


Across the Group, Royal Mail aims to decarbonise its
operations through the use of alternative fuel vehicles
and renewable energy solutions, whilst striving for
continued efficiencies.

We continue to implement measures to reduce water
usage and waste generated from its operations.



DELIVERING A CLEANER FUTURE

3 key areas

Environmental considerations are a fundamental part of the way Royal Mail operates in the UK. Withatstfest
street network of over 85,000 postmen and women in the UK, it plays a key role in reducing emissions in the
communities in which it works. Its environmental strategy focuses on three key areas which are outlined below:

Net zero Clean air Responsible consumption
We will have a net zero carbon business 100% of our fleet will be powered We will reduce the waste generated
by 2050. This target will be periodically by alternative fuel by 2050. We aim to and water used by 25% by 2030.

reviewed and brought forward if possible. reduce the emissions associated with To support this, we will complete a
Our net zero journey aligns with the our fleet to improve the air quality in total review of purchase, distribution,
ambition agreed during the 2015 Paris the communities in which we operate. use and disposal of packaging and
Agreement of limiting warming to less single-use resources by 2022.

that 2 degrees Celsius.




CORPORATE RESPONSIBILITY REPORT

Royal Mail sets out its commitment and approach to
responsibly managing its impact on the world in its
Corporate Responsibility Report. This includes its
relationships with its people, customers, communities Corporat_e_ :
and environment. Responsibility

_ o Report 2020-21
The Royal Mail Corporate Responsibility Report _—
2020/21 can be accessédre

Royal Mail plc



https://www.royalmailgroup.com/media/11488/royal-mail-group-cr-report-2020-21-interactive-final.pdf
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ALL MEDIA HAS A CARBON FOOTPRINT

n

4 BILLION+ 3. 7%

Global internet users* CKS AYOISNYySiQa O2yiNROdziA2Y
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For every email* Estimated CQemissions generated by emails each year.
Equivalent to the annual emissions of 63 million cars.**
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*ClimateCare, The Carbon Footprint of the Internet Infographic, 20BerhersLee, M., 2010RadicatiGroup, 2015; EPA, 20M&lobal BEVaste Monitor, 2020t €EPI, 2019



THE AD INDUSTRY IS ASKING
EVERYONE TO PLAY THEIR PART

Al R bSi %SNRB Aa UK Sinitjatie tb el BINI A &
advertising respond to the climate crisis caused by CO2 emissions,
A Supported by Royal Mail, its ambition is to set the industry on a

clear path to net zero with immediate actions to measure, track
and reduce the carbon impact of the way the industry operates.

A.D NET ZERA‘ ALO A& Ftaz F20dzaAy3d 2y dzaiAy3a O

the rapid shifts in consumer behaviour needed to address the
climate emergency.

A By working together to drive carbeturbing policies throughout
the advertising ecesystem, Ad Net Zero aims to achieve real net
zero carbon emissions from the development, production and
media placement of advertising by the end of 2030.



MISLEADING ENVIRONMENTAL CLAIMS

n

The Competition and Markets Authority (CMA) has issued, for consultation, draft consumer protection law guidance
for all businesses making environmental claims.

Recent analysis of European consumer websites found that 40% of green claims could be misleading. For example
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The proposed CMA guidance sets out 6 principles that environmental claims should follow:

1 2 3 4 5 6

Must Must be Must not Must be clear Must only Must be
consider the truthful and omit or hide and make fair or substantiated
full lifecycle accurate important unambiguous meaningful

of the information comparisons
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