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Although we may still all be in lockdown there’s a lot going on: in the UK, the 
vaccine roll-out continues apace and in the US there was the inauguration of 

President Biden, vastly different from previous inaugurations due to the pandemic but a moment 
we’ll never forget. There was a sense of renewed hope, and the swearing in of the first female, the 
first African American and first Asian American vice president, Kamala Harris. She and President 
Biden have promised to put the environment at the heart of their agenda – one of his first acts as 
President was to re-join the Paris climate agreement,  a powerful sign of the renewed commitment 
by the US to tackle climate change. With the UK hosting the United Nations Climate Change 
Conference, COP26, in November, this edition of the newsletter is focussed on sustainability.
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2021 – The year ‘sustainability’ comes of age?
By Lily Martin, Account Manager
For Governments and businesses across the globe, 
2020 was supposed to be the year to address 
climate change. But much of this, I suspect, 
has been side-lined by Covid-19. As thoughts 
tentatively turn to recovery, and with COP26 on the 
horizon, now seems like the perfect time to make 
a genuine start. However, in the rush to be seen 
as green, companies must not fall into the trap of 
overstating their own eco-credentials. Being green 
requires devotion, and a genuine reassessment of 
your priorities.  

Frustratingly, most businesses seem to be 
approaching the run-up to COP26 in November as 
the single news hook to promote their sustainability 
drives. While the event certainly promises to be a 
watershed moment, companies need to get out of 
the mindset that climate change is an event that they 
should be working towards when communicating 
their ESG strategy. Firstly, it smacks of insincerity, 
and secondly, it would be misguided to lock in an 
entire company’s efforts for one month’s worth of 
news at a time when the news agenda is already 
oversaturated.  

This is not to say that your ESG strategy (if you 
have one already) is not worth promoting. It is 
vital that you do. But to convince investors and 
regulators that you are serious, your efforts must 
move beyond a single event into ‘business as 
usual’ communications. This means pulling the 
strategy out of the boardroom and into the field 
independently of COP26. Before you hail COP26 
as a landmark event on your social media channels, 
make sure you have your house in order. 

Understandably, there is the concern amongst 
businesses about promoting something publicly 
that is a work in progress. However, tackling 
climate change is a transition, so demonstrating 
your business’s progress will not only provide a 
narrative which over time details your company’s 
headway, it will encourage others to follow suit.  

This is particularly relevant for firms that previously 
invested in businesses that have caused harm to 
the environment. It’s important to not ignore that 
you made these investments (nearly everyone did) 
but demonstrate how and why you are committed 
to transforming your investment strategies. This 
is no easy task, nor something that can happen 
overnight. But only those businesses who 

demonstrate significant leadership and innovation 
in the face of climate change will continue to grow. 
Firms, particularly investment managers, that 
fail to demonstrate how they are managing and 
mitigating climate change risk could experience a 
significant loss of value, and an inability to secure 
new capital. 

The next favoured approach that firms seem to 
be taking is drafting a report. While it is certainly 
important to underscore any results and bolster 
your sustainability credentials with data, a report is 
often a one-hit-wonder. It is far better to generate 
a frequent drumbeat of news surrounding your 
sustainable practices than distribute a single 
report and watch it soon fade from relevance to 
the everchanging news agenda. We are seeing an 
increased appetite amongst journalists for more 
regular updates from companies regarding their 
sustainability progress. Challenges too, do not 
have to be framed in the lens of ‘failure,’ but as the 
active response to long term objectives. 

It is also important to look outwards and use 
collaboration to your advantage. If you are a small 
business, have you considered partnering with a 
larger one to affect change? Can you use incoming 
regulation to your advantage? While no business 
can ‘win’ the sustainability race, there is much to 
be said for working towards a common goal. 

Sustainability is not a single event, report, or news 
clipping. The market is changing fundamentally 
– creating a sustainable business is not simply 
another challenge, it is the main challenge. 

For more information about sustainability 
communications, please contact: 

Lily Martin, Account Manager
lily.martin@cicero-group.com
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The road to COP26

As host of the COP26 climate conference in 
Glasgow this November, the UK Government is 
under tremendous pressure, not only to deliver a 
successful conference and provide global climate 
diplomacy, but to set a compelling example of 
how to effectively implement a comprehensive 
and credible green agenda. There is no doubt that 
the prospects of the UK’s presidency of the UN 
Climate Change Conference have been bolstered 
by the election of Joe Biden - as well as by China’s 
pledge to become carbon neutral by 2060 - yet the 
considerable challenge of achieving both national 
and international success remains. 

Prime Minister Boris Johnson galvanised the UK’s 
own climate ambition towards the end of last year 
when he announced his Ten Point Plan, mobilising 
£12bn worth of funding for a “green industrial 
revolution”. This encompassed a variety of key 
areas, from hydrogen to biodiversity, and included 
plans to accelerate the transition to electric 
vehicles by phasing out all petrol and diesel cars by 
2030. Johnson’s green credentials were enhanced 
further by the publication of the long-awaited 
Energy White Paper before Christmas, marking 
a significant step forward as the Government 
examines the roadmap for the implementation and 
delivery of these policies in 2021.  

In November 2020, Chancellor Rishi Sunak 
announced that by 2025 it will be mandatory for 
UK firms to make disclosures recommended 
by the Task Force on Climate-related Financial 
Disclosures (TCFD), enhancing the credibility of the 
UK’s green finance agenda: one of the key aims for 
COP26. 

In the past 12 months alone, the number of 
corporates aligning climate disclosure with 
the recommendations of the TCFD has grown 
exponentially. However, the most recent decision to 
move Alok Sharma from his position as Secretary 
of State for Business, Energy and Industrial 
Strategy to a full-time role as COP26 President is 
the most significant move, serving as an explicit 
acknowledgement that work in this area will only 
increase.  

The UK’s Net Zero Business Champion, Andrew 
Griffith MP, is encouraging UK businesses of 
all sizes to set science-based climate targets, 
expressing a clear interest in showcasing the 

world-leading green expertise, products, and 
services that the UK can offer. Demonstrations of a 
‘climate conscience’ are no longer simply desirable 
- it has become imperative. As we recover from the 
impact of the COVID-19 pandemic and political 
attention focuses on how we ‘build back better’, 
organisations must embrace the green agenda at 
pace, or risk being left behind.  

COP26 offers a real opportunity to highlight 
leadership and innovation across this area, not 
only to benefit society but to drive strong business 
performance and set out a defined pathway to 
achieve net-zero by 2050. 

Cicero/AMO has been preparing clients for the 
26th Conference of the Parties ever since it was 
announced that the UK would be hosting the 
conference in September 2019. The postponement 
to 2021 enabled us to introduce clients to the 
COP26 team in the Cabinet Office, advise on 
sponsorship opportunities and recommend 
venues for fringe events in Glasgow. Importantly, 
multiple conversations across different sectors 
with senior stakeholders revealed that Glasgow will 
be their first-ever COP. Therefore, we will shortly 
be publishing a primer on how to navigate your 
inaugural UN climate change conference. 

For more information about sustainability or COP 
26, please contact a member of the team below:

Tom Wilkins, Director - Public Affairs
tom.wilkins@cicero-group.com 

Sophie Duley, Account Executive
sophie.duley@cicero-group.com

By Sophie Duley, Account Executive
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How crypto has infiltrated the mainstream
By Natalie Dempster, Head of EU Research & Chanice Smith, Account Manager

If you hadn’t heard much about Bitcoin this time 
last year, you probably have now. You might even 
have heard of its younger cousin Ethereum, an 
alternative digital currency which has more than 
doubled in value over the last few weeks. Whether 
you are a Bitcoin fanatic or sceptic – or it all just 
goes over your head – it is impossible to ignore 
crypto’s latest stint in the spotlight, or what this 
means for the future of money. 

No longer reserved for the IT bods or shady 
activities, it is possible for anyone to legitimately 
participate in cryptocurrency – not least the 
institutional players that are largely responsible 
for Bitcoin’s spectacular price action over the last 
eight weeks.  

January saw Bitcoin rocket to an all-time high of 
$40,675. As big names like JP Morgan and Mass 
Mutual flocked to invest, this elusive coin earned 
its place among the headlines of every mainstream 
news outlet, from the red top tabloids to all the 
serious financial papers. 

However, this coverage wasn’t all positive, and 
rightly so. News of hackers stealing assets seems 
to be never-ending and, as demonstrated by the 
German programmer who forgot his password and 
got locked out of his $220m fortune, crypto still 
has some fundamental security issues to address. 
For the environment-conscious, the University of 
Cambridge last year found that maintaining the 
global Bitcoin network accounts for 0.25% of 
the entire world’s electricity consumption – more 
than the entire nation of Switzerland uses each 
year. Most importantly for sophisticated investors, 
Bitcoin is still a volatile asset. 

The last comparative Bitcoin bull run of 2017 showed 
the price is still subject to sharp and unpredictable 
movements. Experts have prophesised about 
when the current bubble might burst. Others have 
asked if we’re actually in a bubble at all or whether 
we’ve now found the floor, since the institutional 
players with skin in the game are unlikely to let its 
value to drop to an unprofitable level. 

At the end of January, governor of the Bank of 
England (BoE), Andrew Bailey, weighed in on the 
debate during a Davos seminar. He called time on 
Bitcoin and its unstable store of value but hailed 
the future of stablecoins. Stablecoins are a type 
of cryptocurrency with their value linked to a fiat 

currency, or other commodities, so their value is 
defined. 

Bailey said it is “right to debate stablecoin and 
central bank digital currencies” in the future of 
money, pointing towards Facebook’s own US 
dollar-backed stablecoin, Diem (formerly Libra).

While the business model might not yet be fully 
realised, Facebook is steps away from launch. 
With 2.7bn active monthly users, the network 
effect of a Facebook currency would be huge and 
immediate. It has the potential to fundamentally 
change banking as we know it. 

The BoE itself is considering launching its own 
digital currency, depending on the results of a 
HM Treasury consultation into the approach to 
cryptoassets and stablecoins, launched last month. 

Similarly, the European Commission last Autumn 
launched a comprehensive legislative proposal 
for the regulation of crypto assets, with a focus 
on stablecoins. In the US, Biden’s appointment of 
former Commodity Futures Trading Commission 
(CFTC) chairman Gary Gensler as head of regulator 
the Securities and Exchange Commission (SEC) is a 
clear statement of intent to place digital currencies 
high on the new administration’s agenda.  

These actions from senior, central authorities 
mark a clear shift in sentiment toward crypto. As 
appetites, interest and regulatory buy-in grows, it 
wouldn’t be a surprise if the headlines soon read: 
“Crypto is coming to a bank near you.”

For more information about cryptocurrency or 
digital assets, please contact a member of the 
team below: 

Jeremy Swan, CEO
jeremy.swan@cicero-group.com

Chanice Smith, Account Manager
chanice.smith@cicero-group.com
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One of the fundamental principles of technology 
has always been to solve problems. Technology 
makes the difficult easy. From the use of the wheel 
to the invention of the internet, technology serves 
to save time, energy and often money. Where there 
is a problem, technology can facilitate the solution. 

The biggest problem we have globally is that the 
amount of greenhouse gases in the atmosphere 
is increasing to a level that is too high to sustain 
carbon-based life. These greenhouse gases are 
created by the vast energy consumption of humans 
innocently going about their daily lives. To put it 
another way, the materials on which humans are 
dependent are the very materials that will end their 
existence. How bleak. 

This development has created quite the stir among 
human folk and boffins around the world are 
tinkering away searching for solutions that can solve 
this heated problem. 

In 2018 the Department for Business Energy and 
Industrial Strategy showed that domestic use 
accounts for 28.9% of all UK energy consumption. 
The remaining 71.1% was spread across commercial, 
industry, public administration, agriculture, and 
transport. Organisations can therefore play a huge 
part in reducing the amount of greenhouse gases 
released into the atmosphere and technology is 
there to help facilitate this transition. Here’s how: 

Better forecasting

British weather allows for few BBQ opportunities 
each year. Yet every year supermarkets stock their 
shelves with burgers and buns, ever prepared to 
catch these wonderous weekends. This hopeful 
guesswork from supermarkets in the summer 
months results in either over-stocking, causing 
wasted inventory, or under-stocking, causing a loss 
in potential sales. 

Black Swan Data teamed up with Tesco to solve this 
problem by developing a formula to forecast when 
people were planning to host a BBQ. By analysing 
online comments and cross-refencing this with the 
weather forecasts ahead of the weekend they could 
predict within 96% accuracy how many burgers 
Tesco would sell.

Virtual product testing

Audi changed the way in which companies sell 
vehicles, with the introduction of an innovative 
showroom concept named Audi City. Audi City 
allowed visitors to try Audi’s cars in small locations, 
where large showrooms weren’t a possibility. 
Using innovative media technology, customers can 
customise the car, then experience the model using 
VR headsets without having to leave the store.

Smart products and more informed decisions

Johnson Controls created a thermostat that gives 
building owners remote access through web and 
mobile apps. The thermostat is also connected to 
cloud services allowing the data to be monitored and 
processed for better efficiency. Johnson developed 
software that responds to activity in the room and 
automatically adjusts accordingly. Furthermore, it 
compared the efficiency of on-premises storage to 
outsourced solutions and discovered that by using 
a third-party they could significantly reduce their 
carbon footprint. 
  
Increasingly companies are using technology to find 
more efficient solutions. Ultimately, use of technology 
in the information-age allows organisations to 
simplify complex data, accelerate green solutions 
and better manage company resources.

For further information please contact: Kris 
Makuch, Director of Digital - kris.makuch@cicero-
group.com

Technology is helping drive more sustainable business
By Kris Makuch, Director of Digital
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10 trends we’re loving in 2021 💛
For those of us who have been cooped up in close quarters with family members, or those of us who have 
been isolated for the best part of a year, the thought of Valentine’s Day this year might be filling you with 
dread. But whether you celebrate Valentine’s Day, or Galentine’s Day (celebrating friendship), here are 10 
things about 2021 so far we hope you’ll love as much as we do.

1 After what felt like the longest January ever, green shoots of spring have finally sprung, 
heralding longer days ahead! 🌱

2 Superb vaccination efforts across the UK, bringing renewed hope of life returning to 
normal by the summer. 💉

3 Better working practices. We’re already seeing an even greater focus on staff mental 
health with improved flexibility, as we continue to work from home. 🏠

4 Comfort above all: without a doubt, our home will continue to be the safest place to 
work, and we’re loving the move from formal office wear to the comfort of performing 
our tasks in pyjamas throughout the day. 👌

5 Furry four-legged friends appearing on Zoom! While the pandemic continues to disrupt 
our day-to-day lives, it’s always a pleasure to see these guys pop up unexpectedly to 
join the discussion! 🐶

6 The end of ‘doomscrolling’ - we’ve all had enough of bad news over the past 12 months. 
It’s time to step back from the social media ‘feed of doom’. 📱

7 On the other hand, we’re loving the uplifting properties of TikTok reels – pure joy. 😄

8 We’re excited about booking our first trip when restrictions lift, but business travel is 
unlikely to return to pre-Covid levels as organisations have embraced more virtual 
working. ✈

9 Dry January has officially ended - but extra points for those who have continued onto 
February! 🎉

10 And for those who have ended their dry January, we’re loving the trend of hosting 
BYOB virtual cocktail/gin/wine tasting parties. 🍸
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Meet the Cicero/AMO team

Fenella Cuthbert, Account Director
Fenella joined Cicero/AMO’s Corporate Communications team as 
a graduate back in early 2016 and is now an Account Director, 
providing strategic advice and media relations for clients in 
the financial services sector. Fenella has a particular focus on 
pensions and long-term savings initiatives for young people. She 
most enjoys managing and delivering strong issue-based media 
campaigns for clients, resulting in policy wins, changing consumer 
perceptions and strategically placed coverage. 

In her spare time, Fenella loves being outside, especially going on 
long walks with friends polished off with a pub lunch. Fenella also 
loves spinning, so with studios shut her home spin bike has been 
a saviour during the past year!  

She is most looking forward to travelling again in 2021, with plans for city breaks in Istanbul, Lisbon and 
Gordes, as well as going to festivals and standing in crowds of people again! 

For more information about pensions, and/or communications, please contact Fenella Cuthbert, 
Account Director & Head of Pensions - fenella.cuthbert@cicero-group.com

Aideen Ginnell, Ireland Director
Aideen joined Cicero/AMO in 2018 as a Director in our Irish office. 
Specialising in corporate communications and government 
affairs, Aideen previously worked for an Irish PR agency and in 
the Irish Parliament. She provides strategic support to financial 
services, technology, infrastructure, energy, and healthcare 
clients. She enjoys strategising with clients to help them identify 
unique ways to influence either at government level or through 
the media. 

Aideen has taken up lake swimming during the pandemic, 
jumping into 1°C water on a weekly basis in the midlands of 
Ireland. She is extremely optimistic about the prospect of her 
wedding happening in July 2021 and hopefully one day going 
on honeymoon. 

For more information about public affairs and/or communications in Ireland, please contact 
Aideen Ginnell, Ireland Director - aideen.ginnell@cicero-group.com
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News in brief

Iain Anderson makes the OUTstanding Role 
Models list!

Congratulations to Iain Anderson for making the 
OUTstanding Role Models list of the 100 most 
oustanding LGBTQ+ Executives.

Read more about it here

Cicero/AMO turned 20!

It has been 20 years since Cicero first opened its 
doors and has gone from strength to strength. 
Thanks to all in our business, to our great clients 
and to the Cicero alumni out there – thank you. 
You share this milestone too.

Congratulations to Lily Martin for winning 
Cicero/AMO’s Nicola York Award

Nicola York was an employee of Cicero who 
tragically died of bowel cancer in 2016. Since 
then, we have been working to ensure we keep 
Nicola’s memory alive. An award is presented 
to one employee in December each year who 
demonstrates similar attitudes towards work 
and life. The award is matched by a donation 
to St Christopher’s Hospice. 

https://outstanding.involverolemodels.org/poll/2020-top-100-lgbt-executives/ 

