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1. Executive Summary

This 2008 Telstra National Packaging Covenant (NPC) annual report marks eight years of continuous reporting on Telstra’s commitments to the NPC.

Telstra became a signatory to the NPC in April 2001 and renewed its commitment once again as a signatory to the second Covenant in 2006.

As a signatory of the NPC, Telstra is committed to reducing the environmental impacts associated with the packaging of its consumer products and marketing material. 

In line with the requirements of the NPC, Telstra has produced an annual report to publicly detail the outcomes of the commitments made in the 2006-2009 Action Plan.

Our key achievements from Telstra’s 2008-2009 actions were:

· Reduced paper consumption for Telstra’s printing requirements by 2,675 tonnes, which is a 39 per cent reduction from 2007-08.
· Increased the percentage of recycled content in paper sourced for printing from 51per cent in 2007-08 to 55 per cent in 2008-09.
· Introduced a new product briefing document that includes an environmental checklist, so that every product pack briefed in for development meets the NPC packaging checklist at a minimum.
· Increased on-site recycling at Telstra’s retail fulfilment premises by six per cent.
2. Company Profile
Telstra is Australia's leading telecommunications and information services company, with one of the best known brands in the country. We offer a full range of services and compete in all telecommunications markets throughout Australia, providing 9.0 million Australian fixed line and more than 10.1 million mobile services, including 6.3 million 3G services. Telstra’s main activities include the provision of:

· basic access services to most homes and businesses in Australia; 

· local and long distance telephone calls in Australia and international calls to and from Australia; 

· mobile telecommunications services; 

· broadband access and content; 

· a comprehensive range of data and Internet services (including through Telstra BigPond®, Australia's leading Internet service provider); 

· management of business customers' IT and/or telecommunications services; 

· wholesale services to other carriers, carriage service providers and ISPs; 

· advertising, search and information services (through Sensis, Australia's leading directory and search company); and 

· cable distribution services for FOXTEL's® cable subscription television services. 

One of our major strengths in providing integrated telecommunications services is our vast geographical coverage through both our fixed and mobile network infrastructure. This network and systems infrastructure underpins the carriage and termination of the majority of Australia's domestic and international voice and data telephony traffic. 

Telstra owns 50 per cent of FOXTEL®, and its international businesses include:

· CSL New World Mobility Group, one of Hong Kong's leading mobile operators; 

· Telstra Clear Limited, the second largest full service carrier in New Zealand; 

· Reach Ltd, a provider of global connectivity and international voice and satellite services; 

· SouFun Holdings Limited, a leading real estate and furnishings website in China; and
· Norstar Media and Autohome / PCPop, a leading Chinese internet business in the online auto and digital device advertising sectors.  
2.1. Place in the packaging chain

As a provider of telecommunication services, Telstra’s business is built around the provision of network services as outlined above. 

In relation to the NPC, Telstra is a “brand owner” in the packaging supply chain.
2.2. Telstra branded products

Telstra sells consumer products that are produced by manufacturers and are branded and packaged as Telstra products and are known as ‘Telstra-branded’ products.

The range of Telstra-branded products includes:

· Mobile phones and accessories; 

· Bigpond Internet access kits, modems, wireless cards; 
· Fixed line phones and accessories; and 

· Card products such as – SIM cards, phone cards and recharge cards. 

2.3. Covenant Officer

For further information contact:

Diana Vidovic

Telstra Corporation Limited

Corporate Environment Group

Locked Bag 5661

Melbourne VIC 3001

E-mail: diana.vidovic@team.telstra.com 

3. Reporting against Telstra’s 2006 – 2009  Action Plan 

The achievements and implementation of the 2006-09 Telstra Action Plan commitments are reported below
IDAS KPI data has been added to the report and can be found in the Appendix 1.

	
	Action
	Relevant NPC KPI
	Performance Measure
	Time-frame

	1.0 Design

Design packaging for the minimum environmental impact, being sure it is needed in the first place. Marketing, product or production facilities may also need review

	1.1
	Review and update the Telstra Guidelines for Packaging which provides general guidance to Telstra staff on minimising the environmental impacts of packaging.
	22
	Telstra Guidelines for Packaging finalised in line with the Environmental Code of Practice for Packaging (Schedule 5 National Packaging Covenant).
	July 2007



	July 2009 status update

	Completed July 2007

Please refer to Section 4 Telstra’s 2007 NPC annual report for further information on the outcome of this action.

	1.2
	Review and update the Telstra Packaging Design Checklist using the Environmental Code of Practice for Packaging (ECoPP) which provides guidance to Telstra staff to identify opportunities for packaging improvements.
	22
	Telstra Packaging Design Checklist is finalised in line with the Environmental Code of Practice for Packaging (Schedule 5 National Packaging Covenant).
	July 2007

	July 2009 Status

	Completed July 2007

Please refer to Section 4 Telstra’s 2007 NPC annual report for further information on the outcome of this action.

	1.3
	Apply Telstra’s packaging checklist to new Telstra-branded products.
	3, 4, 22
	Document implementation of the Packaging Design Checklist and report annually.
	2007-2009



	July 2009 status update

	Telstra’s Brand Management and Communications Group (BMCG) reviewed and updated Telstra’s Packaging Strategy in 2009 which covers branding, creative style, packaging briefing process, and sustainability requirements. The updated Packaging Strategy includes:

· A new briefing document that now includes an environmental checklist, so that every product pack briefed for development meets the NPC checklist at a minimum;
· Ongoing packaging development that includes review of the packaging materials used and reduction of packaging size;
· Creative development that ensures only water-based inks are used for printing; and
· All packaging to include the “please recycle” and “NPC” logo.
Implementation of the Packaging checklist 
1. Telstra’s Consumer Marketing and Channels Group reviewed Pre-paid packaging requirements for the Retail channel.  The packaging checklist was provided to all agencies. The outcomes of the review and subsequent implementation of new packaging were:

· The reduction of waste from 3.8 per cent per unit to 1.7 per cent per unit; 

· The inclusion of the “NPC” and “please recycle” logo; and
· The removal of the shrink wrapping and glue dots and additional plastic security seals. 
2. Telstra’s Device Management and Operations Group (DM&O, under Telstra Product Management) reviewed the product packaging for a new USB product. The previous USB product was packaged in non biodegradable plastic DVD case with internal foam designed to house the contents of the package. The new packaging is all made of 100 per cent recyclable cardboard. The outcome has resulted in smaller, retail friendly packaging, constructed from cardboard from sustainable plantations. Plastic and foam in the original packaging was removed in the new improved design. These changes have resulted in the elimination of plastic DVD’s for the Telstra Business MF633+ and BigPond MF633+ devices. The subsequent savings were:
· 1,357 kilograms of packaging weight per 100,000 units;
· Volume per pallet increased from 320 units per pallet to 550 units per pallet; and
· Air freight savings per 1,000 units of 54 kilograms per pallet.
3. Telstra’s Brand Management and Communications Group (BMCG) reviewed the packaging for pre-paid wireless broadband card product. The previous packaging also comprised of a plastic DVD case with an internal foam casing to hold the contents. The new packaging is 100 per cent cardboard and inks used are water based. All packaging also includes the “NPC” and “please recycle” logo. The subsequent savings included:
· 2,184 kilograms in total packaging weight;
· A decrease in volume per pallet from 1,000 packs per pallet to 900; and
· Air freight savings per 1,000 units of 54 kilograms per pallet

4. Telstra’s BMCG, in conjunction with Telstra’s DM&O groups, re-designed Big Pond packaging with the objective to reduce the quantity of cardboard, airspace, volume and weight. Using the packaging checklist, the following savings (per 100,000 units) were achieved:
· 5,516 kilogram in total packaging weight;
· A saving of  25 pallets; and
· A saving of 2,387 cubic metres in freight volume.


	1.4
	Apply the Packaging Guidelines for development of Printed Material to Telstra design and marketing teams to produce better environmental outcomes during the design/production of marketing and advertising materials.
	3, 5, 22
	Reduction in the use of “generic paper” for printed material and increase in use of paper with higher environmental credentials.

Addition of paper used containing recycled content to the baseline data. Report annually.
	2007-2009



	July 2009 status update

	Marketing Collateral

In total 4,152 tonnes of paper was used for Telstra’s printing requirements
. Of the total paper consumption, 2,316 tonnes contained recycled content, 1,809 tonnes contained non-recycled content and 27.57 tonnes came from unknown sources. During 2008-09, we reduced paper consumption by 2,675 tonnes, which is a 39 per cent reduction from 2007-08. 

Of the 2,316 tonnes of collateral made up of recycled content used in printed materials:

· 109 tonnes were made up of 10 per cent recycled content or less;
· 663 tonnes were made up of 25 per cent recycled content or less; and
· 1,542 tonnes were made up of 50 per cent recycled content or less. 
Paper sourcing

We have sought to capture, rank and report on the paper products used for marketing. This has enabled us to better quantify our improving standards and extend to other components of the printing process. 

This year, generic paper (from unknown sources) was reduced from 0.9 per cent in 2007-08 to 0.6 percent in 2008-09.

The percentage of recycled content in paper sourced for printed materials has increased from 51 per cent in 2007-08 to 55 per cent in 2008-09.


	2.0 Market development

Look for ways to enhance the uptake of re-used or recycled packaging/materials

	2.1
	Support secondary market creation of recovered packaging materials by reviewing Telstra’s Green Purchasing policy for potential inclusion of Buy Recycled purchasing practices.
	26
	Implementation of Buy Recycled purchasing practices in Telstra’s Green Purchasing policy.


	June 2007



	July 2009 status update

	Not complete. 
Discussions have commenced with Telstra Procurement to review the current Environmental Guidelines to Purchasing for possible inclusion of ‘buy recycled’ purchasing practices. This action is to be included in the Telstra Action Plan 2009-12.


	3.0 Wholesaling & retailing
Promoting reducing, re-using and recycling of packaging at the point of sale, and designing logistics to reduce impacts of secondary and tertiary packaging

	
	Assess the design of point-of-sale (POS), display and promotional materials using the Packaging Design checklist to identify opportunities to minimise the quantity of material used.

	3, 22
	Implement opportunities to minimise the quantity of materials used.
	2007-2009

	July 2009 status update

	We currently monitor POS usage in our dealer channel and adjust our quantity produced accordingly each month.  We also are using accredited recycled stock.


	4.0 Disposal/Recycling & Re-use

Disposing of packaging through re-use or recycling rather than landfill, and using materials and designs that enable product users to do the same. Designing for re-use or recycling and logistics may impact here

	
	Review existing systems in place for recycling of used packaging on-site at Telstra’s retail fulfilment operations centre to identify reduction of waste to landfill.
	16, 21
	Increased recycling of packaging waste.
Reduction of packaging waste to landfill.
Report tonnage annually of consumer packaging recycled and sent to landfill from the retail fulfilment operations centre.
	2007 - 2009



	July 2009 status update

	On-site recycling facilities are provided at Telstra’s retail fulfilment centre. This year, 387 tonnes of packaging waste was recycled. Packaging waste to landfill increased from 124 tonnes to 148 tonnes. 
Indicator

2006-07

2007-08

2008-09

Total tonnes of Recycling Waste

                 1,082 

                    365 

387  

Total tonnes of Waste to Landfill

                    263 

                    124 

148 



	5.0 Labelling
Providing reliable information to consumers to help them make informed purchasing choices

	5.1
	Include environmental logos and / or statements on marketing materials and packaging to inform consumers about the packaging and appropriate disposal methods.
	19
	Stakeholder consultation (internal and external) to develop appropriate guidelines for use of environmental logos on packaging and marketing materials.
	2007 - 2009



	July 2009 status update

	The following logos have been included on both the starter kits and handset boxes – approximately 1,923,000 units for 2008-09:
· Inclusion of “please recycle” logo;
· Inclusion of the “NPC” logo; and
· Inclusion of the “PEFC”
 logo. 

	6.0 Education
 Educating staff and consumers to be able to play their role in reducing packaging’s impacts

	6.1
	Use Telstra intranet site to promote our NPC Action Plan and our progress reports against commitments made in the Action Plan.
	
	Updated intranet site.


	2007 - 2009

	6.2
	Promote progress against actions in Telstra’s Corporate Responsibility Report.
	
	Reported annually in Telstra Corporate Social Responsibility Report.
	2007 - 2009

	July 2009 status update

	We continue to keep our staff informed of our packaging successes through employee communications and through a dedicated site on our intranet that contains information about the NPC, Telstra’s NPC Action Plan, Annual Reports, Packaging Guidelines and Packaging Checklist.

In addition, we also keep our customers informed of our progress. The telstra.com internet site includes a links to the NPC website for access to our Annual Reports and Action Plan. 

The Telstra 2008-09 Corporate Responsibility Report also reports on Telstra’s commitments to the NPC and links the reader through the NPC website for the full report.



	7.0 Distribution
Revising logistics to reduce material and energy consumption without threatening the product. The location of sites and weight of materials can impact on energy. Perhaps tertiary packaging can be avoided, reduced or reused

	7.1
	Work with our retail fulfilment partner to review the packaging used in the distribution of consumer products from the retail fulfilment operations centre to retail outlets and customers.


	3
	Assessment conducted on packaging flows in the retail fulfilment operations centre to identify opportunities for improved packaging efficiencies.

Opportunities implemented and reported on annually. 

Implementation of identified opportunities into the operations review.
	2007-09

	July 2009 status update

	Review to be undertaken in 2009-10. This commitment is to be included in Telstra’s NPC Action Plan 2009-12.


	8.0 Demonstrate continuous improvement

	8.1
	Demonstrate continuous improvement against baseline data and all relevant Key Performance Indicators (KPIs) set out in Schedule 2, Table 1 of the National Packaging Covenant located at:  http://www.packcoun.com.au/
	1, 6, 27, 28
	A fully comprehensive packaging database completing the indicative data set already submitted in the 2006 NPC Annual Report.


	Ongoing

	July 2009 status update

	Ongoing: The total weight of manufacturers' product has increased in 2008-09 by about 1.9 million kilograms compared with 2007-08 (up 46 per cent).This is primarily due to an increase in the weight of Bigpond products from 2.3 million kilograms to 4.6 million kilograms. In the same time, the number of Bigpond units has increased from 1.3 million to 11.3 million. Bigpond items from Stream Solutions represent 5.4 million units and 2.1 million kilograms of the total.

The total weight of Telstra product packaging has increased 159 per cent from 0.94 million kilograms to 2.42 million kilograms since 2008. There has been a 95 per cent increase Telstra product packaging, from 0.92 million kilograms to 1.79 million kilograms. Within this, the weight of packaging on Bigpond products has increased from 0.30 million kilograms to 1.39 million kilograms. The increase is also influenced by the big shift in the weight of Telstra product packaging through the inclusion of the weight of collateral
 in 2008-09. Collateral adds 0.56 million kilograms to the total weight of Telstra product packaging.
To improve the quality of our data and to avoid duplication of reporting, we have removed packaging data from our database from the following suppliers to Telstra that are also NPC signatories with which we co-brand our retail products for 2008-09. They are: LG, Nokia, Samsung, Ingram Micro and Motorola. 
Please refer to Appendix 1 for the NPC KPI data.




4. Appendix 1
4.1. NPC KPI Data 
	KPI 1A Report tonnes of packaging by material type and source (local or imported) 

	Locally produced packaging materials (in tonnes)

	Paper
	466

	Cardboard – Standard (inc liquid paper board)
	1,913

	Cardboard – Waxed 
	-


	Cardboard – High Wet Strength
	-

	Plastics – Type 1 (PET) 
	185

	Plastics – Type 2 (HDPE)
	-

	Plastics – Type 3 (PVC)
	-

	Plastics – Type 4 (LDPE)
	-

	Plastics – Type 5 (PP) 
	-

	Plastics – Type 6 (PS)
	-

	Plastics – Type 7 (Other)
	-

	Glass
	-

	Aluminium
	-

	Steel
	10

	Composites
	-

	Other
	22


	Imported packaging materials

	Paper
	-

	Cardboard – Standard
	-

	Cardboard – Waxed
	-

	Cardboard – High Wet Strength
	-

	Plastics – Type 1 (PET)
	-

	Plastics – Type 2 (HDPE)
	-

	Plastics – Type 3 (PVC)
	-

	Plastics – Type 4 (LDPE)
	-

	Plastics – Type 5 (PP)
	-

	Plastics – Type 6 (PS)
	-

	Plastics – Type 7 (Other)
	-

	Glass
	-

	Aluminium
	-

	Steel
	-

	Composites
	-

	Other
	-

	TOTAL TONNES (local and imported)
	2,596


	KPI 1B Net tonnes of packaged product sold

	TOTAL TONNES
	8,693

	KPI 1C Ratio of product to packaging (by weight)

	RATIO (by weight)
	2.3:1

	KPI 6A Enter the total weight of non-recyclable consumer packaging sold per annum into the Australian market

	Plastics – Type 4 (LDPE)
	-

	Plastics – Type 5 (PP)
	-

	Plastics – Type 6 (PS)
	-

	Plastics – Type 7 (Other)
	-

	Non-recyclable paper/cardboard (waxed or High Wet Strength)
	-

	Composites
	-

	TOTAL TONNES
	-

	KPI 6B Total non recyclable packaging as a percentage of total packaging sold

	PERCENTAGE TOTAL
	-

	KPI 16A Do you provide collection facilities for post-consumer packaging generated on-site?

	YES/NO
	Yes

	KPI 16B What types of on-site recycling facilities are provided?

	Paper/cardboard
	Yes

	Plastics
	Yes

	Metals
	Not collected

	Organics
	Not collected

	Other
	No

	KPI 21A Enter the estimated tonnage of consumer packaging sent  for recycling and to landfill from on-site collection facilities (refer to KPI 16)

	TOTAL TONNES
	489

	(i) Consumer packaging from on-site collection which is sent for recycling
	-

	TOTAL TONNES
	280

	Percentage of total waste
	68%

	(ii) Consumer packaging from on-site collection which is sent to landfill
	-

	TOTAL TONNES
	91

	Percentage of total waste
	32%

	KPI 22A Has the Environmental Code of Practice for Packaging been formally adopted?

	YES/NO
	Yes

	KPI 26A Have you adopted a buy recycled purchasing policy or practices?

	YES/NO
	No

	KPI 26B Provide examples or quantitative data from this adoption

	Examples
	N/A

	KPI 27A Have you reported indicative baseline data (where available), including qualifiers and assumptions by 30 November 2009?

	YES/NO
	Yes

	KPI 27B Have you reported established baseline data by 31 October 2006?

	YES/NO
	No

	KPI 28A Have you lodged your annual report by October 31 (for the preceding year) that includes progress against baseline data, individual action plans commitments, targets and timelines?

	YES/NO
	Yes

	KPI 29A Does your annual report clearly demonstrate continuous improvement and performance against individual targets and timelines?

	YES/NO
	Yes


4.2. Reporting trends

	Indicator
	2005-06
	2006-07
	2007-08
	2008-09

	KPI 1A: Report tonnes of packaging by material type and source (local or imported)
	505
	705
	1,112
	2596

	KPI 1B: Net tonnes of packaged product sold
	2,554
	5,179
	5,271
	8693

	KPI 1C: Ratio of product to packaging (by weight)
	4.1 : 1
	6.3 : 1
	3.7 : 1
	2.3: 1

	KPI 6A: Enter the total weight of non-recyclable consumer packaging sold per annum into the Australian market (toones)
	-
	-
	60 
	-

	KPI 6B: Total non recyclable packaging as a percentage of total packaging sold
	-
	-
	5.4%
	-


4.3. Data assumptions
Pre Paid Handsets – All pre-paid handsets are Telstra branded. The basic makeup of a pre paid handset consists of the handset box (manufacturer supplied), SIM Starter Kit and shrink film.
Post Paid Handsets – The ratio of Telstra branded product to non-branded Telstra products is 95 per cent. This was arrived at by doing a personal walk around the retail fulfilment warehouse and physically viewing the various post paid handsets. The basic makeup of these items is a handset box (manufacturer supplied).
Fixed Line – The ratio of Telstra branded product to non-branded Telstra products is 60 per cent. This was arrived at by doing a personal walk around the retail fulfilment warehouse and physically viewing the various post paid handsets. The basic makeup of these items is a handset box (manufacturer supplied.) 
BigPond Products – BigPond products at the retail fulfilment warehouse are all Telstra branded. The basic makeup of a Bigpond product consists of a device, DVD case and contents, components, outer branded sleeve and shrink wrap. 
Card Products – This covers SIM cards, Recharge Cards, Long Distance Calling Cards, etc. These items are Telstra Branded and supplied by Telstra manufacturers. The items are picked and generally shipped with orders. The products are plastic however the plastic grade used is currently unknown.

Accessories – The ratio of Telstra branded products to non-branded Telstra products is 60 per cent. These products generally come packaged in cardboard or plastic direct from the manufacturer. 
Pre Paid Bundle Starter Kit – This item is reported separately to the Pre Paid Handset so that it clearly shows the specific information relating to the Starter Kit. The product is always assembled with a pre paid mobile phone and consists of a SIM Card, paper instructional materials and cardboard outer pack. All Starter Kits are Telstra Branded.

Other Starter Kits – This item is same as the above however it is sold as a retail pack and not used in the Pre Paid Bundling process.
SIK (Self Install Kits) – These are all Telstra BigPond and Telstra Business Broadband (TBB) branded and are assembled at the retail fulfilment warehouse from materials supplied by Telstra. All SIK kits are delivered direct to customers. The kit comprises of hardware (modems, cables, etc.), DVD case and DVD, User guides and paper collateral and cardboard box and inserts. Sometimes the product only comprises of a DVD case and contents and shrink wrap. [image: image1.png]



� Telstra’s printing requirements includes leaflets, booklets, posters, point-of-sale material, newsletters, annual reports, prospectuses, labels and excludes paper for customer billing and office paper use. Telstra’s print manager is currently unable to provide a break down the total tonnes of paper used for the various categories of collateral listed above.


� PEFC - Programme for the Endorsement of Forest Certification. is an independent, non-profit, non-governmental organisation, founded in 1999 which promotes sustainably managed forests through independent third party certification. The PEFC provides an assurance mechanism to purchasers of wood and paper products that they are promoting the sustainable management of forests.


� Marketing collateral includes: Leaflets, booklets, bill inserts, posters, point-of-sale, labels and tags and excludes: annual reports, prospectuses, shareholder letters, bills and envelopes


� “- “ data not reported or not available


� The quantity/weight of CDs added to product packaging is not available for reporting


� To avoid duplication of reporting, the data from Telstra’s suppliers (that are signatories to the NPC) has been removed from Telstra’s packaging database.  They are: LG, Nokia, Samsung, Ingram Micro and Motorola
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