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Torill is the Chief Carbon Reduction Engineer
of Tunley Engineering and leads the carbon
reduction team. Torill is passionate about
environmental protection and
decarbonisation and delights in mentoring the
carbon reduction team, taking pride in their
outstanding achievements and the quality of
their work. With a professional background
in engineering design, innovation, operational
and asset management, and an academic
background in biochemistry, chemical
engineering, business management, Torill
continues to apply creative problem solving
and leadership skills to her role. Her work at
Tunley Engineering has helped cut carbon
emissions by 50,000,000 kg of CO2e; she
works with companies to assess their Carbon
Footprint and develop roadmaps to net zero.

B

usinesses globally are looking
to reduce their carbon
footprints. This activity is being
driven by a number of factors.
It is both ethical business
practice to operate business
sustainably for the environment but it is
also smart for sustainable business
success. Demonstrating environment
leadership enhances business reputation,
retains and attracts customers, investors
and staff - and enhances market value.
Importantly marketplace trust will be built
by robust carbon accounting and genuine
action and genuine reporting. As the
environmental element of an ESG carbon
quantification and reporting must be
completed to a recognised standard and
methodology. This can follow the CDP
model (previously called the Carbon
Disclosure Project) and calculated in
accordance with The Greenhouse Gas
Protocol or an international ISO standard
such as BS EN ISO 14064 part 1. This
ISO standard has a verification element
published as part 3 of the standard,
making it particularly suitable to a CDP
model of carbon measurement and the
basis of a carbon reduction plan.
Compliance with this standard requires
measurement, quantification and reporting
of the three scopes of greenhouse gas
inventories. Scopes 1 and 2 largely
comprise direct and indirect energy use
through business operations, travel,
heating and lighting. These are the most
commonly reported scopes. Scope 3,
despite being often the largest of the
scopes is less frequently reported.
It’s sometimes misunderstood that a
company’s scope 3 greenhouse gas
emissions are simply the scope 1 and 2
emissions of their suppliers. This would
merely be the carbon equivalent of fuel
and energy use and could be considered
to represent a double counting of carbon
emissions. Sometimes, this reasoning is
used to justify not measuring or reporting
an organisation’s scope 3 emissions. It
has been stated by some, that if all
companies report their scopes 1 and 2
there would be no need for these “other
indirect emissions” that make up scope 3
to be reported. However, there are 15

“

Although
scope 3 will
include the
scope 1 and 2
emissions of
suppliers, for
example, it also
includes items
that are very
much the
emissions of the
reporting
organisation
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different emission sources included in
scope 3, as defined by the greenhouse
gas protocol corporate reporting
standard. They can be the largest part
by far of an organisation’s carbon
footprint, and not all of them can justly
be laid at the foot of the supply chain.
Let’s take this back a step; scope 1
emissions are direct emissions from
sources such as stationary combustion
for example furnaces, ovens and central
heating plus direct mobile combustion
such as in company owned vehicles like
company cars or delivery vans. Scope 2
emissions are indirect emissions from
purchased energy sources, most
commonly this is electricity bought in to
operate the business lights, IT, and
machinery.
Although scope 3 will include the
scope 1 and 2 emissions of suppliers,
for example, it also includes items that
are very much the emissions of the
reporting organisation. While some
scope 3 emission sources can be a little
harder to collate data for, the size of
their contribution to an organisation’s
greenhouse gas emissions in total
means that environmental responsibility
demands sufficient commitment to their
measurement and so the visibility that
lends allowing for reduction
opportunities from them. Let’s examine
these scope 3 emission sources and
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one of the greatest tools in the
fight against climate change. Move
the money, move the power.
Investments are part of your scope
3 emissions.
6. Freighting and transport. When
transporting out goods or mail
packages, an organisation can
select how those items are
freighted. We can select the type
of transport with the lowest carbon
emissions for the purpose. For
example, larger cargo ships have
a smaller carbon footprint per
tonne of goods conveyed, and
transport by train has a lower
carbon footprint than transport by
HGV. Changes can be made to
ensure optimal use of freighted
loads, and how they are packed
can consider reusability of the
packaging materials or structures
themselves.

consider if there is a legitimate reason
for their omission:
1. Emissions from business travel. For
example, if an employee travels to a
business meeting on behalf of the
company, in their own car and then
re-claims that in expenses, these are
scope 3 emissions. And
organisations have the opportunity to
reduce these emissions through
actions such as incentivising more
remote meetings, encouraging
greener travel through bicycle
purchase schemes, rail travel season
ticket loans, and incentives for
employees to buy electric cars as
their private car.
2. Transmission and distribution
emissions resulting from the
purchase of electricity. While the
electricity bought in is part of scope
2, the transmission and distribution
losses belong in scope 3. Not
reporting scope 3 emissions means
that this element of electricity used in
the running of the business is not
reported.
3. Water use and treatment. There are
plenty of good options allowing the
reduction of supplied water use.
These include harvesting of
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rainwater, water re-use in a grey water
system, maintenance and prevention
of leaks and losses and fitting water
reduction gadgets to hand washing
basins and toilet cisterns. Reducing
the quantity of water supplied saves
money, conserves an essential
resource, reduces the quantity of
wastewater to be treated, reduces
your greenhouse gas emissions - and
belongs in scope 3.

4. Waste disposal. How a company
disposes of their waste materials is
included in scope 3 - The organisation
can choose to dispose of refuse by
landfill, or by separating out their
waste for recycling. They can play an
active part in reducing waste materials
so that the amount disposed of is less.
These are all part of business
practices in business strategies that all
decisions made by the reporting
organisation.
5. Investments. Money is a powerful
enabler. An organisation has the
opportunity to select investments that
are environmentally responsible. They
might invest in green bonds or they
might choose to invest without taking
into account the profile of their
investments. This choice is still within
the organisations power and can be
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All in all, organisations have
control over, and choices in, a very
large element of the scope 3
emissions. As such it is not
acceptable to plead that scope 3 is
out of their control and is effectively
in the gift of their supplier chain.
Moreover, a corporation that is
committed to environmental
responsibility has the opportunity to
work with their wider value chain to
facilitate visibility and understanding
of the scope 3 emissions that do
include their suppliers emissions. A
larger organization can empower
their supply chain. There can be
either a carrot or a stick approach to
this. They can work with their supply
chain collaboratively providing
support, information or active
Technical Support to suppliers in
developing their greenhouse gas
inventories and carbon reduction
plans. Alternatively, a stick approach
could be taken by requiring
suppliers to have a carbon reduction
plan in order to be included as
suppliers, or preferred suppliers.
Ultimately, we're all in this
together. We only have the one
planet and all of us will be adversely
affected by climate change. It makes
both business and moral sense to
be on the side of your suppliers, and
to provide them with a collaborative
framework through which we can all
collectively arrive a low carbon
economy.
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LAUNCHING A SUCCESSFUL
RECRUITMENT CAMPAIGN
By Simon Burr
Associate Director
Public Sector
Practice
Langley Search &
Interim
The UK procurement world has
arguably never seen a more competitive
candidate marketplace than it is
experiencing right now. There are a lot
of things to consider when preparing to
run a recruitment campaign and in this
article, Simon Burr from Langley Search
& Interim, a minority owned, APSCo
accredited recruitment business
specialising in Procurement & Supply
Chain, sets out some of his top tips on
how to ensure you end up attracting the
best applicants for your vacancies.
Langley has operated in the UK public and
private sector markets for over 20 years
now and the world of recruitment has
changed so much during this time. It is
now almost unrecognisable, and the role of
the internet, and how important it is to have
a strong web-presence occupies a large
part of this change.

1

Are you confident that the way in
which your organisation is being
presented online is representative
of its culture, its values, and what it is
like to work there, day to day?
In an era where social media is at the
forefront of much of what shapes people’s
perceptions, this is a question we strongly

advise you ask yourselves before
launching any recruitment campaign.

2

Are your social media
channels (LinkedIn, Instagram,
Twitter, Facebook etc.) up to
date and bursting with content that
is consistent with the truth of what
working life within your organisation
is like right now?
The various methods you use to
present information to the world which
are directly linked to your organisation’s
culture and values are now key
components in attracting the best
talent. In a vacancy-rich, candidate-led
marketplace, we estimate that
prospective applicants will be
considering somewhere between 10-15
potential vacancies at a time so
ensuring you stand out by presenting
yourselves as an organisation which is,
for example, inclusive and has values
which are aligned with your reality is
crucial. The likelihood is that after
reading your job advert, candidates will
be checking you out online before they
hit the apply button, so it is extremely
important that you have taken the right
steps to ensure they decide to follow
through with an application to your job,
rather than to your competitors.

3

Have you decided precisely
who your target audience is,
and how best to reach them?

Are the individuals that you are looking
to attract to your organisation likely to
be actively applying for jobs, or are they
more likely to be passive candidates,
meaning they are not regularly trawling
the job boards and may not necessarily
stumble across your advert?
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Depending on which, you might
look at advertising your vacancy
directly on your own website and
on job boards to attract applicants.
However, if you are not confident
this will yield the right results, you
might decide that you will be better
off engaging with a specialist
recruiter externally to support you
with your campaign who will take a
more pro-active approach in
contacting candidates on your
behalf.

4

Have you thought about
the language you are
using in your job advert?

The phrasing of a job advert can
have an enormous influence on the
individuals that it appeals to, and
you should try to avoid any
unconscious bias at all costs.
Believe it or not, certain words are
scientifically proven to put off male
and female candidates and there
are somewhere in the region of
25,000 gender-coded words to
think about. Langley Search &
Interim works with diversity and
inclusion specialist Jasmine
Gartner PhD who, amongst other
things, advises us on the right
language to use in our adverts to
appeal to the broadest spectrum of
applicants.

5

Are you ready to shout
about it on LinkedIn?

Once your advert has been
released online, you may wish to
consider driving extra traffic to it by
strategically posting the link up
online to generate more views and

@inprocurement

potential applications. Put a plan in
place, think about your angle and get as
many of your current team members
onboard with your post ad-launch
strategy as possible to gain additional
reach across your social media channels.
Get them to write up some personal
content to post alongside a link to the job
advert on their LinkedIn pages for
instance.
What is working for the procurement
team really like? What career path can
you expect to be setting yourself on by
applying to this vacancy? What is the
hybrid-working model? What does the
team get up to outside of work? Your
existing employees are by far your best
ambassadors. We have even seen some
of our clients go to the lengths of getting
their team to record short individual video
blogs talking about what it’s like to work
for their organisation, providing some of
that additional colour and personality that
social media consumers are specifically
drawn to these days.

6

Do you have an applicant
response plan in place?

Managing your applicants well, and with
respect, is vital. It is surprising how often
we hear stories from candidates within
our network of long and arduous
application processes they have been
subjected to in the past. Processes to
which they have ended up receiving little
or no acknowledgement or response.
The result? They will be incredibly
cautious when it comes to applying for a
job with you again as their opinion of your
organisation has been tainted. A call or a
personalised email acknowledging the
time and effort candidates have put in to
register their expression of interest can
go a very long way.
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“

The likelihood is that after
reading your job advert,
candidates will be checking you out
online before they hit the apply
button, so it is extremely important
that you have taken the right steps
to ensure they decide to follow
through with an application to
your job, rather than to your
competitors.

7

How will you ensure all
applicants will be left with an
excellent overall impression of
your organisation?
The ‘candidate experience’ is a phrase
which has been buzzing around
recruitment offices the length and
breadth of the country for some time
now, and this experience starts with the
first touchpoint a candidate has with
your organisation. Have you thought
about the long game, and how you are
going to ensure each, and every
applicant has something positive to
take away from this experience? Or
will your focus only be on responding to
those whose applications are wholly
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appropriate to this specific
vacancy, due to time constraints/
lack of personnel etc? Sadly, the
latter is often the case, but it is an
approach which may impact
negatively on your organisation in
the future.
Taking the time to engage with
all your applicants can really pay
dividends in the long run. A short,
personalised response, positioned
in the right way will be
remembered. It may feel like the
smallest gesture at the time, but
that ambitious Buyer who has just
applied to your Head of
Procurement vacancy may not yet
have the right credentials to be
taken forward right now.
However, provide them with a
personalised response and tell
them you will store their CV to be
matched against future vacancies
and you never know, in a few
years’ time they could be a great
fit for that Category Lead role
you’re looking to fill. The
conversation will be so much more
straightforward if you have already
had some positive engagement
with them in the past.
Take the extra time to be
organised and build up your own
candidate database and you could
save yourself a lot of time, energy
(and expense) further down the
line.
There is certainly no one-sizefits all approach to launching a
successful recruitment campaign,
and this is by no means an
exhaustive list of what should be
considered when planning to do
so, but some of the above will
hopefully help. We live in a
rapidly changing world with new
technologies and online social
channels emerging all the time.
At Langley Search & Interim we
believe that, from a recruitment
perspective, these should be
embraced as a way of adding
extra context to your proposition.
In turn, this will lead to the best
procurement and supply chain
professionals out there in the
market wanting to work for you.
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By Helen Rees
Head of Procurement and Contracting
Mid and West Wales Fire and
Rescue Service

THE IMPORTANCE
OF SOCIAL
VALUE WITHIN
PROCUREMENT
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By Helen Rees
Procurement and Contracts
Manager
Mid and West Wales Fire and
Rescue Service

Legal and Moral
Obligations

W

hen buying goods
and services for the
public sector we are
bound by the Public
Contract Regulations
2015. However, there are also a
number of other legislative
requirements that we must abide by,
both UK wide and some specifically
related to the procurement
undertaken by the Welsh Public
Sector. This includes the Public
Services (Social Value) Act 2012,
The Well-being of Future
Generations (Wales) Act 2015 and
the Socio-Economic Duty which was
brought in during March 2021. Whilst
these are all drivers for including
social value within public sector
procurement, I firmly believe it should
in fact be something that all
organisations naturally think of
before spending public money,
without needing legislation to do so.
As procurement professionals
within the public sector, we have a
responsibility to ensure that any
goods or services that we buy for our
organisations not only meet the
organisation’s requirements but also
create additional benefits for the
communities within which we live and
work. This includes making
improvements to economic, social
and environmental well-being.

This should never be an add-on to
any procurement, it should be
considered at the earliest opportunity
when the procurement is first being
considered and should form part of
the strategy for that specific
procurement.
All procurements are different and
as such social value needs to be
considered on a procurement-byprocurement basis. Depending on
what is being procured, it could be
more relevant to some goods and
services than others so the sooner
you start thinking about it, the better
the outcome will be for your

organisation and its local
communities. It is important to
remember that consideration of
social value has to be relevant and
proportional to the goods or
services you are buying. It would
be pointless to seek social value
outcomes from a procurement that
is not likely to be able to deliver
social value and you may well put
suppliers off bidding for the goods
or services in question by doing
so.
There is also the opportunity to
embed social value as part of the
specification if relevant to what is
being bought – this would mean
that instead of having social value
award criteria that would be
scored you could make it a core
objective of the specification which
means that suppliers would then
have to meet the requirement as
part of the tender process.

Research
Research is key to ensuring that
potential social value benefits are
identified, clearly understood and
included within relevant tenders.
Research methods could include
the following:
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•

Consultation with key
stakeholders such as end users,
technical departments, supply
base etc.

•

Organising supplier pre-tender
engagement events to make
sure that potential tenderers will
fully understand the
requirements of the tender when
it is published.

•

Research other organisations
who may have procured similar
goods or services in the past.

•

Look at any relevant case
studies that may be available
relating to the category you are
procuring.
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“

Executive
leadership
teams need to
fully understand
how important
social value is to
any forwardthinking
organisation
and the
benefits that
it can bring

•

”

Engage with commercial
companies who specialise in
Social Value to seek guidance if
required.

Allowing sufficient time to
undertake this research is critical
as you will then have a clear
understanding of what social value
you are likely to get from the
contract. This will help you in
preparing the specification, and
also the evaluation questions
related to social value. You should
ensure that any requirements for
reporting criteria are included
within your specification document
as these will then become your Key
Performance Indicators (KPIs)
which you will use to measure the
progress of Social Value
throughout the term of the contract.
Social value should never be just
a tick box exercise and if you can
demonstrate that you have fully
understood what social value is
likely to look like in terms of a
specific contract then it proves to
potential tenderers that your heart
is really in it, and you are serious
about the social value benefits you
are seeking as opposed to just
wanting to be seen to pay
cognisance to social value.
This is where support from the
top is critical to any procurement
professional trying to drive social
value. Executive leadership teams
need to fully understand how
important social value is to any
forward-thinking organisation and
the benefits that it can bring, and
lead from the top down so that all
staff within an organisation can
understand the importance of
including it within procurement.
Additional time and resources are
required to fully embed social value
within an organisation and having
that top level support will assist in
that regard.

“

When
formulating your
social value
evaluation
questions, you
need to be clear
to potential
bidders what sort
of themes you
would like them
to concentrate on
as there are
many areas that
can be focused
on.

10 | January / February 2023 | In-supply

Evaluation
Questions
When formulating your social value
evaluation questions, you need to be
clear to potential bidders what sort of
themes you would like them to
concentrate on as there are many
areas that you can focus on,
dependant on what you are buying.
It will make it better for potential
bidders if your questions are clear,
challenging, and relevant to what
you are buying. Whilst you may be
tempted to ask a number of different
questions relating to social value, it
is better to ask one question that is
straightforward and easy for
suppliers to understand. The
question will also be far more
effective if it focusses on what the
supplier will do if awarded the
contract as opposed to just asking
about their policies and activities in
the past related to social value.
Examples of social value could
include you asking potential
tenderers to focus on the following:
•

Employing local people within the
community.

•

Supporting local businesses for
their supplies.

In-tend Ltd
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Social Value
Weightings
When setting social value questions,
the weighting you give this area is
also important to consider. Normally
social value should account for at
least 10% of the award criteria which
will usually also include a weighting
for cost and quality / technical
aspects. This could change
depending on the circumstances e.g.
if the market maturity is poor you
might have to give a slightly lower
weighting or if you know a particular
market is very strong in terms of
social value delivery then you could
increase the weighting. The higher
the weighting you give, the better the
market will understand that you are
totally committed to social value being
delivered as part of the contract.

Social Value
Evaluation

“

When it comes to
evaluating tender responses
related to social value you
should focus on the quality of
the response as opposed
to the quantity.

”

•

Taking on apprentices.

•

Providing re-training opportunities.

•

Improving workplace conditions.

•

Protecting the local environment.

•

Sub-contracting large contracts
to local SMEs.

•

Tackling inequality by employing
unemployed or disadvantaged people.

•

Provision of remote working
and sustainable travel.

•

Ways to assist with Covid-19
recovery.

•

Diversifying supply chains.

•

•

Paying the Real Living Wage.

Improving the health and well-being of
local communities, both physically and
mentally.
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When it comes to evaluating tender
responses related to social value you
should focus on the quality of the
response as opposed to the quantity
as you could inadvertently fall into the
trap of discriminating against local
Small to Medium Enterprises (SME’s)
that you should in fact be
encouraging to bid for your tenders.
After all, buying local is in fact a form
of social value in itself, as it injects
money back into the local economy
by means of employing local staff,
buying materials locally, spending
income locally etc. Larger companies
often have bigger budgets for social
value and may be able to offer more
in terms of volume or scale than
smaller firms, giving them an unfair
advantage. For example, a large,
national company may donate money
to support a local project whereas a
smaller, local company may partner
with other organisations in the area to
create employment opportunities,
improve community spirit and provide
other longer-lasting social benefits
which will far outweigh a large
donation to a local project.

Contract
Management
Once a contract has been awarded,
there is an essential element that
some organisations fail to focus on
but is critically important to the
effective running of the contract and
the delivery of all contract objectives,
and that is robust contract
management. This is particularly
important when it comes to the Social
Value element as delivery of goods
and services are easy to manage and
it is usually quite obvious when this
element is breached. However
delivery of social value objectives is
not as obvious and needs careful
monitoring to ensure that what was
promised as part of the project is
actually delivered. Suppliers may
promise all kinds of things as part of a
tender submission, but a contract will
only ever be delivered effectively if it
is managed throughout its term. To
make this easier, Key Performance
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Indicators (KPIs) should be set at the
outset, and these should include any
social value objectives, which need to be
managed throughout the term of the
contract.

Measuring Social Value
There is an expectation that public sector
suppliers are able to measure their social
value, not only in terms of the goods or
services they provide but also their
internal processes such as carbon
footprint, their commitment to delivering
social value objectives etc and converting
these into tangible results. However,
measuring social value internally can
prove very difficult, particularly for SMEs
who don’t have the resources to focus on
this aspect. It is essential therefore that
they get the help they require to enable
them to compete with the larger suppliers
who often have specialists dealing with
different aspects within their organisations
or they will not be able to compete within

the tender process. Within my
organisation we work closely with the
Welsh Government funded Business
Wales. They provide business
support to SMEs within Wales and for
any significant tenders we run we
hold pre-tender engagement events
where a member of the Business
Wales team can connect with
suppliers interested in bidding for our
tenders. Business Wales have
specialists in areas such as
sustainability, social value, tendering
portals, public sector tender
requirements etc and are able to
support local SMEs through the
tender process. There are similar
organisations that support SMEs in
England.

Final Thoughts
In summary, I believe that social
value is an essential part of the
procurement process within the public

sector, not because it is a statutory
requirement, but because it really is the
right thing to do when spending public
money.
Many years ago social value was seen as
a nicety as opposed to a necessity, but
this is thankfully no longer the case. Public
sector organisations are recognising that
not only is it a statutory requirement, but it
can also bring so many opportunities for
the organisation to give back to their local
communities in terms of promoting
economic growth, reducing inequalities for
disadvantaged people, creating
employment opportunities, reducing
poverty and crime, improving wellbeing,
increasing diversity and inclusion amongst
many other things. These are things that
are vitally important, particularly after the
devastating impacts of the Covid-19
pandemic and the current cost-of-living
crisis we find ourselves in.

I will end with some words of advice in the
form of Nelson Mandela’s famous words,
“We can change the world and make it a
better place. It is in your hands to make a
difference.”

Supplier Procurement Services

PROCUREMENT SERVICES
FROM IN-TEND

Bid Writing Services From providing guidance on a complex
tender to drafting, editing and reviewing your
technical submission. Our team of procurement
professionals have expertise spanning both public
and private sectors offering bid writing assistance
to suppliers tacking those complex tender
submissions helping you to get your bid back on
track.
Consultancy Have you identified that completing and
submitting tenders is not as efficient or successful
as it should be within your organisation? Whether
you require a library of high quality responses or
are looking to up-skill you bid writing team, we can
offer practical advice to ensure your bid is the best
it can be to set you apart from the competition.

Contact Us

0114 407 0056
procurementservices@in-tend.co.uk

Supplier Training and Seminars In-tuition have a range of topical seminars
designed to give you an understanding of
procurement and the knowledge to compete
for opportunities. Aimed at those firms who
are new to public sector tendering or have had
limited success, our courses will give you the
knowledge to improve your bid writing and
turn past tender losses into future wins.

Virtual Meet the Buyer Events We run various events that welcome public
and private sector buyers, along with suppliers and
bring the two parties together; providing ideal
networking opportunities. This allows businesses
who are wanting to work with the public sector
to showcase and discuss their products or
services directly to buyers.

Give your business a
higher profile
Would you like to give your business or organisation a higher profile?
Want to reach a public and private sector audience?
Then advertising with us is for you!
In-procurement is posted out by name and job title to 3,000
public sector buyers across the UK including Colleges,
Councils, Universities, Housing Associations and NHS Trusts.
Whether it’s a quarter, half, full, back or inside cover, the choice is yours.
We offer discounts for block advertising and have a variety of options
available depending upon your target audience.
We look forward to hearing from you!

For further information please call
+44 (0) 114 407 0056 or email:
publications@in-tend.com

