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In an era of unprecedented environmental 

challenges, the media has a vital role to 

play in creating awareness, driving 

change, and leading by example. At 

Immediate, sustainability is central to 

everything we do, from content and 

advertising to operations and 

partnerships. 

This is our fourth annual Climate Impact 

Report, part of our ongoing commitment 

to transparency, sharing our progress, 

celebrating achievements, and 

highlighting what’s still to be done. 

We reset our sustainability strategy in 

2022 with a clear mission to reduce our 

impact on the planet and maximise the 

power of our brands to support 

sustainable living. 2024 has been our most 

transformative year yet.  We’ve embedded 

a robust climate governance structure 

across the business, drastically reduced 

emissions, and reshaped how we tell 

stories, partner with advertisers, and 

engage with our audiences. We’ve 

strengthened internal systems, developed 

industry-wide partnerships, and helped 

shape the PPA Action Net Zero Pathway. 

And we’re proud to be the first magazine 

publisher with both short- and long-term 

net zero targets validated by the SBTi — 
joining a global cohort of just 7,000 

companies. 

But our biggest opportunity to make a real 
difference is in what and how we 

communicate to our audience. We reach 

20 million people a month, and they care 

about the climate but often feel 

overwhelmed, are unsure where to start 

and believe, rightly, that media should lead 

the way. We take that responsibility very 
seriously. Our job is to inspire and 

empower.  

Our climate content strategy focuses on 

solutions. From Make a Metre Matter in 
Gardeners’ World to carbon-footprinted 

recipes in Good Food and repair tips in 

Match of the Day, we’re showing that 

sustainability can be joyful and practical. 

We’ve trained our teams in climate literacy, 

embedded sustainability into editorial 

processes and use data, AI, and 

behavioural science to ensure our 

storytelling drives real-world impact. 

That same approach extends to 

advertising. With industry-leading 

initiatives like IM Clear, we offer partners 
low-carbon campaigns that meet both 

performance and purpose. 

But we’re not standing still. The climate 
crisis requires urgency, creativity, and 

continued commitment. This report shows 

how far we’ve come — and where we’re 
heading next. 

An introduction

“We’re not just reporting on 
sustainability — we’re building  
it into the fabric of our business  
and leading by example.”

Sean Cornwell, CEO
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Our sustainability strategy
Our mission is to achieve net-zero, whilst harnessing the power of our 
brands to inspire sustainable living. We’re committed to driving change 
across four main pillars...
1.

Managing  
our impact
• Reducing the carbon emissions of  

our business. 

• Improving our data collection 

processes and accuracy to set clear 

reduction targets. 

• Setting public, science-based net  
zero targets.

2.

Championing 
sustainable 
sourcing and 
reducing waste
• Encouraging suppliers to align with 

our sustainability objectives. 

• Ensuring that all core materials are 

ethically and sustainably sourced. 

• Working to eliminate plastic 
packaging. 

• Recycling, reusing and redistributing 

more of our covermount gifts. 

• Informing readers about how to 

dispose of our products responsibly.

3.

Driving change 
beyond our 
operational 
boundaries
• Nurturing partnerships across our 

sector to promote and accelerate 

climate action and sustainable 

innovation. 

• ParticipatIng in industry bodies 

focused on sustainability. 

• Championing industry-led initiatives. 

• Sharing learning and best practice.

4.

A platform  
for change
• Leveraging the influence of our 

brands, platforms and creative 

storytelling to champion sustainable 

practices, sparking positive change  
in the lives of our audiences. 

• Training our staff in climate literacy 

and embedding a culture of 

sustainability across the business. 

• Empowering our staff to make more 
sustainable choices in their work and 
home life.

Immediate Climate Impact Report 2024/2025

Our target is a 30% 
reduction by 2030 to 

reach net zero by 
2045.

Did you know?

5 / 32



Our values

We Care
We care about our audiences and the wider world,  

and are working to reduce the impact of our activities.
We Are Bold
We lead, innovate and inspire our industry and audiences by example.

We Succeed 
Together
We work collaboratively and share 
knowledge with the wider industry.

We Get On With It
We move quickly and lead the way on social and 
environmental impact.

We Enjoy The Ride
We work with a sense of purpose and a 
commitment to make a better world.

We Never Settle
We learn from climate science and improve the 

way we do business.

Our company values support  
our sustainability ambitions.

We train all our staff  
in climate literacy

Did you know?
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• Strengthened and widened our carbon 
data collection to include more of our 

Scope 3 emissions. 

• Worked with our suppliers to gather 
more accurate data and have used 

fewer assumptions. 

• Developed a reporting process for 

accountability and delivery, and 

continue to report via our website and 

annual report. 

• Continue to use industry-specific 
carbon calculators to measure areas 

of our business.

Our emissions from 

Scope 1 (gas boilers 
and company vehicles) 

and Scope 2 (energy we 
buy) only make up 2% 
of our overall footprint.

Scope 3 (other parts of 
the supply chain) 

accounts for 98% of 
our carbon footprint.

Managing our impact

Scopes form the basis for greenhouse gas reporting globally by 
categorising the different kinds of carbon emissions a company 
creates, both directly and through the supply chain.

This report provides an overview of our emissions.  

Our full carbon footprint report can be seen here.

WE’ WORK WITH leading environmental 

consultancy Simply Sustainable to 
measure and track our emissions.

Every year, our reporting improves

to provide a more accurate understanding 

of our impacts and how to address them. 

Our carbon reporting includes Immediate’s 

London, Bristol, Nottingham and 
Manchester offices and is based on 
research and data from across our entire 

supply chain.

We follow the GHG Protocol and the 

Department for Environment, Food and 

Rural Affairs (DEFRA) carbon calculations. 
Our audit measures a range of greenhouse 

gases but is reported in tCO2e (tonnes of 
carbon dioxide equivalent).

Tracking and 
measuring  
our emissions

How have we 
improved  
our reporting?

Our carbon scope

All our offices are powered by 
100% renewable electricity

Did you know?
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Where our greenhouse gas 
emissions come from
Our emissions 
reduced by 18%
Our print business remains the biggest source of 

emissions but has fallen as a proportion of total 

emissions from x% in 2019 to 49% in 2024.

4 
offices

18 
events

706 
FTEs

41m 
magazines

1.9b 
page views  
per year

1.37b 
ad impressions 
per year

4 
offices

23 
events

722 
people

48m 
magazines

1.9b 
page views  
per year

9.7b 
ad impressions 
per year

49%1 
Printed  

publications

12% 
Covermounts

23% 
Live events

6% 
Digital

10%2 
All other operations

18,088 
tonnes CO2e

Immediate Climate Impact Report 2024/2025

1 Printed publications = print, paper, T&D and end-of-life.

2 All other operations = Scope 1, Scope 2, fuel- and energy- activities,  

  business travel, waste, office materials, employee commuting.

2023 2024
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All figures shown are measured in CO2e (carbon dioxide equivalent).For information on previous years, read our 2021, 2022 and 2023 reports.

Printed publications 
(inc print, paper, packaging, sticker 
sheets, transport and distribution,  

fuels and electricity, end of life)

Covermounts (inc end of life)

Live events

Digital

Office (inc power, office materials, 
waste, water and build projects)

Working from home

Commuting

Corporate travel

Ecommerce and competitions

2022 total CO2e: 23,589 2023 total CO2e: 22,089 2024 total CO2e: 18,088

14,801

3,508

3,301

889

602
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219

15

15

9,471

2,032

4,260

1,078

752

240

213

34

9

2022 2023 2024
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Greenhouse gas (GHG) emissions have now fallen 

by 24% since our 2022 base year. Emissions from 

our print business - the largest category - have 

reduced by nearly 36% over that period.

13,261

2,456

3,909

1,272

653

246

200

83

8
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49% 
Print products
41 million magazines
9,471 tonnes CO2e

23%
Live events
18 events

4,280 tonnes CO2e

Key factors 
affecting our 
emissions

• Paper production and printing 

contribute significantly to our carbon 
footprint. We measure the emissions 

related to paper production, the 

energy and inks used in printing,and 
the transport used to get raw 

materials from paper mills to printers, 

magazines to distributors and then on 
to retailers.

• In 2024, we had an 11% lower print run 
so used less paper, resulting in lower 

emissions from manufacturing, 

printing and distribution.

• As a result, print intensity emissions 

fell by 27% and average emissions 
intensity per copy fell by 15%.

• Emissions associated with live events 

increased by 8%. Using an intensity 
metric of kilogrammes per event 
attendee we saw an increase of 16% of 
CO2e. Visitor transport accounts for 

17% of total emissions.

• The increase in emissions can be 

attributed to widening our boundaries 

to include air travel for talent. 

• Although there were less event 

attendees, the distance travelled to 

get to our events increased.

Immediate Climate Impact Report 2024/2025

In 2023/24, our annual 
emissions fell by 18% year-
on-year to 18,088 tCO2e. 

The biggest changes that 
drove this decrease were:

• Additional savings came from ienergy 

efficiencies at our printers, and  the 
use of lower carbon paper. 

• Average emissions per tonne of paper 

purchased  fell by 30% as our paper 
suppliers made significant 
improvements to their emissions 

through the procurement of more 

renewable electricity. 

• A significant change came from 
end-of-life emissions, which fell by 

93% driven by  updates in DESNZ’s 
emissions factors.

• Improved data management saw 

increases in some areas, like event 
build, reflecting better visibility rather 
than an actual activity increase.
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3%
Where we work
4 offices, 706 people 

752 tonnes CO2e

12%
Covermounts
2,032 tonnes CO2e

Immediate Climate Impact Report 2024/2025

• We measure the raw materials used to 

produce our covermount gifts, and 

the transportation from the 

manufacturer to the finishing house, 
which attaches the gifts to our 

magazines.

• Emissions fell in 2024 by 17% shaped 
by shifts in material sourcing with a 

clear trend towards lower-impact 

alternatives and more efficient use of 
high-emission materials. 

Procurement volumes were also 

reduced to match reduced print 

volumes.

• Plastic (virign and recycled) 
accounted for 41% of total emissions. 
The use of virgin plastic fell by 21%, 
while the quantity of recycled plastic 

increased by 31%.

• Our offices are powered by 100% 
renewable electricity backed by REGO 
certificates (Renewable Energy 
Guarantees of Origin).

• Shutting down four of our five floors in 
the London office on Fridays, has seen  
Scope 1 gas emissions decrease by 
16% and  Scope 2 electricity 
consumption decrease  by 9%.

• We have included the emissions 

associated with the build of The Good 

Food Kitchen in office materials which 
amounted to 200 tonnes.

6%
Digital
1.9 billion page views, 1.3 billion sessions 
1,078 tonnes CO2e

• Our digital products include  websites, 

podcasts,  digital advertising and 

Nutracheck.

• Digital emissions stem from  

electricity consumption  including 

origin data centres, third party 

servers, internet networks, shared 
access networks, customer premises 
networks and end-user devices.

• Overall digeital emissions were down 

by 15%, but it’s a mixed story. Website 
emissions saw a decrease  while 

digital advertising,  podcasts and 

Nutracheck all saw an increase.

• Digital ads saw an increase of 14%, 
driven by a 10% impressions  increase 
alongside a temporary spike in 
emissions caused  by partner testing, 

from which we will see the benefits  in 
2025.

• A 31% decrease in website emissions 
came from a reduction in traffic and  
to a transition to a new operating 

system that gave us improved user 

activity  and a more realistic 

emissions breakdown.

• Emissions per page view were 0.44g 

CO2e, 12% less than the average web 
page (Website Carbon Calculator, 
2023). Overall, Immediate’s digital 
emissions are around 40% lower than 
competitors.

• Increased traffic saw podcast 
emissions increase by 30% and 
Nutracheck by 20%. As the 
infrastructure that delivers these 

services are cloud-hosted, and the 

servers use renewable energy, the 

rise reflects higher engagement 
rather than platform inefficiency. 

• 21% of covermount weight was 
cardboard, crafted from recycled 

materials, which is less carbon 

intensive.

• Textiles accounted for 4% of 
covermounts by weight and 20% of 
total emissions.

• We reused 2 million toys from unsold 

magazines, which reduced associated 
emissions by 3%.
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Steps we’re taking to 
reduce our emissions  
by 30% by 2030
While we’ve made progress in reducing our 
emissions, we know there’s more to be done  
to reach our 2045 net zero target. 

Immediate Climate Impact Report 2024/2025

We anticipate two key developments will 
significantly contribute to lowering our 
emissions. 

First, our long-term business direction 

supports our decarbonisation goals: while 

our print operations currently produce the 

bulk of our emissions, this impact will 
diminish as our audience increasingly shift 

to digital formats. 

Secondly, the global transition toward 
renewable energy will gradually improve 

the emissions profile of our supply chain 
and the electricity used to power our 

digital platforms . However, to mitigate any 

risk in shortfall in external progress,  we 
must focus on the proactive steps we take 
within our own operations by reducing the 

emissions we directly control.

Print products
 

• We continue to make informed 
choices about the types of paper we 

use. We‘ve worked hard to understand 
the carbon impact of our paper, while 

taking into account quality and wider 
environmental impact when 

purchasing.

• The the majority of our paper is 

sourced in the UK, keeping transport 
emissions to a minimum.

• Emissions are also impacted by the 

distance that the magazines need to 
travel to wholesalers and mail 

distribution points, so we consolidate 

our suppliers to reduce distances 

travelled.

• We work with our paper and print 
suppliers to support and encourage 

their sustainability goals, ensuring 

that they align to ours. We regularly 

review their plans to reduce 

emissions.

• We are continuing to grow our print 

subscriptions which gives us more 

certainty over the number of copies 

we print and distribute.

• Biodiversity is important to us, so we 
engage with our major paper suppliers 

to understand the steps they are 

taking to protect nature.

Live events
 

• We’re members of isla whose mission 

is to accelerate the event industry’s 

transition to a sustainable future. 

Senior event staff have received isla 
sustainable event training.

• We use isla’s TRACE calculator to 

forecast emissions in real time and 

implement changes before emissions 

occur.

• We partner with Ecologi to offer 

visitors the option to offset their 

journey to our events. To date we have 

planted 36,834 trees. More details can 
be found here.

• Audience travel is bay far our highest 

impact. We’ll  amplify advice we give to 

our visitors to encourage them to use 

cars less and promote attending by 

public transport.

• We’ll look to introduce initiatives like 
the trial we ran with I Came by Train 

which offered train ticket discounts on 
Good Food Winter Show and reduced 
travel emissions by 5%.
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Covermounts
 

We will focus on 4 main areas to reduce 

emissions associated with our 

covermounts.

• Sustainable Design & Material 
Reduction: We’ll continue to develop 

durable, educational gifts while  

cutting plastic use by reducing 

volume, eliminating glitter, 

polystyrene, PVC, and foil bags, and 

using fewer plastic types for better 

recyclability.

• Use of Recycled Materials: We’ll 
continue to increase the use of 

recycled plastics in gifts and  will only 

use polybags if gifts are recycled and 

reused.

• Industry Collaboration: We’ll continue 

to work with publishers, retailers, and 
distributors  through the Children’s 

Magazine Forum to establish 
industry-wide sustainability targets 

and phase out certain materials and 

packaging types.

• Enhanced Recyclability & Reuse:  

We’ll continue to ensure that most 

packaging is kerbside recyclable and 
to add child-friendly recycling labels. 

We’ll also continue to reused over as 

many gifts as possible and to sell 

retained items through  secondary 

markets.

Digital
 

• We’re improving our understanding of 

emissions from web and cloud hosting 

and from audiences accessing our 

digital content.

• We’ve moved 80% of our servers to 
AWS in Ireland which runs on 
renewable energy.

• We conducted an audit of our websites 

to identify hotspots and opportunities 

to reduce emissions.

• We are improving our caching 

strategy.

• Sustainabilty is now added as a criteria 
for our internal roadmap development.

• We’ll work to shorten user journeys 
and improve performance through 

server optimisation and secondary 

loading.

• We’re constantly working to reduce 
page weights on our websites by 

replacing video embeds with 

thumbnails, reducing image sizes and 
limiting the use of custom fonts.

• We’ve decommissioned old features 

and conduct code clean up sprints.

• We educate our editorial teams about 

the changes they can make when 
uploading content to our platforms.

Our offices
 

• We continue to power our offices with 
renewable electricity. We’re updating 

all our lighting with energy efficient 
LED lighting which are also fitted with 
light sensors to prevent unnecessary 

energy consumption, and we have 

instant hot water taps in all our 

kitchens.

• We’ll continue to look for energy 
saving initiatives, like shutting down 
parts of the building when it is not at 

capacity.

• Our in-house caterers always provide 

meat-free options and choose 

sustainable suppliers.

• 25% of parking spaces have EV 
charging points, and our London office 
garden has been designed to maximise 

and encourage biodiversity.

• Our Bristol offices are partly powered 
by solar panels.

• We have a ‘zero to landfill’ policy.
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Our people are our superpower when it comes to meeting 
our sustainability goals and aspirations. We cannot do it 
without them. So we equip them with knowledge and 
inspiration to incorporate sustainability into both their 
home lives and their work.

Immediate Climate Impact Report 2024/2025

Engaging  
our people

We have two Changemaker Groups, one 
focused on emissions reductions and the 

other on our content opportunity, who plan 

and execute our sustainability strategy. 

This is underpinned by a system at 

governance from with senior leadership 

accountability and throughout the 

company. We believe that every job is a 

climate job. 

• We offer regular climate literacy 

training to empower our people to 

make informed decisions both at work 
and at home.

• We run a programme of Sustainability 
themed Lunch and Learns.

• We offer ethical pensions, cycle and 

EV purchasing schemes, bike storage, 
showers and changing rooms to 

encourage more cycling to work.

• We host an annual all-company 

Climate Action Day bringing all our 

people together from across the 

business to learn, reflect and take 
action on sustainability.

• We publish a monthly newsletter, Hot 

Off the Press, that highlights new 

products to check out, what to watch, 
and opportunities to join in with 

climate action.
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Our net zero emissions reduction target
We have a verified SBTi target, to reduce 30% of emissions by 2030 to 
reach Net Zero by 2045. We’re currently tracking 8% ahead of our target.

Immediate has updated its net zero target base year due to a substantial change in 
EBITDA between 2021 and 2022. We’ve re-baselined the SBTi top-down modelling to  
use 2022 as a baseline. This has not changed our target year, or the reductions targeted 

within our 30 by 30 or our carbon budget. 
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Measured emissions

Immediate’s path 
to net zero

Long-term 

98.3% reduction
Near-term

28.3% reduction

Immediate Climate Impact Report 2024/2025

*CO2e per printed publication

OUR PATH TO net zero will be achieved by 
implementing a comprehensive 

sustainability strategy that reflects the 
shift from print to digital operations, and 

strategic alignment with key supply chain 
net zero targets. Leveraging milestones,  

such as grid decarbonization and 
advancements in the transport sector, 

we’re committed to a sustainable future. 

This is an iterative process and we’re 

working on defining KPIs across the 
business.
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Sustainable sourcing  
and reducing waste
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WE WORK CLOSELY with specialist ethical 

consultants globally to build long-term 

relationships with suppliers, and to ensure 

they comply with our ethical, sustainable 

and auditing requirements. We meet 

regulary with all our major suppliers to 

encourage and equip them to take 
ownership of improving standards within 

their workplaces. More details on our 
ethical policy can be found here.

We’re also striving to reduce the amount of 

plastic we use and to improve our labelling 

to help our audiences understand how to 

recycle more of our products. We’ve 

introduced initiatives to reuse and recycle 

covermount gifts and no longer use any 

materials that can’t be recycled.

We care about  
those who supply us,  
and reducing waste  
is one of our core  
strategic aims

*To FSC® and PEFC® standards

100% of our 
paper is 

sustainably 
sourced*

Did you know?

Immediate Climate Impact Report 2024/2025 18 / 32

https://www.immediate.co.uk/ethical-policy/


Responsible forestry
Our paper is sourced from sustainably managed 

forests. For every tree harvested at least two are 

replanted. In fact, European forests are growing by 

the equivalent of 1,500 football pitches each day.

Sustainable paper mills
100% of our supply mills are certified to FSC® or PEFC® 
standard. We only source paper from the UK & Europe.

Distribution
In collaboration with our distributors, Frontline, 

we’ve implemented a sales-based replenishment 

(SBR) system which makes the supply chain more 
responsive to real-time consumer demand, helping 

to reduce transport emissions. 

Packaging
We eliminated almost all polyethylene and foil based wraps 

from our portfolio in 2021. 99% of our subscriptions are 
now mailed in paper wrapping, saving 100 tonnes of plastic 
per year. We’ve also eliminated almost all plastic packaging 
on newsstand copies, using recyclable alternatives. 

Recycling gifts
In 2024 we reused over 2 million gifts. 

Additionally, we partner with 

Wastebusters’ Recycle to Read scheme, 

which works with schools to encourage 
the recycling and redistribution of 

unwanted toys in exchange for books.

Recycling and  
packaging
We’ve eliminated certain 

materials and reduced the 

number of different plastic 

types in our gifts so they’re 

easier to recycle. We use 

recycling labelling (OPRL)  
on all our packaging to help 
readers know how to recycle 
it. We’ve reduced the types 

of plastic in our gifts to 

make them easier to recycle. 

Carbon balanced paper
In partnership with the World Land 

Trust, 10% of our purchased paper is 
carbon balanced through the 

protection and restoration of 

forests in Vietnam, Mexico, Ecuador 

and Guatemala. These habitats are 

also home to hundreds of 

threatened species, so the benefits 
far exceed carbon offsetting. 

Printing
We only work with 
printers that have the highest 

environmental standards.  

Our main print suppliers are 

ISO14001 accredited. 

We reused over  
2 million gifts in 2024

Did you know?The circular journey 
of our magazines
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Driving change 
beyond our 
operational 
boundaries
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Climate Impact Report 2024/2025



Supporting the  
UK’s 30x30  
Biodiversity Target
The work doesn’t stop with us. While our 
top priority is reducing our environmental 

impact, we recognise that we can never 

eliminate it entirely. That’s why we focus 

on reducing the emissions within our 

direct control as much as possible, while 

also championing nature-based solutions 

that help restore and protect ecosystems.

Halting and reversing the destruction of 

nature is just as critical as addressing 

climate change in safeguarding the future 

of our planet. The UK is one of the most 
nature-depleted countries in the world. 

Urgent action is needed. So we are proud 
to support the UK Government’s 30x30 
target which aims to protect 30% of land 
and sea by 2030 to help reverse nature 
loss and restore biodiversity.

Restoring and protecting nature is vital for 

tackling both the climate and ecological 
crises, as healthy ecosystems absorb 

carbon and provide essential services like 
clean water and food security. 30x30 also 
supports UN global commitments that 
create long-term benefits for people, 
wildlife, and the planet.

The projects we support include 

protecting ancient forests, peatland 

restoration and wetland creation aswell as 

more innovative solutions like biochar and 
enhanced rock weathering. Each plays a 
vital part in reversing nature loss and 

building a more resilient planet, ensuring 

that more of the world’s natural spaces are 

protected, valued, and thriving.

Immediate Climate Impact Report 2024/2025

More information on the projects we support can be found here.
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We drive change  
through collaboration
BECOMING A GENUINELY SUSTAINABLE
BUSINESS is not something we can do on 
our own. We work with the wider media 
industry, our clients, partners and 

suppliers to collaborate and share 

knowledge to achieve meaningful change. 
Immediate plays an active role in many 

sustainability related initiatives.

We also recognise that our suppliers and 

partners play an ever more critical role in 

the operations of our business and the 

reduction of our emissions. We assess our 

suppliers’ environmental maturity and 

work with them to help achieve our 
collective sustainability goals by sharing 

knowledge and learnings.

Trade bodies 

• PPA Net Zero Group

• AOP ESG Group
• IAB Sustainability Group
• Love Paper

 

Children’s magazines 

• Wastebuster’s Recycle to Read 

scheme

• Media Start
• Childrens’ Magazine Forum 

 

Community 

• Hammersmith & Fulham  

Climate Alliance

Events 

• Association of Event Organisers 

Sustainability Group
• We are isla

Advertising 

• Ad Net Zero

• Ad Green

• Purpose Disruptors

Video 

• Albert
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A platform 
for change

Immediate 
Climate Impact Report 2024/2025

In this new series we meet ordinary people doing extraordinary 
things to help the environment and combat food poverty

MEET OUR

Climate heroes

Climate change
Who can you trust?

APRIL 2025GardenersWorld.com |58

In a world where misinformation is proliferating, 

what does the changing climate mean for people, 

plants and gardens? Darryl Moore investigates

T he procession of 

extreme weather 

events wreaking 

devastation across the planet in 

2024 and early 2025 could be an 

indication of a new normal. The 

floods in Valencia and wildfires  

in the Los Angeles area are stories 

that made headlines in the UK, 

while heatwaves, extreme drought, 

hurricanes and blizzards affected 

many other regions of the world. 

Devastating heat was experienced 

in Myanmar in April 2024, with 

record temperatures of 48.2°C 

reportedly causing nearly 1,500 

heat-stroke fatalities, and the  

BBC reported that at least 1,301 

died in Saudi Arabia during the 

Hajj pilgrimage to Mecca in June 

2024, when temperatures topped 

50°C. Also that month, torrential 

rainfall in Bangladesh caused 

landslides killing at least nine 

people, and floods that affected  

2 million people. 

Scientific consensus is clear  

that these are due to human 

activities. The ‘greenhouse effect’ 

in the atmosphere explains how 

gases such as carbon dioxide (CO2), 

methane, nitrous oxide and water 

vapour trap heat radiated from the 

planet’s surface. This is what keeps 

our pl
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Floods are predicted 

to become more 

common in the UK
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ILLUSTRATION BY HUGH COWLING

11

•

Historian PETER FRANKOPAN and broadcaster and  
campaigner CHRIS PACKHAM discuss how the past could  

help us tackle today’s environmental challenges – and how  
experts can work together to get their message across

INTERVIEW BY MATT ELTON

 THE BIG QUESTIONS 

What does history say 
about the climate crisis? 

A
L

A
M

Y
/H

U
G

H
 C

O
W

L
IN

G



We’re committed to integrating 
climate and nature positive 
content seamlessly across  
our platforms. 

Our climate 
content pledge

IMMEDIATE USES ITS HUGE REACH and 

exceptional talent to create relatable, 

entertaining and inspiring content.  

We want to help our audiences understand 

the need for climate action, how it’s 

relevant to all our lives and how we can all 

be part of the solution. 

We aim to bring attention to critical issues, 

normalise sustainable choices and share 

uplifting narratives of positive change. 

We’re committed to integrating climate 

and nature positive content seamlessly 

across our platforms and brands, reaching 

audiences of all backgrounds to inspire 
collective action.

Our hugely loved and respected media 

brands, engage globally with 20 million 

people per month. We’ve a unique 

opportunity to showcase climate action 

and empower our audiences. We’re 

committed to helping drive understanding 

and change through the content we 

produce. 

We take this responsibility very seriously. 
To bring this vision to life, we’ve created a 

Content Changemakers Team with 
representatives from across our brands, 

to create inspiration, guidance  

and support for the wider creative teams.
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SMALL CHANGES 

YOU CAN MAKE

JUNE 2024  goodfood.com   135    

Food miles and  

commercial transportation 

are always a big factor

Most food carbon 

emissions come from the farm 

stage (fuels, fertilisers, feed, 

seasonality), with transport only 

making up a small percentage of 

the overall footprint – an average 

of five per cent. Some modes of 

transport do affect a product’s 

footprint more (air-freighted food 

produces the highest emissions) 

and shipping, while the most 

common mode, produces the least. 

Eating local and seasonal food has 

many benefits, including 

supporting local farmers and 

better agricultural practices, and 

it’s seasonality that has a more 

substantial influence on an item’s 

carbon footprint than transport 

itself. Food grown out of season 

usually requires more energy to 

produce, such as tomatoes.    

134   goodfood.com   JUNE 2024

Eating more 

sustainably 

can simply 

mean fewer 

animal-based 

ingredients 
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Sustainable diets are  

more expensive

Eating more 

sustainably can simply mean 

fewer animal-based ingredients 

and more plants, which are 

cheaper and healthier (eating  

30 different types of plants a 

week is also recommended for 

gut health). Legumes, beans, 

potatoes, vegetables and fruits 

are low-impact and generally 

more affordable. In fact, a recent 

study found that plant-based 

diets actually reduce food costs 

by up to one third. We have 

hundreds of plant-based recipes 

on our website, goodfood.com. 

Stick to what’s seasonally 

available and they’ll be even 

better value.   

WHAT COUNTS AS A PLANT

Fruit and vegetables (even potatoes 

– particularly if you eat the skin), 

wholegrains, pulses, seeds, nuts, 

mushrooms, beans, herbs and spices. 

(If you’re trying to eat 30 plants a 

week, then juice and oils don’t count 

as they don’t contain plant fibre.)

Plastic packaging should 

always be avoided

 

Plastic significantly increases 

the shelf-life of food and can 

help to reduce food waste. For 

example, the packaging of a 

plastic-wrapped cucumber is 

only one per cent of its total 

footprint, but can prolong its 

shelf life from a few days by up 

to two weeks, thereby 

potentially halving wastage. 

Nevertheless, despite the 

storage benefits, plastic 

pollution and improper 

recycling do have significant 

ecological impacts so, given the 

choice, opt for loose, plastic-free 

produce, if you can.

UK supermarkets  

produce a lot of waste  

and throw away wonky 

fruit and vegetables

Food waste 

makes up 10 per cent of food 

emissions globally, but  

70 per cent of UK food waste 

comes from households, 

compared to only two per cent 

from the retail sector. Most 

fruits and vegetables have a use 

by the food processing industry 

to make soups, stews, pies, 

juices, etc. Up to 20 million 

slices of bread are discarded 

daily by UK households. To help 

reduce food waste and minimise 

global emissions, plan your 

meals, buy only what you need, 

store items correctly, and take 

advantage of your freezer.

TOMATOES 
A tomato grown in season in an  

open field in Spain has a lower 

carbon footprint than a tomato 

grown out of season in an industrial 

greenhouse in Britain, despite the 

added transport from Spain. In short, 

what you eat, and when you eat it, 

is generally more significant than 

where it was grown, provided  

it wasn’t transported by air.

REALITY

REALITY

REALITY

REALITY

REALITY

EAT TOFU

Tofu has a carbon footprint that’s 

roughly a third of that of chicken. 

Demand for soy is driving 

deforestation, but that’s because  

around 70 per cent of global soy 

production is fed to livestock, 

while only seven per cent is made 

for human consumption. Feed is 

one of the biggest contributors to 

meat’s high carbon footprint because  

of the huge land-use change for cattle- 

grazing and the growing of soy for feed. 

SAVE STEAK FOR  

SPECIAL OCCASIONS

A typical 250g steak produces 

about 9,500 carbon calories, 

roughly three times a person’s 

daily carbon calorie budget. Try 

using one steak between two  

(or more) in a recipe, such as our 

steak, beetroot & lentil salad –  

you can find it on 

goodfood.com.

DRINK BLACK COFFEE

 A latte with 100ml cow’s milk can 

have over double the carbon footprint 

value of a standard black coffee. 

EAT MORE POTATOES

Potatoes are the staple 

carbohydrate with the least 

climate impact (530 carbon 

calories per kg). They produce 

almost eight times’ fewer 

emissions than rice, the grain 

with the highest climate impact 

(4,000 carbon calories per kg).  

VARY YOUR SANDWICH FILLINGS

Eating a BLT sandwich daily for a week equals 

the same amount of greenhouse gas emissions  

as charging almost 600 smartphones. Switch  

up your lunches to save more.

BUY THE BEST CHEESE

A kilogram of cheese has roughly 

17,200 carbon calories per kg, 

compared to 1kg of chicken at 

9,290 carbon calories per kg and  

1kg of pork, which has roughly 

10,620 carbon calories per kg.  

Buy good cheese, and enjoy it  

in moderation.

EAT PISTACHIOS  

AND ALMONDS 

Both have a negative carbon 

footprint, as orchard farms for 

these nuts capture and store a 

significant amount of carbon both 

above and below the surface over 

their 25-year lifecycle. 

MAKE MUSSELS  

A REGULAR MEAL

Mussels are a very sustainable 

source of seafood. They only 

have 3,800 carbon calories, 

almost six times less than the 

footprint of prawns – one of the 

least sustainable seafood sources.

TRY NEW ALTERNATIVES

Whey protein powder has a high 

carbon footprint, with one 25g 

scoop equivalent to over a third  

of your daily carbon budget  

(975 carbon calories). Dairy-free 

rice protein powder has a carbon 

footprint value of less than half  

that of whey protein (400 carbon 

calories per 25g scoop). 

SWITCH TO HONEY

Maple syrup is vegan, but its carbon 

calorie count is high, at 8,700 per kg. 

Honey has a very low climate impact,  

with a carbon footprint value that’s almost  

eight times lower (1,100 per kg). 

CHANGE UP YOUR  

ACCOMPANIMENTS

Soured cream (about 6,850 

carbon calories per kg) has a 

carbon footprint almost three 

times higher than yogurt (about 

2,320 carbon calories per kg).  

This is because it’s a combination of 

both cream and milk (which also gives it  

a higher percentage of fat), therefore more 

milk is needed for the same amount of end 

product, similar to Greek yogurt. Opt for 

natural yogurt instead, which is a good 

source of probiotics.

Everyone should go meat- 

and dairy-free immediately

It is widely agreed that avoiding 

meat and dairy is the single biggest 

way to reduce your environmental 

impact on the planet. Researchers 

from Oxford University say if 

everyone swapped just one red 

meat meal for a plant-based dinner 

each week, this could cut the UK’s 

carbon footprint by 50 million 

tonnes. If everyone occasionally 

shifted to lower-impact food, the 

broader impact would be more 

significant than a few people 

managing a complete shift. 
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To discover the 

carbon footprint 

of thousands 

of ingredients, 

products and 

recipes, download 

the Reewild app.
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“We know that over 80% of people worldwide want to live 
more sustainable lives; so as a brand that has a direct 

impact on how people cook, eat and enjoy food and drink, 
we’re committed to giving our audience the tools they need 

to achieve this. Through our print, digital and social 

platforms we guide, advise and teach people to make 
achievable changes in their behaviour, by both showing and 

telling them what we do. We embed sustainable eating 

habits and cooking tips into our recipes and meal plans, 
account for leftovers and suggest low-power cooking 
methods, as well as giving shopping advice. Living 

sustainably doesn’t just happen in our homes so we publish 

guidance on what to think about before making choices 
about where to eat out, how to travel with a lighter footprint, 

and even how to choose a planet friendlier drink.

Much of what we publish through guides, recipe collections, 

social videos and on our app is practical, and we aim to 

make this as easy as possible to implement through 
changing the way we think about and write recipes, adding 
tips directly into voice overs on videos. We put the most 

planet friendly option first where ever possible. We also add 
a dose of inspiration and awareness. 60% of people don’t 
know how anyone else is engaging with sustainability so we 
feature lived experience and stories from ordinary people 

who are ‘climate heroes’ while debunking myths and 
explaining buzz words.”

                            Lulu Grimes
                            Managing Editor

                            Food Group

Immediate Climate Impact Report 2024/2025

planet-friendlier

JANUARY 2025  goodfood.com   123    

Things to know when shopping seasonally

It might seem strange to 
have to qualify what 
‘sustainable’ means but 
there are so many di"erent 
(and di"ering) explanations 
that it seems sensible to lay 
out what we mean when 
talking about growing food.

This colourful chart is a 
framework set up by The 
Global Farm Metric to  
help farmers ‘understand, 
measure and monitor the 
environmental, social and 
economic state of their 
farm, the practices they  
use, the outputs from the 

farm, and the impacts these 
have on the world beyond 
the farm’. 

Sustainability is a measure 
of everything in this 
illustration. It is holistic and 
encompassing, unlike a term 
like ‘net zero’ which only has 
one measure – greenhouse 
gases. The pursuit of one 
measure in isolation is never 
sensible as it may lead to 
unintended consequences 
in others. When we talk 
about sustainability we are 
trying to think in the round.  
globalfarmmetric.org

What do we mean by
sustainability?

Seasonality + organic
We asked veg box suppliers Abel 
& Cole to tell us how growing 
produce organically could affect 
seasonality, and they told us that, 
“in regard to the UK season, we 
often find that organic crops can 
start a little later and finish a 
little earlier as organic farmers 
have fewer options to combat 
pests and diseases.” So, you 
might have to wait a little longer 
for organically grown produce to 
arrive in shops.

Produce from abroad
Not everything that we eat comes 
from the UK. According to 
Fairtrade, we eat over 5 billion 
bananas every year. Bananas are 
not native or seasonal to us, but 
they are a year-round fruit that 
we probably couldn’t now do 
without, and luckily, they arrive 
here by boat which gives them a 
lower carbon footprint. Other 
fruit and veg from abroad that we 
don’t (yet) grow here arrives 
when it is seasonal in its country 
of origin. For example, we get 
avocados, melons, beans and 
pulses and mangoes from Spain, 
and because it’s close to us, this 
produce can come by boat and 

not via air freight. A good way to 
enjoy organic produce when it’s 
ripe is to seek out suppliers who 
are signed up to crowd-farming 
(crowdfarming.com/en).

Veg boxes

If you buy your fruit and veg from 
a supplier who mainly uses local 
farmers, then you’ll have to eat 
what’s seasonally available, when 
it’s available. Schemes such as 
Riverford and Abel & Cole are 
widely accessible and there are 
likely to be local companies near 
you. A veg box scheme helps you 
eat more sustainably; providers 
often also work hard to strip out 
unnecessary packaging to cut 
down their carbon footprint and 
offer more efficient deliveries. 

Meat and fish
Both are also seasonal and can 
often be cheaper at certain times 
of the year. Take lamb at Easter, 
depending on where Easter falls 
(later in April this year), lamb 
can be hard to come by. Much of 
it is brought in from the other 
side of the world. Eat it later in 
summer and it will be a seasonal 
meat grown in this country.  
Wild venison is also seasonal. It 
is shot out of breeding season 
when the population is culled. 
Wild deer have no predators and 
can do great damage to the 
landscape if herds get too big.

Check labels
The use of the Union Jack has got 
a little out of hand recently, so 
check the country of origin to see 
where produce is actually grown. 

Buy a different variety
Biodiversity needs a reset;  
we need to grow and eat more 
varieties of everything as 
this helps with lots of 
issues from disease 
prevention to 
drought-proofing. 
Companies like Hodmedods 
have revived lesser-known 

strains of wheat and pulses – try 
carlin peas instead of chickpeas 
for example (hodmedods.co.uk).

What to look for in January
Leeks, beetroot, carrots, 
parsnips, sprouts, cabbages, 
cauliflower, celeriac, swede, 
apples, Jerusalem artichokes, 
kale and citrus from Europe.

Turn over for recipes using seasonal produce 

Mallika Basu is a food writer, commentator and author of two cookbooks Miss Masala: Real Indian Cooking for Busy Living  and Masala: Indian Cooking for Modern Living. She writes an award-nominated newsletter called In Good Taste on food, people and planet, and has a sustainable food qualification from University of Cambridge Institute for Sustainability Leadership.

124   goodfood.com   FEBRUARY 2025
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YOU AND  
THE PLANET
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In this new series we meet ordinary people doing extraordinary 
things to help the environment and combat food poverty

MEET OUR

Climate heroes

APRIL 2025  goodfood.com   123    

MAY 2025  goodfood.com   123    
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We waste fruit on a shocking scale in the UK, but small changes 

to the way we all shop, cook and eat can make a big di!erence

words TONY NAYLOR

WHY ARE YOU

thro!ng a"y fr#t?

Tony Naylor is a Manchester-based food and drinks 

writer who regularly contributes, among others, to 

Observer Food Monthly, The Guardian, Restaurant 

Magazine and olive. @naylor_tony

E
very day we collectively  

bin around a million 

bananas, 360,000 oranges 

and 33,000 apples, helping to 

make fruit the fifth biggest 

contributor to home food waste, 

according to the campaigning 

waste charity WRAP.

True, some of that fruit is 

beyond saving. We have all been 

caught out by slimy, visibly 

mouldy items lurking forgotten  

in fruit bowls or fridge drawers. 

Safety advice with such inedible 

items is obvious, discard them.

But often we throw away fruit: 

bruised apples, bananas with 

brown patches, wrinkled lemons, 

soft, overripe berries, which,  

if trimmed, or used in cooking, 

would taste great. Binning such 

items is damaging, both 

economically and ecologically. 

Each year, says WRAP, the 

average four-person British 

household wastes £1,000 on 

uneaten food; 60% of food waste 

happens in domestic kitchens. 

And, globally, according to the UN 

Environment Programme’s Food 

Waste Index Report 2024, lost 

and wasted food creates almost 

five times the greenhouse gas 

emissions generated by aviation.

Whether you want to save 

pennies or the planet, taking good 

care of fresh produce and using  

it effectively benefits everyone. 

Fruit is a great place to start. 

Good Food spoke to the experts  

to find out how. "

CHRISTMAS 2024  goodfood.com   171    

A little time spent planning makes being sustainable easier over the holidays, plus  
it’s likely you’ll even save money

 compiled by LULU GRIMES

10 quick wins for a

Plan ahead
Retailers tell us that Christmas 
shopping for some products starts 
in September and picks up pace 
through October and November 
when customers start to spread the 
cost of buying seasonal Christmas 
food. But if you’re planning on 
making your own  fruitcake, 
mincemeat or Christmas pudding, 
then right now is a good time to 
make and store it. 

You can also start adding to your 
freezer in October or make extras 
like mulling syrup and flavoured 
alcohols for gifts. Anything like 
Christmas cake with a long  
shelf-life can also be bought early. 
Do remember where you’ve stored 
it and keep a list of what you’ve 
bought so you don’t buy duplicates. 
You’ll find our pick of supermarket 
cakes and mince pies on page 135.

Zesty mincemeat 

MAKES approx 1.3kg/3lb   
PREP 15 mins plus overnight soaking  
NO COOK  EASY 

500g mixed dried fruit
100g chopped candied peel
200g light muscovado sugar
1 orange, zested and juiced
1 lemon, zested and juiced
175g coarsely grated Bramley apple 

and 100g finely grated 
3 tbsp brandy 
1/2 nutmeg, freshly grated
100g beef or vegetarian suet
1 tbsp ground almonds (optional)

1 Tip all the ingredients, except  
the suet and ground almonds, into  
a large bowl and stir well. Stir in  
the suet last, cover with a plate  
and leave overnight for the fruit to 
plump up in the juices and brandy. 
2 Next day, stir thoroughly again, 
and if the mixture still looks very 
juicy, add a sprinkling of ground 
almonds to absorb some of the 
liquid. Now it is ready to store in 
sterilised jars (find out how to do 
this at goodfood.com). Will keep for 
six months, but once opened, store  
in the fridge. Spoon the mincemeat 
into the jars and pack down well to 
remove any air bubbles. It’s very 
important that the mix is still hot 
when filling the jars. 
3 Place a waxed disc directly over 
the surface to create a seal before 
putting the lid on. Label and add 
pretty fabric tops and ribbons if 
you’re giving as gifts. 

PER TBSP 40 kcals • fat 1g • saturates 1g • carbs 7g • 
sugars 7g • fibre none • protein none • salt none

Shop online
Christmas shopping slots for 
online retailers are released early 
and book up so it pays to think 
through what you might need if 
you want a particular turkey, for 
example, then check what delivery 
dates are still open. Ordering 
online saves time (and individual 
car journeys) when you’re busy, 
and you are less likely to fall for 
impulse purchase. But if all your 
deliveries are coming in separate 
vehicles, a large shop from one 
place might be better. 

Shop local
Shopping locally often means less 
packaging is needed, especially  
if you’re using reusable bags. 
Calculate what you’ll need to carry 
because – as anyone who’s lugged  
a turkey weighing several kilos 
knows – it isn’t easy to carry much 
in one go. See if you can get heavier 
items like cases of wine delivered 
and spread shopping trips out over 
several days. Shopping trolleys  
are very much in fashion for this 
reason. Buy one with decent  
wheels that will last.

Cut back on packaging
Christmas can come with an 
overload of packaging; some is 
necessary to keep food safe, and 
food does last longer when it’s 
shrink wrapped (up to 15 days in  
the case of raw meat and fish), so if 
you intend to shop early then factor 
this in. (You don’t want to avoid 
packaging only to make food waste.) 
Local shops that make food on the 
premises or are supplied by central 
kitchens are also less likely to sell 
produce in anything other than 
minimal packaging. It would cost 
too much otherwise. A turkey or 
joint from a reputable supplier,  
like a butcher or farmers’ market, 
often comes in no more than  
a cardboard box, whether you have 
it delivered or pick it up yourself. 
Buy big pieces of cheese rather than 
lots of little individually wrapped 
ones and see if you can pick up loose 
fruit and veg. No-one will mind if 
you take your own reused bags.  
A bakery will likely use paper bags 
rather than plastic. 

planet-friendlier
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COCKTAILS (AND QUAFFS) 

!th a consc"nce

Tony Naylor is a Manchester-based food and drinks 

writer who regularly contributes, among others, to 

Observer Food Monthly, The Guardian, Restaurant 

Magazine and olive. @naylor_tony

F
irst, the good news: in 

sustainability terms, booze 

is not particularly bad for 

the planet – what we eat is far 

more important and, at times,  

far more problematic.

A 75g beef burger generates 

over 10 times the harmful 

greenhouse gas emissions that  

a pint of beer does, according  

to a benchmark study by  

experts at Oxford University  

and Switzerland’s Agroscope. 

Other analysis suggests alcohol  

is responsible for just 2-5 per cent 

of dietary emissions, with that 

impact being the greatest in  

pubs and restaurants.

On that basis, you can enjoy  

a G&T guilt-free this summer. 

But, there are still tweaks you can 

make to your drinking to deliver 

easy green wins without spoiling 

your fun. Such changes won’t 

radically shrink your carbon 

footprint, but on issues ranging 

from farming to recycling, they’ll 

encourage positive progress in 

how we all treat the environment. 

So, grab a beer and listen in.

Practice the art of sustainable drinking this 

summer by visting bars that won’t cost the earth

words TONY NAYLOR

While we experienced an unusually cold start to summer in the UK, 

heatwaves are also becoming more intense, impacting what we can eat 

and how much we pay for it – here, discover how we might change the tide

words ROSALIND RYAN

HOW WILL

AFFECT OUR FOOD?

weather

AUGUST 2024  goodfood.com   125    

planet-friendlier

extreme

MARCH 2025  goodfood.com   125    

From ‘food miles’ to ‘mindful meat’, our sustainability glossary 

explains some of the most common green concepts to help you 

make informed choices when shopping and eating out 

words TONY NAYLOR

EVERYONE SHOULD KNOW 
‘Gr!n’ buzz"rds 

Tony Naylor is a Manchester-based food and drinks 

writer who regularly contributes, among others, to 

Observer Food Monthly, The Guardian, Restaurant 

Magazine and olive. @naylor_tony
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“OUR AUDIENCE CARES DEEPLY about the planet, 
sustainability and the climate crisis. We put the planet first  
in everything we do at BBC Gardeners’ World Magazine. 
While a sustainable ethos is woven through all Gardeners’ 

World content as standard, the brightest lights shine on our 

annual campaigns – From Put Pollinators First in 2021 through 
to this year’s Make a Metre Matter.
 
Our campaigns galvanise our audiences to act for a specific 
cause. The campaigns routinely create conversation and 

headlines across the wider media. This year’s campaign 

encourages everyone to make the most of one square metre 
and by the time the campaign ends, we hope to show that 

when everyone dedicates just one metre to a green cause,  

the combined results can have a big impact for the planet.  
 
Our annual garden wildlife review provides a snapshot of how 

nature is faring in the face of increasingly extreme and 

unpredictable weather – the research paints a unique picture 

of the nation’s garden wildlife, culminating in a wildlife special 

every winter. The results of our wildlife review always creates 

press interest, with news stories, radio interviews and PR 

opportunities all helping to amplify the story. 

 
Content around homegrown fruit and veg, which cuts down  

on food miles and the environmental pressures of buying 

mass-produced, is also at the heart of all we do.  While big 

picture topics such as saving water and the importance of 

trees are also tackled in our though-provoking Deep Dive 
features.

 
Peat-free growing and sustainable planting, encouraging 

recycling, reuse and sustainable shopping habits in an 

approachable and inspirational way are all key principles  
in our content.”

Kevin Smith
Content Director, Gardeners’ World

Immediate Climate Impact Report 2024/2025

S
O

U
R

C
E

: 
B

B
C

 G
A

R
D

E
N

E
R

S
’ 
W

O
R

L
D

 W
IL

D
L
IF

E
 R

E
S

E
A

R
C

H
, 
IM

M
E

D
IA

T
E

 
IN

S
ID

E
R

S
 P

A
N

E
L 

O
C

T
O

B
E

R
 2

0
2
4

. 
T
O

TA
L 

S
A

M
P

L
E

 N
=
1
,8

9
3

. 
P

H
O

T
O

S
: 
A

L
A

M
Y
/E

R
N

IE
 J

A
M

E
S
; 
P

A
U

L 
D

E
B

O
IS

GardenersWorld.com

57GardenersWorld.com

56

February 2025
February 2025

wildlife review

Gardeners across the UK have  
been stepping up to support wildlife 
and combat related issues such as 
climate change. GW Wildlife Editor 
Kate Bradbury reveals the results  of this year’s review, celebrating successes and exploring how we can all help

The year 2024 was not good for  
our wildlife. The charity Butterfly 
Conservation declared a Butterfly 
Emergency and the Bumblebee 
Conservation Trust announced 
bumblebee were in crisis, after both 
insect groups suffered their worst year 
on record. No surprises, then, to see  
that respondents to our latest wildlife 
review reported similar crashes in  
insect numbers – overall, 47 per cent 
saw fewer insects and invertebrates  
in their gardens in 2024 compared to 
2023. But how did the birds and 
hedgehogs get on? After a wet winter,  
a cold, wet spring and then a largely  

wet summer, were there any wildlife 
winners, or did our silent borders reflect 
wider losses in the natural world? 

It’s clear that climate change is 
becoming an increasing worry for 
gardeners, as more of us are noticing 
the different weather patterns affecting 
wildlife. For the first time, we asked 
respondents if they were concerned 
about climate, and if they had noticed 
climate change in their garden. We also 
looked into the potential link between 
concern and day-to-day behaviours. 
Results suggest we’re quite a clued-up 
bunch of gardeners, and we really do 
care about our wildlife.

wildlife

Last year’s wet weather 
damaged flowerheads 
and stopped butterflies 
from finding mates

Act now for

 Climate change is an 
increasing worry for 
gardeners, as more of us 
are noticing the weather 
patterns a!ecting wildlife 

Climate change

Who can you trust?

APRIL 2025
GardenersWorld.com |
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In a world where misinformation is proliferating, 

what does the changing climate mean for people, 

plants and gardens? Darryl Moore investigates
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climate crisis

T he procession of 

extreme weather 

events wreaking 

devastation across the planet in 

2024 and early 2025 could be an 

indication of a new normal. The 

floods in Valencia and wildfires  

in the Los Angeles area are stories 

that made headlines in the UK, 

while heatwaves, extreme drought, 

hurricanes and blizzards affected 

many other regions of the world. 

Devastating heat was experienced 

in Myanmar in April 2024, with 

record temperatures of 48.2°C 

reportedly causing nearly 1,500 

heat-stroke fatalities, and the  

BBC reported that at least 1,301 

died in Saudi Arabia during the 

Hajj pilgrimage to Mecca in June 

2024, when temperatures topped 

50°C. Also that month, torrential 

rainfall in Bangladesh caused 

landslides killing at least nine 

people, and floods that affected  

2 million people. 

Scientific consensus is clear  

that these are due to human 

activities. The ‘greenhouse effect’ 

in the atmosphere explains how 

gases such as carbon dioxide (CO2), 

methane, nitrous oxide and water 

vapour trap heat radiated from the 

planet’s surface. This is what keeps 

our planet at a liveable 

temperature. However, these gases 

have been accumulating rapidly  

since the Industrial Revolution, 

particularly CO2, due to the 

burning of fossil fuels, resulting in 

the warming world and extreme 

weather we are experiencing.

As gardeners we are well placed 

to notice these changes, such as the 

hot, dry summer of 2022, and the 

warm, wet winter of 2023-24. We 

see the variations in the timing of 

important events in the lifecycle of 

plants, such as when leaves emerge 

and fall, flowers bloom and seeds 

set. Earlier springs and warmer 

autumns are contributing to the 

decline of UK wildlife species, 

which depend on the timings of 

these things for food and habitat 

when they most need them. A 

northerly migration of species  

Floods are predicted 

to become more 

common in the UK

The recent LA 

area wildfires 

caused huge 

destruction

Darryl Moore 
is a landscape 
designer and 
author of 
Gardening in  
a Changing  
World: Plants, 
People and the 
Climate Crisis

is being seen, which is bringing 

with it new challenges in the form 

of pests and diseases previously 

unknown in the UK. These  

issues are being addressed by 

organisations such as DEFRA and 

the RHS, working with scientists  

to provide advice to gardeners on 

how to deal with such concerns.

A global problem

The United Nations Framework 

Convention on Climate Change 

was established in 1992 to address 

the changing climate within an 

international framework, and has 

organised the annual Conference 

of the Parties (COP) summits, 

hosted by different countries. At 

COP21 in 2015, the Paris Agreement 

was formalised as a legally binding 

international treaty with the goal of 

holding ‘the increase in the global 

 As gardeners we see the variations 

in important events in the lifecycle of 

plants, such as when leaves emerge 

and fall, flowers bloom and seeds set 
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September 2024

HOW TO 

GARDEN
SUSTAINABLY

Turning your plot into an eco-friendly haven needn’t be daunting. Arit Anderson shows how with expert advice and a fool-proof plan

Even small tasks like 
deadheading to prolong 

flowering all help to keep 
your garden healthy

Install water butts to 
catch rainwater so 
you have a store of 
this precious resource 
for your plants

 We must scrutinise the 
activities we carry out 
in our gardens to ensure 
they are beneficial to the 
wider environment    

Commitment  

to transition

64

climate crisis
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Ponds are an  

easy way to boost 

garden wildlife Woody plants 

offer shelter  

and shade

Recently a Fossil Fuel Non-Proliferation Treaty Initiative 

has been established in a global effort to foster 

international cooperation to accelerate a transition to 

renewable energy for everyone. Participants include 

131 cities and sub-national governments, the World 

Health Organisation and healthcare professionals, 

international organisations, academics and scientists. 

As a platform it gives a space to many groups to voice 

their commitment to a future free of fossil fuels. 

Perhaps horticultural organisations could show their 

commitment, too? fossilfueltreaty.org

The crisis is daunting, but thinking 

globally and acting locally is a  

way to do something meaningful. 

Phoebe Barnard, Affiliate Professor 

at the University of Washington’s 

Center for Environmental Politics, 

suggests: “In these times of 

spiralling risk, distrust and system 

breakdown, one of the best 

safeguards for biodiversity and 

ecosystems are schemes that 

support local conservation.”

This applies to what we do in our 

gardens, where making the right 

decisions about the plants and 

materials we use can help lower 

emissions and reduce the valuable 

resources we use in them. “The 

more carbon and water we store,  

the more we prevent disaster, one 

garden at a time,” says wildlife 

expert, author and GW Wildlife 

Editor Kate Bradbury. “We can 

prevent flooding and fire in one go 

by digging a pond, and reduce the 

effects of wind by planting hedges or 

dense shrubs to create a shelter belt 

for ourselves and wildlife. Create 

shade to reduce temperatures  

and grow native plants to support 

nature. Compost plant and food 

waste to reduce the amount  

sent to landfill, where it releases 

greenhouse gases,” she adds.

Maximising planting is beneficial 

as plants play an important role, 

absorbing CO2 while in growth. 

“Devoting as much of the garden  

as possible to plants with a diverse 

collection of trees, shrubs and 

herbaceous plants, maintained 

veganically with a light touch, 

no-dig approach, will not only 

sequester carbon but also provide 

habitat for all manner of lifeforms,” 

says garden designer Cleve West.

Hard decisions
Striking a balance between planting 

and hard landscaping is important, 

too. Rachel Bailey, garden designer 

and a spokesperson for the  

Society of Garden and Landscape 

Designers, says: “Aiming for  

80 per cent planting and 20 per cent 

hard landscaping is a good target. 

Layered planting will protect soil 

and help store carbon in the soil as 

well as in plant tissues. Densely 

layered planting will also help water 

to soak into the soil following 

extreme weather events, reducing 

the burden on drainage systems,  

as well as creating a haven for 

wildlife above and below ground.”

The CO2 from making and 

transporting new materials can be 

avoided through reusing things. 

Also, planting into growing media 

containing recycled aggregates Integrating planting into urban 

areas can reduce flood risks

We can all make a big di!erence, one garden at a time 

provides ideal low-nutrient 

conditions for drought-tolerant 

plants suited to warmer 

temperatures and provides quick 

drainage during heavy rainfall. 

Understanding the origins and 

natural habitats of plants helps  

in choosing ones that will thrive  

in such growing media. In public 

spaces, similar ‘soils’ are used in 

rain gardens, which absorb water 

from streets and pavements in 

heavy rain while also looking great. 

The carbon cycle is an important 

part of life on earth, but we need to 

make sure carbon is going where we 

need it, into plants and soil, not the 

atmosphere. Climate-conscious 

gardening means thinking about 

the big picture and doing what we 

can in our own spaces. Every plant 

helps in shaping a liveable future.

Gardening for the future

 Devoting as much of the garden as possible 

to plants sequesters carbon dioxide 

 

Wetter days

■ UK winters 
will become 
significantly 
wetter, and  
an increase  
in intense, 
short–duration 
rainfall during 
the summer is 
expected to 
cause serious 
problems with 
flash flooding 
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Direct rainwater overspill 
from ponds, tanks and  
butts into the ground  
by installing grates  
and soakaways

JULY 2025
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water wise

GOING TO EXTREMES The Met O!ce forecasts that by 2070, UK winters 
will be up to 30 per cent wetter and summers up to 60 per cent drier

FACT

 Every 
 DROP
counts
With droughts and deluges becoming  the norm, rethinking how we store, manage and reuse water is vital. The latest innovative solutions are all about going with the flow, says landscape designer Darryl Moore

Darryl Moore is a 
landscape designer 
and author of 
Gardening in  
a Changing  
World: Plants, 
People and the 
Climate Crisis

W ater is essential 
to healthy 
ecosystems, and every gardener knows how tricky it can be to get just the right amount. But with water becoming more unpredictable, it’s time to be more mindful of how we use it in our gardens. By understanding where water comes from, how it moves and where it goes, we can work with the natural flow and reduce our reliance on mains water.

Although about 70 per cent of the Earth’s surface is covered in water, only a small fraction of it is usable fresh water. It’s often only during floods or droughts that we’re 
reminded of how much we depend on water – and how vulnerable  we are when it’s in short supply. 

Climate change is making things harder. Warmer air holds more moisture, leading to intense, 
erratic rainfall. At the same time, heatwaves and droughts are 
becoming more frequent. Here  in the UK, we’re seeing both.  
That means it’s time to adapt our gardens – and the way we think about water.

In the wider landscape, the 
approach to water is shifting. 
Instead of channeling and 
controlling it, we’re learning to  let it find its own way. Author  
Erica Gies, a proponent of the  slow water movement, puts it 
simply: “Collaborating with water, rather than trying to control it,  can solve many of the problems we’re creating for ourselves.”

 From capturing rain to 
choosing resilient plants, every small step helps – and as gardeners have always worked with the seasons, now, more than ever, we need to 

work with water too 
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let’s save nature

Join us and transform a metre of outdoor 

space for the good of the planet this year  

– it’s all part of our 2025 campaign to 

Make a Metre Matter. Whether you’ve  

got an urban courtyard, small balcony, 

country plot or a community space  

at your fingertips, making the most of  

one dedicated metre will have a real 

impact – especially if we all get on board. 

Coming up

There are loads of  

ways you can make a 

meaningful difference, 

including growing plants 

for caterpillars and 

pollinators, growing 

veggies to cut down a 

little on food miles and 

creating a compost heap 

to boost your soil and 

help biodiversity. It really 

is all possible in just  

one metre. 
You’ll find heaps of 

inspiration on these 

pages in the coming 

months, so don’t worry  

if you’re unsure where  

to start with your metre. 

You’ll also find masses of 

metre magic at our 2025 

live events (more of that 

on p73), along with plenty 

of metre-focused chat on 

our podcast. Best of all, 

there’s the chance to have 

your transformations 

featured on TV in the 

coverage of GW Live in 

June (see p74 for details).

So, join us, Make a  

Metre Matter this year  

and register your own 

involvement to be in with 

the chance of winning 

fantastic prizes – see 

opposite for details. 

Grow yourself a 
pollinator patch
Turn to p77 to find 

out how to use a 

metre to grow 
plants that will 
support bees, 
butter!lies, 
caterpillars  
and more.

Enjoy 
homegrown 
harvests
Discover how to 

grow and harvest  

a summer of tasty 

veg, using just  
one square metre 

of space.

Create an insect 
habitat haven
Do your bit to 
support beneficial 

creatures by 
dedicating a metre 

of space for wildlife 

habitats. Have  
fun with log piles, 

habitat stacks  
and more.

Make a pond
Water is crucial  

for boosting 
biodiversity and 

welcoming wildlife 

to your plot – and 

you only need a 

little pond to make 

a big difference. 

Get composting
Boost your soil’s 

health with 
homemade 
compost – it’s easy 

to make your own, 

and a square metre 

is all you need 
for a thriving 
compost heap.

See Nick’s show 
garden in detail
More of this over 

the page, but look 

out for an up-close 

look at Nick Bailey’s 

metre-inspired 
show garden 
featured at  
BBC Gardeners’ 
World Live.

This month
June

April
July

May
August September

Transform a metre 

for the good of the 

planet and register 

your participation at 

GardenersW
orld.

com/Make-A-

Metre-Matter.  

We want to track 

how many people 

Make a Metre 

Matter so we can 

accurately report 

on the impact 

we’ve all made this 

year. Everyone who 

registers will be 

entered into a draw 

to win fabulous 

prizes* – so get 

involved! 

Register before  

30 September to 

be part of the draw.

WIN! 

FANTASTIC 

PRIZES
*

Help pollinators
Grow tasty veg

Make a pond

Make compost

Pick your own salad

PLUS find more 

ways to get involved 

on p74, including 

the chance to have 

your metre appear 

on TV in the special 

GW Live episode of 

Gardeners’ World, 

which airs on  

Friday 13 June!

Metre 
Matter
Make a

Save £££s  
on salad 
Cut down on 
shop-bought 
salad and use a 
metre of space  
to grow your own. 

It’s easy if you  
sow from seed.

MARCH 2025
GardenersWorld.com |
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“EVERYONE AT RADIO TIMES recognises the profound 
impact that media can have reaching and informing 

audiences on the importance of green issues. We are 

committed to, whenever possible, creating content that will 

help everyone understand and inspire them to make 
greener choices. And hopefully help them navigate the path 

to a net zero goal in their lives and businesses. And 
whenever possible we shine a spotlight on inspirational TV, 

film and radio climate heroes.

Wherever we can, we also offer our readers inspiration as 

well as practical solutions and if necessary, busting some 

of the myths around what we all can do, through our 

viewpoint column and regular features on money, 

gardening, and travel.

We are especially proud of our first ever Earth Day edition 
that was guest edited by the legendary Chris Packham.
In this bumper environmental edition, Chris highlighted 

issues close to his heart. He met with former punk singer 
Fergel Sharkey, who is making a big noise about the state of 
our rivers, and he shone a light on three young climate 

campaigners – including one from XR who as I write looks 
like she will be to going to jail for her ideals. It was also jam 
packed full of ideas to live more sustainably, like making 
simple changes to your diet and switching to green banking 
that can make a big difference.

By highlighting TV, films and individuals that champion 
environmental awareness, we hope to motivate readers 

towards a greener future.”

Shem Law
Editor, Radio Times
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“OUR PRESCHOOL AND PRETEEN PUBLICATIONS ENGAGE 
YOUNG AUDIENCES with captivating features that promote 

sustainability. 

Through educational and entertaining content, we foster 

awareness of nature, encourage creative reuse of 

materials in crafting activities, set meaningful challenges 

and collaborate with presenters and footballers to amplify 

our message. Sustainability advocacy stands as a 

cornerstone of our editorial philosophy.”

We partner with The Good Play Guide who audit our gift 

developmental value alignment. We always draw a 

connection between the covermount and the editorial to 

get across the value – these aren’t one-use, disposable 

gifts we’re producing.

Supported Wastebusters and Recycle to Read schemes, 

and pledged to boost communication around sustainability 

efforts. At Girl Talk we regularly encourage fashionable 

upcycleing with easy to follow examples.

Richard Clare
Group Editor, Youth & Children’s

Immediate Climate Impact Report 2024/2025

Our regular craft features 

where readers create 

their own accessories 

instead of buying them, 

and run features that 
normalise and make 
second-hand clothes cool 

in the eyes of our young 

readers.

Match of the Day

To tie in with Green Football Weekend, 
MOTD ran a spread and produced a double-

sided giant poster that promoted 

sustainability. The team also linked up with 
Green Football weekend to deliver 1,000 
copies of this issue into classrooms and 

grassroots clubs around the country.

CBeebies Magazine

We actively encourage littles ones to 

recycle through content like the CBeebie 
Recycle Chat. We teach kids about 
nature and where food comes from with 

features such a ‘Growing’ which explains 

what an allotment is and does.

We regularly show readers how to re-use 

everyday items to create something new. 

For example, ‘Turtle Targets’ in MEGA 

magazine and ‘Jet Pack’ in CBeebies 
Specials.

MATCH
DAYOOFF

TTHHEE

STAT OF 
THE DAY!
Check out these five green stats. 

Tick if you think they’re real or rubbish!

The average person throws away 

74kg of food waste every year! 

That’s the same weight as… 

Kylian Mbappe

Real Rubbish

1
Homes in the UK leave lights on 
unnecessarily for three hours 

every day. That’s the same time as…

Two games of Premier 
League football  

Real Rubbish

2

Each year, the UK throws 

away 6.7 million tonnes 

of food waste. That could fill…

Nine Wembley stadiums

Real Rubbish

3

Every year, 80,000 acres of 
rainforest are cut down to make 

farmland. That’s the same as…

45 football pitches

Real Rubbish

4

In the UK, 100,000 tonnes of 

sportswear ends up in landfill 

every year. That’s the same as 

giving every fan at Old Trafford…

3,000 items of clothing each

Real Rubbish

5
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ARE YOU IN THE 
GREEN TEAM?
Are you Team Eco Win or Team Eco Waste?  

Follow the flow chart to find out!

TOP (RECYCLE) 
BINS! Help Cole Palmer practise.

Draw a line to put each 
thing in the correct bin!

THE BIG MOTD GREEN 
FOOTY CHALLENGE!

START HERE

Yay, it’s 
matchday! You…

Travel by car

Travel by bus, 
train or tram

Walk or 
bike it

Feeling thirsty?
You…You head to the 

club shop with…

You’ve packed some 
sarnies. They’re…Your 

rucksack

Wrapped in 
foil/cling film 

Nothing – Nothing – 
you’ll get a you’ll get a 
plastic bagplastic bag

Buy a bottle Buy a bottle 
of water and of water and 

recycle it laterrecycle it later

In your 
lunch box

You’ve got a new 
footy shirt...

You’ve grown out  
of your boots...

You’ve finished with 
your MOTD mag. You…

GREEN OWN GOAL!
This is red card levels 
of eco! But it’s easy 
to turn any bins  
into wins – think 
what you can recycle, 
reuse, or repair!

KEEN GREEN!
You’re clued up about 
recycling. Plan ahead 
to avoid plastic  
bottles and bags  
– you’ll soon become 
an eco champ!

GREEN GOAT!
You’re an eco-captain, 
leader and ledge!  
Keep sharing your 
good green vibes  
– and inspire the  
rest of your squad!

Bin your 
old one

Recycle them

Use it for Use it for 
posters, wrapping posters, wrapping 

paper or save itpaper or save it

Buy a bottle Buy a bottle 
and don’t worry and don’t worry 
about recyclingabout recycling

Fill up your 
reusable bottle

Donate or 
sell your oldie

Share or 
recycle it

Bin them

Donate or Donate or 
give them to give them to 

a frienda friend

GOALS CHALLENGE COMPLETED

Walk or bike to 
footy practice

Ask your families to car 
pool for game or practice

Bring your drink in  
a refillable bottle

Clean up the dressing 
room / cages after a game

Reuse or recycle your 
programme / MOTD mag

Try a plant-based  
snack or meal

Recycle or sell old kit 
or boots

Upcycle an old ball, laces  
or magazines – what  
can you create?

It’s time to tackle the MOTD green challenge! 

HOW TO PLAY
 Find a team or  

a teammate to  
compete against.

 Set yourself a time 
period – for example,  
a week or 10 days.

 Complete a challenge  
to score goals. 

 The harder the 
challenge, the more 
goals you score!

 At the end of the 
time period, add up 
your goals. Who wins?

SNAP YOUR GREEN WIN!

Send a pic of you taking the green challenge for a chance 

to be in the mag! inbox@MOTDmag.com

Smashing this challenge? Check out greenfootballweekend.com for more!

ANSWERS
PLASTIC: water bottle, sunglasses

ORGANIC: bread, orange peel

PAPER: MOTD mag, birthday card, 

cardboard roll

GLASS: glass bottle

ECO INSPO!
NEED TO eco-inspire your fam, your squad or 

yourself? Hang up these hero memos in your 

class, at home or in the dressing room! 

DATE OF CHALLENGE:

TOTAL 
GOALS:

TAKE CARE! Scissors are sharp.

Ask an adult for help.

SAVE A PENALTY 
– AND THE 
PLANET!

REPAIR
YOUR 
RIPS!

Conserve
energy!
Unplug!

MEGA 
is here with 

an awesome game 
you can easily 

make at 
home…

Carefully, remove the 
lid from your egg box 
using your scissors. 
To level up your game, 
you can use more than 
one box and tape them 
together! We’ve used 
an 8x2 egg box, but 
you can use any size!

STEP 1 STEP 3
Cut out and stick  
your favourite Teenage 
Mutant Ninja Turtles 
characters to decorate 
your egg box and 
make your game extra 
awesome! Find a friend, 
and now you’re ready  
to play!

YOU WI NE"D:
 An egg box – the bigger thebetter! 

 Sticky tape (optional) 
 6 table tennis balls 

  1 pack of colouring pens or  a permanent marker 
 1 pair of scissors
 Something to keep score

THE RULES:
1. From a distance you both agree on, take turns throwing your ping pong balls into the egg box. Every ball that stays in the box is worth one point. 

2. If two of your balls land next to each other, you get five bonus points. Three balls, and you get ten! After three rounds, the person with the most points wins!

Using your pens, 
colour in your ping 
pong balls to match 
your favourite TMNT 
characters. Use either 
permanent marker 
or colouring pens if 
you want to get really 
creative!

STEP 2

HINT!Try bouncing the ball before the egg box, rather than throwing it straight in. It's less likely to miss!

i'! n"d to 
track the 

high score!

You'! n"d 
ninja ski!s!
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GREEN FOOTBALL WEEKEND is back – and it’s bigger than ever! Clubs, fans, players and MOTD magazine are teaming up with one goal: to protect the planet. From swerving plastic or recycling kit, to cleaning up cages or taking the train – all our little actions add up to big wins. Prem ballers are on side too – check out how they’re upping their eco game on this page and on our footy poster!

Keep up to date with all the latest footy news at bbc.co.uk/football

THE 
COOL EST 
THINGS 

IN FOOT Y 
RIGHT 
NOW!

       

FOOTY'SGREENGREEN
GOAL!

G R E E N 

M I S S I O N  T O

P R O T E C T

T H E  P L A N E T 

GREEN FOOTBALL CAMPAIGN KICK-OFF11 March 2025
★

TEAM GREEN!
THESE BALLERS are giving us all the eco inspo! 

“I drink from a 
reusable water bottle 
throughout the day!”

Mickey Mickey van de Venvan de Ven

“I have installed 
solar panels on 
my house!”

Mark Mark FlekkenFlekken

“When I can, I walk or 
take public transport 
rather than drive!”

Carlos Carlos SolerSoler            

“I give my old boots to the kit manager to recycle or donate!”

Ryan Ryan Christie Christie 

WHAT’S YOUR 
GREEN ACTION?

MOTD MAG’S MISSION IS TO BE THE GREATEST – AND  GREENEST FOOTY MAG ON THE PLANET! 
OUR ECO ACTION? MOTD mag is plastic-free on the newsstand and subscription copies now come in paperwrap. In the middle of this issue, you’ll find a giant green footy poster with green heroes, memos and challenges – get it up on your wall!

MOTD MAG’S GREEN GOAL!

Write your green action idea above and send us
a pic of what you do! Email inbox@motdmag.com

4

CBeebiesCBeebies

Let’s 

do this!

Lots of things 

we use can be 

used again. 

It’s called 

recycling!

recyclerecycleCBeebiesCBeebies

chart!chart!

MyMy

recyclerecycle

18
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ILLUSTRATION BY HUGH COWLING

11

•

THE CONVERSATION
COMPILED BY MATT ELTON

EXPERTS DEBATE HISTORY’S BIGGEST ISSUES

Historian PETER FRANKOPAN and broadcaster and  campaigner CHRIS PACKHAM discuss how the past could  help us tackle today’s environmental challenges – and how  experts can work together to get their message across

INTERVIEW BY MATT ELTON

 THE BIG QUESTIONS 

What does history say 
about the climate crisis? 
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O
n a sweltering morning in Paris, 
Marshal Philippe Pétain – the 
once universally lauded hero of the 1916 battle of Verdun – stepped into the Palais de Justice, not to receive acclaim but to stand trial for treason. The French capital, its boulevards still pocked with the scars of German occupation, buzzed with anticipation. Inside the court, the air in the cramped room was heavy with tension. Marshal Pétain – silent, stony-faced, white-haired, now aged 89 – sported a uniform adorned with modest insignia and decoration. Hard of hearing, he seemed bemused by the setting. Spectators, journalists and a jury of 24 – many of them French Resistance veterans – scrutinised the accused.

The charges were grave: collabora-tion with Nazi Germany, dismantling the Republic to erect the Vichy regime, and surrendering French sovereignty. The prosecution, led by André Mornet, painted Pétain as a traitor, and declared that only the death sentence would suffice. Defence counsel Jacques 

Isorni, defiant and eloquent, instead cast him as a scapegoat – an ageing soldier who had sought to spare France greater humiliation.
Three weeks later, on 15 August, Pétain was found guilty on all charges and sentenced to death. Yet, in a gesture that sparked both outrage and relief, the head of France’s postwar provisional government, General Charles de Gaulle, commuted the sentence to life imprisonment, citing Pétain’s advanced age and his service during the First World War. Exiled to the windswept Île d’Yeu, Pétain lived in isolation until his death in 1951. 

The trial remains deeply etched in France’s conscience: a reckoning with betrayal, dignity and the fragility of democratic ideals in times of duress. Pétain’s name, once spoken with reverence, became tinged with shame – the hero of 1916 having become the collaborator of 1940.  

23 JULY 1945

Pétain goes on trial for treason
!e ‘Lion of Verdun’ finds himself in the dock in Paris, faced with accusations of Nazi collaboration
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Danny Bird is content producer on  
BBC History Magazine

Marshal Philippe Pétain (centre), leader of France’s collaborationist Vichy regime, on trial in 1945

26 JULY 1847
Freed black Americans in Liberia, west Africa declare independence from the US. Adopting  a constitution modelled on the US system, leaders establish a republic and assert Liberia’s sovereignty, seeking recognition.

Citizens of Monrovia 
commemorate Liberian 
independence from the  
US in a photo from the 
early 20th century
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praying for mercy amid the din. Monasteries lost treasured manuscripts; vineyards and fields – ripe with the promise of a bountiful harvest – vanished beneath a tide of brown, debris-laden water.
The Danube turned wild in Passau and Regensburg. Bridges vanished as though plucked away by unseen hands. Markets, workshops, even sacred relics were swept off in the current. Bodies floated like timber and the roar of torrents coursed through valleys where only days before there had been the familiar sounds of birdsong and bell-ringing.This was no isolated disaster, afflicting only one realm: it stretched across kingdoms, with the devastation extending into Hunga-ry, Bohemia, Bavaria and Austria. The very contours of the land were changed: soil was stripped from bedrock, riverbanks redrawn, forests drowned. More rain fell in that one 

summer than in living memory, turning a sea-son of growth into one of despair.
The devastating flood left a lasting scar  on the medieval memory. Survivors saw it  as divine retribution – heaven’s punishment for the sins of mankind. Priests led barefoot processions through the mud, and churches overflowed with worshippers, their knees raw from prayer. The flood was etched into the chronicles as the moment the Earth shud-dered and reminded all of their mortality.That disaster remains the most catastroph-ic inland flood in central European history, weakening feudal economies and crippling agriculture just a few years before the Black Death swept across the continent, com-pounding the fallout. Still today it stands as  a stark reminder of human vulnerability in the face of natural forces.

A gold solidus of Constantine I 
from c324–25. Roman troops 

proclaimed him emperor in Britain 
after his father’s death in 306

25 JULY AD 306
Constantine I is proclaimed Roman emperor in Eboracum (now York) after the death of his father, Constantius I. Though not the official successor, Constantine receives support from the army, launching his rise to imperial power.

JULY 1342

Fatal floods  
rage through 

central Europe

Surging floodwaters  
sweep away entire villages 

across German-speaking lands

O
n the feast day of St Mary Magda-lene in 1342, the heavens opened over Würzburg with unrelenting fury. What had begun as a whisper in the summer air was thundering like a wild beast. The 

skies, heavy with storm and menace, unleashed a monstrous deluge that came to be known as Magdalenenhochwasser – the Magdalene Flood.
On and around 21/22 July, the downpour swept across a region today largely span-ning southern Germany, drenching the val-leys of the Main, Danube, Rhine and Elbe rivers. Weeks of dry heat had baked the soil hard; now the rainfall struck it like a hammer on stone. Water raced across the unyield-ing ground, forming torrents that tore deep gouges into hillsides. Whole slopes gave way, dragging trees, animals and dwellings into the seething waters below.

Villages were swallowed whole. In Meis-sen, the Elbe rose with terrifying speed, its waters climbing higher than any could recall. Townsfolk clambered onto rooftops and towers, clutching icons and each other, 

ILLUSTRATION BY CAT O’NEIL

Immediate Climate Impact Report 2024/2025

“IN THE HISTORY PORTFOLIO, we’re working on ways to 

embed  climate-based information within our content. 

That can be overtly, when we talk to historians who are 

researching the history of the impact of climate change 

in the past, as in the interview with Peter Frankopan,  

or more subtly, when we talk to historians who are 

investigating sustainable living in history for instance,  

or thinking about how medieval people were encouraged 

to enjoy taking exercise in the natural world.  

There are a lot of opportunities for us to focus  

on how climate has impacted on human history,  

and in future we’ll aim to bring in more stories  

that help people to reflect on where we are  
now through the prism of the past.”

Dave Musgrove
Content Director, BBC History Magazine

“MADE FOR MUMS helps parents make 
confident, conscious choices in all 
aspects of parenting. Our product 

reviews, recommendations and awards 

now not only spotlight practicality, 

innovation and value, but also 

sustainability, supporting families with 

planet-friendly picks and guidance on 
recycling, donating and shopping 

smarter.”

Ruairidh Pritchard
Digital Growth Lead, Made for Mums
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Sustainability is 
integrated into 
our advertising
Trust is central to our DNA. Just as our 
audiences trust our content and platforms, 

our partners trust us to deliver successful 

ad campaigns with integrity and 

responsibly. 

We recognize that advertising can also 
play a positive role in helping shift society 

towards a low carbon economy. Our 

in-house agency Imagine produces 

brilliant, creative work that introduces 
audiences to more sustainable audiences. 

We also wanted to incentivise and support 

brands doing the right thing so launched 

an inaugural IM Clear competition offering 

a £200k worth of digital ad space prize.

Alongside this we offer special discounts 

to Change Brands and B Corps making it 
easier for them to promote their brilliant 

products.

We’re proud of all the work we have done in 
advertising and were honoured to have 

won the 2024 Ad Net Zero Award for Best 
Practice from a media owner.

Immediate Climate Impact Report 2024/2025

Get a smart meter

Plant Chef campaign

Waste one less thing

Bursting  
with nature

The Great  
Grid Update

Driving  
greener
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Powered by GoodIQ ESG Media Index
Providing holistic measurement against a broad range of ESG metrics.

ESG Media  

Index
(Out of 100)

Elite  
ESG Media

Trusted  
ESG Media

Moderate 
ESG Media

ESG Risk 
Media

Content
AI technology analyses site content 

for alignment to ESG metrics.

GoodIQ 
Algorithm

Consumption
Our tools analyse a range of metrics 

related to energy consumption, 

waste, and ad efficiency.

Corporate
Corporate ESG data measures 
whether a company operates in  

a responsible manner.

We have also developed IMClear to make 
our brand customers’ campaigns as 

sustainable as possible. Every ad format, 

every impression, and every touchpoint in 

a campaign is optimised to reduce 

emissions without compromising impact.  

And using GoodIQ data, we ensure 

our customer’s message reaches the right 

audience in a way that supports their 

sustainability commitments. Our reporting 

provides an end-to-end ESG media score, 
so brands can see, measure, and prove 

their sustainability impact.
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Thank you

If you have any questions about this report please contact michelle.whitehead@immediate.co.uk.

Together, with our team and our supply chain, we‘re proud of what 
we’ve achieved so far, and we’re even more excited about the journey 
ahead. Thank you to everyone who has helped us along the way.

Immediate 
Climate Impact Report 2023/24

mailto:michelle.whitehead@immediate.co.uk
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