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8. A CALL FOR AUTHENTICITY IN 
SUSTAINABILITY MARKETING

https://www.landiniassociates.com

Guest contributor: Mark Landini, Creative Director, Landini 
Associates

By Frank Beard

SUSTAINABILITY IN ARCHITECTURE AND DESIGN
CASE 
STUDY 2:

At Landini, “sustainable” means designing places that are not disposable or recycled by fashion. These are 
places of unlimited meaning and lifespan that can represent the community they serve—evolving and 
growing with it. They’re also lasting places of both functional and emotional relevance, like markets once 
were before they became Super (markets).
 
Practically and commercially, low embodied energy is one of the most effective ways that designers can 
meaningfully impact sustainability. These days, there is too much trend-washed talk about “sustainable” 
design without considering the lifespan of the design itself.
 
It’s misguided to just consider the built environment, who builds it, and with what and from where. These 
are the superficial “medals” worn to proclaim action.
 
Increasingly, it will need to be about what you sell, where it comes from, and why—or if it needs to be sold 
at all.
 
This is the retailer’s job. If they can reinvent themselves as creators of opinion first, then curators of stock, 
then they could become increasingly closer to their customers both intellectually and physically.

That may now be sustainable.

ALDI Corner Store in North Sydney is all 
about community, genuine local focus, and 
making the customer smile during their 
shopping experience. Progressive Grocer 
writes that it has “the potential to influence 
retail concepts worldwide.”

SSG Food Market, Seoul. "Customers are raving 
about the complete transformation. SSG Dogok is 
the new must-go place in Seoul. The customers 
appreciate Emart for creating such a pleasant and 
premium grocery shopping destination. Thanks to 
you and your team, Landini, SSG Food Market has 
become a place of and for the community.”
Jin Hwa Lee, Project Engagement Manager, Emart

Loblaws MLG, Toronto 
Opened in December 2011. Ten years on and 
Landini Associates’ design for Loblaws continues to 
roll out across Canada, has been visited by every 
major retailer globally as a study of “best practice,” 
and, in 2018, was voted #3 of “Top Ten Stores in the 
World by Design” by Retail Week UK, beating 
Selfridges and Aesop. 
“Is this the world’s best supermarket? Our answer 
is yes.” – Howard Saunders, Retail Futurist and 
Trend Speaker

I’ll admit that I had reservations when I was asked to contribute to this report. Although I believe 
strongly in the old Boy Scout adage of leaving the campground cleaner than you found it, sustainability 
matters are rarely my central focus and tend to hover around the periphery. 

It’s not that I don’t care. As someone who grew up in the 1990s and dabbled in environmental science 
classes in college, the call to action has been a constant background noise for most of my life. I find it 
troubling that we as a species continue inflicting severe harm on the planet we rely on for our survival. 
I also question the morality of kicking the proverbial can down the road for subsequent generations to 
deal with. 

The issue is that I don’t really know what to do. Sometimes I even wonder if I can personally make a 
difference. Not only do the major systemic problems frequently feel esoteric or far-removed from the 
demands of everyday life, but it’s so easy to become jaded. A few summers ago, the company that 
processes my city’s recyclables reportedly sent twenty tons of paper a day to the local landfill rather 
than recycling them as intended. Similar stories have played out across the country—like when Los 
Angeles sent more than half a million tons of plastic to four different landfills in 2018. I still think about 
this every time I place a plastic bottle in a recycling container. 
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At Landini, “sustainable” means designing 
places that are not disposable or recycled by 
fashion. These are places of unlimited 
meaning and lifespan that can represent the 
community they serve, evolving and growing 
with it; lasting places of both functional and 
emotional relevance; like markets once were 
before they became Super (markets).

Giant Eagle and GetGo have been leaders in 
sustainability as part of our commitment to 
help build healthy, thriving communities, 
and the pandemic did not slow our efforts.  
We have recently made the commitment of 
achieving net zero carbon emission by 
2040, with an initial target of a 50% 
reduction by 2030.

In nature, there is no such thing as 
waste. Fallen leaves do not need to be 
swept because they become the mulch 
that nurtures trees. An animal kills 
only what it wants to eat. When life is 
over even human beings seamlessly 
merge into the earth. The Bible speaks 
of dust to dust & ashes to ashes. The 
saint poet Kabir sang about how we all 
are clay pots moulded into different 
shapes & forms coming from the earth 
and going back to earth. Physics 
teaches that matter cannot be created 
or destroyed, it merely changes forms.

Take the plastic bag tax for example. I 
watch in dismay as customers happily 
pay the small change for a plastic bag 
for a few items or insist they get one 
because they have purchased a hot food 
item - a well-packaged lunchtime meal 
for immediate consumption (current 
Northern Ireland legislation). This 
should have been an easy win, making 
it the consumer's responsibility to get 
their purchases home by setting a 
minimum £1 charge. And forget about 
all the exceptions and exemptions - this 
one small area could see a sea-change 
in attitude.

To my mind, there is no sustainability 
practice or effort that is too small, or 
too insignificant, once  it is firmly 
rooted in the intent to do right for 
people and the planet. It’s our job as a 
business to  equip all of our employees 
with the tools, resources, guides, and 
insights to make the best decisions they 
can, every day, to help to leave this 
world in a better place. 

A hundred small wins, as well as large 
changes, are needed. In all decisions, 
we need to look at the lifetime cost of 
projects, not just today’s cost, and be 
prepared to invest in some, even if the 
financial returns are challenging.

In the foodservice and retail space, this 
encompasses large-scale innovation in 
packaging, climate-friendly food 
produce, front and back of house waste 
management, onsite energy and 
carbon reduction planning, a 
sustainability pledge that all our 
suppliers must commit to, along with 
many smaller changes in employee 
behaviour.

In Maxol, we have a specialist in-house 
team working closely with KPMG on 
how we measure and track our 
performance across all key areas of our 
business, from green electricity at HQ, 
supply chain, bio-fuels, packaging, 
construction of service stations, 
adoption of renewable technologies, 
recycling waste, and much more. It is 
very much a journey, and over the next 
five years, we plan to lower our Scope1 
and Scope 2 carbon emissions by 35% 
and to collaborate with our licensee 
network and key suppliers to achieve 
similar reductions in our Scope 3 
emissions.
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Sustainability Progress in Australia

Although the world paused and the use of single use plastics 
and cups increased due to COVID-19 protocols, Climate 
change continues to be a key agenda item in Australia. The 
expectation is companies have this at the forefront of their 
thinking when talking to consumers, and it is now forming an 
important part of marketing in every aspect. From recycling 
to zero emissions this has become critical as governments 
globally continue to play catch up. Locally, the time frame to 
implement is continuing to tighten very quickly & in general 
the population is demanding and driving change.
 
In Australia, a significant number of leading global & local 
organisations have really identified with their impact on the 
environment, and while a lot of companies had been on the 
journey of reducing their carbon footprint this has now been 
fast tracked. A number of Retailers and Suppliers in the 
convenience channel & across the general market have moved 
to communicate this message very clearly to their teams & 
their consumers. The likes of 7-Eleven with their partnership 
with Simply Cups have saved over 20 million cups from going 
to landfill. BP announced that all 88 NSW COCO sites will be 
powered by a solar power farm in NSW by January 2023, 
and have also announced that they plan to Net Zero emissions 
by 2050. Suppliers, Coca-Cola and Nestle have changed some 
packaging to be 100% made from recycled plastic & this 
continues to be a focus, showing the shift of major companies. 
Mars Australia has recently switched to 100% renewable 
electricity  with the  installation of 700,000+ solar panels 
which will offset 100% of the power at its six factories and two 
offices in Australia. Retailers and Suppliers will need to work 
together to meet the expectations of the next generation of 
Shoppers coming through, as it will get to a point where it is 
expected that something is being done with regards to 
sustainability, and that wherever possible we are choosing the 
best option for the environment.
 
The speed of sustainability change in Australia is accelerating 
at an exciting pace, which is continuing to provide insights to 
assist the wider business community adjust their future plans.

Theo Foukkare
CEO Australian Association of Convenience Stores

At Landini “sustainable” means designing 
places that are not disposable or recycled by 
fashion. Places of unlimited meaning and 
lifespan that can represent the community 
they serve, evolving and growing with it. 
Lasting places of both functional and 
emotional relevance; like markets once were 
before they became Super (markets).
 
Practically and commercially, low embodied 
energy is one of the most effective ways that 
designers can meaningfully impact 
sustainability. These days there’s too much 
trend-washed talk about “sustainable” design, 
without considering the lifespan of the design 
itself.
 
It’s misguided to just consider the built 
environment, who builds it, with what and 
from where; these are the superficial “medals” 
worn to proclaim action.
 
Increasingly it will need to be about what you 
sell, where it comes from and why, or if indeed 
it’s needed (to be sold) at all.
 
This is the retailer’s job. If they can reinvent 
themselves as creators of opinion first, then 
curators of stock, then they could become 
increasingly closer to their customers, both 
intellectually and physically.
 
Now, that might be sustainable.

Mark Landini
Creative Director, Landini Associates, Australia

Chris Gheysens
CEO Wawa, Inc. USA
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