you

More than 60 c
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ULAR FUTURE

T WITH GREEN CLEANING INSTEAD OF GREENWASHING

ble facility management with a certifi ed CO2 saving advantage

e the building life-cycle of your customers

your most valuable assets – your people

an 60 circular designed products

GET.WMPROF.COM

CALCULATE YOUR 

CERTIFICATE ON
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organisations to communicate the many 

benefits of responsible forestry such as 

active forest management and replanting.”

Essity uses both recycled fibres and 

fresh fibre from certified forests in its 

tissue products.  When producing virgin 

fibres, the company uses mainly those 

parts of the tree that have been left 

behind from other purposes such as 

timber production. And the fibre used to 

make Tork products is said to come from 

responsibly-managed forests where 

replanting constantly takes place. 

Essity’s clients have no problem with 

the fact that virgin fibres are used to 

make some of their products, according 

to Remijnse.  “Our customers under-

stand that products made from recycled 

fibre and fresh fibre are both sustainable 

options, and we work with them to help 

them find the best solution for them – one 

that aligns with their sustainability policy,” 

she said.

Entire lifecycle

According to Remijnse it is important to 

consider the entire lifecycle of a product 

when assessing its sustainability. “And 

in any case, sustainability is not the only 

driver to decision-making - customers and 

end users also care about factors such as 

hygiene and ease of use,” she said. “And 

at the end of the day they will choose the 

product that best fits their needs.”

Recycled toilet paper may sound like a 

more sustainable option – but the picture 

is no longer clear-cut, says Metsä Tissue 

managing director Mark Dewick. “The fact 

is, it is becoming increasingly difficult to 

source paper for recycling because offices 

use less of it every year,” he says.  

“Manufacturers are therefore obliged to 

produce more fresh fibre products in order 

to meet demand.”

Contrary to reports, this does not 

involve felling mature trees or clearing 

forests, he adds. “Our forests grow faster 

than they are being used and each har-

vested tree is replaced by four seedlings,” 

he said. “Every part of the tree is  

utilised: around 60 per cent of it is 

THE FLIP SIDE

Sustainability - the flip side

Chemical products are often 

criticised people who claim that 

natural alternatives – or water 

alone – are more sustainable. And 

paper-based consumables also 

attract condemnation from those 

who fear for our forests. But are 

manufacturers of these products 

being judged unfairly, asks ECJ? 

employed to make sawn timber and 

wood products while only 25 per cent is 

turned into pulp. And the rest – the bark, 

branches and treetops – is used to make 

bioenergy products.”

Metsä currently uses a mixture of fresh, 

recycled and mixed fibres to cater for mar-

ket needs. “However, we plan to increase 

our use of fresh fibres in future because 

we recognise the ongoing scarcity and 

quality issues relating to recycled fibres,” 

said Dewick. 

Also often portrayed as an industry “bad 

guy” is the chemicals sector – though this 

is usually by manufacturers of natural 

or chemical-free alternatives. However, 

today’s stringent rules concerning the use 

of hazardous chemicals are making them 

safer all the time. 

And the fact is, all cleaning systems 

have their merits and downsides accord-

ing to Greenspeed marketing manager 

Floor Loos. “There are certainly times 

where alternatives to chemicals such as 

ionised water and high pressure systems 

can be an efficient way of cleaning,” she 

said. “However, high pressure systems 

cannot be used on all types of surfaces 

while ionised water is incapable of remov-

ing all types of dirt and soil. 

“The big advantage of chemistry is its 

flexibility and the fact mixtures can be 

fine-tuned to deal with all types of dirt, 

surfaces and environments.”

She says today’s chemical manufactur-

ers are increasingly expanding their scope 

from that of simply reducing their impact 

on the environment to fitting into a real 

circular economy.

“Many companies are investing heavily 

in improving the sustainability of their 

products and production processes,” she 

said. “I believe this has really changed the 

traditional image of chemical manufac-

turing as an unsustainable industry. It’s 

certainly the case in the cleaning sector.”

She claims the environmental impact of 

products is becoming an increasingly im-

portant consideration for today’s custom-

10 | ECJ | Sustainable Cleaning - November 2019 

Sustainability is becoming more compli-

cated all the time as we strive to strike a 

perfect balance between people, planet 

and profit.

Everything we produce and consume 

now comes under scrutiny. Was it made 

ethically, from responsibly-sourced mate-

rials and by well-paid adults? How far did 

the raw materials travel in order to reach 

the production site? And at the end of its 

life, is the product recyclable - and what 

effect will it ultimately have on the planet?

In the cleaning and hygiene sector it is 

the paper and chemical industries that are 

often singled out for criticism. For exam-

ple, a widely-covered news story recently 

claimed toilet paper was becoming less 

sustainable all the time because a lower 

percentage of the world’s toilet tissue now 

comes from recycled paper. The article 

implied that it was our love of soft tissue 

products – along with the irresponsibil-

ity of paper manufacturers – that were 

combining to result in trees being felled to 

create virgin fibres.

But such statements are often mislead-

ing, says Essity’s communications director 

Reneé Remijnse. And they also miss the 

point. “When managed properly, trees are 

a great renewable resource which means 

paper from virgin fibre should not be not 

considered unsustainable,” she said. “It is 

easy to understand people’s concerns over 

paper-making since we all love forests and 

are aware of the critical role they play in 

the health of our planet. 

“So it is incumbent on paper manu-

facturers, suppliers and environmental Continued page 12
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THE FLIP SIDE

ers. “In the cleaning industry, ecological 

products with environmental certification 

are the new norm – and there have been 

notable innovations to make them safer 

both for people and for the environment,” 

said Loos.

Greenspeed offers highly concentrated 

formulas that are said to reduce packaging 

waste by at least 20 per cent compared 

with conventional chemical products. 

“We use green chemistry to create effi-

cient cleaning products from natural ingre-

dients and minerals,” said Loos. “These are 

sourced locally - preferably from renew-

able resources. And our cleaning agents 

are produced using renewable energy and 

have a minimal impact on the environment 

throughout their lifecycle while also  

being biodegradable.”

She says Greenspeed detergents contain 

neither harmful toxic substances nor vola-

tile organic compounds. “This means they 

have a minimal impact on human health.” 

Chemical companies are not generally 

portrayed as the cleaning industry’s “villain 

of the piece” as far as Kärcher’s head of 

detergents development Frank Ritscher  

is concerned.

Informed decision making

“Our customers are very satisfied with 

our products and give us feedback to this 

effect,” he said. “Also, we only use clean-

ing agents that actually increase cleaning 

efficiency. Plus our cleaning agents are as 

biodegradable as toothpaste - and who 

cleans their teeth without toothpaste?”

He claims that cleaning with chemicals 

can often be the most sustainable solution 

available. “The more effective a cleaning 

technique happens to be with the aid of 

an environmentally compatible cleaning 

agent, the more water and energy you can 

save,” he points out.

Kärcher invests heavily in  

sustainability and continually revises its 

formulas and raw materials, replacing 

them with more sustainable alternatives 

when appropriate. According to Ritscher, 

cleaning solutions based on ionised water 

cannot compete with chemicals in terms 

of cleaning performance. 

“Water-insoluble dirt such as grease and 

oil needs to be removed using surface-

D’après des travaux de recherche, le papier hygiénique 
est devenu moins durable parce que les fabricants sont 
de moins en moins nombreux à utiliser des matériaux 
recyclés. Dans le même temps, des entreprises recourent 
à des tissus en coton pour remplacer le papier dans le 
dessein de protéger l’environnement. Cependant, peut-
on avancer des arguments en défaveur de ces solutions 
prétendument durables ? Le recyclage est-il toujours 
la meilleure solution ? Nous cherchons à savoir si les 
prétentions de durabilité se justifient toujours, et si les 
solutions actuelles sont celles qui conviennent.  

Aus einer Untersuchung geht hervor, dass 
Toilettenpapier weniger nachhaltig wird, da weniger 
Unternehmen Recyclingmaterial verwenden. 
Unterdessen verwenden Unternehmen Baumwolltücher 
anstelle von Einwegartikeln aus Papier, um der Umwelt 
zu helfen. Aber gibt es irgendwelche Gegenargumente 
gegen diese so genannten nachhaltigen Lösungen? Ist 
Recycling immer die beste Lösung? Wir betrachten uns 
die Kehrseite der Nachhaltigkeitsbehauptungen, um 
herauszufinden, ob wir es richtig machen.  

A quanto emerge da una ricerca, la carta igienica sta 
diventando meno sostenibile in quanto un numero 
sempre minore di imprese utilizza materiali riciclati. 
Nel contempo, le imprese utilizzano panni in cotone 
al posto di panni monouso in carta per aiutare a 
preservare l’ambiente. Ma ci sono argomenti contrari 
alle cosiddette soluzioni sostenibili? Riciclare è sempre 
la soluzione migliore? Guardiamo dall’altro lato dei 
crediti di sostenibilità per scoprire se stiamo facendo la 
cosa giusta oppure no.

active substances and emulsifiers – and 

these can be of a natural origin,” he said. 

Kärcher offers highly concentrated chemi-

cals in 100 per cent recyclable packaging.

Diversey’s customers also understand 

how its products make their cleaning 

operations more efficient and sustainable, 

according to sustainability and CSR execu-

tive director Daniel Daggett. 

However, he adds attitudes to the 

chemical industry tend to be mixed. “Peo-

ple may not want chemical cleaning prod-

ucts - but they do want sanitary places in 

which to live, work, operate and receive 

healthcare,” he said.  “And they also want 

their food and drink to be safe.  So people 

who understand the purpose of cleaning 

products don’t see us as the ‘bad guy’.“

According to Daggett, chemical  

products continue to evolve due to regula-

tion, innovation and changing customer 

demand.  “Bio-based products are gain-

ing popularity for the real or perceived 

benefits they offer to people and the 

environment, while restricted substance 

lists continue to grow and target new 

chemicals that may have safety questions, 

data gaps or that might simply be wrongly 

associated with other substances of con-

cern,” he said.  

“Another trend in cleaning is a reduc-

tion in the use of chemicals due to the fact 

that tools, equipment and technology are 

making cleaning processes more efficient.  

The amount of product required to clean 

today is lower than it was in the past and 

this trend will continue driven by financial, 

social and environmental factors.”

So paper and chemical companies 

fully understand the perception of their 

products by some sections of society. 

And if anything this is prompting them to 

work even harder to come up with new 

sustainable solutions and to reduce the 

environmental footprint of their products 

and processes.

For example, Essity recently announced 

a major investment in a pulping facility in 

Germany that will enable tissue products 

to be made from wheat straw. “This pro-

cess uses significantly less water and en-

ergy than when using certified fresh wood 

fibre and turns an unused agricultural 

by-product into a new tissue fibre source,” 

said the company’s Renee Remijnse. 

Essity is also reducing the amount of 

waste produced from paper towels via 

Tork PaperCircle, a scheme that transports 

customers’ used towels to local mill and 

recycles them into new products.

Meanwhile, Metsä is developing its mills 

to enable them to use even more ad-

vanced technologies to manufacture fresh 

fibre products. The company is committed 

to ensuring that its mills are all fossil-free 

by 2030.

And Diversey uses a sustainability 

scorecard for all its products to identify 

additional ways in which environmental 

stewardship can be integrated. 

“Every cleaning solution has an environ-

mental footprint as well as a raft of safety, 

regulatory and cost issues that need to 

be taken into consideration,” said Dag-

gett. “Customers simply need to be able to 

make an informed decision.” 
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overseas where it ends up in the world’s 
oceans or is incinerated.  

There is still confusion among consum-
ers as ‘what’ and ‘how to’ recycle. The 
conversation around the use of plastics 
has been becoming louder over the past 
years – and it’s one the cleaning industry 
is listening to. For many of those in the 
industry – and for general consumers too 
- it was firmly bought to the fore when 
the BBC aired Blue Planet II, showing the 
catastrophic effect plastic waste is having 
on our oceans and marine life.

More recently, the ‘Greta effect’ is creat-
ing awareness with children and students 
who will become the decision makers of 
tomorrow. Greta Thunberg has single-
handedly raised awareness to a whole 
new level of the urgency of taking action.  
And needless to say, the use of plastics 
has a material impact on climate change 
through waste processes. Meanwhile, 
packaging manufacturers are wasting 
energy and resources creating more virgin 
plastic when there are already billions of 
reusable tonnes available. 

Make a difference

The cleaning industry has the potential 
to make a big difference. Nearly all clean-
ing products come in some form of plastic 
packaging – bottles of bleach, detergents, 
antibacterial sprays and many more. 

In research we conducted earlier this 
year, 60 per centof people said they are 
confused about which types of plastic 
packaging are the most harmful to the 
environment and a further eight of out 10 
said they would support clearer labelling 
of plastic packaging to help them deter-
mine its impact on the environment. 

It would certainly make it much easier if 
there was one definitive mark that clearly 
stated a product’s plastic credential, 
enabling operators to choose packaging 
that is diverting plastic from landfill - not 
adding to it.

This is why the RPR (Recycled Plastic 
Rating) mark came about; to have a rat-
ing which instantly shows the amount 
of recycled plastic content in packaging. 

SINGLE-USE PLASTICS

Industry must take action now

Following teen-activist Greta 
Thunberg’s campaign ‘Friday’s 
for Future’ and her recent Global 
Climate Strikes supported by 
over seven million young people, 
Mark Jankovich, philanthropist 
and activist writes for ECJ about 
the launch of a new Recycled 
Plastic Rating (RPR), mark that he 
hopes will increasingly be seen 
on plastic packaging, and how the 
cleaning industry can help take a 
stand against single-use plastics. 

That might be 30 per cent, it might be 40 
per cent, 70 per cent or 90 per cent.  But 
whatever the content, it will immediately 
show the purchaser exactly what they  
are buying and enable them to vote with 
their pocket.

Look out for the RPR mark

Currently, there 28 ‘marks’ in exist-
ence which are confusing. The RPR mark 
negates all of these – it means just one 
industry standard which is visible, recog-
nisable and instantly comprehensive. 

The RPR will enable all who work in the 
cleaning industry to see, at a glance, the 
exact plastic credentials of products they 
are using – and make necessary changes 
to other, more eco-friendly brands, if 
needs be. 

Launched in September at the House 
of Commons, the Government is being 
lobbied to get behind the RPR mark with 
growing calls to make it a mandatory 
requirement on all plastic packaging. From 
the early responses, it looks set to be 
adopted far and wide across many sectors 
and industries.

The real power is in the cleaning 
industry uniting as a whole. The weight 
we carry as a combined industry is huge. 
The UK’s cleaning industry alone is worth 
almost €13 billion (around £12 billion); let 
alone the rest of Europe. 

In order to turn this ‘plastic crisis’ on 
its head we need to all align our choices. 
We need to align on only using products 
with packaging that has been recycled. We 
need to consciously specify we will only 
work with suppliers who package prod-
ucts responsibly – that way the suppliers 
who don’t have no option but to bring to 
market products that are made from recy-
cled plastic or risk going out of business. 
If we don’t buy their plastic products, they 
can’t sell them – it’s simple

We also need to align on not accepting 
excuses. Excuses that claim using 100 
per cent recycled plastic in packaging isn’t 
possible right now. It is completely possi-
ble. I know this because we have done it at 

It’s staggering, and sobering, to realise 
the damage plastic is doing to our planet.  
Three hundred million tons of plastic are 
produced annually  and eight million tons 
of plastic (a dump truck a minute) ends up 
in our oceans each year. Of those, 236,000 
tons are micro plastics  – tiny pieces of 
broken-down plastic smaller than a little 
fingernail. It is estimated that by 2050 
there will be 12 billion tons of plastic  
polluting the natural environment and 
more plastic in oceans than there are fish 
(by weight) .

In February 2019 the UK government 
joined forces with major global brands and 
a number of European countries to agree 
a National Pact on plastic packaging.  The 
National Pact not only sets a target that 
seeks to deliver 30 per cent recycled con-
tent in all plastic packaging by 2022, but 
also looks to ban the use of EPS by 2022 
(otherwise known as expanded polysty-
rene) which takes thousands of years to 
break down in food containers and single 
use cups.  

Both France and the UK have pledged to 
do more to ensure plastic is recycled and 
are looking to achieve 60 per cent of plas-
tic packaging effectively recycled by 2022.  
That’s ambitious target when we consider 
it is estimated that only nine per cent of 
the world’s single use plastic is currently 
recycled – the rest going into landfill or Continued page 14
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SINGLE-USE PLASTICS

our cleaning products business. It wasn’t easy to achieve – it took 

six years to perfect and there were many difficulties along the 

way – but if a small business like us can do it, there is no reason 

why the ‘big boys’ within the cleaning sector can’t do the same. 

It’s largely about collaboration. If each professional reading this 

decided that today they would take action and make today the 

day they committed to using products with above 30 per cent 

recycled packaging, bit by bit change would happen.

The task is a mammoth one – it’s about each and every person 

in the industry making changes. It’s about cleaning companies 

changing suppliers. It’s about suppliers changing manufacturers. I 

come back to the old saying ‘together many raindrops make  

an ocean...’

This action will divert single-use plastic from going into the 

environment and circle it back as a totally new product. It will help 

to eliminate tens of thousands, if not millions, of tons of plastic 

ending up in our oceans and in our natural world each year. The 

effects of plastic on the environment will start to slow down. It’s 

action that we take together, as a united cleaning industry, that 

will have the real power behind it. We urge everyone in the indus-

try to stand together, with one voice, and one vision, and work 

together to make this happen.

delphiseco.com

Dans le sillon de 
la campagne de 
la jeune activiste 
Greta Thunberg et 
des protestations 
climatiques mondiales 
menées par plus de 
sept millions de jeunes 
gens, Mark Jankovich, 
philanthrope et 
activiste, parle à ECJ 
du lancement d’une 
nouvelle notation du 
recyclage de matières 
plastiques (Recycled 
Plastic Rating - RPR) 
dont il espère qu’elle 
figurera de plus en plus 
sur les emballages 
plastique, et préconise 
des mesures que 
secteur de la propreté 
pourrait prendre contre 
les matières plastiques 
à usage unique.  

Anknüpfend an 
die Kampagne 
„Fridays for Future“ 
der jugendlichen 
Klimaschutzaktivistin 
Greta Thunberg 
und ihre vor kurzem 
stattgefundenen 
globalen Klimastreiks, 
die von über 7 Million 
jungen Menschen 
unterstützt wurden, 
führt Mark Jankovich, 
Philanthropist und 
Aktivist, ein Gespräch 
mit dem ECJ. Darin geht 
es um die Einführung 
des neuen Zeichens 
„Recycled Plastic 
Rating (RPR)“, von dem 
er sich erhofft, dass 
es zunehmend auf 
Plastikverpackungen 
zu sehen sein wird. 
Außerdem geht er 
darauf ein, wie die 
Reinigungsbranche 
den Kampf gegen 
Einwegplastik 
unterstützen kann. 

Seguendo la campagna 
della attivista 
adolescente Thunberg 
‘Venerdì per il Futuro’ 
e i suoi recenti scioperi 
“Global Climate Strikes” 
sostenuti da oltre sette 
milioni di giovani, Mark 
Jankovich, filantropo 
e attivista  discute 
con ECJl del lancio di 
un nuovo Recycled 
Plastic Rating-RPR 
(valutazione plastica 
riciclata), il marchio 
che si spera verrà visto 
sempre più spesso 
sugli imballaggi di 
plastica e su come il 
settore del cleaning 
può aiutare a prendere 
posizione contro la 
plastica monouso.
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In the cleaning sector, the decisive 

fac  tor for success is productivity.  

When you increase your productivity, 

the direct consequence is that you  

also improve your operating result.  

To achieve this, you can start at var -

ious points. Or you can take a mixed 

approach. What you need to boost you 

to the next level is Kärcher Level Up. 

You can thus obtain tech nology, know-

how and services precisely in those 

areas that you wish to strengthen. Right 

up to the complete solution. 

YOU CAN  

ACHIEVE MORE

BLACK YELLOW MAGENTA CYAN
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LEVEL UP  

YOUR BUSINESS

CONSULTING 

SERVICEMACHINES & ACCESSORIES

CLEANING AGENTS &  

MANUAL TOOLS

SUSTAINABILITY &  

ENVIRONMENT

DIGITAL  

TRANSFORMATION

TRAINING

FINANCING SOLUTIONS & 

RENTAL

More information: 

www.kaercher.com/int/level-up
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Sustainability in business has become an 

increasingly popular topic as companies 

recognise the need to have a firm grip on 

their triple bottom line. Economic, envi-

ronmental, and social risks and opportuni-

ties abound in business, but creating an 

operations model that speaks directly to 

aspects of profits, people, and planet is 

not always easily attainable. The commer-

cial cleaning industry is no different. 

The evolution of this industry has seen a 

significant shift over the past few years, in 

large part due to innovations in the areas 

of robotics, IoT and cloud connectivity. 

These new technologies can be viewed 

and leveraged as a pathway to achieving 

greater sustainability in commercial clean-

ing. Whether it’s time efficiency, resource 

conservation, or an improved worker 

experience, sustainable outcomes can all 

be greatly supported by adoption  

and proper utilisation of the aforemen-

tioned technologies. 

One prime example of the industry’s 

new paradigm shift is seen in the rollout 

of autonomous mobile robots for com-

mercial cleaning. Floor scrubbers and 

mid-size vacuum cleaners can work 

alongside cleaning operatives rather than 

being dependent on them for the entire 

operation. Cleaners can use these robots 

as effective tools, while still being needed 

on the front and back end of the robotic 

process. Specifically, when using a robotic 

floor scrubber, an individual is required to 

set up the machine, drive it to the area it 

needs to work, and determine what the 

cleaning needs are for that area. On the 

back end, teams perform basic mainte-

nance after machines have completed 

their work for the shift. This collaborative 

framework automates the heavy lifting, 

freeing up team members for other more 

important or more profitable tasks. 

These smart machines provide greater 

consistency in everyday operations (ie, will 

do the same thing every day), ensuring 

improved power consumption, a longer 

run time, and decreased wear and tear on 

both the machine and the facility. In turn, 

THE ROLE OF TECHNOLOGY

Robots and data

Sustainability in business has 

become an increasingly popular 

topic as companies recognise 

the need to have a firm grip 

on their triple bottom line. 

Economic, environmental, and 

social risks and opportunities 

abound in business, but creating 

an operations model that speaks 

directly to aspects of profits, 

people and planet is not always 

easily attainable. Sandy Agnos at 

Brain Corp looks at how robotics, 

IoT, and cloud connectivity can 

play a part. 

the robots also utilise less water  

and chemicals...further contributing to  

an overall improvement in cost and  

capital efficiencies.

Perhaps even more impactful to the 

industry’s move towards sustainability is 

the potential power of the data generated 

by these robots. Reporting allows cleaning 

managers to optimise workflow and vali-

date cleaning performance, ensuring that 

they are completing their work in the most 

efficient way possible. Machine diagnos-

tics let users know when and if something 

needs to be fixed - resulting in less time 

and money being spent on maintenance. 

What’s more, these cleaning machines 

can be viewed through a broader lens 

- specifically that of ‘mobile IoT’ hubs, 

collecting data and generating insights 

across a variety of use cases. These 

robots could conceivably measure room 

temperature, check for dangerous spills, 

scan shelves for inventory management 

- the possibilities are vast and still largely 

unknown to us. Additional capabilities  

could provide managers with valuable 

reporting used to further encourage sus-

tainable practices. 

It’s inevitable that IoT applications, 

while currently somewhat disparate, will 

become increasingly integrated and relied 

upon over time. Whether generated by a 

robot, building sensor, or smart device, the 

resulting data streams can and will be uti-

lised across these nodes of connectivity to 

ensure optimal workflows and energy effi-

ciencies throughout facilities. For example, 

a specialised building sensor may measure 

people flow and provide reporting around 

space utilization. This data could be used 

to ‘tell’ a robotic floor scrubber to clean 

more often in certain areas, or alert work-

ers as to when bathroom consumables 

might need to be replaced. All of these 

data streams might be integrated through 

a digital dashboard, allowing users to 

manage their staff, robot fleets, consump-

tion, and cost all in one place in the most 

optimal way. 

The commercial cleaning industry has 
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THE ROLE OF TECHNOLOGY

and will continue to innovate in order to 

achieve increasingly sustainable practices. 

Leaders have already developed ways to 

provide enhanced cleaning performance 

with value-add products like electrolysed 

water, specialised air filters, and tank de-

bris catching systems. These innovations 

will be further complemented and made 

all the more impactful by the next wave of 

robotics and data. Smart machines and de-

vices, coupled with reporting and insights, 

will serve to support sustainable practices 

at every level of the commercial cleaning 

industry, ensuring an effective approach to 

the triple bottom line. 

www.braincorp.com

L’application des principes de la durabilité dans 
les activités industrielles et commerciales est un 
thème toujours plus médiatisé, et les entreprises 
reconnaissent aujourd’hui la nécessité de maîtriser 
le triple impératif de base de leur activité. Les 
risques et les opportunités aux niveaux économique, 
écologique et social ne manquent pas dans les 
affaires, mais il n’est pas toujours possible de créer 
un modèle d’exploitation répondant aux exigences de 
la rentabilité, du bien-être humain et de la planète. 
Sandy Agnos et Brain Corp examinent la contribution 
que peuvent apporter dans ce contexte la robotique, 
l’Internet des objets et la connectivité sur le cloud. 

Nachhaltigkeit hat sich in der Geschäftswelt zu 
einem immer beliebteren Thema entwickelt, da 
Unternehmen erkennen, wie wichtig es ist, ihre „Triple 
Bottom Line“ fest im Griff zu haben. Wirtschaftliche, 
ökologische und soziale Risiken und Chancen sind 
im Geschäftsleben reichlich vorhanden, aber ein 
Betriebsmodell zu entwickeln, das die Aspekte Profit, 
Mensch und Planet unmittelbar anspricht, ist nicht 
immer einfach zu erreichen. Sandy Agnos von Brain 
Corp betrachtet, wie Robotik, Internet der Dinge und 
Cloud-Konnektivität dabei eine Rolle spielen können. 

La sostenibilità nelle attività è diventata un 
argomento sempre più popolare in quanto le aziende 
riconoscono la necessità di avere una salda presa 
sulla loro tripla linea di fondo. I rischi economici, 
ambientali e sociali e le opportunità abbondano nelle 
attività commerciali, ma creare un modello di gestione 
che parla direttamente agli aspetti dei profitti, delle 
persone e del pianeta non è sempre facilmente 
ottenibile. Sandy Agnos alla Brain Corp prende in 
esame come robotica, IoT e connessione cloud 
possono contribuire.
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Letting the water run for minutes at a 

time is no longer necessary:  in high- 

traffic washrooms the right tap systems 

and dispensers will result in enormous 

savings while maintaining a high degree  

of hygiene.”

She says smart solutions can help to 

train the behaviour of washroom visitors, 

making it easy for them to use only as 

much as is necessary. The sensor-oper-

ated CWS SmartWash system is said to 

reduce the quantity of water required for 

each hand wash by up to 90 per cent while 

cutting soap consumption by up to 60 per 

cent. CWS also offers cotton towels which 

is claimed to result in 95 per cent less 

waste than paper towels.

Managing director of Metsä Mark De-

wick agrees that consumption control is a 

key issue in terms of improving washroom 

sustainability. “If you ensure the correct 

amount of tissue is used and wastage is 

eliminated, this will reduce the amount of 

product required which will in turn reduce 

the transport footprint,” he said. ”So it’s  

a win:win.”

Dispensing systems can be instrumen-

tal in helping to reduce paper consump-

tion, according to Dewick. “The aim is not 

to limit its use, but to make it harder for 

visitors to waste the product,” he said. 

“Paper-breaks in the system will stop  

rolls from freewheeling while dispens-

ers that give out only one sheet of paper 

at a time will result in users taking out 

only what they need. And high volume 

dispensers will prevent the issue of spare 

rolls being stolen. 

“These things will all help to improve 

usage patterns while lowering the prod-

uct‘s footprint.”

He says Katrin washroom systems offer 

paper in self-presenting sheets to avoid 

the user having to reach into the dis-

penser and then grab too much product. 

“There is also a wheel brake on our toilet 

roll systems to avoid freewheeling, which 

again reduces waste,” he said. 

Like Metsä, Essity’s policy is to develop 

solutions that help to reduce consump-

THE BIGGER PICTURE

The sustainable washroom

Washrooms are a vital part of our 

lives. But could they become more 

sustainable? Washroom hygiene 

companies give their views - and 

ECJ looks at the bigger picture.

tion according to communications director 

Reneé Remijnse.

“Our hand towel systems offer one-

at-a-time dispensing and our refills are 

compressed to reduce the CO2 transpor-

tation impact,” she said. “For example, our 

Tork PeakServe bundles are compressed 

by 50 per cent.”

Essity has also launched the Tork 

PaperCircle scheme whereby customers’ 

used paper hand towels are collected and 

taken to local mills for recycling into new 

tissue products. According to Remijnse 

this can help businesses go circular, re-

ducing their carbon emissions from paper 

towels by 40 per cent and cutting the 

waste produced from towels by  

20 per cent.

Educating washroom users

“This is a one-of-a-kind recycling 

service and after successful pilots with 

partners in Germany and the Netherlands, 

we are now offering Tork PaperCircle in 

more European markets,” she said.

Another way in which sustainability can 

be improved is by educating washroom 

visitors, she says. “Providing good com-

munication on how they can contribute to 

the environment by taking fewer towels, 

turning off taps, etc will help to improve 

sustainability,” she said. “And of course 

automatic light switches, water saving 

systems and sensor taps will contribute.”

Washrooms face multiple eco challeng-

es according to Airdri marketing manager 

Trudi Osborne. “These include the over-

use of water, paper towel wastage and the 

energy consumption of hand dryers,” she 

said. “This is why sustainability should be 

at the heart of any procurement decision.”

When it comes to hand dryers there 

are two sustainability factors to consider, 

she says: energy efficiency and lifespan. 

“Investing in a hand dryer that will go the 

distance while keeping running costs to a 

minimum is key,” she said. “Hand dryers 

need energy to power them but there 

are many on the market that consume 

fewer than 1,000 watts.” She says the 

Airdri Quazar and the Airdri Quantum both 
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Washrooms are a basic necessity of life. 

But from a sustainability point of view 

they can be extremely wasteful.

Around 30 per cent of the water we em-

ploy at home is used for flushing the toilet, 

which means the quantity of water used 

in public washrooms worldwide – where 

automatic flush systems are in place and 

where taps are often left to run unchecked 

– is incalculably huge.

Public toilets also require energy for 

heating, lighting and operating hand 

dryers. And washroom visitors are major 

consumers of paper in the form of toilet 

tissue and paper towels. 

So, what are the sustainability issues 

that need to be addressed in the public 

washroom? The response from manufac-

turers tends to reflect their own product 

portfolios with air dryer companies point-

ing out the wastefulness of paper; tissue 

companies referring to the energy burden 

of air dryers, and pioneers of waterless 

systems claiming that excess water con-

sumption is the key issue.  

But in a way, all of them are right and 

the use of water, energy and paper all 

needs to be reduced to achieve a more 

sustainable washroom. This is certainly 

the view of senior hand hygiene product 

manager at CWS Fatima Rose.

Running water

“If sensors are not employed as a re-

strictive measure, many visitors will leave 

the water running for too long; they will 

cover the seat with toilet tissue and they 

will use more paper towels than is actually 

necessary,” she said. “The lights are also 

often left on after people have left.

“Sensors integrated in doors, dispensers 

and toilets will help to ensure the correct 

amount of water or product is dispensed. 
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THE BIGGER PICTURE

require particularly low levels of energy. 
Excessive water consumption is today’s 

most urgent sustainability issue according 
to WhiffAway Group’s finance and market-
ing manager Georgina McLean.

“In developed countries, urinal flushing 
accounts for up to 18 per cent of total wa-
ter consumption and each standard urinal 
flush wastes an average of 157,000 litres 
of water a year,” she said.

McLean claims the company’s Water 
Warrior technology takes flushing levels 
down to zero. “Environmental savings are 
therefore achieved from day one and our 
waterless urinals can be retro-fitted to 
existing facilities,” she said. The system is 
also said to save energy since no water-
pumping is required. 

Water, energy and consumables can all 
be used far too liberally in the washroom 
says Nikki Phillips, divisional manager 
washrooms and waste management of 
the AM Services Group.

“The washroom is an area where  
commercial organisations can really sup-
port sustainability, adding value to the 
business while also making savings,”  
she said. “However, it is often the area 
most overlooked by the people managing 
the facilities.”

Supporting customers

She says the water used in toilets, 
urinals and basins can account for up to 90 
per cent of a company’s water consump-
tion whereas only one per cent is used for 
cleaning. “This is clearly an area where 
service providers should be supporting 
customers with advice on water and urinal 
flush management systems along with 
other water-reducing products,” she said.

AM Services’ Sensaflush urinal flush 
management system is said to control 
water usage by intuitively regulating the 
frequency of flushing, while its ES50 Water 
Management System uses pre-set func-
tions to allow companies to control the 
number of times a day urinals are flushed.

Intuitive hand towel dispensers and 
sheet-by-sheet toilet roll dispensers will 
both help to reduce consumption, she 
says. “Jumbo toilet rolls and larger soap 
dispenser refills will also last longer and 
reduce the amount of transport and pack-
aging required,” said Phillips.

Les toilettes collectives constituent une nécessité 
de la vie. Cependant sur le plan de la durabilité, ils 
peuvent être source d’un grand gaspillage. À titre 
d’exemple, 30 pour cent de l’eau que nous utilisons à 
domicile sert au rinçage de sanitaires. Cela signifie que 
la quantité d’eau utilisée dans des toilettes collectives 
à travers le monde - qui font appel à des chasses 
d’eau automatiques et dont les robinets restent 
souvent ouverts et non surveillés - est énorme.

Waschräume sind eine Lebensnotwendigkeit. Aber 
aus der Perspektive der Nachhaltigkeit können sie 
äußerst verschwenderisch sein. Beispielsweise 
entfallen rund 30 Prozent des häuslichen 
Wasserverbrauchs auf das Spülen der Toilette. Das 
bedeutet, dass die Wassermenge, die weltweit in 
öffentlichen Waschräumen verbraucht wird, wo 
automatische Spülsysteme eingesetzt werden und 
Wasserhähne häufig ungehindert laufen gelassen 
werden, unermesslich groß ist. 

I bagni sono una necessità basilare della vita ma 
dal punto di vista della sosteniblità possono essere 
estremamente dispendiosi e fonte di spreco. Circa il 
30 per centro dell’acqua che utilizziamo a casa per 
esempio è usata per lo sciacquone del wc., il che 
significa che la quantità di acqua utilizzata nei bagni 
pubblici a livello mondiale, dove sono in funzione i 
sistemi automatici di sciacquoni e dove i rubinetti 
vengono spesso lasciati aperti senza controllo, è 
enorme e incalcolabile.

“It is important that clients, suppliers 
and service providers all recognise they 
need to work together to educate each 
other and end-users, pooling ideas and 
innovations and establishing the wash-
room as a central focus for making positive 
changes to reduce environmental impact.”

Managing director of Cromwell Poly-
thene James Lee claims there should be no 
trade-off between effective products and 
sustainability in the washroom. “Sustain-
ability is a central part of most facilities’ 
management strategies, encompassing 
reduced energy and water use along with 
increased recycling rates,” he said. “So it  
is important to choose responsibly  
sourced materials with the lowest  
carbon footprint.”

The company’s LowCO2t refuse sacks 
and washroom bin liners have been de-
signed to use minimal resources and incor-
porate a lower volume of plastic.

Small changes can make all the dif-
ference to a washroom’s sustainability, 
according to Sofidel’s AFH business direc-
tor Alessandro Antonelli. “In our view, the 
key sustainability issues that need to be 
addressed in public toilets include the op-
timisation of dispensing systems to reduce 
waste and the reduction in the frequency 
of replacing rolls;” he said. Sofidel’s Full 
Tech dispensing system is said to provide 
a long-lasting supply of paper since each 
refill contains the equivalent of up to 14 
conventional rolls.

So commentators agree that a reduc-
tion in paper consumption; an efficient 
use of energy and innovative water-saving 
systems will all help to reduce the environ-
mental footprint of our washrooms. But 

these moves are arguably the tip of the 
iceberg when looking at the bigger picture.

Over the past eight years, the Bill  
and Melinda Gates Foundation has  
invested more than $200 million in 
reinventing the humble loo to improve 
sustainability worldwide while providing 
much-needed sanitation in areas of devel-
oping countries.

Reducing impact

The foundation’s latest toilet innova-
tions are capable of purifying water waste 
and turning solids into fertilisers. They will 
operate off the grid without the need for 
any piped-in water, a sewer connection 
or outside electricity source and they cost 
less than $0.5 per day to operate. And 
some of the current prototypes are either 
solar-powered or generate their own 
energy mechanically.

The Gates Foundation has also invested 
heavily in grants for a company called 
Tiger Toilets which has come up with a 
loo that requires no traditional flushing or 
sewer hook-up. Instead, it uses faeces-
eating worms that consume human waste 
and leave behind a mix of water, carbon 
dioxide and a small amount of nutrient-
rich compost.

These are exciting new moves that are 
all designed to reduce the environmen-
tal impact of the washroom on a global 
scale while increasing the percentage of 
the population with access to toilets. But 
while looking to the future is crucial, it is 
also vitally important that manufacturers 
and businesses continue to do whatever 
they can to save precious resources in the 
washrooms of the present.
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With the rapid growth of the environ-

mental movement, attendees considered 

whether failing to meet high environmen-

tal standards will soon become socially 

unacceptable. The vast amount of single-

use plastic we dispose of may become a 

part of the past, looked back on in much 

the same way as smoking indoors. This 

possibility is an incentive for businesses to 

stay ahead of the curve and lead the way 

in creating sustainable initiatives.

One attendee observed many individu-

als find it more challenging to behave in 

a sustainable way and minimise plastic 

waste in the workplace than they do at 

home. This was generally agreed upon 

and a number of others shared changes 

they had successfully implemented in the 

workplace, particularly reducing plastic 

cutlery and cups. While there is greater 

awareness of these issues and many 

businesses are adapting, there are still 

challenges in getting buy-in from senior 

staff. Starting to educate staff at all levels 

is vital. Disincentivising the use of dispos-

able plastics in the workplace, for example 

by charging for cups and not having plastic 

options on display, is only a small step 

that doesn’t necessarily lead to staff mak-

ing similar choices elsewhere. Education is 

a key aspect in making long-term change. 

Changing practices in the workplace also 

places pressure on suppliers, increasing 

the influence an organisation has.

The discussion did touch on the role of 

recycling. Meek commented that to be 

truly effective, recycling must be a closed 

loop, which the sector is yet to achieve. 

Even in cases where the technology is 

available to fully recycle materials, this 

may not happen for a number of reasons. 

Separating materials before collection 

is notoriously unclear since different com-

panies and councils have the capability to 

recycle different materials – there are 39 

different UK council rules for what can be 

put in plastic recycling collections. Label-

ling recycling bins clearly will aid this but 

mixed-material packaging such as card 

sandwich boxes with a plastic film may 

ROUND TABLE DISCUSSION

Sharing sustainable ideas

Cleaning company Churchill  

Group hosted a round table 

discussion for its customers on 

the theme of sustainability issues 

in the facilities management 

sector. Antony Law, its managing 

director, writes for ECJ.

need to be separated into their constitu-
ent parts, something which can easily be 
forgotten or disregarded. The consensus 
among attendees was that while recycling 
and waste management is incredibly im-
portant, it will be more effective at present 
to focus on waste reduction.

Circular economy

Churchill’s own standpoint on the case 
for a circular economy encompassed these 
opinions well. A circular economy is not 
‘just’ about recycling; it is about operating 
within a regenerative system that focuses 
on all stages of a product’s life cycle 
including its production, maintenance, 
its potential re-use or re-manufacture. 
Resource use should be minimised, and 
products should be kept in productive 
loops as long as possible, including their 
waste. But how can this be achieved?

There was discussion over whether 
the transition to minimal or zero waste 
would be led by a slow change in outlook 
and behaviour or an overnight change 
in legislation. One attendee pointed out 
plastic bags use in shops changed virtu-
ally overnight and speculated this could 
be replicated with other polluters. She 
referred back to the previously mentioned 
issues on packaging food products, ac-
knowledging there are changes which will 
take much longer such as finding alterna-

tive means of packing food.
The discussion moved on to the clean-

ing industry. Churchill uses a chemical-
free cleaning product and each client at 
the round table has at least one building 
which had adopted the product. There are 
naturally challenges which arise when 
working practices change. Despite this, 
each client is delighted with its transition 
to the new product. The main challenge 
many voiced was convincing the cleaning 
staff that chemical-free cleaning is equally 
as effective as traditional products. This 
highlights the need for better education 

and training, as well as better practices.
Attendees agreed they would be more 

likely to buy from a company with demon-
strable ecological credentials, which is a 

22 | ECJ | Sustainable Cleaning - November 2019 

Recently The Churchill Group’s high-
specification cleaning service, Portfolio, 
hosted a round table for its customers 
on sustainability issues in the facilities 
management (FM) sector. A selection of 
clients from a range of industries within 
the sector attended and were joined by 
Amy Meek from the charity Kids Against 
Plastic (KAP). Churchill has been working 
with KAP throughout this year. 

Meek, who set up KAP with her younger 
sister Ella as a means of addressing 
plastic pollution,started proceedings by 
introducing KAP’s main campaign, ‘Plastic 
Clever’. This aims to address the issue of 
the four biggest plastic polluters: bottles, 
straws, coffee cups and lids, and plastic 
bags. Plastic Clever is applicable across 
numerous sectors and while going plastic 
free is near impossible as things stand, 
Meek stressed there are many realistic 
changes which can make a big impact. 
With Generation Z playing a huge role in 
current environmental campaigns, it is 
becoming clear to many organisations 
with younger workforces that sustainable 
practices are the way forward.

Plastic pollution

With a diverse array of industries 
present, it quickly became apparent each 
faces similar but unique challenges. In 
catering and food delivery, for example, 
single-use plastics abound and the chal-
lenge has been to encourage end users to 
use alternatives, such as crockery in cafes. 

A number of attendees mentioned the 
fact David Attenborough’s Blue Planet se-
ries had stirred their own and the public’s 
consciousness on environmental issues. 
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ROUND TABLE DISCUSSION

consumer trend we are seeing throughout 

the UK. One client noted that Churchill’s 

push for more sustainable practices was a 

large part of the reason they entered into 

the partnership. Despite this, clients found 

communicating success stories on sus-

tainable initiatives was a challenge. Many 

had no clear communication channel. Get-

ting involved in volunteering projects such 

as partnerships with KAP and staff litter 

picks offered platforms through which 

companies could communicate the impor-

tance of their goals and draw awareness 

to sustainability issues.

No one-size-fits-all solution

When asked for their main takeaways, it 

was clear that different sectors, and even 

different groups within organisations, have 

different cultures. In a diverse workforce, 

there is no one-size-fits-all solution to 

sustainability. However, there are plenty 

of great initiatives already in place as 

well as room for further improvement. 

Any catalyst for change, such as an office 

refurbishment or digital transformation, 

is a potential starting point to overhaul a 

company approach to the environment. 

Better communication

Regardless of the approach, commu-

nication is key. Many attendees noted 

in their takeaways they don’t feel they 

communicate the work they do and the 

importance of it enough. By sharing 

methods and successes, a sustainable ap-

proach will spread through the industry. In 

turn, recognising these successes will aid 

internal buy-in and encourage contractors, 

suppliers and other partners to make bet-

ter choices. 

Churchill recognised the power of 

bringing together like-minded organisa-

tions in the process of creating a more 

environmentally responsible world. There 

have been suggestions of hosting similar 

events more regularly in order to keep 

the momentum going. Transformation 

and innovation are clearly vital, but small 

continuous steps are what maintains 

progress. Internal education of staff will 

change the sector’s mindset and create 

the step-change necessary.

The insight from a diverse group 

representing a number of industries in 

the FM sector gave Churchill a base from 

which to further develop its sustainable 

practises and understand how best to 

engage clients and stakeholders with the 

issue. FM, as a sector that is so integral 

to the functioning of other sectors, has 

real potential to take the lead in creating 

sustainable practices and influence others 

to adopt them. 

www.churchillservices.com

L’entreprise de propreté Churchill Group a récemment 
organisé une table ronde à l’intention de ses clients sur 
des enjeux de la durabilité dans le secteur des services 
d’installation. On y a notamment discuté de la pollution 
par les matières plastiques, de questions de recyclage, 
de produits de nettoyage et de la diffusion de messages 
en faveur de pratiques de durabilité.

Das Reinigungsunternehmen Churchill Group 
veranstaltete vor Kurzem eine Diskussionsrunde für 
seine Kunden zum Thema Nachhaltigkeitsprobleme im 
Bereich Facility Management. Unter anderem wurden 
Plastikverschmutzung, Recycling, Reinigungsprodukte 
und die Weiterverbreitung nachhaltiger Praktiken 
diskutiert.

L’impresa di pulizia Churchill Group ha tenuto di 
recente una tavola rotonda per i suoi clienti sul tema 
delle questioni  della sostenibilità nel settore dei 
servizi alle strutture. Fra gli argomenti trattati c’erano: 
l’inquinamento causato dalla plastica, riciclare, i prodotti 
di pulizia e spargere la voce riguardo  i metodi di lavoro 
sostenibili.
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Cleaning agent specialist 

InnuScience has prioritised 

plastic reduction by focus-

ing on concentrates and using 

recyclable plastid and Post-

Consumer Recycled Plastic 

(PCR). The company insists on all 

its products possessing ultimate 

biodegradability of 99.99 per 

cent – according to OECD test 

301 - and all cleaning solutions 

are Ecologo or Ecolabel certified.

InnuScience’s range of sustain-

able packaging comprises: recy-

cled HDPE material; bio-based 

material; and PCR material.

innuscience.com  

Less plastic• Le spécialiste des solutions 
de nettoyage InnuScience 
s’emploie à utiliser des matières 
plastiques recyclables dans ses 
conditionnements. 
• Le nouveau nettoyeur haute 
pression PW-E100 de la société 
IPC est composé à 90 pour cent 
d’éléments recyclables. 
• Kärcher prévoit d’introduire des 
agents de nettoyage écologiques 
sous l’appellation eco!perform.
• Le bien-être, la circularité et le 
rendement maximum sont les trois 
axes de la politique Tork en matière 
de durabilité.
• Grâce à sa technologie sans eau, 
désignée Water Warrior, la société 
WhiffAway parvient à réduire à zéro 
la consommation d’eau de rinçage 
d’urinoirs.  
• La gamme SURE de nettoyants 
Diversey contient des ingrédients 
végétaux et présente une 
biodégradabilité de 100 pour cent. 

• Der Spezialist für 
Reinigungslösungen InnuScience 
legt jetzt den Schwerpunkt auf die 
Verwendung von recycelbarem 
Kunststoff in seiner Verpackung
• Der neue Hochdruckreiniger PW-
E100 von IPC wir zu 90 Prozent 
aus recycelbaren Komponenten 
hergestellt.
• Kärcher wird umweltfreundliche 
Reinigungsmittel unter dem Namen 
eco!perform anbieten.
• Wohlbefinden, 
kreislaufwirtschaftlichen 
Bestrebungen und Mehr aus 
Weniger – dies sind die drei 
wichtigsten Schwerpunktbereiche 
der Nachhaltigkeitsrichtlinien bei 
Tork.
• Mit der wasserlosen 
Urinaltechnologie Water 
Warrior von WhiffAway wird der 
gegenwärtige Wasserverbrauch 
beim Spülen auf null reduziert. 
• Die Produktfamilie SURE 
mit Reinigungslösungen von 
Diversey enthält Inhaltsstoffe auf 
Pflanzenbasis und ist vollständig 
biologisch abbaubar.

• La InnuScience, specializzata 
in soluzioni di pulizia, si sta 
concentrando sull’uso di plastica 
riciclata per le sue confezioni.
• La nuova idropulitrice ad alta 
pressione PW-E100 prodotta dalla 
IPC è prodotta per il 90 per cento 
con compenenti riciclabili.
• Kärcher propone dei detergenti 
compatibili con l’ambiente 
commercializzati con il marchio 
eco!perform.
• Benessere, circolarità e ottenere 
di più con meno – queste sono le 
tre aree principali di interesse per la 
politica di sostenibilità della Tork.
• La tecnologia per urinatoi 
senz’azqua Water Warrior della 
WhiffAway porta lo scarico 
dell’acqua del WC dai livelli attuali 
a zero.
• La linea di detergenti SURE della 
Diversey contiene ingredienti a base 
di piante ed è biodegradabile al 100 
per cento.

Low on energy

SURE is the range of vegetal-

based cleaning solutions for 

kitchen, building and personal 

care from Diversey. These for-

mulas are said to be 100 per 

cent biodegradable by natural 

processes as they contain plant-

based ingredients and are free 

from artificial perfumes and 

dyes, quat, chlorine, phosphate 

and oxide compounds. 

Ingredients are derived from 

renewable sources – by-prod-

ucts of the agro-food industry 

and originating from sugar beet, 

maize, straw bran, wheat bran 

and coconut. 

www.diversey.com

IPC’s new PW-E100 high pres-

sure cleaner is made up of 90 

per cent recyclable components 

and features electric heating for 

safe indoor use. 

This machine also features 

MSC technology which reduces 

energy consumption and 

maintenance costs through a 

self-diagnostic system. Other 

features include DTS Delayed 

Total Stop system and Intelligent 

Proportional Switch Off (IPSF) 

which switches it off completely 

after a period of inactivity. 

www.ipcworldwide.com  

Money saving

Vegetal-basedWell-being, circularity and more 

from less – these are the three 

main focus areas of the Tork 

sustainability policy.

The latest Tork Sustainable 

Life Trend Report sets out the 

brand’s key ambitions. “We aim 

to raise hygiene standards for 

everyone while also improving 

well-being in the workplace,” 

says Essity’s communications 

director Reneé Remijnse. “We 

work on educating people on 

hand hygiene and trained more 

than 175,000 people last year.

“And by 2030 we want 60 per 

cent of all our innovations to be 

people-centric.”

Tork aims to design products 

and services for a circular soci-

Eco name

Kärcher is to offer environmen-

tally responsible cleaning agents 

for professional use under the 

name eco!perform. So far the 

line comprises products for 

building cleaning and vehicle 

washes that have been awarded 

international environmental cer-

tificates such as the EU Ecolabel 

or the Nordic Swan Ecolabel.

In the development of the 

eco!perform products, the 

company says the aim is to 

not only reduce environmental 

pollution, but at the same time 

comply with sustainable criteria 

throughout the entire product 

Three targets

WhiffAway Group says its 

Water Warrior waterless urinal 

technology takes water flushing 

from its current levels to zero, 

so environmental savings are 

achieved from day one. The sys-

tems require no harmful chemi-

cals and less waste needs to be 

treated further downstream.

ety, among them Tork PaperCir-

cle, a recycling service for paper 

hand towels. This programme 

takes customers’ used paper 

towels to local recycling facilities 

and turns them into products 

such as toilet tissue and hand 

towels. The service is said to be 

capable of reducing a customer’s 

carbon footprint for hand towels 

by 40 per cent.

The Tork “more from less 

policy” is about supporting 

sustainable consumption and 

ensuring all Tork dispensers are 

designed to naturally reduce 

over-use and waste by giving 

out one sheet of paper or shot of 

soap at a time.

www.tork.co.uk

life cycle. So no substances that 

could be dangerous to health 

or environment are used in 

production. The fragrances and 

dyes used meet the standards 

of the international ecological 

certification, while contain-

ers also match requirements 

regarding weight, composition 

and recycling.

eco!perform products are also 

economical in dosing, so only 

small amounts are necessary.

www.karcher.com 

The system – which can be 

retrofitted – offers water sav-

ings as well as other embedded 

energy/carbon energy savings. 

www.whiffaway.com 
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Please tick just one box in each section.

Your company’s main business activity:
q  Factory & industrial premises
q  Offices & commercial premises 
 (including banks)
q  Contract cleaning/cleaning services
q  Distributors/wholesalers
q  Health authorities/hospitals/ 
 nursing homes
q  Central and local government
q  Hotels/catering/recreation 
 (including leisure centres)
q  Education establishments 
 (including universities, schools & colleges)
q  Other (please specify)

Number of company employees:

Are you personally responsible for purchasing 

or specifying machinery, materials, products, 

equipment or support services used in the 

cleaning and maintenance of non-domestic 

establishments?  q Yes  q No

q  None of the above.

Reader registration form

Sustainable Cleaning - November 2019
To receive ECJ free of charge (subject to qualification), complete the form below.

Name  ....................................................................................

Job title  ................................................................................

Company  ...............................................................................

Address  ................................................................................

Postal code  ............................................................................

Country  .................................................................................

Tel  ........................................................................................

Fax  ......................................................................................

E-mail  ..................................................................................

Web site  ................................................................................

Please sign here only if you wish to receive a regular copy of 
European Cleaning Journal (the publisher reserves the right to 
accept or refuse application).

Signature .........................................  Date...................

Fax your completed form to European Cleaning Journal on  
+44 1494 792223. Or register online at  

www.europeancleaningjournal.com
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