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Apple shares
turn green as
services rise
EMILY NICOLLE

@emilyjnicolle
APPLE’s booming revenue in
its services division provided a
boon to investors late last
night, as shares bounced more
than four per cent in after-
hours trading.

The Californian tech giant
topped expectations for
quarterly profit and revenue
for the three months to the
end of June, as performance
improvement in China helped
its results.

Services revenue, which
includes its App Store, Apple
Music and Apple Care, rose 12.6
per cent to $11.5bn (£9.5bn). It
reached its highest proportion
of Apple’s overall sales to date,
at 21 per cent.

Sales of the iPhone fell 13
per cent year-on-year in line
with estimates, as users opted
to stick with their current
phones rather than upgrade. 

Apple boss Tim Cook said
the decline was “not some -
thing I worry about”.

Performance in China grew
in every category outside of the
iPhone, overcoming
consumers’ sluggish spending.
It followed a decision by Apple
to cut iPhone prices in the
region, as currency exchange
rates made its phones too
expensive for shoppers.

Revenue in its wearables
category, which includes the
Apple Watch and Airpods, beat
estimates of $4.8bn to reach
$5.5bn in the period.
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GREEN protesters were left 
red-faced last night after targeting
the offices of a renewable energy
company by mistake.

Several hundred climate
demonstrators from a group called
Reclaim the Power descended on
the Square Mile yesterday to picket

what they had thought was the
headquarters of Drax, only to find
out that the gas and energy group
had moved offices more than a
year ago.

The activists had instead chained
themselves to a block in Moorgate
that is now occupied by Europe’s
leading renewables generator,
Statkraft.

“There was some confusion,”

admitted one protester present at
yesterday’s rally.

Roughly 250 people carrying
signs and wearing white boiler
suits marched through the City as
part of a demonstration against
Drax over its plans for a new gas-
fired power station in Yorkshire.

Offices belonging to asset
manage ment giant Schroders and
Big Four accountant Deloitte were

also targeted for their connections
to Drax.

Members of the group sang and
chanted along the march while
also carrying banners such as: “No
borders, no nations, no gas power
stations.”

Outside London, Reclaim the
Power had also been campaigning
at SSE’s gas power plant in
Lincolnshire yesterday. 

The group said that they had
blocked both entrances to the site
and scaled cranes at the plant.

One activist vowed to City A.M.
that there would be more such
demonstrations to come in the
Square Mile: “The City should be
worried.”

The protests come weeks after
activists from Extinction Rebellion
similarly blocked roads in London.

Bad day at the office: Climate change activists protest outside wrong building

BURNOUT TOP
ENERGY CHIEF
FORCED TO QUIT
AMID LOSSES P2

ALEX DANIEL
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INVESTMENT into Britain’s car manufac-
turing industry has come to a near-stand-
still as companies divert hundreds of
millions of pounds towards mitigating a
potential no-deal Brexit which they fear
will plunge the sector into chaos.

Inward investment into the sector
plummeted more than 70 per cent to just
£90m in the first six months of the year,
according to figures published by the 

Society of Motor Manufacturers and
Traders (SMMT) today.

Of this, only £67m came from compa-
nies making investments, with £23m
coming from new government spending
in June on electric car research. 
Meanwhile, more than £300m was spent
on Brexit contingency planning.

The figures did not include a £1bn 
investment into building electric vehicles
in Britain in early July by Jaguar Land
Rover. However, the SMMT described the
move as “something of an outlier… The

vast majority of manufacturers have sus-
pended plant and product spending in
the UK amid ongoing uncertainty.”

Separately, credit rating agency Fitch
said yesterday a no-deal Brexit “could
materially lengthen supply chains and
jeopardise just-in-time deliveries that are
key to automakers’ profitability and work-
ing capital management”.

SMMT chief executive Mike Hawes said
the “precipitous fall” in investment was
the “most worrying” aspect of the past six
months for the British car industry. 

Any trade tariffs or friction at the border
caused by exiting the EU without a deal
would “threaten the very viability of the
industry”, he told journalists.

“We can’t have confidence in the future
without confidence we can get a deal.”

The trade body also revealed manufac-
turers had spent more than £330m on
contingency planning ahead of Brexit. 

One company has spent more than
£100m shielding itself from no-deal.
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ENTREPRENEURS

THERE are no two ways about
it: the cosmetic industry has
a problem with plastic. Most
households are plugged with
rows of cosmetics, largely

contained in single-use plastic pots. 
Globally, the beauty industry pro-

duces more than 120bn units of pack-
aging every year, the majority of which
is not recyclable, according to Zero
Waste Week. This throw-away culture
has received a lot of air-time recently,
after Sir David Attenborough shone a
harsh light on the harm that plastic
waste poses to the world’s marine life.

Funnily enough, the same day that
I meet the founder of men’s groom-
ing brand Men-u, Extinction Rebel-
lion activists are down the road
causing havoc in an act of defiance
against corporate carelessness to-
wards our planet.

Men-u might exist in the plastic-rid-
dled beauty sector, but it’s a company
that appears to care about minimising
the amount of waste it produces. 

The central premise of Men-u –
which launched in 2001 and is sold in
Boots, Mankind, and online – is to pro-
vide ultra-concentrated hair and skin
products which aim to perform better
than mainstream brands, while simul-
taneously leaving consumers with less
waste to dispose of.

HAIRY PROBLEM
Graham Fish comes armed with an
unbranded aerosol can, the sort you
would typically see lined up in the
men’s section of Boots. He pulls it
apart, showing me the small plastic
bag which holds the shaving gel, the
plastic dip tube, and steel can. He tells
me that it’s partly the intermix of plas-
tic and metals which makes these
products so difficult to recycle. 

By comparison, a Men-u
shaving creme is com-
prised of a simple
plastic bottle, pump
or cap, and a card-
board collar. 

The ingredients
within the con-
tainer stretch fur-
ther too. One
standard 200ml
aerosol shave gel
would give you
around 50 shaves,
while a 100ml Men-u
shave creme will give
you around 165, provided
you use it properly. And Fish
tells me that the products amount to
between 60 and 90 per cent less pack-
aging than most mainstream brands.

The high concentration of active in-
gredients means that less plastic is
being used overall (a 500ml bottle of
Men-u shower gel is equivalent to
about two litres of regular shower gel).

There’s a challenge, however. While
a 200ml Gillette shave gel is typically
sold in most shops for about £2, a
100ml Men-u shave creme comes with
a £11.95 price tag. 

Encouraging consumers to pay extra
for a product that is petite in compar-
ison to the bulky bottles you tend to
see in shops is especially difficult with
men, who are less likely to splash their
cash on luxury hair and beauty items
than women. But considered overall,

Men-u products
work out as bet-

ter value than a
first-glance com-

parison implies.

GOING AGAINST
THE GRAIN

Fish also wants to make sure that
less product goes down the plughole. 

“Lots of men are used to this big aer-
ation when they use shaving foam,
without realising that it’s the product
that comes into contact with the skin
and blade that does anything – the
rest is all wastage.”

So how do you stop customers from
lathering up with the same amount of
product that they would use with or-
dinary brands, thereby undermining
the whole point of the business? 

First, the bottles all have pumps so
that customers can be accurate about
the quantity they are using, remov-
ing the temptation to “overdose”. 

Customers are also advised to use a
shaving brush to disperse the prod-
uct properly on the skin. 

Katherine
Denham speaks
to Men-u about
the cosmetic
industry’s plastic
problem

FORTUNE
FAVOURS 

THE SHAVE

to other materials could have unin-
tended consequences, which end up
being more detrimental to the planet
than the initial plastic was. Indeed,
Fish points out that some durable
kinds of bioplastic need to be broken
down by combusting units under high
temperature, which then blow lots of
methane into the environment. 

The Men-u boss is also critical of the
government’s decision to tax plastic
packaging which contains less than
30 per cent recycled material from
2022, warning that it will be difficult
to police. “I also don’t think it’s going
to reduce consumption of plastic, be-
cause companies will just pay more to
use virgin plastic, and pass the costs
onto consumers.”

Another problem is that many plas-
tics can only be recycled once, making
it even harder for landfills to separate
what can be reused and what can’t.

Instead, Fish would prefer the gov-
ernment to hone-in on decisions to
help reduce the amount of waste in
the first place. When you consider
that each UK citizen wastes about

76kg of plastic each year, while in Swe-
den it’s around 18kg, it’s clear that a
lot more can be done by the British
government and retailers.

“The decision is being left to con-
sumers, when we really need brains to
come together to design a good sys-
tem and police it, because otherwise
it’s up for abuse,” Fish says.

As well as reduction of waste, he ar-
gues that the recapture system – that
is, how plastic is reused – is just as im-
portant as recycling. “Plastic is a great
invention – it has some great charac-
teristics which could be put to good
use in many ways, such as outdoor
furniture or building materials.”

It’s refreshing to hear of a cosmetic
business that is thinking about its
broader impact on the planet, but also
aware of the practical considerations
of various solutions.

Of course, there is no clean-cut an-
swer to solving the plastic problem,
but if both companies and consumers
can work to shave the amount of
waste that is produced in the first
place, it’s definitely a good start.
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If this all sounds a bit instructive,
it’s intended to be. Fish, who used to
work for American beauty giant Al-
berto-Culver, says his business vision
isn’t just about plastic, it’s also about
educating men around how to shave. 

He points to research carried out by
the firm which found that most men
don’t know how to shave properly. 

“How do they learn?” he asks. “Most
men don’t do facial mapping to see
how their hair grows, so they end up
shaving against the grain. That’s why
lots of guys end up with sensitive skin.”

SHAVING THE WAY
I ask Fish if he has considered going
completely plastic-free by switching to
other materials like bioplastics, but
he’s dubious about whether that’s re-
ally the answer. 

“I’m worried that it could be a bit of
a diesel moment,” he says, referencing
the government’s environmental cru-
sade to encourage drivers to opt for
diesel-powered vehicles instead of
petrol, before U-turning shortly after. 

A mass movement away from plastic


