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SUSTAINABILITY  
REVIEW
MAKING SUSTAINABILITY ACCESSIBLE FOR ALL

“ Good sustainable 
practices are relevant 
to our whole business, 
recognised in our focus 
areas and embedded in 
every decision we take 
– making sustainability 
accessible for all.”

Dawn Durrant 
Chair of Sustainability Focus Group

PEOPLE 
• Customers and communities  

page 4.

• Colleagues (including diversity 
and inclusion) page 8.

• Health and safety page 12.

• Bribery, fraud and tax evasion 
(including culture) page 16.

PRODUCT 
• Sustainable supply chains  

and products (including  
human rights) page 18.

ENVIRONMENT 
• Energy, CO2 emissions and waste 

reduction (including our new 
approach to climate change)  
page 24.

• Energy usage page 25.

• Greenhouse gas emissions  
page 26.

• Waste management page 28.

THIS YEAR’S SUSTAINABILITY REVIEW
To align our reporting more closely to how we approach sustainability across the business, we have restructured 
our review as follows: people, product and environment.
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OUR 
BRAND

B E I N G  A  G O O D 
C O M P A N Y

PROFITABLE 
GROWTH

At Dunelm we are ambitious about 
profitable growth, our brand, and being 
a good company – and this means 
doing things properly for the long term 
on many different levels. For example, 
our customers want products that 
offer choice, value, quality and style, 
while neither harming the environment 
nor the people who make them. Our 
colleagues want a safe, respectful 
working environment that allows them 
to give our customers the best service 
and shopping experience. Our long-
lasting relationships with suppliers 
are maintained and built on trust, fair 
practices and shared objectives. Good 
sustainable practices are interlinked and 
relevant to our whole business and our 
recognition of this is reflected in our 
strategy as one of our six focus areas – 
making sustainability accessible for all. 

HOW WE MANAGE 
SUSTAINABILITY 
ACROSS THE GROUP
Our sustainability management 
framework can be found on page 2. 
We believe that sustainability, like our 
governance and our shared values, is 
most effective when it is part of how we 
operate day-to-day, and not a separate 
function. Our overall sustainability 
strategy and targets are set by the Board 
and the Executive Board, and reflect the 
areas that our customers, colleagues, 
communities, suppliers, shareholders and 
the UK Government consider are most 
important, and where we can make the 
most impact. The actions that we need 
to take to deliver against our targets 
form part of our everyday activities – for 
example our product development and 
sourcing process takes into account the 
sustainability of raw materials, packaging, 
and the social welfare and environmental 
practices of the factories in which the 
goods are produced.

OUR AMBITIONS

UPDATE ON ACTIVITIES 2019/20
We experienced an extraordinary 
year, with the impact of the Covid-19 
crisis drastically affecting our ways 
of working. In some areas, progress 
against targets was hindered, whereas 
some of our colleague and community 
work was able to accelerate. During 
the year, sustainability remained high 
on the Board agenda, with our Board 
and Executive Board discussing specific 
sustainability topics throughout the year, 
and reviewing our overall approach to 
sustainability twice in the year. Progress 
made during the year included: 

• Board review of Company ambitions 
and strategy, which formally put 
sustainability at the heart of our 
ambition to be ‘a good company’ 
and made it a key strategic focus 
area.

• Appointed Carbon Trust to help us 
measure our carbon footprint, set 
long-term carbon reduction targets 
and assess the impact of climate 
change on our business in FY21, 
starting with a ‘teach in’ for the 
Board and Executive Board on their 
Strategy Day.

• Increased ranges of sustainable 
products and made it easier for 
our customers to shop sustainably 
through our in-store and online 
guides.

• Worked with experts from a 
specialist compliance and supply 
chain risk services provider to 
develop our responsible sourcing 
policy and put in place a verification 
programme for our own brand 
cotton products.

In the pages that follow, we update on our progress in more detail and set out our 
plans for the next financial year. If you have any comments that you would like to share 
with us, please email me at investorrelations@dunelm.com.

Dawn Durrant  
Chair of Sustainability Focus Group

10 September 2020

• Established a process to assess the 
environmental practices of factories 
which supply our own brand 
products, with a view to grading 
them and setting improvement 
targets. 

• Accelerated our focus on mental 
health from detection to prevention, 
training all of our managers and 
being particularly mindful of 
colleagues who were on furlough 
while our shops were closed.

• Increased our focus on colleague 
diversity and inclusion, recognising 
progress in some areas but not 
significant enough in others.

• Set up local groups on Facebook 
during the Covid-19 crisis to 
provide a community forum and 
facilitate colleague volunteering, 
which built engagement and 
informed our understanding of how 
Dunelm could best support local 
communities. 

• Supported our Group charity 
partner, Macmillan Cancer 
Support, through remote colleague 
fundraising, live community events 
and a discretionary corporate 
donation of £105,000 to make up 
for shortfall of funds raised through 
in-store activity.

• Diverted production in our curtain 
and blinds manufacturing facility 
to hospital gowns for the NHS, 
and encouraged colleagues on 
furlough to sew wash bags for 
NHS colleagues and volunteer in 
community initiatives. 
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Customers and communities: through 
our dunelm.com website, Customer 
Care Centre and social media, 
including store-based local Facebook 
groups, signage in store, informative 
packaging. 

  Colleagues: monthly ‘huddles’, 
National Colleague Voice, Home 
Comforts in-house communication 
tool, engagement survey, ‘pulse’ 
surveys, local Facebook groups.

SUSTAINABILITY 
REPORTING 
FRAMEWORK
HOW WE EMBED SUSTAINABILITY IN 
OUR BUSINESS

HOW WE ENGAGE ON SUSTAINABILITY ISSUES WITH OUR STAKEHOLDERS

OUR SUSTAINABILITY PERFORMANCE 
AT A GLANCE 

Focus Dunelm targets
Progress 
2019/20 

Customers
 P4

United Nations 
Sustainable 
Development Goals 
UN SDGs: 3, 12

Grow active 
customer base by 
2 million between 
FY19 and FY23

On track: 
1.3% increase

Communities
 P4

UN SDGs: 3, 12

Exceed previous 
year’s charitable 
funds raised by at 
least 10%

Achieved: 
following 
discretionary 
Group 
contribution* 

Colleagues
 P8

UN SDGs: 3, 5, 8, 10

Improve colleague 
engagement score 
by end of FY20

Achieved: 
+9%pts YoY 
increase

Health and safety
 P12

UN SDGs: 3

Reduce RIDDOR 
reportable 
accidents year-on-
year

Achieved: 
reduced by two

Bribery, fraud and 
tax evasion

 P16

UN SDG: 12

100% of 
internal training 
completed

Not achieved: 
increased to 
94%* but target 
not achieved

PEOPLEBOARD

• Approves the sustainability strategy. 

• Overall responsibility for our sustainability 
performance.

• Role models and has oversight of the shared values.    

• Monitors progress through KPIs and Board reports.

• Annual presentations on sustainability topics.

EXECUTIVE BOARD

• Approves the sustainability strategy prior to 
submission to the Board.

• Role models the shared values.

• Members have line responsibility for managing 
specific sustainability topics.

• Regular Executive Board meeting agenda items.

• Monitors progress through KPIs, Board reports and 
customer and colleague feedback and engagement.

SUSTAINABILITY FOCUS GROUP

• Keeps up to date with legislative and best practice 
sustainability developments.

• Develops strategic objectives, policy, targets and 
initiatives for recommendation to the Executive Board 
and Board.

• Monitors progress against sustainability targets.

• Chaired by the Company Secretary, who reports to the 
Executive Board and the Board on progress.

COLLEAGUES

• Appraised by reference to our shared values. 

• Individual accountabilities for specific sustainability 
topics.

• Engaged to drive forward Company-wide objectives, 
such as energy and waste reduction.

  Suppliers: quality policies, third-party 
ethical audits, annual conference, and 
meetings throughout the year.

  Investors/potential shareholders: 
Annual Report, corporate website, 
biannual corporate governance 
presentation, ad hoc contact via the 
Company Secretary.

  Others: social media, local Facebook 
groups, corporate website.

02 Dunelm Annual Report & Accounts 2020
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* Performance impacted by Covid-19.

PRODUCT

Focus Dunelm targets Progress 2019/20 

Sustainable 
supply chains and 
products 

 P18

UN SDGs: 3, 5, 8, 
10, 12, 13, 14, 15

All own brand 
cotton products 
to be from 
responsibly 
sourced cotton by 
2025

On track

All Dunelm and 
Pausa own brand 
products that 
contain palm 
oil to be 100% 
sustainably 
sourced by the 
end of FY20

Not achieved: 
improved to 90% 
but target not 
achieved*

100% of all timber 
to be from legally 
harvested sources 
by FY20, and 50% 
of all timber used 
in Dunelm own 
brand products 
to be responsibly 
sourced by FY25

On track*

30% of all plastic 
packaging of own 
brand products to 
be from recycled 
content by 2022

On track

100% of Tier 1 
factory base for 
own brand 
products with 
audit no more than 
two years old by 
FY20

Not achieved: 
improved to 99%* 
but target  
not achieved

90% low or 
medium risk audits 
by FY21

On track

ENVIRONMENT

Focus Dunelm targets Progress 2019/20 

Energy use, 
greenhouse gas 
(GHG) emissions 
and waste 
management

 P24

UN SDGs: 12, 13

Reduce LFL 
electricity 
consumption by 
5% in FY20

Achieved: 
12.8% decrease*

Reduce car fleet 
emissions by 2% 
p.a. to FY25

On track

Increase MPG by 
2% p.a. for vehicles 
in our Dunelm 
home delivery fleet

Achieved: 
2.6% 
improvement

Achieve 100% 
diversions from 
landfill for all 
operational waste 
with 80% to be 
recycled by FY21

On track

ADDRESSING GLOBAL  
SUSTAINABILITY CHALLENGES 

The 17 Sustainable Development Goals (‘SDGs’), created 
by the United Nations in 2015, are designed to improve 
health and education, reduce inequality, and spur 
economic growth – while tackling climate change and 
working to preserve our oceans and forests. Companies 
worldwide have a role to play in achieving these objectives. 
In the tables above and opposite we highlight how our 
sustainability work aligns with these recognised goals.
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PEOPLE: CUSTOMERS 
AND COMMUNITIES

EXECUTIVE RESPONSIBILITY: 

Customer Director 

LINK TO FOUNDATIONS: 

Committed colleagues, efficient 
store estate, agile and scalable 
technology, data-driven decision 
making

LINK TO PRINCIPAL RISKS: 

Competition, market and customers, 
people and culture

OUR TARGETS:

• Grow active customer base  
by 2 million between FY19  
and FY23.

• Exceed previous year’s charitable 
funds raised by at least 10%.

OUR COMMITMENT

Our purpose is to help everyone create a home 
they love, and our commitment to customers 
is embedded in our customer proposition, 
which was updated in 2020. We also aim to be 
good neighbours and make a difference in the 
communities in which we trade, and we know that 
this matters to our shareholders, customers and 
colleagues alike.

ABOUT OUR CUSTOMERS  
AND COMMUNITIES

Under normal trading circumstances, 
we have over 5 million visits across our 
173 stores and website each week. 
Meaningful engagement with our 
communities through social media 
channels and local activities, alongside 
the development of relevant product 
ranges and services, help drive brand 
awareness and increase our unique 
active customer base, with these rising 
by 2.0%pts and 1.3%pts respectively 
during the year.

COVID-19 IMPACT  
AND LEARNINGS 

During the Covid-19 crisis our stores 
closed to customers for at least seven 
weeks and we only re-opened them 
when we felt it was safe to do so 
for customers and colleagues (see 
Health and safety page 12). While 
our stores were closed to customers, 
we witnessed a significant increase in 
online purchases, with more people 

using our home delivery services, 
as well as our contactless Click & 
Collect offer, which we were able to 
provide safely in advance of stores 
fully re-opening. Shopping behaviour 
and attitudes changed, and we are 
monitoring these trends to ensure 
that our product range and services 
continue to meet customer demand.

The way we communicated with our 
customers and communities during 
the Covid-19 crisis also changed. 
We learned rapidly the importance 
of having a ‘voice’ in our local 
communities and how our customers 
and colleagues benefitted from 
meaningful community initiatives. This 
experience will profoundly affect the 
way we engage with customers and 
communities in the future. We expand 
on some of our learnings below, 
alongside updates on previously 
announced initiatives which we share 
in the context of our evolving customer 
proposition.
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PRODUCTS THAT OFFER 
CHOICE, VALUE, QUALITY  
AND STYLE

Our commitment to customers 
includes product range improvements 
that meet their choice, value, quality 
and style criteria. During the year we 
refreshed approximately 10% of our 
product range, including designs and 
prints exclusive to Dunelm. We also 
developed ranges with more recyclable 
content and from more sustainable 
sources (see Sustainable supply 
chains and products page 18). During 
the Covid-19 crisis, people’s homes 
adapted to become offices, gyms, 
restaurants and communication hubs. 
Our customers invested more time on 
DIY projects, learning new skills and 
upcycling. Our products and ‘how to’ 
guides played an important role during 
this period and we will continue to 
focus on these ‘home essentials’ based 
on our customer insight.

SERVICES THAT HELP –  
FROM INSPIRATION TO 
DELIVERY TO FITTING  

Enhancing our online customer 
experience

In October 2019 we launched our new 
digital platform which allowed us to 
provide a more user-friendly browsing 
and shopping experience on our 
website, and better delivery options 
to improve customer choice and 
convenience. This major investment 
in digital resource proved critical 
during the Covid-19 crisis, allowing 
us to continue to serve our customers 
and generate revenue. Planned 
improvements to browsing and 
transaction speeds were fast-tracked 
during this time, enabled by the agility 
and empowerment of colleagues – 
particularly our Digital team.

Expanding customer services

We developed new customer services 
to keep our customers safe as they 
returned to our stores, and more 
convenient options for those staying 

at home. We introduced clear in-
store social distancing and hygiene 
measures, and a contactless store-to-
car service for Click & Collect orders. 
We trialled and rolled out interactive 
video technology, allowing customers 
to access personal shopping and 
personalised advice on made-to-
measure curtains and blinds without 
leaving their homes. 

Developing store formats

In 2019/20 we continued to develop 
our store formats and in-store concepts 
to inspire our customers. As well as 
refitting six of our older stores in our 
latest formats, at the end of May 2020 
we opened a smaller-sized edit high 
street store in Crawley, which has 
dedicated Live, Sleep, Eat and Work/
Do zones and gives customers access 
to interactive and augmented reality 
technology. We are monitoring sales 
and footfall to evaluate future roll out 
opportunities. 

EXPERIENCES THAT ARE 
FRIENDLY, LOCAL, HELPFUL 
AND BUILD RELATIONSHIPS

Building local relationships

During the Covid-19 crisis our 
colleagues set up 173 Facebook 
groups in their communities and these 
evolved organically. At the outset, 
our colleagues used social media to 
help organise local initiatives to help 
the NHS, care homes and support 
vulnerable individuals – involving 
over 7,000 customer volunteers; then 
to understand local customer and 
colleague sentiment about re-opening 
stores. These groups are now thriving 
communities which balance the activity 
between community – generating great 
conversations with our customers and 
colleagues – and commerce, where 
we talk about our products, offers 
and offer local customer care. This 
instant connection between colleagues 
and customers is building stronger 
emotional ties and more meaningful 

awareness of the Dunelm brand in 
our communities. We now have over 
152,000 social media followers on 
our community groups, growing 
organically by around 5,000 followers 
every week. We aim to appoint 
colleague ambassadors as trusted 
voices, empowering them to run 
community networks more formally.

Understanding our local audiences

We also learned that our customers 
want a personalised, authentic 
experience with communication that 
relates directly to them and the rhythm 
of their home. For these reasons we are 
focusing on creating and hosting local 
events with meaning in the community, 
working with faces and names people 
know and trust. This will also allow 
us to represent the social and ethnic 
diversity in our local communities more 
accurately and meaningfully.

Fundraising and charities

Although earlier in the year we were 
on track to raise a record sum for our 
chosen charities, unfortunately, some 
of our regular fundraising activities 
– such as the donation of proceeds 
from plastic bag sales and cups of 
tea in our Pausa cafes to Macmillan 
Cancer Support and Groundwork – 
were negatively impacted by store 
closures. However, we continued to 
support our Group charity partner, 
Macmillan Cancer Support, through 
remote colleague fundraising and live 
events on our community groups, and 
we have agreed to make an additional 
corporate donation to Macmillan 
Cancer Support of £105,000 to make 
up the shortfall. As mentioned above, 
our colleagues looked for other 
opportunities to ‘give back’ to their 
communities – making over 40,000 
personal protection equipment items 
for the NHS and supporting local 
hospitals, care homes and schools 
with hampers and essential items. We 
will place greater emphasis on local 
community-based charitable activities 
in the future.

UPDATE ON ACTIVITIES 2019/20

PURPOSE AND 
PROPOSITION 

HELPING EVERYONE CREATE A HOME THEY LOVE

Products that offer choice,  
value, quality and style

Services that help –  
from inspiration to delivery  

to fitting

Experiences that are  
friendly, local, helpful and  

build relationships
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PEOPLE: CUSTOMERS
AND COMMUNITIES
CONTINUED

WHAT’S NEXT FOR 2020/21

CUSTOMERS
UNIQUE ACTIVE  
CUSTOMER GROWTH

• Building further customer insight 
through our dedicated Data 
Insight team, to help us provide 
products and services that meet 
our customers’ needs.

•  Monitoring new services and 
continuing to develop new ways 
of shopping and engaging with 
our customers.

•  Increasing customer and 
community engagement activity at 
the local store level through social 
media and colleague activity.

•  Focusing on local charities and 
hosting events ‘with meaning’ in 
and with our communities. 

• Evolving our advertising 
campaigns to ensure they are 
relevant and meaningful to our 
customers, and building on 
the Home of Homes campaign 
featuring Dunelm families.

•  Evaluating our edit store format 
to establish rollout potential.

COMMUNITIES
GROUP AND COLLEAGUES 
FUNDRAISING AND 
GROUP CASH CHARITY 
CONTRIBUTIONS

£638k

2016

Fundraising
Additional Group top-up

2017 2018 2019 2020

Group charity contributions

£173k

£330k
£389k

£405k £397k

£59k

£36k
£102k £175k £136k

£105k

Why this measure is important

• It demonstrates the Group’s 
commitment to supporting 
charities and events close to the 
hearts of our colleagues and 
communities.

2019/20 performance

• Early in the year we were on track 
to exceed our target of a 10% 
year-on-year increase. However, 
as our stores and support sites 
were closed for between seven 
and fourteen weeks/three months 
respectively, we were unable to 
undertake some of our regular 
fundraising activity. As a result we 
did not meet our target. However, 
as part of our commitment to 
‘be a good company’, we have 
agreed to make an additional 
company cash contribution of 
£105,000 to Macmillan Cancer 
Support to make up the shortfall. 
Therefore the total value of cash 
charitable donations made by the 
Group in the period ended 27 
June 2020 was £241,000 (2019: 
£175,000). Total funds raised 
for charity by the Group and 
colleagues were £638,000 (2019: 
£580,000). In addition the Group 
donated goods with a retail value 
of £74,000 as part of our support 
to the NHS and local communities 
throughout the crisis.

*  Unique active customers who have shopped 
in the last 12 months, based on management 
estimates using Barclays data.

PERFORMANCE AGAINST TARGETS

+1.3%

2018 2019 2020

5.1%

1.3%

8.5%

Why this measure is important

• We use this metric to measure 
the acceleration of growth in 
our active customer base and 
therefore our ability to reach 
new customers. This measure 
combines our active store and 
online customers.

2019/20 performance

• Year-on-year growth in unique 
active customers* was 1.3%. Our 
growth was impacted by our 
store closures but we are still on 
track to meet our FY23 target of 
growing our base by 2 million 
over five years. Growth in unique 
active customers was running at 
8.8% as at February 2020, on a 
rolling twelve-month basis.  

GROUP 
KPI
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CASE STUDY

Supporting the NHS 
during the Covid-19 
crisis

We supported the NHS by using 
our manufacturing centre to make 
surgical gowns at cost for two 
hospital trusts, and child-friendly 
masks for the children’s ward at 
a Leicester hospital. We donated 
furniture to the family room at 
London’s Nightingale hospital 
and gave NHS employees a 15% 
discount via the Blue Light app. 
Our colleagues took the initiative to 
volunteer and coordinate volunteers 
in their communities to make and 
distribute wash bags and scrubs for 
NHS workers and social carers. 

COMMUNITY POLICIES

Our approach to charity contributions 

We have focused on driving colleague and customer 
engagement with a number of charitable activities to 
ensure we are giving back as much as possible. Each store 
also has a ‘Charity Champion’ and more autonomy will be 
given to local stores to work with their own local charities. 
Amounts raised by store are reported monthly, and the best-
performing stores are featured regularly in Company-wide 
communications.

Carrier bag sales

All proceeds from carrier bag sales are donated to charity – 
in England and Scotland to Macmillan Cancer Support, and 
in Wales to Groundwork, a charitable organisation which 
aims to create more green spaces and get people back into 
work through creating green jobs.

Donation matching

We support colleagues who are raising money for charities 
of their choice, by matching the sums raised by a donation 
to Macmillan Cancer Support.

Charity days

All colleagues are entitled to, and are encouraged to take, 
an extra day’s paid leave to undertake charitable activities 
either individually, or as a team.

 65,000
GOWNS MADE FOR THE NHS

Strate
g

ic R
e

p
o

rt

Dunelm Annual Report & Accounts 2020 07

Dunelm-AR2020-Sustainability.indd   7Dunelm-AR2020-Sustainability.indd   7 11/12/2020   14:40:1011/12/2020   14:40:10



30395  11 December 2020 2:37 pm  V2

PEOPLE: COLLEAGUES

EXECUTIVE RESPONSIBILITY: 

People and Stores Director

LINK TO FOUNDATIONS: 

Committed colleagues, data-driven 
decision making

LINK TO PRINCIPAL RISKS: 

People and culture

OUR TARGETS:

• Improve colleague engagement 
score by the end of FY20.

OUR COMMITMENT

We believe that a great place to work is a great 
place to shop. We can only deliver great products 
and services to our customers through the hard 
work and commitment of our colleagues.

ABOUT OUR COLLEAGUES

During the year we employed an 
average of over 9,500 colleagues 
across our business, with around 7,500 
working in our stores. Approximately 
two-thirds of colleagues work part-time 
or on seasonal contracts, and one-third 
are on full-time contracts, reflecting 
the significance of store-based hourly 
contracts in our industry.  

COVID-19 IMPACT  
AND LEARNINGS

At the outset of the Covid-19 
crisis our immediate focus was to 
make our colleagues feel safe and 
supported – financially, physically and 
emotionally. Our decisions were made 
in a thoughtful and principled way by 
listening to and engaging with our 
colleagues more frequently. 

We paid all of our colleagues their 
full pay during March and April 2020, 
and continued to pay all vulnerable 
colleagues and carers of vulnerable 

family members in full throughout. 
From May 2020, we paid colleagues 
who were on furlough 80% of their pay, 
and put in place a hardship fund to 
‘top up’ pay to the full amount if they 
were in severe financial hardship. We 
provided assistance to 43 colleagues 
in this way. By July 2020, most of our 
colleagues (other than those in the 
vulnerable group above) were back at 
work on full pay. 

We envisage that many new initiatives 
introduced during this period will 
stay, including: weekly video updates 
from our CEO, a deeper consideration 
of our diverse populations in our 
decision making (e.g. how we have 
protected our vulnerable colleagues), 
using the ‘virtual workplace’ to expand 
internal recruitment, and investigating 
flexible working arrangements built 
on stronger mutual trust and honesty. 
We have also retained our colleague 
hardship fund.
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SUPPORTING COLLEAGUE  
HEALTH AND WELLBEING 

We have been increasing our focus 
on mental health awareness in the 
business for around two years, 
primarily educating and engaging 
colleagues through face-to-face 
training for our managers and 
via our Home Comforts in-house 
communication tool. We are now using 
our insight to tailor mental health and 
wellbeing initiatives more effectively, 
focusing on early intervention and 
prevention. In May 2020, we partnered 
with a provider who develops clinically-
approved content (licensed from the 
Black Dog institute) to develop an app 
with mental health and mood-tracking 
modules. Around 500 colleagues have 
signed up to date and we are receiving 
positive feedback.

We also used Home Comforts to 
understand and react to colleague 
sentiment and wellbeing during 
the Covid-19 crisis, expanding it to 
include a ‘Wellbeing hub’ where we 
collated information and advice on 
finances, healthy eating, and emotional 
wellbeing. Over 1,000 colleagues have 
logged in to this content. 

DIVERSITY AND INCLUSION

We believe that having a diverse 
and inclusive working environment 
correlates directly with the health and 
wellbeing of our colleagues. We are 
committed to: 

• Educating and raising awareness 
(by explaining, for example, the 
background of Pride month and 
Black Lives Matter demonstrations).

• Promoting colleague engagement 
(through conversations and internal 
network building).

• Understanding and celebrating 
colleague diversity (starting with 
better data collection).

Our programme is fully endorsed by 
our leadership team and the Board, 
and we have appointed a strategic 
partner to audit our policies and 
practices and help to build awareness 
and make our commitments resonate 
more strongly in our workplace. We 
are also looking to extend diversity 
and inclusion training, and audit our 
colleague practices from a diversity 
and inclusion point of view.

This year we collected ethnicity 
data from new joiners. At the end 
of February 2020 our data covered 
59% of our colleagues and, of these, 
89% are white British. Our planned 
colleague census in April 2020 was 
put on hold owing to the Covid-19 
crisis; however, we intend to complete 

data collection by the end of 2020. 
We are also supporting our 300 or so 
colleagues who are EU nationals to 
obtain ‘settled status’ in advance of the 
end of the Brexit transition period on 
31 December 2020. 

We published our third gender pay 
report in July 2020 and were pleased 
to report that we reduced both key 
gender pay gap metrics. Our 2019 
median gap was 7.6% (2018: 7.9%) 
and our mean gap was 18.0% (2018: 
19.2%). We know we need to work 
hard to meet our aim to reduce these 
gaps further given the skew towards 
women holding lower-paid roles in 
our business – as is the case in the UK 
retail sector in general. At Dunelm, 
for example, 80% of our colleagues 
are hourly paid in our stores and, of 
these, 74% are female. Nonetheless, 
we are committed to improving and 
remaining open to change. During the 
Covid-19 crisis, for example, around 70 
furloughed store colleagues took on 
flexible home-based roles supporting 
the Customer Care Centre. While this 
approach alone will not reduce our 
gender pay gap sufficiently, it serves 
as a reminder that there may be other 
solutions to consider.

At the end of June 2020, the overall 
breakdown of male and female 
colleagues remained at 32:68 with no 
significant movement over the year. 
The analysis by job role is as follows:

UPDATE ON ACTIVITIES 2019/20

Male Female
% 

Female

Group Board 6 3 33%

Executive Board 4 5 55%

Dunelm Leadership Team   
(including Executive Board members) 14 12 46%

All other colleagues 3,180 6,653 68%

OUR EQUALITY AND 
DIVERSITY POLICY

We aim to provide fair employment 
to all colleagues, regardless of 
disability, race, religion or belief, 
sex, sexual orientation, gender 
reassignment, marital status or 
age. Further details are in our 
equality and diversity policy, which 
is available at corporate.dunelm.
com, which is incorporated into this 
report by reference.
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PEOPLE: COLLEAGUES
CONTINUED

COLLEAGUE ENGAGEMENT

We engage with our colleagues 
formally and informally, using 
regular ‘huddles’ (informal team 
briefings), weekly topical emails, 
Home Comforts, Intouch and Yammer 
intranet communications, an annual 
strategy communication event and a 
Company-wide ‘new year celebration’ 
which marks the start of the financial 
year. During the Covid-19 crisis we 
supplemented these with weekly 
Company-wide CEO updates via 
video, a weekly listening group at our 
distribution centre in Stoke, and ‘pulse’ 
surveys to understand store colleague 
concerns as they returned to work; 
these have now been extended to all 
hourly-paid colleagues. 

Our regular National Colleague 
Voice (NCV) meetings (colleague 
council meetings) are attended by 
senior management and enable 
colleagues to raise and discuss issues. 
At the last meeting held virtually in 
June 2020, agenda points included: 
colleague feedback on our new 
business foundations and shared 
values; learnings from the Covid-19 
experience; and structural changes. 

Colleagues were represented by 
13 voices and the Group Board 
was represented by our CEO (Nick 
Wilkinson), Remuneration Committee 
Chair (William Reeve) and our 
designated Non-Executive Director 
for employee matters (Marion Sears). 
The matters discussed are fed back 
at the next Group Board meeting. 
Key learnings (which we are already 
implementing) from holding virtual 
NCV meetings are that: we can make 
them more inclusive and collaborative, 
hold them more frequently, make them 
shorter, discuss more relevant topics ‘in 
depth’, and use the information from 
this important consultation body more 
effectively in our decision making.  

TALENT MANAGEMENT, 
TRAINING AND COLLEAGUE 
RETENTION

We aim to grow and retain talent in 
the business, filling management 
roles internally where possible and 
investing in colleague training and 
development: 97% of store manager 
roles were filled internally in the 
year (2019: 92%). To build our next 
generation of leaders, we launched 
our retail apprenticeship scheme in 

September 2019 with 13 colleagues 
taking part in this new initiative, in 
addition to taking on 13 graduates 
through our graduate recruitment 
programme.

During the year, our Senior Leadership 
team took part in a series of behaviour-
based leadership debates, facilitated 
by a third party. We are currently 
re-evaluating ‘what makes a good 
leader’ in light of our learnings from 
the Covid-19 experience, looking to 
update and tailor our framework where 
appropriate.

In line with our Customer 1st strategy, 
we established and resourced a 
new, standalone Data Insight team 
to bolster our capability. To achieve 
this, we recruited a higher number 
of external candidates to fill highly 
specialised digital and marketing roles.

Prior to the Covid-19 pandemic we 
were pleased to report a downward 
trend in labour turnover for a third year 
in a row. This trajectory, however, has 
been more difficult to interpret since 
the pandemic. 
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CASE STUDY

Changing the 
boundaries

The Covid-19 crisis changed 
traditional boundaries. Technology 
and homeworking empowered 
many colleagues, giving them 
opportunities to take on roles 
that previously would have been 
impossible. Store colleagues 
joined forces with our Customer 
Care Centre many miles away from 
each other, and curtain fitters and 
furniture delivery teams pooled 
resources to coordinate services. 
We have realised that by removing 
geographical boundaries and rigid 
job descriptions we have access 
to a larger, highly valuable pool of 
motivated, empowered colleagues 
and a greater opportunity to fulfil 
our aim to recruit and promote 
internally. 

EMPLOYEE NET PROMOTER

SCORE (eNPS) %pts

Year-on-year improvement

+9%pts

2018 2019 2020

49%

14%
9%

Why this measure is important

• This measure rates our colleagues’ experience 
with us and helps us understand where we need to 
improve.

2019/20 performance

• Our annual survey (due to be completed May 2020) 
was postponed; our last engagement survey was 
completed in November 2019 so we have used 
a half-year on half-year figure as this provides the 
most appropriate comparison; this demonstrated an 
increase of 9%pts.

• Our external Glassdoor ranking was fourth in the 
retail group as at July 2020.

PERFORMANCE AGAINST TARGET

WHAT’S NEXT FOR 2020/21
• Evaluate and shape our colleague agenda based 

on key learnings from changes during the Covid-19 
crisis.

• Continue to improve colleague engagement 
through more regular, relevant and interactive 
communication.

• Evaluate more flexible colleague working 
arrangements and empowered roles.

• Continue to focus on preventative initiatives 
in relation to physical, emotional and financial 
wellbeing.

• Extend our diversity and inclusion work, including 
audits of our existing practices and education for all 
colleagues.

GROUP 
KPI

BONUS
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PEOPLE:  HEALTH  
AND SAFETY

EXECUTIVE RESPONSIBILITY: 

Company Secretary

LINK TO FOUNDATIONS: 

Committed colleagues

LINK TO PRINCIPAL RISKS: 

Regulatory and compliance, people 
and culture

OUR TARGETS:

• Reduce RIDDOR reportable 
accidents year-on-year.

OUR COMMITMENT

We want to ensure the safety and wellbeing of our 
customers, our colleagues and all our visitors. This 
is a Company-wide focus with stringent policies 
and procedures implemented at all levels of the 
business.

ABOUT OUR HEALTH  
AND SAFETY 

We are responsible for the health and 
safety of over 9,500 colleagues across 
our business, and over one million 
shopping trips that our customers 
make to our stores each week. 

COVID-19 IMPACT  
AND LEARNINGS

Since March 2020, we have focused 
on ensuring the physical safety of 
our colleagues and customers in all 
operations, specifically on the design 
and implementation of effective 
policies and social distancing measures 
at all of our sites. These will continue to 
evolve as the Covid-19 crisis develops, 
and UK Government and best practice 
guidance changes. In addition, we are 
increasingly supporting the mental 
health and wellbeing of our colleagues, 
which is detailed in our Colleagues 
section on page 8.

HOW WE MANAGE  
HEALTH AND SAFETY

The Board is responsible for the 
creation and implementation of 
our health and safety policy and 
procedures, which include an effective 
system of ‘upward’ and ‘downward’ 
communication, appropriate standards 
for monitoring performance, and 
ensuring that sufficient resources are 
available to support this activity.  

Health and safety is a standard agenda 
item at every Board and monthly 
Executive Board meeting, supported 
by a monthly report and a formal 
annual presentation from the Group’s 
Health and Safety Manager covering 
accident/risk analysis, review of 
previous objectives, and agreement 
of new objectives for the next year 
based on risks highlighted through 
accident trends, industry changes and 
colleague feedback. For example, 
one of our priorities this year was 
to improve the personal security of 
our store colleagues, by addressing 
the regrettable societal increase in 
aggressive and, sometimes, violent 
public behaviour.  
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In our stores and at each of our 
sites, the site or store manager is 
responsible for implementing his 
or her respective health and safety 
policy and procedures, supported 
by the area manager (for stores) and 
the Group Health and Safety team. 
At our Stoke distribution centres we 
have a dedicated Health and Safety 
Manager. Risk assessments are in place 
at all Company sites and updated as 
required. 

We use our in-house health and safety 
audit to monitor compliance to policy 
and procedures. It is reviewed annually 
to ensure that it meets best practice 
industry standards and addresses 
specific identified risks. Our stores 
and distribution centres complete a 
monthly online self-audit, and area 
managers audit each of their stores at 
least once a year.   

These protocols are backed up by 
our in-house operational Health and 
Safety team who report to the Group 
Head of Health and Safety. Regular 
review meetings are held between the 
Group’s Head of Health and Safety and 
senior management from operational 
functions, and we have cross-functional 
safety committees covering retail, 
distribution, food safety and colleague 
personal safety. We also have an 
ongoing programme of education 
and training, including DVDs and 
interactive computer-based learning.

We have a proactive approach to 
safety, and colleagues are encouraged 
to report all potential hazards and 
risks and to feed back suggestions 
and concerns through Local/National 
Colleague Voice meetings, and specific 
safety meetings at our distribution 
centres. At all sites, listening groups 
obtain feedback on how our social 
distancing measures are operating, 
so that we can improve them for the 
safety of all.

OUR POLICIES
A copy of our full health 
and safety policy is available at  
corporate.dunelm.com

UPDATE ON ACTIVITIES 2019/20

As well as the Covid-19 related activities, which were 
our priority focus during the latter part of the year, 
we achieved the following:

FOCUS ON KNIFE SALE 
CONTROLS
Previously in the year we updated 
our policy and controls around 
the sale of knives and other age-
restricted products in our stores, with 
guidance from our Primary Authority, 
and completed refresher training. 
We continued our programme of 
independent ‘mystery shopper’ 
checks, and achieved an industry-
leading pass rate. 

IN-STORE COLLEAGUE 
PERSONAL SAFETY
Following the unfortunate rise in 
assaults on store colleagues, we set up 
a Colleague Personal Safety working 
group to promote the personal 
safety of our store colleagues. We 
have provided safety training videos, 
procedures to deal with threats of 
violence, a pocket guide with helpful 
tips, personal alarms, and improved 
exterior lighting at stores. 
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PEOPLE:  HEALTH  
AND SAFETY
CONTINUED

PERFORMANCE 
AGAINST TARGETS

NUMBER OF REPORTABLE 
ACCIDENTS UNDER 
RIDDOR* 

31

2016 2017 2018 2019 2020

61

29 27 33 31

Why this measure is important

• It is a reliable, externally 
comparable measure of how 
safe our premises are.

2019/20 performance

• 31 (year-on-year decrease of 
two).

*  Reporting of Injuries, Diseases and 
Dangerous Occurrences Regulations 
2013 (RIDDOR).

UPDATE ON ACTIVITIES 2019/20

STORE SAFETY PROCESSES
We rolled out a simplified and time-
saving new compliance process for 
completing health and safety checks 
on electronic tablets. We are now able 
to track compliance remotely across 
the business using this new process. 
We delivered half-day health and 
safety training courses for 412 store 
managers and store keyholders. 

ONGOING SAFETY  
INITIATIVES IN PAUSA 
We updated our allergen booklets 
in our Pausa cafes, and repeated 
hygiene and allergen training. We 
also automated the reporting of food 
quality issues, enabling us to track and 
address trends with our suppliers.

FORKLIFT TRUCK  
REMOVAL PROGRAMME
Our aim remains to remove all forklift 
trucks from stores by the end of 2021 
and, to date, we have achieved this 
in 144 of our stores. However, as this 
programme is linked to new store and 
refit activity, which has been delayed 
due to Covid-19, it may take a little 
longer than expected to achieve our 
goal.
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UPDATE ON ACTIVITIES 2019/20

WHAT’S NEXT FOR 2020/21
•  Continue to support, oversee and monitor the 

effectiveness of Covid-19 secure safety practices 
across the business, and adapt as required – 
including the re-opening of our Pausa cafes and 
our support centres.

•  Continue to improve safety standards for our 
customers and colleagues in our Pausa cafes.

•  Work with our Colleague Personal Safety working 
group to enhance colleague safety in stores.

•  Work with our Home Delivery Network to continue 
to improve safety and reduce accident rates.

•  Continue to work on the removal of forklift trucks 
from stores.

CASE STUDY

Behind the  
scenes during the 
Covid-19 crisis

Prior to re-opening our distribution 
centre, Home Delivery Network 
and manufacturing centre, we 
reassessed all operational risks, 
taking into account health and 
safety factors relating to the 
Covid-19 pandemic. In less 
than a week we produced new 
comprehensive briefing guides 
– down to details such as driver 
traceability and satnav usage 
rules for our drivers and fitters on 
the road. In our distribution and 
manufacturing centres we rerouted 
walkways and thoroughfares and 
introduced signs to demarcate new 
zones and promote new protocols. 
Throughout the process we held 
weekly listening groups with 
colleagues to alleviate concerns 
and discuss ideas. 
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PEOPLE:  BRIBERY, FRAUD  
AND TAX EVASION

EXECUTIVE RESPONSIBILITY: 

Company Secretary

LINK TO FOUNDATIONS: 

Committed colleagues, committed 
suppliers

LINK TO PRINCIPAL RISKS: 

Regulatory and compliance

OUR TARGETS:

• 100% of internal training 
completed.

OUR COMMITMENT

We are committed to acting legally, fairly and 
honestly in all of our business dealings and 
relationships.

ABOUT OUR APPROACH TO BRIBERY, FRAUD AND TAX EVASION

We apply our policies across all of our operations, and also require all of our 
suppliers to commit to apply the same or equivalent policies. 

COVID-19 IMPACT AND LEARNINGS

We reinforced the need for vigilance and adherence to our commitment, and 
took steps to address additional risk, for example, potential online fraud due to 
the prevalence of home working. We also put in place new listening groups and a 
live blog on Home Comforts to enable colleagues to feed back comments on our 
Covid-19 safety procedures.
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WHAT’S NEXT FOR 
2020/21

INTERNAL TRAINING 
COMPLETED,  
% COLLEAGUES 

94%

2018 2019 2020

100%

90%
94%

Why this measure is important

• To provide assurance that our 
colleagues are aware of the 
legal requirements and can 
identify wrongdoing by others.

2019/20 performance

• During the year 94% of 
eligible colleagues completed 
initial or refresher training; 
however, we did not meet 
our target of 100% owing to 
colleagues being on furlough. 
Refresher training has been 
rolled out in July 2020.

•  Continue with face-to-face and 
refresher awareness training.

• Review the status of any 
remaining self-employed 
contractors in advance of the 
tax law changes in April 2021.

• Refresh awareness of our 
whistleblowing/‘Speak Up’ 
helpline.

OUR POLICIES

Anti-corruption, anti-bribery and tax 
evasion 

Dunelm takes a zero-tolerance 
approach to bribery, corruption, fraud 
and tax evasion. The Group pays 
corporation tax on its operations in the 
United Kingdom and Jersey and does 
not operate in any tax havens or use 
any tax avoidance schemes. Our anti-
corruption and anti-bribery policy and 
our Tax Strategy are available on our 
website corporate.dunelm.com

Potential risks to our business

The main areas of potential risk in 
Dunelm’s organisation are:

• A colleague accepting a bribe or 
some other personal advantage in 
return for awarding a contract. 

• A supplier acting on Dunelm’s 
behalf offering or accepting a bribe 
or other personal advantage.

• A Dunelm colleague facilitating 
tax evasion by a third party, for 
example by making an ‘off book’ 
payment to enable a third party to 
avoid tax.

Bribery Act 2011

The procedures in place to ensure 
compliance with the Bribery Act 2011 
and other relevant legislation are set 
out below:

• Anti-corruption and anti-bribery 
policy implemented – which also 
covers fraud and tax evasion.

• Formal procedure implemented for 
signing off and logging gifts and 
hospitality accepted by colleagues.

• Executive Board members, 
senior colleagues, all members 
of the Commercial team and any 
individuals with authority to place 
significant contract orders have 
received anti-bribery training and 
complete an annual refresher.

• All senior colleagues sign a 
declaration of compliance and 
conflicts of interest statement 
annually.

• Standard terms and conditions for 
suppliers include a Bribery Act and 
tax evasion clause.

• Specific training has been carried 
out for suppliers and agents in 
high-risk territories.

• All payments to third parties must 
be supported by a valid invoice 
and segregated duties are in place 
in the Finance team; commercial 
checks made on all new suppliers; 
policy on engagement of 
contractors under review.

• Our whistleblowing policy refers 
specifically to the Bribery Act, fraud 
and tax evasion and an externally 
hosted independent helpline is in 
place.

• Standing agenda item for the Audit 
and Risk Committee.

UPDATE ON ACTIVITIES 2019/20
• Additional training provided to Finance and Logistics teams.  

• Externally hosted whistleblowing helpline rebranded as ’Speak Up’ and 
awareness raised through colleague communications.

• Policy and process for engaging self-employed contractors updated to 
include analysis of tax risk, audit completed of all self-employed contractors, 
and many engaged as employees.

PERFORMANCE 
AGAINST TARGET
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PRODUCT:  SUSTAINABLE  
SUPPLY CHAINS  
AND PRODUCTS

EXECUTIVE RESPONSIBILITY: 

Commercial Director 

LINK TO FOUNDATIONS: 

Committed suppliers 

LINK TO PRINCIPAL RISKS: 

Brand damage, regulatory and 
compliance, climate change

OUR TARGETS:

•  All own brand cotton products 
to be from responsibly sourced 
cotton by 2025. 

•  All Dunelm and Pausa own brand 
products which contain palm oil 
to be 100% responsibly sourced 
by the end of FY21.

•  100% of all timber to be from 
legally harvested sources by 
FY20, and 50% of all timber used 
in Dunelm own brand products 
to be responsibly sourced by 
FY25.

•  30% of all plastic packaging of 
own brand products to be from 
recycled content by 2022.

•  100% of Tier 1 factory base for 
own brand products to have an 
audit that is no more than two 
years old by FY20. 

•  90% low or medium risk factory 
audits by FY21.

OUR COMMITMENT

We are committed to helping everyone create a 
home they love and this includes making it easy 
and affordable for our customers to shop and live 
sustainably. To achieve this, we need to understand 
and improve our environmental, social and 
governance (ESG) impacts across our supply chains. 

Our commitments include reducing our carbon 
footprint, progressively improving the sustainability 
of raw materials and packaging, and ensuring that 
our suppliers (and colleagues) operate in accordance 
with recognised standards that uphold human rights 
and safety, and prohibit modern slavery. 

ABOUT OUR SUSTAINABLE 
SUPPLY CHAINS AND 
PRODUCTS

We need to ensure our products are 
legal, fit for purpose, sourced ethically 
and, increasingly, meeting customer 
demand for higher environmental 
credentials. We have a pragmatic, risk-
based approach, focusing primarily on 
products which are Dunelm branded 
or exclusive to us. These ranges 
account for 80-90% of our revenue 
and are sourced from around 150 
suppliers with approximately 850 
manufacturing sites. Gradually, we 
have extended our overall approach to 
cover other products such as food and 
drinks served in our Pausa cafes and 
third-party warehouses which store 
our products (see policy on opposite 
page).  

Our focus on ethical sourcing and the 
prevention of modern slavery extends 
to all of our suppliers of goods and 
services, and all suppliers are required 
to commit to our Code of Conduct (or 
equivalent policy). Further details are 
set out in our Ethical Code of Conduct, 
which is available at corporate.dunelm.
com/media/2729/dunelm-ethical-
code-of-conduct-update-march-2020.
pdf, and our most up-to-date modern 
day slavery statement, which is 
available at corporate.dunelm.
com/media/2720/modern-slavery-
statement-2019.pdf

COVID-19 IMPACT AND 
LEARNINGS

Although Covid-19 related restrictions 
on travel and the closing of operations 
limited the number of site audits 
against our Code of Conduct that were 
carried out during the year, overall our 
progress was not materially affected. 
We learned that during the Covid-19 
crisis our customers became more 
mindful about the environment and 
the sustainability of products, including 
evaluating ways to ‘make do’, reuse 
and upcycle, backing up the rationale 
behind product development ideas 
that were already in our pipeline.  
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OUR POLICY

Suppliers have to demonstrate 
compliance before we onboard them.

• All sites that manufacture a 
finished product for a Dunelm 
brand, including warehouses that 
hold Dunelm brand products, must 
have a social and ethical audit.

• The audit must be under two 
years old and carried out by an 
independent approved audit body 
that is APSCA accredited.

• Audits must be unannounced or 
semi-unannounced i.e. within a 
minimum two week window.

• All manufacturing sites in Asia 
must provide a valid structural 
report or buildings certificate.

• Vertically shared manufacturing 
sites are not permitted.

• Sites with annual turnover less 
than £25,000 ($35,000) including 
warehouses may provide an audit 
or complete a Self-Assessment on 
the online portal.

• Failure to obtain and provide 
an audit or risk assessment will 
subject the site to inactivation.

• Failure to notify Dunelm of a new 
site will lead to a £25,000 fine and 
loss of profit if goods cannot be 
sold.

Our Quality Manual sets out our 
standards including factory approval 
process, audit requirements, sharps 
policy and manufacturing standards.
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PRODUCT:  SUSTAINABLE  
SUPPLY CHAINS  
AND PRODUCTS
CONTINUED

UPDATE ON ACTIVITIES 2019/20

During the year, we developed our sustainability 
2021 sourcing roadmap, taking into consideration 
environmental and social risks. This work helps 
set product sourcing priorities, standards and 
aspirations on a risk-assessed basis and covers 
five areas: materials, manufacturing, packaging, 
transportation and customers. 

MATERIALS 

We are currently assessing our carbon 
footprint, but based on industry 
estimates the materials used in our 
products account for around 40% of 
our total carbon footprint. Some of 
our high-volume materials also entail 
other environmental and social risks. 
Based on these factors, our priority 
focus areas for materials are: cotton, 
timber, animal-derived materials (e.g. 
sheepskin, leather and feathers) and 
palm oil. 

Responsibly sourced cotton logo

RE
SPONSIBLY SOURCED

COTTON
RESPONSIBLY

SOURCED
COTTON

RESPONSIBLY
SOURCED
COTTON

Cotton

We use cotton in most of the textile-
based products that we sell, such as 
bed linen, curtains and fabric. Cotton 
is farmed in over 100 countries and 
its production and export is vital 
to economies in many developing 
countries. However, there are also 
environmental and social risks 
associated with its farming and 
processing (e.g. high water and 
pesticide use, and poor regional 
working conditions). In 2019 we 
worked with a third-party specialist to 
map our cotton supply chains against 
these risks and identify high-risk 
regions or suppliers. Our first step is to 
work with suppliers to increase scrutiny 
and seek documented evidence to 
demonstrate compliance with our 
responsible sourcing standards. If no 
action is taken within an acceptable 
period, Dunelm will stop buying 

products from that supplier and supply 
chain. More information can be found 
in our Cotton Responsible Sourcing 
Policy, available to view and download 
from our website corporate.dunelm.
com/media/2730/dunelm-responsible-
cotton-policy-2020.pdf

Timber 

Timber is a scarce resource owing to 
illegal harvesting and deforestation. 
This is a global issue as forests play 
a critical role in limiting climate 
change and supporting biodiversity. 
In Europe, timber importers must 
comply with the European Timber 
Regulations (EUTR), which enforce 
demonstration of legal sourcing, 
and we request this information from 
suppliers who use timber or paper in 
Dunelm products. We also support 
the Forestry Standards Commission 
(FSC) certification scheme, which sets 
standards for well-managed forests.  

We are working with an independent 
third-party to assess risks in our timber 
supply chains based on timber type 
and country of origin. This work is part 
of our commitment to source 100% 
of timber and paper in our own brand 
products from responsibly managed 
forests by 2025. We are also looking 
to introduce recycled timber in our 
products and reviewing other certified 
schemes. More details can be found 
in our current Responsible Sourcing 
Policy: Timber and Paper, available 
on our website corporate.dunelm.
com/media/2721/dunelm-timber-
policy-v20.pdf 

Animal-derived materials 

Although we aim to seek alternatives 
if possible, some materials used in 
our products come from animals. 
These products include sheepskin and 
leather (used predominantly in our 
furniture ranges), down and feathers, 
wool and animal hair (used in quilts, 
pillows, cushions and upholstery). Our 
policy is unequivocal – we only use 
humanely-sourced materials, which 
are a by-product of the food industry 
and from conventionally farmed 
animals. No materials are sourced from 
reptiles, exotic or domestic animals, 
and no real fur may be used. We ban 
imports from certain countries where 
poor practices have been identified, 
for example, in the tanning process. 
Our animal and welfare policy is 
guided by the Farm Animal Welfare 
Committee’s Five Freedoms and used 
in conjunction with all current UK, 
EU and international animal welfare 
legislation and relevant import and 
trade regulations. More details can 
be found on our website corporate.
dunelm.com/media/2079/animal-
welfare-policy.pdf

Palm oil 

We set ourselves the target of using 
sustainably sourced palm oil in all 
Dunelm brand and Pausa products 
by the end of FY20. At June 2020 
our compliance was 90%. We have 
engaged a third-party assessor to 
manage this on our behalf alongside 
our responsible timber and cotton 
programme. We anticipate meeting 
our target of 100% by December 2020.

SUSTAINABILITY REVIEW
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MANUFACTURING 

Environmental assessment 

In 2019 we established a process to 
assess the environmental practices 
of all sites that manufacture our 
own brand products. This covers 
assessments for water, energy, waste 
and emissions reduction. We have 
assessed over 50% of our sites and 
already have a far better view of where 
we can make the most positive impact. 
For example, we have identified 
opportunities to reduce emissions by 
reducing pack sizes and weight and 
optimising use of transport. Much of 
this work overlaps with our packaging 
reduction initiatives referred to on 
page 22. We will align this work to 
the carbon reduction targets that are 
being developed in FY21 to enable us 
to set priorities with our suppliers.

Promoting an ethical supply chain 

We use a third-party assessor to 
manage our social compliance 
auditing and modern day slavery due 
diligence. The Dunelm Quality team 
receives ‘live’ updates of supply chain 
risk ratings and works closely with our 
third-party assessor to actively manage 
continuous improvement of factory 
standards. We hold an industry-leading 
position, having carried out ethical 
audits in over 99% of Tier 1 supplier 
factories (for Dunelm own brand and 
exclusive products) with over 37% 
of audited supplier sites graded low 
risk, and a further 35% medium risk. 
The programme has been extended 
to our Pausa suppliers and third-
party branded suppliers. In 2020 we 
launched our supplier portal that sets 
out compliance standards for working 
conditions in all our factories.

EXAMPLE OF SUPPLY CHAIN RISK RATING QUESTIONS:  
ETHICAL EMPLOYMENT AND TERMS AND CONDITIONS

• Work is not voluntary, for example, unpaid overtime, bonded, forced or 
trafficked.

• Any involuntary prison labour.

• Retention by employer or employment agent of original identification papers 
and/or passports unless required by law.

• Complete absence of toilet and rest breaks.

• Substantial loans held by workers, with excessive interest rates and/or 
onerous financing schemes and/or unreasonable repayment terms.

• Workers are led to believe that if they do not comply with what is being asked 
of them they, or their family, will be subject to physical, social or financial 
retribution.

• Workers are controlled through religion/faith, violence or threats either to 
self or others.

• Undocumented migrant workers have been subjected to threats of being 
returned to their home country and/or reported to authorities if they leave 
employment.

• Workers who refuse overtime are penalised, for example, threats of dismissal,  
pay cuts, demotion, etc.

• Workers are not allowed to leave the facility when shifts end.

• Workers are not able to resign from the factory.

• Workers paying deposits when they commence employment.

• Unreasonable delays in payments due to workers when they leave.

• Monetary deposits, for example, for work tools, PPE, training.

• Excessive monetary deposits for accommodation.

• Workers monitored when they go to the toilet.

• No policy on prison labour.

• No free employment policy.

• Extended probation period.
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PERFORMANCE AGAINST TARGETS

% OF SUSTAINABLY 
SOURCED PALM OIL IN 
DUNELM AND PAUSA OWN 
BRAND PRODUCTS

90%

2019 2020

80%
90%

sustainably sourced palm oil in Dunelm and 
Pausa own brand products

Why this measure is important

• Palm oil has been and 
continues to be a major driver 
of deforestation of some of the 
world’s most biodiverse forests.

2019/20 performance

• We increased our compliance 
to 90% (2019: 80%).

% OF TIER 1 FACTORY BASE 
(FOR OWN BRAND PRODUCTS) 
WITH ETHICAL AUDITS LESS 
THAN TWO YEARS OLD

99%

2018 2019 2020

84%

98% 99%

Factory Audits–
audit cycle

Why this measure is important

• This provides an independent 
assessment of supplier 
compliance with our policies.

2019/20 performance

• 99% of factories have a valid 
audit which is no more than 
two years old.

% OF FACTORY AUDITS 
WITH LOW OR MEDIUM RISK 
RATINGS

72%

2018 2019 2020

47%
55%

72%

Factory Audits performance

Why this measure is important

• This demonstrates how 
compliant our factories are with 
our policies.

2019/20 performance

• 72% of our factories are graded 
low or medium risk.

Packaging and recycling 

With growing consumer awareness of 
plastic pollution, increased consumer 
demand for more recyclable packaging 
and rising producer responsibility 
associated with the UK Government’s 
proposed plastic packaging tax, 
reducing our overall packaging has 
been high on our agenda.

We launched our first Sustainable 
Packaging Manual, which sets out best 
practice for the packaging used by 
all our suppliers on our products. We 
have reduced our overall use of plastic 
by around 50 tonnes in the year and 
virtually eliminated all single-use plastic 
(plastic that cannot be recycled) on the 
packaging of our own brand products. 
Where we need plastic to protect 
products, we use polyethylene-based 
materials (which can be recycled) and 
plastics with recycled content. 

A major initiative during the year was 
to roll out On Pack Recycling Labelling 
on our products to make it easier for 
customers to understand the best 
disposal or recycling option for all 
packaging types. We also reviewed the 
feasibility of providing to customers a 
textiles ‘take back’ scheme.

Customers

We are committed to making it easier 
for our customers to make sustainable 
choices – reducing their own 
environmental footprint and saving 
money in the process. For example, 
we indicate clearly which products can 
be washed at low temperatures or do 
not need to be ironed, and we have 
introduced product ranges made from 
recycled materials. For the kitchen, 
we sell fully biodegradable beeswax 
wraps as an alternative to plastic wraps, 
food storage containers made from 

100% recycled plastic (with a lifetime 
warranty) and glassware made from 
recycled and reclaimed glass. Bedding 
and throws made from a mix of 
recycled plastic bottles and upcycled 
cottons and high-quality polyester 
curtains spun from reclaimed plastic 
bottles are also available.

We also offer water-saving and waste-
segregation products and advice in our 
stores and on our website. During the 
Covid-19 crisis, our customers recycled, 
repaired, reused and upcycled more, 
and became increasingly aware of 
environmental impacts. We were 
already in the process of incorporating 
these trends into our product 
development and are accelerating 
launches of products that help 
customers live more sustainably. 

P E O P L E

P
R

O
D

U

CT
ENVIR

O
N

M
E

N
T

22 Dunelm Annual Report & Accounts 2020

SUSTAINABILITY REVIEW

PRODUCT:  SUSTAINABLE  
SUPPLY CHAINS  
AND PRODUCTS
CONTINUED

Dunelm-AR2020-Sustainability.indd   22Dunelm-AR2020-Sustainability.indd   22 11/12/2020   14:40:3011/12/2020   14:40:30



30395  11 December 2020 2:37 pm  V2

SUPPLY CHAIN POLICIES

Sustainable sourcing

All suppliers sign our Code of 
Conduct, which requires them to 
minimise waste and dispose of it in 
accordance with legal requirements, 
reduce packaging to optimise usage/
best-fit and improve the recycled 
content of their products and 
packaging; and to commit to a strategy 
of carbon reduction. Suppliers of our 
own brand products are also required 
to comply with the cotton, timber and 
animal welfare policies mentioned on 
page 20. 

Human rights and modern slavery

Effective management of human 
rights throughout our supply chain is 
built into our product procurement 
procedures. All product suppliers are 
asked to sign our Code of Conduct, 
based on the Ethical Trading Initiative 
(ETI) base code, with a strengthened 
section on slavery. This requires that 
suppliers provide a clean and safe 
work environment, workers must 
be treated with respect and earn a 
reasonable wage, and relevant local 
laws and regulations must be met.

All suppliers of Dunelm branded 
products must have a satisfactory audit 

in place which is no more than two 
years old, and a valid building and fire 
safety certificate. Supplier branded 
products are not subject to audits but 
suppliers sign our Code of Conduct (or 
equivalent) and an assessment is made 
of their standards and capability.

We have assessed our own facilities 
and supply base (products and 
services) for modern slavery risk and 
have required the major providers 
to sign our Code of Conduct. Our 
statement made pursuant to the 
Modern Slavery Act 2015, which 
contains further information, is 
available at corporate.dunelm.
com/media/2720/modern-slavery-
statement-2019.pdf

Fair and consistent

One of our business principles is 
to deal with suppliers in an open 
and honest way. We require all of 
our suppliers to sign our standard 
terms and conditions in advance of 
commencing trade, and we have 
signed up to the Prompt Payment 
Code. The average time taken to pay 
suppliers in the period was 46 days 
(2019: 45 days), and we consistently 
pay over 98% of our invoices within 
agreed terms (2019: 97%).

OUR COMMITMENT 
TO SUPPLIERS 
DURING COVID-19
We engaged with our suppliers 
early on and by 9 April 2020 
had agreed our commitments to 
them, all of which we kept. These 
included: 

• Ongoing payment (if deferred, 
by prior agreement only).

• Honouring range 
developments due for launch 
in July 2020 and January 2021. 

• Taking end-of-season stock.

• Placing orders with them for 
replenishment as soon as 
possible.

• Supporting them with health 
and safety, financial and 
banking advice.

WHAT’S NEXT FOR 2020/21

• Introduce more sustainable 
materials into our product 
ranges, including more recycled, 
responsibly sourced and 
alternative materials.

• Continue to reduce packaging 
and work towards our target to 
increase the recycled content 
of plastic packaging to 30% by 
2022.

• Help customers live more 
sustainably by introducing more 
re-usable, energy-saving and 
waste saving products alongside 
providing advice and tools to 
help them repair and upcycle the 
products we sell.

• Grow business with suppliers 
that meet our ethical and 
environmental standards.
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ENERGY USE

Our current policy objective is to 
reduce energy usage year-on-year. We 
will be developing long-term energy 
reduction targets during FY21.

GREENHOUSE GAS EMISSIONS 
(CO 2E)

Our current policy objective is to 
reduce CO2 usage year-on-year. We 
will be developing an ambitious long-
term target during FY21.

WASTE MANAGEMENT

Our policy is to be fully compliant with 
all relevant waste legislation and our 
policy objectives are to:

• Promote reduction, reuse, rework 
and recycling, and minimise  
non-recyclable waste across the 
business.

• Reduce use of landfill and other 
adverse environmental impacts.

ENVIRONMENT:  
ENERGY, CO2 EMISSIONS 
AND WASTE REDUCTION

EXECUTIVE RESPONSIBILITY: 

Company Secretary 

LINK TO FOUNDATIONS: 

Smart operations 

LINK TO PRINCIPAL RISKS: 

Brand damage, climate change

OUR TARGETS:

• Reduce like-for-like electricity 
consumption by 5% in FY20.

• Reduce car fleet emissions by 2% 
p.a. to FY25.

• Increase miles per gallon (mpg) 
by 2% p.a. for vehicles in our 
Dunelm home delivery fleet by 
FY21.

• Achieve 100% diversion from 
landfill for all operational waste, 
with 80% to be recycled over the 
medium term.

• Measure scope 1, 2 and 3 
emissions and set reduction 
targets which are Paris-aligned 
in FY21.

OUR COMMITMENT

We are committed to minimising the impact of our 
business on the environment. When looking at our 
own operations, the focus areas are reducing energy 
consumption and carbon (CO2) emissions and 
reducing waste through recycling and careful waste 
management.
 
As part of our approach to climate change, we are measuring our carbon footprint 
across all of our business operations, including our products, and we will use this to 
inform how we can take more action to reduce our impact. See further details below:

OUR ENVIRONMENTAL 
POLICIES AT A GLANCE

OUR NEW APPROACH TO CLIMATE CHANGE

Responding to growing demands 
from our shareholders, colleagues 
and customers, and consistent 
with our shared value of long-term 
thinking, we have appointed  
Carbon Trust to help us to:

• Measure our carbon footprint 
across the whole of our 
operations and supply chain.

• Set an ambitious long-term 
carbon reduction target, that 
is aligned to the ‘Science-
Based Targets Initiative’, and a 
supporting action plan which 
integrates carbon reduction into 
our decision making.

• Carry out a climate change risk 
assessment, to understand the 
risks and opportunities for our 
business.

This work will be fed into our 
Customer 1st strategy to help us 
develop our focus area of ‘making 
sustainability accessible for all’.

We have also committed to report 
against the guidelines set by the 
Task Force for Climate-related 
Financial Disclosures by the end of 
FY22.

Our Board, Executive Board and 
colleagues are excited about how 
this work will help us to understand 
how we can reduce our impact on 
the environment, and promote the 
global effort to prevent irreversible 
climate damage.

24 Dunelm Annual Report & Accounts 2020
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ENVIRONMENT: 
ENERGY USAGE

PERFORMANCE 
AGAINST TARGETS

% REDUCTION IN  
LIKE-FOR-LIKE ELECTRICITY 
CONSUMPTION % 

72%

2016 2017 2018 2019 2020

-14.2% -10.0%
5.0%

-8.2% -12.8%

Why this measure is important

• Electricity consumption forms 
the largest part of the carbon 
emissions from our own 
operations.

2019/20 performance

• In 2020 we reduced like-for-
like electricity consumption by 
12.8% (2019: 8.2%) against a 
target reduction of 5%. This was 
favourably impacted by the closure 
of our stores from the end of March 
until mid-May. 
 
Before our stores closed in March 
we had achieved a like-for-like 
electricity reduction of 2.4% 
against FY19. This was lower than 
our 5% target, as we chose to 
heat our stores during extended 
periods of working in November 
2019 and February 2020 to keep 
our colleagues warm. We also 
responded to a request from 
the National Colleague Voice to 
keep external lighting on later in 
the evening during the winter to 
improve the safety of colleagues 
who leave the building late at night.

ABOUT OUR ENERGY 
MANAGEMENT

Since 1 April 2019, we have 
purchased all of our electricity from 
renewable sources. Dunelm manages 
energy usage and energy reduction 
initiatives on a site-by-site basis. ‘Smart’ 
meters are fitted to electricity and gas 
supplies and energy consumption is 
measured frequently with analytics 
tools available to help identify issues 
and opportunities to reduce usage. 
Building Management Systems (BMS), 
designed to optimise energy use and 
reduce accidental usage through 
systemised cut-offs, are fitted as 
standard across our estate. 

Energy consumption is monitored by 
our Energy Manager in conjunction 
with a specialist energy partner. 
We target underperforming sites 
alongside the implementation of 
various energy reduction initiatives 
to maximise energy efficiency, while 
maintaining a comfortable trading 
environment for our customers and 
colleagues.

Electricity forms the majority of our 
energy usage and carbon emissions. 
Over the past year we have continued 
to invest in more energy-efficient 
LED lighting, and over 98% of our 
estate (179 out of 183 sites) now 
have this installed. During the year 
we completed LED upgrades at our 
Crewe, Newport, Rugby, Scunthorpe, 
Barnsley, Rustington, Hull and 
Shrewsbury stores and across our 
regional home delivery depots. 

WHAT’S NEXT FOR 
2020/21

• Target a 3% reduction in electricity 
usage v FY19.

• Participate in the work with 
Carbon Trust to identify further 
opportunities to reduce energy 
usage.

UPDATE ON ACTIVITIES 2019/20

Raise awareness of good energy 
management across the business 
through internal communications. 

Our Energy Manager attended store 
area meetings resulting in positive 
engagement with store and area 
managers, and we will continue to 
develop this. We were unable to attend 
all area meetings due to timing clashes 
and the restrictions of Covid-19. 

Our specialist partner completed 
an assessment under phase 2 of 
the Energy Savings Opportunity 
Scheme (ESOS). The majority 
of the recommendations were 
‘housekeeping’ improvements: all of 
them have been reviewed and are 
being actioned where appropriate. 
Others have been fed into the work 
being carried out by Carbon Trust on 
our behalf (see page 24).

Test new technology that will further 
improve our energy performance 
by remotely detecting wasted or 
excessive energy usage. 

We had mixed results. A trial to 
adjust the hours of operation of our 
heating and cooling in stores made 
the temperature uncomfortable for 
our colleagues and customers. A 
review by our specialist partner of 
how stores optimised energy usage 
did not identify any opportunities for 
improvement. However, we completed 
upgrades of external sensors during 
the year to enable us to make accurate 
LUX readings and so reduce the time 
when lights are switched on. 
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ABOUT OUR GHG (CO 2e) 
MANAGEMENT

The vast majority of our greenhouse 
gas emissions are generated by our 
electricity consumption. During the 
year we purchased all of our electricity 
from renewable sources, which has a 
significantly reduced carbon impact, 
and we intend to continue to do so. 
Other contributors to our emissions 
are usage of gas, emissions from our 
vehicle fleet, and a small element from 
use of refrigerants.

We have invested in photovoltaic 
systems (solar power) in five of our 
stores (Leeds, Dunstable, Bristol, 
Cambridge and Darlington). These 
systems replace energy sourced 
through the national grid with local 
renewable energy. We continue 
to monitor performance of these 
installations to inform future 
investment decisions as we assess 
additional sites for solar power 
generation. 

We work with specialist partners 
to consult on our energy-buying 
strategy, investments in energy-saving 
technology and to further focus on 
reducing our carbon emissions.

UPDATE ON ACTIVITIES 2019/20

• Continue to reduce CO2 emissions 
relative to turnover year-on-year. 
A reduction of Tonne CO2e per 
£1m Group revenue of 15% was 
achieved in the year.  
 
While gas accounts for a smaller 
part of our energy usage than 
electricity, during the year as part 
of our store refit activity, gas-fired 
heating systems were removed 
from our Newport store and 
heating and cooling converted 
to more energy-efficient electric 
power. In Crewe we reduced our 
reliance on gas-fired heating by 
50%.

• Target a 2% year-on-year reduction 
in emissions from our company 
car fleet, and increase mileage per 
gallon achieved across our home 
delivery fleet. Please see table 
opposite on page 27. 

ENVIRONMENT: 
GREENHOUSE GAS (GHG)
EMISSIONS (CO 2e)

CO 2 EMISSIONS TONNE 
CO 2e/£1M GROUP REVENUE

14.5 tCO2e/£1m

2016 2017 2018 2019 2020

29.0
25.6

21.6
17.0 14.5

Commentary

• In 2020 we reduced emissions 
relative to turnover by 15% 
(in 2019 by 21%), meeting our 
directional target to reduce this 
figure each year. 

Why this measure is important

• Our emissions measure 
encapsulates our overall 
commitment to reducing our 
impact on the environment 
and helps us focus on waste 
management and cost reduction.

AVERAGE CAR FLEET 
EMISSIONS CO 2G/KM

112 CO2G/km

2017

108

2018

108

2019

110 112

2020

Why this measure is important

• Our company car fleet, including 
fitter vans, but excluding vehicles 
hired on demand, is graded on 
emissions and we encourage the 
use of fuel-efficient vehicles in 
all schemes. Please note that this 
measure excludes emissions from 
business-related journeys which 
are undertaken by colleagues in 
their own vehicles.

2019/20 performance

• In FY20 our average emissions 
were 112 CO2 g/km (2019: 110 
CO2 g/km). We are therefore 
not currently on track to meet 
our target to reduce car fleet 
emissions by 2% per annum to 
FY25. However, vehicles added 
to the fleet during FY20 averaged 
93 CO2 g/km, a significant 
reduction from those added 
in the previous year, which 
averaged 118 CO2 g/km. We will 
encourage this trend to continue, 
which puts us on track to achieve 
our target by FY25.

DELIVERY FLEET –  
MILES PER GALLON (mpg)

Why this measure is important

• This forms part of our 
commitment to reduce the 
carbon impact from our 
operations.

2019/20 performance

• In 2020, the average miles per 
gallon of the Home Delivery 
Network improved by 2.6% from 
14.9 mpg to 15.3 mpg.

PERFORMANCE AGAINST TARGETS

GROUP 
KPI

WHAT’S NEXT FOR 
2020/21

• Participate in the work with Carbon 
Trust to set a long-term carbon 
target with milestone targets and 
KPIs, and a programme to deliver 
this.
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• Introduce charging points for 
electric vehicles in our car parks at 
support centres and assess certain 
stores for suitability.

We agreed to invest in the 
installation of charging points at 
our Store Support Centre, and a 
proposal was being prepared for 
our Stoke distribution centres. 
However, the work was delayed 
due to Covid-19. We intend to 
complete this work in FY21. We 
have adopted a flexible working 
policy for our support centre team 
and a ‘remote first’ protocol for 
all of our meetings, which will 
significantly reduce the number of 
commuting car journeys made by 
our colleagues. 

• Continue to review and assess  
our company car fleet to  
introduce more zero-emissions  
and low-emissions options for 
colleagues.

We opened up our company 
car list to include all hybrid and 
electric cars irrespective of vehicle 
make, whereas before we were 
tied to a small number of specific 
manufacturers; this increased the 
choice for colleagues.  

STREAMLINED ENERGY AND CARBON REPORTING (SECR)

ENERGY AND TRANSPORT FUEL CONSUMED

FY20 
MWh

FY19  
MWh

%  
change

Purchase of energy 50 57 (11)%

Vehicles on Company business 2 3 (22)%

Vehicles in the Home Delivery Network 12 9 26%

64 69 (8)%

The principal measures to improve energy efficiency in stores are described 
above in relation to our electricity consumption. Miles driven by the Home 
Delivery Network increased by 30% year-on-year as a result in the growth of our 
home delivery sales, whereas energy usage only increased by 26%. The increase 
in mileage per gallon (mpg) was achieved through improved driver training and 
focusing on mpg analysis.

GREENHOUSE GAS (GHG) EMISSIONS
FY20 

Tonne CO2e
FY19  

Tonne CO2e
%  

change

Direct emissions (scope 1) 5,800 5,880 (1)%

Indirect emissions (scope 2) 9,510 12,774 (26)%

Total GHG emissions 15,310 18,654 (18)%

Turnover £1,057.9m £1,100.4m

GHG intensity per £1m turnover 14.5 17.0 (15)%

The reduction in indirect emissions is a result of reduced electricity usage of 12%, 
and the reduction of UK grid electricity carbon intensity. Increased energy used 
within the Home Delivery Network as a result of the increase in miles driven has 
been offset by reduced gas usage in stores and reduced natural gas conversion 
factors.
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ENVIRONMENT: 
WASTE MANAGEMENT

ABOUT OUR WASTE 
MANAGEMENT

Our approach to recycling and 
reducing waste generally is to adopt 
the following prioritisation: Reduce, 
Re-use, Rework, Recycle. 

Last year we set recycling targets and 
communicated them to our colleagues 
through site huddles and Company-
wide communications. Our partner, 
Biffa, conducts ten store audits a year 
and feeds back the results to store 
managers at their area meetings, with 
recommended actions. This year we 
identified the opportunity to improve 
the disposal of our food waste, and to 
improve our management of less than 
perfect stock by selling at a discount, 
rather than sending it for recycling or 
disposal. 

All operational sites have cardboard 
balers, and all sites have colour-coded 
bins to segregate waste for recycling. 
Our distribution centres in Stoke 
recover and process our product 
packaging from our distribution centre 
and store operations (cardboard and 
polypropylene) for recycling. We have 
dry mixed recycling collections from 
our sites for paper, plastic bottles 
and cans, which are then sorted and 
recycled offsite. We also recycle 
wooden pallets and metal fixtures. All 
electrical waste is recycled through 
a WEEE compliant scheme. We also 
work with over 100 charity partners 
nationwide to donate ex-display or 
less-than-perfect quilts and pillows that 
cannot be sold to customers.

Food waste from our cafes and any 
remaining waste that is not sorted for 
recycling within the business is sent 
offsite for further sorting, and wherever 
possible is sent to an energy from 
waste-generation facility. 

UPDATE ON ACTIVITIES 2019/20

• Continued to improve recycling 
performance aiming towards  
100% landfill diversion over the 
medium term.

•  Improved compliance in stores and 
in our Stoke distribution centres by 
continuing our in-store training and 
communications campaigns.

•  Our recycling partner Biffa 
attended area meetings to 
highlight opportunities to reduce 
waste sent to landfill, focusing 
on better management of food 
waste, and less-than-perfect stock. 
This work was interrupted by 
Covid-19 store closures but will be 
relaunched in FY21.

•  We set up working groups in our 
Stoke operations to review waste 
management opportunities, we 
will continue this in FY21 and set 
targets for that site.

WHAT’S NEXT FOR 
2020/21
• Continue to promote sound 

recycling and waste disposal 
throughout the Group through 
education and audit.

• Identify opportunities to help 
our customers to recycle their 
used products, as part of our 
commitment to help them live 
more sustainably.
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PERFORMANCE 
AGAINST TARGETS

% OPERATIONAL WASTE 
RECYCLED

78%

2017

79%

2016

78%

2018

75%

2019

76%

78%

2020

Why this measure is important

• It measures our success 
in promoting the circular 
economy and avoiding landfill.

2019/20 performance

• In 2020 we recycled 78% of 
waste (2019: 76%). Our FY21 
target is 80%.

% DIVERSION FROM 
LANDFILL

97%

2017

92%

2016

89%

2018

95%

2019

96% 97%

2020

Why this measure is important

• It measures our success in 
diverting waste away from 
landfill to recycling or more 
sustainable disposal methods.

2019/20 performance

• In 2020, we diverted 97% 
of waste from landfill (2019: 
96%) against our FY21 target 
of achieving 100% landfill 
diversion. 

Strate
g

ic R
e

p
o

rt

Dunelm Annual Report & Accounts 2020

Dunelm-AR2020-Sustainability.indd   29Dunelm-AR2020-Sustainability.indd   29 11/12/2020   14:40:3711/12/2020   14:40:37



30395  11 December 2020 2:37 pm  V2

corporate.dunelm.com

Tel: 0116 264 4439

Email: investorrelations@dunelm.com
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