The DHL Express Sustainability Health Check

A GUIDE TO
SUSTAINABLE
BUSINESS PRACTICE
MAKE IT YOUR BUSINESS
TO GOGREEN
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Global industry has a heavy impact on the
environment, from the extraction of raw
materials to the production, distribution, use
and disposal of goods.
Across the UK many of our businesses are well
placed to respond with speed and innovation
to create a more environmentally sustainable
industry. SMEs in particular play a crucial role
in demonstrating what can be done differently
in a short space of time.
We know that many businesses are already
considering how they impact the world around
them, but we hope to help you identify some
areas to improve. The following guidance
should help highlight some areas to consider.
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Is your business working towards high ethical
standards and improved sustainability?
Join businesses who have answered the growing drive from
customers who are making the decision to purchase from more
sustainable and ethically conscious brands; 74% of customers
say a company’s sustainability practices matter more than they
did a year ago (Salesforce, 2019). The trend towards increased
sustainability is particularly important amongst younger
demographics, buyers of both today and the future.

Sustainability practices matter
more than they did a year ago
Outsourcing services company GCS found that 68% of those
aged between 18-24 had made an eco-friendly purchase
at some point in the past year (2019). They also found that
buyers in that age range were willing to pay higher prices for
sustainable products.
You can be part of the green movement which is spreading
across the retail and trading sector as a whole. Customers
are significantly better educated on sustainability issues,
and as a result they have rapidly increasing expectations of
brands to be enabling goals they have for changing their
own behaviour.
Google’s search data for the UK shows increased
sustainability-related searches (Google Search Data, UK, Oct
2018 - Sep 2019, YoY), particularly for ‘zero waste’, which
has grown 6X faster than ‘sustainability’ searches. This
echoes the trend that today’s buyers are driven by more than
just cost and are willing to align with brands that reflect their
own values and needs.
Consider communicating your efforts on your homepage if
you’re not already; effectively communicating your stance

on sustainability to your customers is highly recommended
and can even lead to increased sales. Out of UK fashion
businesses polled by Censuswide on behalf of Klarna
in July 2018, 44% of respondents prioritised increased
sustainability and ethical standards for their businesses.
It might be time for your business to do the same.

Do you consider
sustainable principles at
product creation stage?
Taking actions early on in production can reduce
greenhouse gas emissions and use resources more
efficiently and innovatively. If your team were able to
understand the impact of raw materials sooner, you could
improve the carbon footprint of your product lines.
Considering a change in colour, material or size could in
fact have a huge effect on how sustainable your products
could be. Think about your business as a whole and each
stage of production such as design, materials, sourcing,
manufacturing and use. Are there any areas where you
could make a positive impact?
As education around sustainable practices improves,
these considerations are expected to become more
commonplace. Already global brands including Nike and
Kering have been developing design tools and training
systems for designers to use throughout the design
process to help make informed material choices in
relation to water, chemicals and waste.
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Do you know how
green and ethical your
manufacturers and
suppliers are and the
processes they use?
Supply chain transparency is becoming extremely important
to customers across all sectors. Your customers may want
to know that you have considered the water use and energy
efficiency during the manufacturing process and your ethical
choices around factory selection.
Be confident in building close relationships with suppliers
and manufacturers; ask your suppliers if they have a
certification/standard for their products, processes or
materials; how is their energy supplied and what plans do
they have to reduce their energy consumption and improve
energy efficiency. If you can, consider visiting factories you
are working with or work with a third party to assess if they
practice values which fit your brand and principles.

Can buyers find out where their
products are made?
Products have gone on a long journey before they reach the customer; there is
growing support for customers to purchase more consciously and question brands
about where their products come from.

Think about finding a way to share information on supply
chain transparency with your customers. 50% of digital
customers state that environmental concerns impact
their purchasing decisions. (GlobalWebIndex). Presenting
information clearly in easy reference areas such as a
‘Corporate Responsibility’ page or in an ‘About Us’ section of
your website is a great start, but a dedicated landing page
on sustainability could be a great way to communicate your
ethical values and goals with your customers.

Consider if your customers are able to easily find out whether their purchases have
come from factories that meet ethical standards and use sustainable practices and
whether your business has a dedicated section about this on your website.
Customers are beginning to ask questions like – Who made this? How much are they
paid? Where did it come from? Being transparent about where your products are
made helps to answer these questions.

Do you show customers the carbon footprint
of the products they are purchasing?
Transparent pricing to understand cost and impact of
materials, hardware, labour, duties and transport - help to
educate customers about the true cost of products. Having
banners or dedicated information tiles on your site can
help to position your business as an open brand, working to
produce as sustainably as possible.

On product pages include a
‘See the factory link’ or ‘Find
out where I was made’ button.
Source: Everlane

MATERIALS
£14.86

HARDWARE
£3.31

LABOUR
£9.15

DUTIES
£4.57

TRANSPORT
£0.69

88% of customers are more likely to be loyal to a company
which supports environmental issues (Cone). Build a trusting
relationship with your buyers; educating customers is vital in
order to change the relationship people have with purchasing.
Investing in sustainability will pay dividends — both now
and in the future. Sustainability is increasingly important on
individual, business, industry and political levels. Customer
pressure and government policy are putting demand and
urgency on businesses to take more long-lasting sustainable
action. At DHL Express within our GoGreen services we offer
carbon footprint reporting to support our customers to
share transparent figures.

TOP TIP

TRUE COST OF ITEM
£33

Every part, element and process contributes towards the
carbon impact of the final product
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Are you reducing
the use of plastics
in your logistics and
packaging?
There are good reasons for using plastics in logistics when
it comes to product protection, but the growing amount
of plastic usage is threatening the planet. 2+ billion tons
of waste are produced by the e-commerce world every
year (Happi, June 2020); eco-friendly alternative packing
solutions will lead the future in logistics.
60% of customers gravitate towards businesses committed
to reducing plastics and improving the environment.
(Accenture) Can your business consider using alternative
packing solutions?
At DHL Express, we are working to reduce, reuse and
recycle plastic across logistics operations. We are providing
guidance by developing a strategy on single-use plastics
and defining minimum standards and recommendations for
sustainable packaging.
We are also developing solutions by supporting testing of
alternative packaging solutions together with customers.

60% of customers
gravitate towards
businesses
committed to
reducing plastics
and improving the
environment

Do you tell customers
that your packaging
is sustainable and/or
recycled?

Customer-directed campaigns are helping customers
understand the environmental impacts of their own
behaviour. By doing this you are raising awareness and
forming a great relationship with your customers. When
customers feel like they are doing good, they are more likely
to become a loyal and repeat customer.

Customers increasingly expect brands to forge the way to
destination zero – leaving no harmful impact on people or the
planet. (Google Trends Feb 2020)
Switching to climate neutral shipping is a huge step forward to
compensating for greenhouse gas emissions. It’s simple to switch
to carbon neutral logistics with DHL Express and it is a quick win
for communicating your green credentials to your customers.
You can offset your carbon emissions by choosing to switch to
GoGreen logistics with DHL Express. This is a climate neutral
shipping option that works with projects to offset the emissions
emitted during the transportation of shipments.

How does this work?
In addition to using green transport solutions wherever
possible, we calculate the amount of greenhouse gas emissions
produced during handling and transportation of shipments.
To offset these emissions carbon credits are bought from
recognised climate protection projects to fully compensate the
emissions emitted. Choosing to do this will mean you can label
your shipments as climate neutral and you will also receive
an annual certificate stating the amount you compensated for
greenhouse gas emissions.
We offer high value only carbon credits that meet CDM (clean
development mechanism) standards and/or carry the “The Gold
Standard” and all our calculations and offsets undergo an annual
third-party verification process.

According to Raconteur, three in four customers will pay for
packaging sustainability. (Raconteur, Future of packaging
2017) Product packaging is set to play an increasingly
important role in creating a more sustainable global
economy and customers are ready to play their part in this
movement.
A simple stamp or packaging with clear messaging of your
support to keep shipping as green as possible resonates and
could also result in a loyal customer base.

Offset your
carbon
emissions
by choosing
to switch to
GoGreen

Are you offsetting your
carbon emissions for
product logistics and/or
delivery?

Three in four
customers will
pay for packaging
sustainability

DHL has a widely publicised goal known as ‘Mission 2050: Zero
Emissions’; this is DHL’s commitment to reduce all our logisticsrelated emissions to net-zero by the year 2050; a goal we are
passionate about. Re-inventing logistics to become emissions
neutral is a huge challenge. But we are raising awareness
by educating and engaging staff, presenting initiatives and
disseminating knowledge across DHL and our customer base. We
have already made significant improvements, gaining 35% CO2
efficiency since 2017 and increasing our zero-emission first- and
last mile delivery services by a third.
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Do you have green
end-of-life solutions
for products?
It might be time to embrace an alternative business model, known as the
circular economy. This will help drive efforts to conserve products and
resources by designing out waste and promoting reuse at each stage of
the trade cycle.
For conscious buyers, knowing the “end use” could be the difference
between buying something or not… they are actively thinking – How long
will I wear this? Is it built to last? What will happen to it when I don’t want
it anymore?
There is still a lot of work to be done by brands in the area of end of life
for certain products that were not designed for reuse, recycling or safe
disposal. In the future “Generation Greta” will demand more circular
systems that meet customer needs without causing further damage to the
environment.
We expect to see a rise in recommerce sites and apps. The fashion industry
is already seeing an increase in this practice; one of the latest brands to
embrace this is Levi’s. Levi’s is the first denim brand of its size to create a
buyback program and effectively take responsibility for the full lifecycle
of its garments. Anyone can turn in any Levi’s denim item for a gift card
towards a future purchase – this is customer loyalty reimagined, and with
brands like H&M and The North Face also launching similar programmes,
we expect this movement to become commonplace in years to come.

For conscious
buyers, knowing
the “end use” could
be the difference
between buying
something or not

Make it your business
to GoGreen
DHL is the leading green logistics provider. Our Group-wide
environmental protection programme GoGreen is an expression
of our strong sense of responsibility. The programme’s main
objective is to reduce and/or avoid emissions of greenhouse gases
and local air pollutants. By the year 2050 we want to reduce all
logistics-related emissions to zero.
Our mission as the leading mail and logistics company is to
connect people and improve lives. Due to the size and global reach
of our Group – and its importance for global trade – we feel we
have a special responsibility to our employees, to society and the
environment.
Re-inventing logistics to become emissions neutral is clearly a
huge challenge. But we are optimistic that we can achieve this goal
– with the help of new technologies, the dedication and expertise
of our employees and through collaboration with our customers
and partners.

If you would like to find out more
about our GoGreen plans and how
we can support you to further your
sustainability efforts, visit
dhlguide.co.uk/sustainability
or
Call: 01332 828402
Email: gettingstarted@dhl.com
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