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Retail sustainability journey

First sustainable 

products bought in 

2018

In 2019 we shifted 

approach to embed 

sustainability in 

everything we do

It’s a complicated 

landscape and we 

need expertise

Supplier and industry 

engagement is 

growing, and we’ve 

made a lot of progress

Change takes time

Our ambition is to be a leader in sustainable heritage retail. 



NHM priorities

NHM declares 

planetary 

emergency and 

strategy to create 

advocates for the 

planet 2020

Museum’s 

launches 

sustainable by 

nature (2020) 

and SBI (2021)

Our Broken Planet 

launched 2021, 

followed by 

Generation Hope

Biodiversity 

Intactness 

Index launched 



Sustainability 
highlights

We’re constantly making 
sustainable decisions on 
product and our operations. 
These are some of the biggest 
impact projects we have 
completed so far

Raquel
Sticky Note
Claire notes:- All NHM branded plush now has 100% recycled plastic filling, a positive impact on over 100,000 units we sell per year, we have also moved all of our t-shirts onto organic or recycled materials- Over 1 metric tonne of cardboard from deliveries reused as ecomms packaging since November 2020- Since the launch in August 2020 we’ve sold 6,768 of the new Museum tote bag made from 80% PCW and 20% PIW R-PET, saving 1.9 metric tonnes of plastic from waste.- Most sustainable exhibition range launched in 2020 – bag receylced cotton, stationary from recucled coffee cups and cd cases- Since 2019 60% of suppliers signed up to Sedex ensuring a responsible supply chain- We do all this in partnership with sustainability team in the Museum



Next steps for retail

Measure impact Create action plan

Continue to engage 
with industry and 

suppliers

Net zero by 2035!

Raquel
Sticky Note
Claire notes:- Measure and report on sustainability – working with external companies to gather data on all branded ranges with a priority to measure Scope 3 emission. Gather material information on over 2,000 products to inform our risk areas and measure progress on sustainability- Create action plan from that data when we’ll know our biggest risk areas- Keep working with out suppliers on alternatives, with some of our suppliers we’re one of their biggest suppliers, unique influence.- Communicate all this work to our customers both onsite and online- Aim to get to net zero by 2035


	Lysbilde 1
	Lysbilde 2
	Lysbilde 3
	Lysbilde 4
	Lysbilde 5
	Lysbilde 6
	Lysbilde 7
	Lysbilde 8
	Lysbilde 9
	Lysbilde 10: VilVite
	Lysbilde 11: Where do we start?
	Lysbilde 12: Product evaluation
	Lysbilde 13: Product evaluation tool from PwC
	Lysbilde 14: The sum of each phase are put together for a final score
	Lysbilde 15: Evaluated 100+ products
	Lysbilde 16: Average score 24,6  23,5% of all our products have some kind of eco-label
	Lysbilde 17: Product requirements
	Lysbilde 18: Product content
	Lysbilde 19
	Lysbilde 20: 3. Sustainability
	Lysbilde 21
	Lysbilde 22: 4. Packaging
	Lysbilde 23
	Lysbilde 24: Recycling
	Lysbilde 25: Suppliers
	Lysbilde 26: Future plans
	Lysbilde 27: Challenges
	Lysbilde 28: What we’ve learned
	Lysbilde 29
	Lysbilde 30
	Lysbilde 31
	Lysbilde 32
	Lysbilde 33: Next steps for retail



