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In r ecent  year s, cor porat es 
and businesses have pledged 
t o wor k t o make t he wor ld a 
bet t er  place, and make 
decisions w i t h r egar ds t o t he 
Ear t h?s envi r onment al  and 
sust ainable needs. 

Yet , t hei r  wor k i s f ar  t o be 

suf f i cient  nor  complet e. 
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INTRODUCTION
According to the United Nat ions, air  pollut ion caused 4.2 m illion prem ature deaths in 
2016. The world cont inues to use natural resources unsustainably and waste 
product ion cont inues to be on the r ise. For exam ple, the disposal of elect ronic and 
elect r ical equipm ent  has grown into one of the fastest-growing waste st ream s. From  
2010 -  2019, e-waste generated globally grew from  5.3kg to 7.3kg per capita 
annually. While alarm ingly, environm entally sound recycling of e-waste increased at  
a m uch slower pace ? from  0.8 to 1.3 kilogram s per capita annually. 

I n Septem ber 2018, the World Bank announced that  the world?s waste product ion is 
predicted to r ise by 70%  by 2050 unless significant  act ion is taken. I t  is current ly 
est im ated that  at  least  33 percent  of that? ext rem ely conservat ively?  are not  
m anaged in an environm entally safe m anner. The East  Asia and Pacific region is 
generat ing m ost  of the world?s waste, at  23 percent , and the Middle East  and North 
Afr ica region is producing the least  in absolute term s, at  6 percent .

I n term s of clim ate change, the year 2019 was the second warm est  on record 
br inging with it  dest ruct ive wildfires, hurr icanes, droughts, floods and other disasters 
around the globe. I f global tem peratures are to cont inue to r ise, according to 
est im ates, it  will r ise as m uch as 3.2° C by the end of the century. I f we wish to m eet  
the 1.5° C ? or even the 2° C ? m axim um  target  called for in the Paris Agreem ent , 
greenhouse gas em issions m ust  begin falling by 7.6 percent  each year start ing in 
2020. Despite COVI D19 drast ically reducing hum an act ivit ies, only 6%  of em issions 
dropped, which st ill fell short  of the target  m ent ioned above. 

Pr o j ect ed  w ast e g en er at ion , b y  r eg ion  ( m i l l ion s o f  t on n es/  y ear )
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THE 
SURGING 
E-COM M ERCE 
A ND ITS 
IM PACT
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I t  is est im ated that  the global 
e-com m erce plast ic packaging m arket  
that  was valued at  USD10.26 billion in 
2019, will reach USD21.78 billion by 
2025, register ing a CAGR of 13% . This 
growth is pr im arily dr iven by fashion and 
apparel, consum er elect ronics, and 
personal care indust r ies which all relied 
on online shopping and globalised 
shipping during m assive lockdowns due 
to COVI D19. As m ent ioned in our 
previous issue (CN Logist ics Business 
I ntelligence:  Cross-border E-com m erce 
Logist ics Trends) , the world has seen a 
r ise in online shoppers and spending 
across t im e and region. As sales on 
e-com m erce plat form s around the world 
see a rapid r ise and reach record highs, it  
is est im ated that  addit ional e-com m erce 
sales resulted in 75,000,000 ext ra plast ic 
bags, according to Adept  Packaging. 
According to Greenpeace, the volum e of 
the packaging m aterial used by the 
e-com m erce sector was 9.4 m illion tons 
in 2019, and it  is expected to reach 41.3 
m illion tons by 2025.

Also m ent ioned in our previous issues, 
Asia Pacific consum ers are expected to 
change their behaviors into adapt ing 
m ore online shopping in their  
consum pt ion. Especially China, with its 
proliferat ion of alternat ive paym ent  
solut ions, popular ity in online shopping 
events such as single day offer ing 
lucrat ive discounts, and im proved 
logist ics infrast ructure, a change by 
different  stakeholders in the region is 
desperately needed. 

Th e Su r g in g  E- com m er ce an d  i t s I m p act

E- com m er ce in d u st r y  est im at ed  t o  d ou b le p last ic p ack ag in g  u se b y  2 0 2 5

Glob al  E- com m er ce Plast ic Pack ag in g  Mar k et , 2 0 1 9 - 2 0 2 5  ( in  m i l l ion s o f  p ou n d s)

Year 2019 2020 2021 2022 2023 2024 2025 Annual 
Growth Rate

Amounts in 
millions of pounds 
(in millions of kg)

2,077 
(942)

2,339 
(1,061)

2,657 
(1,205)

3,027 
(1,373)

3,453 
(1,566)

3,950 
(1,792)

4,533 
(2,056)

14.2%
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I t  is crucial for com panies that  wish to thr ive under the new norm al to align their interests with 
the younger generat ions. Younger consum ers look for brands that  publicly pronounce their values 
that  align with their  own, nam ely, those that  are socially conscious, sustainable and polit ically 
correct . 

A 2018 survey from  data plat form  Euclid found that  ?52%  of m illennials and 48%  of Gen Xers feel 
it ?s im portant  that  their  values align with the brands they like,? while 35%  of baby boom ers 
surveyed felt  the sam e way. Hence, for retailers and brands, taking sustainable pract ices is not  
only m orally correct , but  also a tact ic to at t ract  younger generat ions and drive long- term  brand 
loyalty. 

Moreover, a new Capgem ini Report  shows that  79%  of consum ers are changing their purchase 
preferences based on social responsibility, inclusiveness, or environm ental im pact  shown by a 
brand.

W HY SUSTA INA BILITY?

7 9 %  
of consumers are changing their purchase 
preferences based on social responsibility, 
inclusiveness or environmental impact 

Companies MUST ACT NOW to provide 
products that align with consumer's values
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Key solut ions em ployed by com panies now 

include:

1. Cancelling free return guarantees

- The pract ice results in a 

com pletely unnecessary and 

wasteful shut t ling of goods 

back and forth between 

retailers and shoppers

2. Adopt ing digital delivery

- Offer ing custom ers the 

opt ion of digital delivery of 

a product  and the ability to 

custom ize their order

- This buys t im e for the 

delivery of the physical 

item , allowing the retailers 

to ship the item  in an 

ecologically efficient  way 

and schedule. Reducing 

em issions and waste 

generated by global or local 

shipm ents

3. Use sustainably harvested 

m aterials in their  products and 

recycled m aterials in their  

packaging
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The Sustainable Developm ent  Goals or Global Goals are a collect ion of 17 

inter linked global goals designed to be a "blueprint  to achieve a bet ter and m ore 

sustainable future for all" . The 2030 agenda is a plan of act ion which seeks to have 

all stakeholders to act  in collaborat ive partnership to shift  the world onto a 

sustainable and resilient  path. Many com panies have joined suit  and m ent ion these 

goals in their  business plans or value proposit ions. 

THE GLOBA L INITIATIV ES
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Recent ly, m ore and m ore com panies t ry to tackle the problem  of sustainability from  

their supply chains, and aim  to create a set  of sustainable pract ices that  connect  

various aspects along the supply chain, and create an environm entally conscious 

supply network. 

A typical consum er supply chain creates far greater social and environm ental costs 

than a com pany?s own operat ion, account ing for m ore than 80%  of greenhouse-gas 

em issions and m ore than 90%  of the im pact  on air , land, water, biodiversity, and 

geological resources.

SUSTA INA BILITY IN THE 
SUPPLY CHA IN INDUSTRY
SUSTA INA BILITY IN THE 
SUPPLY CHA IN INDUSTRY
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SUSTA INA BILITY IN THE 
SUPPLY CHA IN INDUSTRY

Possib le b est  p r act ices t h at  cou ld  b e ad op t ed  b y  com p an ies m ay  in clu d e:

- Establishing long- term  sustainability goals

- Applying various m easurem ent  fram eworks and inst rum ents to help them  

pinpoint  sustainability pain points in their  supply chains

- Requir ing first- t ier suppliers to set  their  own long- term  sustainability goals

- I ncluding lower- t ier suppliers in their  overall sustainability st rategy

- Allocat ing a point  person to extend the firm ?s sustainability program  to lower 

t ier suppliers

- Reaching out  to service providers who are able to design and operate 

sustainability program s for their  supply chain (e.g recycling program s)

Th er e ar e f ou r  ap p r oach es com p an ies m ay  ad op t  t o  m an ag e t h ei r  

low er - t ier  su p p l ier s

Dir ect

I n d i r ect

Co l lect i v e

Glob al
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The fashion indust ry experienced unprecedented growth in recent  years with global 
apparel revenues doubling between the years 2001 and 2019. The indust ry em ploys 
over 75 m illion people globally and is expected to cont inue to grow at  a 7%  
com pounded annual rate unt il 2024. On the other hand, consum ers? environm ental 
and social consciousness is also growing. I n response to that , m any fashion 
com panies have taken steps to im prove their operat ions. This includes defining 
custom ised sustainability goals, increasing the t raceability for their  products along the 
supply chain, invest ing in t ransparency and consum er educat ion and m any m ore. 

Fashion is on par to becom e a quarter of the global footpr int  of carbon, and despite 
on-going init iat ives by the indust ry, its greenhouse gas em issions are on t rack to r ise 
m ore than 50%  by 2030. 

SUSTA INA BILITY IN THE 
FA SHION INDUSTRY

Sy n t h et ic Tex t i les ar e 
t h e t op  sou r ce o f  ocean  
m icr op last ics

Making up of 3 5 %  of 

m icroplast ic source in global oceans
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INDUSTRY 
EXA M PLE:
The Fashion Pact  is a collaborat ive effort  led by CEOs 
represent ing a third of the fashion indust ry, it  is a 
coalit ion of m agnitude joined by 60+  com pet itors and 
partners across regions and cultures. The project  believes 
that  m ult i- sector collaborat ion is the only way the fashion 
indust ry can adopt  m ore sustainable pract ices. They have 
1 com m on agenda across 3 pillars -  Clim ate, Biodiversity 
and Oceans.

After one year of consistent  collaborat ion and efforts by 
all fronts, the project  achieved the following:

 

Clim ate 40-45%  of all energy 
consum ed by m em bers 
com es from  renewable 
energy

Biodiversity Created first  
com prehensive indust ry 
com m itm ent  to set  
"Science based Targets for 
Nature" enabling 
m easurable decrease of 
im pact  on biodiversity

Oceans 70%  of m em bers have 
reduced unnecessary and 
harm ful plast ic packaging 
and act ively worked on 
other opt ions in replacing 
plast ic packaging with 
sustainable alternat ives
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Retailers, garm ent  producers and the 
fashion indust ry as a whole are all 
seeking to bet ter use the earth?s 
resources with a renewed sense of 
environm ental consciousness. 
Therefore, we as an internat ional 
logist ics solut ions provider in the 
high- fashion indust ry with a network of 
internat ional freight  forwarding partners 
and agents, have also joined forces with 
the world in support ing the UN?s 
sustainable developm ent  goals and 
provided professional waste solut ions to 
our clients. 

CN Logist ics holds cert ificates issued by 
United Nat ions Fram ework Convent ion 
on Clim ate Change (UNFCCC)  in 
accordance with the procedure for 
voluntary cancellat ion in the Clean 
Developm ent  Mechanism  (CDM) 
Regist ry by com m it t ing to cont r ibute to 
clim ate act ion and offset  greenhouse 
gas em issions.

Waste reduct ion is m uch m ore than 
sim ply recycling, it  should also involve 
avoiding the generat ion of waste in the 
first  place and m inim ising waste 
product ion in daily operat ions which are 
both integral to any waste reduct ion 
st rategy. CN Logist ics part icipates in the 
recycling program s by the world?s 
leading retail garm ent  m anufacturers 
and works in partnership with our 
custom ers to reduce and recycle. We 
are not  only a world leading provider of 
professional logist ic services but  also 
waste solut ions and recycling program s. 
CN Logist ics hopes to prom ote 
com m unity part icipat ion in waste 
reducing, reusing and recycling;  
because whatever we do, we do bet ter 
than others.

CN LOGISTIC' S
SUSTA INA BILITY STRATEGY
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OUR SCOPE

- Plast ic h an g er s
- Plast ics

- Po ly  Bag s
- Bu b b le w r ap
- Sh r in k  W r ap

- Pap er  p r od u ct s
- Car d b oar d
- Pap er  st u f f in g
- Pap er s
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PA PER RECYCLING
Ex ist in g  So lu t ion s

Landfills/ incinerat ion

Current ly, m ost  garm ent  waste produced in 
China is direct ly buried or burned. Since m ost  of 
the waste is m ade from  chem ically synthesized 
fibre m aterials which m ake them  ext rem ely 
difficult  to be degraded naturally. 

Com bust ion of these m aterials will release a 
large am ount  of toxic gases and harm ful 
substances which could pollute and irreversibly 
dam age the environm ent .  

Recovery

Through physical and chem ical m ethods, 
garm ents? chem ical com posit ion and calor ic 
value could be part ly recovered. However, a 
varying degree of secondary pollut ion m ay be 
produced with this m ethod.

Reuse

Cloth donat ion or second-hand sell is another 
com m on m ethod to m axim ise the value of waste 
clothing. However the process of disinfect ion, is 
cost ly;  and the efficiency of the m ethod heavily 
relies on consum er part icipat ion and behavior. 

Recycle

The fiber m aterial could be used in the 
product ion of other text ile products. The m ethod 
requires high technical equipm ent  and skill,  but  
could yield higher recycling rate and has a lower 
environm ental im pact . 



16

RECYCLE A ND REV ERSE
LOGISTICS BY CN LOGISTICS

Material Suppliers Dist r ibutor

Region Dist r ibut ion 
Center

Retail Stores

Region Dist r ibut ion 
Center

Rework or reuse the products and 
supply hangers, polybags and 
carton boxes

Pack the goods with hangers, 
polybags and carton boxes

Deliver the goods to 
store with hangers, 
polybags and carton 
boxes

Collect  recycling 
item s from  stores

Rem ove the packaging, wrapping 
and consolidate m aterials
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OUR SERV ICES

Collect ion
-  Cost  effect ive
-  Paperless
-  Sim plified Operat ions

Sort ing
-  Well- t rained staff
-  Maxim ize recyclable m aterials
-  Minim ize waste generat ion

Processing
-  Well-  equipped logist ic units
-  Maxim ize product ion volum e 

Delivery
-  Consolidat ion of m aterials
-  Cost  effect ive

Report ing
-  Sum m arized report
-  Cost  analysis
-  Project  review

As a leading logist ics and freight  forwarding service provider, CN Logist ics is proud to 
provide our professional logist ics advice and services on our recycling program .

We provide a range of value-added services throughout  your supply chain. Our 
expert  team  will assist  your corporat ion in waste m anagem ent  and im plem ent  
effect ive recycling to m inim ize waster product ion and m axim ize ut ility in your 
operat ions.
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LOOKING A HEA D
Going ahead into 2021, sustainability will definitely be table-stakes for 
m ost  com panies, especially those catering to consum ers. I t  is not  
surprising to see com panies invest ing into sustainable projects, for 
exam ple, at  the end of 2019, McKinsey put  the value of sustainable 
investm ent  at  $30 t r illion, a 68%  increase since 2014. According to 
Coyote Logist ics, 81%  of com panies are m ore focused on sustainability 
today than they were three years ago. 

Being sustainable br ings huge growth opportunit ies to com panies, I RI  
found that  sustainability-m arketed products in fact  grew faster in 
term s of CPG than non-sustainable products. There is also a growing 
t rend where consum ers are m ore willing to pay a higher pr ice for 
sustainable products and services and could possibly offset  the 
addit ional expense that  sustainability adds. 

Consum ers want  to see proof that  brands are actually giving back to 
the com m unity and the environm ent . Com panies could integrate 
m edia and experiences to help consum ers be inform ed, aware and 
involved. Being t ransparent  also helps, Kering has proact ively created 
an Environm ental Profit  & Loss (EP&L)  Account  that  m easures carbon 
em issions, water consum pt ion, air  and water pollut ion, land use, and 
waste product ion along their supply chains for full t ransparency to all 
their  stakeholders. Educat ional engagem ent  and part icipatory 
experiences could also help your brand stand out  as one who not  only 
cares about  their  custom ers and also the earth. 
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A BOUT US

CN Logist ics Lim ited is the No. 1 dist r ibutor in the logist ics m arket  for high-end 
fashion products in both China and Hong Kong, as well as the no.1 in the integrated 
freight  forwarding m arket  for wine in Hong Kong. Our business scope includes air  
freight , ocean freight  and dist r ibut ion and logist ics. Our service networks cover over 
100 count ies, showing our capability in consolidat ing global freight  forwarding 
resources. We can also be the stepping stones for our custom ers' expansion with 
our far- reaching global network. We are also one of the earliest  com panies to 
establish our own sem i-autom ated dist r ibut ion centers to provide tailor-m ade 
logist ics solut ion for high-end fashion products.

We established long-standing relat ionships with m ajor custom ers who have 
relat ively low propensit ies to switch freight  forwarding service providers, brands we 
serve include Kering, Lane Crawford, Gucci, Balenciaga, Alexander Wang, Alexander 
McQueen, Saint  Laurent  and m any m ore. 

We are also the leader in the wine logist ics indust ry in Hong Kong. We m anage a 
storage and dist r ibut ion space of approxim ately 58,000 sq.ft  dedicated to wine 
storage, of which the tem perature and hum idity are kept  at  an opt im al level, we 
also own a Wine Storage Managem ent  System s qualificat ion cert ified by the Hong 
Kong Quality Assurance Agency. 

Looking ahead, we are planning to upgrade the sem i-autom ated dist r ibut ion cent re 
of over 90,000 sq. ft  in China and establish a new cent re and refurbish the exist ing 
dist r ibut ion cent res in Hong Kong.
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W h a t e v e r  w e  d o ,  

W e  d o  b e t t e r  t h a n  o t h e r s

-  A Passion for Service

CN Logist ics Internat ional Holdings Limit ed

E-m ail:  
info@cnlogist ics.com .hk

Facebook:  
@cnlogist icslim ited

I nstagram :  
@cn_logist ics

LinkedI n:  
@cnlogist icslim ited

WeChat :

Website:
ht tps: / / www.cnlogist ics.com .hk/
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