












COMMON 
MISCONCEPTIONS & 
DEBUNKING MYTHS 
There are many misconceptions when it comes to sustainability in the 
fashion and retail industries. 

CHECKLIST   
FOR ACTION

REDRESS

Brands and manufacturers 
are the biggest polluters.

MIL MILL

All paper, packaging and 
textiles can be recycled.

MA IN SUSTAINABLE FASHION
AND INNOVATION, POLYU SFT

Sustainability is the  
responsibility of individual 

departments such as marketing.

DELTA GLOBAL

Packaging is meant to be used 
once and then thrown away.

ONTHELIST

Consumers care more  
about price and other factors 

than sustainability.

Myth

Brands and manufacturers bear 
responsibility but they are not the only ones. 
Every stakeholder in the value chain has 
an important role to play, including logistics 
companies, retailers and consumers.

 	 �EDUCATE YOURSELF:  
Stay abreast of all local and global legislation 
as it pertains to your supply chain and 
customer base. EU regulations are often 
ahead in terms of circularity and a good 
indication of what’s to come.

 	 �EXAMINE AND EVALUATE:  
Perform a company-wide audit to determine 
which areas or divisions produce the most and 
least waste.

 	 �BE STRATEGIC:  
Implement a company-wide sustainability 
strategy, ensuring it’s a core part of your 
corporate culture and influences all aspects of 
operations.

 	� BECOME A TRIPLE THREAT:  
Develop solutions across all operations that 
align the three dimensions of sustainability 
– economic, environmental and social 
performance.

 	 �COMMUNICATE:  
Engage actively with stakeholders to 
understand their sustainability expectations 
and align your efforts accordingly.

 	 �SHOW AND TELL:  
Maintain transparent dialogue with your 
customers about your sustainability journey.

 	 �JOIN FORCES:  
Seek external support, collaborate with 
partners, and encourage discussions with 
peers to share knowledge and best practices.

 	� MAKE THE COMMITMENT:  
Sustainability is not a destination, but a 
journey. It doesn’t have to happen at once; 
the commitment to change with a clear way 
forward is what matters.

Most paper can be recycled, but not laminated 
paper. 100% fibre packaging likewise cannot be 
recycled, especially if it has been dyed black 
because this irreversibly alters the pulp. Current 
technology is not able to handle most textiles. 
What’s more, plastic fibres like polyester remain 
difficult to recycle.

Genuine sustainability requires a holistic and 
continuous effort across the entire company.

Research has shown that 81% of luxury 
consumers in APAC often keep their 
packaging after a purchase, typically for 
storage or decoration.4 Brands would do well 
to consider second and third life uses for 
packaging at the design stage.

Today’s consumers demand brand transparency, 
requiring brands to actively communicate values 
like environmental targets and sustainable 
practices. Engaging in two-way communication, 
including educating consumers on how they 
can contribute through small sustainable actions 
and involving them in the journey, is essential for 
businesses to not only stay competitive in the 
market but also win over new customers.

Reality

4	 Delta Global’s research ‘Navigating A Greener Future’ in Nov 2023
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“Becoming a certified B 
Corporation – using your profits 
and growth to positively impact 
your stakeholders and the 
planet – is a great step in the 
right direction for any company 
interested in doing better in terms 
of corporate social responsibility.” 

Diego Dultzin,  
Co-founder, OnTheList 

“Packaging should be a reflection 
of both your brand and the quality 
of your product, and never at the 
detriment of the planet. As with 
many things in life, always look 
for ways to improve quality not 
quantity.”

Robert Lockyer,  
Founder & Chief Client Officer, 
Delta Global

“It’s easy to become 
overwhelmed by the idea of 
implementing circularity. Don’t let 
this stop you from assessing your 
current impact, learning about 
available solutions and taking 
steps in the right direction.”

Nissa Cornish,  
Executive Director, Redress 

 Redress_Asia
 getredressed
 hannahlane@redress.com.hk

 milmill.recycle
 milmill_hk
 info@ssid.hk

 PolyUFashion
 polyusft
 d.fan@polyu.edu.hk

 onthelistofficial
 onthelist_official
 diego@onthelist.com

 WeRDeltaGlobal
 WeRDeltaGlobal
 sustainability@deltaglobal.co

“A closed-loop system in which 
everything is shared, repaired, 
reused or recycled should be 
the end goal. Always be on the 
lookout for opportunities to close 
the loop when it comes to your 
products and your packaging.”

Harold Yip,  
Co-founder, Mil Mill

“Total sustainability management 
demands more than individual 
commitment; it requires a 
symphony of interdepartmental 
and interorganisational 
collaboration. Let every part of 
your brand play in harmony to 
create a sustainable future.”

Dr. Fan Di,  
Program Leader of MA in 
Sustainable Fashion and 
Innovation, Hong Kong 
Polytechnic University

FINAL 
WORDS
Thank you to our industry 
partners for contributing 
their valuable insights 
to this guidebook. 
Please feel free to get 
in touch with them for 
further consultation and 
collaboration.
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OUR ULTIMATE AIM IS TO CREATE LESS PACKAGING  
FOR MORE BRANDS GLOBALLY.

We understand the powerful role packaging plays in a  
brand’s story. We work tirelessly to create packaging that is 

not only functional and sustainable but also a reflection of your 
brand and the quality of the product itself. From the design, 
texture, feel and finish, each product should exude elevated 

luxury whilst positively contributing to the world.

www.deltaglobal.co

Get in touch:  
sustainability@deltaglobal.co

werdeltaglobal

deltaglobal


