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 guiding the consumer In purchasing quality products with
fewer adverse environmental impacts, in respect to the
products of the same category available in the market,

 encouraging manufacturers  to develop and supply
environmentally sound products, and

e using the eco-label as a market-oriented instrument of
environmental policy
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environmental effectiveness & economic efficiency

Dirk Scheer (IOW) 2



Brazilian Workshop on Eco-labelling, Sdo Paulo, June 1  7-18, 2008 Eco-labelling: challenges & opportunities

EU Member States with national Other states with States with a supra-national
ISO type | national ISO type | ISO type |

Austria (1991) Australia (2001) Nordic countries (Denmark,
Catalonia (Spain) (1994) Brazil (1993) Finland, Iceland, Norway,
Czech Republic (1994) Canada (1988) Sweden) (1989)
France (1992) China (1994) European Union (1992)
Germany (1978) Croatia (1993) (27 Member States)
Hungary (1994) Hong Kong (2000) Africa (under preparation)
Lithuania (n. a.) India (1991)
Poland (n. a.) Indonesia (1995)
Slovak Republic (n. a.) Israel (1993)
Spain (1994) Japan (1989)
The Netherlands (1992) Korea (1992)
Sweden (1992) New Zealand (1990) 1988-94

Philippines (n. a.)
Singapore (1992)
Ukraine (n. a.)
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Taiwan (1992) 1978
o Thailand (1993)
£ USA (1989)
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 |SO Type | labels (Eco-label): “Voluntary, multiple criteria-based third party
programs that awards a licence authorising the use of environmental labels
on products based on life-cycle considerations (ISO 14024)
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referring - explicitly/implicitly - to the standard

— “Other third-party, ISO type | like labelling”: Third-party labels
containing not most, but major elements of the ISO type | standard (e.g. _..- g

 |SO Type Il labels: “Self-declared environmental claim made by
manufacturers, importers, distributors, retailers, or anyone else,likelyio
benefit from such a claim without independent third-party geitiication” (1ISO
14021)

« 1SO Type Il labels: “Quantified environmental data for a product with pre-
set categories of parameters based on the ISO 14040 series of standards”;
=+ An[SO-norm covering this type of label is about to be published.
Tk
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e Voluntariness:

— In contrast to a mandatory and regulative approach, the
application for an eco-label is up to business as provider of
iInformation and their consideration in purchasing decisions is up
to consumers as customers.

o Co-operation:

— The elaboration of the requirements and the final decision on
their details is up to a pluralistic committee (eg. Environmental &
consumer NGOs, business associations, retailers, policy.

* Independence and reliability:

— The fulfilment of the elaborated requirements should be verified
according to a prescribed procedure; of which especially third-
party verification is a key element.
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e private consumers
* business, industry (upstream)

e commercial procurement and retailers
(downstream)

e public procurement
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e Environmental benefits:
— Reduction of environmental burdens

— Improvement of environmental performance
( beyond compliance!)

» Social benefits:
— Improved customer satisfaction
— Improvement of domestic social conditions
 Economic benefits:
— Increase of market shares
— Improvement of competitiveness
— Recognition as market leader
-»  — Improved product innovation capability
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Direct = active application
of an eco-label

Direct
effects

Eco-labels
— beyond compliance

N0,

N4

Indirect
effects

Indirect = orientation at an eco-
label, but no active application

Framework
& policy
context

Technology
context

Market
context

Business
context

Product marketing
(i.e. sale strategies)

Eco-efficient product
innovation
(i.e. production patterns)

Product substitution
(i.e. change of markets)

Eco-efficient product
use (i.e. consumption
patterns)
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% & '

« Competition and marketing potential are the most powerful drivers for applying for
the EU eco-label.

 The public sector is a key target for many companies, and therefore public
purchasing (“GPP”) can be an effective driver.

 The improvement of environmental performance is a far less important motivation to
adopt the label.

 However, the improvement of environmental performance turns out to be an important
benefit of the scheme: it is one of most important benefits perceived by participants.

 Corporate image and other immaterial advantages are also very significant benefits,
while market-related results are less obvious.

* In a significant number of cases benefits do refer directly to the market reward (an
increase in the market share or in the number of customers/consumers).

* As to the most important barriers: procedural and organisational problems were
difficult to overcome for those who applied for, and obtained, the EU eco-label.

« Low awareness largely prevails as the most significant barrier in using the EU eco-
label for marketing purposes.
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% &

eco-labelling impact along the value chain

Strongly agree
Agree

SUM:
Strongly agree &
agree

Neutral

disagree

Strongly disagree
average

- Standard deviation
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Has the eco-label
influenced your
demands on your

suppliers?

Participant

41.0%
33.3%

74.4%

20.5%
5.1%
0.0%
4.1
0.9

Non-
Participant

14.3%
28.6%

42.9%

42.9%
0.0%
14.3%
3.3
1.3

Has the eco-label
influenced information
exchange with

commercial
customers (e.g.
retailers)?
Participant Non-
Participant
28.9% 11.1%
44.7% 44.4%
73.7% 55.6%
15.8% 0.0%
7.9% 0.0%
2.6% 44.4%
3.9 2.8
1.0 1.7

Has the eco-label
influenced the
communication of your
company with private
customers?

Participant Non-

Participant
28.2% 18.2%
38.5% 9.1%
66.7% 27.3%
17.9% 0.0%
7.7% 27.3%
1.7% 45.5%
3.7 2.3
1.2 1.6
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e Eco-labelling as ...
— Marketing instrument (market pull; stand-alone tool)

— Legitimacy instrument (Supply Chain Management,
Social Corporate Responsibility, product-related
Reporting)

— Innovation Instrument (buildup of enviornmental
expertise, internal product benchmark)

* Indirect effects in favour of corporate
environmental management
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Low-level of

Mandatory application of
product policy instruments

A

Ex.: Product bans, I

thresholds, energy label Ex.: New
standardisation
approach

High level of

co-operation

co-operation

Ex.: Eco-label , EMAS
voluntary agreements

Ex.: Self-commitments

Voluntary application of
product policy instruments Dirk Scheer (IOW) 13
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e Opportunities

|dentification as leader
o _ Develop-
Communication tool along the chain ment

Facilitation of market access
Realisation of export market opportunities
Stimulation of domestic development

Improvement of domestic environmental
challenges

 Challenges
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Co-operation along the chain
Verification of the fulfilment of the requirements

National & international co-operation of eco-label
schemes

Funding

Trade

Eco-
labels

Environ-
ment
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e Co-operation between eco-labelling schemes
— establishing bilateral/multilateral contracts between schemes

— facilitating verification procedures and extend capacities of accredited verification
partners.

» Co-operation between eco-labelling partners

— Establish sector related business partner network (EU — partner countries)

— ldentify key stakeholders

— Specify technological, organisational, financial challenges for eco-labelling procedures
* Use open window of climate change

— Explore eco-labelling possibilities to inform consumers about product CO2 footprints.
 Promote SCP tools for eco-efficient product develop ment

— tools for eco-efficient product development and extend life-cycle thinking.
* Integration of SMEs into eco-labelling:

— marketing campaign to raise SME awareness
*- .Awareness raising material for capacity building an d technical assistance

vy

¢ ?a ~- key challenge to cope with information gaps on organizational and technical needs.
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Thank You!

dirk.scheer@ioew.de
Tel: ++49 (0)6221-64916-3

Dirk Scheer

Institute for ecological economy research (IOW) gGmbH
Heidelberg, Deutschland




