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use them. You can browse, search or learn more about ecolabels be]ow

SEARCH BY REGION SEARCH BY TYPE RECENT BLOG POSTS
Buildings s 1IN
Carbon 15 Global Survey to Index Ecolabel
Flartranice An j——| Universe Launches
Almca Europe  Morth America | et i [ | —
Ecolabelling.org helps you to )
= Subscribe to our newsletter:
M Build a Green Purchasing Strategy for Your Business. E—
lllll Find out how your company can use ecolabels. AL nerEes

Buy Green Products.

The companies advertising on this site use ecolabels to assure you their products are
green.

340 labeling organizations invited. 127 surveys completed. 37.35% response
rate.
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Defra

Our purpose: To secure a healthy environment in which we
and future generations can prosper.

Public Service Agreement 28: Secure a healthy natural
environment for everyone’s well being, health and prosperity,
now and in the future.

Our priorities: Promote a sustainable, low-carbon and
resource-efficient economy

Departmental Strategic Objectives: Sustainable
Consumption and Production (SCP); Championing
Sustainable Development



account for bulk ot

environmental impacts across
the Fl§lothing

(5-10%)
Other
/ 506
Buildings and
appliances T

(20-35%)

\Food and

Passenger drink
transport (20-30%)
(15-20%)

Source: IPTS/EPTO (2006) EU Environmental Impacts of Products (EIPRO)



 Updating Green Claims
Code

* |[mproving
sustainability of
product supply chains -
Product Roadmaps

EU and UK high
Impact sectors:

Transport

Product or Service
Roadmap:

Passenger cars

ducts

dditional to minim
ds agreed in EL

Buildings (no
existing actions in
Sustainable
Construction Strategy)

Window systems
WCs

Plasterboard




EU Policy context & drivers (1)

Sustainability issues and climate change
at top of political agenda

Pressure on the European Commission to have a holistic and
coordinated approach, instead of a variety of individual policies
and legislation

Tendency to move away from only regulating industrial
emissions — consumer products moving into focus

Some attempts to guide consumption and to address full life
cycle of products — although it is « easier » to regulate the
production phase




EU Policy context & drivers (2)

e Role of public procurement recognised in driving « green »
purchasing

e Fiscal incentives seen as a tool to encourage « greener »
consumer behaviour

e Realisation that citizens are consumers and consumers are
citizens...



Sustainable Consumption &
Production (SCP) Action Plan



Action plan adopted in July 2008

e Policy document, “umbrella” for specific legislation on:
— Ecodesign
— Energy Labelling
— Ecolabel
— EMAS
— Green Public Procurement (GPP)

e Aims at improving energy & environmental performance of products and
fostering their uptake by consumers

e In addition to specific proposals, the Action Plan set in place the Retail
Forum, an Environmental Technology Verification scheme, the screening of
regulatory barriers and market failures that hamper the competitiveness of
environmental industries, work at international level.



EU ECODESIGN & ENERGY
LABELLING DIRECTIVES



Ecodesign Directive — adopted in 2009

e Extended scope of existing Directive from energy-using products (e.g.
washing machines, boilers) to all energy-related products (= any good having
an impact on energy consumption during use)

e Sets minimum requirements for placing on the market of products covered
by implementing measures; complying products to be sold with official “CE”
mark

e Products to be covered by implementing measures not defined yet, but
need to represent a significant volume of sales & trade, have significant
environmental impact and present significant potential for improvement.
Some products to require “priority action” due to their greater impact.

e “Minimum requirements” & “advanced benchmarks”

e Priority to be given to self-regulation by industry if can deliver same results
faster or in a less costly manner; voluntary agreements can be considered
equivalent if they meet certain criteria
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EU ECOLABEL



Ecolabel Regulation — adopted in 2009

e Revision of existing EU Ecolabel scheme (voluntary)

e Widens # of products covered; aim to have 40-50 products groups by 2015
e Makes system less costly and bureaucratic

e Foods to be potentially covered — feasibility study being undertaken

e Encourages harmonisation with other ecolabelling schemes

e Objective to reach 10% market share in product groups covered by the label
e Life cycle approach now embedded in Regulation

e Updated logo and possibility of making environmental claims



Ecodesign vs. Ecolabel
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GREEN PUBLIC PROCUREMENT



GPP — key elements

e Spending by public authorities accounts for 16% of EU GDP.

e Commission Communication on GPP; not a legislative text; setting a
voluntary framework

e GPP = process by which public authorities seek to reduce the environmental
impact of goods & services they buy

eEstablishing GPP criteria in 10 priority sectors, based on ecolabel criteria.

e Priority sectors include food & catering services and cleaning products &
services.

e Target: by 2010, 50% of all tendering procedures should be “green”



EMAS — adopted in 2009

e Revision of the EU’s eco-management and auditing scheme
(EMAS); voluntary scheme

e Open to any organisation that:
— develops an environmental policy
— establishes an environmental management system
— carries out an internal environmental audit
— develops an environmental statement

e Aim to increase participation, turn EMAS into best indicator to
measure improvements in environmental performance




RETAIL FORUM
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Retail Forum — key elements

e Set up to “promote the purchase of more sustainable products, to reduce the
environmental footprint of the retail sector and its supply chain, and to better
inform consumers”

e Other stakeholders such as producers, consumer and other NGOs also
involved; but driven by the retailers and the Commission

e The Forum will:
— identify key areas to be tackled and define the baseline of existing initiatives

— share best practices, extend the geographical scope of existing initiatives and
look to launch new initiatives

— report on progress

e Objective that individual large retailers will commit to ambitious and
concrete actions with clear objectives, timelines, deliverables and monitoring
indicators



Retail Forum: Work Plan 2009-11

2009 30 April Energy Efficiency of stores |
02 July Optimisation of distribution systems M
22 October Marketing and effective communication |

25 February

Timber

22 April

Life-cycle data on daily use products

6 July

Annual Event / carbon footprint of stores

9 November

Labelling

2011 February Packaging optimisation/ Waste minimisation
April Fish
July Annual Event / review of the Forum
October Transport mix and company mobility




Retail Forum — issues papers

European Retail Forum

Issue sheet on
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Harketing has a wital role to play In changing consumer consumgtion pettems. It enables consumers o find,

choose and use sustainable products and services, by providing Information, ensuring avallability and
affardakdity.

Marketing also has a vital role to play In leveraging the company’s sustainability credentials to bulld brand
equity. In order to do so, It is vital to ensure consistency with the corporate sustainabiity strategy; any claims
made must be authertic, oredible and responsible,

Brand walues are communicated to consumers throwgh all sales and marketing channets. These messages
provide signals to consumers about social and behaviowal norms, and are belleved by some fo hawe behavioural
affects beyond the product or brand from which they emanate.

Scope

The: subject of marketing and efective communication & very broad and complex. This issue paper will focus
an communication and marketing of the environmental aspects of sustainabilty with the final “average”
consumer - not the “green” consumer.

Genera ples

The first and foremost robe of retallers |s to prowide consumers with the goods and services they want.
Retallers have an obligation to mform consumers. However, the final purchasing decision lies with the
CONSAITET.

Price and performancefguality of products have been identified as the most important parameters for
ConMsUMmEns In their decision to purchase oF ot to purchase products. For example, for fast mosing consumer
goods (FMOG) a consumer {on average) will decide within anly 5 seconds what product to choose from the
shelf and on average stay in stores 45 minutes. Futhermons, studles highlight that a typical consumer can
anly @ik Inup o 7 messages for each product, Including the name of the product.

*  Morketing and Communicotion insiruments

Communication consists i providing information bo the consumer to enable him/her to make an informed
decksion while mariketing consists In interesting potential consumsers in products or services induding by means
of communication. The distinction between the two proves occasionally very thin,

Labels are the mast commonly known instrument but there are many others. Examples of some of the mest
COMMAan marketing and communication instruments are:

= Harkefing Ingtruments
Progucts
Advertising [TV, newspapers etc. )
Local goods
Private labsds

Envsironmental Froduct Declarations
Affordabllity (placement, pricing, spedal services)

Service
Customer loyalty schemes

Customier tmnsp-mt

The Eurcpean Retall Sector

Commesce [lays 2 unlgue roke in the EUropssn soonomy. COMmEce Serves over 3 bilion tmes o day as the ink
between manufacturers and the 500 milllon consumers scress Europe. [t 15 @ dynamic and lsboar-intensive
sector, generating 11% of the EU's GDP. One company out of thres i ELope IS active in the comimserce sector.
Ovar 95% of the & milllon compankss In Lomemercs are small & medum-sized enterpriaes, Over 39 millien
Europeans work In commercs: and the sectar Is o the few secioms steadily creating employment.

Thee en argy o ol ratadl o

One key reguirennent for the cperation of modem retall outkets s @ secure power supply. Providing a broasd
assomrmient, offering fresh foods dally and creating sephisticated shapping enwircaments. entall a high enengy
demand. Rising emergy prices and the effects of dlimate change Increasingly pronnpt European retallers to address
the ehallenge b santinually Enpesving Bheir campany's ansrgy aifisisney.

O awerage, thres quarters of the total enengy demand of 3 sales mutler sccount for power consurmption. The
electricity i mainly used for lighting, air condBlening and food refrigenation. Add o this the energy required for
heating the sales floor and for water heating.

By comparison, among retallers, faod retallers hawe the highest specific enengy consumption followed by textike
retallers and DIY and fumiture stores. Improving the energy efficlency, especially In the field of building an-d
technical services, appears to be particularty reasanabie in vikew of the Righ share of pomer Consumgticn,

Ligitlng

Store design and an attractive merchandise presentation are increasingly becoming a competitive factor, The
lighaing concept of o retall Socation in #hes context plays a decsive role, in particular in the tewtiles and furitune
ssgmant. Morsower, siso legislation for the lighting of retall areas has to be observed with & view to preventing
accidents of cusiomers and store empioyoes.

Ventilz@lon sysfems

Mearty all retall locations use wenbllathon systems to ensure s sxchange which s maindy requiresd for bygheni c

reasong. The vemmilation syatema that provide for o continuous nflew af fresh alr are diven by pomertul elecrc

maotors. On aversge, these systems frequently rum for ever 2,000 hours per year. Owing bo the store opening

timas, wwhich vary conshderably across the Europsssn refall sector, the conresponding powes OonsumEtion shows
variations. But the continued trend tomands longer opening howrs leads us to sxpect generally rising

operating times in future

i condibioning
For ¥'s customers, a comfortably tempered store environment is taken for granted. In addiion to enengy
cansurmiption for heating duing winter tme the rising aversge temperatures in Europe also result in incressed
operating Hmes Sor air condRioning systems, Hens, too, regional differcnons have to be taken inkD aC0ount.
Customes oxpectations regarding a pleasant shopping abmosphere may vary substantially from cne country bo the
[

Foud refrigeraiion

The stringent requirements of Eurcpean food law and the rising customer demand for conwenlence and fresh
products call for extensive focd refrigeration. The: refrigeration of fresh and frozen products. accounts For up fo 50
percent of the anergy consumption of & food-driven retall lecation. Imespective of whether the stores sne
equipped with stana-alone refrigerstion units or refrigeration systems, maintsining the cooling chain snd thus the

[l EE e e 2 da
product 55 days o T, 241 3 day,

G e oo

The energy consumption of a retal outlet may vary considerably as a unction of the farmas and segment. In this
context, food retailing accounts for the highest specific consumptian owing to the high power consumption for

fond refrigeration and merchandise presestation n the fresh peaduce sees.
1



FRENCH “GRENELLE”

Focus on
Environmental information on
products



The Grenelle law - a brief reminder

— The draft Grenelle law adopted by government on 7.01.2009 foresees in
article 85 the following additions to the consumer code:

“As from 1 January 2011 the consumer shall be informed by way of marking,
labelling, presentation or any other appropriate means, of the carbon
equivalent content of the products and their packaging as well as of the
consumption of natural resources or the impact on the natural surroundings
which are attributable to these products during their life cycle. Government
decrees will specify the modalities and implementation conditions for each
category of products and according to their mode of distribution.”

— The objective of the environmental communication is to allow the consumer to
use the information concerning the environmental impacts of a product
throughout its life cycle as a choice criterion when deciding on a purchase.



The environmental information has to take
into account the following principles:

e Life Cycle Approach (ISO 14040 and ISO 14044)

e Multicriteria approach

e Carbon footprint is required for all categories of products

e Indicators are the same within a category (same functional unit)
e Limited number of indicators per category

e Product and packaging are treated as a whole

e Harmonised communication format
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Environmental indicators

e Need to propose for each group of products a
set of environmental criteria that best describe
their impact on the environment.

e Great unanimity for food products:
— Potential climate warming

— Impacts on water via eutrophication and
ecotoxicity

— Impact on biodiversity
— No solid waste criteria



French retail (FCD) analysis of the advantages and
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Implications of Grenelle at EU level

*French implementation decrees need to be notified to the
European Commission

—Commission and Member States can react
—Should not create barriers to the internal market

French law could be seen as an example of “best practice” — Commission or
individual Member States could decide to follow the example...



