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The Environmental Audit Committee  

The Environmental Audit Committee is appointed by the House of Commons to 
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Summary 

One of the most powerful ways in which individuals can bring about social and 
environmental change is through ethical consumer choice. This often achieves changes in 
corporate policy faster and more efficiently than government regulation or legislation. 
Consumer choice requires the consumer to be able to discriminate between products and 
services and labels have been an important influence on consumer behaviour, strongly 
influencing markets as diverse as white goods, paper and dairy products and helping to 
create whole niche markets for fairly traded and organic goods.  

But its very effectiveness also makes consumer information labelling attractive in 
marketing terms to retailers and producers and there is a risk of proliferating labels of 
uncertain quality undermining consumer understanding and confidence. To be effective, 
labels need to be as universal as possible and they need to be backed up by systems for 
audit and accreditation that will ensure the claims manufacturers make about their 
products can be verified. 

The Government needs to put more resources into promoting better environmental 
labelling and push harder on setting the standards and parameters for labelling schemes. 
As in the white goods market, environmental labels are particularly effective when 
consumers do not have to pay a premium for higher standards. The Government should 
examine the scope for strengthening the effectiveness of other labelling schemes through 
fiscal measures. 

Although the best are clear and self-explanatory, labels are more likely to influence a 
purchasing decision if the customer has prior awareness and understanding of the label. 
The Government must help to promote and explain environmental labels actively to 
consumers, using publicity and advertising to raise their awareness and understanding 
before they make decisions on purchases. The Government should require certification 
schemes to make public information explaining the structures, standards and methods 
behind the label, ensuring that consumers can have confidence in the audit and inspection 
processes that underpin the claims a label makes. The Government should also set 
standards and guidelines for the levels and categories of information to be provided by any 
business that seeks to promote its operations and products through a third-party labelling 
scheme. More must be done to ensure information in support to labels is made available to 
consumers both prior to purchase and at the point of sale. 

There is a growing problem with greenwash—the use of insubstantial or meaningless 
environmental claims to promote a product. The Government has a role to play in policing 
the use of environmental labels and intervening directly to remove those found to be 
inaccurate or misleading.  

In many ways, environmental labelling’s real potential lies not in changing consumer 
behaviour, but in changing business behaviour and thereby improving the sustainability of 
the manufacturing process and the products available to the consumer. In improving the 
overall environmental performance of the economy, the Government must work more 
closely with business to increase take up and to ensure labels are used correctly for the 
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4    Environmental Audit Committee  

sectors and product groups identified as priority areas. In order to do this effectively, labels 
should be underpinned by proper systems for analysis, audit and accreditation.  

Carbon labelling is crucially important. It cannot account for all environmental impacts or 
be a universal environmental label. But the value of the carbon label will be increasingly 
important as consumers’ awareness and knowledge of embedded carbon grows. Embedded 
carbon labelling is a form of environmental label that can be applied to all products and all 
sectors, and, given the nature of the challenge we face in decarbonising the economy, may 
be the single most important one. The ideal would be for industry and services collectively 
to agree a credible and verifiable environmental labelling scheme that meets the 
requirements of informed consumer choice. But as in the case of food labelling, it may be 
that the best and clearest label allowing the easiest consumer choice has to be developed by 
a statutory agency and the Government will in due course have to consider the need to 
legislate for a sector-based universal labelling scheme. Indeed there is a strong argument 
for environmental and indeed ethical labelling to build on the lead given by the Food 
Standards Agency with their ‘traffic light’ approach and for government to expand this 
established and well-understood way of communicating with consumers into other areas. 
Above all, the Government should support clarity, simplicity and consistency in labelling. 
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1 Introduction 
1. Our Committee regularly examines the targets and policies of government as they relate 
to environmental protection and sustainable development. These often rely on changing 
behaviour, both in industry and among individuals. Environmental labelling schemes are 
an important means of supporting this change.  

2. In July 2008 the Government set out its strategy for improving product sustainability. 
This recognised that environmental labels can play an important role in communicating 
the value and purpose of environmental benchmarks and standards to consumers.1 
Labelling is only one part of a wider strategy to improve standards across industry, but 
labels remain the primary means of communicating these improvements to consumers and 
engaging them in this process.  

3. In 2007 we established a Sub-Committee to examine what action the Government was 
taking to support and encourage the development of relevant and effective environmental 
labelling schemes. The Sub-Committee’s inquiry aimed to investigate the potential of 
environmental labelling. It focused on a number of schemes as case studies, notably the 
environmental labelling of vehicles, green electricity tariffs, white goods, and food. The 
inquiry also examined recent moves towards embodied carbon labelling. 

2 The Government’s role 
4. Information provided to consumers can help to raise awareness of environmental issues 
and encourage environmentally informed choices by consumers. These choices influence 
manufacturers and they may examine their products and supply chains in order to make 
their products or services more sustainable. Certification schemes, when used effectively, 
can help the development of more sustainable products and services. 

5. Customers expect retailers to make certain choices on their behalf, a process known as 
‘choice-editing’: “overall customers believe that 75% of the responsibility for addressing 
social and environmental issues lies with the retailer and 25% with them”.2 In some cases 
retailers will undertake choice-editing on a unilateral basis, to build an environmentally 
positive brand image; the SDC gave B&Q, which chooses to stock only Forest Stewardship 
Council certified timber, as an example.3 Marks & Spencer have made choice-editing a key 
part of its ‘Plan A’ approach by refusing to stock non-free range eggs or non-fairtrade 
coffee, a choice that could be extended into environmental areas: 

Let us be clear, retailers reduce choice every single day of their lives. We put 35,000 
products on our shelves every year. We reject another 50,000 that we could have 
done because it is the wrong price, the wrong fashion, it is never going to sell. […] 
All we are doing here is saying, ‘for an emerging set of issues, environmental and 
social, we will face some tough choices for our customers’ […] we believe you have 

 
1 Defra, Progress Report on Sustainable Products and Materials, July 2008, p38 

2 Ev 10 

3 Q 96 
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got to give that leadership […] if you have beliefs as a retailer you edit out the bad 
choices.4 

6. Ironically, however, those retailers building a unique brand positioning on high 
environmental standards across their ranges will not necessarily have any commercial 
interest in a more universal scheme. Nor will those whose choice-editing is clearly directed 
towards value for money or price be likely to welcome such a scheme. Compulsion may 
therefore have to be considered as an option if environmental consumer choice does not 
align with commercial interests. 

7. Tesco told us that where possible they prefer to empower and inform consumer choice 
through labelling, rather than restricting the options available.5 Choice-editing, identified 
consumer preferences and actual consumer choices can clearly interact to encourage 
growth in environmentally high-performance products and markets. It can also raise 
standards; the National Farmers’ Union told us that once the Farm Assurance scheme had 
been adopted by major supermarkets, it became the “entry ticket in terms of supply’, with a 
farmer not approved by the scheme standing “very little change of seeing his product sold 
into the major supermarkets”.6 The Government is involved in choice-editing. It recently 
agreed a voluntary initiative with major retailers to phase out the sale of non-energy-
efficient light bulbs.7 Joan Ruddock told us that this voluntary arrangement would achieve 
change faster than the planned EU legislation on the topic.8 But choice editing can be a 
difficult process to manage; it is not always sustainable and can result in higher costs. 
Marks & Spencer use 10% fairtrade cotton, a purchase that amounts to a third of the entire 
world supply.9 Defra told us that regulating low performance and inefficient products out 
of the market could pre-empt legislative processes already underway in the European 
Union or could be in conflict with international regimes on barriers to trade.10 Choice-
editing inevitably takes some choices away from consumers and can remove from them the 
responsibility for making choices based on environmental considerations or even raising 
awareness of environmental issues. Environmental labelling and certification schemes offer 
an opportunity for consumers to make environmentally sound choices every day and so 
drive the process of choice-editing themselves, encouraging retailers to stock more of the 
products that carry better ratings and de-list the worst performers. 

8. Environmental labels vary widely in their design, quality and purpose. Labelling is 
evolving rapidly; the knowledge and understanding of the market that underpin it 
continue to develop. As a result uncertainty, confusion, and a lack of coordination between 
manufacturers and parts of the supply chain can easily arise. The Government’s role 
should be to regulate and provide active stewardship: supporting the development and take 
up of appropriate, useful labels and certification schemes; assisting consumers to make 
environmentally positive purchases; and encouraging manufacturers to make 

 
4 Q 47 

5 Q 152 

6 Q 5 (Mr Tapper) 

7 See, for instance, Defra news release 27 September 2007 Energy guzzling light bulbs phase out to start next year 

8 Q 317 

9 Q 49 

10 Q 315 (footnote) 
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Environmental Audit Committee     7 

improvements to their products and supply chains. The issue of carbon labelling is 
important, distinct and merits special attention; we deal with this separately (see paragraph 
52). We have identified three main priorities for government action: 

• reducing consumer confusion by promoting the simplification, unification and 
verification of environmental labelling, preferably into a single sector-based universal 
scheme incorporating different key elements as in emerging food labelling schemes; 

• working with manufacturers and retailers to support the adoption of robust, auditable 
certification schemes to underpin the simple presentation of information to consumers; 
and 

• encouraging manufacturers to make improvements to their products and supply 
chains. 

9. By a sector-based universal labelling scheme we mean that across all products and 
services the label would appear similar but that the key criteria for each sector would be 
different and the information displayed on the label might vary from sector to sector. 
Another important issue here is that the supply chain behind any product or service would 
have to be assessed in examining the key criteria; there is no point in assessing a product as 
having a particular green credential if one of its key components fails to meet the test. 

10. The Government needs to put more resources into promoting better environmental 
labelling. The Government should encourage the development of a sector-based 
universal scheme comparable to those emerging in food labelling that can incorporate a 
wealth of information in a simple and instantly understandable label for consumers. 
The Food Standards Agency’s ‘traffic light’ scheme is admirable in its simplicity and its 
ability to graphically convey high or low performance more or less instantaneously without 
the need to understand complex methodologies. In contrast the scheme preferred by some 
manufacturers, based on Guideline Daily Amounts, is relatively confusing giving 
information and some comparability but making rapid choices more difficult. This 
underlines the potential importance of having a statutory body – perhaps the Environment 
Agency – ready to develop a system that delivers in terms of informed consumer choice, 
should the manufacturers and retailers themselves fail to do so. The Government should 
be prepared to enforce such a labelling scheme by statute although we accept that the 
ideal would be for manufacturers and retailers themselves to introduce a clear and 
robust scheme without the need for government enforcement. 

11. We have heard concerns about the proliferation of environmental labels. David North, 
Community and Government Director at Tesco, told us that a proliferation of labels was 
an inevitable risk “where you have choice driving change in the market place”.11 Many 
witnesses resisted calls for rationalisation. The Government argued that: 

Although the number of labelling schemes can seem confusing, some have become 
well known by consumers, who are able to differentiate between them in the same 
way as between the many different brands and retailers […] even where separate 
labelling schemes cover similar territory, a degree of choice can help business. The 

 
11 Q 146 
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first-rate schemes obviously help to encourage better environmental standards, and 
stimulate other organisations to create better schemes.12 

12. Given the thought and investment in methodology, presentation and public 
understanding by the Food Standards Agency in their ‘traffic light’ scheme, there is a 
strong argument for adapting it to environmental labelling and perhaps in future to ethical 
labelling around areas such as animal welfare and fair trade. For example, Sainsbury’s 
‘petal’ food label is similar but more compact and arguably even clearer and simpler and 
could also be considered. A proliferation of different systems for health, environment and 
ethical choice could add to the confusion of consumers whereas complementary ones 
would mean each system would gain from a consumer understanding of the others. A 
different colour scheme would obviously be desirable but green would still be the obvious 
indicator of a good rating. The different categories of salt, fat, calories and so on could be 
replaced by embedded carbon, water use, impact on biodiversity, energy consumption in 
use and other categories based on agreed certification or international standards in each 
case. The Government should make sure that environmental labels are backed up by an 
appropriate set of standards and criteria, covering issues like independent monitoring 
and verification of claims, so that consumers can have confidence in them. The 
Government must also ensure that the labels will also make a difference to the 
producers who use them. 

3 Focusing on the most relevant labels 

Environmental impacts covered by labels 

13. The crucial factor in achieving behavioural change is that any label is relevant to 
consumer concerns and effectively communicates a key issue relating to that product: Dr 
Alan Knight, Commissioner on Sustainable Consumption at the Sustainable Development 
Commission, said: 

People know there is not one thing called an environmental problem, there are lots 
of different environmental problems and they associate different problems with 
different products and they expect that label to talk to that particular issue for that 
particular product.13 

14. For instance, when buying fish, the environmentally-conscious consumer will want to 
know whether or not it is sustainably sourced; when buying kitchen roll, the consumer 
may look for recycled paper; when buying vegetables, the focus may be on local produce. 
In some areas, customers may prioritise different issues: for example, the Carbon Trust 
admitted that: “certain types of organic food may be more carbon-intensive that non-
organic equivalents, and consumers should be able to make choices based on the criteria 
that are important to them”.14 

 
12 Ev 114 

13 Q101 

14 Ev 23-24 
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15. It is crucial for labels to reflect the most important environmental priorities, both in 
terms of consumer behaviour and the environmental priorities identified for each 
sector. So if, for instance, a ‘traffic light’ or ‘petal’ scheme was adopted and embedded 
carbon was felt to be the most important element, in each sector this could make up a 
larger or more prominent portion of the label. 

16. Some witnesses expressed concern that labels focusing on different issues for different 
products could require complicated trade-off decisions by the consumer, and would reduce 
the effectiveness of environmental labelling. The British Glass Manufacturers 
Confederation said: 

A labelling system which focuses on a single environmental issue […] will inherently 
fail to address the overall environmental impact of any product. […] failure to 
include all environmental impacts will inevitably mean that environmentally poor 
decisions will be made by a consumer that is trying to do the ‘right thing’.15 

Single-issue labels may allow consumers to follow their own priorities, and this could serve 
as an important adjunct to a sector-based universal labelling scheme. This is an important 
part of environmental engagement with the market. Consumer choices can help to protect 
as well as damage the environment. 

17. There is a desire for labels that denote an overall ‘environmentally good’ product, 
without asking consumers to prioritise different environmental impacts. Such labels may 
aim to cover all mainstream environmental impacts, like the EU Ecolabel, or to cover a 
wide range of impacts within a small category, such as the LEAF sustainable farming 
label.16 Indeed, the Government itself is investigating the possibility of a single 
environmental standard for farm management.17 

18. Dr Alan Knight told us, “these catch-all labels which are trying to do every single issue 
for every single product tend to get so diluted they are actually losing their impact”,18 and 
this view was also expressed by a number of other witnesses.19 Defra said the labels that 
“aim to cover a complex mixture of environmental issues across a product’s life-cycle have 
often found it harder to make headway in the market”.20 This is true of the EU Ecolabel. It 
was established to cover a wide range of products, from toiletries through to paints and 
varnishes and even campsites and hotels, but has only been taken up by a small number of 
companies and is not well-known to consumers. It also takes the role of choice-editor, or at 
least label editor, and hands it not to consumers but to the scheme’s administrators. Labels 
assessing environmental performance across a wide range of factors are extremely complex 
to manage. Consumers can easily lose sight of what they are getting at. The Government 
should support clarity, simplicity and consistency in labelling. 

 
15 Ev 135 

16 Ev 82 

17 Ev 112 

18 Q 97 

19 See, for example, Q 139 [David North]. 

20 Ev 112, Q237 
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19. As in food labelling, it is important that a sector-based universal labelling scheme is 
developed and that clarity and simplicity are not lost in a plethora of different single-
issue labels and complex information. Equally we must avoid the situation, as in the 
Ecolabel, where the simplicity is so great that meaningful comparison becomes 
difficult. 

The EU Ecolabel 

20. In July 2008 the European Commission presented proposals for a revised EU Ecolabel, 
linking it with other EU environmental policies but also taking action to make the scheme 
less costly and bureaucratic. Defra had recognised these difficulties but was otherwise 
complimentary about the mechanisms behind the label: 

It has got great potential and the mechanism by which the work is done to bring the 
company, the product, or whatever to the point at which they receive the label, that 
work is incredibly important work. It is very well done, it is independently assessed 
and therefore we believe that that is a way forward.21 

21. Defra acknowledged that the wide scope of the EU Ecolabel meant there had so far 
been little demand for it.22 The Commission’s proposals aim to widen the scope of the 
scheme, taking in the particularly complex food and drink market. This extension of the 
EU Ecolabel’s coverage will provide a vital test of consumer willingness to accept wide-
ranging generic labels. While we have real doubts about the wisdom of such ‘one-size-
fits-all’ generic labels, the Government should support the continuing development of 
the label to test its viability fully, including promotion to raise the profile of the label. 

22. Joan Ruddock, then Parliamentary Under-Secretary of State (Climate Change, 
Biodiversity and Waste) at Defra, said: “you might suggest, we should move to some 
comprehensive label that says, ‘this is good for the environment’, but I must tell you that 
this has not been possible”.23 The Government is, however, undertaking work into a 
generic environmental standard for food production. The Government is right to 
recognise the difficulties of developing a ‘one-size-fits-all’ label but this should not 
prevent it from making progress on making environmental labelling clearer or from 
making progress with a sector-based universal scheme. The Government should, after a 
suitable period of time has elapsed, review the revised EU Ecolabel to determine 
whether it is working any better. The Government may need to go back to the EU with 
proposals for further revisions that are more flexible and informative, based on the 
‘traffic light’ or ‘petal’ model, and which might attract more support from consumers. 
This may require a sectoral approach. 

 
21 Q 320 

22 Q 323 

23 Q 295 

 



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

Environmental Audit Committee     11 

Linking labels to consumer priorities 

23. In many cases, especially in the case of energy and fuel consumption, the 
environmentally ‘good’ choice can also save the consumer money. Joan Ruddock MP told 
us that, where this link is clearly set out, it has the potential to be a positive deciding factor 
even for less environmentally-aware consumers. She noted that the link between green 
choices and cash savings was the reason why the white goods labels had been “hugely 
successful”.24 Money is also a more readily understood criterion and, crucially, directly 
relevant to the consumer. The Energy Saving Trust said: 

Research shows that most consumers do not understand carbon labelling or 
embodied energy and that it currently doesn’t affect their decision making, but they 
do understand energy saving (particularly in the context of money saving) and 
consider this when purchasing lighting and white goods.25 

24. When the vehicle emissions label was revised in 2004–05, it was linked more closely to 
financial concerns. Rather than focussing solely on carbon emissions, it was decided to give 
equal weight to the related factors of fuel efficiency and running costs, which had been 
“reported to be more important issues for car buyers”.26 Links with tax are another area 
that can be emphasised: the Society of Motor Manufacturers and Traders (SMMT) told us 
that, in terms of communicating environmental impacts to customers in the showroom, 
“linking it to the fiscal system is the strongest possible link”.27 

25. In some areas, government initiatives can help to strengthen this relationship between 
environmentally positive choices and monetary savings. For instance, in addition to 
displaying fuel consumption savings, the vehicle emissions label has been greatly 
strengthened by the direct link between the A-G label grades and the categories of Vehicle 
Excise Duty, underlining even further the money-saving message. Indeed, this correlation 
serves a dual purpose: “this, at the same time, has reinforced the message given through the 
tax regime: lower carbon emissions = lower road tax”.28 However, our 2008 Report into 
Vehicle Excise Duty noted that recent revisions to VED will complicate the labelling 
system, and government will have to work hard to ensure that the labelling system is able 
to communicate effectively the new, more complex arrangements.29 The second-hand 
market for cars is hugely significant and the Government should investigate what can be 
done about making clear the implications for purchasers of second-hand cars. 

26. Labels are more successful in influencing the behaviour of consumers when the longer-
term financial implications of purchase decisions are highlighted. Labels that rely solely on 
a consumer’s environmental conscience have less impact and will appeal to a smaller 
audience. Brian Samuel, Head of Policy Research at the Energy Saving Trust, said the 

 
24 Q 301 

25 Ev 56 

26 Ev 96 

27 Q266 (Mr Barnes) 

28 Ev 94 

29 Environmental Audit Committee, Tenth Report of Session 2007–08, Vehicle Excise Duty as an environmental tax, HC 
907, para 45 
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Government should support labelling on consumer electricals and white goods through an 
accompanying fiscal incentive: 

You need to incentivise the good and penalise the bad, so I would like to see a 
stronger linkage between Energy Saving Recommended products and, say, reduced 
VAT, for instance.30 

As in the white goods market, environmental labels are particularly effective when 
consumers do not have to pay a premium for higher standards. They may also be more 
effective if they can be made to coincide with a financial benefit to the consumer. The 
Government should examine the scope for strengthening the effectiveness of 
environmental labelling through fiscal measures. 

Raising awareness 

27. The British Retail Consortium told us “communication of labels can only be successful 
within the context of education and marketing campaigns. We need to recognise that 
customers often have a limited time to shop and, therefore, to read and absorb labels”.31 
Substantial advertising and promotion of labels related to less frequent purchases (such as 
the white goods and vehicles) is particularly vital since consumers will not see these labels 
on a regular basis unlike, for instance, the food labels encountered every week. The Energy 
Saving Trust (EST) argued that the impact of a label is ‘negligible’ unless careful marketing 
and promotion have made consumers aware of its purpose:32  

Retailers noted the value of the Energy Saving Trust marketing of ESR to consumers 
and the extent to which it was easier to sell an ESR product to a customer that was 
already aware of the logo. They also noted their customers proactively request ESR 
products […] it is worth nothing that retailers would like to see greater effort behind 
information, education and awareness promotion of ESR to consumers.33 

Greg Archer of the LVCP explained that prospective car buyers are often far on in the 
decision-making process by the time they reach the showroom, and it is therefore crucial to 
promote labels and their associated comparative data “in the right media so that it reaches 
people at the right time in their decision making”.34  

28. The Government offers online guides to environmental labels35 and also more detailed 
explanations of particular schemes, such as the vehicle emissions labelling information 
provided on the Act on CO2 website.36 Label owners may choose to publicise their own 
labels; the Government’s role is to ensure that the labels it selects as its priority cases receive 
adequate publicity and are clearly communicated to the consumer at the appropriate point 

 
30 Q 189 

31 Ev 138 

32 Ev 53 

33 Ev 58 

34 Q 287 (Mr Archer) 

35 See, for instance, the Shopper’s Guide to Green Labels 
 www.defra.gov.uk/ENVIRONMENT/consumerprod/pdf/shoppers-guide.pdf  

36 http://campaigns.direct.gov.uk/actonco2/home/on-the-move/buying-your-car.html  

 

http://www.defra.gov.uk/ENVIRONMENT/consumerprod/pdf/shoppers-guide.pdf
http://campaigns.direct.gov.uk/actonco2/home/on-the-move/buying-your-car.html
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in their decision making. The Government has a unique capacity to provide objective 
advice to the public and guide consumers through the confusion that labels may cause.  

29. Labels are more likely to influence a purchasing decision if the customer has prior 
awareness and understanding of the label. Where the Government supports a labelling 
scheme as part of its sustainable consumption strategy, it must actively promote and 
explain the label to consumers, using publicity to raise their awareness and 
understanding of labels before they make decisions on purchases. How information on, 
for example carbon, is presented in marketing materials and advertising is important. 
The Government should examine whether there is a case for regulating how 
information is displayed to ensure it is prominent and consistent with a sector-based 
universal labelling scheme. The way information is presented must be underpinned by 
standards to ensure the information is displayed prominently and in a way that allows 
different products to be compared easily and that ensures that environmental 
information is presented consistently across all forms of marketing media.  

4 Ensuring quality 

Standards 

30. The NFU cautioned against the “ad-hoc and unscientific” nature of environmental 
labels,37 and as the incidence of labelling carrying environmental claims continues to grow, 
the variety of standards used is likely only to increase. The problem of ‘greenwash’ (the use 
of insubstantial or meaningless environmental claims to promote a product) goes hand in 
hand with an apparent gain for producers in presenting their product as environmentally 
friendly. Defra told us that problems of this type had become much less frequent following 
the publication of Government guidance on the topic: “it is very rare that we actually 
receive directly any complaints on pack product claims; there is an on-going problem at a 
fairly low level on media advertising relating to products, which the Advertising Standards 
Authority picks up”.38 However, the Energy Saving Trust insisted that greenwash remained 
a problem, especially when labels rate products on issues that are not particularly relevant 
to that product category.39 The Government has a role to play in policing the use of 
environmental labels and intervening directly to remove those found to be inaccurate 
or misleading. It should provide Trading Standards and the ASA with the training, 
resources, powers and sanctions required to review all instances of dubious 
environmental claims. The Government should issue guidance to both independent 
and business-initiated schemes, to ensure that appropriate levels of accuracy and 
relevance are adopted by all labelling schemes. 

Provision of background information 

31. Standards must be supported by adequate information in addition to that shown on the 
product itself. Labels themselves can convey only limited information. Excessive 

 
37 Ev 1 

38 Q 309 (Mr Ryder) 

39 Ev 60 
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information on a label risks distracting from the core message, or discouraging consumers 
from considering the label at all. The British Retail Consortium noted that: 

A contradiction was highlighted in a number of studies; whereby consumers support 
the inclusion of the maximum amount of label information, yet regularly claim to 
feel confused or overloaded by the information provided.40 

In general, the level of information that is appropriate to be included on the label itself 
varies with the product. For instance, Marks & Spencer believes that signposting (the use of 
simple logos) is easier for their consumers to understand and therefore more effective,41 
given the number of products on display and the nature of grocery shopping. Conversely, 
labels for products where, in general, more time is taken over a purchase, (such as white 
goods or vehicles) can offer more detailed information.  

32. Most consumers are likely to be satisfied with the information provided on the product 
itself. A small minority of curious or committed consumers may wish to seek out further 
information about a label’s operations, principles and standards. This information should 
be publicly available to those who seek it. This is especially important for complicated or 
opaque processes, as in the case of green energy tariffs. Mr Steve Smith, from Ofgem, told 
us: 

You have [green energy] schemes which are much harder for customers to 
understand where people are saying: ‘we’ll take the money and we’ll put it in some 
sort of investment fund and we will invest it in other environmental 
improvements’.42 

Although it would be very difficult to explain on a label itself the more exact use of these 
additional funds, it is essential that information is available online (and on request) that 
explains to consumers the structures and processes that underpin a label’s claims. Primary 
responsibility for providing the necessary background information for a labelling scheme 
should reside with the label owner. The Government should require certification 
schemes to make public information explaining the structures, standards and methods 
behind the label; ensuring that consumers can have confidence in the audit and 
inspection processes that underpin the claims a label makes. The Government should 
also set standards and guidelines for the levels and categories of information to be 
provided by any business that seeks to promote its operations and products through a 
third-party labelling scheme. 

Reviewing labels 

33. The vehicle emissions label was revised recently in order to make it more accessible for 
consumers and relevant to the concerns of consumers.43 Some of the evidence we received 
highlighted a need for similar evaluation and remodelling, notably in the area of energy 
labelling for freezers and refrigerators, where improvements in energy efficiency have led 

 
40 Ev 138 

41 Ev 13 

42 Q 202 

43 Ev 96 
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to confusingly-named A, A+ and A++ bands.44 Ofgem worked towards labelling guidelines 
and templates for the marketing of green electricity tariffs when it became apparent that 
existing labelling attempts were poorly understood,45 especially the distinction between 
‘low-carbon’ and ‘renewable’ energy.46 Ofgem told us that energy suppliers had welcomed 
this intervention to improve transparency and coherence in the labelling systems they 
used.47 Labels need to be regularly reviewed and adapted to ensure they keep up with 
changes in the market and adequately reflect consumer concerns. We welcome the 
Government’s involvement in remodelling the vehicle emissions label, and we urge it to 
maintain a programme of regular reviews across its own labelling portfolio. The 
Government should also identify areas where non-government labels are in need of 
review, and should place pressure on the label owners to undertake regular reviews. 

34. Some environmental labels identify the highest-performing products in a particular 
field. The most successful example of this kind of label is the Energy Saving Trust’s Energy 
Saving Recommended (ESR) certification. This label takes the form of a simple logo, 
complementing the more complex A-G white goods label by identifying at a glance the 
highest-performing products. The ESR label has been successful in helping consumers to 
differentiate between the high numbers of top-rated products in the white goods market.48 
But the need for such labels may indicate a shortcoming in the primary labelling system. 
The EST told us that their ESR logo is successful because it communicates a clear message 
‘at-a-glance’49 but the colour and letters on the A-G label should have the same effect. The 
ESR label was a UK response to sluggish revision of the A-G label by Europe. The 
Government’s priority should be to resolve shortcomings in existing labelling schemes, 
rather than introducing extra labels to compensate for deficiencies. 

5 Engaging business 

Limitations to the consumer’s role 

35. Most environmental labels are targeted at consumers. It was thought that “good 
information about products would create consumer demand for greener products and 
‘pull’ them through the supply chain”.50 Indeed, Tesco noted how labelling, when 
accompanied by appropriate information and incentives, had significantly influenced 
customer choice in areas such as organic food and nutritional labelling.51 

36. Environmental labels may, however, only influence the minority of environmentally 
aware and engaged consumers. The majority of mainstream consumers select their 
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purchases on the more conventional factors of price, brand, and convenience.52 Greg 
Archer, Director at the Low Carbon Vehicle Partnership (LCVP), described how in most 
cases, environmental information was an ‘important precursor’ for encouraging an 
environmental choice, but that without personal environmental commitment and 
understanding, consumers were unlikely to make the leap from feeling they should make 
an environmentally positive choice to actually taking that decision.53 The Sustainable 
Development Commission (SDC) told us, “the green consumer alone cannot change the 
mass market”.54  

37. Defra told us that research on consumer choice and behavioural change had 
demonstrated that consumer information could only bring about significant behavioural 
change if accompanied by other measures as part of a strategic approach.55 Commitment is 
needed throughout the supply chain.56 The SDC concluded that government, business and 
consumers all needed to work together to achieve change57 and this view was echoed by 
Defra in its recent progress report into Sustainable Products and Materials.58 Marks & 
Spencer stressed that the consumer role in this partnership, and the consumer response to 
labels, remained important in spite of the limited impact of consumer choice: 

If consumer confidence is to be maintained in this ‘green’ business revolution and 
the initial tentative steps towards sustainable consumption are to be translated into 
sustained, mass change in behaviour then it is imperative that consumers receive 
accurate and useful information on the social and environmental issues associated 
with the products they buy.59 

Effective environmental labelling must be part of a wider partnership between 
government, consumers and business if the goal of a more sustainable economy is to be 
achieved. Arguments about the accessibility of labels must not lead to an over-
simplification or lowest common denominator effect; the aim should always be to raise 
standards. 

The potential for engaging business 

38. Mike Barry of Marks & Spencer described the role labels played in driving change 
within the company: “a lot of what we currently call environmental and social labels are 
actually management tools by which we can drive and enforce change across our supply 
chains and then report to society on the progress we are making”.60 The SDC set out ways 
in which companies could use these labels as tools to improve their environmental 
performance: 

 
52 Ev 139 

53 Q 265 (Mr Archer) 

54 Ev 33 

55 Ev 109 

56 Ev 108, Ev 32 

57 Ev 32 

58 Defra, Progress Report on Sustainable Products and Materials, July 2008 

59 Ev 10 

60 Q 39 
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Labels and their underlying standards can help to stimulate businesses to change 
production methods, demand higher standards from suppliers, or encourage 
retailers to ‘choice edit’ the products they offer. They can also be used as a 
performance benchmark that prompts competition amongst businesses.61 

39. Where businesses make significant use of certification schemes and associated 
standards to reduce their environmental impact and communicate changes to customers, 
the company’s brand reputation as a whole can be improved. This can be more valuable to 
a business than consumer shifts from one product to another. Mr Barry, from Marks & 
Spencer noted: 

What consumers were telling us was, ‘Great, M&S, I’m not going to automatically 
buy more of that one specific product in this campaign, but I will shop more with the 
brand because I trust that you’re managing all these issues across everything that you 
sell.’ So in terms of brand and reputation it is hugely powerful.62 

Businesses can also benefit in other ways. By rationalising and ‘greening’ their supply 
chains, money could be saved on energy consumption and production processes, while the 
higher environmental standards of their products could mean that consumers are willing 
to pay a premium. Farmers too can benefit from environmental certification, with benefits 
from better farm and business management coming alongside better recognition in the 
marketplace.63 We look at the role of carbon labelling and lifecycle assessment later in this 
report (see paragraphs 52 to 64). 

40. The most effective partnership in environmental labelling is not always between the 
labelling scheme and the consumer, but very often between the scheme and industry, and it 
is this interaction that should be prioritised when developing a label. The standards and 
requirements of environmental labelling schemes can provide a framework for driving 
change within a supply chain or manufacturing process, while the label itself allows the 
manufacturer to tell consumers what improvements have been made. Environmental labels 
and the businesses that use them should seek to go beyond simply rating and certifying the 
status quo; instead, they should encourage continual improvements in standards. In many 
ways, environmental labelling’s real potential lies not in changing consumer behaviour, 
but in changing business behaviour and thereby improving the sustainability of the 
manufacturing process and the products available to the consumer. In improving the 
overall environmental performance of the economy, the Government must work more 
closely with business to show how environmental labelling can help them to drive 
changes in their business and in their supply chains. In order to do this effectively, 
labels should be underpinned by proper systems for analysis, audit and accreditation. 

Product road-mapping 

41. Dr Knight from the SDC noted that for labels that identify a single dimension of 
improvement, corporations are more willing to “get behind them and make them work”.64 
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One of the best ways to identify the areas of greatest relevance to the product is through 
product road-mapping, which brings together many different actors (businesses, policy 
makers, environmental groups, &c.) to discuss the processes and supply chain of a 
particular product, identifying the major issues in the process and assessing where in the 
production chain these issues can best be resolved. Marks & Spencer noted that this 
process may not always identify labelling as the best method for tackling the major issues 
around a product: “it is about looking at all these products and picking out where the 
labelling is actually a benefit. It is not everywhere and it will not in every instance be the 
right educational tool, but sometimes it will be”.65 

42. Marks & Spencer also noted that product road-mapping is “a great role for government 
to get stuck into”.66 The Government is currently piloting product road-mapping in ten 
product areas. The SDC told us they were pleased that the Government recognised that 
“businesses and retailers, and also public policy, have a bigger role here than just devising 
labelling schemes for the customer to make the choice”.67 However, Dr Knight argued that 
the Government needed to be bolder in assuming the “thought leadership” role in the 
road-mapping process.  

43. Product road-mapping is an important innovation in efforts to improve the 
environmental impact of supply chains. The Government has a vital role to play in this 
process. We welcome the Government’s current pilots on product road-mapping and 
we urge it to extend this work to further product ranges as soon as this is feasible. 

Voluntary action 

44. Although regulatory action is important for ensuring labels are accurate and robust, 
action on a voluntary basis by business and industry can be a swifter and more effective 
way to raise minimum standards and drive out poorly performing products. Voluntary 
action can be more flexible and responsive to changes in product performance or 
consumer preferences. Voluntary initiatives have been undertaken on a unilateral basis by 
single companies, or based on agreements across sectors. On occasion, this has occurred at 
a European level (for example, the code of conduct to improve the energy efficiency of 
digital TV services). The Government has said “very significant improvements can be 
delivered as a result of these types of initiative, and Government will continue to play its 
part in supporting and facilitating them”.68 We note the effectiveness of voluntary 
initiatives in driving up environmental standards in industry and we are encouraged 
that the Government is involved in these processes. Carbon labelling is of such 
importance that it may require a different approach and we discuss this later in the report 
(see paragraphs 52 to 64). 

 
65 Q 57 

66 Q 57 

67 Q 110 

68 Defra, Progress Report on Sustainable Products and Materials, July 2008, p36 
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The role of retailers 

45. Environmental labels are a means for businesses to convey information to the 
consumer. It is the retailers, at the point where the consumers are making their choice, who 
may have the greatest capacity to influence a consumer’s decision. Jonathan Murray of the 
Low Carbon Vehicle Partnership confirmed the vital role played by the retailer in 
supporting the role of environmental labels in consumer decision-making: “the car 
dealership and the point of sale is still the primary source for the vast majority of people in 
looking for information and choosing the car”.69  

46. By engaging with labelling schemes the retailer’s environmental image may be 
enhanced, but it can also increase sales. The EST told us that “retailers noted […] it was 
easier to sell an Energy Saving Recommended product to a customer that was already 
aware of the logo”.70  

Providing consumers with information 

47. The main way in which retailers can support labels is through the provision of 
information. Tesco noted that the behavioural change that resulted from their new 
nutritional labelling system was dependent on the information provided “in store, through 
leaflets and online [that] empowered them to use the information on the labels 
effectively”.71 SMMT said that in car showrooms, display materials and leaflets explaining 
the vehicle emissions label had played an important role in informing customer choice.72 
There is also scope for less direct but equally persuasive ways of promoting labels, for 
example the inclusion of LEAF (Linking Environment and Farming) labelled produce on 
Waitrose recipe cards or using the customer magazine to run features on the purpose of 
the label.73 However, the most direct and helpful place to supply labelling information is at 
a point where the consumer makes his or her decision: as near to the product itself as 
possible. In addition to the traditional methods of in-store display and promotion, there 
are other innovative ways for retailers to support labelling and certification schemes. For 
example, the barcode on products could act as a gateway to further information on 
environmental issues if in-store scanners and displays were provided for consumers by 
retailers. The Government should seek to establish an agreement between major 
retailers, encouraging them to make more information on major environmental labels 
available to consumers, both in store and online. In particular, retailers should be 
encouraged to provide this information close to where the products are found (for 
example, in the aisles themselves), rather than solely at information desks or on 
request. 

48. Staff should be trained to understand the major environmental labels. The role of staff 
members will differ depending on the sales environment, and it is important that training 
reflects this. For instance, in sectors where staff participation in the purchase decision is 
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more significant, such as in car showrooms, staff have a more influential role in supporting 
the label and need to be trained accordingly. 

49. Written information must be backed up by staff knowledge. The EST told us that sales 
of ESR-labelled goods increased when staff pointed out the label to a customer and 
explained its purpose.74 The SMMT told us that “the training and awareness of showroom 
sales staff is necessary to facilitate customer assimilation of the labelling system and 
ultimately help them to make an informed decision”.75 Disappointingly, extensive 
discussion of the vehicle emissions label still only occurs in a minority of sales pitches: an 
LCVP survey found that the label “was referred to and used extensively in a sales pitch by 
28% of sales staff once it was revealed that fuel consumption was important to the potential 
car buyer”.76 However, LCVP also told us that SMMT has been keen to encourage wider 
training on the vehicle emissions label, especially given rising awareness of such issues 
among prospective car buyers.77  

Enforcement  

50. It was brought to our attention that some car dealerships are still failing to display 
statutory EU information on fuel consumption, etc. This compulsory information is 
included on the vehicle emissions label, and although the label itself is voluntary, LCVP 
told us that if dealerships were forced to comply with the EU requirements “the 
overwhelming majority of showrooms would choose to adopt the voluntary colour-coded 
approach”.78 The SMMT told us that the problem was probably due to a lack of resources 
for Trading Standards officers.79 It is unacceptable that certain car dealerships are still 
failing to display mandatory EU information on vehicle performance. The Government 
must ensure that trading standards have the training, resources, powers and sanctions 
necessary to tackle failures of this kind in every aspect of compulsory product labelling. 

Incentives 

51. Retailers can also help to encourage sales of high-performance environmental products 
(contributing also, perhaps, to their own overall sales figures) by using incentives to reward 
the purchases of products in a particular band, or awarded a particular certification. These 
could be price incentives (Tesco found that halving the price of energy-efficient light bulbs 
quadrupled their sales),80 special offers, or rewarding certain purchases with extra loyalty 
points. Retailers should be encouraged to use incentives to increase sales of 
environmentally certified goods. Even if these special offers are only of a short duration 
they could still play an important role in raising awareness and changing purchasing 
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habits. Tesco told us how their actions had contributed to the expansion of organic 
produce: 

People will make greener choices if we give them the right information, opportunity 
and incentive. By expanding our range and promoting organic products through 
green Clubcard points and point of sale information, buying organic has become 
much more mainstream, with one in three customers putting at least one organic 
item in their trolley. We now have over 1200 own brand organic products and our 
organics business is growing twice as fast as our main food business.81 

While individual environmental certifications may struggle to engage consumers on an 
equal scale to the organic movement, the transfer of organic produce to the mainstream 
looks like an impressive example of the power retailers wield in supporting certification 
schemes. Retailers could also look at the way loyalty card schemes could be used to draw 
attention to labelled products, by for example, offering additional reward points. 

6 Carbon labelling 
52. Carbon labelling has great potential to transform decision making by consumers and 
the way producers of goods and services conduct their business. It can be applied to all 
products and services and is cross-sectoral. The Carbon Trust has led the way in this field 
and we acknowledge the contribution they have made although we are again concerned 
that this may unwittingly add to the continuing proliferation of environmental labels and 
hope that its methodology could be incorporated into a universal and comprehensive 
scheme by sector in the same way that, for instance, saturated fat labelling is incorporated 
into the food labelling schemes. The importance of carbon to the global environment 
might demand more prominence for this element in any comprehensive environmental 
labelling scheme. 

Carbon labelling for consumers 

53. Some argue that the carbon impact of a product has the potential to act as a universal 
environmental measure. It is true that more progress seems to have been made in 
measuring and quantifying carbon impact than has been achieved with other 
environmental and sustainability issues. The Carbon Trust said that: 

… carbon equivalent (including all six Kyoto GHG emissions) provides a common 
measure of climate change impact across all products and services. It also covers the 
carbon related impact of other environmental issues, such as waste, water and land 
use change. Carbon is therefore a good measure to start conveying complex 
information in a single metric. In addition, carbon has the potential to become a 
‘common currency’, applicable to all products and services.82 

54. Not all witnesses were as confident in carbon’s potential to represent the full range of 
environmental impacts. The SDC said issues like use of chemicals, animal welfare, trade 

 
81 Ev 43 

82 Ev 23 

 



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

22    Environmental Audit Committee  

 

conditions, labour conditions and water use, were all significant global issues that would 
not be reflected in a carbon label, and concluded that “concentrating solely on carbon 
could potentially be detrimental to these other sustainability objectives”.83 Carbon 
labelling cannot account for all environmental impacts or be a universal environmental 
label. But the value of the carbon label will be increasingly important as consumers’ 
awareness and knowledge of embedded carbon grows. Embedded carbon labelling is a 
form of environmental label that can be applied to all products and all sectors, and may 
be the single most important measure, given the challenge we face in decarbonising the 
economy. It is necessary to support efforts to raise an individual’s awareness of their 
overall consumption of carbon, like the Act on CO2 campaign, and to support the goal 
of reducing the carbon intensity of products.  

55. The Government should encourage carbon labelling for all products and services as 
a priority but ultimately as part of a universal and comprehensive environmental 
labelling scheme. It should legislate for this if necessary. An asymmetric devolution of 
powers presents a challenge to the development of legislation for a UK wide labelling 
scheme and the Government should open discussions with the Scottish Executive, the 
Welsh Assembly Government and the Northern Ireland Executive on how a UK wide 
sector-based universal labelling scheme can be developed. 

Carbon labelling for business 

56. In 2007 the Carbon Trust began piloting its carbon reduction label, largely on grocery 
products. The label displays the embodied greenhouse gas emissions of the product, and 
imposes a requirement on the producer (if it is to retain the right to use the label) to reduce 
these emissions over a two year period. The label consists of a logo with a number in grams 
showing consumers the precise quantity of carbon emitted during the manufacture of the 
product. Criticism of the project has largely focused on this number, and whether it is 
understood by consumers or relevant to their interests. The SDC set out their concerns: 

What are people to do with the information they are given? A carbon footprint in 
grams of CO2 provides no clear message or reassurance about the sustainability of a 
product. It may even confuse people into thinking that the grams of carbon are 
actually in the product.84 

57. The key is whether the consumer’s product choice would be the factor driving change 
in the supply chain. The Carbon Trust told us that even the pilot scheme had encouraged 
manufacturers significantly to reduce carbon from their production processes.85  

58. Manufacturers and retailers can take action on their carbon footprint without using 
labels. For example, Marks & Spencer have chosen to work together with the Carbon Trust 
on measuring and reducing carbon emissions from supply chains, without using the 
Carbon Reduction Label.86 Working behind the scenes work with the Carbon Trust can be 

 
83 Ev 34 

84 Ev 34 

85 Ev 23 

86 Q 54 
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an effective way of driving down emissions. But labels have a part to play in 
communicating these actions to the consumer.  

59. The Carbon Trust has recently launched a further label, the Carbon Trust Standard, 
which recognises carbon reductions across organisations as a whole, rather than over single 
product lines. The measurement standard for embodied carbon in products and services 
(i.e. their carbon footprint) has been developed by the British Standards Institution (BSI), 
at the request of the Carbon Trust and Defra. BSI has published a Publicly Available 
Specification (PAS 2050) that can be used for a variety of formal and informal processes for 
improving and communicating the greenhouse gas performance of products and services. 
We welcome the launch of the Carbon Trust Standard label, the Carbon Reduction 
Label and the new Publicly Available Specification on carbon footprinting. They 
provide different ways for businesses to promote their commitment to emissions 
reduction and will help to focus efforts on cutting emissions across company 
operations. Government and the Carbon Trust should ensure that the difference 
between labels that focus on individual products and schemes that focus on the 
performance of organisations overall is well understood by consumers and 
manufacturers. 

60. Ultimately there is no reason why a comprehensive and universal environmental 
labelling scheme could not be applied just as effectively to businesses and services as it 
could be to products. The Government should investigate how any sector-based 
universal labelling scheme could be used by companies, national and local government 
and other organisations to report on their environmental performance. An annual 
report carrying the ‘traffic light’ environmental impact label would inevitably hide 
much complex methodology and require rigorous auditing but it would send an 
admirably simple and effective message to shareholders and other stakeholders.  

Lifecycle assessment 

61. Labels can cover a product’s pre-purchase life (origins, manufacture, transport and 
other supply-chain issues) and/or its post-purchase life (energy consumption, product use 
guidelines, guidelines on disposal, &c.). ‘Lifecycle’ labels aim to assess environmental 
impact from the product’s origins through to disposal or recycling. Products will have a 
carbon footprint from their pre-purchase phase, and there will also be a carbon impact for 
their post-purchase phase, ranging from significant (e.g. a car) to negligible (e.g. a packet of 
crisps). Taken together, these measurements could form a lifecycle footprint. The 
Government has signalled its intention to make greater use of lifecycle analysis as a first 
step in identifying the appropriate actions and standards to be used for a particular 
product.87 This kind of assessment could certainly be valuable, but it is too complex to be 
transferred wholesale into consumer-labels. 

62. Attempts to reach lifecycle footprints even for basic products can result in complex 
calculations based on a highly hypothetical average usage. EST noted that a carrot could be 
eaten raw, cooked in a microwave, or boiled in a pan of water.88 It is difficult to see how 

 
87 Defra, Progress Report on Sustainable Products and Materials, July 2008, p7 

88 Ev 57 
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any in-use measurement for food and drink products could ever be of genuine use to a 
consumer, whereas labels allowing them to select locally-produced or organically grown 
carrots could engage their interest and have a significant impact in at least one 
environmental dimension. For shampoo, only seven per cent of its carbon footprint is in 
the manufacturing, bottling and distribution; 93 per cent comes from heating the water 
and using the product itself.89 Information of this kind would be of little use to consumers: 
their choice becomes irrelevant as most shampoos would have a similar in-use impact. It is 
more important to encourage consumers to install more efficient boilers and use less hot 
water. In vehicles or white goods, the in-use phase is crucially important to total 
environmental impact and it is easily measured and described and is directly relevant to 
consumer choice. The issue of in-use emissions and how these might be addressed in 
labelling needs further thought and research. This doesn’t mean that manufacturers of 
products whose embedded carbon is relatively small when compared to the carbon 
associated with its use should not be encouraged to reduce the embedded carbon it their 
products. The scale of the challenge we face is so great and the consequences potentially so 
grave that every effort is needed to decarbonise the economy. None of the problems with 
lifecycle assessment diminish the need for carbon labelling of products and services. 

63. For example, embodied carbon measurements could allow consumers to compare 
products on the basis of their ‘pre-purchase’ carbon footprint and send a signal to 
manufacturers to reduce carbon in the supply chain. The question is, on what should 
consumers be asked to base their decision? When buying a fridge should they be most 
concerned about how it is made, how much energy it consumes when in use, or the 
impacts of its disposal? Ideally, consumers should consider all three areas; being realistic, it 
is unlikely that consumers would do this and labelling should be focused on the areas 
where it will make the biggest difference to the behaviour of consumers and producers. 

64. The Government must identify areas where lifecycle assessments could be 
translated into consumer labels that would encourage the most environmentally benign 
choice and that would send the right signal to manufacturers. 

65. Carbon labelling could have a profound effect on manufacturers and their supply 
chains. We believe that the Government must do more to support and encourage 
carbon labelling, including providing a statutory basis if necessary as part of a sector-
based universal and comprehensive labelling scheme.  

 
89 Q 20 (Mr Kendall) 
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Conclusions and recommendations 

1. The Government needs to put more resources into promoting better environmental 
labelling. The Government should encourage the development of a sector-based 
universal scheme comparable to those emerging in food labelling that can 
incorporate a wealth of information in a simple and instantly understandable label 
for consumers.  (Paragraph 10) 

2. The Government should be prepared to enforce such a labelling scheme by statute 
although we accept that the ideal would be for manufacturers and retailers 
themselves to introduce a clear and robust scheme without the need for government 
enforcement. (Paragraph 10) 

3. The Government should make sure that environmental labels are backed up by an 
appropriate set of standards and criteria, covering issues like independent 
monitoring and verification of claims, so that consumers can have confidence in 
them. The Government must also ensure that the labels will also make a difference to 
the producers who use them. (Paragraph 12) 

4. It is crucial for labels to reflect the most important environmental priorities, both in 
terms of consumer behaviour and the environmental priorities identified for each 
sector. So if, for instance, a ‘traffic light’ or ‘petal’ scheme was adopted and embedded 
carbon was felt to be the most important element, in each sector this could make up 
a larger or more prominent portion of the label. (Paragraph 15) 

5. As in food labelling, it is important that a sector-based universal labelling scheme is 
developed and that clarity and simplicity are not lost in a plethora of different single-
issue labels and complex information. Equally we must avoid the situation, as in the 
Ecolabel, where the simplicity is so great that meaningful comparison becomes 
difficult. (Paragraph 19) 

6. This extension of the EU Ecolabel’s coverage will provide a vital test of consumer 
willingness to accept wide-ranging generic labels. While we have real doubts about 
the wisdom of such ‘one-size-fits-all’ generic labels, the Government should support 
the continuing development of the label to test its viability fully, including 
promotion to raise the profile of the label. (Paragraph 21) 

7. The Government is right to recognise the difficulties of developing a ‘one-size-fits-
all’ label but this should not prevent it from making progress on making 
environmental labelling clearer or from making progress with a sector-based 
universal scheme. The Government should, after a suitable period of time has 
elapsed, review the revised EU Ecolabel to determine whether it is working any 
better. The Government may need to go back to the EU with proposals for further 
revisions that are more flexible and informative, based on the ‘traffic light’ or ‘petal’ 
model, and which might attract more support from consumers. This may require a 
sectoral approach. (Paragraph 22) 

8. As in the white goods market, environmental labels are particularly effective when 
consumers do not have to pay a premium for higher standards. They may also be 

 



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

26    Environmental Audit Committee  

 

more effective if they can be made to coincide with a financial benefit to the 
consumer. The Government should examine the scope for strengthening the 
effectiveness of environmental labelling through fiscal measures. (Paragraph 26) 

9. Labels are more likely to influence a purchasing decision if the customer has prior 
awareness and understanding of the label. Where the Government supports a 
labelling scheme as part of its sustainable consumption strategy, it must actively 
promote and explain the label to consumers, using publicity to raise their awareness 
and understanding of labels before they make decisions on purchases. How 
information on, for example carbon, is presented in marketing materials and 
advertising is important. The Government should examine whether there is a case 
for regulating how information is displayed to ensure it is prominent and consistent 
with a sector-based universal labelling scheme. The way information is presented 
must be underpinned by standards to ensure the information is displayed 
prominently and in a way that allows different products to be compared easily and 
that ensures that environmental information is presented consistently across all 
forms of marketing media.  (Paragraph 29) 

10. The Government has a role to play in policing the use of environmental labels and 
intervening directly to remove those found to be inaccurate or misleading. It should 
provide Trading Standards and the ASA with the training, resources, powers and 
sanctions required to review all instances of dubious environmental claims. The 
Government should issue guidance to both independent and business-initiated 
schemes, to ensure that appropriate levels of accuracy and relevance are adopted by 
all labelling schemes. (Paragraph 30) 

11. The Government should require certification schemes to make public information 
explaining the structures, standards and methods behind the label; ensuring that 
consumers can have confidence in the audit and inspection processes that underpin 
the claims a label makes. The Government should also set standards and guidelines 
for the levels and categories of information to be provided by any business that seeks 
to promote its operations and products through a third-party labelling scheme. 
(Paragraph 32) 

12. Labels need to be regularly reviewed and adapted to ensure they keep up with 
changes in the market and adequately reflect consumer concerns. We welcome the 
Government’s involvement in remodelling the vehicle emissions label, and we urge it 
to maintain a programme of regular reviews across its own labelling portfolio. The 
Government should also identify areas where non-government labels are in need of 
review, and should place pressure on the label owners to undertake regular reviews. 
(Paragraph 33) 

13. The Government’s priority should be to resolve shortcomings in existing labelling 
schemes, rather than introducing extra labels to compensate for deficiencies. 
(Paragraph 34) 

14. Effective environmental labelling must be part of a wider partnership between 
government, consumers and business if the goal of a more sustainable economy is to 
be achieved. Arguments about the accessibility of labels must not lead to an over-
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simplification or lowest common denominator effect; the aim should always be to 
raise standards. (Paragraph 37) 

15. In many ways, environmental labelling’s real potential lies not in changing consumer 
behaviour, but in changing business behaviour and thereby improving the 
sustainability of the manufacturing process and the products available to the 
consumer. In improving the overall environmental performance of the economy, the 
Government must work more closely with business to show how environmental 
labelling can help them to drive changes in their business and in their supply chains. 
In order to do this effectively, labels should be underpinned by proper systems for 
analysis, audit and accreditation. (Paragraph 40) 

16. Product road-mapping is an important innovation in efforts to improve the 
environmental impact of supply chains. The Government has a vital role to play in 
this process. We welcome the Government’s current pilots on product road-
mapping and we urge it to extend this work to further product ranges as soon as this 
is feasible. (Paragraph 43) 

17. We note the effectiveness of voluntary initiatives in driving up environmental 
standards in industry and we are encouraged that the Government is involved in 
these processes. (Paragraph 44) 

18. The Government should seek to establish an agreement between major retailers, 
encouraging them to make more information on major environmental labels 
available to consumers, both in store and online. In particular, retailers should be 
encouraged to provide this information close to where the products are found (for 
example, in the aisles themselves), rather than solely at information desks or on 
request. (Paragraph 47) 

19. It is unacceptable that certain car dealerships are still failing to display mandatory EU 
information on vehicle performance. The Government must ensure that trading 
standards have the training, resources, powers and sanctions necessary to tackle 
failures of this kind in every aspect of compulsory product labelling. (Paragraph 50) 

20. Carbon labelling cannot account for all environmental impacts or be a universal 
environmental label. But the value of the carbon label will be increasingly important 
as consumers’ awareness and knowledge of embedded carbon grows. Embedded 
carbon labelling is a form of environmental label that can be applied to all products 
and all sectors, and may be the single most important measure, given the challenge 
we face in decarbonising the economy. It is necessary to support efforts to raise an 
individual’s awareness of their overall consumption of carbon, like the Act on CO2 
campaign, and to support the goal of reducing the carbon intensity of products. 
(Paragraph 54) 

21. The Government should encourage carbon labelling for all products and services as a 
priority but ultimately as part of a universal and comprehensive environmental 
labelling scheme. It should legislate for this if necessary. An asymmetric devolution 
of powers presents a challenge to the development of legislation for a UK wide 
labelling scheme and the Government should open discussions with the Scottish 
Executive, the Welsh Assembly Government and the Northern Ireland Executive on 
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how a UK wide sector-based universal labelling scheme can be developed. 
(Paragraph 55) 

22. We welcome the launch of the Carbon Trust Standard label, the Carbon Reduction 
Label and the new Publicly Available Specification on carbon footprinting. They 
provide different ways for businesses to promote their commitment to emissions 
reduction and will help to focus efforts on cutting emissions across company 
operations. Government and the Carbon Trust should ensure that the difference 
between labels that focus on individual products and schemes that focus on the 
performance of organisations overall is well understood by consumers and 
manufacturers. (Paragraph 59) 

23. The Government should investigate how any sector-based universal labelling scheme 
could be used by companies, national and local government and other organisations 
to report on their environmental performance. An annual report carrying the ‘traffic 
light’ environmental impact label would inevitably hide much complex methodology 
and require rigorous auditing but it would send an admirably simple and effective 
message to shareholders and other stakeholders. (Paragraph 60) 

24. The Government must identify areas where lifecycle assessments could be translated 
into consumer labels that would encourage the most environmentally benign choice 
and that would send the right signal to manufacturers. (Paragraph 64) 

25. Carbon labelling could have a profound effect on manufacturers and their supply 
chains. We believe that the Government must do more to support and encourage 
carbon labelling, including providing a statutory basis if necessary as part of a sector-
based universal and comprehensive labelling scheme. (Paragraph 65) 
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Formal Minutes of the Sub-Committee on 
Environmental Information 

Tuesday 24 February 2009  

Members present 

Colin Challen, in the Chair 
 

Jo Swinson  Joan Walley 

Environmental Labelling  

The Committee considered this matter. 

Draft Report (Environmental Labelling), proposed by the Chairman, brought up and read. 

Ordered, That the draft Report be read a second time, paragraph by paragraph. 

Paragraphs 1 to 65 read and agreed to. 

Summary agreed to. 

Resolved, That the Report be the First Report of the Sub-Committee to the Committee. 

Ordered, That the Chairman make the Report to the Committee.  

Written evidence was ordered to be reported to the Committee for printing with the Report. 

 

[Adjourned to a day and time to be fixed by the Chairman. 
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Formal Minutes of the Environmental 
Audit Committee 

Tuesday 3 March 2009 

Members present: 

Mr Martin Caton 
Colin Challen 
Mr David Chaytor 
Martin Horwood 

 Mr Nick Hurd 
Mark Lazarowicz 
Dr Desmond Turner 
Joan Walley 

In the temporary absence of the Chairman, Joan Walley was called to the Chair for the meeting. 

Environmental Labelling  

The Committee considered this matter. 

Draft Report (Environmental Labelling), proposed by the Sub-Committee, brought up and read. 

Ordered, That the Sub-Committee’s draft Report be read a second time, paragraph by paragraph. 

Paragraphs 1 to 65 read and agreed to. 

Summary agreed to. 

Resolved, That the Report be the Second Report of the Committee to the House. 

Ordered, That the Chairman make the Report to the House. 

Ordered, That embargoed copies of the Report be made available, in accordance with the provisions of 
Standing Order No. 134. 

Written evidence was ordered to be reported to the House for printing with the Report. 

 

[Adjourned till Tuesday 10 March at 10.00 am 
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Dibb, Team Leader, Sustainable Consumption and Business, Sustainable 
Development Commission Ev 36 

David North, Community and Government Director, Tesco plc Ev 45 

Brian Samuel, Head of Policy Research and Matthew Wright, Director 
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Environmental Audit Committee: Evidence Ev 1

Oral evidence

Taken before the Environmental Audit Committee

(Environmental Audit Sub-Committee on Environmental Information)
on Wednesday 14 November 2007

Members present:

Colin Challen, in the Chair

Martin Horwood Jo Swinson

Memorandum submitted by National Farmers’ Union of England and Wales

The National Farmers’ Union (NFU) is the largest farming organisation in the United Kingdom,
representing approximately 50,000 full time farmers and growers who account for about 80% of the
agricultural output.

Following fundamental changes to the Common Agricultural Policy (CAP), farmers and growers have
become increasingly market focussed, seeing themselves as the very important first stage of an integrated
supply chain, in addition to their traditional roles of growing crops and rearing animals. This new focus has
led to a real need to be involved in consumer issues, of which labelling is a very important one.

As outlined in the announcement of the inquiry by the Environmental Audit Committee (EAC), increased
awareness of the new environmental agenda, particularly in relation to food, has already brought with it
numerous initiatives. Many of these run counter to other responsible initiatives; many are ill conceived;
many will have unintended consequences; many, if not well considered, will add to the real possibility of
consumer confusion.

1. Labelling Principles

The NFU believes that the following principles should underpin all labelling decisions:

— Labels must be accurate, honest, clear, unambiguous and concise.

— Labels and presentation must not mislead consumers in any way about the food they buy.

— Labels must not be contradictory either in themselves or in relation to other reliable information
from reputable sources.

— A clear distinction must be made between statutory, voluntary, advisory (assurance, provenance
schemes etc) and marketing/promotional labelling.

— The risk of solving one problem with another through the use of labelling must be avoided.

— Labelling cannot be viewed as a panacea or the only way to communicate with consumers. There
is already a clear dichotomy among consumers between the desire for clear, uncluttered labelling
and the requirement for more information. This must therefore lead to the question: “Is labelling
the right medium or are there better alternatives eg the Internet, point of sale material etc?”

2. Environmental Labelling

The NFU strongly supports the view of Defra that the overriding priority must be to develop clearly
understood, cross-industry, universally accepted and easily applied measurement criteria. The label, and the
factors and calculations behind it, must be measurable and auditable. Only then can a labelling scheme be
produced, if indeed it is deemed to be the best way of communicating to consumers about the environmental
impact of food products. The NFU does not support the use of environmental labelling in its current ad-
hoc and unscientific form.

3. EAC Sub-committee Principal Lines of Inquiry

(i) Products requiring labelling

There must be a uniform approach across all food product sectors. This can only be achieved once
universally accepted measurement criteria have been agreed. To omit sectors, or apply diVerent treatment,
would serve to fuel consumer confusion and lead to many instances of misleading labelling. If products
cannot be compared by a consumer when making purchasing decisions then there is no point in a product
carrying the label.
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(ii) What should be shown?

Carbon labelling is undoubtedly the most publicised, as an indicator of the energy intensity and energy
eYciency of food production and distribution, but on its own might not be suYcient to provide a
standardised approach across the food chain. However, the NFU recognises that more progress and
agreement has been reached recently on carbon than on other factors contributing to the overall
environmental impact of products.

The diVerence between primary agricultural products and, for example, white goods that are made in a
factory, must be acknowledged ie the factors included in an environmental impact assessment of a food
product will diVer, even from producer to producer.

(iii) Rationalisation of environmental labels

It will be essential to develop one universally agreed scheme. This must be based on one industry standard
based on the same methodology. The lessons learnt from the current nutritional labelling debacle must be
acknowledged in the much more complicated development of any environmental labelling scheme.
Certainly, any kind of scheme needs a baseline from which to develop and a methodology, which clearly
outlines the processes taken into account, including as full a life cycle analysis as possible.

(iv) Impact of environmental labelling on consumer behaviour

Any environmental labelling scheme must be thoroughly tested. Again the lessons learnt from the
nutritional labelling debate indicate just some of problems, which could be encountered, were this not to be
done thoroughly and consistently.

The aim of environmental labelling must be considered and agreed ie is it trying to make consumers buy
less of certain products and more of others for the good of the environment or will it only ever be a marketing
scheme? What would be considered a success or an appropriate outcome in terms of consumer behaviour?
If it is simply desirable to raise awareness of the environmental impact of food production then we feel
strongly that the food label must not be used for this purpose.

Consideration should be given to a web-based system or further information in store rather than relying
solely on product labelling on pack.

(v) Regulation of environmental labelling

Regulation can only be considered once universally acceptable measurement criteria have been agreed.
Even then, regulation should be seen as the last resort with cross food chain agreement on a voluntary
scheme being the preferred option. However, any voluntary labelling must not be misleading. This is a
statutory condition under existing food law and must be enforceable in order to protect consumers and food
businesses.

Exports from Developing countries

There is an increasingly strong argument to suggest that imported food may not have the massively
adverse environmental eVect that is often assumed. Much of the product emanates from tropical/sub-
tropical countries that are not major polluters and where there is a comparative advantage in growing
conditions. Invariably, these countries need the trade with the developed nations to assist in their economic
development. However the long term aim should be to extend environmental certification and equivalent
standards of production from the developed to the developing world, as is the case for the emerging
transport biofuel commodity market.

Consideration should be given to adopting an “everything but arms agreement” with the 50 least
developed countries similar to that adopted in the 2006 sugar negotiations.

(vi) International labelling

The principle of an international labelling system must be an aspiration. However, given the complexity
of the issue and the work required even to achieve an agreed UK outcome, this must be viewed as a long-
term objective. A European standard must be considered achievable, however, considering the significant
movement of food products within the EU.
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The NFU is grateful for the opportunity to make this submission to the EAC Sub-committee. We would
be pleased to provide any additional information, which the Sub-committee might require.

11 September 2007

Witnesses: Mr Peter Kendall, President, and Mr Robin Tapper, Senior Food Chain Adviser, National
Farmers’ Union of England and Wales, gave evidence.

Q1 Chairman: Can I welcome you to this
Environmental Audit Committee (Sub-Committee)
looking at environmental labelling. This is actually
our first oral evidence session, so it is good to see you
here. Could I just say in starting that there is a lot of
momentum behind environmental labelling and in
fact we have all just been given one of these from
Defra, the pocket guide for environmental labels,
and so on. So there is a lot of momentum and
perhaps a fair bit of demand for this sort of thing,
but the NFU, I understand, really would not agree
with environmental labelling in its current ad hoc
and unscientific form. Are you actually discouraging
your members from getting involved at the moment
in the main, or is it very pick and mix, if you like,
about what you do support and what you do not?
Mr Kendall: Can I just set the scene a bit, if I could,
first and say that as an organisation I think we have
tried to be very pro-active in not just accepting but
promoting our environmental responsibilities as
farmers. The notion that we could produce at all
costs and the environment picked up the
consequences is one that we have shrugged oV some
time ago, but I think we have been much more
proactive in driving those messages across to
farmers. We have been involved in voluntary
initiatives where we have insisted on farmers having
on-going training, specialist testing of machinery.
We have been very proactive, I think, almost to the
extent that I have lost some members because we
have been so determined to drive higher
environmental standards. We have been very
supportive of the agri-environment schemes as well,
although at the time it has cost us in having the
redistribution of money from Europe to fund some
of these environmental programmes. So we think it
is a fundamental and core part of what we do as
farmers, protecting and enhancing the environment
at the same time, and I think this is one of the
challenges we will face increasingly going forward,
while we produce more food, maintaining the
environment at the same time. The challenge we
have, and I think one of the very important aspects
of farming in the United Kingdom, is that we will
not be the lowest cost producer of a commodity. We
do need to diVerentiate our product and we do need
to set very real standards for our environmental
credentials—unless specifically you want to talk
about carbon, but I think it is important to set the
scene of where we are so far. We believe that the Red
Tractor Scheme, which involves farmers having
inspections yearly, does mean that the way it is
folded into the Union Jack at the moment UK
production does meet the UK cross-compliant
standards, it does mean that we have environmental
impact assessments, it does mean that we have to
belong to the voluntary initiative for using sprays
and pesticides. So we are embarking upon a journey

which is about diVerentiating our product and
showing, although some would argue they are fairly
basic factors, that we do have basic environmental
welfare, but I would argue very high traceability
credentials. So we have got behind very seriously
labelling—and it has been a major driver for us as an
organisation—but it has been in the broader sense to
diVerentiate the traceability of the welfare and
environmental standards that we currently produce
to. One of the reasons why this is so important at the
moment is that we have faced a major reform of the
CAP, we have seen decoupling where support is no
longer tied to what you produce. So farmers do need
now to maintain or to achieve a market price for
their products which keeps their businesses
sustainable so that they can invest in that
environmental protection and storage requirements
to make sure that we have a negative footprint.
Therefore, we have to find a way of making sure that
consumers can clearly identify what we are
producing and the fact that it is diVerent to
something which might be produced to very
diVerent standards somewhere else in the world. I
will give you one really vivid example. We banned in
1996 stalls and tethers in the pig sector. We have seen
the pig sector decline by about 46%, yet today of the
imports we now have to make up the shortfall of our
pig production 70% of it would be illegal under UK
standards. So I need to make sure consumers can see
that we are producing to diVerent standards, so
labelling is absolutely fundamental if I am going to
achieve sensible prices to make sure that we are
sustainable going forward.

Q2 Chairman: Where does the main demand for
labelling of this sort come from? Do you feel it is
coming from the consumers, or from retailers, or
from the industry itself?
Mr Tapper: I think in the case of the Red Tractor,
which Peter alludes to, it probably came from a
combination of the industry and the consumer
because it came at a time when we had a lot of scares
in terms of product safety during the nineties and we
had to find a way of first of all bringing together all
the various standards which existed into one
common one and then to make the consumers aware
of that so that they could be assured that first and
foremost the product they were buying (in this case
with the Red Tractor on) met at least the
fundamental safety requirements, and then the
requirements that we would expect of basically good
farming practice. So I think in that case it was both.
I think here, in the case of environmental labelling,
it is probably a combined issue. I believe actually the
consumer is less engaged at the moment. I think
certainly the awareness of the environment and
climate change is increasing rapidly and probably
since the Stern Report we have seen a massive
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awareness, but I still think the customer as far as
labelling goes is still not quite there. Some are, and I
suppose, to answer your question directly, some
customers are demanding it and I think we have to
provide it so that those customers increase over time
as the awareness and the need increases.

Q3 Chairman: Do your members have much control
over the way these schemes are introduced and
developed?
Mr Kendall: No. One of the key things we were
involved with following the Don Curry sustainable
food and farming strategy was to move this from
being a farmer-backed system to being one that is
industry-wide so that it has a retailer representative
process, a retailer, and environmental
representation on the standard-setting groups. So
we have deliberately—and it is not always popular
with the farming community—made this more
encompassing of the whole food chain.

Q4 Chairman: In terms of how your members will be
stretched in terms of their practices, and so on, are
we actually seeing these challenges really quite tough
ones or simply putting existing standards into a
label, as it were, and not really stretching them
very much?
Mr Kendall: It is a challenge for me in my role as
representing farmers on how often I get trounced
when I go and tell somebody it will add a lot of cost
to their business, but it has been and one of the
criticisms we have had from farmers is that it
continues to be a ratcheting up of standards. I think
a very large percentage of farmers are implementing
the regulations and rules as they are applied. We do
have, as I say, quite a lot of criticism for ongoing
ratcheting up, but this is about trying to make sure
that we do meet standards, that they are verified and
inspected and there is real traceability through the
food chain. I would not want to put a figure on it, but
the late adopters do find significant challenges in the
scheme, so it is actually, I think, driving forward
advancement.

Q5 Chairman: How great have been the benefits in
terms of promoting things as premium products, if
you like? Have there been some real advantages
there for your members?
Mr Kendall: No, it has not been significant and it is
one that we want to put more resource into going
forward. We have a major reform of the Levy Board
system and we want to find a way of actually being
more proactive in bragging about the provenance,
the traceability, the standards which we produce to.
Mr Tapper: I think what it has meant is that
although we have not seen value added to the
farmers’ work, as it were, the product, because most
of the major supermarkets have adopted it we have
seen it almost as the entry ticket in terms of supply.
So from that point of view, frankly, a member who
is not Farm Assured would have very little chance of
getting his products sold into the major
supermarkets.

Q6 Chairman: What has been your members’
experience of using other labelling schemes, for
example oVered by the Soil Association? Are they in
competition with things you do, or is it something
which is broadly welcomed?
Mr Tapper: I think broadly speaking the Red
Tractor forms the sort of baseline for everything and
that certainly was our intention. In fact, we welcome
schemes which add, if you like, value to the Red
Tractor. So if you have got Freedom Foods, for
instance, as an increased animal welfare add-on but
it has as its base level the Red Tractor, then fine.
Similarly with LEAF, which has its fundamental
requirements the same as Red Tractor but puts
greater emphasis on environmental responsibilities,
then again we are very, very happy with that and in
fact encourage it.

Q7 Jo Swinson: You mention in your memo that
there are some problem schemes that you are not
happy about, which are not well thought through or
are actually contradictory to other schemes. Which
are the ones you had in mind when you wrote that?
Mr Tapper: Not so much schemes as initiatives, I
think. Obviously, the other big debate going on at
the moment is the health debate and there are a lot
of issues which come up on the environmental side
which go totally counter to what is happening on
health. So there are people saying we should have
less animals on the farm, or that people should be
eating less meat, and in doing so, of course, we could
run in to protein deficiencies, on the milk we would
certainly run into possible calcium deficiencies. So
we have got issues such as those. There is, of course,
also the very real one of landscape and food
production. If you have not got animals, then who
manages the landscape? In the final analysis in some
areas the animals are the grass cutters. Also, some of
those areas do not support any other form of food
production but that, so it would actually put our
food supply at risk. There are lots of those sorts of
issues. I actually think—and this is somewhat
cynical, I would be the first to admit—the sort of
scheme which has come up, the carbon labelling
scheme which has come out of the work between
PepsiCo and the Carbon Trust, if you were a little bit
cynical and you were a potato crisp supplier and you
knew you were not going to be winning on the health
debate, where would you go? You might perhaps go
to the environment debate because you maybe have
to prove your credentials, that you have taken a
responsible attitude. I think it is those sorts of things.
Although it would be naı̈ve to assume that
competitive advantage does not come into it, to be
purely focused on the competitive advantage I do
not think is in any way helpful and I think ultimately
very confusing for the customer.

Q8 Jo Swinson: Are there any schemes which are up
and running now which actually are accredited
schemes where you have problems with the way they
are running, or is it just those initiatives you have
mentioned?
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Mr Tapper: It is those initiatives, and what does it
mean for the customer? I think that is the question
we have got to ask at the end of the day. I am no food
scientist, but if I see a bag of crisps which weighs 25,
30 grams and I see 75 grams of carbon, I think,
“That’s quite a lot of carbon for a small bag of
crisps,” or if I see a bottle of wine which says, “Zero
environmental carbon impact.” What does that
really mean? I do not have a clue as a consumer.

Q9 Jo Swinson: A fair point. In terms of schemes
which have been developed environmentally—you
have talked, obviously, of some of the food labelling
terms like the Red Tractor—is there anything which
you think has been developed on the environmental
side which has been successful which you would
support so far?
Mr Tapper: I think in their way things like the LEAF
scheme have improved the awareness. Awareness is
fine, but action, I think, is what we need and no other
scheme, as far as we are aware, with the possible
exception of the Soil Association organic scheme,
does have rigorous standards which are regularly
reviewed and I think that is what we need as a
starting point.

Q10 Jo Swinson: Labelling is obviously one way of
presenting information to the consumer, but as you
say there are obviously some issues with that in
terms of confusion. What other options are there
other than labelling for achieving that information
interaction between the consumer and the farming
community to come a bit closer together rather than
having this great divide?
Mr Tapper: This is a massively complex subject. I
was very much involved with some of the work we
did as an industry body with the FSA when we were
talking about how we did food labelling and that has
become a minefield where we have a lot of facts on
which to base our decision-making and the way we
go forward. Here we are at the very, very beginning
and we just do not have that information. So I think
that is the key element really.

Q11 Jo Swinson: Do you think there is a potential
for labelling to actually change attitudes of
consumers?
Mr Tapper: I think there is, but because it is so
complex I think we should be a little bit more
creative in this. Just to be able to say, if we take the
Carbon Trust one, for instance, 75 grams of carbon,
what does that mean? You want to be able to explain
more than just what a snapshot with a label can give
and certainly I think the Internet, the Web, plays a
massive role in this and the point would be that you
would have a front-of-pack Web address. That is
how you would get it over in terms of making
customers aware. Secondly, I think labelling, in-
store signage, can also make a big diVerence, but just
to put a label on I think is not necessarily the answer.
It depends really on what measurement we get. If we
get a sensible measurement which comes out with
clear measures, then perhaps, but certainly I think
the jury is out at the moment.

Q12 Jo Swinson: Obviously it is a very complex
issue, but in a sense with the best will in the world
putting a URL on the front of the pack and hoping
people are actually going to go and log onto that
website when they do their shopping, maybe get
their little Blackberry out and have a look—I can
imagine actually that might make shopping much
more exciting for men, but that is probably not going
to happen. So while it may not be perfect, do you not
accept that having some kind of labelling system
perhaps backed up by these other things which
makes it simple for the consumer at a glance, once
they are familiar with it, like the red, amber, green
traYc lights food scheme, does have a great benefit
in terms of consumer information?
Mr Kendall: Where I think there are concerns is with
what sort of products you would label. Agriculture
is peculiar in as much as it happens in the outside
world, it happens in the unprotected environment
very largely. We are not taking 50 tonnes of steel into
a factory and producing nuts and bolts coming out
at the end, where you can measure your energy in
and you can measure each unit and the amount of
energy you have consumed. With that packet of
crisps which Robin alluded to the potatoes could
have come from Herefordshire, from Norfolk or
from Scotland and the conditions in growing those
could vary enormously and the impacts of how
much cultivation was done on those plants will vary
enormously. We are not producing, as I said, in a
sanitised environment of a factory. So it is going to
be a real challenge and we need to find out if we are
going to have a move towards putting some sort of
carbon labelling on a common standard with some
sensible methodology. The early methodology the
Carbon Trust talked about did not take any account
of positive impacts which a farm might have. So if
you had a dairy farm which used its animal manures
to actually produce anaerobic digestion producing
renewable energy, you would have your negative
carbon balance but you would have no credit for the
fact that you might have been taking green waste.
There is a very good example in the part of
Bedfordshire where I farm. Bedfordia Farms have
900 pigs and they take all that slurry to big silos and
they mix with it the green waste out of Milton
Keynes and Bedford. The methane is then burnt to
produce renewable electricity. They end up with a
very high value digestate to put on the ground as
fertiliser. They are getting rid of the problems with
the slurry next to the water courses and they are
getting rid of green waste. In the system which was
proposed originally there would be no credit for all
the carbon benefit of actually making those sorts of
amends. Farming is a very diYcult area to address
and what we would be very concerned about is lots
of diVerent schemes giving confused messages rather
than a very clear steer of what is actually going on.

Q13 Martin Horwood: I would like you to turn to the
kind of area I was going to ask you about. You have
argued quite strongly for a single scheme. Are you
saying that this would work across all food and
drink on a universal basis?
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Mr Tapper: Yes, because I think if we come back to
one of the original questions, who do we think is
really wanting this, if we believe, as we do, that it has
to come from the consumer first and foremost or we
have to inform the consumers so that they can make
sensible choices, then we must be able to have a
system which enables them to compare product with
product, otherwise there is really no point in doing
it.

Q14 Martin Horwood: When you say “compare
product with product” do you mean within a
particular class or market, or do you mean across the
whole range? For instance, if you had a range of
oranges which were probably all either imported or
produced energy-intensively, if they had a traYc
light system would you want those all to be red, or
would you want oranges as a market to be defined so
that the best ones got a green light and the worst
ones got a red light?
Mr Tapper: I think we have got to come back to a
standard system of measurement. I am sorry to keep
referring to the nutritional side, but that is really the
only one we have got. As I say, I am no food scientist
so do not over-question me on this, but within food
labelling in terms of nutrition labelling and
ingredients labelling there is a sort of system called
McCance & Widdowson, which basically works out
the calorific value of products and all the rest of it.
So if you are producing a product you can look up
McCance & Widdowson and you know what the
various key elements of that product will be if you
know what the ingredients are. What I think we
should have is the equivalent to the McCance &
Widdowson for environmental labelling, so we
know what all the ingredients in terms of the whole
environmental package is and we give each of those
a carbon value (if carbon is what we are measuring)
and that should be standard across all products and
probably should be based on the lowest common
denominator, so therefore the worst performance. If
you can then say, “I’d do a far better job,” or if you
take Peter’s example where somebody is using their
waste to make a significant diVerence in terms of
ameliorating some of the problems they might have
created further back in the chain, you can then flag
that up. So again, using the food analogy, if you
have a standard product in order to be able to call it
reduced fat, for instance, it has to be 30% less than
the standard. So if you can demonstrate that the
action you have taken makes your impact 30% better
than the environmental standard then that could be
a way forward. That is the sort of degree. It is very,
very complicated.

Q15 Martin Horwood: The complexity that would be
hidden behind it is one thing, but in terms of the
actual labelling and what the consumer would see, I
am still struggling with whether or not you are
saying you want exactly the same standard to apply
regardless of the product.
Mr Tapper: Yes, we are.
Mr Kendall: Absolutely.

Q16 Martin Horwood: I am flying blind here really
because I do not know, but if turnips were a
particularly energy-eYcient crop to produce, would
you not end up with the situation where all turnips
were labelled the same because they were all
relatively eYcient compared with soft drinks, or
something like that?
Mr Tapper: Yes.

Q17 Martin Horwood: So what incentive would
there be for a turnip producer to improve? Would it
not be more sensible to have a kind of best-in-class
labelling, or not?
Mr Tapper: But if you took my reduced fat one –
Mr Kendall: The best crisp!
Mr Tapper: —if someone then said, “Right, well, I
am not using the same amount of inputs, and I am
significantly not using them, so I’m using 30% less
inputs for my turnips than the chap next door,” then
he could actually put that up as being a low
environmental impact, low carbon.

Q18 Martin Horwood: Just to pick up Jo’s point and
your point about nutrition labelling, we know there
is quite a few very standard schemes now which are
beginning to emerge as front-runners, including the
traYc lights scheme. Would you like to see a traYc
lights scheme for environmental labelling? Would
that be better? Because I share your problems with
75 grams and what does that mean. Would you
prefer a yellow, green –
Mr Tapper: I think we would have the same view.
From an organisational point of view, our view was
for the nutrition labelling that we should go down
the GDA route to give consumers the opportunity to
decide for themselves, to choose what impact they
are having.

Q19 Martin Horwood: But is that not exactly the
same problem you have been alluding to, that it is
actually quite complicated to work out from the
numbers whether it is good or bad? Does not the
traYc lights system actually give a much clearer
message? There may be complexity hidden behind it,
but in terms of the consumer making an immediate
judgment as to what is good and what is bad, traYc
lights are surely much simpler, are they not?
Mr Kendall: But it does not tell the story. For
instance, if you have butter it is virtually all red, so
it is a red spot. If you have low fat butter or a low fat
spread, which has probably got only a third or two-
thirds of the fat which real butter has, that is still a
red spot. Now, you may say or one might take the
view that in terms of trying to improve my diet or to
reduce my fat intake the first stage in doing that is
that I will go down the low fat route. By just sticking
a red spot on it does not help you in making that
decision one bit.

Q20 Martin Horwood: Maybe that again argues for
a best-in-class approach. Another thing is that some
of the people who have submitted evidence to us
have argued that universal labelling standards do
not actually necessarily work in marketing terms
and that actually the most successful labels we have
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got evidence of at the moment, like the Fairtrade
mark and organic labelling, and in fact your own
Red Tractor, have actually emerged from
independent initiatives and the market has in a sense
decided which ones are successful. Is that not a fair
criticism against a universal scheme?
Mr Kendall: We are talking about an area where we
are looking at carbon and the environment. It is very
important that we do not have people making up
their own rules. That is why we opened the Red
Tractor Scheme, from making an initial initiative for
the farming industry to one which was a whole
chain. It was really important that this had buy-in. I
will give you one example where I think there is a real
nervousness about the whole concept of
environmental labelling, and I deliberately gave you
my preamble about why I think it is so important
that farming does diVerentiate itself and make sure
it keeps its environmental considerations at the
forefront of what it does. How would you label a low
energy light bulb, for example, because actually
when it is manufactured it might be more intensive
and it might have a high carbon value because it
takes more to manufacture and is more expensive
than a cheap light bulb? It is on its consumption that
actually it delivers its benefits. There are similar
stories about disposable nappies, that you might
actually put a lower label of carbon on a disposable
nappy than on one which is washable and re-useable.
Boots have done some work on shampoos. They say
that actually of all the total life cycle only 7% of its
carbon is in the manufacturing and bottling and
delivering to store and 93% is actually heating the
water and using the product itself. I think we are in
a very diYcult area. We think that because it is such
a diYcult concept to grab hold of we do need some
really quite uniform rules.

Q21 Martin Horwood: You do not worry that
uniform rules might be quite clumsy and might
actually lead to some of the very problems you are
describing?
Mr Kendall: Certainly in agriculture I do have
concerns that we could end up with some generic
views which send some perverse messages because,
as I have said, we are not steel going into a factory
and nuts and bolts coming out the other side. We do
need to have some sorts of sensible rules and not
individuals trying to get a competitive advantage by
having a proliferation of diVerent interpretations.

Q22 Martin Horwood: Can I just turn to another
issue? Obviously what we are talking about a lot is
carbon labelling and even possibly having a carbon
price on products, but some of the evidence we have
received suggests that that is actually a too simplistic
approach and that there is a broader environmental
sustainability impact, for instance nitrates and
fertilizers and things like these. Would you support
incorporating all those wider environmental impacts
into the labelling scheme as well?
Mr Kendall: Again, we are actually doing some work
at the moment as an organisation with the
Agricultural industries Confederation and the CLA
to actually try and understand what these impacts

are. Some people will say to you in a very generic
way that all nitrate fertilizers are bad and all the
current production and fertilizer manufacture is
being done at a flamed gas in the Middle East and it
is being turned into urea. Now, urea is much more
volatile and gives oV a lot more nitrous oxide. A
more expensive version which I will be using on my
farm is ammonium nitrate, which is much more
stable. We actually at the moment do not
understand the science behind saying, “Fertilizer is
bad,” and which fertilizer—

Q23 Martin Horwood: Is that a yes or a no then?
Would you prefer to stick to something simple like
carbon –
Mr Kendall: I think we cannot go to methane and
nitrate oxide until we understand the science behind
it. At the moment you could have more nitrous oxide
damage from the bad handling of organic manures
than you could have through using the correct
inorganic fertilizers applied. That is the problem. If
you say the organic system is preferable because it is
not using bought fertilizer, actually you can get just
as much damage from flatulisation and methane and
nitrous oxide from using manures. It is a very
complicated area. The science, I do not believe, is
there to allow us to make those judgments yet.
Mr Tapper: Conversely, because more work has
been done on carbon and because we all
acknowledge this great complexity, perhaps we start
on the stuV that we do know about, or know more
about, which is the carbon. So certainly as the first
step I think carbon labelling is what we would
support.

Q24 Martin Horwood: Okay. You have clearly got a
very deep knowledge of these issues. Do you think it
has had much impact upon your members, this
whole debate? Are they concerned about their
carbon footprints?
Mr Kendall: I think in the way the media has picked
up the over-simplistic term of “food miles” it has
some resonance, but I am not sure it goes very deep
or that enough people even in the media understand
that we can over-simplify food miles. I am a farmer
in my role as President of the NFU and I do have
some very sensible advisers who steer me in the right
direction. When Hilary Benn was Development
Secretary he went on the record to criticise UK rose
growers on Valentine’s Day last year and said that
actually you would be doing more benefit if you
bought them from Nigeria, or Kenya I think it was
at the time. My members wanted to go oV on one
and say how outrageous it was that a minister could
be promoting an imported product.

Q25 Martin Horwood: He was quite right, though,
was he not?
Mr Kendall: He was absolutely right. On Farming
Today this morning they were talking about large
greenhouses being built down near Thanet where
they are using all renewable energy and they can
actually demonstrate a better carbon footprint by
using waste energy sources and recycling CO2 into
the plants. So my challenge to my members was not
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to chastise Kenyan imports but to actually tell them
that if they are going to produce roses in February
to do them in an environmentally-friendly and
smart way.

Q26 Martin Horwood: So would it be unfair to
characterise this whole question by the fact that your
members are concerned about environmental
impacts when the market tells them to be concerned
about it, but not in their own right?
Mr Kendall: As I said, I think we are honest enough
that we have to throw the challenge to them not to
be protectionist but to make sure we demonstrate
true wins.

Q27 Martin Horwood: Are you saying that they will
only really respond to these challenges when
labelling or consumer power in some form actually
forces them to change and take account?
Mr Kendall: Other than the fact that carbon usually
costs money, and I am a farmer and that is why I am
actually looking at the moment and have a system
on a tractor that steers itself because it saves 10%
diesel. So when you go down a field and you turn
around it comes back exactly parallel on itself within
about two centimetres and in a reasonably large field
that saves you a lot of energy and you do not end up
with odd triangles. Now, the incentive for me to do
that—okay, the investment is about £8,000—is that
over a three year cycle that will save me that money
and actually make the job more eYcient and better.
I think carbon does equate to cost to farmers. It is
only just starting to bite and I think when you have
seen the inflation in the cost of energy it is making
farmers more acutely aware of it.

Q28 Martin Horwood: So do you think that if we
really did get eVective environmental or carbon
labelling that would have a huge impact because that
would translate into market pressure very clearly for
your members?
Mr Kendall: One of my biggest concerns about
standards—and I go back to my very early comment
that about 70% of the pork we import is illegal under
UK standards—is that we will all subject ourselves
to competition and raise the bars and standards for
ourselves for domestic production that is not applied
on imports. Under WTO rules at the moment there
are initiatives which allow the banning of imports of
endangered species of animals. There are no such
rules in the WTO for environmental welfare
standards.

Q29 Martin Horwood: So would you like the labels
on the supermarket shelves, not on the products, so
that they can apply to everything?
Mr Kendall: No. If we are going to find a constant set
of rules when we know the science and understand it,
I think there is a potential for that, but we must wait
and make sure that we have a single system which
does not allow that competition and people
misleading our consumers with a diVerent and
multiple amount of messages.

Q30 Martin Horwood: Okay. Can I read you
something from Defra in their memorandum to us?
It says: “Defra is also considering the possibility of
developing some form of generic standard for an
integrated farm management and environmental
management scheme, which would allow consumers
to know more about the environmental provenance
of food products and improve recognition in the
market place.” Do you think you would welcome
that?
Mr Kendall: Other than the fact that again they
elude to some of what Robin touched on as well, the
LEAF standards. Now, the LEAF mark is an
enhanced environmental scheme which currently
goes on a Waitrose product—not all Waitrose
products, some Waitrose products, predominantly
the fresh vegetables mainly. The challenge for that is
that Waitrose charges about a 14% premium. If the
consumers were willing to pay that 14% and have
those higher environmental standards, Waitrose
would be Tesco and Tesco would be Waitrose. What
I am really nervous about is that we raise standards
and costs on our productive industry which the
market actually is not willing to pay for. As I have
touched on before, we are not keeping out imports
which do not necessarily meet those standards. So
Defra can say to me that I need to raise my
environmental standards and label it to those higher
levels, but if it is not going to be—

Q31 Martin Horwood: You do not think consumers
would go for the higher level labels, they would go
for the cheaper products which did not meet them?
Mr Kendall: At the moment, as I say, Waitrose is a
very small percentage of the market place and they
charge quite a significant premium and it is not
where the consumers are spending their money at
this moment in time. It is growing rapidly. It is an
exciting opportunity for us as farmers and growers
to look towards achieving that goal, but I am very
nervous that if Defra—and I have this discussion
with them all the time—raise the bar too fast too
quickly we export our industry. What is the point of
us actually? Let us look at the pig sector again. We
now have a surplus of grain. We ship it to Denmark,
to Holland and to Poland to produce the pork to
bring it back again, and produced in systems and
standards which we do not allow in the UK. We have
to think about how we raise the standards and it is
one of my challenges with Defra.

Q32 Martin Horwood: Would you have confidence
in Defra to set those standards?
Mr Kendall: They obviously want to go for
enhanced environmental standards and I am
nervous of that without the market actually
driving it.

Q33 Martin Horwood: You have made the point
very elegantly that we must not set the bar too high
in general terms, but what I am really asking is
would you have confidence in Defra developing the
right standard, or would you rather it was something
done by the industry itself?
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Mr Tapper: I think we have said in our submission
that we support Defra’s approach in terms of
labelling to come up with these universal
measurement criteria, and we do. Just to answer one
of your previous questions, I do not think also we
should remotely see this environmental labelling as
a marketing opportunity, and I think that is what it
is being viewed as at the moment. People are coming
from the point of view of, “Let’s see this. We can sell
one product more advantageously than another.” I
do not think that should come into it at all. We are
trying here to inform consumers about the
environmental impact which that product they buy
has, and I think we have got to set that one up. So
that is why we need the original –

Q34 Martin Horwood: Can I come back to you on
that? I find that a rather surprising statement
actually. Maybe it is because I am from a marketing
background that I do not think that is necessarily a
bad thing, but surely if your members are confident
of their environmental standards and their ability to
respond and the fact that they might get better
environmental labels than the competition that was
being imported, surely they should see it as a
marketing opportunity?
Mr Tapper: Provided we are using the same criteria.

Q35 Martin Horwood: Should you not be singing it
from the rooftops?
Mr Tapper: If we are using the same criteria, yes.
Mr Kendall: Yes.

Q36 Jo Swinson: I just wanted to clarify that you are
open-minded to the idea of labelling which provides
information but not necessarily to a generic
standard which requires to be –
Mr Tapper: No, sorry, I did not finish. What I was
going to say is that we are very supportive of what
Defra are trying to do in terms of creating a universal
standard. They must also have first of all a really
large scale consultation with industry and it also
must have full scale testing with consumers. Again,
I go back to the debacle we have got between traYc
lights and GDAs. The reason why we have got the
two systems is because there was not the full
consultation, or in fact there was the consultation
but it was not taken on board, so we ended up with
the big food manufacturers saying, “We know
better,” basically, “We’ll go our own route.” So that
is why we have a situation where we have got half the
production side of the world using GDAs and most
of the retailers using spots of various sorts.

Q37 Jo Swinson: With the best will in the world, I
suspect that actually we come back to the marketing
reason for why we ended up with two diVerent
schemes, because various producers did not like the
idea that their cereals, or whatever, actually were red
and not very healthy after all. I think there is still just
a slight confusion here about a standard or labelling
because you have got some of the labels which give

a standard like, “This is certified Fairtrade”, “This
is certified organic”, but then there is also labelling
which is more informational. Are you saying that
you are supporting some kind of generic
environmental standard across industry but that
that would be requiring some carbon reduction,
because I was understanding that you were more
coming from the point of view that if we could create
a universal scheme for measurement then the
labelling would be what you would support rather
than necessarily what Defra seems to be talking
about here as almost a mandatory LEAF scheme or
something?
Mr Tapper: What I am saying is that we need first of
all a standard set of rules which everybody adheres
to and then if you wanted to use your marketing to
develop those then fine, but it must be based on the
same information. I think, as we discussed earlier,
that must apply, so that the starting point is the same
set of rules across each sector and then you have got
to be able to demonstrate how yours is diVerent,
better, environmentally more friendly, or whatever.

Q38 Jo Swinson: Just to probe slightly on how you
might envisage such a scheme, because you have
ruled out the idea of traYc lights and you also
suggested, I think understandably, that the whole 75
grams of carbon is a little bit in the air and not really
relevant to people. You mentioned possibly using
the GDA as a measurement, but at least with the
calorific intake there is a certain amount that you
should have between this and that and you can at
least do a percentage, but obviously with carbon and
environmental labelling that is not the case. You are
not saying we ought to have certain carbon
emissions of X because less is pretty much always
going to be better, so how would you actually
envisage it working?
Mr Tapper: If you go back to my Macanus &
Witherson type experience, first of all that would
provide the measurement and then you would be
able to then work from that basis in the same way as
you do in food. If you have a low fat version you can
actually market the fact that it is a low fat version
because it is 30% less fat than the standard and the
measurement criteria are there. So I do not see a big
issue with that. The big issue is actually coming up
with the measurement in the first place.
Mr Kendall: I think we are concerned because this is
a complex issue and we have seen the way there has
been rationalisation in the abattoirs. I could be
producing beef in Bedfordshire which then goes
down to St Merrion in Wales to be slaughtered and
produced and then goes on sale in Scotland. Where
do we pick up the story? Where do we pick up the
carbon measurement on the product as beef, for
example? I think there are so many grey areas with
diVerent products going to diVerent places and how
it is produced, whether it is has been a wet season,
whether I have irrigated or whether I have not
irrigated. This is the point about whether I believe in
British agriculture being responsible, getting ahead
of the game, trying to use its inputs very responsibly.
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I do see it as a marketing edge for us in the long run.
I just do not think we understand all the complexities
of what we are doing on carbon usage and how we
might demonstrate it at this moment in time.

Memorandum submitted by Marks & Spencer

Marks & Spencer is one of the UK’s leading retailers of clothing, food and home products. Over 15.8
million customers visit our 500 stores in the UK each week. We welcome the opportunity to provide written
evidence to the Environmental Audit Committee’s sub-committee’s examination of environmental
labelling.

UK consumers are now more aware and more prepared to act on environmental issues than ever before.
Research partly funded by M&S under Accountability’s and Consumer International’s What Assures
Consumers? programme in 2007 shows that 70% of consumers believe individuals have to take more
responsibility for climate change. However, this should be set within the context of further research we have
done that shows that overall consumers believe that 75% of the responsibility for addressing social and
environmental issues lies with the retailer and 25% with them.

It was in response to this growing consumer interest and desire for information that in January 2006 we
launched our look behind the label advertising campaign and in January 2007 followed this up by launching
Plan A, a 100 point, five year commitment to address environmental and social issues.

This heightened consumer interest has the potential to drive a step change in business commitment to
work with government and civil society to address major challenges such as climate change, waste and
human rights. However, if consumer confidence is to be maintained in this “green” business revolution and
the initial tentative steps towards sustainable consumption are to be translated into sustained, mass change
in behaviour then it is imperative that consumers receive accurate and useful information on the social and
environmental issues associated with the products they buy. Labelling has an important part to play in
providing consumers with this information.

However, labelling is only one of a number of options available to develop consumer confidence and
willingness to participate in sustainable consumption. Other solutions exist, ranging from “choice editing”
to the provision of whole brand re-assurance to consumers, which also have an important role to play. We
have outlined our thoughts on this range of consumer information options in Appendix 1. We have also
provided some thoughts on your more specific questions in Appendix 2.

The EAC’s enquiry is important and timely. We hope the observations we have provided help you in
your work.

3 October 2007

APPENDIX 1

OUR APPROACH TO PROVIDING CONSUMERS WITH INFORMATION

We have considerable experience of providing information to our customers on social and environmental
issues. This is summarised below.

We know that 73% of our customer’s want information about the social and environmental qualities of
our products. We are meeting this need using six main approaches, summarised below. We believe all have
a role to play in informing and re-assuring our customers.

1. Core Traceability Information

The “bedrock” for re-assuring our consumers on social and environmental issues is being able to
demonstrate that we know where our products are made. Unless our customers have this basic re-assurance
they can have little confidence that we are managing any associated social and environmental issues. This
is why we label all our products with their country of origin. We are also increasingly labelling food products
with the UK County they were produced and in many cases, the name of the farmer who produced the fresh
meat, fruit and vegetables we sell.

Chairman: I think we are going to get the answers to
those questions later on this afternoon. Thank you
both very much for your evidence to us. It is much
appreciated.
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2. Brand Consumer Communication

We sell approximately 35,000 product lines, virtually all of which are under our own Marks & Spencer
brand. Our customers have told us that across such a large number of products (where sustainability issues
range from fish sourcing to chemical use in manufacturing clothing; labour standards to climate change;
packaging to reducing salt in food; cotton sourcing to food miles, animal welfare to Fairtrade) they often want
the simple re-assurance that the brand they are shopping with (M&S) is addressing all sustainability issues,
across all products on their behalf.

This is why we’ve used our look behind the label campaign to provide consumer re-assurance that we have
taken, for example, hydrogenated vegetable oils out of all of the food in our food halls. Across the 4,500!
food lines we sell, our customers do not have to look at the small print they know none of the food products
we sell contain HVOs.

Often when people are in a rush, with just a few minutes available to them to do their shopping in a busy
life, this is all the information they want.

3. Choice Editing

Our customers expect us to remove “bad” choices from our shelves. For example, our new range of
electrical bulbs only features energy eYcient varieties, all our eggs are free range and all our tea and coVee
is Fairtrade. We do not oVer conventional light bulbs, battery eggs or non-fairtrade coVee/tea. Our
customers can only buy the “responsible” option from us. This choice editing works for issues that
consumers understand well and where the loss of choice is unlikely to result in them simply going to buy the
product from another retailer.

4. Mandatory Labels

We use mandatory labels where required to do so by UK and EU legislation such as certification of
Organic food, Waste Electrical and Electronic Equipment (WEEE) and energy eYciency labels. Clearly we
have a legal obligation to do this, but it also ensures that consumers receive the same consistent information
wherever they shop.

5. Voluntary Third Party Labels Available to the Whole Industry

We use a small number of third-party voluntary labels to address issues which are reasonably mature and
there is consensus about defining the sustainable option. For example, all our products will carry the WRAP
(the Waste and Resource Action Programme’s) symbols on packaging to advise consumers on how to
recycle used packaging or, where this is not possible, give them a clear and honest message that this
packaging must go in the bin. Similarly we also use Fairtrade, Marine Stewardship Council and Forest
Stewardship Council labels on relevant products.

Our customers have told us that the involvement of independent third parties (eg Fairtrade Foundation,
Soil Association) in developing and “policing” these labels is very important to them.

We are also supporting the Climate Group’s &Together campaign by encouraging our customers to wash
their clothing at 30 C wherever possible as this has the potential to significantly reduce energy use in heating
wash water and consequently reduce CO2 emissions. To do this we are using the traditional wash label
supported by an additional Think climate wash at 30 C message. The key here is not to develop a new type
of label but to supplement a well established “label” (the wash instruction) with additional information. The
&Together campaign enables several companies to work together across a number of diVerent product lines
to present a coherent message to consumers about how their everyday choices can collectively begin to
address the challenge of climate change.

We have also been working closely with the Carbon Trust. They have helped us develop a detailed carbon
footprint for our food business, from field to fork. We believe strongly that within the UK, only the Carbon
Trust should be responsible for developing an industry wide approach to carbon labelling. We will not be
developing a carbon label of our own. We will continue to support the Carbon Trust in its work.

6. Marks & Spencer Voluntary Labels

Where we cannot adopt the approaches outlined above, usually because an issue is relatively new, and we
believe our customers want information on our approach we have adopted our own carefully thought
through approach. For example, we have launched a range of clothing made from recycled polyester,
produced from used plastic bottles. This approach has ensured we have been transparent with our customers
in changing a traditional business practice (we have used polyester made from oil for many decades) as well
as giving them an engaging and motivational story that brings the concept of sustainable consumption alive
for them.
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We have also introduced an “air freight” symbol on food transported by aeroplane in response to requests
for transparency about sea and air freighted produce. We are very clear this is not a form of carbon label
but was designed to respond to growing consumer concerns about unnecessary usage of airfreight,
particularly on fresh produce. This has been successful in educating our customers that very little of our
overseas produce is transported by air and that this approach is only used where closer sourcing options are
not available.

APPENDIX 2

M&S OBSERVATIONS ON EAC QUESTIONS

Issue 1

Labelling should not be viewed in isolation as a means of informing and re-assuring consumers

As we have outlined above, we believe that labelling is an important way of informing and re-assuring
consumers. However, it should not be viewed in isolation and should be complemented by a more holistic
approach to information provision.

Issue 2

There are a number of criteria which can help us judge whether a particular label will work and a small number
of labels that currently meet these criteria

We believe the criteria for judging whether a consumer label will work are:

— communicates on a single clear issue;

— responds to a clear consumer need for information;

— responds to a key environmental impact relevant to the product or packaging;

— is simple and eVective in use requiring minimal interpretation;

— empowers the consumer to make an informed decision; and

— is honest and transparent.

Labels that clearly meet these criteria include Fairtrade, Organic, Marine Stewardship Council (MSC)
and Forestry Stewardship Council (FSC) labels.

Fairtrade and organic have been particularly successful in helping consumers both identify “better”
choices but also make them more aware of an issue and the diVerence they can make through their
purchasing decisions.

At a time when more and more labels are starting to emerge, we will continue to prioritise this small
number of well established labels.

Issue 3

The Government should set up a stakeholder advisory group to help identify where gaps exist in sustainability
labelling and where existing labels can be improved

The Food Industry Sustainability Strategy (FISS) recommended the formation of a stakeholder group to
look at “ethical” sourcing, including associated labelling issues. We believe that such a group could help
identify where labelling is the optimum approach to provide consumers with information on environmental
and social issues.

Issue 4

Consumer labels work well when they focus on a specific issue

Experience with the EU Eco-label scheme in the 1990’s has shown that whilst multi-issue labels may
appear attractive as a “one-size-fits-all” solution in reality the aggregated nature of their message make them
less eVective with most consumers.

In addition, they require increasingly large datasets to prove a product meets a wide set of sustainability
criteria. In a marketplace characterised by rapid product development, the unwieldy collection and auditing
of such massive datasets will deter retailers and fast moving consumer goods brands from widening the use
of labels.
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Government is currently exploring where there maybe nutrition, local sourcing and carbon eYciency
overlaps in order to identify combined messages. Whilst we support this work, in reality we believe that red
meat may be the only significant point of convergence.

Government and industry must exercise care to avoid unintended consequences. For example, “food
miles” is rarely a good proxy for the overall carbon footprint of a product.

Issue 5

Signposting is typically easier for consumers to understand rather than the provision of numeric values

More research and understanding is required as to how consumers will navigate choices on the issue of
climate change/ carbon. We believe that simple “in use” signposting on relevant products (such as A–G
energy labels) is more likely to be eVective than numerical values requiring interpretation.

Consumer “carbon labels” are likely to be most eVective when the consumer use phase dominates a
product’s overall carbon footprint. Thus electrical goods, where the use phase is often the dominant factor,
are more likely to lend themselves to carbon labelling than food, where the make-up of the carbon footprint
is highly variable, with the supply chain often being the dominant factor rather than the use phase.

Issue 6

Government should co-ordinate the labelling activities of its “agencies”

It is important that Government continues to co-ordinate the activities of its funded delivery
organisations such as WRAP, The Carbon Trust and the Energy Savings Trust who are all working to
develop new labelling schemes.

Issue 7

Carbon labelling may prove to be eVective but other approaches exist to address the climate change impacts of
consumption

Climate change is such an important issue that we need to continue work to develop a robust, cross
industry carbon labelling scheme. However, as the scheme is developed in the years to come we should not
avoid the potential to reduce product CO2 footprints now.

We have estimated our total carbon footprint to be at least 6.7 million tonnes of CO2 across the
production, transport, sale, use and disposal of our products. Approximately 10% of these emissions arise
from our own operations (stores, lorries, oYces, warehouses etc). The other 90% comes from the
manufacture and use of the products we sell. In practice as a food and clothing retailer this total footprint
is dominated by a few activities, for example washing clothing.

We could spend many years developing a carbon labelling scheme, spend many more years and tens of
millions of pounds applying it to each of our 35,000 product lines and wait even longer for whole-scale
behaviour change in purchasing practices amongst our customer base that results in significant CO2 savings.

In addition, our customers have consistently and rightly told us that responsibility for addressing
sustainability issues is 25% their responsibility and 75% ours. They do not expect us to neglect changes we
know we can start to make ourselves now in the hope that a robust carbon labelling scheme will emerge in
the future that they may construe as us passing responsibility for fighting climate change to them.

Retailers are able to set internal targets to reduce CO2 emissions from their supply chains and operations
now. Only when the use phase of a product dominates its overall carbon footprint should we consider asking
consumers to make choices. And even here solutions may already exist that avoid the need for the
development of complex new labelling methodologies. For example, the consumer wash phase dominates
the CO2 footprint of clothing. We can use a well understood and simple “label”—the wash temperature care
label—to encourage behaviour change rather than developing at great cost a complex alternative which we
need to explain to consumers.

Issue 8

Environmental labels should not act as a barrier for developing countries

Consumers expect all the products they buy from us to be safe and of high quality, wherever in the world
the product is produced. We believe consumers have the same expectations on sustainability. To consumers,
a pesticide residue on food is the same whether the product comes from Kent or Kenya.

We therefore believe that environmental labels should be applied consistently across retail products
wherever they are sourced from. What matters in this situation is the acceptance that producers in
developing countries may face additional challenges in meeting standards. We work hard with producers in
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developing countries to help them meet our requirements. We believe Government and other funding
sources should give consideration to how they help producers meet the requirements of sustainability labels.
The Fairtrade model is a good example of how extension work, funded by Government and retailers, can
help poor producers improve production methods to meet the requirements of the standard.

We have also created a Plan A Supplier Exchange to help our 2,000 suppliers and 15,000 growers address
social and environmental issues wherever in the world they operate. We have already held several
conferences for our suppliers on these issues and are now forming sub-groups to address particular
challenges—groups on pesticides and labour standards are already up and running.

Witness: Mr Mike Barry, Head of Corporate Social Responsibility, Marks & Spencer, gave evidence.

Q39 Chairman: Good afternoon, Mr Barry. Thank
you very much for coming in. I wonder if we could
start by asking you just to give us some details on
Marks & Spencer’s attitude to environmental
labelling and the kind of information you give to
your customers to help them understand the
environmental impacts of their choices?
Mr Barry: It will be a pleasure. I would like to start
with the consumers, because ultimately whether we
label or not is pretty much dependent upon their
views. We have segmented British consumers into
four specific groups. There are 20 to 25% of British
consumers who are not interested in environmental
social issues at the moment, a lot of which is driven
by poverty; they are too poor to care about climate
change or saving people in Africa, they have just got
to get through their own day. The next group is the
largest group, they are about 40 per cent, and they
are saying, “I am quite concerned about
environmental and social issues, but I don’t believe
I can personally make a diVerence. If I give up flying,
if I give up meat, if I give up ready meals and a billion
people in China and India start consuming them,
what is the point? I have just shot myself in the foot.”
What that group of people actually want to know is
that if they do make a change it is a change which
many people around them will make with them.
They are part of a collective change mechanism. The
third group, 25% roughly, is saying, “We are
concerned about environmental and social issues,
very concerned, but we lead busy, complex lives. We
will do things if you make it easy for us. If I walk into
one of your stores and my only option to buy coVee
and tea is Fairtrade, great, you know, I’ll buy into it,
I won’t walk out, but when I’ve actively got to seek
out the Fairtrade option amongst dozens and dozens
of diVerent product options in your store in 10 busy
minutes, probably not.” Then there is the fourth
group and the group which perhaps is represented in
this room today, which is the 10% of green
crusaders. That group has doubled in the last five
years, which is very encouraging, but it is 10%, and
they are the only significant group at this stage that
want to use environmental and social labels on a day
to day basis, we believe. So if we just take that a little
bit further and if we actually sit down with focus
groups and ask our consumers, “What do you want
us to do? If you care so passionately about these
issues, what do we do next?” consistently they say to
us, “Okay, I personally as a consumer will take some
responsibility. It’s 25% of the job I will do. 75% of it
is you, Marks & Spencer,” or another big business,
“You’ve got to take a lead on this. I’ve seen your
message and I’m willing to buy into a greener way of

doing things, but boy you’d better be the ones that
take a lead on it and do the hard work for me.” Just
to complete the introduction with that, we believe
that means that much of what we talk about today
is actually about management standards for a big
retail such as Marks & Spencer to manage its supply
chains, 2,000 factories, 15,000 farmers, half a million
in the developing world making products for us. A
lot of what we currently call environmental and
social labels are actually management tools by which
we can drive and enforce change across our supply
chains and then report to society on the progress we
are making. We made a big commitment back in
January for something called Plan A, 100
commitments, where we basically said all our wood
products in the future will be FSC or recycled. You
do not have to worry about it as you walk around the
store, whether it is the wood on the décor, the
marketing décor, the wooden furniture or even the
wood in this suit, the cellulosic fibre here made from
wood, it will be all FSC and recycled. Now, I will
give you proof points, I will give you information
about that, but very, very clearly I am not going to
stick on 10 diVerent labels on every single product I
sell. We have 35,000 diVerent products in M&S,
which is small for a retailer. Many retailers carry
quarter of a million diVerent lines. To put a label or
multiple labels covering Fairtrade, pesticides,
environmental issues, carbon, on every single one of
those products would drive us to distraction, our
suppliers to distraction and also the consumer. Now,
that is not to dismiss all labels. Some labels, for
example Fairtrade works fantastically well, and just
let me capture why that is. Fairtrade works very,
very well because it is based on four or five things. It
is an independent standard that I cannot influence.
It is an independent standard. The second thing is
that it is a very complex set of issues behind this but
actually it is just a world that you buy into as a
consumer. Thirdly, it is all about grass roots
movement. It is not just that label chucked out there,
there are hundreds of thousands of people who feel
passionately about Fairtrade around the UK,
meeting in church halls, driving it forward,
encouraging their friends to buy into it. The
marketing is very good by the Fairtrade Foundation
to generally raise awareness of everything. Finally, it
is an issue which consumers can just about get their
heads around: the poor people in the poorest parts
of the world get a bit more of the price that I pay here
in the UK for the product. So for those four or five
reasons Fairtrade works very, very well as a
standard. I am not sure that every label that we
consider will tick those boxes. So that is just a brief
introduction of our current position.
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Q40 Chairman: I am very pleased to hear about the
suit because I have got one on here!
Mr Barry: It will be FSC eventually.

Q41 Chairman: It has got lots of labels in it, but none
of them about the standards really. For those 10% of
the customers who are keen and enthusiastic, what
does Marks & Spencer do to help them find out what
is behind the label? Do you have a website with
product information on it and things of that sort,
and how would you point people to it?
Mr Barry: For those consumers, we are using labels.
If one of our T-shirts if Fairtrade, it will say so. If one
of our ready meals is organic, it will say so. Clearly
for nutrition advice we use the Food Standards
Agency scheme for red, green, amber, and we put
that on our products. So for the informed the
information is there. What I am saying today is that
we should not assume that that is the right way to get
to the other 90%. For the 10% who care passionately
and who want the information, I will give it to them.
This is not about M&S saying you walk into a
denuded store with no information about
environmental and social issues, absolutely not, but
what we are saying is that quite rapidly we are going
to reach the end of the productive use of labels to
actually change consumer behaviour. I think we can
probably get to 20% who are buying very
passionately into information on labels. The other
80% will just throw up their hands and say, “Too
complex, guys. 10 minutes in your store. Please do it
for me.”

Q42 Chairman: Obviously most of the merchandise
you do sell is own brand. What advantages does that
oVer you as a retailer and are there any
disadvantages?
Mr Barry: I think there are advantages for our
customers. We give a very simple message. Whether
you are in a food hall in Truro or Aberdeen, every
egg used in that food hall is free range. You do not
have to think about it. Whether it is in the ready
meals as an ingredient or a shell egg, it is free range.
All coVee and tea is Fairtrade. No GM ingredients
anywhere. That is a great benefit. Our customers like
that. There are disadvantages. We do not gain from
the advertising done by the big brands that talk
about, “Buy Coca Cola today.” It is there on
television. We do not sell the Coke brand and we do
not gain from people coming to our stores to buy
that brand and the advertising that has driven it.
Nor, to be fair, do we buy into or get access to all the
science that some of these big food brands are doing.
Some people like Unilever and Proctor & Gamble
are doing some very, very good stuV at this moment
in time. Because we do not sell their products, we do
not necessarily have access to the science base. It
means we have to rely on ourselves, our big technical
teams in our own organisation and our suppliers as
well. So there are pros and cons.

Q43 Chairman: You mentioned GM. I am just
wondering, when you did have that big drive to
promote the fact that you were GM-free, as it were,
what impact did that have on consumer behaviour?

Did you find that people were flocking to your stores
to buy, or was it maybe just something they did not
understand?
Mr Barry: It is a very interesting point. In January
2006 we ran a big campaign called Look Behind the
Label, which talked about all the things that M&S
were doing in terms of environmental and social
issues—Fairtrade, free range, leading the way in salt
and fat reduction. We talked about non-GM. On the
back of that advertising campaign we saw the
biggest ever upswing of trust in the Marks & Spencer
brand, which is a reasonably well trusted brand
already. But what customers were telling us was,
“Great, M&S. I’m not going to automatically buy
more of that one specific product in this campaign,
but I will shop more with the brand because I trust
that you’re managing all these issues across
everything that you sell.” So in terms of brand and
reputation it is hugely powerful. Do we want to trim
it down to one product out of 35,000 and try and sell
more because of that? No, we do not.

Q44 Chairman: In your memorandum you state that
you will prioritise support of a small number of well-
established independent labels. How do you decide
which ones to support?
Mr Barry: I have given you the example of
Fairtrade. There are four or five criteria which really
tick the box for us and I think Fairtrade is almost
unique in ticking all the boxes. I think organic does
as well. We think certain things like the Forestry
Stewardship Council and the Marine Stewardship
Council as well do not have to be just about
managing our supply chain and meeting a 100%
commitment to use FSC or MSC in our business but
can start to be brought in front of the consumer.
Beyond that, I am not sure there are many at the
moment we would want to use and put in front of
our customers. Those are quite clearly defined issues.
They are something to do with timber, the
Rainforest. We protect it, FSC. It is quite clear. The
same with fish and MSC. You have been talking
quite a bit about multiple impact labels, can you
have a label which talks about pesticides, labour
standards, fair trade and packaging all in one. We do
not believe you can at this stage. We think the
science they would require would be too complex.
We believe that you aggregate to such a broad level
that it is meaningless for the consumer and they may
as well just buy into the M&S brand itself to shop
with rather than this hugely complex aggregate
label. So at the moment we will use Fairtrade,
organic, MSC and FSC in our business, but not
much more than that.

Q45 Chairman: So your approach really is to say
that M&S is the label and that anything which bears
“M&S” means it is pesticide-free, it is organic, all of
those things? That appears to be your approach.
Mr Barry: That is our approach and we believe it is
the logical end point for most people. Again, we
have 35,000 products. Even if you felt really, really
interested about every one of those 35,000 products
with 10 socially environmental issues associated
with them, you would need 24 hours in our store
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looking at every label before you ever made a
purchase and that is not good for you and it is
certainly not good for me. So we want to give people
simple choices and the vast majority of consumers,
70—80%, are saying, “I just want to understand that
your brand across 100 commitments is doing the
right thing.”

Q46 Chairman: How do you test consumer opinion
on this? Obviously you have done opinion surveying
and so on. Is the consumer truly able to influence
your policy decisions still?
Mr Barry: Again, it is a very, very important point.
What happens with consumers—and let us forget
environmental and social for a minute and let us just
talk about fashion or price, or the products we sell—
is that we follow trends and we spot trends. We then
interpret the trend and oVer the result to the
consumer. No consumer comes to us and says, “Mr
Barry, in two years’ time I want you to make sure
that all your fish are MSC, the hoki from New
Zealand, the cod from the North-East Atlantic.”
They just come along to us and say, “I’ve got this
broad concern about fish. There’s not enough in the
sea. You just do something about it.” We will then
listen to a wide stakeholder group or opinion-
forming pressure groups, government, et cetera, to
say, “Okay, the consumers are concerned. They
want us to do something. What’s the best option?”
We will look at four or five diVerent options and we
come up with the preferred one. We oVer that to the
customers. Occasionally, they turn around and say,
“You’ve chosen the wrong one. We don’t want that
one,” but usually they say, “Yeah, that’s fine by us.
You’ve interpreted a genuine concern that I had and
you’ve given me a solution. That’s what we want,”
and that is what we are doing here with the
environmental and social issues. 80% cent of
consumers are saying, “I’m concerned in some shape
or form.” Our job, if we are to succeed as a
commercial entity in the future, is to interpret that to
an extent better than our competitors and oVer the
solution quicker and more authoritatively to our
customers.

Q47 Chairman: You do a fair bit of choice editing
and brand reassurance. These are obviously quick
ways to resolve the problem, the removal of
anything which is not AAA rated, white goods. I
think John Lewis follow that policy. That is one
example, but do not retailers who follow that kind of
approach reduce people’s choice? This is a free
market, is it not? If somebody wants to make a bad
choice, who are you as a retailer to say that they
cannot make a bad choice?
Mr Barry: Let us be clear, retailers reduce choice
every single day of their lives. We put 35,000
products on our shelves every year. We reject
another 50,000 that we could have done because it is
the wrong price, the wrong fashion, it is never going
to sell. We reduce choice every day of our lives. All
we are doing here is saying, “For a new emerging set
of issues, environmental and social, we will take
some tough choices for our customers. We will do it
not on a whim. When we’ve done it, 100% free range

eggs, 100% Fairtrade coVee, tea, jams, and very
significant investment in Fairtrade cotton, it is on
issues that consumers broadly understand and have
bought into, they have been around for many years,
and the natural end point is to edit it out of our
business, but we believe we have got to give that
leadership. It is not about us sitting back and saying,
“Madam, that’s a bad choice, that’s a good choice,
your problem. If you want the bad choice, be it on
your own conscience.” If you have beliefs as a
retailer you should be editing out the bad options.

Q48 Chairman: If you put your hand on your heart,
could you say that if you shop M&S you shop green?
Mr Barry: No one can say that. I think Marks &
Spencer, amongst several others, is trying as hard as
anybody in the world. We have been ranked as the
world’s most sustainable retailer. We have scratched
the surface a little bit deeper than anybody else.
There is so much more to do.

Q49 Chairman: How much more, do you think?
Mr Barry: Well, we have made 100 commitments to
deliver over five years, which is 2012, and I am
already starting to think about the next 100
commitments which will take us to 2017. It never
ends. By then we will have delivered 100% MSC
certified fish, 100% FSC certified wood. We have not
committed at this stage to have 100% organic or
Fairtrade cotton. That might take 10, 20, 30 years to
achieve. We have bought a third of the world’s
supply of Fairtrade cotton and that is only 10% of
the cotton that Marks & Spencer uses. To actually
drive suYcient demand for Marks & Spencer we are
going to have to totally change the whole approach
to cotton production around the world. That is not
going to happen overnight, but what we have done
is to set very public targets to say, “This is what we’re
seeking to achieve. If you don’t think it’s enough,
challenge us, but we will report to you on a regular
basis about the progress we are making across
everything that we do.” But we are not going to seek
to try and shrink it down to a label on every single
product we sell across all those 100 issues.

Q50 Jo Swinson: You mentioned that a major issue
for you in terms of the driver is actually driving trust
in the brand, but do you have any evidence that
because of labelling consumers do change their
purchasing behaviour? For example, are you selling
more T-shirts now that you have got a huge
Fairtrade cotton sector?
Mr Barry: We reported that when we shifted all our
coVee and tea to Fairtrade we saw a six per cent
uplift in sales, which might not seem much but to us
it was huge in a declining market place. CoVee and
tea is a very mature commoditised market place and
to find a point of diVerence with that was very, very
significant to us. I think we have been very clear from
Stuart Rose down in the business that we do not
want to get locked into a model which says we must
prove for every single product line that one specific
change resulted in 1.6 per cent extra sales. This is
about an investment in the sustainability of the
brand and its ability to operate in the future, and
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that is the way it will remain. So I am not sure that
environmental labels, unless they are very, very good
ones like the Fairtrade Foundation, will ever prove
that a particular product will see an upswing in sales.
I think it is very dangerous to go looking for it. You
will spend years trying to find it.

Q51 Jo Swinson: You basically set out that you think
there is a small cohort of customers who might
actually be swayed by environmental concerns over
other things. Of the other 90%, you say that you
reckon you could get 10% of them making these
decisions. Why would you say that that is not likely
to go beyond those 20%? That is your focus group
research.
Mr Barry: I think, to be very clear, 80 per cent of
consumers are saying, “We want environmental and
social issues to be managed as part of the decision-
making in shopping.” It is just that the majority are
saying, “You manage them for me.” 10% are saying,
“I’ll manage the issues on my behalf provided you
give me the information.” I believe that will double.
But just to keep up with all the science at the moment
is very diYcult. We are faced by conundrums every
single day of our lives. Do we stop flying food in
from Africa to correct the carbon or oVer the jobs in
Africa? We can start to reduce methane emissions
from our farming base now, but probably at the
price of worst animal welfare standards. What is the
value of that? So I think to ask consumers to take on
those very complex trade-oVs directly would be
wrong. They want me to do it for them. They want
me to have spoken to many diVerent voices, animal
welfare groups, farming groups, government
groups, and having listened to all those voices made
a decision for them. The science of the future is only
ever going to get more complex. When I started this
job six, seven years ago most of the things I was
dealing with were quite straightforward. You just
use less energy. It saves us money. The future is
about trade-oV and complexity and I cannot expect
the majority of consumers leading busy lives, having
not done a PhD in Science, to be able to make
informed choices.

Q52 Jo Swinson: You did point out earlier that you
are in an almost perhaps unique position, having
control over the supply chain for most of the
products that you sell. I do not know what the M&S
share of the grocery market is.
Mr Barry: 4%, and 10% on clothing.

Q53 Jo Swinson: So 96% of our grocery shopping is
probably done in major supermarkets and a small
proportion of that is probably in convenience stores,
and so on, but if somebody is going to Tesco, Asda
or Sainsbury they cannot have that same
relationship they might have with the M&S brand to
say, “Well, they sort it all out for me,” because you
are then coming up against major manufacturers,
the Unilevers and everything else, so this sort of
brand approach is not going to be one which will be
able to work across the board for consumers. Do

you, therefore, not think there is a value in some
kind of perhaps simplistic carbon footprint
labelling, if that could be developed?
Mr Barry: I am going to hang my head a little bit in
shame now, because I am going to tell you that some
of my competitors are very good at this. Sainsbury
have gone and done 100% Fairtrade bananas. They
only sell Sainsbury bananas, they do not sell
Unilever bananas or anybody else’s. So I am sat here
on a neutral basis now, rather than speaking for
Marks & Spencer. I believe that the big
supermarkets are able to, and are doing in some
cases, this choice editing where they can. I think
when it comes to making sure there is a uniform
proposition across the whole of their shelves, about
40% of what a supermarket sells is own brand and
56% is branded goods and I think for the 40% of
their own brand they would have the expectation
that they could match M&S or would have the
expectation that they could keep ahead of them.
That is just competition. The other 60% I think are
working with some very good brands around the
world to drive change. On some things like food
health (so we are talking about red, green and
amber) and on packaging I am very supportive of
what they are doing because ultimately it impacts on
you at your house. I have got to tell you that we are
using now the WRAP symbols and all our food
packaging by the end of this year will say, “This is
how to dispose of it. You either recycle it, or if you
cannot recycle it you must put it in the bin.” There
is nothing to stop any brand, whether it be a
supermarket or the branded goods they are selling,
putting those on. The same with health. It is very,
very simple, red, green and amber. You either buy
into it or you do not. When it comes to more
complex issues, talking much more predominantly
about the supply chain and how you manage timber
sourcing in Indonesia or farming in Scotland, there
will be challenges for other supermarkets as to how
they answer that. I would humbly say you must
speak to the other supermarkets as to how they
might solve that one. All I can speak for is M&S and
M&S is planning to take things forward.

Q54 Jo Swinson: Do you plan to pursue any kind of
carbon labelling?
Mr Barry: We are very clear the Carbon Trust is the
only big tent in the UK for developing the carbon
label. If there is going to be a carbon label (and it is
an “if”) it has got to be universally accepted. We do
not want to repeat the problems we have had with
health labelling with two competing schemes. One
scheme, led by the Carbon Trust, which Marks &
Spencer and I think most of the retailers are working
into. Some people are trialling labels at this moment
in time. That is their option. You learn from doing
that. We do not want to use the labelling with its
current ties. We do not believe it is right for
consumers. Having said that, we are working behind
the scenes very, very well with the Carbon Trust to
actually drive labelling forward. Having said that, it
is probably several years before carbon labels will be
extensively available, will be rigorous enough to
actually put on products and actually meet green
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claim codes requirements for the ASA and actually
result in consumer change in their purchasing
patterns. Marks & Spencer today knows what its
carbon footprint is. We can start driving it down
today. We know entirely where those carbon
emissions are coming from. Do I need to put a label
on the product in five years’ time to tell the
consumers and ask them to make a change in their
purchasing decision? Possibly, but I can get after a
lot of those emissions myself in my supply chain.

Q55 Jo Swinson: One of the things you have
introduced is the air freight logo, which you did
admit in your memorandum is a fairly crude
measure, but have you actually found that that has
changed consumer behaviour at all?
Mr Barry: It has had no impact whatsoever on sales
and that is exactly what we intended because we put
that label very clearly on. This is the technology
Marks & Spencer use to move its product. It is not a
carbon label. It is basically saying, “This is a
technology that we’ve used,” and the reason we did
it is very, very simple. Every time we put food or
flowers on a plane, that becomes the dominant
factor in its carbon footprint and every other aspect
of the carbon footprint of a product we sell is
variable by sight of operation. So, as Peter Kendall
referred to, you can have the greenest greenhouse in
the world with renewables running it or you can have
the world’s worst greenhouse consuming huge
amounts of coal and oil to heat it. It is entirely site-
specific. Until you have a site-specific carbon label,
that is the only time you can address that. We
already know now that as soon as we put products
on a plane within reason virtually every single plane
has broadly the same emissions and there is no green
option out there, so let us be very honest and tell our
consumers where we are using it. Let us reassure
them that we are not actually flying much in, about
three or four per cent of what we sell. It is very small.
There was a scenario twelve months ago which said
that consumers were beginning to suspect that
everything that was not British was flown in, and
actually we have reassured them that it is not. We
have also said separately from that that we will
reduce air freight but we will target two areas rather
than the developing world. One is, we will go to the
developing world and do R&D to try and shift things
oV planes onto boats, using the same existing supply
chain. That is with poor countries. We will also
target rich countries where we air freight from on the
basis of do they really need our business, there is no
upside to the carbon downside, and we will start to
reduce those. We have made it very clear we are not
going to reduce air freight for the foreseeable future
from the developing world, but we will put a logo on
to tell you where we do use it.

Q56 Jo Swinson: I just have one more question
about the concept of carbon labels. In your
memorandum you said that consumer carbon labels
are likely to be most eVective when the consumer use
phase dominates a product’s overall carbon
footprint, like the fridges and so on that we are
familiar with. What leads you to make that claim?

Mr Barry: Because it is something where you, as a
consumer, see a label and you think, “I can do
something about that.” So when you are actually
eating something and you have got red, green and
amber on salt and fat calories, “Ah, I can actually do
something about that. I can live my life in a healthy
way if I just eat greens rather than reds.” With a red
on there saying that this is relatively low carbon
meat compared with most meat, what do I do? It is
a bit diYcult to get your head around, whereas with
a television I can actually use every day of my life, it
is sat there in my front room, I am proud that it is
the lower carbon of the options I could have bought.
It is part of my lifestyle. I was already unplugging the
television anyway so that it was not on standby.
Now I know it is also green. It tells you when it is
actually in use. I can get my head around it. So we
just think consumers will always buy into labelling
when it is more about their life, packaging of
products where the impact is dominant in their
home.

Q57 Jo Swinson: Do you not think there is an
argument that it is also useful for people to have that
information of things that they might not have
actually thought was, for example, particularly bad
from a carbon point of view. To use the food
example, there have obviously been foods where
people thought they were eating incredibly healthily
and then realised they were full of added sugar, or
whatever else, and they needed to just have them as
treats. That is surely part of the motivation behind
carbon labelling and also for consumers to be able to
make that decision at purchase, “Well, do I want to
buy this product, or actually is that product line
itself or that product category itself quite an
unhelpful product?” and go for some other
alternative?
Mr Barry: It is a very good question. What we are
actually talking about there is an education decision.
Do we believe that labelling is the best way of
informing people about the impacts of their
everyday lifestyles? Sometimes it might be. What we
are saying is that sometimes it might not be and you
should not automatically assume that the label
means, “I understand the issue and I’ll do something
about it.” It might just leave me more confused, you
know, “What does that mean?” This is why I am
very supportive of what Defra are doing with their
product road map at the moment. Basically it is ten
product areas and we are looking at all the hot spots
environmentally down the supply chain from
production use and disposal, and that is starting to
pick out areas where yes, we can use a label for
education purposes, yes we can use the label for
helping people to make informed decisions and
change their purchasing practices, or the label is not
valid there and we are going to have to find diVerent
tools to change. This is, I think, a great role for
government to get stuck into. It is about looking at
all these products and picking out where the
labelling is actually a benefit. It is not everywhere
and it will not in every instance be the right
educational tool, but sometimes it will be.
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Q58 Martin Horwood: I will say first that I am a bit
of a fan of M&S and I know everything you are
doing on corporate responsibility and
environmental issues is good, but if I was a cynic I
would say that the approach you are describing is
one which is going to be absolutely fantastic for you
because you are going to have a system where there
is not the more universal scheme, so M&S will still
stand out. You will walk into M&S and people who
are in the 35% of the market you are really aiming at,
who are influenced by these things, will think M&S
is absolutely tremendous and there will be these star
labels that you want to promote, which will be all
over the place in M&S, but for the people who are
walking into Tesco and Asda I do not see how this
scheme will influence their behaviour much.
Mr Barry: Again, I understand they might feel like
competitors, unfortunately, but I actually think
those guys are doing some very good, interesting
stuV, and again I have used the example of bananas
with Sainsbury. I think Waitrose is going to be out
of battery eggs for all their own brand products.
M&S just has a diVerent looking model, that is all. I
think the actual model that you use is just as
applicable in other supermarkets. They might do it
at a diVerent pace from us, but I think what the guys
are doing is just as interesting.

Q59 Martin Horwood: But surely you do accept that
if you have a universal system admittedly M&S
would not stand out any more but everybody would
be able to make those kinds of choices and we might
expand the number of consumers who were making
decisions on the basis of the environmental impact
of the goods they were buying?
Mr Barry: Yes, it is a legitimate challenge, but what
I am saying here is—forget M&S, I am saying there
is a vanishing point here in the debate which says
that in any supermarket there are at least 35,000
products, in most supermarkets 70–80,000, and if
every product had a label on it—and let us start with
the situation where it had a label saying, “No child
labour, no pesticides, no GM, the packaging can be
recycled, MSC fish, FSC packaging”—six or seven
diVerent labels on 70,000 diVerent products, no
consumer, I do not care whether they are the richest
in Waitrose or the poorest in the other
supermarkets, will ever be able to actively shop on
that basis.

Q60 Martin Horwood: Surely that does support a
universal scheme which does do what you are
describing in terms of the white goods labels, which
is to actually deliver a bit of simplicity at the front
end, because the approach you are describing
actually permits proliferation, does it not, of labels?
Mr Barry: Sure. So let us take it on the level, 70,000
products. We are not going to have seven diVerent
labels on them, we will all just have one label on each
one and it will be a sustainability label. It will say
green, red or amber in terms of sustainability. As
someone who lives and breathes this every day of my
job, I cannot conceive of the IT system, the database,
which will basically say, “I can score this red because
I’ve done an audit of that factory and last week there

was a kiddie in there so it’s a red factory. All right,
it’s moved on this week, the kid’s gone, so it’s an
amber factory.” So many variables will be moving
around constantly. With product development in
supermarkets you are basically changing a quarter
to a third of your products every year. You would
have to be generating vast databases of information
across multiple locations. So, as I say, M&S has got
15,000 farmers supplying it. I would guess the
supermarkets probably have 40—50,000. You
would basically have to have the information on the
reforms of every single one of those locations to be
able to come up with an aggregate label. What we do
when we are buying fruit and vegetables around the
year is we try and buy as much as possible in the
British season. Britain is out of season. You might
get your apples from Chile, then from France, then
from New Zealand, every single one of which will
have a diVerent carbon footprint, a diVerent issue to
do with labour standards, a diVerent issue to do with
pesticides. Your whole system will have to shift. You
will have to change all your labels on your apples to
say, “It was an amber apple, no it is a green apple,”
and then back to an amber one. So I just think in
practice it will be too complex to manage.

Q61 Martin Horwood: That sounds very un-
ambitious to me. Kraft is based in my constituency
and I went to them to argue for them to adopt the
Fairtrade standard with some of their really
mainstream brands. They decided not to. They are
going with the Rainforest Alliance label. In your
world, how would you stop that kind of
proliferation of diVerent labels attaching to the same
kind of standards, because surely that is a risk that
is going to again confuse consumers and actually
lessen their ability to make a rational choice?
Mr Barry: I think the ultimate answer to this—and
it is glib and you might not want to hear this—is that
the market will decide. What you will see is that
certain labels will be more trusted than others. No
retailer can be in a position in five years’ time, where
we have got the exponential growth in labelling that
we have now, of just slapping on label after label
after label. There has got to be a point where we will
all just say, “Stop! This is getting crazy. We must
rationalise the kinds of labels that we’re using.”

Q62 Martin Horwood: But will not some producers
actually have an interest in promoting that
confusion if their brands are less able to get the most
popular label?
Mr Barry: Of course.

Q63 Martin Horwood: They will actually want to
promote a bit of confusion to enable them to claim
some of that market?
Mr Barry: Yes, but again if you look at the level of
scrutiny that we are under now as brands, the media
interrogation of what we do, the NGO interrogation
of what we do, it is a brave business that tries to build
the long-term sustainability of its business model on
that kind of approach. You might get away with it
for 6, 12, 18 months, but in five years’ time you will
not be able to. You will be exposed as using a lesser
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standard. Again, I made the point a little bit earlier
about this being predominantly about management
standards. Ultimately, the only way you will be able
to separate M&S, Tesco, Kraft, Nestlé, Proctor &
Gamble, is not by walking into a store and judging,
“I’ve been round and I’ve counted 16 Kraft products
with greens and six with reds, and Unilever. I’m not
quite sure.” The only way to do it will be with what
we are seeing now, which is benchmarking, where
each supermarket now gets ranked on issues by
Greenpeace on fish sourcing, the RSPCA on animal
welfare, to say, “We, Greenpeace, have looked
through hundreds of pages of evidence from these
brands. We then rank them Waitrose top, Sainsbury
second and M&S third, and we’ve done it on your
behalf.” That is the only long-term option on this if
we are not going to go mad, with the levels of data
that we would be asking ourselves to manage, the
suppliers to manage and the consumers to try and
take it in.

Q64 Martin Horwood: I do not quite see why having
that complexity in the hands of NGOs and
companies themselves is somehow possible and
having the complexity in the hands of a universal
scheme is not, but can I just ask, you have quoted
organic as one environmental labelling scheme
which has passed your test of the market adopting it
and making it successful. What other environmental
factors would you see taking oV in the same way that
you would like to see standards or labels attached to?
Mr Barry: We have talked about organic, we have
talked about Fairtrade, we have talked about fish
and we have talked about wood. Those are probably
the four very obvious areas where we have got some
kind of success emerging. We are very supportive of
LEAF as a system of managing our supply chains. I
am not sure that we will ever put it on our products
in front of our customers, but certainly as a
management standard for actively managing and
diVerentiating that supply chain we will use it.
Carbon is the big question mark. Will carbon
actually become a supply chain management issue
that we will just manage on behalf of our consumers,
or will we end up in the situation where consumers
want a label on every product to make a decision? I
think the jury is out. I certainly do not think in the
short term it is a viable option. Maybe in five to ten
years’ time we will be actively using it and we will
certainly work with the Carbon Trust to try our very
best to make it happen, but again I think we are sat
at the crossroads at the moment.

Q65 Martin Horwood: Can I just come back to you
on LEAF? Does that not exactly indicate the
weakness of the slightly kind of free market
approach to labelling? If you are not putting it in
front of your consumers because you can tell your
consumers that you are good at all these things, what
pressure is there on Tesco or the others to promote it
in their stores, because they would not meet the same
standards as you do as a brand as a whole? But
unless you are all putting it on all the products,
surely consumers will not actually be given the
choice in the end?

Mr Barry: Again, it is a benchmark. I will be
reporting, as Waitrose are reporting, 100 per cent of
my fruit and vegetables meeting LEAF standards.

Q66 Martin Horwood: Yes, but Tesco and Asda will
not be doing that, will they, in practice, so how are
consumers going to be encouraged to make those
choices?
Mr Barry: Again, the people doing the
benchmarking will be saying, “We have compared
the eight big supermarkets on how much they are
using LEAF or an equivalent standard to manage
their supply chains and we have ranked them
accordingly.

Q67 Martin Horwood: Okay. Do you think you have
had enough or adequate support from the
Government in terms of setting these standards and
developing these systems?
Mr Barry: I think the Government’s role—and
again I referred to great support for the product
road mapping which is going on now. Maybe that
should have happened five years ago, but certainly it
is being a big support now in terms of picking out
areas that really matter and picking out areas where
we do need more information for consumers, and in
particular where we might need labels. So I think
that is very important. I would like to see the
Government maybe develop a stakeholder group to
sort of sit next to that product road mapping to
advise it—it could be NGOs, it could be think tanks,
it could be business advising them—and I think the
Government could do an awful lot to intellectually
shape the discussion in this area. I think we have to
be very careful about assuming that we can go back
to the twentieth century model when the
Government will always bail us out, they will bring
a law in to tell us what to do. Those of my supply
chains, particularly non-foods, which are overseas
the British Government has got a very limited ability
to influence. We will apply—and I know the other
supermarkets will apply—the same universal
standards across the world. So going back to Peter
Kendall’s point that you cannot allow a system
where British farmers have to meet this, but imports
meet this, we reputationally cannot aVord that. We
have got to make sure that everybody, whether we
have bought from the UK or bought from overseas,
reach the same standard and I think that will drive
it forward. So I think the Government’s role is a lot
about thinking. I do not assume that there have to
be lots and lots of regulations first.

Q68 Martin Horwood: In relation to your
stakeholder advisory group, what would the
priorities for that be?
Mr Barry: For them it is to look at each product
road map. Let us say milk, the first one to come out.
Clothing comes out. These are environmental hot
spots across the whole value chain to do with
clothing or milk. “Do you, as a stakeholder group,
agree? Fine, you do. What do you think the best
option is then for taking the sustainability of the
milk industry from here to here?” There will be lots
of options, including R&D, the technical change in
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our supply chain that I was alluding to, and
consumer information, labelling and awareness,
having been informed by discussion and debate
rather like we are having here and a probing,
questioning approach, rather than automatically
saying, “You’ve got to have a label.”

Q69 Martin Horwood: The final result of that would
be, what, that they would give credits to those
retailers who met those standards?
Mr Barry: No, this is an advisory group for the
Government. This is basically saying to
Government, “You’ve come up with a model which
says this is how the milk supply chain currently
looks. These are the potential options for improving
the sustainability. This is where we are now and this
is where we want to get to. We, as a stakeholder
group, farmers, retailers, pressure groups,
Government really want to get to there. We buy in.
These are the options for getting there. It involves
diVerent interventions by suppliers on how

Memorandum submitted by Carbon Trust

Thank you for this opportunity to contribute to the Committee’s inquiry into environmental labelling.
This submission addresses the Carbon Trust’s views from our experience in the development of the product
Carbon Reduction Label, currently being piloted across a range of products and services. The note is
structured in eight sections: the first section summarises the context of our initiative and progress to date,
and the following sections address in turn the specific questions raised in your inquiry.

Context

The Carbon Trust has been working with business and public sector organisations over the last seven
years to accelerate the move to a low carbon economy. Energy eYciency has succeeded and will continue
to succeed in delivering valuable carbon and cost savings for business. Mitigating climate change, however,
will require more fundamental changes to the way that business delivers products and services to the end
consumer. The Carbon Trust has been working with companies over the last three years to develop a
methodology to measure and identify opportunities to reduce carbon emissions across the supply chain.1

Building on this work, in March 2007 the Carbon Trust launched an initiative to develop robust standards
to measure, reduce and communicate the lifecycle greenhouse gas (GHG) emissions of products and
services. The initiative aims to drive action in companies to reduce emissions across the supply chain through
transparent, robust and consistent information that serves as a basis for sound decision-making by business,
consumers and other stakeholders. The initiative has three components:

— a method to measure the lifecycle GHG emissions of products and services, currently being
developed into a BSI Publicly Available Specification (BSI PAS 2050), working with Defra and
the BSI British Standards;

— a “reduction framework” to define what constitutes reduction of the embodied GHG emissions of
products and services, to help companies make robust claims about what they are doing to reduce
them, currently under development; and

— communication principles, underpinning external communications around carbon emissions
content and reduction of products and services, including but not limited to consumer-facing
labelling, eg the Carbon Trust Carbon Reduction Label pilot.

The PAS method is a stand-alone and open standard that may be used for a variety of activities to improve
and communicate the GHG performance of a broad range of products and services. The reduction
framework and communication principles will build on the PAS but are separated from it. This separation
will allow companies to use the PAS measurement method as a standalone tool, eg to support procurement
or portfolio management; use the PAS measurement method and reduction standard, eg to support carbon
management across the supply chain and support CSR-driven initiatives; and use both standards and the
label to further engage with consumers.

1 The carbon generated in all we consume, and Carbon footprints in the supply chain: the next step for business, Carbon Trust,
2006.

supermarkets manage the supply chain. It requires
in some cases the use of labels and awareness and
education for consumers. We, as a group, have
tested what we think the best option is. We will now
look for somebody to actually implement that.” It
might be Government regulation, it might be an
industry standard that everybody develops together,
but the stakeholder group is not about accreditation,
it is about advice.

Q70 Martin Horwood: But you would want the final
result to be a label, would you, or to be a standard
which some retailers would meet and others not?
Mr Barry: No, the final end point for me is a more
sustainable milk industry. On how you get there,
there are diVerent options, of which labelling might
help drive some of it. This group is there to decide
where labelling, amongst other options, is the right
tool to use, no more than that.
Chairman: Thank you very much for that very
informative session.
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This initiative is being overseen by two independent Steering Groups: one steering group, appointed by
BSI, covers the Publicly Available Specification (PAS) for measurement; and the other Steering Group
covers the development of the reduction framework and communication principles. Both the PAS Steering
Group and the Reduction and Communication Steering Group include members from a range of
organisations, representing academia, NGOs, business associations, the government, the Energy Savings
Trust and the Carbon Trust. Both groups are led by Jim Skea, Director of the UK Energy Research Centre
(UKERC). To ensure that links are made between both initiatives, there is some cross-membership between
the PAS and the Reduction and Communication Steering Groups. The process to develop the PAS and the
reduction framework and communication principles will include a number of consultations.

In parallel to this work, the Carbon Trust is piloting the Carbon Reduction Label, a public measure of
the carbon footprint (embodied GHG emissions) of a product. The label also contains a commitment on
the part of the producer to reduce these emissions over a two year period. It has a “reduce or lose” clause
with the contract of use; if companies do not reduce their emissions, the label is removed. The Carbon
Reduction Label aims to empower customers to make purchasing choices based on carbon intensity which,
in turn, drives companies to compete on carbon over time. The label is currently being trialled by Pepsico’s
Walkers (crisps, on pack), Boots (shampoos, at point of sale) and Innocent (smoothies, on their website),
with other companies to follow. New pilots include Coca Cola, Aggregate Industries, Marshalls, Cadbury
Schweppes, The Co-op, Scottish & Newcastle, Halifax, Muller and Kimberly Clark. Of these, Halifax have
publicly stated their intent to label.

The Carbon Reduction Label was launched in response to a growing market need in this area. Research
conducted by the Carbon Trust in November 20062 found that two thirds of consumers surveyed wanted
to know the carbon footprint of the products they buy. This is consistent with other independent research.
For example research conducted by LEK Consulting, a management consultancy showed that 56% of
consumers would value product carbon footprint information when making a buying decision.3

Companies operating in the UK want to respond to this need, and recognise that it is essential that any
public carbon information on products and services is consistent across companies. Assurance on integrity
has been evident in recent research such as that conducted by Globescan,4 which concluded that 77% of
consumers interviewed want independent assurance of company claims on climate change.

The Carbon Trust is committed to creating a single widely accepted standard to underpin this information
requirement, working with multiple stakeholders in the UK and internationally. We are making good
progress with BSI and Defra in developing the standard (the first version of which is currently under
consultation) while we continue to trial the label. We have received significant interest from business wanting
to participate in the pilot phase (over 150 companies) and we are currently working with twelve leading
companies across food and drink, consumer goods, construction products, services and other sectors, as
outlined earlier.

Existing Environmental Labels and Products Requiring Labelling

There are currently four main types of environmental product label in the UK:

— The first are energy eYciency labels, notably the EU energy eYciency label to rate the eYciency of
white good products, and the EST recommended label to encourage the adoption of energy
eYciency appliances. There are also EU labels at point of sale for vehicles and asset & operational
labels for buildings.

— The second group are social and environmental labels underpinned by standards that cover a wider
set of issues, including some specific environmental areas. This group includes Soil Association
(organic); Fairtrade (promoting fair international commerce and social issues); Red Tractor
(British farm assured); Linking Environment and Farming-LEAF (environmental issues linked to
farming); Rainforest Alliance (biodiversity); Forestry Stewardship Council-FSC (sustainable
forestry); and Marine Stewardship Council-MSC (sustainable fishing). All these schemes focus on
food, with the exception of Fairtrade, which is also being adopted by clothing and other sectors,
and FSC, which focuses on timber-based products.

— The third group includes carbon neutral labels, such as Penguin Approved and Planet Positive, led
by DCarbon8 and focused on the building sectors. These labels combine emissions measurement,
some form of emissions reduction and oVsetting. To date, these have been relatively niche in terms
of their application.

— finally, some manufacturers have developed their own proprietary labels to promote their “green”
credentials covering aspects of climate change. Examples include Timberland, looking at carbon
impacts of their products or the recently launched Future Friendly Label, developed by Procter &

2 GfK NOP survey conducted in October 2006. Highlights are included in the Appendix.
3 The LEKConsulting Carbon Footprint Report 2007: Carbon Footprints and the Evolution of Brand-Consumer Relationships,

2007. http://www.lek.com/About/carbon.cfm
4 Globeskan for LRQA, March 2007.
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Gamble, that encompasses eYciency in the use of energy, water and waste. These labels are based
on proprietary methodologies which have not yet gone through public scrutiny. It is also worth
mentioning Tesco’s and Marks & Spencer’s aeroplane labels highlighting air freighted products.

With the exception of the mandatory EU Energy EYciency, vehicles and building scheme labels, all
schemes are voluntary.

As far as we are aware, the only UK labelling scheme providing carbon footprint information applicable
to all products and services in a consistent and comparable way is the Carbon Reduction Label being piloted
by the Carbon Trust. Given that all products and services have embodied carbon content and that
consumers want to factor this information into purchasing decisions, we believe there is a clear case for an
independently verified Carbon Reduction Label with potential application across all sectors. The UK has
the opportunity to lead globally on an initiative that has the potential to drive significant emissions reduction
across the supply chain. As an example, the analysis of the embedded emissions of Boots shampoo products
identified opportunities to reduce the carbon footprint of Boots overall supply chain by 7,400 tonnes CO2e
per annum. Boots have already worked to reduce the carbon footprint of their Botanics shampoos by 20%
at the back of this work.

What Should be Shown under a Labelling System

Any information about environmental or climate change related impacts to help business and consumers
make choices needs to be transparent, robust and consistent, and needs to be based on broadly accepted
rigorous standards.

We believe that carbon equivalent5 (including all six Kyoto GHG emissions) provides a common
measure of climate change impact across all products and services. It also covers the carbon related impact
of other environmental issues, such as waste, water and land use change. Carbon is therefore a good measure
to start conveying complex information in a single metric. In addition, carbon has the potential to become
a “common currency”, applicable to all products and services, allowing consumers to make decisions on
carbon the same way they make them on price, and business to compete on the carbon intensity of their
products and services, the same way they do on cost.

Embodied carbon (GHG emissions across the supply chain) can be measured using a number of methods.
The draft standard to measure GHG emissions being developed by the Carbon Trust, Defra and the BSI is
based on lifecycle assessment, a well established method to measure the environmental impacts of products
and services across the product life-cycle. BSI are currently working with us to prescribe the boundaries and
data requirements to ensure the right balance between accuracy, to allow consistent comparability, and cost-
eVective applicability. Sensitivity analysis on the carbon footprint of products from our initial pilot projects
(using draft PAS), completed by Oxford University shows an uncertainty similar to that achieved in the UK
Government’s reporting to the IPCC of national GHG inventories.

To drive action by companies in the short-term, the Carbon Reduction Label has also introduced a
commitment to reduce the emissions of products and services over a two year period. This reduction
commitment will be underpinned by a separate standard that defines what constitutes a meaningful
reduction in carbon content, ensuring the integrity of such claims. In the longer term, once there is a certain
critical mass of products labelled, we envision companies will start competing on carbon, driven by
consumer demand. This market dynamic could have a great positive impact on the carbon and cost
competitiveness of business, since many options available to companies to reduce carbon emissions also
generate cost savings.

The Case for Rationalising Environmental Labels- Reassure on Multiple Players

We believe that it is important to avoid the proliferation of labels with overlapping purposes. Feedback
from business inform us that this will only cause business and consumer confusion and potentially paralyse
their behaviour. As an organisation independent of both business and government, one of the key reasons
for the Carbon Trust to lead in this initiative is to avoid the fragmentation and lack of broadly accepted
market standards suVered in other areas such as carbon oVsetting and nutritional labelling. We have been
liaising with diVerent initiatives in the UK and internationally to align similar standards into a single
recognised approach; we see the BSI PAS 2050 as the first step to create an international standard.

We also believe that trying to bundle a lot of information from complementary labels or standards (eg
diVerent environmental impacts or social issues) could be technically challenging; trade-oVs are not well
understood and could be misleading. Furthermore consumers should have the freedom to choose based on
their individual preferences. For example, certain types of organic food may be more carbon intensive than
non-organic equivalents, and consumers should be able to make choices based on the criteria that are

5 The information in the Carbon Reduction Label includes all six Kyoto Greenhouse gases expressed in carbon equivalent.
For simplicity of communication the term “carbon” and “carbon footprint” is used. In all cases carbon means carbon
equivalents.
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important to them. Likewise, we should avoid the temptation to oversimplify the communications in ways
that would be misleading for the consumer. A good example is the common belief that air-freighted products
are more carbon intensive than local ones.

So while we believe that it is important to avoid a proliferation of labels covering the same information,
it could also be misleading to rationalise complementary ones.

In terms of prioritisation of information, again we believe this should be market-led. Our research shows
that 74% of consumers consider that climate change is a serious problem that needs to be tackled now.
Independent research by LEK Consulting, a management consultancy,6 shows that roughly one third of
consumers recognise that they should be responsible for taking action and another third think
manufacturers should lead. Businesses are recognising this trend and prioritising this in their
communications. As an example, both PepsiCo (through their Walkers brand) and Boots—the first
companies piloting the Carbon Reduction Label—have placed the label in prominent places on their pack
space (Walkers) or point of sale (Boots). This reflects a business understanding of what is important to
consumers, and provides a great opportunity to accelerate carbon management and emissions reduction.

The Impact of Environmental Labelling on Consumer Behaviour

Our market research shows that the market is receptive to the idea of a carbon label as a mechanism to
provide information about products’ embodied carbon, as mentioned above. The initial reaction to the
Carbon Reduction Label has been quite positive despite the lack of educational marketing thus far. Recent
research by Walkers shows that 78% of consumers are aware of the label, with 70% of consumers (and 75%
of concerned consumers) saying that the label makes them “more aware of the impact of the products and
services they choose to buy”. Research conducted by LEK Consulting2 concluded that 43% of consumers
interviewed would be ready to switch products based on their carbon content. More details on the highlights
of the research can be found in the appendix.

It is also important to note that there many other mechanisms to influence consumer behaviour beyond
environmental or carbon labels. Business and consumer education programmes are still needed to drive
behavioural change and maximise impact in this area.

The Regulation of Environmental Labelling—Greater Emphasis on Assuring Integrity

As mentioned earlier, the carbon footprint information on the Carbon Reduction Label is measured
according to a draft PAS 2050, based on lifecycle assessment techniques and is currently under further
development in partnership with Defra and BSI British Standards. The commitment to reduction will be
based on a separate standard, also under development.

During the pilot phase of the Carbon Reduction Label, until the completed standards are published, the
Carbon Trust is conducting the carbon measurement analysis, certifying the results and awarding the
Carbon Reduction Label. This is crucial to ensure consistency of both analysis and communication during
the pilot phase. Once the standards are published, we envision that companies will be able to perform the
analysis on their own. Independent verifiers will be able to certify that the analysis complies with the
standards, should companies wish them to do so. Independent certification will be a prerequisite to awarding
the Carbon Reduction Label, which we see as a stamp assuring compliance with the standards. We are
currently planning to tender the appointment of an independent accreditation body (eg UKAS, ASI, etc);
with a view to developing the accreditation and certification infrastructure shortly after the standards are
published. This model is consistent with well accepted best practice. Other labelling schemes such as the Soil
Association, Forestry Stewardship Council and the Fairtrade Foundation operate on the same basis. Both
the PAS 2050 standard and the reduction standard will be publicly available through the internet. This
means that companies will be able to use PAS 2050 (or PAS 2050 and reduction standard) but are not
obligated to then use the Carbon Reduction Label

Exports from Developing Countries

Environmental labelling should, in principle, not have a diVerent impact in developing countries versus
developed ones—it is purely dependent on the environmental performance across the supply chain.
Specifically looking at embodied carbon, emissions are accrued and measured across the supply chain in a
consistent way, regardless of the geography where they occur. Transportation from point of origin can be
easily oVset by specific local conditions such as climate, infrastructure and technology, making sourcing,
production or other parts of the supply chain more eYcient. We have seen examples where produce from
developing countries were more carbon eVective than equivalents in developed countries. For example, a
study published in February 2007 by Cranfield University, sponsored by Sainsbury’s and World Flowers,
showed that carbon emissions from Dutch roses were 5.8 times higher than Kenyan roses, even when the
use of air freight is included.

6 The LEK Consulting Carbon Footprint Report 2007: Carbon Footprints and the Evolution of Brand Consumer
Relationships, 2007.
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International Labelling

We do not consider that either the standards or the labelling scheme will infringe the WTO Technical
Barriers to Trade Agreement or Article 28 of the European Treaty (Prohibition of quantitative restrictions
on imports and measures having equivalent eVect). Neither the standards nor the labelling scheme will
impose any direct or indirect restriction on the import of goods from other countries because:

— the standards and scheme will be voluntary, not mandatory;

— the label will be available on a non-discriminatory basis to any companies wherever they are based
whose products or services have been analysed in accordance with the standards and who accept
the commitment to reduce emissions over a two year period. Furthermore, as stated above, we see
the BSI PAS as the first step in creating an international standard; and

— the standards will not set a minimum specification that manufacturers or suppliers must meet if
they wish their products or services to conform to the standards but will merely set a method for
measuring the embedded carbon content of products or services and its reduction.

We are, however, inviting WTO to input to the consultation on the standards and will continue seeking
professional advice on this matter as the standards and labelling scheme develop.

October 2007

Witnesses: Mr Tom Delay, Chief Executive, and Mr Euan Murray, General Manager, Carbon Footprinting,
Carbon Trust, gave evidence.

Q71 Chairman: Good afternoon. It is good to see
you again. From what we have heard so far this
afternoon it sounds like the Carbon Trust has bitten
oV more than it can chew! Nevertheless, you are
biting and along with the BSI and Defra are
producing a standard for measuring embodied
carbon. Why is this necessary and what are your
principal concerns in developing such a standard?
Mr Delay: If I may, I will start oV quickly and I
suspect Euan will come in with the structure. I think
there are two reasons really why we even started on
this venture. The first was a reflection of where the
low carbon sector is going generally and we
concluded that, if anything, carbon oVsetting has
been a real lesson to us all that if we are not careful
we get carried away with something which is going
to potentially change behaviours, and indeed enable
people to move to a low carbon future and indeed
believe that they are moving in that direction where
it is not necessarily the case. I think green was
associated with carbon oVsetting and the lack of an
established standard, particularly in the voluntary
carbon market, is a big lesson to all of us working in
the low carbon sector. With glorious hindsight, I
think we felt that had we been around as the Carbon
Trust five years ago with the capacity to try to put
a standard into the market, particularly a voluntary
carbon oVsetting standard, we would have done so.
Looking forward, it seemed to us that over the next
few years carbon labelling, and indeed a real focus
on the supply chain emissions related to products
and services, is likely to become something very
much more significant and that in taking a very early
step we would in a sense be in a position to influence
the way the market and the standards within the
market were being developed. So that was the first
reason, I think, for us getting involved. The second
is a piece of research which we did ourselves about
three or four years ago—Euan was responsible for
this—where we looked at the carbon emissions in all
that we consume and we essentially looked at the
UK’s carbon footprint not in terms of the inputs to
the economy but in terms of the outputs, what we all

enjoy, so heating, food, recreation and leisure,
commuting, and so on. That showed us a number of
things, but the most obvious was that the split of
indirect and direct emissions for embodied carbon
versus in-use carbon was very polarised by sector. So
there are some sectors like space heating where
virtually all the carbon emissions are generated in
the home as you consume gas typically in a boiler.
Food is very diVerent. There is a very substantial
embodied carbon in the food products which we buy
from the supermarket and a relatively small
contribution to the overall carbon footprint of what
we eat and drink at home in the in-use phase. It
struck us at this point that there is a real imbalance
and everybody has focused on the in-use and very
few people were focused on the embodied. If you
look at the total carbon footprint per person in the
UK it is about 11 tonnes of CO2. Of that 11, three to
four tonnes is attributable to energy in use, or in-use
carbon emissions, which means that the remaining
seven or so, well over two-thirds, is down to what we
buy, what we enjoy in terms of amenity value, the
buildings we go around in, the transport systems
that we enjoy, and so on, and that embodied carbon
is something that we need to get at if we are to build a
low carbon economy. So I think that was the second
reason why we decided we would look at embodied
carbon in particular, that we felt it had very, very
significant scope for carbon emission reductions by
looking down the supply chains of a whole series of
products and services. So that was the reason why.
In terms of the structure that we followed, Euan can
tell us about that.
Mr Murray: I think following on from that, I guess
from the two previous speakers you have had a
pretty clear steer that standardisation is incredibly
important, so within an organisation when they are
making comparisons about diVerent aspects of their
business or supply chain operations being able to do
that on a level playing field is very important, and
then if the information is disclosed publicly it is
important that any stakeholder using that can make
meaningful comparisons between products or
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companies, or whatever it might be. I think on the
second part of your question around challenges and
concerns, the key here really is finding something
which is the right mix of analytical rigour with
practicality and we have to find that such that we can
move forward, such that we know we can trust the
results which are being produced in any product
footprinting exercise, but also such that it can be
done in a way that every company is able to adopt it
and it is not the exclusive preserve of those few which
have a larger balance sheet and maybe some more
cash to spend some time thinking about it. There are
four technical questions which leap out to me as
being really the key ones we need to address, and we
have heard this from lots of the diVerent
stakeholders that we and the BSI, and Defra, have
been talking to. One is around boundaries, so when
thinking about the impact a product has how far out
or how far back do you go? We have heard a bit
about the crisps example. It seems pretty clear that
you ought to include the emissions from running the
cooking machine in the factory, but should you be
worrying about the engineer who runs that machine
and his journey to work, or the energy he used when
he washed the coat he is wearing in the factory?
There is perhaps an argument that the boundary
drops between those examples there. We have heard
a bit about the use phase and whether it makes sense
to include that in any measure of the impact of a
product and I think there are definitely both pros
and cons of including that and through the BSI
consultation process we expect to have a pretty lively
debate on that very issue. Thirdly, the treatment of
agriculture is incredibly important, particularly in
the food and grocery sector. Agriculture has a very
important role to play in that delivery system and
also makes a significant contribution to the overall
carbon footprint. When I say “carbon footprint”
there I do mean the greenhouse gas footprint, so the
impact of methane and nitrous oxide from farming
systems tend to be incredibly important. I would, of
course, agree with Peter Kendall’s statement that we
understand CO2 much better than we understand
methane emissions and nitrogen emissions, but
given that they are such an important contributor to
the overall footprint I do think we need to create the
right incentives so that extra research and extra
awareness is raised around those as issues. We risk
making the wrong decisions in the short-term if we
exclude them. The fourth area is around data
sources and the level of prescription which is
required to gather information that we can trust and
gather information that we believe to be
comparable. I think in some cases it is clearly very
important to go out and gather real primary data
specific to the particular situation. So, using the
crisps example again, the energy and the emissions
from the electricity used in the factory. I think where
it is perhaps less appropriate is once we have worked
out how many kilowatt hours are being used that we
then go away andmeasure every single power station
across the UK to come up with a grid emissions
factor. That sort of information already exists in
published information from Dukes, and so on, so
there we ought to be relying on that, but the exact

balance of that and the other three areas are going to
be areas that we focus on through the BSI
consultation process and I think those, and others,
will really help all stakeholders involved in this to get
their heads around what is really possible and what
makes sense.

Q72 Chairman: Given that the Government is
looking at the possibility of personal carbon
allowances which would focus primarily on our use
of primary fuels, gas, electricity, petrol, diesel, why
have we not really put more pressure on to have
those things labelled? I can see companies coming
forward and oVering themselves, but it is a bit daft,
is it not, when we can see the CO2 on our crisps but
not on our fuel bills?
Mr Delay: I think there is a number of proxies for
CO2 on our fuel bills, and not directly necessarily,
but there is a number of energy eYciency labels
which do actually look at the in-use phase and
essentially give a pretty clear steer in the form of
white goods labelling in particular as to what the
energy performance is like of diVerent products.
Extending that to have a more complete coverage of
the in-use phase I think would make sense. Finding
some way over time to reconcile the fact that there is
an embodied carbon phase that is very significant in
some sectors and an in-use phase that is also very
much down more to the person individually, having
made the purchase or having enjoyed the amenity,
what they then choose to do with it. I think it is
something which is going to have to happen over
time and we are at the beginning of a very long
journey, I suspect.

Q73 Chairman: The fact is, if we do have personal
carbon allowances and we also have the EU ETS
and various other mechanisms which makes every
individual and organisation responsible for its own
carbon, would that not make all labelling redundant
because you simply are responsible for your whole
consumption, whether you are an economic unit or
an individual purchasing stuV? You would not need
any labels, would you?
Mr Delay: It would, and it would provide an
enormous stimulus to businesses to look down their
supply chains and find lower carbon ways of making
the products and services that we enjoy. That, at the
end of the day, is where the embodied carbon story
reaches its environmental impact, by persuading
businesses and supply chains to reduce the carbon
emissions in getting the product and service to you,
the consumer. Labelling is just one way of providing
that stimulus to business to do that. Indeed, the
personal carbon trading system would do a very
similar thing, but of course it would also include the
in-use phase in a like way. I think the point, though,
is that actually all the work we have done so far
suggests that whilst we all recognise the very real and
very immediate value and opportunity in being able
to turn things oV, switch down thermometers, add
insulation, et cetera, to our domestic life, there are
equally large opportunities in looking down supply
chains and looking to reduce the embodied carbon
in so many of the products and services we buy. If we
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really aspire to building a low carbon economy, we
are going to have to tackle both halves of the
equation.

Q74 Martin Horwood: The labelling at the moment
is only on a very small selection of products. Where
are the drivers coming from for this? Are you trying
to change consumer behaviour, are you aiming for
fast moving consumer goods, or is it the companies
in particular you are aiming at? What is the driver?
Mr Delay: The story is a fairly straightforward one.
We started doing academic research into supply
chain carbon probably three years ago now and we
started with a big academic research programme
which looked at lifecycle analysis and how it applies
to various industrial emissions. Then we started
looking at the emissions from the UK and the
carbon footprint of the UK on a consumption basis
and some of the companies that we worked with in
producing that and going forward into piloting a
number of supply chain initiatives actually got to the
point where they are saying to us, “Right, now we
understand what the embodied carbon in a
particular product is we would like to share that
information. One, it is a driver internally to our
organisation, to our employees, to our stakeholders
and investors, to allow us to do more to reduce
carbon emissions. We do not actually at the end of
the day say, “This is where we are at and we are
making a commitment to reduce.” Then the case for
the investment proposal which says, “This is how we
are going to invest to reduce the embodied carbon”
falls away. But equally we would like to raise that
issue with consumers and allow them to understand
what we are doing. It is part of the good front foot
approach that we wish to take as a leading company
in the sector. So it all started very much with
businesses and with businesses looking up their own
supply chains and opportunities, but then wanting
to say, “Actually, having done the work, having
understood what we now need to do, we want to
share that more broadly,” hence that notion of a
consumer-facing label for businesses came up and it
has been piloted with a very small number of
businesses which were the original businesses we
started doing the work with. Since then about 150-
odd businesses have approached us for a second
phase of the pilot work, as it were, and we are
working with a small number of those companies,
about ten or so, looking to firstly evaluate what the
carbon footprint of their products and services
actually is and then, as a second phase, considering
whether or not they choose to communicate that
through a label or otherwise.

Q75 Martin Horwood: None of them saw a risk in
people coming up and saying, “This instant
smoothie’s got 294 grams of carbon in it,” or
something like that, and misunderstanding the idea
and then deciding to go for a can of Coke which had
no label on it and so they thought it did not have any
carbon in it at all, or something like that?
Mr Delay: I think the risk was pretty well
understood by all the companies which chose to be
part of the pilot. They looked at the market research

which they conducted themselves, they looked at the
market research that we conducted and concluded
that no, this was something that was the right thing
for them as a company. It was down to them as a
company to choose to do that.

Q76 Martin Horwood: Did that market research
show that consumers did understand the labelling?
Did they understand that it was a measure of the
environmental impact? It does not explain that on
the label itself does it really?
Mr Delay: The market research itself is quite
interesting. We researched a number of diVerent
labels and a number of diVerent messages that you
can put across through a label. Those which had the
greatest relevance to consumers was firstly the
simple acknowledgement of CO2. The link between
CO2 and climate change was much stronger than we
had assumed. People understood it and understood
the CO2 was carbon dioxide and then linked it to
climate change. There was almost no risk in putting
CO2 on our labels. More contentious in a sense was
then the commitment to reduce and the label we are
at the moment piloting has a downward arrow,
which indicates that the company concerned has
made a commitment to reduce the embodied carbon
in that product over a period of two years or they will
lose the right to use the label. Now, I believe in pretty
much every case of the pilot companies they looked
at the research which said that over two-thirds of
consumers want businesses to do more to address
climate change and there is very much a debate
around, “I will if you will.” The businesses
themselves wanted to show “We’re prepared to do
something and make that commitment to reduce
carbon emissions in these products over time.” So
actually the companies were very keen to see the
downward label as a second key message, which is a
reduction commitment. The market research then
went on to ask questions like, “Do you understand
what embodied carbon actually is?” and it was very
varied, and it continues to be very varied. The most
recent bit of market research which I think is
interesting came from Boots. They had research
following a point of sale campaign where they
actually showed the label alongside some of their
products and got Advantage cardholders to actually
fill in a small submission. One of the key questions
there was, “Do you believe that the label should have
a number on it?” because there was a big debate at
the time when we first launched the pilot as to
whether labels should just be a label or whether it
should actually have a number on it and 72 per cent
of the respondents said yes, they believe that a label
should have a number on it. There are a number of
interpretations there. One is that the number is
relevant and they understand it, and I do not think
all the other market research would support that
particularly. Perhaps more relevant is that people
said, “Yes, if you’ve got a number on it, it means
you’ve really measured it. It’s not an abstract notion,
it’s not guiding principles that you tick boxes on, it’s
actually something you’ve gone out and measured
and we’re going to give you credit for doing that
measurement.” That probably explains why the
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current pilot label has a number, a downward arrow
and a clear indication of CO2. It does not mean that
is the end of the story. Just like the actual
methodology for measuring embodied carbon itself,
which is very much up for grabs over the next year
or so as part of the BSI process, whereby we hope to
develop PAS 2050 as a publicly available standard,
equally I think the way that information is then
communicated again is very much up for grabs and
we have a steering group looking at it.

Q77 Martin Horwood: First of all, it would be really
interesting to see that market research. Can you
share that with the Committee?
Mr Delay: I suspect there are some bits of it we
can, yes.

Q78 Martin Horwood: You can extricate anything
that seems to be obviously commercially sensitive.
Mr Delay: Can I just say that the companies
themselves have been very generous in sharing
information between themselves as well as with us,
which is interesting.

Q79 Chairman: I can see why in market research if
somebody is asked whether they want more
information or less they will generally choose more,
but that does not necessarily mean they understand
the implications of the number. What else are you
doing to try and explain what the label means to
consumers?
Mr Murray: I think I would almost want to take a
step back and ask the question, what do we mean by
a label?

Q80 Martin Horwood: That may be a bit deep for the
amount of time we have got!
Mr Murray: I think we give a little bit too much
focus perhaps to the sticker which may go on a pack
and actually when we talk to companies about
labelling we almost talk more widely about
consumer engagement and that is reflected in the
three companies we first started piloting it with—
Walkers, who are well-documented, having gone out
with the label on the pack, but Boots did something
very diVerent where they have the benefit of owning
the retail space as well. So they chose to use the label
but actually as part of a much wider piece of
customer communication where they put
advertising boards up above the shelf but first of all
displayed the label, the number, the commitment to
reduce, but also started a conversation with the
consumer to say, “We’ve already worked to reduce
the footprint of this product. Here’s what you as the
consumer can do,” and really use that as an
opportunity to build around their “Trust Boots”
message. Then Innocent drinks were the third case
where they concluded that their website is actually
the best place to use the label. Again, the logo with
the commitment to reduce and the number, but they
built an entire micro-site with much more
information to educate the consumer about what it
all means and then to educate the consumer about
what they can then do. So I think that says to me that
there are clearly much wider opportunities out there

to influence consumer behaviour, to explain the
story, and one sticker on the front of a pack does not
make an entire customer revolution.

Q81 Martin Horwood: Should you be targeting and
prioritising retailers who control their whole
environment? I do not know if you are talking to
M&S or how discussions are going there, but are
those the kinds of priority environments?
Mr Delay: We have been working, as Mike said,
behind the scenes of M&S and very much support
the work they are doing and we have done a lot in
terms of learning that methodology through some
work we have been doing with M&S specifically. I
think this is a five, ten year journey in terms of
communication and awareness. I do not actually
think the public’s awareness of embodied carbon is
as high as it will have to be. Consumers want to
know more, but it is a case of where do they get the
information. I think there are three levels of
information. The first is, “Gosh, there’s a carbon
impact in almost everything that I buy or do,” and
overwhelmingly the responses that I have received
have been, “I really didn’t appreciate that every
product, everything we do has a carbon impact.”
Message one. The second is, just a relative measure
is very useful to understand the hot spots. So even in
my own shopping basket just understanding that
that is high carbon and that is not, that has a big
impact, that has a more or less immaterial impact, is
actually quite interesting and you do not need to get
very many products before you start getting this
sense of where the hot spots will be and that is
probably, frankly, as far as most of us will go at the
moment. It is probably some years away from the
situation where indeed consumers will be able to
compare within product categories diVerent
products on the basis of carbon either embodied or
in use and make a conscious purchasing decision like
for like across a diVerent sector.

Q82 Martin Horwood: Are there any sectors or
businesses where you have encountered problems or
where you think carbon labelling might not work?
Mr Murray: Can I just elaborate on a point Tom
made first? I think it might be worth casting minds
back to perhaps 20 years ago and looking at calories
and nutritional labelling in the same way. Today,
does the average consumer understand what 75
grams means? Perhaps not. The fact that the number
appears lends the work some credibility, but you do
not know absolutely what 75 grams means. Equally,
20 years ago perhaps people did not understand
what a couple of hundred calories in this can of soft
drink actually meant and it is only over the course of
time when the information appears much more
widely in conjunction with other awareness-raising
campaigns does it really start to have traction, and
indeed it has only been very recently with a front-of-
pack nutritional labelling that we have seen
wholesale changes in purchasing behaviour. So I
think just because 75 grams is a new concept today
does not mean that it is not something that we can
build on.
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Q83 Martin Horwood: Can I come back to that, and
can you come back to my other question, which was
about whether any sectors or businesses have had a
problem with this, or whether you think there may
be some sectors that will not be appropriate for
carbon labelling?
Mr Murray: I have personally been surprised by the
interest from right across industry. It is fair to say,
I guess because they are sensitised to the nutritional
debate, that the food and grocery sector has
expressed most interest and we have been working
incredibly closely with them and the trade
associations for the last little while, but we have had
interest from a raft of other sectors, specifically
consumer goods more broadly, some electronics,
construction products, hotels and hospitality,
financial services, a really very broad mix.

Q84 Martin Horwood: In the service sectors you
could label?
Mr Murray: Indeed.

Q85 Martin Horwood: Could you label MPs
potentially? We could put it on our annual reports!
Mr Murray: As part of the pilot we are running now
we are very likely to test projects within the financial
services, the construction and the hospitality sector,
because I personally believe that a lot of the
underlying logic which you apply to a bag of crisps
you can equally apply to a hotel stay or a bank
account. Clearly, there are going to need to be some
sector-specific rules and guidelines around where
you get the data from, but I think the overarching
concepts are very similar.

Q86 Martin Horwood: From your earlier comments
I think I may know the answer to this, but is there
any evidence yet that this is actually making a
diVerence to consumer behaviour amongst all the
other factors like price and health labelling which
are influencing their decision-making?
Mr Delay: I think, to be honest, it is too early to tell.
We are very early on in a pilot phase. We will be
doing research in this area, and indeed the
companies involved in the pilot will be sharing their
research with us. There is absolutely nothing that is
negative. All that we are hearing is positive, but I
think it is just too early to tell.
Mr Murray: I understand you are hearing from
Walkers in a couple of weeks, but I can maybe steal
their thunder! I think they themselves would admit
that it would be diYcult to say that they had seen an
uplift in sales since they started using the carbon
reduction label, but what they have seen is a real
increase in recognition of the Walkers brand as
being more sustainable. Perhaps equally
importantly, or even more importantly, they have
seen their staV and their suppliers really get behind
it and now the impact the product has is at the
forefront of their thinking when they do their jobs on
a daily basis and they go to make changes. They tell
a very interesting story about looking at the switch
to biodegradable packaging, which they wanted to
do for sustainability reasons.

Q87 Martin Horwood: This raises an interesting
issue like the one we discussed with M&S. Does this
in a way become a way of rewarding star brands who
make an investment in their own brand image and
the brand values, or is it something you would like to
become universal? What are your ambitions for it?
Mr Delay: Certainly we would like to see it with a
very broad applicability and therefore universal,
probably international ultimately, because I think
the businesses we are dealing with are typically
multi-nationals but not exclusively. No, I think it
needs to be very broad and not exclusive to the
leading companies, but available to companies
which are prepared to commit to making a
reduction. That is the key point, because actually
even if you started in a fairly poor place but you
commit to making a reduction and you make that
annual reduction year on year on year on year, a
decade down the line your company will have
changed out of all proportion in terms of
environmental impact. The leading companies of
today probably started on this journey ten years ago,
so I think it is absolutely appropriate that you
should allow them to explain what they are doing
and what further commitment they are going to
make, but equally you want it to be something which
is available to the many SMEs in this country and
overseas who are just starting on the process, and the
reduction element is absolutely crucial because
reduction over a number of years does take you from
wherever your starting point was to a leading
position.

Q88 Martin Horwood: You are also working with
Halifax, are you not?
Mr Murray: Yes.

Q89 Martin Horwood: Can you just expand a little
bit on that?
Mr Murray: It is another one of the pilot studies
where we think it is important at this stage to test my
hypothesis of whether you can apply the rules that
we have used on crisps and shampoo and smoothies,
take those and apply them to construction projects
and Internet savings products and others.

Q90 Martin Horwood: Do you have any evidence
from them that somebody is going to make an
investment decision or a financial product decision
on something other than return and basic equity
criteria?
Mr Murray: They certainly seem to think it is
possible. I would say again it is too early to say. We
have only just kicked oV the project.

Q91 Jo Swinson: We have heard obviously about the
complexity of the environmental issues out there,
but your submission suggests that carbon is actually
a good way to convey a lot of that information in one
simple single measure. How can the carbon
footprint really convey the complexity of
environmental issues? Is there not a real danger that
both negative impacts on other things, whether that
is chemical use or water use if things get left out, or
indeed as we heard earlier the positive impacts such
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as companies which are also generating their own
electricity and doing things to reduce their
environmental impact in other ways do not get
accounted for in this measure either?
Mr Delay: Yes. A carbon label will not be a catch-
all environmental label, but there are many
environmental attributes which are caught up by
carbon as a good proxy. So waste is a pretty good
read into carbon. Low carbon and low waste tend to
go together. It is not as clear with water. It is
certainly not clear with things like toxic substances,
but then again you would have regulation to deal
with those without labelling ever getting involved. It
also does not in any way address ethical issues of fair
trade, and so on, so it will only ever be, I think, a
subset of a broader consumer label and even
probably a subset of a broader environmental label,
but it is not a bad subset to start with, and of course
the great benefit is that it engages consumers of
today and the next generation with climate change,
which is a very rapidly increasing concern for many.
So in terms of saliency it absolutely ties into climate
change, which is probably the one thing that people
are going to absolutely buy in behind.
Mr Murray: Can I just make a point of clarification
on a point made by the NFU earlier, where they
talked about the exclusion of some benefits which
might be seen on the farm. I think the example was
anaerobic digestion. The reality of the methodology
as it currently stands is where the use of an anaerobic
digestion unit on a farm displaces the use of some
grid electricity or some natural gas burned by the
farmer, that absolutely would get a credit. So it is not
correct to say that that would be excluded.

Q92 Jo Swinson: That is very helpful to know. You
mentioned there were pros and cons about
expanding it to include in-use phase as well as
embodied carbon. What will aVect your decisions on
that? Are you going to be party to that? How is that
being taken forward?
Mr Delay: As a specific question, this one actually is
being taken up by PAS, the BSI and Defra steering
group, who are independent of us. I think that is
appropriate and they are looking at this one in
particular. It is diYcult because the in-use phase is
much more volatile and of course as a business you
have very little control over what that in-use phase
represents. Equally, to only tell half the story in
some cases is confusing. It is not as clear as telling the
whole story. In your ideal world you would actually
be in a position to explain both the embodied carbon
content and product or service and its in-use
application and put the two bits of information
together and hope the consumer can follow it. Boots
did this pretty well with their point-of-sale
information. They managed with point-of-sale the
benefit of having scale to actually show, “This is
what we’ve done. This is what we’re doing and this
is what you can do.” It is not so obvious to do that
on a very small label on a packet.
Mr Murray: I think it is also important to recognise
there that this is clearly an area where it is not
appropriate for us to make a unilateral decision, and
that was a key reason for wanting to work with the

BSI, because in setting that process up they are the
standard setters. We are an advisor to them, but we
are an advisor like many others and it is they who
hear evidence through their consultation, both the
pros and the cons, and their steering group who then
decide whether it is appropriate to include it or not.
That for me is very important because I like to think
we have taken some steps forward in the last couple
of years, but there is clearly a huge number of
organisations out there with expertise in lifecycle
assessment and product carbon footprinting and
there is a huge number of other organisations which
are key stakeholders here who are either users or
reviewers of this information, who rightfully feel
they have a part of play in first of all setting the
standard, and secondly managing how it is used
down the road.

Q93 Jo Swinson: Obviously you have got this
independent group setting up the standard which
any company will be free to use but they do not
necessarily have to use the label that you are actually
developing. What competition do you think there is
for your label from other retailers or producers, and
will they go oV and develop their own schemes and
inasmuch as we now end up with GDA and traYc
lights and other information schemes on nutrition, is
there a danger that we will end up with lots of
diVerent types of carbon labels?
Mr Delay: I think there is a danger that we will end
up there. In fact, so long as labels have a sound
underpinning basis for the measurement, I would be
less worried. If labels appear which do not have that
sound underpinning fact base, then I would be much
more concerned. We are doing all we can to say,
“Look, we will develop a label. If it takes us
throwing our label into the hat and seeing how it
evolves as an industry standard, so be it.” That is the
right way forward. I think in this country there is a
pretty broad consensus that so long as the tent we
are building is big enough and enough people can be
part of it, then there is no reason why anybody
would want to go out and develop their own carbon-
specific label. Internationally there has been some
interest in our label and our standard, interestingly,
and we are getting quite a lot of interest from
overseas, but as it stands nothing is preventing
anybody from going out and developing their own
carbon label, or indeed using the standard which has
been developed as a publicly available standard and
using that as the basis for another label.

Q94 Jo Swinson: Obviously, I am presuming and
hope you can confirm that the label still being
piloted might end up looking quite diVerent to how
it does currently, but you have gone at the moment
for this number of grams rather than traYc lights or
things like reduced carbon, diVerent types of
options. What was the thinking behind going for the
number and not a diVerent way of presenting that
information?
Mr Delay: I think I explained the downward arrow
logic and CO2 to make a very clear assessment with
climate change. Why not traYc lights? Why not
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average figures? At the end of the day this is very
early days and it would be very diYcult for us to say
that any of the products that we have put a label on
are a low carbon product. We would not say that
because we simply do not know. I think we are a long
way from having industry and sector standards that
you would be able to say that with. So the idea of
having a red, green, amber system, or indeed an
average system I think is very diYcult. There is a
second issue here, though, which I think is quite
interesting. When you look at salt and salt content,
to many people you look at the salt content and you
think in terms of, “My health, my heart, and what
I’m going to do in terms of salt content.” When you
look at carbon you can manage your own carbon
footprint in a number of ways and you can say,
“Okay, I’m going to be particularly careful in

looking at my food and drink intake because I want
to be able to travel more extensively, because that’s
a long-term ambition and my family live overseas.”
Equally, you can say, “Sod it, I’m not going to
travel, but I’m absolutely going to enjoy eating and
drinking whatever I want,” and that is a choice. That
is the great freedom that we would have and
personal carbon trading would allow us to exploit
that freedom going further. There is a danger that if
you get into the red, green, orange system, or any
other form of by category you will end up focusing
on the category as opposed to the bigger story, which
is what is your carbon footprint and what can you
do to reduce it? It is diVerent.
Chairman: Okay. Thank you very much for coming
in this afternoon. It is a very good start to our
inquiry. Thank you.
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Mark Pritchard Jo Swinson

Memorandum submitted by the Sustainable Development Commission

The Sustainable Development Commission (SDC) is the Government’s independent advisor and
watchdog on sustainable development, reporting to the Prime Minister and the First Ministers of Scotland
and Wales. Through advocacy, advice and appraisal, we help to put sustainable development at the core of
Government policy.

1. Executive Summary7

Environmental labels have a role in getting more sustainable products and services on shelves and in
homes, but there needs to be better understanding about what labels are, and are not, able to achieve. Both
the Sustainable Consumption Roundtable8 and ACCPE9 came to the same conclusion; namely that
labels and standards are only one of a wide range of “tools” that can be used to stimulate the greening of
products and services. Therefore, it is important that environmental labelling is considered—not as a
starting point for behaviour change but—in the broader context of sustainable product policy.

Consumers are typically considered to be the main audience for labels, with the goal of influencing their
purchasing choices. However, whilst “green” labels have been helpful for the willing green consumer, they
have rarely worked to influence the purchases of the vast majority of mainstream consumers.10 Instead the
standards have been much more successful in changing how businesses produce products, and influencing
what type of products retailers choose to stock. Labels can also help stimulate more targeted and sophisticated
product policy interventions from government, such as the use of the A-G vehicle label to support excise
duty banding on the basis of fuel eYciency.

So any new labels need to be designed in a way that supports the many product policy tools that might
be used by Government and business.

2. Why a Label?

Labels are often targeted at consumers with the intention that consumer demand will pull more
sustainable products through the market. However, as concluded in I will if you will and illustrated in Figure
one, sustainable consumption requires that all three actors in the economy—government, business and
consumers—work together to achieve change.11

Government

Business People

Figure one: the ‘triangle of change’

The products
and services people
use, and the infra-
structure available,

link government
with business
and people

7 The following conclusions have come from the SDC’s Little Red Tractor report in 2005 and the Looking Forward, Looking
Back, product research for the Sustainable Consumption Roundtable in 2006.

8 The Sustainable Consumption Roundtable was a joint initiative between the National Consumer Council and the
Sustainable Development Commission sponsored by Government and reported in May 2006 with the publication of I will
if you will.

9 Advisory Committee of Consumer Products & Environment www.defra.gov.uk/ENVIRONMENT/consumerprod/accpe/
index.htm

10 Looking Forward, Looking Back. 2006. Sustainable Consumption Roundtable.
11 I will if you will. 2006. Sustainable Consumption Roundtable p 7.
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Consumer information only works as a tool to influence the choices of the minority of people who are
already committed to pro-environmental products. The green consumer alone cannot change the mass
market. As a result, labels should not be developed with this sole objective in mind.

Labels can however influence businesses. Labels and their underlying standards can help to stimulate
businesses to change production methods, demand higher standards from suppliers, or encourage retailers
to “choice edit” the products they oVer. They can also be used as a performance benchmark that prompts
competition amongst businesses.

Labels can also enable more targeted and sophisticated policy instruments from government. Labels and
standards are a pre-requisite for many product policy interventions such as procurement, minimum
standards or fiscal measures. The government already have a “toolbox” of policy options available to them
to support anticipated changes in the behaviour of either public or business.12

Figure two below, illustrates how coordinated interventions by government and business that build on
labelling schemes, can dramatically change markets.

Figure 2: Case Study A-rated white goods

Market Share A rated Cold Appliances

0%
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Minimum A-C standards
Introduced for all Cold Appl.
(chest freezers A-E) 

EEC1 of £3.60
Introduced in 2001

Industry agreement
min A-B standards
(Chest freezer A-C)

A-G Energy Rating
Introduced in 1995

Refridgerators 
(50%)

Fridge freezers
(76%) 

Upright freezers
(43%)

Chest freezers
(18%)

The EU A-G energy eYciency ratings for white goods had little impact until 2000. But the market rose
significantly following a combination of retailer pressure, voluntary removal of the lowest ratings, and the
Energy EYciency Commitment (EEC) initiated by the UK Government. The EEC required energy suppliers
to encourage energy eYciency in homes and resulted in agreements between retailers and energy suppliers,
moving the price of A-rated products into an average consumer price range.

3. Sustainability and Rationalisation of Labels

The SDC considers that there needs to be a careful balance in environmental labelling between covering
key sustainability areas, and being specific enough to support product policy interventions from business
and government, as well as communicate clearly and eVectively with consumers. “Narrow” environmental
labels have spawned a proliferation of other single-issue labels, particularly on food. These labels can
confuse consumers about “trade oVs” between sustainability objectives (eg locally produced or fair-trade)
and/or impacts at diVerent points along the product lifecycle.

In its review of the Little Red Tractor,13 the SDC called for assurance schemes that embrace the whole
sustainable development agenda. One key SDC concern is that many existing ‘environmental’ labels do not
suYciently reflect the breadth of sustainability issues. For example, line-caught tuna may protect dolphins
from nets, but does not mean that tuna or dolphins are protected from over-fishing. Some labels, such as
proposed carbon labels, may potentially conflict with other sustainability objectives such as poverty
alleviation in developing countries. The lifecycle impacts of products are complex, and unsophisticated
simplification of these impacts can be damaging and distort the response from business and consumers.

12 You are what you sell. 2007. Sustainable Development Commission. (Draft attached with submission.)
13 Sustainability Implications of the Little Red Tractor. 2005. Sustainable Development Commission. http://www.sd-

commission.org.uk/publications.php?id%195
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That said, the SDC does not perceive a strong case for rationalising environmental labelling, or for
prioritising certain issues. Each product has unique lifecycle impacts and businesses should be encouraged
to tackle issues that have greatest impact. Evidence suggests that some bespoke labels, such as the Forestry
Stewardship Council, have been very eVective in supporting action by government, business and consumers.
In contrast, the EU Eco-label, which has attempted to address all environmental issues on all products, has
so far failed to gain traction in the UK. Whilst it is logical to want to rationalise labels, this suggests that a
fully generic label is likely to fail to support the product policy actions that are required.

As a result, the SDC considers that there needs to be a balance between covering key areas of concern and
being specific and detailed enough to support product policy interventions from business and government.
Integrating wider sustainability issues into labels, though it may add some complexity, will avoid market
distortions and, as a further benefit, may also work to reduce the confusing number of health, safety, ethical
and environmental labels already in existence or planned.

Carbon Labelling14

While the SDC completely support the goal of reducing the carbon intensity of products, and companies
wishing to signal their commitment to reduce carbon, we remain sceptical of the value of translating the
carbon footprint of products into a label for consumers.

On a purely practical level, the methodology of carbon footprinting remains problematic. The SDC
welcome the governments involvement15 in developing metrics for embedded carbon, but this is in its early
stages. Carbon labels are already in shops. One key issue is scope, ie does the footprint include carbon from
the in-use and disposal stages? There is also the need to agree the methodology and label internationally, or
we risk creating a UK-only system that is irrelevant elsewhere.

Carbon labelling could also be problematic for sustainability. The biggest sustainability impact of some
products may not in fact be carbon. Chemicals, animal welfare, trade conditions, labour conditions and
water use, are all significant global issues not reflected in a carbon footprint. Concentrating solely on carbon
could potentially be detrimental to these other sustainability objectives.

The third key issue is, what are people able to do with the information they are given? A carbon footprint
in grams of CO2 provides no clear message or reassurance about the sustainability of a product. It may even
confuse people to thinking that the grams of carbon are actually in the product. The best scenario is that
carbon labels will help “green” consumers make choices. But the priority needs to be influencing the large
majority of consumers who do not shop on the basis of their environmental concerns. Labelling cannot do
that alone.

Reducing carbon in product supply chains is a must. Measuring and understanding carbon impacts is
important. But developing a carbon label for consumers should not be the priority.

4. What Action by Consumers?

As consumers, much of our impact on the planet is through the purchase and use of products. Products
are therefore key to reconciling the twin objectives of sustainable development, “a strong, healthy and just
society” and “living within environmental limits”.16 However, research for the Sustainable Consumption
Roundtable explained that most consumers simply expect the products and services they buy to be produced
in a way that is environmentally and socially responsible. If this expectation is proved, or perceived to be,
unfounded, consumers can interpret this as meaning these issues are not important, and it discourages
people from taking action.

Recent trends in consumer awareness show that there is a growing desire by consumers to understand the
social and environmental impacts of products. If labels are well-designed and oVer clear and constructive
information, they can be beneficial and can, amongst other things, work to:

— support the growing numbers of “green” consumers wanting help to make pro-environmental
choices;

— increase awareness among mainstream consumers of the impacts of products, and of what
businesses are doing to reduce those impacts; and

— help influence consumer behaviour where the main product impact is during its use ie
recommending how to wash clothes.

14 For more information see: Carbon Trust. http://www.carbontrust.co.uk/about/presscentre/260707—CT—label.htm
15 in conjunction with Carbon Trust and BSI.
16 Developed from Securing the Future: UK Governments Sustainable Development Strategy. 2005. Five principles of

sustainable development p 16. http://www.sustainable-development.gov.uk/publications/pdf/strategy/Chap%201.
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5. What Action by Businesses?

For businesses, environmental labelling on their products can also be beneficial. In particular, they can
signal a commitment to dealing with environmental issues and thus help build brand and reputation.
Environmental labels also help to stimulate a better understanding by business of the impacts of products
along their lifecycle.

Environmental labels can have most impact where they are able to support action by business, and work
to reduce negative impacts of products along the supply chain. Products, particularly those that involve
technology, are constantly evolving. As a result, standards need to be able to evolve with these changes to
remain eVective and relevant. Dynamic standards, such as the Japanese “top runner”17 approach, drives
competition and continuous innovation and improvement in energy using products. It also provides
certainty to businesses by identifying the “direction of travel” of policy objectives. Labels and their
supporting standards therefore need to be designed to prompt sophisticated and specific actions that help
businesses adjust their activities over time.

Labels should also be designed to enable:

— benchmarking of businesses based on their performance;

— standards that can be used by retailers to require certain standards of suppliers; and

— retailers to choice-edit the products they oVer to consumers.

6. What Action by Government?

Government has an important and diverse role to encourage, enable, engage and exemplify the
production and consumption of more sustainable products and services—see figure 3.18 The SDC support
the work being done by both the UK and EU governments to develop product policy where products and
lifestyles have the largest environmental impacts, transport, home and food.19 Another key area for
government is setting standards and agreeing guidelines for environmental claims. The SDC have advocated
using a toolbox of product policy interventions to facilitate change, some suggested actions are summarised
in the bullets below:

(a) Engage

— Bringing industries and supply chains together to devise how best to eVect change20 through
product roadmapping for sustainability

— Proper engagement and communication with the public about how behaviours and consumer
choices can make a diVerence to sustainability.

(b) Enable

— Mandatory minimum standards to remove advantage for “laggard companies”.

— Fiscal incentives to support lower impact products (ie through grading VAT or vehicle tax etc.)

— Support innovation, research, development and demonstration of new low impact products and
services.

(c) Encourage

—
Set long term policy objectives (such as 60% reduction in CO2).

— Set standards and provide best-practice advice for businesses including on metrics and their
interpretation into consumer labels.

17 Manufacturers of household energy-using products in Japan are required to meet product standards equivalent to the most
eYcient model in each category. This “top runner” approach involves early announcements that set minimum eYciency
standards, backed up by fines for any manufacturers or importers who do not conform. The process has driven a virtuous
cycle of rapid innovation and choice editing which has improved energy eYciency of new appliances and products by as
much as 78%.

18 Diagram taken from Securing the Future. 2005. UK Governments Sustainable Development Strategy. p 26. http://
www.sustainable-development.gov.uk/publications/pdf/strategy/Chap%202.pdf

19 Following recommendations made by the Sustainable Consumption Roundtable, the UK Government are developing ten
product roadmaps within these high-impact areas: milk, fish, toilets, passenger cars, TVs, lighting, motors, window systems,
plaster board and clothing. For more information see http://www.defra.gov.uk/environment/consumerprod/index.htm

20 For more information see I will if you will 2006.
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— Potentially help develop standard templates for design of consumer labels including encouraging
businesses to reflect key sustainability issues (potentially building on the existing A-G
classifications for white goods).

— Ensuring that standards are properly regulated and inspected to reassure public and businesses of
the authenticity of claims.

• Remove barriers
• Give information
• Provide facilities
• Provide viable alternatives
• Educate/train/provide skills
• Provide capacity

• Tax system
• Expenditure - grants
• Reward scheme
• Recognition/
  social pressure-
  league tables
• Penalties, fines &
  enforcement action

• Community action
• Co-production
• Deliberative fora
• Personal contacts/
  enthusiasts
• Media campaigns/
  opinion formers
• Use networks

• Leading by example
• Achieving by example
  in policies

Encourage

Enable

Engage

Exemplify

Catalyse
Is the package enough to

break a habit and kick start
change

Approach evolves
as attitudes and
behaviuors change
over time

(d) Exemplify

— Public sector procurement of sustainable products and services as an exemplar of best practice.

7. Conclusion

EVective environmental labels need careful design. In order that labels and the underlying standards are
functional for government, business as well as consumers, they need to be carefully designed to support
actions and behaviour change from all three. To achieve the maximum impact, labels need to be supported
by interventions from government and business that tangibly reward those taking action.

October 2007

Witnesses: Dr Alan Knight, Commissioner on Sustainable Consumption, and Ms Sue Dibb, Team Leader,
Sustainable Consumption and Business, Sustainable Development Commission, gave evidence.

Q95 Chairman: Could I welcome you to our Sub-
Committee this afternoon and just say it is very good
of you to come along and give evidence. We are very
interested in your recent report “You are what you
sell” and I just wondered if you wanted to make a
very brief statement to the Sub-Committee before
we start?
Dr Knight: Yes. It really followed on from our
previous report called “I will if you will”, which
really looked at the sustainable consumption debate
about what are the eVective ways we can tackle the
underlying issue to all these environmental
problems, which is that we are using an awful lot of
stuV to live our lives, and arguably too much stuV. If
everybody in the world used that amount of stuV we
would have a problem. In there we actually said that
consumer products and product-related policy will

have a huge contribution to make and we introduced
this phrase called “product road mapping” and that
was where you get the various businesses involved in
a particular product, the various policymakers and
environmental and social pressure groups in the
same space to talk about, “Okay, for this set of
products, be it a motorcar, a flight, a patio heater,
what are the big major issues with that particular
product and what is the best solution for that major
issue, and who in that sort of triangle of citizen,
government, business, is the right person to actually
deliver that solution?”. Having published “I will if
you will” we recognised that we perhaps could have
given more guidance and thought and leadership as
the SDC on what we actually meant by road
mapping and what would make a road mapping
exercise successful. That is why we wrote that
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particular report, just to put some more flesh on
those particular bones.

Q96 Chairman: Thank you. One of the things I was
particularly interested in is in respect of the work
you have been doing in encouraging companies in
respect of the sustainability of their products, how
central is the whole labelling issue? Is it just a sort of
side bit of that work or is it absolutely core, the work
you have been doing with companies?
Dr Knight: I think what we are finding is that for
some issues and for some products labelling has
made a profound contribution towards making
those particular products a lot greener. Several
examples could include the graded energy label on
white goods and now on cars. The FSC label is
another example for timber products. But I think the
important thing about labelling, which both of the
reports I refer to really give quite a lot of thought to,
is that in many cases it is not actually the end
consumer who is really using that label, it is the
retailers and the brands who are using that label. The
well-known example is B&Q choosing only to stock
FSC timber. So they are actually using the labelling
scheme for their own procurement decisions rather
than it being a choice being oVered to customers.
That is why we use that phrase “choice editing” quite
a lot as well.

Q97 Chairman: It would just be helpful to know
what kind of other mechanisms and systems need to
be in place before environmental labelling can make
a useful contribution, all the work which needs to be
done beforehand. What is absolutely integral to it?
Dr Knight: I think the first thing is quite a lot of
consultation and quite a lot of debate. Issues like the
timber debate and the white goods debate were
really because the obvious big issue with white goods
is energy eYciency. The obvious issue with wooden
products is forestry. But in the creation of something
like the FSC scheme there was an awful lot of
consultation with all the interested parties and in
that particular case they had to include a worldwide
consultation because timber is a globally traded
product. So a lot of consultation and a lot of testing,
but also then quite a lot of corporate support to
actually make that thing work. I think labelling
schemes fail when they do not focus on a particular
issue. These catch-all labels which are trying to do
every single issue for every single product tend to get
so diluted they are actually losing their impact. The
schemes which have worked the best are schemes
which are focused on a particular issue and normally
focused on quite a concise set of products, like the
MSC is for fish and the issue is fisheries. They tend
to get a lot of traction and they tend to succeed. The
other reason why they succeed is because the
corporations in particular get behind them to make
them work. As I said in my earlier answer, it is they
who are using the label to make their purchasing
decisions rather than it being a consumer
information oVer.

Q98 Chairman: Do you think there is a real tension
between those companies and the consumers, or do
you feel that what is good for business is also good
for the labelling aspect of it?
Dr Knight: I think there is at face value a tension,
such as would this item cost more money if it was
FSC certified, but when you actually conduct
research with focus groups, particularly with
customers, where you actually talk through the
issues in quite a lot of detail what they are now
saying—and we pick this up in “I will if you will”, the
research we did with consumers there—is that they
have a very, very high expectation for businesses,
particularly retailers, to lead on these issues. They do
not want to be bombarded with choice. So when you
hear things like the retailers’ commitment to only
buying MSC fish, the home improvement sector’s
commitment to only buying FSC timber, that is
what they like. That is why I think things such as the
Marks & Spencer’s plan A approach has done so
well for Marks & Spencer because what Marks &
Spencer are saying is, “These issues are complex.
There are intellectual tensions between Fairtrade
and Organic, and all that sort of stuV. Don’t worry,
we’ll handle that complexity. You just come to us
and you know that you have a good range of
products,” whereas with other schemes where you
give the information to the consumer for them to
make the choice, that is when you start creating a
tension because they are saying, “Well, I’m not quite
sure what is the right choice to make here.”

Q99 Chairman: Is there a big diVerence, do you
think, between the use of labels by those who are
already converted and who would actually go out of
their way to check something before they purchased
it and, if you like, the elusive minority (or maybe
majority, I am not quite sure), the people who really
have not engaged with this agenda at all? How do
you reach out to them in respect of the labels issue?
Dr Knight: You are talking about at consumer level?

Q100 Chairman: Yes.
Dr Knight: I think you almost have to accept that
maybe they are never ever going to be reached out in
the way we would like. An example is when most
people go into a shop now they do not ask if that
product is safe or not before they use it, such as with
a t.v. set, “Can you just tell me that this t.v. set won’t
electrocute me when I plug it in?” They just expect
that that is the case. I think what we are beginning
to see more and more with environmental and social
issues that the expectation on retailers and the
brands to actually just make these complicated
decisions for them is getting higher and higher and
higher.

Q101 Chairman: Just going back to what you were
saying about customers really wanting some kind of
guaranteed goods they can buy without going into
all the details of it, what kind of label do you think is
the most eVective in communicating with customers
and raising awareness? In terms of the meetings you
have had or the research you have done, is there any
best way of doing that?
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Dr Knight: Yes, I think what we have seen is that the
labels which talk about a particular issue and the
obvious issue associated with that product actually
has more resonance with a customer than a catch-all
label actually trying to do everything. They actually
understand what the issue is. Using the examples I
have wheeled out already, energy on white goods, a
forestry label on a timber product, a fish label on a
fish product, people actually get those. The perverse
consequence of that, however, is that at face value
you think customers are seeing a lot of labels and we
hear lots of debate about whether we are giving
customers too many labels and are we confusing
them, but I think it is no coincidence that the
European eco label, which is meant to tackle all
issues and all products, has failed to have any
traction. I would argue quite passionately the reason
for that is that it is trying to do too much. People
know that there is not one thing called an
environmental problem, there are lots of diVerent
environmental problems and they associate diVerent
problems with diVerent products and they expect
that label to talk to that particular issue for that
particular product.

Q102 Chairman: In that context, could you just tell
us a little bit about the issue of waste and what
consideration is being given to the disposal of goods
on the point of sale and how much that is
incorporated into labelling, including the potential
for recycling as well? Is that something which is
given a huge amount of consideration?
Dr Knight: I think in a way labelling for waste
management is a good example of how perhaps
labelling is not actually going to be the best solution.
Giving customers the information about what type
of plastic it is makes sense because plastic all looks
the same and it is quite complex, but just saying on
a glass bottle “Please recycle me” is almost a bit
patronising and a bit facile. People know what glass
looks like. They know they are handling a glass
bottle. What they want is to make glass recycling
easy for them. They want access to the recycling
bins. They want it to be easy. So a label is not really
going to make a huge diVerence. I also think
recycling or recyclability has got a bit confused.
Some labels are saying what the recycled content of
the actual product is, whereas other labels are saying
“This is recyclable” and I think for a lot of people
“recyclable” and “recycle contents” is just a bit,
“Oh, what’s the diVerence?” The big issue at the
moment that everybody is talking about is food
waste. I do not really see how labelling can make a
huge contribution towards reducing food waste in
the home. That is a behavioural thing. It is about
how much you buy. There are lots of other issues.
The stance we take at SDC is that there are very clear
examples where labelling has made a significant
contribution towards reducing the environmental
problem and sustainability problem with the
product, but there are many examples where
labelling is not a good solution and the whole road
mapping idea which we write about is about finding
the best solution, which may or may not include a
label.

Chairman: Thank you.

Q103 Mark Pritchard: On the issue of labelling, I
just wonder whether you think there should be an
examination of the current sell-by date regime and
possibly even the size of products linked to the sell-
by date?
Dr Knight: We obviously need a sell-by date on
products, particularly on food. We cannot function
as retailers without that. If that sell-by date and the
way it is calculated is leading to unnecessary food
waste, then I think the methodology and the process
by which the actual date is decided certainly should
be reviewed. But that is not a fundamental change to
the role of labelling or not, and anyway the sell-by
date is not an environmental label, it is a stock
management health issue.

Q104 Mark Pritchard: Yes, but if people are going
to the fridge for a microwave meal and it is one day
over, or the same day, and it is being thrown away
because people are unsure, we could look at the
actual ingredients within that product, whether you
increase or decrease salt—probably decrease it is the
argument today—and just whether that needs to be
looked at. How transparent is the sell-by date
mechanism we currently have? That is something
which I think the Food Standards Agency could
look at in regard to sustainable issues.
Dr Knight: Yes, I agree. I do not have deep expertise
on the methodology of food labelling.

Q105 Mark Pritchard: But it is linked to the
environment and we are throwing more and more
stuV away than needs to be thrown away, and we are
consuming more, which needs to be produced and
which needs to be transported. It is a sort of pull
and demand.
Dr Knight: Definitely.
Ms Dibb: I think people are confused between the
sell-by date and the use-by date. The use-by date is
clearly the one which indicates the date by which it
is generally thought you should use a product by.
Sometimes that is for safety reasons and sometimes
it is just for quality reasons. I think probably it
would be helpful, if consumers are confused between
the sell-by date (which is the message for the retailer
not to have it on the shelf after that date) and the use-
by date (which is for you, the customer) then clearly
there is some communication there that it would be
helpful if the Food Standards Agency and the
retailers themselves made that clear to consumers
that it is the use-by date which is the important one.
But if we are talking about food waste, I think there
are a lot of other issues which bear, as Alan has said,
in relation to reasons why people put a lot of food in
the bins.

Q106 Jo Swinson: I just wanted to touch on the issue
of rationalising labels. Your memorandum suggests
that you are not, as SDC, a big fan of that and you
have just talked about the problems you get, for
example, with the eco label, but separately in your
memorandum you do talk about the confusing
number of health, safety, ethical and environmental
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labels already in existence or planned. There is a
great proliferation, which can be confusing for the
consumer. Do you accept there is a case for some
rationalisation in some areas, even if not to the
extent of just having one eco label?
Dr Knight: I think there is a more underlying
problem and on food the tension is very much, do I
buy Fairtrade carrots from Kenya, or do I buy
locally sourced carrots from Hampshire, where I
happen to live? They both seem to be sustainable
things, but they are directly opposed to each other,
so you are in your shop looking at these two labels
and you are not quite sure what to do to do the right
thing. The underlying problem is that we are
creating a portfolio of labels to address single issues,
supporting local farmers, fair trade in Kenya, and
that sort of stuV, but we—and I mean retailing,
Government, everybody, a collective mass—do not
have a clear consensus or vision of what sustainable
food looks like. So we have got these issues all
coming from diVerent angles with diVerent interest
groups: “I am interested in fair trade in Kenya. I am
going to create a label.” “I am interested in
supporting local farms. I am going to create a
momentum for local sourcing.” They are so focused
on that one issue that none of them are actually
talking about sustainable food, they are talking
about an element of sustainability, and the
confusion is where you have diVerent labels which
all actually at face value are doing good but which
directly contradict or cause confusion with another
label. I think what the debate is lacking at the
moment is, what is our vision? What is our collective
vision of sustainable food? What does it look like?
Once you have got a sense of that, you can then build
a portfolio of tools, of which labels will be one, to
actually deliver that.

Q107 Jo Swinson: If that vision could be created,
would you therefore support the more generic
sustainable food label rather than there being lots
and lots of diVerent ones?
Dr Knight: I certainly would support it if we are
absolutely confident it will work and will not repeat
the mistakes of, say, the EU eco labelling scheme,
which became so diluted and so bland that
everybody rejected it and stopped using it. So, cliché,
cliché, let us not throw the baby out with the
bathwater here. I think the other thing I would want
to really spend some time looking at is what evidence
there is out there that the customers are so confused
they are not engaging with this debate because of,
you know, a whole spectrum of labels. Some get this
issue and are not confused, some probably are, but
what is the problem we are trying to solve here,
because we have got some very good labelling
schemes here which have really driven change?

Q108 Jo Swinson: There are some very good
labelling schemes and there is also a lot that people
would not recognise and if they were given the logo
in market research they would not necessarily be
able to pick it out. I suppose it is separating the really
good, well-designed and understood labelling
schemes from the others, because when you have

them all on a packet there is not an awful lot of
space. You have mentioned the MSC and the FSC
as examples of presumably what you think are
successful labels. Do you think that having a
particular sort of gold standard label in each product
sector or category like that is the way to go then?
Dr Knight: It could be. An alternative approach is
that there are certain standards and protocols which
need to be followed for a labelling scheme to exist, so
it is almost like a standard for labelling schemes. So
for you to have space in the marketplace you will
have had to have done this amount of consultation,
you will have to have done this, you will have to
involve these various amounts of stakeholders.
Again, the sort of road mapping approach explores
that in some detail. I think in relation to the process
by which a labelling scheme is devised and the
method by which it is agreed it is going to be used,
needs to have some consistency, but the customer
might still see a tree-shaped tick for wood and a fish-
shaped tick for fish rather than just seeing one label.

Q109 Jo Swinson: So an accreditation scheme for
labels themselves?
Dr Knight: Yes.

Q110 Jo Swinson: You set out a long list of areas
where the Government could take further action to
support change in industry and consumer behaviour
through the process of labelling. How confident are
you that the Government will actually want to do
the things you are suggesting?
Dr Knight: I think mixed at the moment. Defra have
embraced the whole product road mapping in quite
a lot of detail and now when you talk to them they
are a lot more comfortable in recognising that
business and retailers, and also public policy, have a
bigger role here than just devising labelling schemes
for the customer to make the choice, so that is really
encouraging. I feel at the moment there is still some
hesitancy to embrace some of the thought
leadership, because some of the work which came
out of “I will if you will” and the road mapping work
is that the role of government, particularly Defra, is
shifting here. Rather than just showing leadership
and throwing out all the laws, which has been the
sort of old-fashioned clichéd model, now it is
actually convening a debate and some of the work
Defra has done on things like the food trolley work,
the evidence they have gathered on that, has been
very, very powerful work. Two years ago all the
debate was about the food miles and buying locally.
The debate is now a lot more about embedded
carbon, and actually buying locally sometimes has a
negative environmental impact. A lot of that
evidence, that thought leadership, actually came
from Defra and that is now shaping some retail
policies. For two years the SDC has been saying that
the Government needs to create a vision for
sustainable food so that you do not have that sort of
conflict with DFID saying Fairtrade and Defra
saying low carbon, therefore you cannot buy stuV
from Kenya. That debate happened about six
months ago and was quite public, but if you had a
vision for sustainable food you would have had that
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debate internally and there would have been a
clearer sense of what is the right food to buy. I am
still seeing a bit of, “We’re not quite sure if that’s the
place we want to go.”

Q111 Jo Swinson: Okay, so what would your vision
of sustainable food be?
Dr Knight: A good question. I would say it is food
which clearly has a low carbon footprint, surprise,
surprise. It is making a neutral or positive
contribution towards resolving poverty, and you
could argue that poverty within this country versus
overseas poverty could come under that. It is food
which clearly respects finite limits, the whole one
planet economy agenda, and food which clearly is
geared up towards providing health and wellbeing.
The way you would do that with things like
chocolate—you know, people like chocolate,
therefore it is a treat, but the information on it,
public education about, “Don’t eat this all the time.
Don’t make it your staple diet,” works. So I think
what you need to do is—and again this is where the
road mapping work comes in—if they are the sort of
defining principles, you would then have to look at
diVerent food products to actually understand how
that vision impacts on that. So with something like
palm oil the big issue is going to be the Rainforest
and Rainforest destruction, so you would have long
debates about Rainforest destruction, but with beef
it is going to be something about local versus
international and the carbon footprint with the
raising of the cows and all that sort of stuV, and
should we just eat less beef to reduce our carbon
footprint, or is there some clever technology we can
use to change the biology of what happens inside
cows to reduce that carbon footprint.

Q112 Mark Pritchard: Is there a definition of
“sustainable” at the moment?
Dr Knight: No. I think you could say there is
Bruntland and there are all these sorts of definitions
you see in textbooks, but they are all sort of
intellectual definitions. A lot of the definitions of
sustainability talk about the balance between
environmental, social and economic. There are
thousands of iterations, but that is what they all say.

Q113 Mark Pritchard: You mentioned earlier about
the confusion of labels and so on. Being agent
provocateur for a moment, do you think poverty
should be part of any definition? It certainly seems
to be what you would like. Is that not really going to
confuse people more? Is that not just going to add to
the complexity of actually delivering a clearer,
simpler, more transparent labelling system either for
the consumer in reading it or for the producer in
producing it?
Dr Knight: I think it needs to be, because not
including it creates all sorts of debate about what
matters more, people or the environment. Should I
buy Fairtrade chocolate or should I buy organic
chocolate? By actually just saying these things relate
to each other –

Q114 Mark Pritchard: Can I give you an example?
Let us say you buy local, and I think the best thing
for climate change is actually to buy British. It is also
the best thing for poverty because it means higher
tax revenues out of farmers and everybody else,
which means we have a higher DFID budget rather
than a smaller one, so it is swings and roundabouts.
It is very complex. It is a bit like sustainable timber
procurement and we worked on that in our
committee last year. There are too many labels and
there is no real breakthrough because people are
confused about the whole sustainable issue and the
labels are not clear. I just think it is better to have
small steps rather than giant leaps and the four
categories you outline there to me are a giant leap
when we have not even got to first base yet.
Dr Knight: Yes, but I was answering the question
what does sustainable food look like and I could not
give a definition which was a small leap because that
is the less bad agenda.

Q115 Chairman: I think we go back to Jo’s question.
Dr Knight: Sorry, what was your question?

Q116 Mark Pritchard: I asked you about poverty
and linking in Jo’s question of whether that should
be—and it seems to be in your view—part of any
definition of sustainable.
Dr Knight: The reason why it needs to be is because
if you look at it from the retailers’ or the
manufacturers’ perspective, they are judged on the
contribution or the harm they make to people as
much as they are judged on the contribution or harm
they cause to the environment. What worries me is
when you try and force people into a pigeon hole and
say, “We do this because we are concerned about
poverty. We do this because we are concerned about
the environment,” the two actually compete with
each other. A really good example is if you sat there
and you said, “I think we should buy British as our
contribution towards these issues” –

Q117 Mark Pritchard: All things being equal.
Dr Knight: Yes, but DFID would say the opposite
and if I am the CSI director in a made up example of
a major retailer and I want to do what is right and
what reflects the opinion of Government, I am
getting two very, very diVerent opinions here from
the leaders of my country. This is where your
statement has actually helped, where Government
has not quite gone as far as it could do, which is, can
you tell me what the right answer is because diVerent
departments give me a diVerent view, you know,
“The Government view is X?”

Q118 Mark Pritchard: I think you are absolutely
right. Once we have a Government definition, that is
the starting point and I am glad we have had this
exchange. Terminology is important and the
confusion over terminology in government is
sometimes helpful for any government not to take
action on a particular issue because everybody is
into departmental discussion about what does this
term mean. I just wondered whether, talking about
poverty, perhaps two out of the four categories you
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have mentioned really do not come under an
environmental label but actually come under an
ethical label. So if you have, I do not know, a
numerical system of one to five on ethical which
would include poverty and would include some of
the other issues you have mentioned rather than just
the environment, that might be more attractive to
the consumer, where perhaps there is a bit of
environmental fatigue at the moment. I heard the
Chairman mention the word “convert” and there is
a touch of religion about the whole environmental
movement at the moment and I think it might lose
some people, but if it is a wider ethical issue so that
you know when you are buying, let us say, that
chocolate that it is number three on the ethical code
of one to five, and we know through t.v. advertising
and in schools that this is the defined Government
labelling system, I know that when I buy that
chocolate I am actually helping a poor person as well
as helping the environment.
Dr Knight: I think what the road mapping approach
helps us to do and what that says is that you actually
pick what is the critical issue for that particular
product. I think it is fair to say that, with chocolate,
high up on that list of the big issues will be label
standard ethical-related issues, but for other
products like fish and fisheries it actually is an
environmental issue. So what we keep saying in this
sort of work is, what is the big issue for your
particular product? I think the other issue as well is
that we also have to accept there is no clear
diVerence between, in many cases, environmental
issues and social issues. Palm oil and the destruction
of the Rainforest, be it for garden benches at B&Q
or palm oil in soap powder, is as much an ethical and
social impact as it is an environmental impact.

Q119 Jo Swinson: It is interesting to explore this
slightly in terms that obviously you are here from the
Sustainable Development Commission and we are
doing an inquiry into environmental labelling, but
actually the Sustainable Development Commission
is much wider than just the environment and
perhaps it sounds, in terms of the way this place
works, as if it is the Environmental Audit
Committee, but I am actually with you in thinking
that sustainability is much wider than just the
environment. To come back to the issue of labelling,
even if there could be some vision which is created
and then there is a variety of things done to try and
achieve that vision, one of which might be labelling,
what is your view of the issue that you could have a
label which might help somebody to decide within a
product category which carrots to buy, which beef to
buy, which would be the more sustainable option? Is
there not also an element of the fact that between
product categories there are diVerences in terms of
sustainability, for example eating the amount of
meat that we currently do is probably in itself less
sustainable, so it is not just about choosing the best
beef? How do we address those issues?
Dr Knight: It is not going to be as straightforward as
a consumer-facing label and where you are drifting
to with your questioning is how do we prompt a
dialogue and debate about lifestyles and the

lifestyles people choose to lead. That is a far more
complicated, bigger debate, and I think there are
some things where public policy can certainly help.
Public policy can be engineered to get people on
trains more than on domestic flights. Businesses can
make it easier for you to walk to the shops as
opposed to driving to the shops. There are lots of
things we can do, but what we actually need to have
is a proper conversation with the public about their
lifestyles and the impact they have. I think where you
are going to is far more interesting territory because
if we believe the narrative in what the SDC is saying
then actually retailers have a very, very big role in
oVering products made in a far more sustainable
way and choice editing out (like the FSC, starting
with B&Q) of unsustainable products then this
clarifies and crystallises where we have to have a
debate with consumers about the decisions they are
making. Car engine oil is a great example. There is
not much you can do to make car engine oil much
greener. The real environmental impact with that is
pouring it down the drain instead of taking it to your
local proper safe disposal site. The only way we are
going to crack that, because it is a behavioural issue,
is by having a conversation. That could be a label,
but it would probably be something deeper. Then
you get into the complexities about your diet,
working from home, where you choose to work, how
you choose to work. When we were writing “I will if
you will” we had a dialogue with 100 people, Ds and
Cs and that horrible marketing bracket, and we
edited out of those people who said they were
“green”, so we were talking to the non-converted.
The first day we just talked to them about what
matters to them in their lives, and it is no surprise,
the house, the car, the family, holidays, that sort of
stuV. The next day we told them who we were and
then we did a 40 minute state of the planet sort of Al
Gore type speech, but not just climate change,
everything, and they were really, really horrified
about the sorts of issues which were unfolding in the
Amazon and all that sort of stuV. They said, “If it
really is that bad, we expect business and
Government to show more leadership and make
bolder decisions, make bolder policies, and we will
actually embrace them if we know that everybody
else is going to do the same thing as well,” hence the
title “I will if you will.” What they were saying was,
“Stop giving us all these choices. Educate us on
where we have to make the choice, but on things
where it is hard for us to make the choice we expect
business and public policy to make those decisions
for us.”

Q120 Mark Pritchard: Carbon labelling you
touched on earlier as a carbon label sceptic, perhaps,
saying it only plays a part. I just wondered whether
you could elaborate a little more on your concerns,
which I think I probably agree with actually.
Dr Knight: There are several and the first one is in
rejecting a consumer-facing carbon label I am not
rejecting the concept of carbon footprinting. I think
the concept of anybody in the supply chain knowing
where the carbon peak is, so we know with dairy
products it is to do with what happens in the fields
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and with things like coke and beer, where I have had
some exposure, it is the making of a bottle or a can.
That is really useful management information for
you to make a decision about where you reduce your
carbon footprint. But giving consumers a number
worries me and it worries me on several levels. The
first one is that the methodology is still not thought
through enough. For example, the label out there at
the moment stops when the product arrives on the
retailer’s shelf, which is not its true embedded
carbon footprint. So if you look at a potato, the
carbon footprint is when you actually put it in the
oven. Also, if you put ten potatoes in an oven the
carbon footprint per potato is going to be lower than
if you put one potato in the oven, and you can do
diVerent things with that potato. So the carbon
footprint varies dramatically on how you process it.
Another example which is actually going to happen
in the marketplace next year is that one of the
leading UK peat producers has put a carbon label on
it. He came to me, because I do some advisory work
for Wyevale Garden Centres, very proud that they
are going to be the first garden media producers to
have a carbon label on their products. I said, “How
is it calculated?” It is peat from the ground up to the
delivery to the garden centres. When you put peat in
a pot or in your garden it starts to decay because peat
is a fossil fuel. It is the first stage of coal. The carbon
footprint of the decay of peat, which is inevitable
once you have opened the bag, is four times higher
than the distribution carbon footprint. So the
number—and it is one of these oYcial carbon
labels—is four times inaccurate, so it is actually
giving the consumer the wrong information. With
something as straightforward as a patio heater, that
carbon label would be the manufacturing and
delivery of that patio heater to B&Q, not the use,
and we all know the story about how bad patio
heaters are once you turn them on. So there is that
issue. Then also I think there is the issue of double,
treble, quadruple accounting, so the carbon
footprint of a washing machine, the carbon
footprint of clothes, the carbon footprint of the
detergent are all going on, so actually you are giving
customers very confusing information. Also, the
other thing is that it is retailers imposing on the
customer to make the choice, “We expect you to buy
this bag of crisps because it is 75 as opposed to our
competitor’s which is 86.” All the research we have
done in the SDC shows that actually that sort of
information should be used by the retailer to edit out
unsustainable choices. It is almost this sort of notion
that “We exist to give customers information and
they then make the choice,” as opposed to, “We
should be making those choices on behalf of our
customers.”

Q121 Mark Pritchard: On the carbon footprint
point—and I agree with you on that—do you agree
with me that we should have clearer labelling on
where a particular product is sourced rather than
where it is packaged? At the moment there is
definitely a sleight of hand on some products where
people say they think they are buying British when
in fact it was just packaged when it arrived in port.

Dr Knight: I agree with where you are coming from.
I think there might need to be more thought on what
we actually mean by where it is sourced versus where
it is packaged because it is complicated. Products go
backwards and forwards. I remember a garden
bench at B&Q made from timber grown in Brazil,
which was manufactured in China and finally
packed in the UK. I think there are some really
practical issues about what we actually mean by
where a product is sourced versus where it is
actually made.

Q122 Mark Pritchard: But the traceability of the
carbon footprint would not be beyond the wit of
people in Defra?
Dr Knight: No, I think we need to think through a
bit more than that, because the distance of transport
is not actually directly related to its carbon
footprint. It is the method of transport and how
eYcient that transport is. Air freighting ten garden
benches is very, very high carbon intensive; putting
600 in one container and putting them on a slow-
moving ship would have a lower carbon footprint
even if the actual distance was a lot higher.

Q123 Mark Pritchard: But irrespective of whether it
is on a ship or on a plane and whether the ship or the
plane goes 1,000 or 3,000 miles, there is a carbon
footprint which could be traced?
Dr Knight: Yes, but if your label said that this
product comes from France and this one comes from
China, the implication is that the Chinese footprint
would have a higher carbon footprint than the
French garden bench.

Q124 Mark Pritchard: No, I am talking about the
cumulative total carbon footprint so that the
consumer knows.
Dr Knight: The answer is still the same. The Chinese
product might actually have a much lower carbon
footprint and also the manufacturing process might
be a lot better, because what you are saying in that
statement is that the highest carbon footprint is
always the transport of the product, and in many
cases it is not.

Q125 Mark Pritchard: No, I am saying that there
should be a total carbon footprint statement, if you
like, and transport will be part of that by definition,
whether it be small, large, by air or by sea.
Dr Knight: I am sort of agreeing with you, I just
think the execution needs a bit more finessing
because the confusion is if I am in a shop, or I am the
beer buyer for Tesco, so what? Is this good or is this
bad? All the labels which have worked in the
marketplace, be it the graded energy on fridges
where red and orange is clearly bad and you go up
the grading scale and green and yellow is clearly
better. FSC is clearly good because it is a pass/fail
criteria. The problem with saying China and a
carbon footprint of X is that I do not know if that is
good or bad.
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Q126 Chairman: That has been very enlightening in
terms of the Sub-Committee and carbon labelling
and it is clearly a complex issue and it is how we
balance all of these things.

Memorandum submitted by Tesco

1. Introduction

1.1 We are grateful for the opportunity to submit written evidence to the Environmental Audit
Committee’s inquiry into environmental labelling. By way of response to the questions set out in the
inquiry’s terms of reference, we set out below what we see as the fundamental principles that should underpin
a successful system of environmental labelling.

2. The Power of Consumers

2.1 Consumers have a fundamental role to play in tackling climate change and responding to other
environmental challenges. In the case of climate change, this is because they control around half the
emissions through their own actions and because, properly empowered in a dynamic market, they will
stimulate business to innovate low-carbon products and services. The same applies to other environmental
challenges.

2.2 The huge growth in sales of organic food is testimony to the fact that people will make greener choices
if we give them the right information, opportunity and incentive. By expanding our range and promoting
organic products through green Clubcard points and point of sale information, buying organic has become
much more mainstream, with one in three customers putting at least one organic item in their trolley. We
now have over 1,200 own brand organic products and our organics business is growing twice as fast as our
main food business.

3. Consumers want Information on the Environmental Impact of Products

3.1 Our customers are increasingly aware of green issues and tell us they want our help to do more in the
fight against climate change. Some 71% of consumers think they are not doing all they could to tackle climate
change and one in three claim simply not to know enough about what they could do to help stop global
warming.21

3.2. They tell us that one of the barriers to going green is a lack of information about what they can do.

3.3. Our research shows that customers would welcome clear information and labelling on the
environmental impact of products, with over half saying more information would help them make greener
lifestyle choices.

4. Information Empowers Customers to Act

4.1. Information is a powerful tool in driving behaviour change, empowering individuals to take action.

4.2. Our experience with nutritional labelling shows that giving customers the right information is the
best way to get them to change their behaviour.

4.3. Nutritional labelling provides a powerful example of what might be achieved with eVective, specific
and targeted environmental labelling. By moving the nutritional advice from a small, mathematically-
complex box on the back, to a simple Guideline Daily Amount key on the front, we saw sales swing
dramatically. For example, prawn mayonnaise sandwiches saw a sudden drop in sales while those of the
healthy living alternative increased. In the eight weeks following the introduction of front of pack GDA
labelling on a frozen beef stroganoV ready meal (salt GDA 46%) sales fell by 46% as customers shifted to
healthier alternatives. These sales patterns also led to rapid product reformulation; if a manufacturer was
able to remove salt, fat and calories from their product, it was in their interest to do so. In fact, as a result
of this reformulation, over the past 12 months salt levels have been reduced in over 500 products.

21 Penn, Schoen & Berland Associates, November 2006.

Dr Knight: It is, yes.
Chairman: Can I thank you for coming along. It has
been a useful start to our afternoon session. Thank
you very much indeed.
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5. The Role of Government is to Help Empower Consumers

5.1. Government should recognise the potential for consumers, properly empowered, to deliver change
and support businesses in helping consumers make green choices.

5.2. This will be more eVective than regulating for change which risks introducing ineYciencies into the
market and stifling consumer action.

5.3. In terms of environmental labels, we believe that the role of government should not be to impose
any particular model but, where necessary, to facilitate their development and to ensure that the claims are
verifiable and robust.

6. Labelling should be Simple, Informative and not Misleading

6.1. In order for a label to be eVective, the information it provides must be clear, concise and easy to
understand.

6.2. The success of a labelling scheme will depend upon customers’ ability to understand and feel
comfortable using the labels. Labels should focus on information that is easy to understand and apply and
should not overwhelm consumers with excessive data.

6.3. It is for this reason that we do not believe a single environmental label is the right approach. This
risks being overly-complicated, not only to agree and develop but more importantly to present, and of
therefore having limited impact in driving behaviour change.

7. Labelling is only Part of the Solution, Education and Incentives also have a Vital Role to Play

7.1. Labelling can be a powerful tool for customers but not on its own. It must be supported by education
to help customers make proper use of the information.

7.2. Our front of pack nutritional labelling has enabled customers to make healthier choices but the
information we gave our customers in store, through leaflets and online empowered them to use the
information on the labels eVectively.

7.3. Information and education must also be accompanied by incentives to make greener choices more
attractive as we know these can play a powerful role in changing customer behaviour. For example, by giving
our customers green Clubcard points for every carrier bag that they do not use, we have saved over one
billion bags. Similarly by halving the price of energy eYcient bulbs we have quadrupled their sales. We have
also just launched a new interactive website for customers called Greener Living. This is designed to be a
fun and informative way to help our customers be greener and will be followed early next year with a new
Greener Living range including products like energy-saving light bulbs, recycled bin liners and an energy-
saving eco-kettle.

8. Carbon Labelling

8.1. We believe the biggest public policy challenge we face is that of climate change and that clear
information about the carbon cost of the products will enable customers to make eVective green choices.

8.2. Customers want us to develop ways to take complicated carbon calculations and present them
simply.

8.3. We are therefore working to develop a universally accepted and commonly understood measure of
the carbon footprint of every product we sell. This will allow customers to compare the carbon footprints
of products as easily as they compare price.

8.4. We will be working with the Carbon Trust to measure the carbon footprints of 30 of our own brand
products taken from a range of categories including tomatoes, orange juice, potatoes, light bulbs and
detergents.

8.5. This will bring us a step closer to providing the type of information customers need to make greener
choices based on good science. Mapping the carbon footprint of these products will yield invaluable data
that will benefit all those retailers and producers who are working towards combating climate change. It will
also give us important information on how measurement can work in a simple, cost eVective way when
applied to a wide range of products.

8.6. We do, however, recognise that it will take time to create a commonly accepted and universally
understood carbon labelling programme. As an interim measure we have therefore put an aeroplane symbol
on all air-freighted products. We appreciate that food miles are a crude measure and that a product grown
abroad and flown here may have no higher carbon footprint than a product grown out of season in a heated
greenhouse in Europe. However, air freighting is generally deemed as having a detrimental impact on the
environment and the label is therefore an important first step in arming consumers with the information they
need to make greener choices. We are also reducing our reliance on air transport overall by restricting it to
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less than 1% of our products. That said, there is clearly a strong international development case for trading
with developing countries. Therefore, within this 1 per cent there will be a bias in favour of developing
countries.

October 2007

Witness: Mr David North, Community and Government Director, Tesco, gave evidence.

Chairman: Could I welcome you, Mr North, and I
am greatly relieved that you have not been stuck in
too much traYc before arriving here this afternoon.
Thank you very much indeed, to you and Tesco, for
contributing to our inquiry.
Mark Pritchard: If I may, Chairman, I just want to
declare an interest. I actually know Mr North
personally and I wanted to put that on the record.

Q127 Chairman: Which does not mean that you will
be excused from any questioning from my colleague
on my right at all. If we could just begin by, as well
as welcoming you, asking you about the own brand
products which you have in store and asking you
about the standard you have got and what your
current policy is in respect of environmental
labelling.
Mr North: Thank you. In terms of own brand
products the standard we apply to our produce, that
is fruit and vegetables, is our Nature’s Choice
system. We have been applying this system since the
beginning of the 1990s, and it involves a series of
environmental criteria, health and safety criteria and
safety of the worker criteria. That, if you like, is a
base standard which we set across our produce
ranges. Beyond that, what you will then see in our
stores is an organic brand, Fairtrade brands on some
products, and cooperation with other bodies in
respect of other products. In terms of environmental
labelling in general, we very much welcome this
inquiry and the opportunity to give evidence.
Environmental labelling is an important issue
because, as you were probing with Dr Knight, it
opens the way to consider the extent to which
business and the consumer can help and contribute
towards what we have called achieving a revolution
in “green” consumption, turning the “green”
movement into a mass movement in “green”
consumption. The caution I would give on that is
that environmental labelling is one of the tools in the
armoury through which that can be achieved; it is
not the only tool. As again you were probing with Dr
Knight, there are those issues which a business needs
to address itself as part of that eVort. There are other
means of empowering consumers apart from
environmental labelling and there are things which
Government can do, including working with
business to inform and empower consumers.

Q128 Chairman: So in a nutshell what do you hope
your own range of labels will actually achieve?
Mr North: I think diVerent things for diVerent
labels. I think above all the labels will stand the
Tesco brand, as would be the case of any brand of
any business. What that should convey to the
customer is a sense that what they are buying is

reliable, has been purchased under conditions which
are ethically sound and honest and in the case of
products like fruit and vegetables, or other
agricultural commodities, are produced to an
environmental standard which we can stand by.
Above that, what we communicate to customers
would be a series of rather more defined objectives,
so in the case of customers who want organic
products those should be clearly defined, labelled
and then merchandised as being organic and they
should conform to organic standards. The same for
Fairtrade, et cetera.

Q129 Chairman: Okay. Thank you. Can I ask you as
well in terms of Tesco’s standard what your standard
oVers above and beyond the Farm Assurance
schemes which are already there like, for example,
the Red Tractor?
Mr North: The Red Tractor again I think is another
attempt at a base standard. I would say that if you
looked at our Nature’s Choice scheme you will see
some standards which are in common—I do not
have the detailed comparison in front of me—and
some which will be diVerent. What they have in
common, I think, is that in both cases they define a
really basic standard which we expect to be achieved
across the range. I think it is interesting that if we
look at our Nature’s Choice scheme and then look at
the Red Tractor, I am not sure you would say that
either of those set out as their objective that of
marketing a product to the consumer on the basis of
any specific claim. So they have that in common, but
I think they are striking at the same thing, which is
a standard by which customers can feel assured.

Q130 Chairman: When you say you have got a
standard by which customers can feel assured, if you
perhaps looked back at some of the early Trading
Standards legislation, and so on, it was very much a
kind of situation whereby you were able to verify
what you bought. It was a way of actually verifying
the standards in that respect. I am really interested
because your website says that something over
12,000 producers from over 60 countries are
registered with the Nature’s Choice scheme and are
working towards meeting its standards. What does
“working towards” mean and how verifiable is that,
and how do you go about measuring whether or not
those standards you are laying down for Nature’s
Choice have actually been met by all the 12,000
producers? What kind of audit arrangements do you
have within Tesco for verifying that?
Mr North: To be clear, the audits are not done within
Tesco, they are done by independent third party
auditors on our behalf. What they have is a set of
environmental and other criteria.
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Q131 Chairman: You say they are not done by
Tesco, they are done on your behalf, so is that a sort
of policy decision not to be responsible for those
standards but to outsource it, as it were?
Mr North: It is generally the case, I think, that where
you want something to be audited in an area like this
there is a virtue in having those audited
independently on behalf of the business. That would
be true if we were talking about ethical auditing or
whatever. Generally speaking, people will say that is
the right approach because it avoids a conflict of
interest within the business. The number of growers
we have who are registered with Nature’s Choice is
around 14,000, so it is a bit higher than the 12,000
you quoted. The audits we have carried out, I think
the latest number I have seen is about 3,400 and that
is over about 60 countries supplying the Tesco
business in the UK.1 What they audit is a set of
criteria, again which I am very happy to send to the
Sub-Committee.

Q132 Chairman: I think we would be very interested
to receive that actually.
Mr North: I would be very happy to do that. Broadly
speaking, those focus on, for example, the rational
use of pesticides, other plant protection products,
fertilizers and manures. They focus on pollution
prevention and control on the supplying farms. They
focus on the protection of human health, for
example in respect of people coming into or
preferably not coming into contact with pesticides,
the use of energy, water, other natural resources in
producing the product, recycling because we want to
limit and reduce the amount of waste material which
is a by-product of production, and then wildlife and
landscape conservation, but I can send the
Committee the details.

Q133 Chairman: How many suppliers would you say
have met those standards? Do you know?
Mr North: Sorry, I failed to answer the question on
what we meant, and again I will give you the detailed
breakdown because I do not have that in front of me.
What working towards a standard refers to is that in
some cases newer suppliers will take time to reach
the standard we have set under Nature’s Choice.
There is also a judgment to be made, if somebody
does not meet a standard, as to whether you simply
cut them oV and say, “You will no longer supply the
business,” or whether you try and work with them to
help them meet that standard, again over a specified
period of time, but I would have to give you the
detailed numbers.2

1 Note bywitness:SinceApril 2004whenwebegan rolling out
Nature’s Choice internationally to all those supplying our
UK business worldwide we have conducted 8,000 audits a
year (3,400 direct farm audits and a further 4,600 audits of
co-operative farms).

2 Note by witness: All of our suppliers have to meet the
minimum standard but there is a five per cent tolerance in
the first year in order to enable us to take on new suppliers.
These growers must be up to standard within one year of
supplying us. We look to work with and support those
smaller suppliers who fail to meet the minimum standard.

Q134 Chairman: That would be helpful. Do you
have a deadline as well by when you would expect all
those registered suppliers to be meeting that
standard?
Mr North: The majority of our producers will meet
the standard. The question of a deadline I think is
something which has to be worked on an individual
basis because it will depend on the circumstances of
the producer as to what timescale they can meet the
standard by.

Q135 Mark Pritchard: When was the Nature’s
Choice scheme introduced, Mr North?
Mr North: 1991.

Q136 Mark Pritchard: Perhaps I have missed
something, but since 1991 only 20% of your
suppliers have actually been audited?
Mr North: To be honest, I would have to check over
what time limit the 3,400 figure has been applied, so
I do not think I would say that only 20 per cent have
been audited.3

Mark Pritchard: Okay. Thank you.

Q137 Chairman: With our previous witness we were
interested as well in how much information
consumers are actually asking for about labels. Do
you, in your experience, find that consumers have
anything more than a vague idea of what your label
stands for and if they do not have that, do you see
that as a problem?
Mr North: If we are talking about Nature’s Choice,
Nature’s Choice is something we apply as a base
standard, so by and large that is not something we
seek to market to customers, so I do not think we
would use the measurement of Nature’s Choice as a
measure of customer interest in environmental
issues.

Q138 Chairman: Do you think consumers are just
satisfied by any old label?
Mr North: No. What we have been detecting for, I
think, a number of years but much more so over the
past year or two, is an enormous increase in
customer interest in environmental issues,
particularly around climate change and around
waste. What customers say about that is that they
want help to exercise their desire to be more “green”
in their purchasing choice or in their behaviour.
Labelling is one aspect of trying to empower
customers to exercise that choice, but there are other
ways of achieving it as well. So customers tell us that
the barrier to them exercising more “green” choice is
first of all price or the perception that the “green”
choice is more expensive. Secondly, information, of
which labelling can be one aspect but is not the only
aspect because it is also about what people are
taught in schools, what they read in the media, what
information they can receive from retailers, et cetera.
Then the third aspect is a slightly more diYcult one
to address, which is often a sense that the individual
is powerless in the face of very large challenges and
problems like climate change and trying to explain

3 Note by witness: See footnote 1. Since the scheme began we
have conducted in excess of 45,000 audits.
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to consumers over time that their individual actions
can make a diVerence in aggregate is something we
have established as a priority.

Q139 Chairman: In looking at where the demand for
information and labelling is coming from, would
you see it coming more from the consumers or from
suppliers?
Mr North: I think it is quite a diYcult question to
answer because it is slightly artificial, I think, to put
a group of consumers into a room and say, “What is
your demand for labelling?” because I do not think
they tend to see it necessarily in those terms. They
will say, “We have a broader desire to lead greener
lives and we need your help to do so. You then need
to help us through the various ways of doing it.”
What customers say in terms of environmental
labelling is that they do not want too many diVerent
labels. They want labels which are clear. They want
them to be honest in what they claim, but they also
want to understand the claim very clearly and
readily. So if you take, for example, organics, it is a
great success because people broadly speaking
understand what an organic label means, and the
same broadly is true of Fairtrade. Some other ones,
which I probably will not mention, I think struggle
to communicate what they are actually seeking to
communicate.

Q140 Chairman: Just finally from me now, we heard
from a previous witness for Marks & Spencer about
the proliferation of diVerent environmental labels
and I am just wondering whether or not Tesco is
currently working with independent labelling bodies
either in terms of your own brand products or
generally supporting other brands in your store and
what kind of current debate is going on with them?
Mr North: I think there are two parts to that
question, if I may. First of all, is proliferation a
danger? I think it probably is, although I think the
route towards helping people lead greener lifestyles
lies in choice rather than the restriction of choice,
and therefore I think you will inevitably have some
proliferation. On the second part of your question,
are we working with other organisations on this
issue, including on the issue of labelling, the answer
is, yes. We have had a long relationship with the
Fairtrade foundation, the Marine Stewardship
Council, the Forestry Sustainability Commission,
the Soil Association, the Energy Saving Trust, more
recently the Carbon Trust, the Woodland Trust, et
cetera, so with a number of bodies to diVering
degrees.
Chairman: Thank you.

Q141 Mark Pritchard: I was going to ask you a
Christmas question and digress. We have been
bombarded with emails this week. Is it true that
Tesco staV have been banned from singing
Christmas carols in Tesco’s stores because Tesco are
too mean to pay the £80 radio licence which
accompanied the singers in your stores, because
several stores apparently have said they cannot have
Christmas carol singers? Is that the position of
Tesco?

Mr North: I was not aware of that claim, so I suspect
it is not true, but I would need to check the details.
Mark Pritchard: Okay, that is fine. Thanks, Mr
North. You were not expecting that one, but we have
had some emails in the last couple of days.

Q142 Chairman: From now on Mr Pritchard will not
stray oV the remit!
Mr North: If I may, I think there do tend to be these
stories and they tend not to be true, or where they
have a grain of truth it is usually some way removed
from how that claim eventually appears.

Q143 Mark Pritchard: But if it were to be true,
would that be something that would concern you?
Mr North: If it were to be true, it would soon not be
true, I think it is fair to say!
Mark Pritchard: Wonderful.
Chairman: Thank you very much.

Q144 Mark Pritchard: Okay. Great. I sound like the
Prime Minister! Thank you. I have completely lost
my way now. On cooperation between
supermarkets—and I do not think Tesco necessarily
were involved in the latest cooperation between
supermarkets on milk prices for example, but given
that supermarkets do cooperate on a wide range of
issues do you think a more constructive type of
cooperation would be working together on some
sort of labelling system, because the choice, as you
know, Mr North, will be that if business does not
step up to the mark then Government may well
impose it at a later date?
Mr North: I do agree with that. Having said that,
there is a high degree of cooperation, for example on
the issue on which you closed with Dr Knight, which
is the question of whether there should be a carbon
label on products and what that label should look
like. I think that is a very good example of
cooperation across the sector. Even if we disagree on
what the final approach might be, we are talking
about it, whether that is under the auspices of Defra
or BSI, or the Carbon Trust, or indeed we have
organised our own seminars. We had a two day
seminar in Oxford with some of our competitors and
NGOs over the summer. Another example would be
recycling labelling, or labelling of whether a
packaging product can be recycled, cannot be
recycled because it is simply the wrong material, or
somewhere in the middle where you need to check
with your local authority. That is something I am
pleased that retailers have got together on under the
auspices of the British Retail Consortium. In this
case we then went along to WRAP and said, “Can
you help us on this?” and they have helped us, and
we went to Defra and said, “We think this is the right
approach. It is a responsible approach on the part of
retailers and we would like you to help us with it.”

Q145 Mark Pritchard: You mentioned the
proliferation of labelling. Perhaps what was a
concern is evident. Would you support a single
sustainable labelling scheme for, for example, food
retail products?
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Mr North: I think the short answer to that is
probably not, although it would depend on what it
looked like. I think I would see more dangers than I
would see benefits.

Q146 Mark Pritchard: Can I probe a little more?
Given that you think there is a danger of
proliferation, which concerns you, but you also do
not want a single label, where do you fit in between
that? How many?
Mr North: Why do I believe there is a danger of
proliferation? Because the purpose of a label in an
environmental area, or in any other area, is to
inform the customer such that they are empowered
to make a choice. If there are too many, then what
“too many” means is that they are no longer
informing and therefore empowering the customer.
As I think I said to the Chairman, there will always
be a risk of proliferation where you have choice
driving change in the marketplace, which I believe is
the right approach. In the end, customers will decide
and you will have some labels which are eVective and
some which are not. The diYculty, I think, with a
single label is a diVerent one, which is the question
of what it would seek to communicate to the
customer and I think to try and envelope a whole
series of diVerent issues into one single claim would
give rise to confusion.

Q147 Mark Pritchard: You understand the point I
am making with proliferation. Is it three labels, four
labels? Where do you stop? Do you agree with Dr
Knight that the fish label, for example, sustainable
fishing, et cetera, has actually worked well? You
perhaps suggest that it has not, I do not know?
Mr North: No. I think if you take an issue like fish
sustainability or like carbon labelling, if you can
communicate the issue you are seeking to
communicate then I think there can be a merit in
trying to bring labels together so that customers can
understand clearly what it is you are communicating
to them.

Q148 Mark Pritchard: I am still not clear. You are
not for proliferation but you are not for a single
label, which leads me on to my next point. Is there
not a danger that Government and indeed
consumers might feel that not necessarily just Tesco
but that all major food retailers are deliberately
hiding behind the confusion, the helpful confusion
of consumes when they go into a supermarket? They
are not quite sure, so in fact your sustainable agenda
is not being driven because Tesco is the good
corporate citizen or is altruistic or is having the
Christmas cheer, it is actually being driven by
consumers but driven very slowly because
consumers are confused, so it is convenient to have
that confusion?
Mr North: I am not sure, with respect, that I would
agree that there was confusion. How would I square
the problem of proliferation with clarity of labelling?
I will take the example of organics, where in fact
there are a number of diVerent labels but broadly
speaking people understand those to be organic. If
you end up with the clarity of the organic label what

you end up with over time is the ability on the part
of a retailer like Tesco to communicate clearly to our
customers. What we have then achieved as a result
of making sure that labelling is clear, making sure
that we have got the right products and put them in
the right place in the store is an increase in sales to
customers of about 40 per cent over the past year or
two years, which is a huge increase in sales, but that
increase is driven by clarity and is driven by
communication. My diYculty with a single label is
not around it being the obverse of proliferation, it is
actually around what it is one would seek to
communicate through a single label. Would it be
climate change, would it be sustainable sourcing,
would it be ethical sourcing, or what? If you try and
wrap those together you could end up with
confusion.

Q149 Mark Pritchard: Given that you used the word
“could” there and given that you have no objection
in principle to skeleton argument single label, what
action, what discussions are you having with
Government and/or competitors to try and agree a
way forward on single labelling given the absence of
any discussions might bring about single labelling
anyway but you would have had no input into it?
Mr North: I would be surprised if the absence of
discussions led to a single environmental label. That
would not be our preferred approach. If
Government was to indicate that it wanted a serious
set of discussions around a single label, of course we
would take part in that.

Q150 Mark Pritchard: Right, but it is not something
where, even though you have no objection in
principle, you would want it necessarily put on the
Government’s agenda?
Mr North: No, because I think it is important to
understand, at least from our point of view, that
environmental labelling is not an end in itself, it is
actually a means to communicate to and to empower
customers to purchase products. Simply putting
something on a label does not achieve anything
unless the customer then buys that product. That
then has got to be a very sober and serious question
about whether the label communicates to the
customer.

Q151 Mark Pritchard: On that important point of
customer/consumer education, does Tesco have any
plans as part of your t.v. advertising, apart from
wanting to sell more products through celebrity
endorsement, etcetera, to have celerity endorsement
or any other type of t.v. advertising to underline and
educate people on sustainable issues?
Mr North: Advertising is another part of the
armoury of educating and empowering customers
and we have used it. The reason I am hesitating is
because I am remembering our most recent
advertisements. We have done two lots recently that
I can think of. First of all, we did some, I think, quite
good television adverts on what we call our “local
choice” milk brand, which is part of a package of
measures whereby we moved away from purchasing
milk through the processors and into a set of direct



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

Processed: 18-03-2009 02:15:51 Page Layout: COENEW [O] PPSysB Job: 400045 Unit: PAG1

Environmental Audit Committee: Evidence Ev 49

12 December 2007 Mr North

contracts, and included launching branded milk on
a local county or regional basis. That is something
on which we had quite a big television advertising
campaign. We have also recently had a television
advertising campaign on reusing carrier bags and
getting a Clubcard point for every carrier bag you
reuse rather than taking a new one. Both of those
had celebrity participation, whether or not I would
call it celebrity endorsement. Martin Clunes was in
the milk adverts and various people were in the
adverts on reusing carrier bags. So it is an important
part of the armoury.
Mark Pritchard: Thank you.

Q152 Jo Swinson: We had, as you know, evidence
from Marks & Spencer at our last evidence session
and they were telling us very much about the concept
which also the Sustainable Development
Commission mentioned of choice editing across
their entire range, that they are making these choices
for consumers, which as I understand it Tesco does
to a certain extent with Nature’s Choice in fruit and
vegetables, where everything is presumably meeting
that standard. Correct me if I have got that wrong.
Is it a problem because you do not control the supply
chain of the rest of the lines, because obviously you
are not just selling own brand products, you are not
able to do that choice editing to quite the same
extent?
Mr North: I do not think it is a problem because
everything that we sell in our stores should meet a set
of criteria. In some cases that will be underpinned by
a manufacturer rather than by Tesco itself, but each
of those will have a basis. In terms of choice editing,
my understanding of the term is that it is generally
used in a slightly diVerent way, which is whether we
would deliberately decide not to sell products on the
basis of an environmental concern or on the basis of
an ethical or a sustainability concern. It is a diYcult
area. It is the case that I think retailers, including
Tesco, do exercise choice editing on a sparing basis.
An example would be fish sustainability, to take
probably the most obvious one. As a general
approach we believe that choice properly
empowered on the part of consumers is actually a
better, more rapid and more sustainable route
towards sustainability than choice editing, because
choice editing, restricting choice, risks having
perverse eVects, for example not communicating
with customers. Why? Because you are restricting
their choice.

Q153 Jo Swinson: Would most customers notice?
Mr North: It depends what the product is. For
example, we have supported the Government’s
ambition of ending the use of incandescent light
bulbs by the Government’s target date. There are
those who would ask us to do that today. The
diYcult choice we have got there is that I think we
have got a large body of customers who would
notice, either because notwithstanding the fact that
we have halved the price of our energy saving light
bulbs there is a price diVerential between an energy
saving bulb and an incandescent bulb, and because
also there are fixtures and fittings in people’s homes

which do not take the standard fitting of energy
saving light bulbs. The problem there is that they
would notice. If you do not communicate it to them,
then they either stand confused or they will have to
seek the product which you have choice edited
elsewhere.

Q154 Jo Swinson: But as regards things meeting
certain environmental standards, that is what you do
with fruit and vegetables. You cannot walk into
Tesco and buy something which does not meet this
Nature’s Choice standard, is that right?
Mr North: Yes.

Q155 Jo Swinson: So it is something you already do
to an extent. How do you use your influence? We are
always reading in the newspapers about how Tesco
has a huge economic influence within supply chains
and has this great muscle. How do you use that to
encourage manufacturers to increase the level of
their environmental standards? Do you do that?
Mr North: We do. Those end up being cooperative
conversations not directions, by and large. I was
reading this morning that the Secretary-General of
the United Nations had defined climate change as
being the single most important challenge of the age,
so I think it is no surprise that a lot of our
conversations at the moment with our suppliers,
some of them big, some of them smaller, are about
how it is we can work together to reduce our carbon
footprint and to help reduce the carbon footprints of
our consumers. Those conversations within Tesco
and with our suppliers are taking place daily and
there will be several of those taking place each day,
whether they are about reducing waste, or
reformulation, or whatever.

Q156 Jo Swinson: What percentage of the products
you sell are own brand, roughly?
Mr North: I think if you roughly split it on a sort of
50:50 basis you would not be too far oV.

Q157 Jo Swinson: So how much eVort do you put
into those discussions with suppliers, or indeed
especially perhaps with the huge Unilever and
Proctor & Gamble versus the amount of eVort which
goes into improving the environmental credentials
of your own brand product?
Mr North: If I may, I just have a point of
clarification there, which is that our own brand
suppliers will be producing products that will have
the Tesco label on them but by and large they will be
independent manufacturers, so the distinction you
draw is slightly less pointed than it might seem to be.

Q158 Jo Swinson: But with your own brand goods
you are getting to decide on those standards, so how
much do you focus on raising those standards versus
the standards that you are not getting to decide on
to the same extent, because the way in which a
packet of Kelloggs cornflakes is produced is not up
to Tesco, whereas the way in which a packet of your
own brand of cornflakes is up to you?
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Mr North: I think in a properly functioning
competitive market you will find that those two
processes happen much closer together. Again, if I
may, listening to the end of the previous session you
had on carbon labelling, it is something that I think
would happen over time, which is why we do favour
carbon labelling. We do favour the search for a
carbon label rather than thinking it is not the right
approach. The best parallel I can probably draw is
on nutritional labelling, which I know is not an
environmental issue, but what we have put on our
nutritional labels is the percentage of the guideline
daily amount of the five nutrients. What that has
done, apart from driving changes in customer
behaviour, is that it has driven quite a large degree
of reformulation up the supply chain. That is both in
respect of own label products and in respect of
branded products, particularly those branded
manufacturers who use the same system as us, but
you will see it extending beyond that level. So in a
competitive market if you are confident, as we are,
that customers want to lead healthier lives or want
to lead greener lives, then you will see that change
driven both through own brand and branded
products.

Q159 Jo Swinson: Just on that point, if there is a sort
of Government recommendation of a particular
type of labelling, what guarantee is there that Tesco
will pay any blind bit of notice to that given the
reaction to the FSA’s recommendation of traYc
light labelling?
Mr North: In terms of nutritional labelling we have
a diVerence of approach with the FSA and I
characterise that diVerence of approach on the basis
that we have labelled our nutritional signposts onto
virtually all of our products except for those that
cannot take the label because, for example, tea bags
is not an appropriate product to put a nutritional
label on, I think. I would need to check that. Our
diYculty with the FSA’s system is that it only applies
to I think seven categories of product. That is the
first diYculty. The second diYculty is that we think
the way they calculate their scheme risks confusion
on the part of customers because they do it on a per
100 gram basis. We organise ours on a per portion
basis. There are arguments in either case. Thirdly,
because we think from our own research that a
customer looking at a product and seeing two reds,
an amber and a green would be a bit like a person at
a traYc light seeing two reds, an amber and a green.
They will find it hard to decide whether the right
approach is to stop, to put their foot on the clutch or
to press the accelerator.

Q160 Jo Swinson: But they will find percentages
easier to work out?
Mr North: They do not need to work out the
percentage. They need to see the percentage. That is
the beauty of percentages, they are worked out for
you. Are we confident that a large number of
customers know that 80% is higher than 70%, 60, 50
or 40? Yes, I think we are and I think I would say
that fairly unashamedly.

Q161 Jo Swinson: I agree, but somebody working
out how much of something they can have—we are
straying perhaps slightly oV topic but looking at the
two systems myself I know which I find easier to
work out and I always found that maths was actually
something I quite enjoyed at school. Just to go back
onto the subject matter, am I right in thinking that
Nature’s Choice is the standard you have for all your
fruit and vegetables, but you also have another range
called Naturally?
Mr North: I am glad to have the opportunity to clear
that up. Naturally is a much smaller system which
really applies to cleaning and one or two other
products, so it should not really be confused with
Nature’s Choice, which is a much bigger scheme.
Mark Pritchard: Could I just interject, Chairman,
and put on the record my thanks for the fact that
that particular labelling suggests that there is no
animal testing and to applaud Tesco for their animal
welfare credentials?

Q162 Jo Swinson: On Naturally, is that again similar
to Nature’s Choice but just for a diVerent product
range?
Mr North: No, it applies to a very small range of
primarily cleaning and related products.

Q163 Jo Swinson: So consumers have got the choice
of buying a Naturally one or a Tesco value one?
Mr North: They would have the choice of buying a
Naturally one or a branded one, or in some cases a
value one or a mid-range one, or in some cases a
Finest one, but I am not sure how many Finest
products we have got in the household categories.

Q164 Jo Swinson: How does Naturally actually
diVer from those other brands which Tesco has itself
like Finest? Is it more of an accreditation scheme or
is it eVectively another brand?
Mr North: It is a set of products. It is 30 something
products across the household range. The
diVerentiator is that those products derive from
plants. That is the main claim on which Naturally
rests. We then make sure that those should exceed
legislative requirements, for example on
biodegradability, but it is actually generally
speaking the fact that they are plant-derived and
therefore overcome some of the diYculties other
products might have, as Mr Pritchard explained.

Q165 Jo Swinson: Okay. Just to move on to the issue
of carbon labelling, which I know we have touched
on already in this session, you are one of the
companies working with the Carbon Trust on a
range of products to come up with the labelling
system. What is the progress on that and what are
you intending will happen in the future on the
carbon labelling of Tesco products?
Mr North: We said in January that we would begin
the search for a universally accepted and commonly
understood measure of the carbon footprint of each
product we sell, looking at its complete lifecycle, and
that we hoped over time this would enable us to label
our products so that customers could compare their
carbon footprint as easily as they can compare other
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things. We have always understood that there is a
number of people working on this and views diVer
between those who believe it is the right approach in
terms of understanding the carbon footprint of a
product in order to drive change up the supply chain
and those who, like us, believe there is quite a lot of
potential in terms of empowering customers to make
choices between products with lower footprints as
opposed to higher footprints. We have been very
encouraged. As we were saying earlier, this is an
issue on which retailers, Government, agencies in the
form of the Carbon Trust and NGOs are happy to
work together. We are currently embarked upon a
trial of around 30 products, working with the
Carbon Trust, and what we are doing is life cycle
analyses of those products. We are also separately
doing some work on testing the degree to which
customers can understand the carbon currency and
how we can try and communicate whether a product
has a higher or a lower carbon footprint than, for
example, the average for that category of product. It
is quite detailed work. We are getting on with it as
diligently and as rapidly as we can.

Q166 Jo Swinson: Do you ultimately envisage
having a carbon label on all your products?
Mr North: That is our ultimate aspiration. Where we
are focused more at the moment is on what the next
step should be. What we found in conversation with
customers was that they need help to understand
what the carbon footprint of a product is expressed
in grams. I know you discussed that in the previous
session. They need to be able to compare that with
what the average for the category might be or what
a high number for that category might be, whether it
is a bag of crisps, a rose, or a bag of washing powder.
They also need to understand what is measured
when you make the claim for that carbon footprint.
Is it simply the embedded carbon in the production
of the product or is there some assessment of how
you might take that home, and what you might then
do with it and how you might dispose of it? I think
in each of those we, with our partners, need to strike
a balance between ensuring that the information is
comprehensive and ensuring it is actually easily
understood by the consumer.

Supplementary memorandum submitted by Tesco

Nature’s Choice

Auditing Criteria

Farms must have a plan for managing the environment, detailing action to protect and encourage wildlife
diversity, including planting hedgerows and creating wildlife corridors. Pollution control and energy use are
also important parts of the scheme, with specific controls on discharges to local watercourses, and energy
use reviews by independent third parties. The Nature’s Choice scheme is governed by a committee made up
of suppliers, an independent academic, an auditor and Tesco managers.

Nature’s Choice environmental standards are as follows:

— rational use of plant protection products, fertilisers and manures;

— pollution prevention;

Q167 Jo Swinson: Given all these diYculties in
making it easily understood for the consumer, do
you think consumers will actually drive change
through carbon labelling or is it more for yourselves
and manufacturers of products to drive that change
through wanting to improve year on year on your
principal products?
Mr North: I think I diVer from the answer Dr Knight
gave on that. I think it is both, but I think more
importantly than that if we can, through the skill of
communication and to some degree through the skill
of marketing, reach a position where customers are
actually empowered by carbon labels on products,
then you can be even more confident that
manufacturers, whether they are own label
manufacturers or branded manufacturers, will seek
through the supply chain to reduce the footprint of
those products because they will know that that will
motivate consumer choice. I think if you say it is just
a supply chain issue, then progress will be slower and
over time will be less than if you can galvanise the
consumer.

Q168 Mark Pritchard: Briefly, Mr North, you are
setting out what you are doing in the United
Kingdom and I just wondered whether this is being
exported to your new US business? Are you leading
the way in the US food retail market?
Mr North: It is early days in the US on the West
Coast, but again what we have picked up in setting
up that business and in building it really from
scratch is that environmental sensibility is a growing
and important aspect of your oVer to customers and
how customers in turn view you as a business. So we
have established that business on the basis that it
should operate with a lower carbon footprint than a
comparable competitor. It should operate with
products being sourced locally wherever possible
with a lower environmental impact wherever that is
possible. We have got the largest installation of solar
power on our distribution centre serving our stores
in California as well, so it is a very, very important
aspect of that business.
Chairman: Okay. I think we wish you every success
in trying to create environmental sustainability
within a year and can I thank you for coming along
and giving evidence this afternoon.
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— protection of human health;

— use of energy, water and other natural resources;

— recycling and re-use of material; and

— wildlife and landscape conservation and enhancement.

The compliance levels for our audits are as follows:

Nature’s Choice Gold Level

— 100% Compliance with the Critical Control Points on the day of assessment.

— 100% Compliance with the Obligatory Control Points within the 28 calendar days time limit for
any outstanding Corrective Actions.

— 95% to 100% Compliance of the Standard Control points on the day of the assessment.

Nature’s Choice Silver Level

— 100% compliance with the critical control points within the seven calendar days corrective action
time limit.

— 90%! compliance with the obligatory control points within the 28 calendar days time limit for
any outstanding corrective actions.

— 75% to 94% compliance of the standard control points on the day of the assessment.

Nature’s Choice Bronze Level

— 100% compliance with the critical control points within the seven calendar day corrective action
time limit.

— 75%! compliance with the obligatory control points within the 28 calendar day time limit for any
outstanding corrective actions.

— 50% to 74% compliance of the standard control points on the day of the assessment.

Conducting Audits

The initial 3,400 audits of suppliers were carried out over a three year period between April 2004 and April
2007 whilst we rolled the standard out worldwide for supply to the UK. This number of audits we now repeat
on an annual basis, with the exception of those suppliers who received gold level rating in the previous year.
Being a risk-based approach, those suppliers achieving a gold level rating are audited only every two years.

Meeting the required standard

All of our suppliers have to meet the minimum standard during our audit. There is a 5% tolerance in the
first year in order to enable us to take on new suppliers but these growers must be up to standard within one
year of supplying us.

Upon auditing producers receive a standard grading of gold, silver or bronze, or for those failing to meet
the minimal standard, “audited”. Suppliers failing to meet this minimal standard are referred to our
Technical Advisory Committee and will not be sourced from until they can meet at least bronze levels of
compliance. In the small number of cases where this happens, we look to work with smaller suppliers to help
them reach minimum standards.

This system is one of the key features that enable Nature’s Choice to be able to focus on achieving
continuous improvement.

January 2007

Memorandum submitted by the Energy Saving Trust

The Energy Saving Trust is pleased to respond to the Environmental Audit Committee’s Inquiry on
Environmental Labelling. The Energy Saving Trust was established as part of the Government’s action plan
in response to the 1992 Earth Summit in Rio de Janeiro, which addressed worldwide concerns on sustainable
development issues. We are the UK’s leading organisation working through partnerships towards the
sustainable and eYcient use of energy by households, communities and the road transport sector and one
of the key delivery agents of the Government’s climate change objectives. Our response focuses on energy



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

Processed: 18-03-2009 02:15:51 Page Layout: COENEW [O] PPSysB Job: 400045 Unit: PAG1

Environmental Audit Committee: Evidence Ev 53

labelling of products, a key activity of the Energy Saving Trust and those areas of specific interest to the
Committee where we can make informed comment. Please note that this response should not be taken as
representing the views of individual Energy Saving Trust members.

1. Products Requiring Labelling

The Sub-committee would like to investigate which products are currently subject to environmental labelling,
both compulsory and voluntary, and whether further products or sectors should be included under an
environmental labelling scheme.

It is important to provide consumers with clear and consistent information to allow them to make
informed purchasing decisions and avoid harm both to individuals and the planet. We share the
Committee’s concerns that the proliferation of new environmental labels could undermine the delivery of
environmental benefits. However, there is good evidence that well-designed labelling schemes operated by
independent and trusted sources, such as the Energy Saving Trust, can and do make a real diVerence in
delivering positive changes to consumer purchasing behaviours. In our opinion, the greatest success in
changing behaviour through environmental labelling is likely to be achieved by investing in existing labels
with a proven track-record.

There are several national and international ecolabelling schemes already in operation around the world,
such as the Blue Angel in Germany, which was the world’s first ecolabel scheme, the Scandinavian Nordic
Swan scheme and since 1992 the EU Flower scheme which aims to ultimately supersede national schemes.
In general, we agree with the approach adopted by the UK Government to support the EU ecolabel rather
than creating a single new UK ecolabel, which will require considerable resource to develop and promote.
However, we believe that there is a case for rationalisation of the ever-increasing number of labels, whilst
investing in existing UK certification and labelling schemes that focus on addressing specific environmental
challenges caused by products, such as energy usage. Theoretically such labels could be brought closer
together through a “family” approach which we discuss in Q3.

We believe that consumer-facing labels, supported by other approaches, are required to inform consumers
and change purchasing behaviours across diVerent market sectors. However, although diVerent labelling
schemes in the same sector may be supported by industry, they are more likely to confuse consumers who
want to be able to identify instantaneously the most environmentally friendly products without having to
read and assimilate data. There is therefore a strong rationale to focus eVorts on existing labelling and
certification schemes with a proven track record in influencing behaviour change.

In our opinion the widespread labelling of energy using appliances and energy saving products will lead
to reduced energy demand, an associated carbon reduction and lower overall energy bills and is therefore
a key delivery mechanism for three of the four UK energy policy goals:

— to put ourselves on a path to cutting CO2 emissions by some 60% by about 2050, with real progress
by 2020;

— to maintain the reliability of energy supplies; and

— to ensure that every home is adequately and aVordably heated.

Energy labelling of products should therefore remain a priority for UK Government. Using downstream
energy labels for electrical products is clearly a complementary activity to upstream decarbonisation of the
UK generation sector.

However, energy labelling also needs to be underpinned by other policy mechanisms, for example by
regulating the most energy ineYcient products out of the market place and incentivising the most eYcient
products. Well-designed labelling and certification will act as a driver for manufacturers to develop more
eYcient appliances that will then allow Governments to remove the least eYcient, and would help target
any fiscal incentives Government might wish to provide to the best products. In this respect we note that
closer links between energy labelling schemes and the Carbon Emissions Reduction Target would yield
greater energy/carbon savings. Most importantly a successful label needs to be marketed through
communication channels relevant to the target audience. Without this activity consumers are unlikely to
recognise or value a label and therefore its impact will be negligible.

We strongly support the mandatory labelling of energy using products such as electrical appliances,
boilers, homes and vehicles. However, we believe there is also a further need to more easily identify the most
eYcient products for consumers through a mechanism that can respond more quickly to fast-moving
markets than the European and/or international standards that will allow more progressive governments to
move ahead faster than less environmentally motivated countries. Given the increasingly global nature of
markets, this will also incentivise the roll-out of more eYcient products internationally. In the UK, we
believe this is best done by the expansion of the Energy Saving Trust’s Energy Saving Recommended (ESR)
certification and labelling scheme rather than the creation of new schemes, particularly those that are
ISO14024 self-declared Type II schemes (see below).
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ESR is a voluntary scheme designed as a “good to best practice” label that signposts consumers to the
most energy saving products in the market. It aims to endorse a maximum of the top 20% of the market in
any one product category, thereby acting as a “quality mark” for lower energy consumption. Consequently
it is both dynamic and flexible and can therefore respond to market developments and innovation far more
quickly than other labels in the same arena (eg EU Energy Star, EU Energy Label.22 It is especially helpful
to consumers as it easily identifies the most eYcient products without individuals having to read and
assimilate data. It not only complements the A-G labelling system but adds considerable value by identifying
“best in class” for those product categories where there is currently a proliferation of A-rated appliances
and facilitates continuous improvement of standards (as opposed to a more stop-start approach through
international standards). Essentially products should be required to meet minimum standards but in
addition a diVerentiator is then also required to identify the best, most eYcient, least damaging products.
In the case of energy, ESR is that diVerentiator.

ESR has been particularly eVective in helping UK Government drive up the energy performance of a
range of consumer appliances, particularly in white goods. For example, sales of A-rated and above cold
appliances have risen from 1% of the total market in 1996 to around 70% in 2006 and in the wet appliances
market the increase has been from 1% in 1996 to 86% in 2006. In conjunction with the first Energy EYciency
Commitment (EEC1) and building on previous grant and support schemes run by the Energy Saving Trust,
it also enabled Government to include condensing boilers in building regulations.

ESR now covers seven sectors and 28 individual product groups resulting in over 2,500 certified products
from 201 registered companies (as detailed in Appendix 1). An expansion of ESR to include household
consumer electronics, homes and cars would build upon the Government’s announcement of the phase-out
of energy-guzzling light bulbs and eVorts to strengthen European product standards. The development of
ESR is essential to not only encourage manufacturers to innovate and improve the performance of their
products but also to increase engagement and help consumers purchase the most eYcient/lowest carbon
products.

In addition to the products currently covered by ESR, we believe that expansion of the scheme to cover
the following seven product types should be a priority and as such we are currently developing product
standards for each of these (although this does not guarantee implementation, which is dependent on
stakeholder support and funding):

— DAB Digital Radios.

— Domestic Pipe Insulation.

— Electric Ovens.

— Microwave Ovens.

— Passive Flue Gas Heating Recovery Devices.

— New Build Domestic Homes.

— Existing Build Domestic Homes.

We are also in the early stages of compiling a medium-term strategy by the end of 2007 to inform what
further product groups we go into in the future, once those above have been completed. The strategy will
be completed during the rest of 2007. This could include the extension of ESR to consumer electronics and
cars to deliver environmental benefits, although the fast-moving consumer electronics market would need
to be managed particularly carefully.

22 Further information on these and other logos and labels commonly found on UK products can be found in the Defra guide
at http://www.defra.gov.uk/environment/consumerprod/pdf/shoppers-guide.pdf
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2. What Should be Shown under a Labelling System

The Sub-committee would like to assess which criteria should be illustrated by an environmental label, and how
overlaps between diVerent concerns could be adequately dealt with. The Sub-committee would also be interested
in investigating how environmental labels could best convey information accurately and usefully to the
consumer. Given the EAC’s recent focus on climate change and related issues, the Sub-committee would be
particularly interested to hear about the development and merit of labels which demonstrate the carbon footprint
of a product—i.e. the carbon emitted during its production, storage and transportation.

The International Standards Organisation has developed an ISO standard (14020) on Environmental
Labels and Declarations—General Principles, which is basically a set of general operating principles for
environmental labelling schemes. The package of nine general principles for environmental labels sets the
standard for best practice and in our opinion creates a useful tool for assessing labels. We support these
principles as detailed below:

Ref Principle

1. Environmental labels and declarations shall be accurate, verifiable, relevant and not
misleading.

2. Procedures and requirements for environmental labels and declarations shall not be prepared,
adopted, or applied with a view to, or with the eVect of, creating unnecessary obstacles to
international trade.

3. Environmental labels and declarations shall be based on scientific methodology that is
suYciently thorough and comprehensive to support the claim and that produces results that
are accurate and reproducible.

4. Information concerning the procedure, methodology, and any criteria used to support
environmental labels and declarations shall be available and provided upon request to all
interested parties.

5. The development of environmental labels and declarations shall take into consideration all
relevant aspects of the life cycle of the product.

6. Environmental labels and declarations shall not inhibit innovation, which maintains or has the
potential to improve environmental performance.

7. Any administrative requirements or information demands related to environmental labels and
declarations shall be limited to those necessary to establish conformance with applicable
criteria and standards of the labels and declarations.

8. The process of developing environmental labels and declarations should include an open,
participatory consultation with interested parties. Reasonable eVorts should be made to
achieve a consensus throughout the process.

9. Information on the environmental aspects of products and services relevant to an
environmental label or declaration shall be available to purchasers and potential purchasers
from the party making the environmental label or declaration.

ISO 14024 on Environmental Labels and DeclarationsEnvironmental Labelling—Principles and Procedures
and the equivalent for Type II and Type III eVectively classify three diVerent environmental labels as below.

Ref Definition

Type I Voluntary, multiple-criteria-based third party programme that awards a license which
authorises the use of environmental labels on products indicating overall environmental
preferability of a product within a particular product category based on life cycle
considerations.

Type II A self-declared environmental claim is an environmental claim that is made, without
independent third party certification, by manufacturers, importers, distributors, retailers or
anyone else likely to benefit from such a claim.

Type III Quantified environmental data for a product with pre-set categories of parameters based on
the ISO 14040 series of standards, but not excluding additional environmental information
provided with a Type III environmental declaration programme.

In our view, there is a real risk of “greenwash” from organisations seeking to gain a competitive advantage
from being perceived as green whilst paying only “lip-service” to the issue and clearly this will be far greater
with Type II schemes. The implementation of detailed procedures for calculation, eVective monitoring and
robust compliance testing through an independent organisation, as in the case of ESR, would be required
to provide confidence in this type of label. This has been identified as a major issue when engaging with
consumers by Linguistic Landscapes in the recent report Warm Words II: How the climate story is evolving
and the lessons we can learn for encouraging public action which analyses the language of climate change.
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Inevitably those companies with the strongest balance sheets will be the ones most likely to be able to
aVord to invest in voluntary labelling schemes including embodied carbon labels (which are self-selecting)
and these may not have the lowest carbon products. In this respect we also note that products produced
locally, often by smaller businesses, might be lower carbon than those imported from international markets
and may be unfairly disadvantaged as they are unable to aVord to invest in such labelling; although of course
this will not always be the case.

Adverse publicity resulting from “greenwash” schemes is likely to have a detrimental impact on the
eVectiveness of robust and credible schemes. We believe greater control over such schemes, in addition to
existing practices such as the Advertising Standards Agency is worth considering. Specific examples of
mandatory and voluntary approaches are provided below.

Environmental product information schemes (EPIS)

Mandatory Voluntary

Usage and 
disposal 

information 
(e.g. so-

called ‘R&S 
sentences’)

Declaration 
of contents 
(e.g. food 

ingredients)

Product 
Labelling 

(e.g. 
danger 

symbols)

Certificate 
of 

conformity 
(e.g. CE 

sign)

ISO Type II 
(e.g. green 

claims made 
by individual 

firms)

ISO Type I ISO Type III 
(e.g. EPD 

programme 
in Sweden)

Other (e.g. 
test reports, 

norms, 
social labels)

‘Classical ISO Type I’
(e.g. Blue Angel, EU 

Flower)

ISO Type I-like 
(e.g. FSC, Öko-

Tex)

Invariably the type of information that should be shown on a labelling system depends on the type of
label and the target audience. The best placed organisations to determine this are consumer-facing
organisations that already understand and proactively engage with consumers through multi-channel
approaches.

We believe that it is important for businesses to understand and reduce the embodied carbon ie the carbon
footprint of their products. This can be undertaken and incentivised without the need for a consumer facing
label. A consumer facing label illustrating the embodied carbon of a product might help leverage corporate
action, however any such labels would need to be developed in a consistent manner to other relevant
consumer facing labels in order to avoid confusion and is clearly best done through independent and trusted
consumer facing organisations in a clear and consistent manner.

Consumers need to be signposted to the lowest carbon products in a meaningful way that is easy to
understand. If not done correctly there is a risk with embodied carbon labels (as with any label) that this
doesn’t happen and that consumers dis-engage from successful labelling schemes. For instance, many
consumers won’t understand what “embodied” carbon means, how it is calculated or whether X gCO2 is
good or bad. The level of understanding of consumers in relation to their impact on climate change including
the products they purchase needs to be raised to enable the concept of embodied carbon to become
meaningful. Research shows that most consumers do not understand carbon labelling or embodied energy
and that it currently doesn’t aVect their decision making, but they do understand energy saving (particularly
in the context of money saving) and consider this when purchasing lighting and white goods but
considerably less (if at all) in the case of other products, particularly consumer electronics.

As with any label the key will be to develop a consumer-facing and highly visual labelling system that
consumers can see and understand immediately and will encourage consumers from all walks of life to
engage with the concept of embodied carbon (even though the term itself may not be used explicitly) and
take action through the purchasing of products with lower embodied carbon. However, isolated product
labelling won’t allow consumers to make an informed choice about, for example, which crisp manufacturer
produces a lower carbon product than the other. A simple carbon saving recommended label identifying
the lowest carbon products in any one product sector would be far more eVective for a consumer-facing
label but would need far wider coverage to be successful.

We support the development of a life-cycle evidence base that would allow the setting of standards in key
consumer-facing sectors such as food and drink, passenger transport, buildings and appliances etc, which
will require Government leadership. In this respect the creation of a new Products and Materials Unit in
Defra is helpful. We also note that in some areas, such as food, the relativity of constituents and their impact
(eg salt, fat, sugar, vitamins) is far more complex.
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A key issue when considering carbon labels is whether the in-use phase (ie the energy consumed/carbon
emitted during the actual use of a product as opposed to that during its production, storage and
transportation) should be included or excluded in a carbon label standard. We are concerned that the
inclusion of the in-use phase with embodied carbon in a single label would be detrimental to changing
consumer behaviour and advocate that it be excluded from any carbon label.

The “single number” that would be provided by an “embodied ! in-use” carbon label would have to
represent some kind of average, which invariably will not reflect actual individual consumer use. For
instance, at a basic level a carrot could be eaten raw, cooked in a microwave, boiled in a large saucepan of
water etc. Other concerns include:

— Reporting average use in itself is not a trigger that will influence individual behavioural change.

— There can be large qualitative diVerences between saying “x gCO2 went into putting this product
on the shelf” and “using this product in accordance with a standard methodology will result in y
gCO2 emissions”

— For some products, there are no in-use phase emissions (eg crisps), whilst for others, typically
where energy use is significant and direct (eeg EU labelled goods, cars) there are already agreed
standards. For the other products in between (shampoo, cleaning products, food etc) there are
considerable unknowns and variants.

— It is widely recognised that data on the in-use phase is sparse and much more diYcult to obtain
than the embodied carbon of a product. Additional methodologies for assessing the in-use phase
for each product will need to be developed and agreed.

— There is substantial additional workload for a company in having to calculate the in-use phase
emissions, which are outside of their control and not a core competence unlike the production
cycle of their own products.

— The additional eVort both initially and on an ongoing basis that would be required from
companies in order to include in-use phase emissions could deter participation.

In the short to medium term we believe that the greatest carbon saving will be achieved by continuing with
energy saving labelling as the main focus for consumers whilst eVorts are separately focused on businesses to
reduce the embodied carbon of their products. Currently “embodied ! in-use” labels or separate consumer-
facing energy and carbon labels are more likely to confuse than engage. The Energy Saving Trust has proven
expertise and knowledge in raising awareness and advising consumers on their energy usage/associated
carbon impact via our existing channels and infrastructure). Moving forward, we therefore believe that the
Energy Saving Trust, working closely with Government and other key stakeholders, is best placed to
determine how to provide consumers with information on embodied carbon and more importantly to help
them to act upon it.

3. The Case for Rationalising Environmental Labels

The Sub-committee would like to assess whether concerns over the proliferation of environmental labels are
justified, and the extent to which consumers are able to cope and engage with the many diVerent labels on the
market. The Sub-committee would also like to investigate whether there is a case for rationalising the system
of environmental labelling, or for calling for certain labels to be given priority when displayed on products.

Please see our response to Q1. We believe that the proven track record of ESR, managed by an
independent and trusted organisation, the strong linkages with Government energy and environmental
policy combined with the major support it receives from industry and other stakeholders justifies it being
given priority for both Government support and when being displayed on products. No other energy
eYciency product label has this scope and breadth.

We agree that a proliferation of schemes can be confusing and that in some areas rationalisation is likely
to prove helpful, for example the number of certified “organic” schemes. There is also a major risk about
making things too complicated for consumers, especially by schemes that adopt a multi-dimensional rating
approach that require consumers to consider detailed information as opposed to a far simpler “mark”
approach that identifies a product as being one of the most environmentally friendly in that product
category. For example, an “at-a-glance” accreditation scheme would provide the comfort and clarity
required by consumers and be far more eVective than a multi-rated green tariV certification scheme, which
would be too complicated to engage consumers.

We would support research into exploring the benefits in rationalising schemes. It is hard to envisage
consumers during their weekly supermarket shop looking at the label on each product they plan to purchase
then comparing it with the labels on all other similar products whilst taking into account other attributes
such as price and brand. One option could be to develop a small “family” of consumer-facing labels
specifically for the UK that would address the key environmental issues facing consumers (for example
energy usage, sustainability of production method, use of natural resources etc) and signpost customers to
the most environmentally friendly products available i.e. the top 20% through an “at a glance” label. We
would envisage ESR being a critical part of this family. It is important to start to bring together
environmental issues such as energy, waste, water etc.
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Promoting a labelling scheme, both widely and fairly, is vital to its success and our national network of
Energy Saving Trust advice centres (ESTACs) provides a strong infrastructure to underpin ESR. Although
we have not explored the possibilities, in principle our ESTAC infrastructure could be helpful in raising the
profile and eVectiveness of other key consumer-facing labelling schemes.

4. The Impact of Environmental Labelling on Consumer Behaviour

The Sub-committee would be interested in assessing how easily consumers understand environmental labels,
and whether environmental labelling has a significant impact on human behaviour; not only whether it can
reinforce and assist existing positive environmental behaviour, but also whether it can cause behavioural change.

The Energy Saving Trust evaluates the eVectiveness of our ESR labelling and supporting marketing/trade
activities. The starting point for consideration of the eVectiveness of a label is not whether people
understand the label but whether they actually look for it in the first place. We also note that an accredited
backed logo is far simpler to understand than a label (or diVerent types of labels aiming to provide the same
information) providing detailed information in small print.

Our 2005–0623 evaluation survey of a sample of the general public revealed that 19% of those purchasing
an appliance during the financial year 2005–06 claim to have looked for the ESR logo. Invariably numbers
of people taking account of a label will be lower than those who recognise a label. For instance 2006–0724

market research shows that 39% of people recognise the ESR label when prompted. This compares to 18%
(Energy Star), 59% (European Energy label) and just 4% (vehicle label), although of course some labels are
on a greater number of products and therefore visibility would be higher.

Our research also shows that in 13% of cases, appliance purchasers bought an ESR appliance and claim
they would not have purchased that particular ESR appliance if it had not had the ESR logo on it. This
provides strong evidence that for these purchasers energy eYciency is a “must have” buying criterion
alongside other better known key requirements such as price and size. It also shows that the ESR logo
provides a simple, clear signal to allow buyers to identify the most energy eYcient products and to meet this
buying criterion.

The findings also illustrate the importance of promoting the ESR label through more than one route, not
just directly to the consumer but also through retailers and manufacturers. Purchasers are more likely to
look out for the logo themselves (19% of buyers) than have a member of retail staV point it out to them
(reported by 10% of buyers). For many, their own awareness of the logo through our consumer advertising
and PR activities and the information available through EST advice centres and our website is enough to
encourage them to look for the logo and buy ESR goods. However, the retail environment and retail sales
staV can also play an important role in persuading the public to buy ESR goods as our research shows that
the impact of ESR on purchasing decisions is increased if the retailer points out the logo to the buyer. For
example, in 2005–06, overall 13% of washing machine sales were ESR and would not have been bought had
they not been ESR, rising to 19% when the retailer pointed out the logo.

Research with our retail partners undertaken in 2004–05 also reflects these findings. Retailers noted the
value of the Energy Saving Trust marketing of ESR to consumers and the extent to which it was easier to
sell an ESR product to a customer that was already aware of the logo. They also noted their customers
proactively request ESR products. Key success factors for ESR include the simplicity an “at-a-glance” label
provides, that it is backed by an independent and trusted organisation with national marketing and
promotion and involves the leading manufacturers and retailers. It is worth noting that retailers would like
to see greater eVort behind information, education and awareness promotion of ESR to consumers.

5. The Regulation of Environmental Labelling

The Sub-committee would like to examine the ways in which environmental labels are calculated, assessed and
awarded, and would also like to investigate the current regulation to which these labels are subjected. The Sub-
committee would welcome assessments of whether current levels of regulation are adequate, or whether further
regulation, be it wider in scope or stricter in demand, is required.

23 Note: The evaluation results from 2004–05 were better than in 2005–06 as ESR was re-branded with related visual changes
in the logo leading to a drop in consumer recognition.

24 Our 2006–07 evaluation survey will not be available until later this year. The quoted evaluation survey and market research
results are not directly comparable and can only be used to provide an indication of the relativity between awareness and
action.
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The underpinning process for labelling schemes will vary considerably and some will inevitably be more
robust than others depending most notably on the type of label, the level of independence of the certifying
body and the degree of compliance testing. The process for ESR can be summarised as follows:

Calculation

— The standard-setting process is supported by a detailed procedure for justifying the endorsement
of the product category. The procedure involves: specifying the energy savings endorsement would
deliver; forecasting future sales with and without endorsement; explaining how product
endorsement complements the wider national and international product policy agenda; stating the
marketing commitments to support the product endorsement; summarising the product testing
that can support the endorsement; and specifying details of stakeholder support (eg
manufacturers, suppliers, associations, NGOs).

— The ESR scheme benefits greatly from working through the Energy EYciency Partnership for
Homes, which is a network of approximately 400 UK organisations involved in the energy
eYciency sector. The Partnership’s 17 sector working groups, including one for each of the
industrial sectors (eg appliances, lighting) meet on a quarterly basis and provide an ideal basis in
which to communicate with the industry and receive feedback on new product endorsement and
the review of existing endorsement criteria. The Market Transformation Programme (MTP)
provides sector specific technical expertise and a linkage with the Government’s sustainable
products evidence base, its wider policy network and its modelling capacity.

— Independent peer review of the calculations is provided by the Endorsement Panel. The
Endorsement Panel is a body of independent experts from a variety of fields including regulatory,
policy, consumer support, certification and environment. The Panel meets on a quarterly basis to
advise on the management of the Scheme and in particular considers and issues recommendations
on the endorsement criteria proposals presented to them.

Assessment

— The Table contained in Appendix 1 identifies the method of verification. On average across all 28
product groups, a majority of our standards require independent third party verification. Our
working presumption for new products is that we require independent verification.

— We also have an internal review process, which ensures that diVerent personnel are involved with
evaluations of the applications and with taking certification decisions (for both company and
product applications). This is standard certification practice. In addition an internal peer review
is carried out by colleagues not already involved in the evaluation process.

Monitoring

— The validity and integrity of the data presented to the public is maintained through a six-weekly
review of the certified products. This process involves making contact with each member every six
weeks and seeking confirmation that the certified products are still in production and available for
purchase in the UK.

— Once established, the Scheme has an objective to review the product endorsement criteria on an
annual basis. The endorsement criteria review procedure involves addressing similar areas to those
answered in the original justification for the standards. This ensures that the argument for
continuing ESR endorsement remains valid. The Scheme has an objective—where product groups
can be diVerentiated by their energy eYciency properties—to endorse the top 20% of the market.
The objectives set for the programme and the procedures established for their delivery help to
ensure objectives continue to be met.

Compliance Testing

— The Energy Saving Trust undertakes compliance testing on Energy Saving Recommended
products in order to assess whether they continue to meet the criteria to which they were originally
certified. The Scheme has an objective to compliance test around 5% of certified products every
year. If a product fails a compliance test, manufacturers are given the opportunity to comment on
the test results, which could lead to a challenge. If a manufacturer does not contest the result, or
if the challenge is unsuccessful, the product will be deregistered. Non-attributable results are
circulated to stakeholders.
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Regulation

— The Energy Saving Trust is not aware of any regulations specifically for voluntary environmental
product labels.

We believe that consideration for greater regulation of less robust labels, particularly Type II schemes is
justified. In particular, it is important to prevent the use of labels/marks that make a product look good
when it isn’t relevant to others in the same product category. Whilst we support the increased engagement
of business on environmental issues, we believe there are justifiable concerns about “greenwash” and some
ecobrands that are not independently certified. Ideally all labelling schemes should be underpinned by
robust evidence.

6. Exports from Developing Countries

The Sub-committee would also like to investigate the impact of environmental labelling on exports from
developing countries, and in particular whether labelling of this kind could have a detrimental impact on the
trade opportunities available to these countries.

As this is not an area of our core expertise, we have no comments or evidence to submit.

7. International Labelling

Finally, the Sub-committee would be interested in assessing the feasibility of an international environmental
labelling system, and the extent to which this would be compatible with the rules on trade set out by the WTO.

Agreement at a European or International scale will inevitably mean compromise, often at the lowest
common denominator ie a requirement that every one can agree on. In practice, in the any labelling scheme
that has this much coverage would rely on a manufacturer’s self declaration of conformance with the
standards, not an independent third party assessment. The implementation of detailed procedures for
calculation, eVective monitoring and robust compliance testing through an independent organisation, as in
the case of ESR, would be required to ensure the credibility of this type of label. Examples of European or
International labelling Schemes include the EU Energy Label and the EU Energy Star for oYce equipment
where both rely on a manufacturer’s self-declaration for conformance.

We are not best placed to comment on WTO rules, although we note that ISO 14024 principle 2 above
states:

Procedures and requirements for environmental labels and declarations shall not be prepared,
adopted, or applied with a view to, or with the eVect of, creating unnecessary obstacles to
international trade.

5 October 2007

APPENDIX 1

Energy Saving Recommended (ESR)

The Energy Saving Recommended scheme was established at the request of Government and launched
by the Energy Saving Trust in July 2000. ESR is a voluntary product labelling scheme for domestic energy
saving products with the broad aim to signpost consumers to the most energy saving products in the market.
It is a key driver in changing consumer’s purchasing behaviour. Through Government funding, the Energy
Saving Trust is using ESR as a tool to deliver energy and carbon savings via its interaction with the various
energy eYciency stakeholders in the UK across the supply chain.

ESR is designed as a “good to best practice” label, aiming to endorse a maximum of the top 20% of the
market in any product category. Consequently it is both dynamic and flexible and can respond to market
developments and innovation far more quickly than other labels in the same arena (eg EU Energy Star, EU
Energy Label).

At the end of September 2007, ESR covered seven sectors and 28 individual product groups with
standards that are regularly reviewed and revised to help drive the market for energy eYcient products. In
2005–06 nine sets of product standards were reviewed and revised, a further 13 reviews/revisions were
delivered in 2006–07 and seven new ones have been completed in 2007–08 so far with more expected. ESR
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now covers in excess of 2,500 certified products with 201 registered companies (117 manufacturers, 18
suppliers and 66 retailers). ESR therefore has the widest scope of any energy eYciency product label in the
UK. No other energy eYciency product labelling scheme in the UK has the level of product compliance
testing and ongoing monitoring to assess whether certified products continue to meet the scheme standards.
On a European scale the Energy Saving Trust is one of the most prolific independent product testers.

Sector and Product Coverage of ESR

Sector Product Group V25

Appliances Cold Appliances (Refrigerators, Freezers, Fridge Freezers, Chest Freezers) M
Washing Machines M
Dishwashers M
Electric Tumble Dryers M
Gas Tumble Dryers M
Kettles and Instantaneous Water Heaters I

Consumer Integrated Digital Televisions M
Electronics Simple Set Top Boxes M
(CE) Digital Television Recorders I

Energy Saving Mains Controllers (CE equipment) I
Information and Desktop Computers M
Communication Laptop Computers M
Technology Imaging Equipment (inkjet printers, inkjet multi-functional devices, M
(ICT) photo printers)

Computer Monitors M
Energy Saving Mains Controllers (ICT equipment) I

Heating Natural Gas and LPG Boilers I
Oil Boilers I
Gas Central Heating Controls M
Hot Water Cylinders I

Insulation Cavity Wall Insulation I
Loft Insulation I
External Wall Insulation I
Dry Lining Insulation I

Lighting Compact Fluorescent Light bulbs (CFLs) I
Candle EVect CFLs I
Halogen Bulbs I
Dedicated Low Energy Luminaires I

Glazing Windows I

Energy Saving Trust’s planned expansion of ESR to include household consumer electronics, homes and
cars will build upon Government’s announcement of the phase-out of energy-guzzling light bulbs and eVorts
to strengthen European product standards. The development of ESR is essential to not only encourage
manufacturers to improve the performance of their products but also to increase engagement and help
consumers purchase the lowest carbon products. Where appropriate, we are expanding beyond just energy
eYciency for instance in the case of dishwashers we now set water consumption performance requirements
and aim to do likewise for washing machines too (as energy and hot water usage is intrinsically linked). Our
proposed new build and existing homes standards could also go beyond energy eYciency too.

25 “V”—verification, “M”—manufacturers self-declaration, “I”—independent third party testing.
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Witnesses: Mr Brian Samuel, Head of Policy Research, and Mr Matthew Wright, Director of Customer
Insight, Energy Saving Trust, gave evidence.

Q169 Chairman: Can I just welcome you, Mr Wright
and Mr Samuel, to our session this afternoon. I hope
you will bear with us because when we fixed the
evidence session we were not necessarily aware that
we would be facing a division at four o’clock, so I
hope you will bear with us if the division bell goes
within the next few minutes or so. I think you have
sat in for some of the sessions we have had this
afternoon, but I just wanted to, by way of welcome,
kick right into the session but just ask if there is
anything you wanted to contribute to our inquiry at
the outset, because we are very much aware that the
Energy Saving Trust has been doing a lot of very
detailed work on this subject?
Mr Wright: I think just to say, to start oV with, the
purpose of labelling. We absolutely agree, I think,
with the statements made earlier on, in that it is
about helping consumers to make informed product
choices both within a category and also across
categories so that they can actually make that
comparison simply and easily. I think labelling is
part of a wider education process of consumers as
such and that we have got to reflect on why
consumers are interested in this. In our particular
case it is an interest in energy and the motivations are
likely to be either for environmental reasons or for
money saving reasons. I think it is important to state
that as the fundamental purpose of labelling.

Q170 Chairman: Thank you. I think one of the
things which struck us is that of all the diVerent
labels there have been, home appliance labelling
does seem to have been a big success story in respect
of environmental labelling. What are the lessons we
need to be learning from that and why has that
particularly been so successful in influencing
consumer behaviour?
Mr Wright: I think it has been very successful and I
think it has been particularly successful on the larger
white goods as such, so obviously fridges and
freezers. What is important to say there is that it is a
simple scheme which has been out there for quite
some considerable time. So what we are seeing is that
consumers are adopting an energy-saving interest
actually when they are going to make a product
decision. The interesting point is, of course, that in
the very large white goods that is clear, but part of
our role is to see energy labelling broadened out and
what we see is that it is perhaps more diYcult to have
an energy label on an MP3 player rather than large
white goods and therefore we just need to
understand where the consumer is on that journey in
terms of understanding.

Q171 Chairman: So what lessons are there for the
wider debate about labelling in your experience?
Mr Samuel: I think there are a couple of interesting
features here really. In relation to energy labelling
there are actually two schemes. There is the A–G
European label, which addresses a smaller number
of larger energy consuming products and there are
eight product categories, and then there is the
Energy Saving Recommended label which addresses
a larger number of categories, 28, but identifies a

simple easy to look at mark for the best in class of
those 28 product categories. That is a much smaller
number, 2,500 products, compared with many tens
of thousands. These labels are complementary. The
A–G label is very slow at change, so therefore the
ESR allows manufacturers to diVerentiate their
products and signposts manufacturers to the
standards three years hence, for example. It is not
just a consumer-facing label but it is an enabling
mechanism. It is underpinned with buyer guides
which actually inform the buyers so that they can
make the right choices for their retail companies,
and it is underpinned by marketing activity to
provide incentives to retailers to stock those
products. I would add that one of the criticisms
sometimes of the scheme is that there is not suYcient
marketing. We only have a very small budget to do
that, but basically the key message really is that you
need to underpin labelling schemes with other
mechanisms. On their own they will not work. We
inform and signpost our consumers to Energy
Saving Recommended through our website and
through other marketing material. A simple, clear to
look at sign works very well indeed. For regular
purchases people have a four second window of
opportunity to actually look and make that decision.
They are not going to look in detail at an A–G label.
However, an A–G label does actually work at a
much higher European and global sort of level and
helps drive standards as well, so there is a
combination there.

Q172 Chairman: Thank you. One last thought on
this series of questions really is, do you have any
competitors?
Mr Samuel: At the moment no, I would say.

Q173 Chairman: On the horizon?
Mr Samuel: There are a number of competitors on
the horizon.

Q174 Chairman: Who might they be?
Mr Samuel: Obviously you have the proprietary-
type labels, or eco brands, and a number of
companies are looking at energy labelling from that
perspective. You also have the potential carbon
label, although I would say that we are working very
closely with the Carbon Trust and we are leading on
the consumer-facing aspects of that label. That label
is a diVerent type of label and we feel very strongly
it is best placed with manufacturers and producers,
informing their business as the SDC pointed out
earlier. For consumers, they are much more
interested in energy in use. They do not really
understand carbon. Thirty per cent of people
understand carbon. For embodied carbon it is a very
small number of enthusiasts who understand what
embodied carbon actually is. It does not mean
anything to consumers at the moment. That is not to
say they should not be educated about carbon and
about the impact it has on their day to day lives
through their homes, their transport and through
their purchasing as well. However, it is an
educational process and we are not there yet. It is
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something we should aim for and in the future I can
see a move from energy in use to carbon, but we are
not there yet.

Q175 Chairman: Did you want to come in on that,
Mr Wright?
Mr Wright: I was just going to say that at some point
without a shadow of doubt the lifetime use of carbon
will be the issue, but very clearly consumers are at
the moment in this quadrant which would be energy
in use. The question is, how do we get there? We can
go from energy in use to carbon in use to total
carbon lifetime, or we can go from energy in use to
energy lifetime to carbon lifetime. The question is,
how do you get to that ultimate goal? But at the
moment consumers are telling us it is very much
about energy in use. I think it is also perhaps helpful
to say we have had a number of discussions with the
major retailers, particularly those of electrical
products, including in fact Tesco, and what they
were telling us was, “Please keep, in terms of energy,
very much along the lines of what we have.
Consumers recognise the EU label, they recognise
the ESR label. Please don’t do things which are at
the moment going to have a risk of confusion for the
consumer,” although they are saying in the same
breath that at some point this carbon lifetime will
have to be considered.
Chairman: Thank you.

Q176 Jo Swinson: A couple of follow-ups on that.
You mentioned the lack of willingness to change the
energy label and you have got a very successful
scheme, but you still think there will be competitors
on the horizon. Why are the competitors not happy
with your scheme? Is it because their products do not
come out very well on it?
Mr Samuel: I do not think it is necessarily that they
are unhappy with the scheme. I think it is more
about looking for the eco brand and one of our
concerns is around “greenwash”. We have had quite
a bit of evidence that that is increasing. Of even more
concern is the fact that in some companies/
organisations the lead department for labelling
activity is the PR department. That is a very
worrying trend and it is not evidence-based.

Q177 Jo Swinson: Absolutely. You are a big fan of
the in-use phase being the key thing with energy, but
in your memorandum you said, “We are concerned
that the inclusion of the in-use phase with embodied
carbon in a single label would be detrimental to
changing consumer behaviour”. Why the diVerence?
Mr Wright: If you look at why consumers look at
labelling, one of the issues, particularly in the energy
area, is the sort of equivalence in a consumer’s mind
that if this is not a big energy consumer it is actually
going to save me money. So if we then start bulking
in all the energy that was embedded in the product
in its creation, that is not going to be helpful to the
consumer who is making a decision about that
product relative to the amount of money it is going
to cost him in use. Therefore, that is why we see an
element of confusion.

Q178 Jo Swinson: That is almost making an
argument for not including embodied carbon, but it
is the in-use phase that you do not want to include?
Mr Samuel: I think what we are saying at the
moment is that it is not ready to have the in-use.
People are much more interested in saving pounds
and hence the translation into saving energy. Again,
coming back to Energy Saving Recommended, that
is why that works because people do not know how
it is derived, but they know that that particular
product is one of the roughly 20% best products and
will save you energy and will save you money.

Q179 Jo Swinson: So when we have carbon budgets
that might make sense?
Mr Samuel: If you move to personal carbon trading
or a cap and trade supplies obligation, that provides
a diVerent driver, but again we are not there yet.

Q180 Jo Swinson: That label that you had, the ESR
label, it is very, very simple. There is hardly any
information on it at all, no carbon brands or
anything. Was that deliberate? Why have you gone
for a very simple label? What is the advantage?
Mr Wright: I think it is because it is the idea that it
is only applicable to the top 20% in any category. So
I think what we have got to look at is that you have
got an underpinning of the EU label as such. In
particular areas in the EU label everything, because
of the nature of the process, and it is quite slow, there
is a sort of skewing of all the products now into A,
maybe AAA, maybe AAA! and various other
things. So what the ESR enables you to do is to
actually stretch out that top category so that for
consumers it is very clear as to what are the leading
energy saving products in that category.

Q181 Jo Swinson: We spoke to the Secretary of State
for Defra just last week and he had this idea and he
said that in addition to the energy rating it might be
useful to have the average cost of running the
appliance per month somewhere on the label. What
do you think of this idea? Is it workable?
Mr Wright: I think there are two elements there.
What price are you going to take as your unit price
for electricity at any one time? I think the element
which is important there is that it comes back to the
idea that it is money-related, so I think we have
always got this duopoly to think about. There are
consumers who are motivated by money, and by and
large that is the majority of the market, and there are
those who are buying products purely on
environmental grounds, which is a much smaller
area of the market. So some retailers are exploring
this at the moment, so that what you can go to some
retailers and see is an average cost of this product to
use when it is used and also an average cost of this
product when it is on standby, but I think it is more
complicated than it appears to be.
Mr Samuel: If I could just add to that, I think the key
mechanism is to get people to change their
behaviour. The most important thing about certain
products is how you actually use them, so if you have
a price for a product that is on 24 hours a day then
that perhaps could be quite useful, but if it is a
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washing machine or a washer/dryer it depends how
you load it, at what temperature you wash clothes in
it, whether you hang the clothes out or tumble dry
and how often you use it, so it does not actually
provide that information. What I think would be far
better is to have a mandatory roll-out of smart
metering with consumer displays that provide real-
time information in-house as people use those
appliances.

Q182 Mark Pritchard: Would you say, just to
interject, that basically that idea is a dead duck?
Chairman: Whose idea?
Mark Pritchard: The Secretary of State’s idea.
Mr Samuel: I think it has some merit in the sense the
price information is what is important to consumers
and I think when you look at diVerentials between
standby and on/oV et cetera, again there are some
merits. We need to explore it a little bit further, but
I think it would be very diYcult and I think there are
perhaps better ways of providing information.

Q183 Mark Pritchard: So do you think it is going in
the wrong direction?
Mr Samuel: I think in general probably.

Q184 Mark Pritchard: We have got very limited
time, gentlemen, because there is going to be a vote
shortly. On your family of labels, you touched on it
earlier and I just wonder whether you can elaborate
a little more?
Mr Samuel: Yes. It was an idea really about the fact
that there is a proliferation of labels and looking at
how best to manage that. Obviously you could
regulate but there are issues around consumer
choice. I think what would be useful is if you
identified a smaller number of core labels. For
example, if you had a single label then how would
you actually take energy content and rate the
importance of energy content or carbon content?

Q185 Mark Pritchard: You say a smaller number of
labels. It is interesting—and you were here when Mr
North from Tesco was here—he was not in favour of
a single label, although he was not against it in
principle, but he did not want proliferation. You
have said there is proliferation and that the family
needs to be a small family rather than a large family.
Do you think Government should be leading on this
and defining first of all what sustainable is, and
secondly how large that family of labels might be?
Mr Samuel: The simple answer is, yes. I think there
needs to be stronger leadership on labelling. If you
have got labels in the marketplace that already work,
use them, invest in them, incentivise in them.

Q186 Mark Pritchard: I actually disagree with Dr
Knight when he says that he thinks the current
labelling of fish, for sustainable fish, and the other
sort of family of labels that exist currently are
working, to paraphrase him, quite well. Do you
think they are working quite well?
Mr Samuel: Some are working well and obviously I
would say—

Q187 Mark Pritchard: How does that fit with
consumer confusion, which apparently is also
prevalent?
Mr Samuel: Yes, there is confusion.

Q188 Mark Pritchard: It cannot be working that
well?
Mr Samuel: There is a large number. I am not an
expert in the diVerent types of labels. What I can say
is that there are too many. There are opportunities
to actually streamline them in certain areas. Food is
very diYcult, but energy saving is easy because there
is a single one at the moment, so why build any
more? If you have something around the
sustainability of stocks, for example, why have a
separate label for fish compared with something
else? Again, organic is a clear area where you can
perhaps have some incentives for some
consolidation. So a smaller number but more
focused.
Mark Pritchard: Okay, understood. Thank you.

Q189 Chairman: I am just very conscious about this
division which is coming up at any minute and there
are two issues I want to just ask you about very
quickly, if I may. One was about participation in the
schemes and whether or not it is enough to remain
on a voluntary basis. The other one was this issue in
respect of the ESR label. Basically, it is all very well
and good to have a label, but what is required by way
of regulation and incentives to accompany labelling?
In these last few minutes I would just be grateful if
you could just summarise, and if we do run out of
time it may be that you might wish to perhaps submit
some further written evidence on those two issues,
the voluntary aspect of it and what needs to be going
hand-in-hand with labelling.
Mr Samuel: Okay, very quickly, and if I have time I
will come back to some of my points. You could
have a mandatory label potentially if it complies
with World Trade obligations. That is a key issue.
You would need to refine the scheme. It is a very
robust scheme and perhaps if it was a mandatory
scheme some of the requirements may be too
stringent. Because it is a voluntary scheme there is an
incentive for people to participate. If it is a
mandatory scheme we may need to consider some of
the impacts around that. I think the other thing is
that we would need to resource-up substantially,
therefore you might want to prioritise at least
initially which products you would want to make
mandatory. So yes, we are quite interested in that
idea. Looking at what other incentives are needed, I
think greater fiscal incentives. You need to
incentivise the good and penalise the bad, so I would
like to see a stronger linkage between Energy Saving
Recommended products and, say, reduced VAT, for
instance, and I think there is a little bit of a door
open now at the Commission level potentially for
that to actually happen.

Q190 Chairman: Would that be done through
Europe, do you think, rather more than through
the UK?
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Mr Samuel: I think it probably would have to be.
Europe obviously has to approve it, but the UK
should be pushing for it.

Q191 Chairman: Do you see signs of that from
within the Treasury? Interestingly, we had a
Treasury minister here this morning giving evidence
to our main Committee in respect of the
Comprehensive Spending Review, et cetera. Do you
feel there are suYcient incentivisations within the
Treasury to support what you are suggesting?
Mr Samuel: Again, the short answer is no, I do not
think there is suYcient incentivisation.

Q192 Chairman: What more needs to be done?
Mr Samuel: I think certainly a lot more pushing
needs to be done. I think you need to link larger
products, for example micro-generation could be
linked into council tax rebates, insulation could be
linked into council tax rebates, and then also the use
of the carbon emission reduction target, formerly
the energy eYciency commitment. Why not link that
solely to Energy Saving Recommended products in
those categories they exist in? At the moment the
only one you have got that in is lighting and
obviously you could then make that quite socially
progressive as well and aiming it at the priority

Supplementary memorandum submitted by Energy Saving Trust

Home appliance labelling seems to be one of the success stories of environmental labelling. Can you explain
why you think it has been so successful in influencing consumer behaviour and manufacturer standards? What
lessons could we carry over into other sectors?

We agree that appliance labelling has been a relative success story with sales of A-rated and above cold
appliances increasing from 1% to around 70% and wet appliances from 1% to 86% between 1996 and 2006.
But in our view there is still considerable room for further improvement and expansion of the existing
schemes.

Both Energy Saving Recommended (ESR) and the EU A–G label aim to allow consumers to make an
informed product choice within and across categories. They are mutually compatible and combine to help
increase consumer awareness, improve appliance standards by incentivising manufacturers to look to the
future and go beyond A-G whilst helping retailers promote the most energy eYcient appliances and for
buyers (both retail and consumer) to demand them from retailers.

A–G is a mandatory requirement, but only for appliances in eight product groups, that drives the market
up to a point whereas ESR is a clear at a glance label covering 29 individual product groups, which aim for
the top 20% of market. ESR is a diVerentiator that identifies the best in class, least damaging products
providing certified assurance that a product is energy eYcient. Therefore, ESR is not just a consumer-facing
label but an enabling mechanism to provide stretch and encourage retailers to stock the best appliances and
for manufacturers to build to better standards. Currently ESR is provided free of charge with support
material eg stickers, stats, facts etc and underpinned by additional activity eg development of retailers buyers
guides, training of in-store staV, marketing activity (targeted through our consumer segmentation model).
It is easier to revise than the A–G label providing stretch, particularly in white goods where there is A-grade
bunching, whilst plugging the gap in other product areas eg ICT, insulation or heating that are not addressed
by A–G labelling.

Key lessons that could be carried over to other sectors include:

— Keep labelling clear and simple. At a glance labels are generally more eVective than those labels
that adopt a more complicated approach—consumers don’t want to be overloaded with
information.

— Avoid anything that might confuse consumers eg diVerent labels attempting to address the same
issue.

group. So moving forward in time, energy eYciency
targets and fuel poverty, there is quite a bit of debate
around that but clearly more needs to be done for the
priority group in fuel poverty, so why not use
instruments like that to actually incentivise more
energy eYcient appliances at the same time?

Q193 Chairman: Is there a mechanism that is
actually there at the moment, a sort of framework
within which those proposals you have got could be
explored?
Mr Samuel: Yes, there is a framework within that
and that is through CERT when it comes into place
in 2011, but also you have got the 2008 and 2011 as
a window of opportunity when some decisions can
still be made and we would certainly like to see, for
example, washing machines incentivised through
that to be ESR and only ESR.
Chairman: I am so sorry about this, but what I would
like to suggest is that if you think there are issues
which are really burning issues which we should
have covered in our short session this afternoon and
we have not, we would be very, very pleased to hear
from you, particularly in respect of what more
Government needs to be doing to support and
promote environmental labelling. Thank you very
much.
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— Scheme management should be undertaken by a trusted and independent organisation and not
company self-labelling. Labelling should certainly not be driven by PR requirements.

— Underpin the scheme through robust, but pragmatic accreditation.

— Involvement of key stakeholders (as with the setting of ESR product standards through the ESR
Endorsement Panel) is a key factor aVecting the success of the scheme. Getting standards right is
a key challenge for any certification scheme, and stakeholder consultation is a critical aspect of
getting the standards right.

— Support the label with marketing and retailer training e.g. in-store at point of sale and through
buyer’s guides.

— Support through wider Government policies. For example, in the case of appliance labelling; fiscal
incentives through the Energy EYciency Commitment (EEC) now known as the Carbon Emission
Reduction Commitment (CERT) and legislation to include condensing boilers in building
regulations.

Your ESR label indicates the “best-in-class” in a sector, yet the A-G label already helps consumers to choose
the most energy eYcient products. What added value does the ESR label provide to the consumer?

ESR provides a further enhancement of high energy eYciency rating for both consumers and
manufacturers particularly where the EU label is not suYciently discriminating due to bunching at the high
end. It also provides an opportunity to reference the Energy Saving Trust to help consumers continue their
energy saving journey. Where there is yet to be an EU label established—that process is long and slow—the
ESR label highlights the best in class where otherwise there would be no discrimination. Currently, ESR
covers over three times as many product groups as the A–G label.

It also allows consumers to make an informed choice without having to study and compare labels where
they exist (or attempt to locate and assimilate manufacturer’s data where there are no A–G labels, which the
majority of people are not suYciently motivated to do). ESR provides assurance, from a trusted independent
source; that a product is one of the most energy eYcient in its product group—unlike the A–G label where
there can be a multitude of A-rated appliances. ESR also cuts across the diVerent product groups covered
by the A–G label, to highlight the best products in each (ie A, B or C does not mean the same in diVerent
product categories) thereby creating a level playing field.

Isn’t there a danger that the presence of two diVerent labels might confuse the consumer?

There may be a potential danger from two labels but as yet, through the 7 years of ESR use and our
ongoing waves of market research, no evidence for customer confusion has been found. This is because they
are complimentary with minimal overlap as ESR only applies to best in class.

There is a greater risk of confusion from potential carbon labels that include in-use energy or from the
development of manufacturer or retailer own labels. The latter are also likely to be far less trusted (as they
are not independent) so will not be as eVective.

The ESR certified label is very simple, with no additional data displayed. Why did you choose this approach,
and are you satisfied that consumers understand what your label stands for?

ESR aims to provide consumers with a simple means of identifying the most energy eYcient products.
There is no need to include “additional” data because the ESR endorsement only applies at the highly
eYcient end. We deliberately chose to identify only the best products as these are the ones that people should
be using and the ones that will be required to help meet the Government’s climate change targets. In the
four second buying window for consumers when in store, there is limited opportunity for “additional data”,
which some consumers might not understand anyway. We know from consumer research that:

— 65% of people spontaneously recognise ESR as associated with energy eYciency.

— Almost 90% of those that do recognise the label understand that the product is one of the best in
its class in relation to energy saving.

— 60% of people recall seeing the logo in-store.

— For comparison just over half say they have studied/looked at the EU label (as opposed to see/
recognise it).

— Awareness of the ESR label has been growing.

— 60% of consumers say they look for the ESR label when buying appliances.

— Almost 80% of people regard the ESR label as trustworthy.

— This is underpinned by high levels of trust in the Energy Saving Trust, particularly when compared
to retailers and manufacturers.



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

Processed: 18-03-2009 02:15:52 Page Layout: COENEW [O] PPSysB Job: 400045 Unit: PAG1

Environmental Audit Committee: Evidence Ev 67

Trustworthy/impartial partially trustworthy not/hidden motives

EST 76% 19% 5%
Retailers 22% 51% 27%
Manufacturers 20% 54% 26%

We therefore believe that there is a good understanding of what ESR stands for and that this is suYcient
to influence consumer choice. In our opinion, this can be further increased with improved marketing and
an increased commitment from retailers to stock and signpost consumers to ESR products. In this respect
there is a greater role for training of sales staV. However, ESR is currently resource constrained by a small
marketing and training budget and can only be expanded on a relatively slow incremental basis.

The Secretary of State for Environment, Food and Rural AVairs suggested to us that it might be useful if, in
addition to the energy rating, labels on appliances showed the average cost of running the appliance per month.
Would it help to relate energy ratings to expenditure in this way? Is it feasible?

We know consumers are broadly motivated to consider energy eYciency for two reasons:

— Money saving 60%
— Environmental benefits 40%

So anything which resonates with these motivations is likely to have traction with consumers. In principle,
we are attracted by the SoS’s proposal, however we think it will be diYcult to implement practically because:

— The appliance market operates globally but prices would have to be UK-related and updated
regularly.

— There would need to be an agreed standard price for a unit of energy which consumers recognise/
accept as being close to their price. This is possible in theory but prices do vary across suppliers
(eg incumbent/non-incumbent), tariV types (eg oV/on peak), payment method (eg direct debit/pre-
payment) and annually.

— Costs would also vary substantially depending on how an appliance is used and the behaviour of
the consumer using it. There would need to be some agreed parameters of usage along the lines of
the “urban cycle” for cars and “basket of goods” indexes for prices.

— Average use may well be unhelpful as we need to change behaviours. The inclusion of average
running costs is likely to be most helpful for those products that run continuously eg fridges/
freezers.

— It would confuse messages about products that have high energy consumption when in full and a
standby usage, and we want people to abandon standby.

— There is a risk that more information might actually be oV-putting for consumers and might
actually reduce engagement.

It is interesting to note that some retailers are experimenting with the concept along these lines; however
they are using point of sale material rather than labelling products.

In our opinion it would be far better to mandate smart metering and underpin this with tailored
information and advice as consumers would be able to see the real-time aVects of their product usage. We
are surprised that Government appears loath to do so despite the united support of industry, energy
suppliers and NGOs.

You suggest in your memorandum that there might be a case for developing a family of labels to cover key
environmental issues—can you elaborate a little more on what you envisage? Which environmental factors
would be covered?

Our suggestion envisages a family of labels, based along similar lines to the established ESR brand, that
would focus on the key environmental issues facing consumers by providing clear, simple, consistent
assurance to consumers from trusted and independent resources, that a product is one of the best in class
in relation to a specific environmental issue eg food (although diYcult due to the many complexities eg soil/
protein/organic), energy, water, waste. Such a family of labels should not require any technical or energy
knowledge to be understood by the consumer and could include the key characteristics identified earlier in
our response. The family of labels could have a common feel and accompanied with signposting to the
relevant organisation best placed to provide advice on the issue. This approach could benefit from consistent
marketing and cross-promotion e.g. from websites linked to supporting literature, use of a standard
consumer behavioural change segmentation model, such as the Energy Saving Trust’s mosaic model, and
complimentary market research. Although the most pro-environment individuals are more likely to be
engaged with a range of environmental issues, the current view of most consumers with respect to the
components of environmentalism is not yet joined up. Thus most consumers see recycling, water, energy etc
as discrete issues and their behaviour reflects this in that a keen recycler can be a poor energy saver. We
therefore do not see either ESR or the A–G label as all-encompassing environmental labels on their own.
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We would envisage Energy Saving Trust being the relevant organisation for energy and carbon in the
future. We note that Government’s recent work on consumer attitudes and the recent announcement of
Green Homes funding to Energy Saving Trust to provide energy eYciency, renewables and transport advice
plus water and waste seems to be an early start in bringing these issues together.

As you add more issues to the certification, isn’t there a danger that it will become more complex not only for
you to measure performance, but for customers to choose a product? Where does the balance lie?

Yes, there is a danger of over-complicating labelling, which is why we favour a clear and simple at a glance
approach like ESR that is easily recognisable and understood by consumers. It is important for certification
to be robust but practical, which is why we have adopted independent third party testing unless there is
justification for an alternative approach eg allowing white good manufacturer’s self-declaration for ESR
based on the original copy of the A–G energy label. We believe this is an appropriate balance. This is also
why we favour separate energy in use labelling at this current time rather than embodied carbon labelling
including energy in use, which will confuse consumers who don’t yet understand carbon and will complicate
the calculation process. The key is for the claim that is being made by use of a label to be clearly understood
by all (consumers, scheme applicants, other stakeholders). Consumers don’t actually need to know the detail
of what happens to understand the label. However, for a certification scheme to work eVectively the scheme
rules must also be robust, sensible and applied fairly and even-handedly. This comes down to getting the
scheme standards, and the process for assessing conformity with these, right.

How would the labels need to be presented and operated to make it obvious that they were a family of labels,
rather than a collection of diVerent initiatives?

Please see above.

You say that you want to extend the ESR label into diVerent sectors, such as digital radios and housing. Why
have you held back from these sectors until now? Is there a demand from consumers for the label to extend
its range?

Yes, we are extending the scheme as ESR has wide applicability and is easily transferable. We have
prioritised the extension of the scheme based on:

— Products with high energy consumption.

— Products which consumers recognise for their energy consumption.

— Available funding to extend ESR. Inevitably this has acted as a constraint to expanding ESR.

We know that consumers see the next steps for extension in the home from household white goods, where
energy eYciency has become more ingrained due to the product being left switched on, to:

— Other kitchen appliances eg cookers, toasters.

— Living room products eg TV and HiFi’s. Consumers see those products as closest to household
white goods but this is complicated by longevity, male/female attitude diVerences and branding.

— Lifestyle type products eg PCs and MP3s. Although consumers see energy eYciency as less
relevant, labelling of these products is further complicated by their short life.

We are developing our medium-term strategy to inform what further product groups we go into in the
future and this could potentially include the extension of ESR to cars, microgeneration and homes. In the
case of homes, we also need to consider industry and consumer receptiveness in relation to the linkage
between HIPs and EPCs and that the initial priority should be to get people to take action on EPC
recommendations.

Fast-moving consumer electronics market would need to be managed particularly carefully and could
even entail a diVerent approach eg a mass market sign-posting label identifying products with energy saving
features. Likewise small electrical appliances e.g. toasters. We are developing our thinking in this area.

The ESR label shows a maximum of the top 20% in the sector—how would this translate into a fast-moving
sector such as consumer electronics, or the housing sector, where comparing the full market is practically
impossible? Would you need to adapt the label?

We do not see the need to change the top 20% characteristic of the ESR criterion. In the homes market,
our thoughts would be to divide it up into new build and existing categories, aligning ESR to the standard
Code for Sustainable Homes bandings and the EPCs. Likewise in consumer electronics we would look at
product categories within this overall sector, eg MP3 or set top boxes etc rather than using the scheme to
apply across a disparate collection of energy consuming products. A key advantage of the ESR scheme over
the EU approach is the ability to respond more quickly to market changes—hence its applicability within
a fast moving sector. Moreover, there is flexibility around the 20% where there is a need on account of the
product structure within the category. For example, in complex set top boxes, there is one dominant supplier
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and it is highly likely that we shall be accrediting over half of the category. In the future there may also be
less scope to improve product standards in some categories so one could envisage ESR applying to more
than 20% oV the market, although this is some way of for most product categories.

Participation in the ESR scheme is voluntary—is there a case for obliging all manufacturers to submit their
goods for assessment, or would this have little eVect?

Participation is currently voluntary and much is achieved because decisions to raise the performance bar
of ESR periodically are taken by the industry. While certainly a compulsory scheme would have much to
oVer, the Energy Saving Trust feels that a voluntary scheme, but with clear and stronger government
support that encourages greater participation, would be the preferred result.

It is not clear whether WTO requirements would allow a mandatory scheme. The resource requirement
to operate this could be substantial so would need to be prioritised initially on the most energy intensive
product types or for those with the greatest bunching at A (in the case of those also covered by the EU label).
There would also be little point in testing appliances that are unlikely to achieve ESR status unless there was
a penalty of some form for not doing so.

What proportion of manufacturers decide to submit their products for certification?

Unfortunately, we are unable to answer this question, as it would require knowledge of the entire number
of manufacturers in each product group. Currently there are 148 manufacturers and suppliers and 70
retailers.

Have any manufacturers produced their own labels, when they failed to qualify for the ESR label? Would you
like to see a situation where the only environmental labels permitted on appliances in the UK were the ESR and
the A–G label?

There have been no cases where manufacturers have produced their own labels as a result of failing to
qualify for ESR. However, we have had several incidents where companies make false claims about ESR
certification (ie they use the mark without EST permission), which does demonstrate the perceived value of
the ESR mark within industry. Indeed currently we have not seen any alternative labelling scheme—retailer
or manufacturer—covering the energy eYciency domain. In order to avoid potential consumer confusion,
we would like to see a situation where the only two labels in the energy eYciency related sector are ESR and
the A-G label. However, as previously stated, we do not see ESR and the A-G label as all encompassing
environmental labels.

The table in your memorandum shows that most types of products are certified on the grounds of the
manufacturer’s self-declaration rather than independent testing. How does this work and can we be confident
that manufacturers are providing an accurate assessment?

The majority of products are actually independently tested by third parties eg all insulation, lighting,
glazing and heating products (other than gas central heating controls) and this is our preferred approach
for existing and new product groups unless there is suYcient justification for an alternative approach, for
example where an existing testing mechanism is in place. The case for using manufacturers’ self-declaration
is always considered very carefully, and we consult key stakeholders on proposals to accept self-declaration
on a case-by-case basis (eg via the ESR endorsement panel). Self-declaration is only used where, for example,
independent third party testing would present a genuine barrier to applicants joining the scheme. For
example, it was considered that this was the case with ICT products, where manufacturers’ self-declaration
was accepted by the Energy Saving Trust as part of the ESR scheme following consultation with industry
and the ESR Endorsement Panel. Similarly, we have also adopted manufacturer’s self-declaration using the
original copy of the A-G label in the case of white goods.

However, there is a higher potential risk with self-declaration, compared with independent third party
testing, that products may not conform to the specified product standards. We also compliance test around
5% of certified products every year and consequently also focus this more on those self-certified products—
on a European scale the Energy Saving Trust is one of the most prolific independent product testers. We
will also be adopting the ISO best practice standard for self-declaration proformas by the end of 2007. We
are therefore confident that the process is a good balance between robustness and pragmatism.

Would it be more eVective to move to independent verification? Would this be feasible?

Where other approaches already exist eg A–G labels and worldwide standards based on self-declaration
for ICT goods, we do not believe that it would be more eVective for ESR to move to independent verification.
We have to be mindful of existing standards in the international marketplace.
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Is there a case for the industry self-regulating, where manufacturers report problems with each other’s labels?

One of the key advantages of ESR is that it is managed by an independent and trusted organisation that
provides consumers with suYcient confidence to believe the energy saving recommendation. An industry-
led approach would not be as eVective.In a competitive marketplace it is not clear whether manufacturers
would release the underpinning data to a competitor that would allow the identification of problems so a
third party would need to be involved for dispute resolution and compliance testing. We have had tip-oVs
from manufacturers about competitors’ products in relation to potentially misleading or false claims, which
we actively follow up.

You mention the possibility of a carbon-saving recommended label—is this suYciently distinct from an energy
eYciency label to make it worthwhile having the two?

There is a change expected in consumer awareness of carbon in the next 3–5 years. Our market research
shows that less than 30% of consumers understand carbon or its relation to climate change/carbon/energy
linkage. At this point in time, the Energy Saving Trust does not believe that carbon labelling is appropriate
and therefore we are not planning to introduce such a label in the very near future. However, once the
population is carbon literate then there will be an opportunity to do so. At this point the transition from
energy to carbon labelling will be actively pursued. Ultimately, we would like to see just a “carbon saving
recommended” label.

You say that embodied carbon should not be included on a carbon label—but what if the most eYcient fridge
is among the most damaging to produce? Isn’t there a contradiction if consumers are being asked to take account
of embodied carbon for some sectors, and ignore it for others?

As mentioned previously, there is evidence to demonstrate that people don’t yet understand the language
of carbon, “footprint”, “oVset”, “embodied”, the relationship between energy and carbon or the role
products play in the carbon footprint. However, if asked, people will say they want to know the carbon
footprint of products as that is perceived as the right answer—although completely mis-leading this can be
seen as a positive sign!

We have not yet seen any evidence from consumers of the benefits of embodied carbon labelling although
there are clear supply chain benefits. We believe it is the manufacturer’s responsibility to improve its
processes to reduce the environmental damage of its products and at the current time this is where the focus
should be.

We agree, that there would be a contradiction if consumers were asked to take account of embodied
carbon for some sectors, and ignore it for others but currently consumers are being asked to consider the
carbon content of isolated products, which they can’t compare even if they wanted to.

However, a mix of messages concerning full carbon footprint, embedded carbon and carbon in use runs
a major risk of confusing consumers. The Energy Saving Trust believes it is far better and more eVective to
provide information to consumers about the areas under their control rather than under the direct influence
of the retailer/manufacturer. Thus we would contend that embedded carbon and/or embedded energy is the
clear responsibility of the supply chain. It is through the activities of manufacturers reducing their carbon
footprint on their own account and the choice editing of the buyers at the retailers, which jointly determine
the embedded carbon of the products on sale. Beyond this point the consumer determines the usage of the
product and it is therefore most appropriate that the consumer knows the carbon in use/energy in use
impacts of their behaviour from information on the label. In the longer term, consumer pull should become
more important.

Incentives, and where necessary legislation, should be implemented to curtail unacceptable practices
rather than rely on consumers to understand the consequences of complex manufacturing processes and
then to demand change.

The ESR label was established at the request of the Government—is a government-backed label the most robust
way of bringing about change?

The most eVective means of removing the most ineYcient products from the market place would be to
ban them completely. A Government backed label, operated by a trusted and independent body such as the
Energy Saving Trust, is just one of a range of policy tools that will be required to help drive the required
changes.
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You say that labels should be accompanied by regulation and incentives—can you give us some examples?
Would labelling be entirely ineVective without these supporting measures?

Simply putting a label on a product on its own is unlikely to deliver much if anything as it would need to
be recognised, understood and trusted by consumers. Labelling, plus awareness raising and marketing,
would not be entirely ineVective as it would still signpost consumers to the most eYcient appliances.
However, it would certainly be more eVective if there were other incentives for consumers to purchase them
and if the option of the worst products was removed completely. For example:

— The use of progressive taxation policies to incentivise ESR products and penalise the worst
products. The EU VAT discussions, initiated at the insistence of the UK Government, open the
door for this.

— Stronger linkage of ESR products into CERT.

— Increased investment.
— For the promotion and marketing of ESR—we know that retailers want greater promotion

of ESR.
— To allow a quicker expansion of ESR to other product categories.
— For in-store training and promotion of EST advice/helpline.

— Regulate the worst appliances out of the market including the second hand market.

Are you content that Government is doing enough to support and promote environmental labelling?

No, we believe Government can do more as identified above.

January 2008
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Wednesday 9 January 2008

Members present:

Colin Challen, in the Chair

Mr Nick Hurd Joan Walley
Jo Swinson

Memorandum submitted by Ofgem

Introduction

1. Ofgem is the regulator of the gas and electricity markets in Great Britain. Our principal objective is to
protect the interests of present and future gas and electricity consumers through the promotion of
competition, wherever appropriate, and the regulation of monopoly companies responsible for the
operation of the gas and electricity networks. We also have secondary duties which include, amongst other
things, the promotion of security of energy supply, the protection of certain classes of vulnerable customers
and the promotion of sustainability.

2. Ofgem welcomes the Committee’s inquiry into environmental labelling. Our focus in this submission
is on the work that we are currently undertaking, in consultation with interested stakeholders, regarding the
development of a clear set of guidelines and to facilitate the development of an “at a glance” independent
certification system for energy tariVs which have additional environmental benefits. We have addressed the
Committee’s questions on what should be shown under a labelling system; the case for rationalising
environmental labels; the impact of environmental labelling on consumer behaviour; the regulation of
environmental labelling and international labelling.

Background

3. In response to increased customer awareness of the global challenge of climate change, a number of
electricity suppliers are oVering “green tariVs” to customers. These tariVs range from products that are
designed to ensure that 100% of electricity used is from renewable sources to others where suppliers take
action to oVset carbon emissions arising from the energy sources used. The National Consumers’ Council
(NCC) has recently estimated that nearly 200,000 domestic customers (plus a large number of industrial and
commercial customers) have chosen a green tariV. These tariVs therefore represent a useful tool to increase
customer awareness of the challenges of climate change, enabling customers to provide increased investment
signals towards the development of renewable generation and also to support meeting the government’s
carbon emission reduction targets.

4. In 2002 Ofgem issued a set of Guidelines on Green Supply OVerings in the domestic electricity market
to facilitate the provision of information to customers regarding green supply tariVs. The guidelines
suggested that there were three key principles to which such tariVs should conform; information about them
should be transparent; they should aVord additional environmental benefits (“additionality”); and suppliers
should be able to verify the claims of these benefits.

5. A recent study by the NCC26 concluded that there is considerable customer confusion, and, as a result,
a level of consumer mistrust of green tariVs. This view was also corroborated by the conclusions from our
recent Consumer First project which highlighted that although there was limited customer awareness of
green supply products, there was clear interest in these tariVs once customers understood that they may be
able to support the environment by signing up to them. Customers need clear and transparent information
to make informed choices when choosing an energy supplier, and being able to signal their environmental
preferences is an important part of this when it comes to green tariVs. This clarification is also important to
ensure that opportunities oVered to them by the liberalised energy markets are not masked by the threat of
misleading practices.

6. Our Consumer First project aims to help Ofgem better understand the developing interests and
priorities of consumers. Research carried out for Consumer First illustrated the importance that consumers
attach to greater transparency in general with regards to their energy consumption.27 The research indicated
that consumers want clearer information, for example on energy bills, regarding the contributions they are
making to the Renewables Obligation (RO) and the Energy EYciency Commitment (EEC). This is
particularly important to customers given that the RO currently adds £7 to an annual electricity bill and this

26 Reality or rhetoric? Green tariVs for domestic customers by Virginia Graham. National Consumers’ Council. December
2006. Available from http://www.ncc.org.uk/responsibleconsumption/green-tariVs.pdf

27 The research was carried out by Stimulating World on behalf of Consumer First. The full publication can be found at: http://
www.ofgem.gov.uk/Sustainability/Environmnt/Policy/Documents1/Stimulating%20World.pdf
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is set to increase to around £20 a year by 2015. The EEC scheme costs £9 per customer, per fuel, per year.
Further Consumer First research will soon begin into consumer views on proposals relating to renewable
and low-carbon supply tariVs.

7. In view of Ofgem’s duties to protect the interests of consumers and to contribute to the achievement
of sustainable development, we want to ensure that customers wishing to support the environment as part
of their energy supply choices, can be confident of what they are getting by way of environmental benefits
associated with their energy tariVs. As such, in June 2007 we issued a consultation document which included
a number of proposals to revise the guidelines to reduce customer confusion regarding these tariVs. We also
proposed the development and implementation of a linked certification scheme which would provide further
information and certainty to customers regarding these tariVs and the environmental benefits that they
promote. Following the publication of this document we held a number of workshops with interested
stakeholders to discuss the proposed approach and these have been exceptionally useful in further
developing the proposals with the input of interested parties.

Products Requiring Labelling

8. The main proposed revisions contained within the document are outlined in the table below along with
details of the way these have evolved following consultation.

9. The table shows there have been a number of revisions to the initial guidelines. One of the key changes
is the proposal to develop separate guidelines for renewable and low-carbon tariVs. There was concern that
the inclusion, within the guidelines, of tariVs sourced from non renewable low-carbon sources of
generation—primarily nuclear generation—would increase customer confusion of what constituted green
supply. Opinions are divided on whether nuclear is really a green option given the waste issues, but it is
clearly a low-carbon energy source. A proposal was developed to divide the existing green supply guidelines
into two separate sets of guidelines—one to qualify which tariVs were sourced from renewables and the other
which would rate the carbon intensity of the supply tariVs. We support this approach as we anticipate that
it will reduce customer confusion and provide clarity on what the guidelines cover. We want customers to
be able to make clear and informed choices regarding their green energy tariVs and to easily distinguish
between low-carbon and green energy supplies.

Proposed approach June Rationale Proposal Proposed approach October
2007 agreed? 2007

Ofgem should provide To encourage innovation . Ofgem updating guidelines
guidance on green tariVs and competition

Guidelines should be Consistent with better . Intention for them to become
voluntary regulation—not onerous self-regulatory

Guidelines should be Businesses have a key role . Separate guidelines needed for
extended to business supply to combat climate change business supply

Guidelines should be Low-carbon tariVs can . Move toward separate
extended to tariVs sourced have a role in contributing guidelines on renewable/low-
from low-carbon to targets relating to carbon carbon tariVs. This recognises
generation reduction the environmental contribution

that these supply sources make
and also contribute to
Government targets

Suppliers should provide Transparency is a key . Standardised information to be
additional information to element of the guidelines provided on environmental
facilitate transparency benefits of tariVs

Evidence of supply should To provide a standard . Evidence linked to FMD with
be linked to Fuel Mix requirement for verifying clear information on sources of
Disclosure (FMD) licence the source of supply renewable generation
obligation

Green tariVs should To ensure that tariVs being X Provision of transparent
demonstrate additionality marketed as green are information will allow informed

contributing additional customer decisions on
environmental benefits environmental benefits. This

will lead to a greater customer
steer for investment decisions
towards low-carbon or
renewable technologies in the
medium term
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Proposed approach June Rationale Proposal Proposed approach October
2007 agreed? 2007

Should be clear guidance To ensure that these are . Guidance to be provided on use
on use of funds being used appropriately of funds

A certification scheme To make it clear “at a . This will be developed by
linked to the guidelines glance” the benefits that the suppliers and interested
should be developed and tariV has for the stakeholders
implemented environment

10. Two further areas where key changes have been made in relation specifically to the labelling system
itself as opposed to the scope of the scheme are outlined below:

— Provision of standardised information to facilitate transparency: There was clear stakeholder
agreement that transparency is a key objective of the guidelines. As such, there was general
consensus that the provision of greater information would enable customers to reach better
informed decisions based on their perception of the environmental benefits that it is most
important to facilitate. We anticipate that the provision of clear and standard forms of
information will allow customers to more easily compare competing tariVs at the point of sale and
therefore reduce customer confusion with respect to their relative benefits. However, we recognise
that a balance needs to be struck between the provision of information and ensuring the guidelines
are not unduly onerous and we are working together with stakeholders to develop a solution that
works for both suppliers and customers.

— Definition and measurement of additionality: While stakeholders were keen to define and develop
an associated measure of additionality for renewable and low-carbon tariVs, the consultation
highlighted that there was a diversity of views as to whether this could be achieved in an objective
and measurable way. While there was recognition of the possible definitions of additionality, it
was evident that there were diYculties in developing an appropriate definition that would be both
clear to customers and which would clearly demonstrate whether a tariV will oVer more green or
low-carbon energy than would already be provided by suppliers under the Renewables Obligation.
We consider that providing greater information to customers regarding the relative environmental
benefits of competing tariVs will empower them to determine the tariVs that they wish to procure.
In turn, this will clearly illustrate customer demand to suppliers for either renewable and/or low-
carbon forms of generation, therefore providing clear steers for future investment decisions.

Rationalising Environmental Labels

11. It is a priority that further customer confusion on renewable and low-carbon tariVs is avoided. A
proliferation of guidelines and rating systems would not resolve current low levels of confidence and trust
amongst consumers. Therefore we are asking industry to develop a scheme (or schemes), consistent with the
tariV guidelines that will best facilitate customer choice and confidence of the various renewable and low-
carbon tariVs available, whilst ensuring the cost and administrative burden on suppliers is kept to a
minimum.

Impact of Environmental Labelling on Consumer Behaviour

12. Although Ofgem’s priority is to protect customer’s interests, we believe the guidelines and rating
system could encourage greater innovation and development in the types of renewable and low-carbon
tariVs available. This will lead to greater customer choice and competition in this market as suppliers seek
to diVerentiate their products from each other. This type of system would also increase consumer confidence
in the claims made by suppliers regarding environmental tariVs as suppliers would have to verify the claims
they make in respect of the tariV.

Regulation of Environmental Labelling

13. Ofgem is committed to Better Regulation principles and as such we consider that ideally the industry
should develop its own self-regulatory guidelines. We are therefore proposing to publish revised guidelines
that suppliers have to ‘sign up’ to, which would have the potential to become self-regulating as the green
energy market matures going forward. This would enable the guidelines to evolve more flexibly in response
to new types of tariV being made available.

14. We believe that a voluntary third party accreditation scheme should be developed and implemented
for renewable and low-carbon tariVs. Ofgem does not consider that it should perform this role but will
facilitate discussions and debate in this area together with suppliers, customers and interested stakeholders.
During consultation, there was clear stakeholder support for the development of a certification scheme
linked to the guidelines and based upon the principles contained in the guidelines. However, a strong
preference has been expressed for delaying further development of the certification scheme until the
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guidelines are finalised to ensure consistency between the principles that are utilised. We would look to see
that any scheme developed was entirely consistent with the principles and requirements specified within the
guidelines.

International Labelling

15. The Eugene Standard is an international benchmark for green energy tariVs. It supports energy
technologies that have undisputed environmental benefits. The Eugene Standard can be used as a symbol
of “good” energy, which has less of an impact on the environment than conventional energy. The Eugene
Network mission is to promote green energy labelling as a market tool to facilitate and stimulate additional
generation of renewable and eYcient energy services, and to foster a clean energy system. We are supportive
of the developments being made in implementing international benchmarks for green energy tariVs such as
the Eugene Standard but note that if such a scheme were adopted in GB, its use would be separate and
alongside the development of renewable or low-carbon tariV guidelines.

16. Finally, we would like to thank the Committee for the opportunity to provide this input into its
discussions. We would be very happy to provide any further information that the Committee would find
helpful.

October 2007

Witness: Mr Steve Smith, Managing Director—Markets, Ofgem, gave evidence.

Q194 Chairman: Good afternoon, Mr Smith. It is
good to see you again. This is the Environmental
Labelling inquiry. Could I start by asking you about
the overhaul of green tariVs that you are
undertaking at Ofgem with a view to introducing
more labelling? Why do you think labelling is
necessary in this area?
Mr Smith: I think there are a variety of reasons.
There had been some work done by the National
Consumers Council in a report looking at customer
attitudes to green tariVs, and that was suggesting
there was a lot of confusion amongst customers and
there was not really a lot of faith that suppliers were
giving them accurate information. There was a
strong sense in there that, perhaps, there would be
much wider take-up of these tariVs if there was that
confidence. Energywatch, which is obviously the
organisation that primarily looks after domestic
customers, had also done research suggesting similar
things, and then we launched a project called
“Consumer First” where we went and held some
meetings around the country where we met with
customers and asked them about these sorts of
issues, and were getting similar feedback from them.
All things were pointing to a lot of customer
confusion, some desire for more transparency and
being able to be more confident in these products.
Interestingly, when we first raised this idea even the
suppliers themselves, including some of the green
suppliers, said that they would welcome some move
from someone credible, like Ofgem, to bring some
transparency and some coherence to this area.

Q195 Chairman: It is going to be very challenging to
do that, is it not, because electricity is not like a
fridge or a car, or some other discrete box or entity; it
is something that moves invisibly around the wires.
What challenges does that pose to you?
Mr Smith: I think it is diYcult for that reason
because, as you say, in essence, once you put your
electricity on the Grid then it all gets mixed up. As
there are already some government schemes that
encourage promotion of renewables, the other big

challenge is to make sure that suppliers are being
clear about what they are oVering and the extent to
which they are oVering something over and above
what existing legislation already compels them to
do. Or, alternatively, that they are not trying to
simply take all of the renewable energy they have to
produce and package that up and put it into
particular tariVs and suggest that they are doing
something for the environment over and above what
they are required under existing legislation to do. So,
yes, I think it is a big challenge.

Q196 Chairman: Is the take-up of green tariVs tailing
oV, after the first burst of enthusiasm, if there was a
burst of enthusiasm? Has it now just settled down to
round about 200,000 customers at the moment?
Mr Smith: I do not think I have seen any evidence it
is tailing oV. On the other hand, I have not seen any
evidence that it is taking oV either; I think it has just
been a slow and steady growth. As I said, I think the
NCC’s work and the work that we did when we
actually talked to customers suggested that there
was more appetite out there; there was just a sort of
lack of trust about what they were being oVered and
were they just being asked to pay a premium for
something that was not actually going to deliver
much in terms of environmental benefits.

Q197 Chairman: The people who probably know
about these things are probably the leaders who do
take up these tariVs. They are already committed.
Will they be put oV by the possibility of thinking that
this is not additional, because we already have the
Renewables Obligation system which requires
generators to produce green electricity? Will they
have concerns that their extra money to a green tariV
may just be duplication rather than additional.
Mr Smith: That is really the problem we try to solve.
Interestingly, when we went and did these
deliberative fora with domestic customers around
the country, the vast majority of them did not know
that some of their existing bill—the money that they
were paying there—was going to encourage
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renewables. You have a vast swathe of people who
actually do not know that they are already making
some contribution just if they are on a normal tariV.
I think for the more informed people there is an
understanding that some of that is going on and it is
exactly the concern you are highlighting; they want
to know, if they are buying a tariV, exactly what they
are getting for it and where that money, if they are
paying a premium over standard supply rates, is
going.

Q198 Chairman: Does a lack of additionality
undermine the entire concept of a green tariV? This
level of duplication, I think, is perhaps arising out of
confusion in a number of areas about emissions
trading and things of that sort, which could be yet
another level of additionality, if you look at the
EUETS.
Mr Smith: We have spent a long time talking with
the customer groups and with suppliers, and this has
been the big, diYcult issue because the way the
Renewables Obligation is set up. It is a financial
scheme, not a physical scheme, so if you cannot meet
your target you can buy your way out of it. Against
a scheme like that it is very diYcult to describe what
additionality means. If, for example, someone says:
“Well, one of the options was that we have these
Renewables Obligation Certificates that if I have a
green tariV then I will retire some of these certificates
from the market, and that is the way I’ll demonstrate
that I am doing something additional”, that does not
actually guarantee that another wind farm or
something will actually be built. So we have tried to
take a diVerent approach; rather than focusing on
additionality we have tried to come up with
guidelines that would mean if you are buying a green
tariV it will be absolutely clear to you what
proportion of the electricity that is being supplied
from you is coming from renewable sources, and on
the bill it would make clear that all suppliers were
obliged to deliver, say, 7 per cent of their electricity
from renewable sources, and this tariV will say,
“50% of our energy is green”, or “70% of our energy
is green”—so to try and give customers that clarity
without confusing them about what the existing
government schemes are; just allow them to make a
simple comparison.

Q199 Chairman: That is saying: “We’ll leave it to the
customer to decide” (and, of course, we are familiar
with that kind of process), but in this very complex
area would it not be simply better for Ofgem to go
back to the Government and say: “Look, this is so
complex, there are real diYculties, we are simply
going to have to do more in posing charges, as it
were, across the whole piece, as we are doing, to a
certain extent, at the moment, to achieve these
objectives”? If we look at the current customer base
for green tariVs, and you are saying it has sort of
plateau-ed, I cannot see how any of this is going to
make much diVerence.
Mr Smith: As I said, the research the NCC did and,
also, the discussions that we had with customers
suggested that there were quite substantial numbers
of potential customers who would buy these sorts of

products if they had more faith in them. I think we
are really stepping into that territory to say: “Let us
try and see and let us try and give them that
confidence and then let us see if the actual take-up of
these tariVs does then take oV.” Also, there are
diVerent segments of the market with diVerent
issues. We have talked so far about green and
renewables; for a lot of people they are interested in
low carbon, so our proposals are about
distinguishing between green and low carbon. That
might be another area of the market where you will
see more take-up. In the green arena, clearly,
particularly with rising fuel bills and everything else,
diVerent groups of customers have diVerent abilities
to pay, so there are some people who are saying:
“We’re willing to pay substantial premiums to have
energy that is 100% renewable” and there are other
customers who are saying: “We’re willing to pay a
bit more but we cannot aVord to pay the kind of
premiums”. So we are trying to encourage
innovation and diVerent sorts of tariVs to attack
those diVerent segments of customers and what
they want.

Q200 Chairman: Finally, can I ask you if you know
of any technical impediment as to why the carbon
content of the electricity and gas used could not be
printed on the face of our quarterly bills.
Mr Smith: In terms of in time there is no reason, in
the short term; it is just a question of what the actual
supplier’s billing system is capable of doing. Most of
them, at the moment, are spending quite significant
sums of money rebuilding their billing systems and
have got big IT projects. For example, if you talk to
British Gas, they are saying once they are on their
new billing system they would have the ability to
print all of that sort of information. Their existing
billing system, which is several years old now, is just
not capable, as an IT system, of doing that. If you
are asking: “Can you work out what the numbers are
absolutely”, not all suppliers are yet in a position to
be able to physically put that on their bill, but many
of them are using the internet and paperless billing
and ways like that to start giving customers that
information, but actually producing a physical piece
of paper, some of them still are not able to do that.

Q201 Mr Hurd: Can I take you back to the
fundamental question as to why so few people do
something which, on the face of it, is a very simple
step that people can take to play their part in
reducing emissions, which is to switch to a green
tariV? It can be done just on a few clicks on a
computer, so it is very easy, but only 200,000 people,
I think, have done that. Why do you think that the
penetration rate is so low?
Mr Smith: The only evidence we have got from
everything we have looked at is that people are
telling us it is a trust issue. There have been one or
two cases of suppliers who have been censored by the
Advertising Standards Authority for, perhaps, over-
promoting these. I cannot guarantee this is the
answer, but to the extent I have any evidence and
feedback from customers, people are saying: “Well,
what is holding us back is just this lack of trust that
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we have seen. We see some of these marketing things
and we are not actually clear, if we’re being asked to
pay, say, 10% more than a standard supply, what we
are getting and what the company is actually going
to spend.” It is a bit of cynicism and scepticism.

Q202 Mr Hurd: Is that not rooted in some truth that
the green tariVs are something of a con because this
is electricity that they are required to generate from
these sources; it just happens to be that some
customers are prepared to pay more for it than
others?
Mr Smith: You have got diVerent tariVs out there
that do diVerent things. For example, for a company
called Good Energy, 100% of its electricity is
renewables, and so when it is marketing it is saying:
“We can guarantee every electron”. You have got
other suppliers who, perhaps, are doing things where
they are taking some of those existing obligations
and repackaging them, and therefore customers are
right to be sceptical; you have other schemes which
are much harder for customers to understand where
people are saying: “We’ll take the money and we will
put it into some sort of investment fund and we will
invest it in other environmental improvements”. So
it would be unfair to say: “They’re all a con”, but I
certainly think there are some tariVs out there that
customers would be right to be sceptical about
whether they are actually getting anything more
than companies are required to do.

Q203 Mr Hurd: In terms of your activities, you are
preparing separate guidelines for renewable and low
carbon tariVs. You say this will reduce confusion,
but will customers really understand that low carbon
does not necessarily mean renewable, and how will
you make clear?
Mr Smith: That is a good question, and the reason
we have got there is that the big divisive issue in this
is, obviously, nuclear; there is clear evidence that
some customers, as I said, are focused on low carbon
and accepting that nuclear could play a part in that;
other people are vehemently opposed to that. So the
low carbon/green distinction was an attempt to
neutralise the nuclear issue. I think you are
absolutely right, the challenge for us in developing
these guidelines will be to make sure that we have
clear accessible information for customers so that
they can understand what that distinction is.

Q204 Mr Hurd: What proportion of the tariV would
need to be renewable or low carbon for it to be
classified as such?
Mr Smith: What we are proposing, for low carbon,
is something equivalent to the energy ratings you do
see on white goods—so the idea, because customers
are used to that, of the A-G rating. Therefore, if it
was zero carbon it would be A-rated, and if it was
fully fossil-fuelled it would be G-rated. For
renewables we are simply proposing that we will
simply state the percentage, so it will be: “X-per
cent”—anywhere between 0 and 100—“of your
supply is coming from renewable sources”.

Q205 Mr Hurd: Will the label also show where the
premium paid for the tariV is invested?
Mr Smith: Yes, although the other thing I should
make clear is that we are currently out to
consultation on all of this, and I think the
consultation actually closes tomorrow. So what I am
talking about is what we have gone out to
consultation on. Obviously, particularly when you
get into detailed issues like that, we will have to look
at what people say and there is this trade-oV, as you
said, between transparency and simplicity and
keeping it clear so that customers do not get
confused.

Q206 Mr Hurd: Thanks for that. Can I bring you on
to comparative data? As I understand it, you say
that in order to oVer a renewable or low carbon
tariV, all other tariVs oVered by the supplier should
be submitted for a rating. Why do you think this is
necessary?
Mr Smith: There was a concern that if you did not do
that what suppliers could do, in essence, was bring
together all of their renewables, including the
renewables that they are required to provide under
legislation and put that into a tariV that looked very
attractive against our criteria.
(Committee suspended from 2.45 pm to 3.04 pm for a
division in the House)

Q207 Joan Walley: If we may resume, Mr Smith, just
to carry on where Mr Hurd left oV, it would be
helpful to know if there would be any obligation for
suppliers to show how their tariVs compare with
their competitors, or will it be up to customers to
seek out this comparison?
Mr Smith: The idea is that it would be up to
customers, so we would have clear standardised
ways that suppliers would have to deliver this
information. Then, in much the same way, at the
moment, as we have the existing internet sites that
allow customers to compare tariVs, it would make it
easier for them, if you want to go on a green tariV,
as you can at the moment, to say: “Put it on green”
and they will show you the prices and what the
percentage was from renewable energy and what
their carbon rating was. So there would not be an
obligation on suppliers but we would expect the sort
of price comparison websites, and the people who do
that at the moment, to use this to provide those sorts
of comparisons for customers.

Q208 Joan Walley: Just now you made reference to
that information being on internet sites. I am not
sure how much our Sub-Committee has looked at
internet labelling or the provision of information
through the internet, but is it envisaged that the bulk
of the information that will be available will be done
through the internet, or will it be done in other ways
as well?
Mr Smith: It will have to be done in other ways as
well, because what we are stipulating is that before a
supplier signs up a customer to one of these tariVs it
needs to have provided them with the information.
So, clearly, suppliers will need to have a means for
customers who do not have access to the internet, or
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do not want to access the internet—so promotional
material that they can send through the post or make
available to them in other ways. So definitely not all
internet-enabled because there are, obviously, large
numbers of customers out there—

Q209 Joan Walley: That is what I was thinking. If
you were reliant upon internet labelling there would
be a large part of my constituency, for example,
which would not have access to the internet.
Mr Smith: Absolutely. It will be a requirement of the
guidelines that before you sign a customer up you
have to give them this information. So it will be for
the suppliers to work out how they are going to do
that. Obviously, for customers who are on the
internet that will be the simplest way to do it, but
they will have to have means to provide that
information for customers, which presumably will
be postal-based and paper-based.

Q210 Joan Walley: If I could move on to the
memorandum that you have issued and the
consultation, the memorandum talks about an “at-
a-glance” approach, but in the consultation it seems
that you are being a little bit more detailed in looking
at this distinction, which you referred to earlier on,
between low carbon and renewable accreditation.
One of the things I would like to ask you on that, first
of all, is that there is a lot of debate at the moment
about nuclear. Could you give some idea of how you
would actually define “nuclear” and how that fits
into the sort of labelling? Presumably, people might
want to know whether or not they are signed up to
nuclear energy or not.
Mr Smith: I think the simplest answer is, obviously,
on the renewable side, nuclear would not be in there.
On the low carbon side, you are right that the
challenge here is in thinking about the layering of
information, so the first layer you want to be
relatively simple and something, as I said, like the A-
G rating and a simple percentage you can just look
at. Sitting behind that you would have the next layer
of information, and that might, for example,
include, if it is low carbon, what proportion of that
is nuclear, making clear to the customer that
although it is B-rated on carbon a significant
proportion of that is coming from nuclear power
versus other low carbon forms of energy. This is
where we are asking the suppliers to think about—
and we are holding workshops with them—how you
can layer that information because, obviously, the
danger is that you just overwhelm the customer with
too much information at the outset; you need to give
them it so that they can access it bit by bit, as they
want to.

Q211 Joan Walley: How would Ofgem reach a
decision as to whether nuclear is low carbon or not?
Mr Smith: In some senses we have crossed that
bridge, although we are already out to
consultation—i.e. we have said that we think nuclear
is low carbon and, therefore, the question is just
working out where it would fit, as I said, in that A-
G rating.

Q212 Joan Walley: Do you take into account the life
cycle production and disposal including the uranium
extraction and everything else?
Mr Smith: That is exactly where the debate about
how low carbon is nuclear comes in and where it fits,
as I said, in that scale between A-G. The simple
answer is yes, we will have to think about that in
deciding where people sit, as I said. If you had a
supplier that was 100 per cent nuclear, is it A, zero
carbon, is it G? That is the sort of analysis we will
have to do to think about where it sits in there. It
would be the same if we had carbon capture and
storage in the future, and thinking about the life-
cycle eVects of carbon capture and storage; even
though the carbon is going into the ground; there has
been carbon consumed in building all of the
infrastructure and facilities to deliver that storage.

Q213 Joan Walley: Presumably, for people who
wish not to purchase nuclear-produced energy, your
labelling scheme would give them that information
in order that they were able to make an informed
choice?
Mr Smith: Under our scheme, if you really wanted
to avoid nuclear then you would focus more on the
renewables, where you would know you are getting
low carbon energy and you would be looking at the
simple percentage of what proportion of your supply
is renewable. Clearly, in the future, as I said, if you
get other technologies emerge, such as carbon
capture and storage, then we would need to think
about that, because there is a distinction that will
emerge in the low carbon area because there could be
low carbon tariVs based on carbon capture and
storage and there could be low carbon tariVs based
on nuclear.

Q214 Joan Walley: Given that you are looking, on
the one hand, at renewables accreditation and, on
the other hand, you are looking at the carbon
intensity banding, how do you intend to get the right
balance struck between what is there “at-a-glance”
in order for people to be able to make up their minds
and exercise choice when they come to purchase
energy? How will you get the right balance there?
Mr Smith: If you go back to that analogy of the
layering of information, I think the current idea is
that the first layer of information you will see side-
by-side is the carbon information and the rating on
carbon, and then the renewables information. So in
the first layer they will be given equal prominence, if
you like, but that is the “at-a-glance” information
that customers will see.

Q215 Joan Walley: What you do not seem to be
doing is having some kind of standardised approach
to both categories, because you have chosen a
quality mark approach for renewable tariVs and,
presumably, this more detailed approach towards
the low carbon tariVs. Why are you not treating the
renewables market in an equal way to the way in
which you are treating the low carbon tariV market?
Mr Smith: We have started oV with the idea that
both would be A-G or, perhaps, star-rated, 1–5
stars—5 being the best. It was on this diYcult issue
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of additionality—when you think about how you
would categorise tariVs into those star-ratings—that
it got diYcult and, therefore, when we talked to the
customer groups and everyone involved in the
workshops a consensus emerged around the idea
that the simplest and the best way to be honest with
customers on renewables is the one simple number to
say what proportion of your supply is coming from
renewable sources. Again, as I stressed, we are out to
consultation on this at the moment, so we have not
decided that yet. That is where we in the work group
have got to, having started with the idea that we
would have the same two measures, that because of
these diYculties with being honest on renewables the
simplest and most honest number was just a simple
percentage.

Q216 Joan Walley: In respect of this consultation,
can I ask you whether or not you have picked up any
responses from people not wishing to purchase
nuclear?
Mr Smith: The consultation actually closes
tomorrow, so I have not seen any responses. We
collate them, look at them and analyse them, but I
will not see any of that until after the close of
consultation, so I simply do not know. They will all
be made available on our website.

Q217 Joan Walley: In respect of the label, will it spell
out the fuel mix, or will the customer be expected to
deduce it from the carbon intensity band?
Mr Smith: No, it will do. Again, this comes back to
this idea of layering. So in the second or third layer
of information there will be clear, standardised
information on fuel mix.

Q218 Joan Walley: You say that the rating
information should be “provided to customers prior
to them committing to enter into contracts”. We are
just wondering what that means in practice. How
can we make sure that customers really are taking
that information into account before deciding who
to sign up with?
Mr Smith: Again, this is something where we will
work with both suppliers and, also, whoever we
appoint to accredit this. At the moment, we are
trying to set high level principles. Having agreed
then we have finished the consultation process
suppliers will need to come forward and say: “This
is the way we are going to make sure that that
happens”. We have already had the debate about it
not just being “it’s on our website” because,
obviously, some customers would not have access to
websites.

Q219 Joan Walley: What kind of indication have
you had from the suppliers that in all their
promotional literature and so on they will actually
be displaying this information? Will there be a
requirement for them to do that?
Mr Smith: Yes, it will be a requirement. Clearly, we
have discussed this with the suppliers and they know
this is part of the package. None of them are coming
forward, at this stage, (although we are out to
consultation) saying: “We can’t do this” or: “This is

going to create big problems for us”. They have
similar obligations under the licence in relation to
standard energy contracts—ie there is an obligation
to make the terms and conditions clear to the
customer before they sign up. So it is just a slight
extension of what they do already, albeit it is more
information they have got to get to them in terms of
the labelling.

Q220 Joan Walley: Will that apply to all advertising,
for example? Under the voluntary arrangements
where would you expect the labelling—
Mr Smith: Given where we are in the process, I do
not think I can honestly answer that because we have
not flushed it down to that level of detail. At the
moment we have simply said that will be the
principle, that is what they have got to do, and the
next phase of work, once we have decided all of this,
will be for suppliers to come forward and say: “This
is how we are going to do that”. Then we will have a
look at it.

Q221 Joan Walley: So you are going to wait for them
to tell you what to do?
Mr Smith: No, no, not tell us what to do; we are
going to ask them to come forward with how they
will do it and then we will take a look and decide
whether we think that meets the principle or not—
whether that is good enough. We are not going to sit
here and say to the suppliers: “This is how you have
got to meet it”; we are going to let them have a go at
coming up with the best way of doing it. However,
as I said, if we are not satisfied then, clearly, we can
say: “No, that’s not good enough; we don’t think
that will meet the guidelines”.

Q222 Joan Walley: In respect of this label, when we
finally get it, and depending on where it is going to
be displayed, where do you think it will drive the
greatest change? Do you think it will be in respect of
consumer choices, or in the tariVs and energy mix
oVered by the suppliers? Where is the drive for this
agenda coming from?
Mr Smith: I hope it will be both. I hope it will give
more customers the confidence to take up these
tariVs, but I hope that will create a virtuous circle
because the more customers do that the more you
would hope that suppliers will innovate. As I said,
what has emerged from our work and the NCC’s
work is that there are diVerent customers who have
diVerent concerns and diVerent interests. So
suppliers should be oVering a multitude of tariVs to
basically access those diVerent customer groups. So
for customer groups for whom renewables is the
primary importance you would want to see tariVs
being delivered that are close to 100 per cent
renewables, as we have at the moment. If there is a
large number of customers who are more interested
in low carbon you would want to see low carbon
tariVs as well. I would hope it would be both, but it
is probably the customer confidence that needs to
come first.
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9 January 2008 Mr Steve Smith

Q223 Joan Walley: You were talking about a
voluntary self-regulated scheme. The National
Consumer Council, I think, are on record in the past
as having expressed some concerns as to how much
guidelines and voluntary arrangements can ensure
good practice. How confident are you that you will
get good practice across suppliers with this
voluntary scheme?
Mr Smith: We have the powers to make this a
mandatory scheme, albeit we have to get a
proportion of the suppliers—about 75%—to agree
to it, and if they did not we would have to then take
the matter to the Competition Commission. We also
have a duty to better regulation and to think about
the better regulation principles. When we went and
talked to customer groups and suppliers all of the
suppliers—so not just the big six domestic retailers
but also a lot of the small suppliers, including the
green suppliers—basically said: “We are up for the
challenge of this; we think this would be a good thing
for the market and therefore we want to participate
in this”. That convinced us, given our better
regulation duty, that we should go for self-
regulation first. Clearly, if, at some point in the
future, that fails it remains open to us, we have the
powers, to make this a mandatory scheme, but as we
have the suppliers telling us they wanted to do this
on a self-regulatory basis we thought it was right to
try that first. As I said, if it does not work or if we
decided in the future, on the basis of experience, we
needed to make it mandatory then we have the
powers to do that.

Q224 Joan Walley: How will you know if it is not
working? Should your first and foremost priority not
be to the customers and making sure that that
information is there?
Mr Smith: It absolutely is. Again, that is another
reason why going down the self-regulatory
approach, which we felt would be faster than having
to do things on a mandatory basis and push through
licence changes, because suppliers were saying they
were up for the challenge, would get us there quicker
than a mandatory move.

Q225 Joan Walley: Can I just stop you there? When
you say “the suppliers are up for the challenge”, is
that all of them? Have you approached all of them
and they have all indicated that they are?
Mr Smith: Yes, and they have all been deeply
involved. We have had a series of workshops which
have involved customer groups, the NCC, the big
suppliers and the smaller renewable suppliers. As I
said, they have all put a lot of eVort and resource into
this. So all of the suppliers said: “Yes, we can see that
this is something that customers want and that will
help build confidence in this market, and so we’re
willing to play along.” The suppliers trade body, the
Energy Retail Association, which represents the big
six suppliers have also put a lot of eVort into this in
working out the practical details.

Q226 Joan Walley: How long do you think it will
take before you know—when you get to that stage of
a voluntary arrangement working—whether or not
you need to be, under the best regulation
procedures, going down the route of making it more
mandatory?
Mr Smith: Whenever we have done things like this in
the past what we have tended to do is give it 12 to 18
months and then do a thorough review, go and talk
to customers and work with customer interest
groups. Clearly, if not all suppliers sign up to the
voluntary guidelines then we would have to think
about that; that would be an obvious trigger where
we would have to say how comfortable are we, but
as I said at the moment they have all said that they
intend to sign up and on the basis of the consultation
they are all saying there are issues to work out in the
detail, but they are signed up to the principle of this
sort of approach. Also, we would have to look at it
practically, are the guidelines actually delivering, are
customers finding this information useful and
valuable and, if not, are the guidelines under a
voluntary approach capable of being changed?
Dealing with issues that emerge in terms of
customers saying they are finding this diYcult to
understand, under a self-regulatory approach you
would want them to say we need to change them and
we need to produce something better.

Q227 Joan Walley: Finally, if I may, Chairman, I am
just thinking about how, for example, this
Committee on an on-going basis might be looking
into this at the stage you have got to and your
sharing with us your understanding of how on target
it is and whether or not there are any triggers that
might make anything less than a voluntary way of
doing it not necessary.
Mr Smith: I am sorry, I am not sure I understand the
question.

Q228 Joan Walley: My question is when you look at
that stage of the review in terms of Ofgem and where
it sits and what it has responsibility to do, what
provision is there for a Parliamentary select
committee to be kept informed of your assessment of
whether or not the voluntary arrangements are
working or whether or not there are suYcient
triggers to maybe lead you to be looking at making
it more compulsory?
Mr Smith: We would be perfectly happy when we
launch the scheme to write to the Chairman and
provide you with our assessment of where we stand
and then to say that inevitably we will do a review
somewhere between 12 and 18 months after it has
been implemented, and then again we could write or
appear in front of you if you wanted at that time and
tell you what we think.
Chairman: Thank you very much for your evidence.
I am sorry about the interruption and the delay.
Thank you.
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Supplementary memorandum from Ofgem

On 9 January, my colleague Steve Smith gave evidence to the sub-committee’s inquiry into environmental
labelling. Steve promised to keep you updated in our work on green energy tariVs and I would like to let
you know the current progress and next stage of our plans in this exciting project.

The background is that, in response to the global challenge of climate change, a number of energy
suppliers are oVering “green” tariVs to customers. However, our research shows that there is a lot of
customer confusion about these tariVs. On the one hand, many consumers want to do their bit to help the
environment, on the other hand, they do not know how green some of these tariVs really are and they do
not always trust what the companies are saying to them. That is why Ofgem has proposed guidelines for
green tariVs and an independent accreditation scheme so that consumers can easily see what a particular
tariV involves.

We published a consultation on green tariVs which closed in January and we have spent the last few weeks
going through all the responses. At the same time, we have been conducting more direct consumer research
through deliberative forums undertaken by Ipsos MORI. The MORI report as well as all non-confidential
responses receives to our consultation can be found on our website.28

I would like to share with your committee some of the key themes coming out of the consultation and
explain how we are altering our plans to take the responses into account. A key concern is over
“additionality”—an issue that was discussed at the committee’s oral evidence session on 9th January. Many
customers want to be sure that they are getting some extra environmental benefit when buying a “green”
tariV. We have therefore decided to look more closely at additionality, discussing these developments with
interested parties—including your committee if you have comments or recommendations—so that we can
publish the finalised set of guidelines in early Summer of this year. This is later than originally planned and
so, in order to ensure that a robust scheme can be put in place, we expect the accreditation scheme to be
operational by the end of 2008.

We are strongly committed to reducing consumer confusion and providing increased clarity to customers
about what it is they are getting when purchasing a “green” tariV. While we regret any uncertainty caused
by the delay in finalising the guidelines, we want to ensure that we can continue to meet this objective most
eVectively in respect of the principles contained within the finalised guidelines and any associated
accreditation scheme that may be developed.

Finally, I would like to take this opportunity to thank you for your committee’s interest in this important
issue and for giving us the opportunity to discuss it with you. I am sure that your committee’s inquiry and its
subsequent report will make a helpful and important contribution to the future of environmental labelling.

12 March 2008

Memorandum submitted by LEAF

Introduction

LEAF is a charity whose work focuses on two core objectives, namely:

— Encouraging the uptake of sustainable farming practices through the development and promotion
of Integrated Farm Management (IFM).29

— Improving public understanding of responsible farming practices through a long term
commitment to communicating and involving consumers in the story behind their food.

LEAF has a well established network of demonstration farmers and strong links with research stations
as the LEAF Innovation Centres, has developed management tools to assist farmers in their performance,
is the organiser for Open Farm Sunday and has established the LEAF Marque certification scheme.

All of LEAF’s work is geared to ensure that farmers are adopting sound, responsible practices based on
science which the LEAF Innovation Centres and other research establishments communicate to us. This
provides the continual dynamic improvement behind IFM. This system ensures the LEAF Marque standard
is robust and gives consumers the opportunity to make responsible choices when they are buying food.

LEAF works with many stakeholders to find practical, realistic, achievable ways of making change
happen on the ground through the framework of Integrated Farm Management. This knowledge sharing
feeds into the management tools LEAF provides for our members and into the LEAF Marque, a high
environmental food assurance standard.

28 The non-confidential responses to the consultation and the final Ipsos MORI report are available from: http://
www.ofgem.gov.uk/Pages/MoreInformation.aspx?docid%243&refer%SUSTAINABILITY/ENVIRONMENT/POLICY

29 Integrated Farm Management (IFM) is a whole farm approach that integrates beneficial natural processes into modern
farming practices, balancing traditional methods with advanced technology. IFM is a sustainable farming system that
minimises environmental risks while conserving, enhancing and recreating that which is of environmental importance. As a
true environmental management system IFM builds on risk management to ensure eYcient production which is economically
viable and environmentally responsible. LEAF Marque takes IFM right through to the consumer.
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Not only can consumers trace the farmer who produced their food to LEAF Marque standards through
LEAF Tracks, but they are also able to visit farms to talk, discuss and understand more about their food.
LEAF’s work is specifically to avoid consumer confusion and to provide clear messages through traceability
and opportunities for consumers to understand more about what they are buying, a true example of
sustainable consumption.

In order to meet sustainable consumption objectives it is critical that we make sustainable choices readily
available, that is what LEAF and the development of LEAF Marque in the market place is all about. It is
therefore particularly important that information provided to consumers is honest, truthful, transparent
and verifiable.

The LEAF Marque

The LEAF Marque is about Linking Environment And Farming. It gives consumers the choice to buy
aVordable food produced by farmers who are committed to improving the environment for the benefit of
wildlife and the countryside

LEAF Marque is a certification standard for farmers and growers. LEAF Marque provides stronger
environmental credentials to the existing farm and food assurance schemes.

Farmers and growers who are LEAF Marque certified have been independently inspected by food
certification organisations licensed by the United Kingdom Accreditation Service (UKAS). The LEAF
Marque is the consumer’s assurance that the producer operates their business and production processes to
the LEAF Integrated Farm Management principles and to high environmental standards. The care and
attention demanded by an Integrated Farm Management system, required as part of the LEAF Marque,
has environmental benefits in its own right—for full health, biodiversity and a living countryside.

LEAF Marque works closely with key retailers, including Waitrose, Marks & Spencers, Wholefood
Markets. LEAF Marque produce is increasingly available in ASDA, Sainsbury’s and Tesco as well as other
retail and processing outlets, some of which is labelled, some meeting the standards but using the retailers
own label.

Principle Lines of Inquiry

Products requiring labelling

Farming is often criticised for its environmental footprint and with the exception of organic labels there
is little opportunity for farmers to get recognised for the evidence of their environmental performance. For
food, environmental labelling is valuable on two accounts firstly it provides consumers with the opportunity
to purchase responsibly sourced food and secondly it provides farmers with the motivation of committing
to and improving their environment. Since the environment embraces all resources on farm, one of the key
areas of potential confusion is where the environment is divided into single issues, such as: biodiversity,
carbon footprint, soil management, water preservation and quality, landscape value, etc. For the sake of
the consumer they want to be reassured that when they purchase a food product all their concerns are
accounted for, that is what provides the clarity and that is what the LEAF Marque is about—a whole farm
management approach.

All of the current food environmental labels are voluntary. However, all UK grown fruit and vegetables
in Waitrose are grown to and labelled as LEAF Marque. M&S have also included LEAF Marque in its field
to fork protocol as a requirement. The LEAF Marque logo is also carried on Burts Chips, Heritage Potatoes
and Cold pressed rapeseed oil “Mellow Yellow”. Many of our members also use the logo on produce direct
from the farm in farm shops and on direct sales. We have suppliers of fruit and vegetables that also champion
the logo and messages to their catering customers in large city institutions including getting farmers to speak
to the customers about LEAF and how they farm.

We wish to grow the market for LEAF Marque certified product in all sectors of food production both
retail brands and private label. We would like to see all retailers stock a proportion of LEAF Marque
produce as a subset of conventional produce similar to organic but greater volumes.

Currently the production area of LEAF Marque cropped land in the UK exceeds that of cropped area
of organic. LEAF Marque is rapidly growing and attracts little tax payer’s money for its development and
promotion.

What should be shown under a labelling system

The best way that environmental labels convey information accurately is where there is a product line
number, where consumers are able to see the production methods for themselves either in action or virtually
on the web or the label itself is very clear. As an example, LEAF Marque has developed LEAF Tracks,
allowing consumers direct access to the farmer who has produced a product via the web site and a unique
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number, there is the web site address of all LEAF Marque products and there is the opportunity for
consumers to visit a LEAF demonstration farm or during Open Farm Sunday see LEAF Marque principles
in practice. The product Marque, clearly states that LEAF stands for linking the environment and farming.

While labels which demonstrate the carbon footprint of a product are very topical and exciting the
embodied carbon within diVerent food products is extremely complex. DiVerent annual weather and harvest
conditions, production methods, food types (fresh, meat, vegetables, fruit, processed, etc), cooking vs raw,
etc all have markedly diVerent footprints. Through the development of Integrated Farm Management we
believe that the focus should be on energy eYciency and measurements of greenhouse gases on farm focused
in a way to ensure attention to detail and reduction. However, one of the benefits of carbon labelling is the
pressure it puts on businesses to develop new technologies to reduce the carbon foot print.

With regards to the issue of carbon foot printing and food miles, LEAF has been clear with its position.
The LEAF Marque standard is an on farm certification standard, since Integrated Farm Management is
the principle behind the standard. LEAF Marque delivers a whole farm approach that requires the farmers
to assess their energy usage and greenhouse gas emissions. With a commitment to continual improvement
within the standard, LEAF Marque provides a more straight forward approach for consumers whereby they
can be confident that the farmer has considered all aspects of their farm management in their growing of
the produce—this includes looking after the environment and biodiversity, lightening their carbon load,
maintaining and enhancing their soil, reducing waste alongside an approach to complete resource
management and quality food production.

The case for rationalising environmental labels

It is important to recognize the diVerence between branding and labels. There are many brands in the food
business distinguishing food ranging from celebrities, to location, to traditional methods of production,
these claims are generally based on single items and are often based on trust and endorsement. Consumers
tend to make choices to purchase these foods due to special occasions, as gifts following a holiday in a
specific place, etc.

There are few independently, externally verified environmental food labels apart from organic and
LEAF Marque.

We do not believe that there is a case for rationalizing the system of environmental labelling as it is the
market that ultimately decides the success or failure of any product. It should be remembered that thousands
of new product lines are developed, but according to a study by IRI based on a sample of new products,
40% are still available 12 months after launch but only 20% achieve a rate of sale equivalent to well
established products. This is consistent with the 80% failure rate for new products which is often quoted.

We also believe that calling for certain labels to be given priority when displayed on products is not
realistic. Brands and products often pay for the privilege to be given priority placement on shelf. However,
we believe that government and the food industry must ensure that it supports equally the environmental
labels to enable them to flourish and ensure that consumers understand the label and reason why they should
seek them out.Where we believe the EAC sub-committee could assist is in the endorsement and promotion
of environmental standards and ensuring equivalent standards are expected on food or other products
brought in from other countries.

The impact of environmental labelling on consumer behaviour

We certainly realise that there is misunderstanding in food labels, this is evident from the statistics and
deeper consumer surveys. Examples include the understanding of what organic represents and the
percentage of consumers recognizing and understanding the LEAF Marque.

Environmental labelling does have an impact on change in behaviour: from the retailers, their share
values, corporate social responsibility and focus; from farmers through meeting the standards and the
consumer through the understanding and feeling that they are making the right buying choices.

We feel strongly and indeed have evidence to support the fact that environmental labels have a positive
eVect on human behaviour and change and on improving the environment.

From LEAF’s work we are clear that there are four main ways of changing consumer behaviour these are:

— Responsible production methods.

— EVective communication and understanding.

— Successful business coalitions.

— The right political and regulatory infrastructure.
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It has been clear from LEAF’s work over the last 16 years that UK farmers need to be recognised for
where they have gone the extra mile to deliver environmental benefits. Farmers carrying out the LEAF
Audit30wanted independent verification so they could add value to their product and having visited LEAF
Demonstration farms, consumers wanted to know where they could buy produce from such farmers. Hence
the development of LEAF Marque. Since the initiation of the Marque the question of course has been raised
as to availability and choice. So LEAF Marque is now working with overseas producers in order for them
to meet the standards—this allows consumers to have access to sustainable food choices and also means that
UK farmers can be confident that where produce is sourced into the UK there are equivalent standards to
those required of the UK farmers. This also provides the new opportunities for UK farmers to develop new
export markets. The LEAF Marque is not an easy standard to attain but with such a commitment behind the
standard the farmers are finding it a meaningful and robust standard that helps them plan a more sustainable
business whilst achieving environmental improvement year on year.

The regulation of environmental labelling

We believe that the current regulation supporting the farmer’s labelling is suYcient however when looking
at Eco-labelling and Life Cycle Analysis, where the whole chain is assessed, we are concerned that the
regulation surrounding the retail sector is not independent or complete. This is evident from the approach
that the OYce of Fair Trade has taken which is based on “value” for money to the consumer and does not
account for the environmental and social measures adopted by many of the farmers and producers required
to meet environmental standards.

LEAF Marque is an accredited scheme to EN450011 to ensure that consistent inspections and
certifications are carried out by multiple certification bodies worldwide. To LEAF, the scheme owners, this
credibility and consistency are paramount. However, we believe that assurance is not just about inspection
and certification, for LEAF it is a range of tools for the farmer, the food chain and the consumers, including
the ability for the food chain to verify product status and the consumer to trace its food using our LEAF
Tracks system. LEAF has also developed a custody and warranty agreement process which tracks LEAF
Marque produce and composite ingredients and products giving LEAF the ability to carry out product
audits. This system also allows us to facilitate trade in LEAF Marque produce by the population of
directories for the food chain and the consumer.

Exports from developing countries

LEAF Marque has gone global, it was a diYcult decision for us as an organisation, due to the strong
support from UK farmers and their concerns that overseas production would not meet the standard and
would compromise their own production. We debated the issue for a long time within our advisory
committee and are clear that as an organisation we are committed to more sustainable farming practices and
the promotion and development of Integrated Farm Management globally. Furthermore we believe that it
is important that we provide UK consumers with the right and responsible product choices to ease their
purchasing decisions.

In taking the LEAF Marque overseas we have worked closely with Waitrose and their main supplier base
in fresh fruit and vegetables. As a retailer Waitrose is committed to all their fresh produce being LEAF
Marque by 2010, they see the benefits to themselves and also their supplier base and we are now working
with them and the certification bodies to ensure that the standards are met, but also that the farmers can
deliver the standards.

There are also benefits for UK farmers due to the opportunity for them to develop new markets and
exports.

In going global we have to ensure that we can deliver the standards and benefits to small producers in
developing countries. This is challenging for all standard owners, we are taking the approach of EurepGap
and developing a producer group membership and certification to deliver LEAF Marque certification at an
aVordable price so not excluding small producers and allowing them to still trade but giving them the equal
recognition they deserve where they have met the standards.

30 The LEAF Audit is a whole farm, business and environmental management tool. It was developed by farmers, stakeholders
and researchers, for farmers to help them improve the eYciency of their farming businesses as well as demonstrate their
environmental credentials. First developed in 1993, the LEAF Audit is updated annually and will be available on-line from
October 2007. The LEAF Audit covers the whole farm—from the oYce, energy eYciency, to wildlife and the market place.
It is a practical management tool for farmers to demonstrate where they are “getting it right” and where improvements are
needed. Annual benchmarking allows farmers to compare themselves against others and also their personal improvement
year on year. Full interactive referencing is also an integral part of the LEAF Audit. The LEAF Audit is one of the
government’s pilot indicators of sustainability.
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International labelling

There are well developed discussions in the European Commission on food quality labelling. This is a
complex area and there are a range of food quality definitions. At LEAF we see such labelling falling into
three main categories:

— Food safety—Red Tractor, GLOBALG.A.P. (formally EUREP GAP) EU, QMS, etc.

— Authenticity—PDO, PGI, Local, etc.

— Added Value—environment, animal welfare, fair-trade.

We are concerned that much of the discussion at a European level is geared around protection of markets;
this is not compatible with the rules on trade set out by the WTO. This discussion is still progressing in
Brussels and we understand that in 2008 eVorts will be focused around communicating with the European
citizen and food labelling may be one of the areas focused on.

Where an international environmental labelling system is helpful is in achieving equivalent standards right
across the globe.

LEAF Marque has the ability to allow the scheme to be promoted in other countries, particularly English
speaking countries, it is possible that we could have mutual recognition of standards so that for instance the
French who are accredited to Agricultural Raisonnais can use the LEAF Marque in UK and UK growers
can use their label in France.

LEAF has strong links across Europe and is a founding member of EISA (the European Initiative for the
Sustainable Development of Agriculture) a cross European group of organisations developing and
promoting Integrated Farm Management.

17 September 2007

Witnesses: Ms Caroline Drummond, Chief Executive, Mr Jeremy Boxall, Commercial Manager, LEAF and
Ms Mary Bosley, Agriculture Manager (Fruit, Vegetables and Horticulture Buying), Waitrose, gave
evidence.

Q229 Chairman: Good afternoon and, once again, I
am sorry for the delay in starting your section of the
evidence this afternoon. We do have an absolute cut-
oV this afternoon of half past four and we still have
some other witnesses, so I shall ask my colleagues
and yourselves to be as concise as possible so we can
get through all of the areas that we want to look at.
I will kick oV just by asking you if you will describe
LEAF’s work and what you feel makes your
labelling system worthwhile and distinctive.
Ms Drummond: LEAF is a charity and our work is
very much about two things: firstly, to encourage
farmers to adopt more sustainable farming practices
and, secondly, to encourage the public to get a better
understanding of countryside matters, food
production and farming. We do that through a
variety of ways; from a technical perspective
encouraging farmers to use tools like environmental
audit guidelines, we have demonstration farms
around the country and we do a thing called Open
Farm Sunday once a year to encourage the public
out onto farms, and last year we had 150,000 people
step out onto farms. We also do it through other
ways and one of those is also as we have gone
through the journey of encouraging more
sustainable production, it has been identified both
from the farmers’ perspective but from the
consumers visiting demonstration farms, going out
onto farms, that actually they wanted to see it in the
supermarkets and retail outlets as well, and that is
really where the development of the LEAF Marque
came about. The uniqueness of the LEAF Marque
and really our whole approach is based around a
whole farm approach, so it is integrated farming. If
you can imagine Cirque de Soleil and how somebody
is juggling about 10 to 15 balls at any one time, that

is really our perspective of where farmers are, which
is that they are juggling soil management, crop
protection issues, crop health, animal welfare,
biodiversity, energy eYciency all the time to try and
get a balance for a good, productive farming system
that is responsible towards all our resources—soil,
water, air, biodiversity, but likewise is also delivering
good quality food. Those are really the core
principles.
Mr Boxall: The LEAF Marque recognises
integrated farming; it is based on integrated farming
principles. The standard has been developed and is
now in the eighth year, so from 2000. We have a very
substantial Technical Advisory Committee and it is
something that LEAF has been very good at since its
inception back in 1991, bringing diVerent interested
parties together to get a consensus on a way forward
for farming, and that has come through in the
Technical Advisory Committee that sets the
standard for the LEAF Marque. We have on that
Committee: Defra, Environment Agency, Natural
England, RSPB, certification bodies are
represented, UCAS attend the meetings, Business
Links and Waitrose. We have farmers, technical
managers, the IIED, the World Wildlife Fund, Crop
Protection Association and the Farming and
Wildlife Advisory Group, so it is a pretty substantial
group that sets the standard on an annual basis and
we do aim to develop the standard on an annual
basis, it is not set and then runs for three years or
whatever, it is continually updated. In fact we can
update it and improve the guidance notes through
the year.

Q230 Chairman: Where is the demand coming from
that is driving this process along, is it farmers,
retailers, consumers?
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9 January 2008 Ms Caroline Drummond, Mr Jeremy Boxall and Ms Mary Bosley

Mr Boxall: It is all three really.

Q231 Chairman: In equal measure or is one really
further ahead?
Mr Boxall: It is very much farmer-led initially,
obviously retailer-led because it is retailers who
make the decisions whether the label appears on the
product or not.

Q232 Chairman: Can I just ask if farmers have to pay
for a licence or whether whoever uses the label; do
they have to pay for a licence to do that?
Mr Boxall: Not directly a licence, but they have to
be a member of the charity.

Q233 Chairman: There is a cost.
Mr Boxall: There is a cost, yes, but it is actually a
very modest cost, somewhere between £50 to be a
member of LEAF, up to £150.

Q234 Chairman: The reason I ask is we know that
farmers are quite hard-pressed, or they always say
they are, but whether we believe it or not is another
matter. There are so many of these schemes: Red
Tractor, Freedom Food, the Soil Association and
various other things that we could think of which
probably all attract a bit of a cost and it is bit of a
burden for them.
Mr Boxall: It is. There is a cost, but what we are
doing with the LEAF Marque is we are actually
building on those baseline schemes. Caroline
mentioned whole farm; one of the most important
standards in the LEAF Marque really is that you
have to be a member of the appropriate baseline
insurance scheme for each enterprise on your farm.
LEAF Marque standards actually build on those
existing standards, those safety standards, that are in
the red tractor scheme and that does reduce the cost
of inspection and certification.

Q235 Chairman: For producers then, they get the
label. Have they seen any benefits commercially
from adopting the label; selling more products or
charging a premium price for them?
Ms Drummond: A variety, and this is where the
benefits come both from the perspective of the
charity work that we do in raising public awareness
and raising the skills of farmers, but also from the
marketplace. Because farmers are carrying out
integrated farm management it is very much about
attention to detail in the farming practice, and so
they get benefits from actually better business
management, they can get benefits and rewards from
the marketplace itself—for example, if you have a
Waitrose contract it is a very good contract to have
as a farmer and there is that element of security of
the contract—in some instances it is providing
farmers with the opportunity of a premium market,
and what we can do is that whilst we cannot
ultimately sell farmers’ own food we can provide
them with the tools to give them the enthusiasm and
the opportunity to make their businesses more
eVective, and that is really where a lot of the
innovation and a lot of the buzz comes from the
farmers’ point of view in terms of actually delivering

better businesses and the feel-good factor. I know it
is a very corny factor, but actually it is the
recognition and the pride that people take in doing
a good job but getting recognised for doing a good
job as well.

Q236 Chairman: We have had a lot of food scares
over the years, in diVerent areas of agriculture, is
there any evidence you have found that people will
turn to environmentally-labelled products at times
when there is some scare going on?
Ms Drummond: Mary is probably the best to
answer that.
Ms Bosley: The important thing is that consumers
have trust and confidence in what they are buying,
and that is the importance of the Red Tractor
Scheme, that is the baseline standard which is
particularly about food safety. In terms then of
people turning to environmental standards when,
perhaps, there are scares out there the point is,
particularly with LEAF because it is an
independently accredited standard, people then
understand that there are independent people going
onto farms and looking at how they are managing
that farm and the activities that they are doing. That
in itself then provides some reassurance, but it is also
about the reassurance of the brand of the retailer
where the customer is shopping as well.

Q237 Chairman: Do they have anything more than
a vague idea of what it stands for? Do they just like
the logo, which has obviously been professionally
designed to look friendly and nice and sweet and
harmonious, or is it that that product is better than
that product?
Ms Bosley: Certainly at the moment we have not got
hard facts as to exactly what the customer does
recognise and know about the logo and what it
stands for. We know that there is an increasing
recognition, as more and more products are out
there and available for people to shop and they see
the logo on the label. We are, quite by coincidence,
going to be doing some market research and
consumer research work later this month where we
will find out a little bit more about, if you like, where
understanding needs to be improved, and then that
will help us to tailor how we communicate more to
customers. Certainly, as Waitrose, we try all kinds of
ways to help the customer to understand what
LEAF is about, so it is not just the label on the pack
but we have quite a number of magazines and
communications that we give to our customers. We
have some glossy food magazines called Food
Illustrated, we have recipe cards and things like that
and so we do use all those opportunities to show the
LEAF logo and to talk about LEAF and, in simple
ways, to explain what it is all about. One of the most
interesting things that people find is that we do
actually have articles about farmers, not just in the
UK but overseas, where the journalist goes out and
tells the story of what the farmer is doing, and then
there are live examples given of exactly what the
farmer has done and the changes he has made on his
farm because he has gone down the route of LEAF
certification. The other important thing to add to
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what has been said already is that with LEAF it is
not just about a tick box, it is about the farmer
embracing and farming in an environmentally
responsible way. It is also about continuous
improvement too, so that recognition encourages
them to want to go on improving, and it is not just
about standing still, it is about every year doing
something a bit more, a bit diVerent.

Q238 Joan Walley: I am just wondering, are there
any farmers in Ambridge who display the LEAF
logo?
Ms Drummond: It has been mentioned, they were
going to do Open Farm Sunday and hopefully they
will next year, but as yet they do not do LEAF.

Q239 Joan Walley: I could not resist that, sorry. I
was just wondering whether or not the attractiveness
of your scheme is very much more towards the top
end of the market and where that sits with producers
altogether and with the NFU in particular, because
they do have doubts about the scheme that you have,
do they not, in so far as they are concerned about
how robust it is?
Ms Drummond: In terms of the robustness of the
scheme those claims are totally unfounded in that
Jeremy has highlighted the people on the technical
committee, the accreditation, the fact that it is
independently verified, UCAS accreditation EN450-
11, so in terms of the format and the framework of
the standard it is as robust as the Red Tractor and
probably more so in terms of the range of other
organisations that actually we are really bringing in
to challenge the system, to make it practical, to make
it realistic but also to make it deliver, because
ultimately that is what we are about. In terms of
your query with regards to the level of access for all
sectors of consumers, again I think that, as
consumers, people increasingly want to be
purchasing the right thing, and it is making the right
thing easy to purchase in store. One of the things you
highlighted is lots of logos, but actually there are
very few standards and there are very few standards
that are robust that really represent environmental
criteria. We have a situation where food is so
popular in television culture and things like that that
people are starting to ask about the provenance of
all sectors, and one of the beauties behind LEAF is
that it is an aVordable product at the end of the day,
it is not set out as a premium product. It is something
achievable for every farmer but, likewise, it is
achievable with regards to the consumers to get
access to it.

Q240 Joan Walley: One of the things that the NFU
raised in their evidence to us was the question as to
whether or not your scheme does have this rigorous
standard under regular review. I am just wondering
whether or not anyone other than LEAF has a role
in actually setting and assessing your own
standards? How are they set, how are they assessed
and what would your reply be to the NFU that they
are suYciently rigorous?

Mr Boxall: We have this Technical Advisory
Committee which is made up of all these
organisations. The only LEAF person there is
myself.

Q241 Joan Walley: When you say “all these
organisations”, which organisations?
Ms Drummond: This is the RSPB, Defra,
Environment Agency, Waitrose, UCAS, farmers,
they are all outside the organisation, invited onto the
Technical Advisory Committee. We start oV in
January, going through the standard, looking at
where we can improve it—the Committee does, not
me—so it is there as a standard, it is tested out on
farms with the certification bodies. The people who
actually inspect the standard, the certification
inspection bodies, they are there on the Committee
to ensure that the standards are written in a way that
they can be inspected independently and verified on
the farm. We have annual inspections by the
certification bodies and what happens at the
inspections is that they will go on the farm at the
same time as they are doing the Red Tractor
schemes, will inspect against a standard, verify
compliance or non-compliance and then a
certification manager, back at the certification body,
will agree whether that farm is compliant or not
from the documentary evidence inspectors give
them.

Q242 Joan Walley: Your answer to the NFU would
be that you do not make up the standards
yourselves.
Mr Boxall: No, not at all.
Ms Drummond: Could I just add, one of the things
that is unique about the LEAF Marque is that
actually the inspector goes out onto the farm
whereas a lot of the inspections relating to farm
assurance schemes tend to be oYce-based.

Q243 Joan Walley: Who are the inspectors
employed by?
Mr Boxall: Independent certification bodies who
we licence.

Q244 Joan Walley: In respect of coming up with new
standards, for example there has been a lot of
discussion about eggs and chickens and so on.
Would your standards relate to that as well?
Mr Boxall: Not really, no. Our standards are based
on integrated farming principles and practices; they
are fairly generic so they have to cover livestock
farms, right the way across to glasshouse
production, and it is really about the principles of
how they go about making decisions and the
processes and practices they have in place, it is not
about animal welfare.
Ms Drummond: In eVect you have got your core
standard for food safety with the Red Trractor and
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then the bolt-ons which are the LEAF Marque and
obviously Freedom Foods which covers a lot of the
welfare perspective.

Q245 Joan Walley: What about the concern that has
been expressed that the market is not actually willing
to pay for the extra costs that are involved in this
labelling. Would you like to comment on that?
Mr Boxall: Many of our farmers have actually saved
money or earned money out of being involved with
the LEAF Marque so that their cost of production
has actually gone down. Becoming LEAF Marque
certified need not cost you any more money, it will
save you money, and what is good for the
environment is also good for your pocket.
Ms Drummond: At the other end, obviously, the
cheap food comes at a huge cost and ultimately we
need to be very sure about all the big issues that are
facing us in terms of land management, land usage,
whether it be waste, fuel requirements, food
requirements, biodiversity. They are a really big
challenge and so in order to meet that you need a
robust farming system which is also where
integrated farming comes in.

Q246 Joan Walley: Just going back to the NFU,
they have stated to us that labels such as yours,
which do provide higher environmental standards,
but at a premium cost, appeal only to a limited
market which is where I really began my questions.
How do you respond to that?
Ms Bosley: The point is that there is not a premium
charged for LEAF Marque product, it is not correct.
The statements that were made by the NFU about
the premiums were not factually correct, I do not
think, and, secondly, where diVerent retailers do
have price premiums over other retailers for certain
products that will be for a number of reasons. It may
be because the specification in terms of the size of the
product is diVerent, it may be a diVerent variety, and
therefore the premium is made up of a number of
things and certainly is not a premium which is purely
from an environmental point of view. I do not think,
generally speaking, that there will be a premium for
that environmental compliance because the reality is
that the growers of fruits and vegetables are not
asking for a premium because they do LEAF
because, generally speaking, as Jeremy has said,
actually they find a benefit to their business and they
find that they save costs overall by actually
managing their business in a diVerent way.

Q247 Joan Walley: Do you intend that they will
eventually have universal coverage under the LEAF
Marque?
Ms Bosley: I am sorry, I do not understand.

Q248 Joan Walley: Are you aiming to get universal
coverage with the LEAF Marque?
Ms Bosley: With all retailers do you mean?
Mr Boxall: Yes, we would like to see LEAF Marque
produce in every retailer.
Ms Bosley: The reality is that LEAF Marque
produce is in most retailers, it is just that some
choose to label it, some do not and of course in some

cases, as with Waitrose, we make it a condition of
supply to do LEAF Marque; other retailers do not
necessarily make it a condition of supply but they
will have LEAF Marque produce there.

Q249 Joan Walley: So as well as the condition of
supply what kind of other arrangements are there
with your retailers which enable you to advance the
use of the LEAF Marque?
Mr Boxall: We are talking to all the retailers to try
and encourage them to recognise LEAF Marque
with their customers, but it is not just about retailers,
there are other food brands that can carry the LEAF
Marque. Burt’s Chips is a potato crisp manufacturer
and they have the LEAF Marque on the front of the
pack; that is going into 3,000 outlets nationwide. We
have another farm producing cold-pressed rapeseed
oil that carries the LEAF Marque, so we have to
work with food brands and retailers to get that
recognition of the label, but we want to see LEAF
Marque produce on every plate.

Q250 Chairman: Can I clarify one point because
obviously we have just been talking about UK
farmers, have we not, but many of your food
products are sourced from abroad, so how can you
extend the coverage or the comparisons; are there
schemes elsewhere that can be used as an equivalent
to the LEAF Marque?
Ms Bosley: That is something which Waitrose are
now actively engaged in, and we made the decision
about a year ago to extend LEAF Marque to all of
our fresh fruits and vegetables, so we have started a
process with our overseas suppliers, working
towards a goal in 2010 of having all of our fruits,
vegetables and flowers LEAF Marque certified. It is
a big project.

Q251 Joan Walley: That is all overseas suppliers.
Ms Bosley: That is all of our overseas suppliers
because we believe it is important to have a level
playing field, and the Waitrose brand is about a
brand where core values are high food safety
standards but also environmental and animal
welfare standards with the kind of products that we
buy. Therefore, it is not appropriate to only enforce
those standards in the UK. We happened to work in
the UK first because, obviously, a very high
proportion of our fruits and vegetables are British
and, also, LEAF’s own origins were with British
farming, but together we have decided that it is
absolutely right to take those standards overseas
and to work with our overseas growers to do that.
We have a programme of introduction and helping
people to do that.
Ms Drummond: From our perspective, as you can
imagine, for a lot of British farmers it is a diYcult
decision to make, but again it is this recognition that
it is about the farming system that is actually
transferable right across the world, in terms of doing
the right thing, in the right way for the right reasons
really. As well as Red Tractor, which is
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underpinning LEAF Marque in terms of food safety
evidence, there is global GAP and European GAP
which deliver those same infrastructure
requirements on a global perspective, which is really
important as well.

Q252 Jo Swinson: Just to turn to the issue to the
environmental carbon aspect of it, there has been a
lot of interest in the media and indeed this
Committee has heard a lot of evidence about carbon
labelling. To what extent does your marque cover
the carbon emissions of the products and actually
then getting products to their destination where they
are sold?
Mr Boxall: The standard requires farmers to carry
out an energy audit and reduce their reliance on
energy. They are also required to calculate their CO2

emissions as part of the standard as well, and
actually LEAF has been doing that since 1993, so
that is nothing new to LEAF or many of our
farmers. The important aspect in terms of reducing
the reliance on carbon or carbon fuels and
everything, integrated farming is about good
resource management and reducing reliance on
pesticides, fertilisers, et cetera, so there is a natural
philosophy within the farming business to actually
lower the carbon.

Q253 Jo Swinson: How confident are you that the
CO2 emissions calculated are accurate, what have
you learned since 1993 about how they can become
more accurate, because the calculation of such
things has come some way since then.
Ms Drummond: It is the methodology, at the end,
and it is having the right calculations to support that,
and I think it would be fair to say that we recognise
that since we started really looking at it in 1993 the
best way we felt we could deliver was helping farmers
be much more eYcient in how they manage, whether
it is their soil, whether it is their inputs et cetera. To
start oV with, therefore, it has been pretty crude to
be quite honest, and it is only now that the
information is more readily available to get the
balance right and it is, as you will know, a complete
nightmare because also, from a farmer’s perspective,
more often than not they are always going to end up
as a carbon contributor because any inputs they
bring in get added to their carbon value, any outputs
that are taken oV the farm they again lose out on. If
they make milk and it has embedded carbon in it, it
is moved oV the farm, so they never kind of win. We
do not do it across the food chain and I think with
regards to transport and that area we have not
touched that, that is not part of what we are really
focusing on, it is about the food production.

Q254 Jo Swinson: You say that LEAF producers
have been measuring since 1993; what do you do if
their CO2 emissions go up, do they then not become
LEAF certified or what sanctions are there on farm
producers that are not reducing?
Mr Boxall: If the CO2 emissions go up there are no
sanctions or anything, the act is in fact one of
measurement and understanding where they are
emitting CO2 so that they themselves can change

their practices, so the tool is really for them to use in
their own way, it is not a case of sanctions or
whatever.
Ms Drummond: Last year, for example, with all the
rain and in terms of any fuel use for tractor use and
things like that, the carbon footprint goes up.

Q255 Jo Swinson: I appreciate there are obviously
specific factors that could happen, but have you
generally found that over the years the carbon
emissions have gone down amongst your producers?
Ms Drummond: Yes, in terms of eYciency really and
it has inspired people to be more innovative. That is
the driving force behind it, people get a buzz from
doing things right and it makes them look for new
ways of doing things.
Mr Boxall: An example would be minimum tillage,
for instance, reducing the reliance on ploughing the
field so that there is a reduction in fuel use.

Q256 Jo Swinson: How much do you think carbon
labelling itself could adequately capture the
environmental impact of products? There are
diVerent pilots happening at the moment, do you
think that has a future?
Mr Boxall: Yes.
Ms Bosley: It is only a part of it though and the
important thing about LEAF and why LEAF is
important is because it is a holistic approach and it
is a broad environmental approach, it is not just
about the impact but it is also about enhancing the
environment around where food is produced and it
is about helping to conserve and help endangered
species in certain cases and it is also about
sustainability, it is about the management of the soil
and the care of the soil for future generations. So
carbon is a subset of the broad environmental
subject and it does not capture all of the issues that
we are interested in in terms of making sure that we
source products from farms which are sound
environmentally.

Q257 Jo Swinson: On that point then on the
limitations that there are of carbon being used as a
sole environmental criterion, your label obviously
has a really wide range of environmental criteria
built into it; do you think it is possible for a single
label to illustrate the true environmental impact of a
product, is that what your aim is?
Ms Bosley: It is incredibly complicated and if we are
talking specifically in the area of fruits and
vegetables, which we have been talking about this
afternoon, it is incredibly complicated because every
season, every country where a product is produced
there are diVerent conditions and therefore the
carbon element is going to be diVerent, so if you took
something like peaches or nectarines the season
changes where it is grown and produced about every
six or seven weeks, so every one is going to be
diVerent. It is incredibly complicated and certainly,
if there is a system to be developed, it has got to be
one that is developed with a lot of diVerent
stakeholders taking part to make sure that all of the
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issues are captured and that the system is then easy
to use, because it could be incredibly complicated; I
think that is the concern.

Q258 Jo Swinson: Are there any major issues that
you think the LEAF scheme does not cover?
Ms Drummond: We are about the farm and the food
production and ultimately in terms of what we do
not address I suppose it is the movement beyond the
farm gate and the purchasing within the retailers and
the whole element of the food chain. That is the
shortfall, yes.

Q259 Jo Swinson: Defra have submitted evidence to
us and they have said that they are looking at
possibly developing some form of generic standard
for integrated farm management; is that something
which you think could have an impact on LEAF, is
that something which you would welcome?
Ms Drummond: It would have an impact on LEAF,
definitely. We are concerned about it, we do not
know enough detail in terms of actually what they
are ultimately wanting to try and achieve from it. It
is creating confusion because we are moving into a
changing world within farming where the CAP
regulations and the cross-compliance requirements
and the ELS payments and things like that have
meant that farmers have radically changed farming
practices to deliver regulation over the last two
years. From that perspective you have got this area
where really Defra are putting in a tremendous
amount of eVort to support regulation and this other
area which is the market. I think there is a concern
as to the IFM standard development as to where it
fits in with the legislative requirements and the new
legislative requirements, whereas the beauty of it
being an independent and voluntary type approach
allows farmers to really be in control and,
ultimately, the regulations to be kept better in place
because nobody wants more regulation. There are
concerns in terms of how Defra develops that and
where does it fit in as a regulatory requirement.

Q260 Jo Swinson: Are you in discussions with Defra
about that?

Supplementary memorandum submitted by LEAF

Thank you for the opportunity to respond to the committees questions about LEAF Marque and our
views on environmental labelling on 9 January.

We were pleased to be able to respond constructively on our thoughts and experiences in the development
of environmental labelling, specifically relating to food.

One point however was that we picked up that there were concerns raised about the independence of the
verification of the LEAF Marque standard and we wanted to clarify the robustness of the standard and
indeed its independence, openness and benefit to consumers.

LEAF Marque is a certification standard for farmers and growers. LEAF Marque provides stronger
environmental credentials to the existing farm and food assurance schemes. LEAF Marque standards are
applied to the whole farm, under the management of the member’s business; this includes land that is let
and land that is rented (standards apply to the business’s areas of responsibilities).

As a fully integrated scheme, members must demonstrate continual environmental improvement through
their land management practices across the whole farm. The environment includes key resources and
specifically soil, water, biodiversity and air quality. Members of the scheme are assessed according to their:

Ms Drummond: We are, yes.

Q261 Jo Swinson: Do you not see the potential for it
to benefit LEAF because obviously you are already
a well-established Marque for new standards and
actually it could propel LEAF into being used more
widely than it is now.
Ms Drummond: Yes, potentially. It depends how it
is going to be carried out, I think, but potentially if
it is encouraging and kick-starting more voluntary
action or allowing farmers who have perhaps gone
down the LEAF Marque route or even the Red
Tractor route to have a lighter touch of regulation,
because they are getting independent external
verification, that is a fantastic opportunity for us, for
farmers, it puts farmers much more in control. If it
moves into the marketplace then I think that is
perhaps a little bit more complicated.

Q262 Chairman: Just before we finish could I ask
how many farmers out of how many, if you know the
figures in the UK, are signed up to LEAF?
Ms Drummond: We have about 3,000 farmer
members, there are around 110,000 farmers, of
which probably your core farmer sector will be
around 60,000 farms.

Q263 Chairman: Have you lost any farmers for their
waywardness in implementing LEAF?
Ms Drummond: It is part of the journey, so within
the journey of the charity we encourage all farmers
to join because it is moving people to continually
improve. When it comes to the LEAF Marque
standard, that is a diVerent robustness.
Mr Boxall: With the LEAF Marque standard we
have 18% of horticulture accredited. In terms of land
area accredited to LEAF Marque it is 2.6% of
cropped land accredited, that is excluding grassland,
compared with 1.67% which is organic, so LEAF
Marque certification has already exceeded organic
in crop land—that is cereals, horticulture et cetera.
Chairman: Thank you very much, I shall be looking
for the LEAF Marque on my next box of Duchy
Original biscuits, if they are signed up—they had
better be signed up. Thank you very much.
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organization and planning; soil management and crop nutrition; crop protection; pollution control and
waste management; energy and water eYciency; wildlife and landscape; animal husbandry and the
environment.

To qualify to use the LEAF Marque Logo the business must comply fully with all the Critical Failure
Points (CFP) set out within the standards by an independent Technical Advisory Committee and only after
inspection and certification by an authorised inspection and certification body that has issued the farm a
certificate. A LEAF Marque certificate covers the production Unit in totality and is not limited to defined
crops or enterprises within the farming business.

Farmers and growers who are LEAF Marque certified have been independently inspected, at least once
a year, by food certification organisations licensed by the United Kingdom Accreditation Service (UKAS).
The LEAF Marque is the consumer’s assurance that the producer operates their business and production
processes to the LEAF Integrated Farm Management principles and to high environmental standards. The
care and attention demanded by an Integrated Farm Management system, required as part of the LEAF
Marque, has environmental benefits in its own right—for full health, biodiversity and a living countryside.

LEAF Marque is an accredited scheme to EN450011 to ensure that consistent inspections and
certifications are carried out by multiple certification bodies worldwide. There are five inspection bodies for
this scheme: EFSIS Ltd (Now SAI Global Ltd), National Britannia Certification Ltd, PAI Certification Ltd,
CMi Certification Ltd and SFQC Ltd. All are UKAS accredited to EN45011 for LEAF Marque.

A technical advisory committee comprising key environmental, farming government and consumer
representation, including retailers, RSPB and WWF, review the standard throughout the year to account
for legislative changes and technical or scientific developments. The reviewed standard is launched on the
1 January each year. This standard is freely available on the LEAF website www.leafmarque.com

The scheme is open to all producers that meet the standards. The standards are available in English,
French and Spanish.

To LEAF, the scheme owners, this credibility and consistency are paramount. However we believe that
assurance is not just about inspection and certification, for LEAF it is a range of tools for the farmer, the
food chain and the consumers, including the ability for the food chain to verify product status and the
consumer to trace its food using our LEAF Tracks system. LEAF has also developed a custody and
warranty agreement process which tracks LEAF Marque produce and composite ingredients and products
giving LEAF the ability to carry out product audits. This system also allows us to facilitate trade in LEAF
Marque produce by the population of directories for the food chain and the consumer.

Not only can consumers trace the farmer who produced their food to LEAF Marque standards through
LEAF Tracks, but they are also able to visit farms to talk, discuss and understand more about their food.
LEAF’s work is specifically to avoid consumer confusion and to provide clear messages through traceability
and opportunities for consumers to understand more about what they are buying, a true example of
sustainable consumption.

LEAF Marque works closely with key retailers, including Waitrose, Marks & Spencers, Wholefood
Markets. LEAF Marque produce is increasingly available in ASDA, Sainsbury’s and Tesco as well as other
retail and processing outlets, some of which is labelled, some meeting the standards but using the retailers
own label.

To add to the above I have attached a full listing of the organisations represented on the LEAF Marque
Technical Advisory Committee, a brief description of UKAS and also a letter from the NFU in order to
clarify their position and recognition of support for LEAF Marque.

We remain concerned about the recommendation from Defra to develop an environmental label. We do,
however, welcome the opportunity to work with Defra to build the understanding and value of the current
farm assurance schemes, not only among the industry but also among consumers.

25 January 2008

LEAF Marque Technical Advisory Group

This group meets at least three times a year to discuss the standards. The standards are freely available
on the LEAF website www.leafmarque.com in English, French and Spanish.

Representation on this committee includes:

LEAF, Farmers and Growers, Natural England, UKAS, Waitrose, CMI certification Ltd, RSPB, Defra,
National Britannia Certification, FEC Services, Defra, Bayer Crop Science, EFIS, SFQC, AERU,
University of Hertfordshire, FWAG, PAI Ltd, Environment Agency, Freedom Foods Ltd, WWF.

The LEAF Marque Technical Advisory Committee reports to the LEAF Marque Management group.
This group includes representation from:

LEAF, Marks and Spencer, Assured Food Standards, Farmers and growers, Imperial, Bakkavor Ltd,
Harper Adams University College, Everysite, Taste of the West, Waitrose, WFFU.
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UKAS Summary

UKAS is the sole national accreditation body recognised by government to assess, against internationally
agreed standards, organisations that provide certification, testing, inspection and calibration services.
Accreditation by UKAS demonstrates the competence, impartiality and performance capability of these
evaluators.

Accreditation by UKAS is the key to ensuring that consumers, suppliers, purchasers and specifiers can
have confidence in the quality of goods and in the provision of services throughout the supply chain.

UKAS is a non-profit-distributing company, limited by guarantee, and operates under a Memorandum
of Understanding (MoU) with Government. The MoU was originally signed following the setting up of
UKAS in 1995, but Appendix 1 is regularly reviewed and updated to cover the activities to which the
recognition applies. These activities are normally described through reference to specific International,
European or British standards.

Accreditation by the United Kingdom Accreditation Service (UKAS) is the key to ensuring that
consumers, suppliers, purchasers and specifiers can have confidence in the quality of goods and in the
provision of services throughout the supply chain.

The recognition that this MoU provides demonstrates the national recognition that UKAS enjoys, which
is essential for membership of the European co-operation for Accreditation (EA) and the international
associations of national accreditation bodies.

The certification bodies which are accredited to EN45011- General requirements for bodies operating
product certification systems by UKAS which certify eligible schemes under this measure are listed below:

— CMi certification Limited.

— National Britannia certification Limited.

— Product Authentication Inspectorate Limited(trading as Product Authentication International).

— SAI Global Assurance Services Limited trading as EFSIS.

— Scottish Food Quality Certification Limited.

Independence of the inspection bodies

The EN45011 standard provides assurance of the independence of the inspection body, through UKAS
accreditation, as required by Article 32(1)(b). The main principles UKAS adheres to in providing assurances
to national and internationally recognised standards are independence, third party check of standards and
written procedures. Consequently, the organisations which own the quality assurance schemes (ie the
standard setting bodies) must be separate from the inspection bodies.

Responding to market opportunities

Standard setting committees are a common feature of quality assurance schemes. They provide a
mechanism to keep the standards under review. The aim of such reviews is to ensure the scheme continues
to reflect new industry and consumer concerns in a changing marketplace. New standards may consequently
be added or existing standards increased in scope and/or stringency. This mechanism also ensures that new
legislation is incorporated in the future.

EAC Environmental Labelling Sub Committee—From the President of the NFU

Thank you for your letter attaching the transcript of the oral evidence, which Robin Tapper and I recently
gave to the Environmental Audit Sub Committee on Environmental Labelling.

I assume that this was in response to the Farming Today report (10 January 2008) on the findings of the
Sub Committee and importantly your evidence to it. Certainly from the NFU perspective, the transcript of
our evidence is accurate and, on re-reading it, I believe that we have been totally supportive of the aims of
LEAF to the point that it was stated that we “in fact encourage it”.

I share your concerns about the ideas of a Defra inspired marque which is ill conceived, unnecessary and
does nothing to enhance the consumer oVer beyond that oVered by existing schemes. We did not support
this concept at the hearing. Indeed, we have been working hard to convince Defra to drop it.

As we have discussed previously, the NFU take its environmental responsibilities very seriously. This is
why we are keen to work with LEAF and where possible promote its good work. Naturally therefore we
fully recognise and accept the value which the LEAF Marque brings in improving environmental awareness
and standards primarily in the produce sector. We also recognise that the LEAF Marque is regularly
reviewed, amended and independently inspected. Importantly, as compared to Defra/BSI’s ideas it is also
market driven, and farmers will only participate if they want to and/or they get market reward.
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The NFU’s primary aim must be to maximise opportunities for its members. To this end, the Red Tractor
is vitally important as a way of diVerentiating ourselves in the market place. Moreover, it has to be accepted
that no other agricultural assurance scheme has the universality and infrastructure of the Red Tractor and,
with the exception of the Lion scheme for eggs, greater consumer recognition.

I am also very conscious that you have not received our draft NFU/LEAF protocol. Richard and I are
still finalising this and it should be with you shortly. Please accept my apologies for the delay.

17 January 2008

Memorandum by the Society of Motor Manufacturers and Traders (SMMT) Ltd

Introduction

The Society of Motor Manufacturers and Traders (SMMT) is the leading trade association for the UK
automotive industry, providing expert advice and information to its members as well as to external
organisations. It represents more than 500 member companies ranging from vehicle manufacturers,
component and material suppliers to power train providers and design engineers. The motor industry is a
crucial sector of the UK economy, generating a manufacturing turnover of £47 billion, contributing well
over 10% of the UK’s total exports and supporting around 800,000 jobs.

The SMMT welcomes the opportunity to contribute to the EAC inquiry on Environmental labelling. The
automotive industry acknowledges the importance of environmental protection in relation to the
manufacture and use of its products and recognises the need to balance economic progress with
environmental care and social responsibility. More particularly, vehicle manufacturers are committed to the
provision of simple, clear environmental information to assist the consumer in making an informed choice.

Comments

Products requiring labelling

1. As early as 1 December 1999, the SMMT launched an industry-wide environmental label for new cars,
thus underpinning the strategy of the industry in gaining full commitment to its targets to reducing carbon
dioxide (CO2) levels of new passenger cars. Under this voluntary initiative environmental labels were on
display at franchised dealerships throughout the UK to provide better and more consistent information for
customers on the environmental performance of new cars.

2. In January 2000 the European Commission adopted Directive 1999/94/EC relating to the availability
of consumer information on fuel economy and CO2 emissions in respect of the marketing of new passenger
cars to implement these plans through regulations on environmental labelling of vehicles. The SMMT
participated in the development of UK regulations implementing EU Directive 1999/94/EC.

3. A new colour-coded environment label for all new cars began appearing in UK car showrooms from
July 2005, with most vehicle manufacturers having adopted the new label from 1 September 2005. The
colour coded banding system for the label took into consideration the 6 Vehicle Excise Duty (VED)
bandings, from “A to F”. A new band “G” was introduced last year to reflect the 2006 Budget tax changes
to VED.

What should be shown under a labelling scheme

4. Each category of product will require a label that contains information that enables consumers to make
comparisons between similar products.

5. The success of the car label owes to a very careful consideration of the information provided, on the
one hand, and to intuitive and user-friendly design on the other. The UK automotive industry has gone
beyond the labelling requirements set at European level by Directive 1999/94/EC relating to the availability
of consumer information on fuel economy and CO2 emissions in respect of the marketing of new passenger
cars. Whereas the directive only requires the fuel economy label to contain consumer information regarding
the oYcial fuel consumption and the oYcial specific emissions of CO2 of the car to which the label is
attached, the UK label lists the environmental data for new cars including CO2 emissions and noise levels,
regulated emissions standards, fuel consumption figures and annual road tax costs. The automotive industry
believes that information on those elements is essential for potential car-buyers.

6. Clarity regarding the information displayed in the VED section was a concern for the industry since
the inception of the environmental labelling scheme. When studying the diVerent format options for the
label back in 2004, the VED system had six bands, whereas the consumer “white goods” label, in which we
based our initial design, had seven bands and popularly known as the “A to G” label. SMMT discussed then
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the advantages of adding an additional band to the VED system to make a seventh band, to follow the lines
of the an already familiar energy eYciency label, vis-à-vis keeping the “A” to “F” in line with the then
existing 6-band VED system.

7. Finally the changes in the VED introduced in the 2006 Budget, improved the consistency of the
labelling scheme by allowing the direct alignment of the VED bands with the equivalent bands of the A-G
model. The gradations on the label are consistent with the CO2 bandings used for the VED hence, increasing
its significance to consumers. This, at the same time, has reinforced the message given through the tax
regime: lower carbon emissions % lower road tax.

8. The car label provides a guide to the relative fuel economy of the car in diVerent driving conditions
(Urban/Extra-urban/Combined cycle) and an estimated annual fuel costs based on the fuel consumption for
the combined cycle driving conditions and an average fuel cost per litre. Details on how the estimated figure
is obtained can be found immediately below in the label itself. Finally, the vehicle’s engine capacity (cc) and
transmission type are also shown because of its ability to aVect its CO2 output. Most models oVer a range
of engines that vary in fuel eYciency and CO2 emissions.

Rationalising of labels

9. From our experience with the car environmental label, we believe a number of overarching conclusions
can be drawn. The car label mirrors labels available for white goods, with which consumers are already
familiar. The use of a standard label format ensures that the information is easy to understand and that
comparisons between models/products are simple and accurate.

10. The colour scheme—from green to red through yellow/orange—incorporated with the traditional bar
chart has proven to be immediately recognisable to customers. It provides clear and easy to understand
information about the relative performance of the product.

11. As stated in the previous section, flexibility for the inclusion of additional environmental information
might be desirable providing that it is not confusing for the consumer. However, it is questionable whether
consumers can actually absorb a wealth of information, even when this is not confusing.

12. A labelling scheme agreed between Government and industry on a voluntary basis will ensure that
products are labelled in a consistent manner, preventing a profusion of labels that might lead to
contradictions and ultimately to consumer confusion.

13. Developments taking place at a European level might, ultimately, pave the way to regulations reflect
the format of the existing label, as familiarisation with a standardised approach is important in developing
consumer understanding.

Impact of environmental labelling on consumer behaviour

14. The car label is a very important part of the drive to better consumer education. Recent market
surveys have ascertained its role as a valuable source of information and awareness rising of CO2 emissions
in car buying habits. According to market surveys carried out on behalf of the LowCVP between March
and April 2006, 83% of those surveyed said that they considered the label an important source of
information and nearly two-thirds (65%) said it was important to them in helping them decide which make
and model of car to buy. The survey showed that consumer awareness of the new label was highest amongst
those who have recently bought a new car (42%) and slightly lower amongst those intending to buy a new
car soon (38%).

15. Current and future regulatory developments in the field of green taxation are likely to have a
significant eVect on motoring costs. Therefore, information about emissions and VED/tax band payments
can be expected to be high up in car buyers’ priorities when thinking about which make and model of car
to buy. In sum, environmental labels will become even more useful in the years to come.

16. Meanwhile, it is clear that the training and awareness of showroom sales staV is necessary to facilitate
consumer assimilation of the labelling system and ultimately help them to make an informed decision when
purchasing a vehicle. Display materials and leaflets have also proven to be eVective to promote the label and
draw attention to its merits. The SMMT in co-operation with the Low Carbon Vehicle Partnership, the VCA
and the DfT has produced a simple and visual leaflet designed to support and inform on the introduction
of the fuel economy label. Initiatives such as the one undertaken by Defra, A Shopper’s Guide to Green Labels
(a guide that explains the logos and labels commonly found on UK products an eVort to help consumers
understand what various green labels mean) serve this purpose, whilst it can also prove useful as a starting
point towards the rationalisation of the labelling system.
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Annex

Figure 1

ENERGY LABEL FOR WHITE GOODS

Figure 2

VEHICLE FUEL ECONOMY LABEL

Please see link below for guidance notes leaflet on the Colour coded fuel economy label.

http://smmtlib.findlay.co.uk/articles/sharedfolder/Publications/Green%20label%20May%202006.pdf

18 September 2007
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Memorandum submitted by Low Carbon Vehicle Partnership

Executive Summary

The introduction of car labelling in the UK is based upon the EU Directive 99/94/EC, relating to
“Consumer information on fuel economy and CO2 emissions in respect of the marketing of new passenger
cars” which was introduced in 2001. The UK initially introduced a labelling scheme which met the minimum
requirements of the Directive and was focused on the provision of data. In 2004, a Government review of
the labelling scheme highlighted poor consumer understanding and use of the numerical data which lead to
the redesign and launch of a voluntary new “colour-coded” car fuel eYciency label, the introduction of
which was brokered by the LowCVP, in 2005.

The key aspect of the label is that it is based upon an absolute measure of CO2 of the vehicle relative to
the whole market rather than within a class of vehicles. The label adopts features of the previously existing
energy eYciency label for white goods, which aided recognition and understanding by consumers. Bands
are linked to those for vehicle excise duty. Fuel eYciency and running costs are reported to be more
important issues for car buyers and so the label gives significant weight to this data along with CO2

emissions.

The scheme is voluntary and uptake is still rising having been adopted by 86% of new car dealerships in
a recent survey. It is questionable whether there would be a greater level of compliance if the label was
mandated.

Awareness of the label by car buyers is growing: in 2007, 44% of those who had either purchased a new
car in the last year or who were intending to purchase one in the coming year were aware of the label. This
is up 4% from 2006.

There is also evidence that car buyers would find more comparative data useful in making new car
purchasing decisions—information now provided by a range of web-tools including the DfT Act on CO2 site.

Introduction

This submission has been prepared by the Low Carbon Vehicle Partnership (LowCVP) in response to the
Environmental Audit Committee’s request for evidence regarding the proliferation of environmental labels
and whether this might lead to consumer confusion, and undermine confidence in environmental labelling
in general.

The submission is based upon the LowCVP’s experience in brokering the UK’s recently introduced new
car fuel economy label with the motor industry and our experience of monitoring the label’s roll-out and its
impact on car buyers’ awareness of the label and environmental issues more generally.

The Low Carbon Vehicle Partnership

The LowCVP was established in 2003, as an outcome of the Powering Future Vehicles Strategy, to help
accelerate the shift to low carbon vehicles and fuels in the UK. It aims to help deliver carbon reduction
targets and give commercial advantage to UK business. The Partnership is a multi-stakeholder forum with
265 members including many leading car manufacturers and fuel suppliers, major fleet operators,
environmental and consumer groups, academics and government departments.

The Partnership undertakes activities to both encourage the supply and raise demand for low carbon
vehicles and fuels. This includes providing guidance on the priorities to stimulate market development.
Some of our recent key achievements and principal current activities include:

— Brokering a voluntary agreement with the UK motor industry to introduce colour-coded fuel
economy labels in all new car showrooms. On-going studies are evaluating the eVectiveness of the
label through research into dealer and consumer attitudes and implementation rates.

— Input to the development of the Renewable Transport Fuels Obligation—focussed on the
development of sustainability assurance and carbon certification.

— Oversight of the establishment of Cenex, a public-private centre of excellence for low carbon and
fuel cell technologies. The LowCVP is represented on the Board of the company.

— The LowCVP Road Transport Challenge, a process initiated by the Partnership to bring forward
innovative proposals for delivering carbon reductions from the road transport sector. The best
entries were presented at a conference in June 2006.

An important role of the LowCVP is to review and advise in an independent and constructive way on the
various programmes and schemes run by Government to highlight policy gaps and help ensure a coherent
suite of interventions to achieve market transformation.
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History

In the UK, it has been a legal requirement for fuel consumption information to be displayed on new cars
in car showrooms since 1983. In addition comparative data on other makes and models is made available
to potential car buyers based upon the models listed in the oYcial guide produced by the Vehicle
Certification Agency (VCA).

In December 1999, the European Commission approved Directive 99/94/EC, relating to “Consumer
information on fuel economy and CO2 emissions in respect of the marketing of new passenger cars” and this
came into force on 18 January 2001. This Directive was part of a trio of policy approaches, which includes
fiscal measures, and an agreement by the motor manufacturers in Europe, to reduce emissions of carbon
dioxide by technical improvements to new cars. The Directive 99/94/EC allows each Member State to
introduce its own schemes to provide consumer information which can include labels, guides and posters.
The Directive specifies a minimum amount of information that is required to be displayed based on test cycle
information.

As part of the UK Government’s response to the Directive it commissioned MORI to examine car buyers’
response to both the existing UK label and possible alternative labels. The MORI research considered the
eVectiveness of the original new car fuel eYciency label, the extent to which purchasing decisions were
aVected by information on CO2 emissions and by other considerations such as fuel eYciency, and possible
alternative formats for the label, including an “A–F” style colour-coded label. The main findings from the
study were that:

— Although awareness is growing, environmental factors are not yet high in most car buyers’ list of
priorities.

— Fuel eYciency is much more important to most car buyers than any consideration about emissions,
reflecting the financial impact driving has on households. However, car owners’ focus on fuel
eYciency can be used to help achieve the environmental objective because of the direct link
between fuel eYciency and carbon dioxide emissions.

— In design of any possible labelling scheme significant emphasis should be given to fuel economy
and running costs.

— That there was a desire for comparative data to allow car buyers to identify more fuel eYcient and
lower-carbon cars easily.

— The UK’s original new car fuel eYciency label was not popular with car buyers, mainly because
it only provided numerical information, and emphasised the car’s CO2 emissions per kilometre
which was seen as a technical measure and was poorly understood by car buyers.

— The A–F format, now familiar to consumers from other consumer goods, provided a better means
of relaying information on car economy than the numerical data in use.

In response to this study (and LowCVP commissioned research into car buying attitudes and
behaviour)31 the LowCVP proposed the introduction of an A–F colour-coded label to be displayed on all
new cars in showrooms. Following intense negotiations, under the auspices of LowCVP, between vehicle
manufacturers (through the SMMT) and environmental, consumer groups and fleet organisations a
voluntary agreement was reached on the design and deployment of a label.

Label design

In negotiating the design of the label there were two broad options: an absolute display comparing the
performance of all cars or comparative display of vehicles within a class or segment system. An absolute
approach was preferred because it:

— More appropriately complemented the Voluntary Agreement car companies had adopted to
reduce new car CO2 emissions to 140g/km by 2008–09.

— Related most directly to the Community’s objective of reducing CO2 emissions from cars.

— Was simple and easy for dealers operate and for consumers to understand.

— Avoided the arbitrary and contentious issues of defining the categories for an “in class” system and
all the related issues.

— Provided the most direct link with, and helped reinforce the messages from, fiscal measures which
are linked to CO2 emissions, such as those used in the UK.

— Avoids the situation where an eYcient car but with high fuel consumption could appear as “red”
in terms of the fiscal system (VED), but “green” on an “in class” labelling system—a mixed
message being conveyed to car buyers.

31 http://www.lowcvp.org.uk/assets/reports/LowCVP%20car-buyer%20report%20-
%20final%20report%20(non%20confidential).pdf
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It was recognised that most car buyers selected a vehicle from within a group of cars of a particular size
(market segment) but that there was suYcient variation in CO2 emissions within a class or segment for an
absolute measure to provide useful comparative information for the car buyer. The need for comparative
information has been addressed recently by the DfT Act on CO2 campaign and introduction of league tables
for vehicle segments amongst other web tools and consumer information.

The label was launched in Guildford in July 2005. The banding adopted by the label employed the Vehicle
Excise Duty (VED) bands to provide a clear link between (albeit limited) fiscal incentives and consumer
information. A revision of the VED bands to include Band G (vehicles over 225 g/km) necessitated a
redesign of the label in 2006.

The label also provided information on the annual cost of fuel (for 12,000 miles) and VED as these were
known to be more important factors influencing car buyer behaviour than environmental performance.

The lower part of the label contained the statutory information required by the Directive to enable the
label to meet both consumer and legislative needs.

Implementation of the label is voluntary by an agreement that it should be displayed in all car showrooms
of franchised SMMT dealers ensures its use is widespread. An agreement between LowCVP and SMMT has
defined an acceptable level of performance that 75% of new cars on display in a car showroom at any time
should have the correct label displayed on or next to the vehicle. This takes account of vehicles entering and
leaving the showroom. This target is currently subject to review.
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Deploying the label

Since the label’s launch, LowCVP has conducted annual surveys to determine the extent to which the label
has been rolled out and is displayed in car showrooms and the levels of awareness of car buyers. Two annual
surveys to monitor the deployment of the label across the UK were undertaken in the Spring of 2006 and
of 2007, in each case 400 new car dealerships were visited across the UK.

In 2007, 86% of new car dealerships had adopted the voluntary label scheme, up from 74% in 2006. Of
the car dealerships which have adopted the labelling scheme 62% are meeting the target for acceptable
performance. Fourteen brands have car dealerships which are, overall, achieving the acceptable measure of
performance, four of these have achieved this level of performance for two consecutive years. A small, and
declining, number of brands have an “unacceptable” level of performance.
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The survey also examined how the label was used by the car dealer staV in discussions with potential car
buyers. In the last survey LowCVP found that the label was referred to and used extensively in a sales pitch
by 28% of sales staV once it was revealed that fuel consumption was important to the potential car buyer.
With regard to the information displayed on the label it was the financial and fuel economy information
which was referred to most commonly.

Dealer use of label
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Communicating benefits of fuel economy
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Impact on car buyer behaviour

In a separate survey of about 2,000 recent and prospective car buyers, awareness of the label has increased
to 44% in 2007, up 4% points from the previous year. Awareness is greater amongst people who have
purchased a car recently rather than those who intend to purchase in the next 12 months. In addition
awareness amongst company car drivers is higher which reflects the greater financial incentives, through
company car taxation, for company car drivers to select a low CO2 car.

Percentage of respondents who recall seeing the label
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When asked how important the car label was in terms of helping car buyers to choose their car 70% of
respondents said it was important in helping them to choose the make and model of their car, with 50%
saying it was fairly important and 20% very important. However 85% of respondents said that comparative
fuel economy information would be important in influencing their decision.
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Next steps

The results of annual surveys are widely disseminated and detailed results fed back to car manufacturers
through SMMT. This process is proving an eVective means to raise use of the label and identify issues.

LowCVP will continue to monitor deployment and awareness of the label on an annual basis. We are also
examining, with DfT and the Retail Motor Industry Federation, the potential to extend the scheme to nearly
new vehicles.

The scheme shows a voluntary approach can be successful, but does take a few years to reach a high level
of deployment. Success is also dependent upon a strong trade body to encourage its members to comply
with the voluntary agreement.

October 2007

Witnesses: Mr Simon Barnes, Technical Manager, SMMT Environment Team, Mr Greg Archer, Director,
Low Carbon Vehicle Partnership, and Mr Jonathan Murray, Deputy Director, Low Carbon Vehicle
Partnership, gave evidence.

Q264 Chairman: Good afternoon, and thank you for
being so patient. We have caught up a little bit in
time but I am told that there may be another division
shortly, so we will just have to take it as far as we can
and perhaps, depending on the timing of that, come
back. Can I start oV by asking you why the UK fuel
economy label goes over and above what is required
by the EU directive; what was seen to be the value
of that?
Mr Archer: Thank you for your question and thank
you for inviting us today. Perhaps I can very briefly
say that the Low Carbon Vehicle Partnership brings
together the motor industry with the oil industry
with Government and environmental groups to
promote the shift to low carbon vehicles and fuels;
Jonathan Murray is my deputy director, I am
director. Simon Barnes is from the SMMT but he is
also chair of our passenger cars working group, so
we work very closely together on these issues. The
simple answer to your question is that the research
that was done back in 2003 showed that people did
not understand the statutory information which the
European directive required, there was a very poor
level of understanding of that. It was presented in
quite a complex form, it was purely numerical, and
the work that the Department for Transport did,
undertaken by MORI, simply showed that it was not
well understood, and what we wanted to do was to
try to provide some readily understandable
information which could start to change public
attitudes or certainly raise public awareness of the
diVerence in fuel economy between diVerent
vehicles. We did that through developing a colour-
coded scheme, which is very familiar to consumers
through white goods, but applying it to vehicles. At
the same time the European Union was looking at
bringing in regulation on extending its regulations
on vehicle labelling and we felt that there was a case
there for the UK to really demonstrate best practice
and try to set a standard in Europe; in fact the
European standard has not been revised since but a
number of countries have adopted a UK-type
approach.

Q265 Chairman: Since the introduction of the label
about two years ago, have you witnessed any impact
on consumer behaviour?

Mr Murray: Yes, looking at the impact of the
labelling is complex and it is diYcult to ascertain
what is the eVect of the label; however, what is quite
clear is that it has been a significant source of
information for car buyers. We conduct an annual
survey of car buyers’ attitudes, along with a survey
of the rolling out of the label. The annual survey of
car buyers attitudes is conducted by GFK on our
behalf and is of approximately 2000 recent or
prospective car buyers. The latest survey showed
that 44 per cent of car buyers were aware of the label
and recognised the label, which is an increase of four
percentage points on the previous year. In addition
to that, when you actually look at the types of car
buyers, what is quite clear is that company car
buyers who are more exposed to the impact of choice
on CO2 of their car in terms of the tax that they pay
are more aware of the label as well, their awareness
was up to 50 per cent, and this goes along with the
fact that the car dealership and the point of sale is
still the primary source for the vast majority of
people in looking for information and choosing the
car, so we are providing accessible information in
the right location to help them and providing a direct
link between the CO2, the cost in fuel consumption
and the tax burden they will pay. In terms of what
that has done to purchasing patterns, we have seen
a slow but sustained reduction in average CO2

emissions from cars purchased in the UK. The latest
figure which was just announced by the SMMT was
a 1.4 per cent reduction on the previous year to 164.9
grammes per kilometre.
Mr Archer: It is important to recognise that
environmental information does not necessarily or
indeed very rarely drives people to make an
environmental choice. Environmental information
is an important precursor, it encourages them to
make the right decision but in terms of actually
making that decision there is always a gap between
their awareness of an issue and their willingness to
make the environmental purchase; it is essentially
the attitude/action gap where you know what you
ought to do but you do not actually do it. What we
are finding with labelling schemes is that it makes
people more receptive to change their behaviour but
it does not necessarily change their behaviour, and
you need other drivers to actually bridge that gap.
Those other incentives are about educating people,
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making low carbon vehicles more desirable,
increasing the benefits of buying a low carbon
vehicle and so forth and expanding the choice of
vehicles that is available.

Q266 Chairman: I certainly take the point about the
environmental aspect of this and the evidence from
MORI suggests that people use the labels for pure
fuel economy judgments in the main rather than
carbon emissions information which people may not
understand. It did amuse me that when these labels
came in in 2005, underneath the Secretary of State
for Transport’s oYce in Marsham Street was a
BMW showroom and all the cars were G-rated. That
is a choice that people make when they can aVord to
buy such a car, so do we have to go a bit beyond
labelling or do we have to make the labelling
somehow stronger so that there is this aspect which
I think is now attached to four-wheel drives, that if
you are seen driving one it is not quite cool any more.
Mr Barnes: We had a big discussion when we
introduced the label, if I may, about how it should
be introduced, whether it should be relative to the
car or what we call an absolute label, and we felt that
the most obvious link was to create the link to the
excise duty bands, which are established by the
government and reviewed on a regular basis. Since
then we have had an additional band put into that
label, it was A to F and it is now A to G, we changed
the label to reflect that, and obviously there has been
a revision in the amount of annual payment for each
band, so there is a direct relationship there between
the new story on VED and the band that you see in
the showroom. We believe that as distinct to other
labels, which talk about relative performance,
linking it to the fiscal system is the strongest possible
link and the industry very much supports that link to
the fiscal system, so that there is a clear
understanding between the VED and the label in the
showroom. There is a stronger link with company
car drivers and that is reflected in their greater
awareness because the amount they pay in their
monthly tax bill is stronger, but we believe even now
the consumer is starting to realise and we hear
conversations about G-band cars, A-band cars, E-
band cars. We did not hear that back in 2003.
Mr Archer: Labelling is a tool in the box, it helps the
consumer to understand the diVerences between
diVerent vehicles. Many consumers still think that
all average family-size cars have the same emissions
or have the same fuel economy. They do not
understand that there are very wide diVerences
between them and, by providing this information,
you are helping to get that message across but you
do not change attitudes and behaviours overnight by
labelling, it requires much more significant
incentives and other things.

Q267 Chairman: The motor industry, the last I read,
spends about £800 million a year on advertising; why
should the label be confined only to the showroom,
why should the label as it were not be given more
prominence in advertising? At the moment you need
a magnifying glass to read information in six-point

type about carbon emissions, for example, there is
no prominence at all; you almost sense that they do
not want you to read it.
Mr Barnes: There are regulations on advertising.
They are European-based, they come out of the
European directive and the VCA gives very clear
guidance on how those rules should be interpreted
and the VCA is now actively monitoring those ads
for compliance. We are in discussion with the Low
Carbon Vehicle Partnership and we are waiting also
for a more than likely revised regulation from the
Commission this year on how that information can
be made visually stronger in terms of the products.
As an industry ourselves we are discussing how we
can do that by making the label more obvious. We
have an issue in that if you advertise a car like a
Renault Clio, for example, the CO2 on that product
can go from something like 106 grammes per
kilometre to 250 for what visually might appear to
be the same car, so it is important that whatever
labelling we decide upon the consumer understands
and can still make the right choice. We also support
campaigns like Act on CO2 from the DfT where the
consumers can go there and they can go to the VCA
website and find out far more information about the
specific product that they are interested in.

Q268 Chairman: You would not favour the tobacco
advertising type of thing, with half of the cover space
filled with a global health warning written by the
Government’s chief scientist?
Mr Barnes: We would not favour that as an
industry, no, because we believe that there are other
issues about the sustainability of our products, there
is also a safety issue and an air quality issue, and at
the end of the day the emissions from the car depend
on how you drive it, how far you drive it, how you
service it, not entirely the product itself although
that is of paramount importance obviously.
Mr Archer: There are ways, however, in which you
can extend the use of a label or a labelling type
scheme into billboard advertising and other forms of
advertising and, as Simon says, that is something we
have started to look at and it is something that
Europe is starting to look at as well, so it is coming,
but obviously there is a range of views as to how that
should be done and the way that that should be
done.

Q269 Joan Walley: Arising out of that point, I
remember going to the Society of Motor
Manufacturers about 20 years ago when I was in
another incarnation, talking about removing lead
from petrol, and I seem to remember that it was only
actually in getting the regulation that moved the
Society on into actually removing lead from petrol.
I just wonder how much of the same sort of issue
there is now in this in terms of how much you wait
to follow the trend or how much the trend is
determined by the level of the regulations there are
which will take the design and production of your
vehicles more down this route. I would just be
interested in your comments; what does it have to do
to actually get the right balance, to actually get
action to be made?
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Mr Archer: In fairness to the SMMT they have been
enormously proactive in trying to take forward
debate about strengthening vehicle advertising
codes of practice in general. They have started a
debate with the industry associations in the
advertising sector and they are really to be credited
for doing that; they have started a process and are
working with other stakeholders to look at how we
can strengthen overall advertising practices. Simon
can say more, but in support of what they are doing
they have been proactive in this area.

Q270 Joan Walley: Going back to a point which the
Chairman made in respect of the vehicles that were
on sale underneath the DfT oYces, can you just tell
us in terms of your membership of the Low Carbon
Vehicle Partnership are there any major
manufacturers who are not members and, for
example, is TATA a member of your group?
Mr Archer: I do not think TATA are presently
members, but I would hope that TATA will be
joining in the near future. Certainly, that particular
company beneath Great Minster House is a
member, and the other thing you would find if you
walked around that showroom is that every one of
the vehicles in that showroom would have been
labelled, even though they were all G-band. That has
been a feature actually of the labelling scheme, in
that irrespective of the emissions of the vehicle it has
tended to be that more of the higher emitting
vehicles than in fact the lower emitting vehicles in its
showroom are labelled, so there is no tendency for
people with poor performance not to label their cars,
in fact the opposite applies.

Q271 Joan Walley: Just talking about showrooms
leads me on to wanting to ask you about the
voluntary nature of the scheme at the moment; with
86% of new car dealerships adopting the label why is
it not compulsory?
Mr Archer: It is compulsory to display the statutory
European information, it is not mandatory to
display the colour-coded label and the cost
information which is the part of the label that we
developed. What we find from our surveys is that
where people are not displaying the label, they are
not displaying any information—in other words
they are not complying with the regulation and they
are not complying with their trading standards
requirements.

Q272 Joan Walley: Sorry, which regulation?
Mr Archer: The European regulation which has
been translated into UK law, so the issue is with
people complying with the regulation, it is not with
people not labelling their vehicles according to the
voluntary scheme. What we need to see is every
vehicle in every showroom being labelled; if that
happened the overwhelming majority of showrooms
would choose to adopt the voluntary colour-coded
approach.

Q273 Joan Walley: That is a matter for trading
standards oYcers.

Mr Archer: Yes.

Q274 Joan Walley: Are they not doing it or do they
not have the resources to do it, or have you had talks
with them about how to do it?
Mr Barnes: It is a combination of resources and time
and there is a regional performance aspect to some
of this as well. We can only assume that that is to
some extent a reflection on the resources of trading
standards. When we designed the label we co-
operated fully with the LowCVP and with trading
standards to raise awareness because we were
conscious that their oYcers would need to know
what the label would look like, so we briefed them
fully and they are aware of that. We have, I think,
seen increasing activity from trading standards in
this area; as the labels awareness increases, as we see
it in other areas such as on websites, then inevitably
the policing from them is increasing.

Q275 Joan Walley: Moving away from the
regulation and coming to the label as a voluntary
scheme, in respect of the 14 per cent of dealers who
are not adopting the labels, do you know why they
are choosing not to do so and how are you going to
encourage them to join in?
Mr Archer: Each year we feed back the results of our
survey to SMMT in detail, in other words the
showrooms we visited and how many cars were
labelled, and how the dealer responded to questions
about the label. The SMMT then discussed those
with each of the individual manufacturers who were
then able to take them back and discuss them with
each of their own showrooms, so we have to very
proactively make sure that the information from the
survey in detail goes back to the SMMT so that their
individual members can talk to their dealerships,
and it is through that process that we are driving up
the level of cars being labelled year on year.
Mr Barnes: I would reiterate that. We feed that
information back to manufacturers on a dealership
by dealership basis so that they can see some gaps.
Those gaps are not always obvious; sometimes nine
out of ten dealers will perform and for some reason
one will not, so we feed that information back and
we hope to make it more of a competitive element.
The partnership certainly rewards those and puts
that up as evidence of those who are doing well and
we write to the ones that are not doing well and ask
them how they are going to improve their
performance.

Q276 Joan Walley: Moving on, the label only
applies to new cars; it does not apply to second hand
vehicles. Could it, should it, when will it, how will it?
Mr Barnes: We are in discussions with both the
LowCVP and the Retail Motor Industry Federation
on this particular issue. There are a number of
practicalities associated with that and one of them is
defining what a nearly new vehicle is, is it five years
old, two years old, ten years old and we have to make
a decision around that. The other practical issue is
establishing a database of information because at
the moment we are only talking about new cars and
so that is relatively straightforward; if we extend that
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to old cars then we will be reliant on the VCA in
particular to have a database that is available to
dealerships for that information. Potentially there is
an issue that once a car has been bought and
someone changes the tyres or the wheels, technically
they may change its CO2 rating. I personally do not
see that as an issue, but if someone wanted to argue
a point of law on that as an individual then they may
be able to do so. So there are a lot of issues to resolve
here that need further discussion.

Q277 Joan Walley: What sort of machinery have
you got for resolving those outstanding issues?
Mr Barnes: Through discussions with the LowCVP
and the Retail Motor Industry Federation.

Q278 Joan Walley: Who is driving this agenda, are
you driving it?
Mr Archer: We are, along with the SMMT, and we
have involved oYcials from the Department for
Transport also. The Retail Motor Industry
Federation recognises that this is something that
they need to look at as a matter of urgency and are
keen to work with us on it, but as Simon says there
are a number of practical issues. However, some
dealers are already doing this in an entirely
voluntary sense, even with used cars, and there is
now a commercial scheme that will print out a
colour coded label in the same way that it is done for
new cars.

Q279 Joan Walley: Finally, if I may, earlier on you
talked about what it was that was important when
people came to make choices about new cars and the
surveys that you do, and you mentioned the private
purchaser and the company purchasing schemes. I
am just wondering about the role of public
procurement and in respect of that—for example,
local authorities or where employees are required to
use their cars for work purposes—what there is
under way to encourage greater awareness from that
client group in terms of getting the awareness across
about the labelling and the way in which that fills
that gap that you referred to, Mr Archer, between
awareness and actually translating that into action.
Mr Archer: I am not sure that there is a huge amount
happening with respect to labelling. With public
procurement more widely there is a new £20 million
public procurement fund that the Department for
Transport announced a few weeks ago, which is due
to start in April, and there are other initiatives in
terms of trying to improve the performance of local
authority vehicle fleets, which is operated by the
Energy Savings Trust, the fleet review process. There
are also, obviously, ongoing discussions in the
Treasury about amending the AMAP scheme by
which people are reimbursed for their fuel costs
when they use their private vehicles and linking that
to CO2 performance, although the Treasury has
delayed making a decision on that. So there is a
range of things happening more generally, but I do
not think specifically on labelling.

Q280 Joan Walley: Are there issues arising in respect
of the Transport Bill, which I believe is going
through the House at the moment, in terms of fleet
purchasing because presumably there is a lot of new
work being done there in terms of, for example,
vehicles for disabled drivers and so on and so forth.
Is that encompassed within the work that you do to
promote this awareness?
Mr Archer: No.

Q281 Jo Swinson: Before I just come on to a couple
of diVerent questions I wanted to just ask on the
trading standards point, when your surveys show
that particular dealerships are not just not
displaying the voluntary label, but are in fact
breaking the regulations on the European data that
they should be providing, do you inform trading
standards so that that can then be enforced?
Mr Barnes: We do not ourselves, no, because that is
a relationship between the dealer and trading
standards, and the ownership of the dealer is not
necessarily the ownership of the brand of the car
manufacturer. Technically, that is a dispute between
the dealer ownership and trading standards, not
between, say, Ford and trading standards, it may be
a dealer group—Pendragon for example—and
trading standards.
Mr Murray: It would be more appropriate here for
the Retail Motor Industry Federation to get
involved as they represent the dealerships as
opposed to the car manufacturers themselves and so
I think that is an issue that we have been looking to
take forward with the Retail Motor Industry
Federation. There are a number of fronts on which
we are engaging with them at the moment; it has
been delayed slightly in the last year because they
have had a restructure and a change of senior
management but it is one of the outstanding issues
that we have with them.

Q282 Jo Swinson: At the moment it seems that fewer
than a third of all cars that are sold have this
labelling on them; 14% of the new car dealerships are
not participating and even of the ones that are, only
60% are displaying it properly, so it seems that at the
moment it is quite patchy. What is really being done
to drive forward the use of this so that it can actually
be meaningful for consumers? It would strike me
that actually enforcing that regulation would seem
to be a starting point, but that obviously is not being
driven forward from your end.
Mr Archer: With something like 86% of showrooms
now displaying the label, about three-quarters of
vehicles in showrooms are labelled.

Q283 Joan Walley: But 14% are not.
Mr Archer: 14% are not, absolutely, but given that it
is a voluntary scheme and it has been operating for
a couple of years the level of uptake is good, it is
improving and we are working to improve it year on
year. The purpose of the survey is for us to find out
the extent to which the label is being displayed and
used, the knowledge of dealers on climate issues and
the way in which they make use of the label in the
sale. We are not a regulatory organisation, we are a
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membership organisation and it really is not our role
to inform trading standards of where their work
should be. We have worked with trading standards
to make them aware of the label, but clearly local
trading standards departments will make their own
decisions about which issues they prioritise.

Q284 Jo Swinson: It just struck me that if you know
which ones are definitely breaking the regulation it
might make it worth trading standards while
actually taking up the issue, which might then
actually encourage people to comply with the EU
regulations and that would drive forward the usage
of the scheme. On that issue of the survey findings
about the staV input on this, I think it was 28 per cent
of staV mentioned it but that was only for customers
who had already expressed an interest in fuel
economy. How can that figure be increased, because
surely a key aspect of the success of the label is
actually going to be if the sales staV are in that ideal
position to explain it to consumers and are more
proactive in doing so?
Mr Archer: 28% made extensive use of the label in
their explanation. One of the things that we have
found is that the number of dealers that are unable
to answer any questions about the label at all has
fallen very significantly in the last couple of years.
Dealer training is one of the key issues; climate
concerns are clearly rising across the population and
it is something that car dealerships are being trained
more widely in now and it is something that I know
the SMMT have been keen to encourage. Simon
might be able to add a bit more, but what we have
seen actually over the last year is a big improvement
in the level of knowledge in dealerships; that is not
to say that it is good enough but it is to say that it is
moving in the right direction. We have to recognise
that for the vast majority of car buyers
environmental issues are still a very low priority.
Mr Murray: Just on that point of sales staV who had
no knowledge of the label, in 2006 22% of the staV
that we interviewed had no knowledge of the label,
that fell last year to 9%.

Q285 Jo Swinson: Which is good progress. Can I just
clarify something, I think you mentioned that three-
quarters of the cars in the 86% on average display the
label; is that the cars across the whole dealership or
the cars in the showroom, because I am just thinking
that when I have gone to look at cars you have
obviously got an indoor showroom and then loads
of cars outside.
Mr Barnes: It is the new cars, the unregistered ones,
so it is the one without the number plate on because
that is the legal definition of a new car, unregistered
and less than 300 delivery miles. In the majority of
cases, therefore, it will be the ones in the showroom,
that is the explanation.

Q286 Jo Swinson: Just turning to the issue of the
comparative versus absolute labelling, obviously
there is a lot of information provided on the absolute
label but most people go into a car showroom with
a particular class or a couple of classes in mind, you
know, they are wanting a particular family car or

whatever. Is there not scope for helping those
consumers to choose more eVectively between the
diVerent cars in a particular class where they might
all actually be the same letter rating and then it is
diYcult actually for consumers to make informed
decisions?
Mr Archer: It certainly is, and that information is
now being provided. The Department for Transport
have developed their Act on CO2 website which has
rankings of the top ten vehicles in diVerent segments
of the market, the What Car? guide now includes
rankings based upon CO2 and colour codes
according to the VED band, so that type of
comparative information that you are describing is
available in a whole range of electronic and hard
copy forms; it is not available in showrooms other
than in the form of the VCA’s guide which includes
this information, but that is very large tables of
information that very few consumers will go
through.

Q287 Jo Swinson: Do you think there is scope for
developing the point of sale information to include
some of the information which may be available on-
line but which a lot of people will not even know is
available on-line so it will never come across their
radar?
Mr Barnes: We had a big discussion in the
partnership of relative and absolute labels, and the
general feeling was if you moved towards a relative
label there may be some categories of class and car,
for example a sports car, that could be classified as
being green or low carbon, and was that really
appropriate to have a low carbon sports car? The
partnership came to the agreement that, no, it was
not, and therefore we should concentrate on an
absolute label in terms of the upfront appearance of
the label and that enabled us to link it directly to
vehicle excise duty as well, so there are two benefits
of doing that. We believe that consumers do an
awful lot of research before they go to the dealership.
The dealership is hugely important in making that
final choice, but they do research before they go
there, so if we can provide information through that
on CO2 and we can encourage manufacturers to put
the CO2 information in a visual form on their own
website—and companies like Honda and Toyota are
doing that actively now—that is the best approach.
Then if the consumer wants to say how is this
Renault against this Mazda, the dealership is put
under pressure and he has to answer that question.
Mr Archer: People actually enter a dealership at a
very late point in the car buying process. A lot of that
comparative decision-making is being made much
earlier in the decision process and therefore we need
to find the media that people are using to make those
decisions and get it into those media, rather than
necessarily into the showrooms, because by the time
people get into the showroom they are generally
choosing between a couple of diVerent models in
that showroom or engine ranges. It is about
targeting that comparative information in the right
media so that it reaches people at the right time in
their decision-making.
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Q288 Jo Swinson: A lot of those arguments,
particularly linking it to the VED, are very strong,
but is there not a danger that manufacturers will be
particularly incentivised to focus on the more
eYcient models but less incentivised to make a
greener sports car perhaps?
Mr Barnes: There is a debate about that. We have an
issue and I think the LowCVP do with the concept
of banding where you have a particularly large band
from 120 to 150 but there is no incentive to move
from 150 to 120 because you pay the same vehicle
excise duty. That is where the fuel cost needs to come
in because if you are driving a car at 150 rather than
120 you will have a diVerent fuel cost, so that helps
support that argument that goes beyond maybe the
label.

Q289 Jo Swinson: I wanted to press you a little bit,
but it was mentioned earlier about the BMW
showroom where all the cars were a band G and,
frankly, if you are able to buy that kind of car you
have probably got the money to pay the VED or
whatever else. Is there any research done on what the
levels of VED would need to be to make consumers
switch down bands, is it enough at the moment with
a £400 diVerential or does there need to be a much
bigger gap?
Mr Archer: The evidence shows that in order to
encourage consumers to downsize, either to a
smaller engine or a smaller vehicle, you need about
£1500 incentive; the VED diVerential from next year
will be £400.

Q290 Jo Swinson: What is the view of your
organisations on that and what the Chancellor
should do?
Mr Barnes: We have not seen a Government review
of vehicle excise duty and its impact; that has been in
since 2001 and maybe that is something that we
would look to see. We acknowledge that the fiscal
system and the link to the car choice is a positive one
and one that will inevitably become stronger over a
period of time, but what we do not want to see
necessarily is an all star change in that from the
current level to a future level. The Government
recently announced the structure of the future of
VED for three years and we think that that trend will
inevitably continue. If we look at landfill tax, for
example, there was a progressive increase in landfill

tax over a period of time; it started oV relatively low
but everyone knew where it was going to end up.
That gives manufacturers suYcient time to adapt
and change their model range and to change the
technology. We will have a regulation from Europe
that will come in in 2012 and manufacturers will be
able to do two things to achieve that regulation:
apply technology or change their sales mix, so again
this will be another instrument for them, another
important factor in this process.
Chairman: Very quickly, Joan, do you have a follow-
up on that?

Q291 Joan Walley: It was just a thought really
arising out of that last exchange. I cannot even
remember which inquiry it was, but it was in relation
to the Stern Report and the general view of our
witnesses was that the Stern Report had actually
flagged up these issues in a way at board level
amongst all components and companies in a way
that previously was not the case. I just thought that
around that and our discussions now, particularly
for the Society of Motor Manufacturers and
Traders, what impact has the Stern Report had, are
your members now from the boardroom down much
more interested in and much more concerned about
these issues?
Mr Barnes: Climate change is the number one focus
for car manufacturers at the moment. Safety, air
quality and noise are all subsidiary to climate
change, I think it is fair to say, and that was
evidenced by the new technology being
demonstrated at Frankfurt; hopefully when we have
the Motor Show here in 2008 we will see the new
technology. They are not all approaching it from the
same angle, I must say, there is no commonality of
technology, but they all have their technologies that
they hope will deliver significant carbon reductions
in future years. Stern and all of that has raised the
profile. We wait to see what Julia King brings out as
a result of her review; we have spoken to her and
Greg and the partnership have spoken to her and she
is obviously very informed on this particular debate.
Chairman: I think all eyes are on what is happening
in California and the case that is going before the
Supreme Court on vehicle emissions and all that sort
of thing, but I think that is a little bit beyond the
territory of this inquiry. Thank you very much for
coming in this afternoon; it has been very
interesting.
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Martin Horwood Jo Swinson
Joan Walley

Memorandum submitted by Department for Environment, Food and Rural AVairs

1. Introduction—The Role of Defra and other Public Authorities in Relation to Environmental
Labelling

1.1 Defra has a number of direct interests in the subject of environmental labelling.

— At a general policy level, we are interested in the use of information and labelling as part of a wider
potential toolkit for helping to reduce the environmental impacts of products and services.

— We have formal responsibilities in relation to some particular labelling regimes—for example, the
EU ecolabelling scheme and the EU energy labelling regime, which are established by legal
instruments at EU level.

— We are responsible (with the agreement of the Devolved Administrations) for implementing the
standards for the production of organic food and feed which are set out in EU law.

1.2 Other Government Departments also have formal responsibilities for rating and labelling regimes
which cover a significant environmental issues, for example:

— The Department for Transport in relation to the labelling of new cars to show their CO2 emissions.

— Communities and Local Government in relation to the energy eYciency of homes (the Energy
Performance Certificate included in Home Information Packs).

1.3 The Health and Safety Executive has responsibilities in relation to the regulatory regime for the
classification and labelling of hazardous chemicals. This alerts users to hazards to the environment and
human health, and provides instructions for the safe use of the chemical.

1.4 The Food Standards Agency leads within Government on the regulation of horizontal labelling
requirements which are harmonised at EU level. Food labelling rules aim to ensure that consumers can make
safer, healthier, and more informed choices, and to promote free trade within the EU.

1.5 At a broader level, the Department for Business, Enterprise and Regulatory Reform (BERR) has
responsibilities for consumer protection, and the legislation on unfair commercial practices, which BERR
is currently introducing, is capable of applying to labelling claims which mislead consumers. (The new
legislation on unfair commercial practices will replace existing legislation on trade descriptions and, so far
as business-to-consumer advertising is concerned, existing legislation on misleading advertising.) However,
this framework extends across a potentially very wide range of issues, of which environmental claims is
only one.

2. General Background—Information and Labelling as a Tool for Environmental Improvement

2.1 This memorandum goes on to oVer factual material and comment on the specific topics which the
Committee has highlighted as its principal lines of inquiry.

2.2 However, Defra would like to oVer first some wider background about the issues and developments
surrounding environmental labelling. The subject has evolved considerably over the last 15 years or so:

— In the early 1990s the general thinking was dominated by assumptions that good information
about products would directly create consumer demand for greener products and “pull” them
through the supply chain. Debate was concerned mainly with high-level award schemes (such as
the EU Ecolabel, introduced in 1992) and the quality of self-declared “green claims” which
businesses made about their products.

— By the late 1990s, however, thinking in many quarters was moving away from this model. The
drivers of consumer choice were appreciated as being much more complex and the role of product
information was seen more in terms of it working alongside a number of other tools to induce the
supply chain to raise the environmental performance of products. The UK was in the forefront of
this shift in thinking. For example, the consultation paper “Consumer Products and the
Environment” (DETR, 1999) set out a new picture of product policy tools, and how information
and labelling might fit into it. This was explored further by the Advisory Committee on Consumer
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Products and the Environment (ACCPE) which contributed many helpful insights on the topic in
its first two reports (DETR, 2000 and 2002).32 At the same time, views on what became known
as “integrated product policy” (IPP) were taking shape at EU level.33

— More recently, our evidence base about consumer choice and behaviour change has become more
sophisticated—see for example the research done in the lead-up to the UK Sustainable
Development Strategy, Securing the Future (2005)34—and is still evolving. This work has
confirmed the weakness of consumer information as a driver for pro-environmental behaviour
change, unless used in conjunction with other measures.

— In another recent development, the European Commission ran an expert working group to take
an in-depth look at how product information could be made to work positively for environmental
improvement. The report, Making Product Information Work for the Environment (2006)35 is
intended as in input to the Commission’s Action Plan for Sustainable Consumption and
Production (SCP) in the EU, due in 2008. Its recommendations involve looking at the whole
process of generating and using information in the supply chain, as well as the forms in which it
can most helpfully be communicated—including, in the right circumstances, the use of labels.

2.3 The 2006 report, to which Defra made a significant contribution, represents the most up-to-date
policy analysis of environmental product information. The report received broad support at a meeting of
EU stakeholders and member state representatives in June 2006. The analysis part of the document (p 5–21)
could therefore be a useful input to the Committee’s inquiry.

3. Background on the Various Types of Environmental Labelling

3.1 Environmental labels, claims and declarations come in very varied forms and there is no simple way of
categorising them all. But the International Organization for Standardisation (ISO) has produced technical
classifications and standards which capture much of the field.

— ISO 14024 is for what are known as “Type I” claims—declarations which meet criteria set by third
parties (not by a manufacturer or retailer themselves) and based on life-cycle impacts. These are
award-type labels, like the EU Ecolabel and national ecolabelling schemes, requiring compliance
with the criteria to be verified by a third party. In theory, products bearing a Type I label should
be of a fairly high environmental standard, though in practice this depends on how the criteria for
a particular scheme are set and on the eVectiveness of the management of the scheme.

— ISO 14021 covers “Type II” claims, which are manufacturers’ or retailers’ own labels and
declarations, sometimes called “green claims”. These can be useful, but there is a wide range of
quality. Defra and BERR have issued advice about the making of green claims (principally in The
Green Claims Code, in collaboration with the Confederation of British Industry, the British Retail
Consortium and other bodies) to help businesses present the environmental credentials of their
products accurately and appropriately, especially in on-pack advertising.

— ISO 14025 is for “Type III” claims, which give quantified information about products based on
life-cycle impacts. Type III claims—sometimes known as Environmental Product Declarations
(EPDs) or eco-profiles—consist of quantified information about key impacts, such as energy in
use. The idea is to allow products to be compared on a like-for-like basis. They have mainly been
used in the business-to-business market (though the feature of rating and comparability can also
be seen in regimes like energy labelling, which are not technically “Type III” claims).

3.2 Various other schemes or symbols overlap with environmental labels in some way. For example, there
are ethical schemes which have links with certain environmental factors or which include some
environmental requirement (like the Fairtrade scheme); and there are informative symbols, such as the
Mobius loop.

3.3 Defra’s explanatory leaflet, A Shopper’s Guide to Green Labels—submitted with this
memorandum36—summarises the characteristics of many of the major labelling schemes seen in the UK,
and illustrates their logos.

3.4 The Shopper’s Guide looks at the diVerent types of labels in less formal categories and may be a more
helpful way of looking at what the labels are trying to achieve. (Some schemes fit into more than one of the
following categories, and the categories themselves are not mutually exclusive.)

— Ecolabels37—voluntary “award” schemes, which may cover a wide range of products, such as the
voluntary EU Ecolabel scheme, or regional or national schemes such as the Scandinavian Nordic
Swan, or the German Blue Angel. There are over 20 such schemes around the world, and more are
in the pipeline, including proposals for schemes in Africa and Asia (see Section 9).

32 See Chapter 3, http://www.defra.gov.uk/environment/consumerprod/accpe/report01/index.htm and Chapter 4, http://
www.defra.gov.uk/environment/consumerprod/accpe/report02/pdf/accpe–report02.pdf.

33 See http://ec.europa.eu/environment/ipp/home.htm
34 A note at http://www.sustainable-development.gov.uk/what/priority/pdf/change-behaviour-model.pdf gives further

references to relevant material.
35 Available at http://ec.europa.eu/environment/ipp/pdf/20070115–report.pdf
36 Can also be viewed on-line at http://www.defra.gov.uk/environment/consumerprod/shopguide/index.htm
37 In some countries outside the EU (especially in the USA) “ecolabel” is frequently used to refer to the generality of

environmental labelling.
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— Energy labels, which focus on the energy-in-use impacts of products—especially the EU energy
label, which is mandatory for certain domestic products such as washing machines, refrigerators
and lightbulbs. Other labels focusing on energy eYciency and reduced CO2 have recently been
developed in the UK which echo the energy label’s colour-coded ratings, such as the UK’s fuel
eYciency and CO2 label for cars. Other examples of energy labels include the “Energy Saving
Recommended” label for a wide range of energy eYcient products in the UK market (also a form
of “award” label) and the “Energy Star” scheme which appears in Europe and America on a wide
range of oYce products.

— Sector-specific labels, which apply to one kind of product, like timber or textiles. The international
Forest Stewardship Council (FSC) scheme (also a form of ecolabel award) is the most well-known
of these, but there are many diVerent schemes for products as diverse as flowers and textiles.

— Organic labelling. The word “organic” can only be used to describe food, feed or livestock if the
relevant EU standards are complied with. At present the use of the organic logo prescribed by the
EU standards is optional, but its use will be compulsory after 2008 when a food or feed product
is sold as organic. The logos of the bodies like the Soil Association, which have been approved by
Defra to certify organic produce, may accompany the EU logo. Some of these bodies also certify
non-food products like textiles, wood products and cosmetics, which are not covered by EU law
on organic production.

— Food labels—there are many schemes, for many diVerent types of food, which have an
environmental dimension. One of the better known examples is the Marine Stewardship Council
(MSC) scheme, but several other schemes also operate just in the fish and seafood sector alone.
Some suppliers’ “own brand” labels, covering a range of foods, may also be linked to
environmental criteria.

— Social and “wider world” labels primarily address specific ethical (and sometimes environmental)
issues associated with the places where products are sourced, such as Fairtrade and Rainforest
Alliance (which is why Fairtrade is occasionally mentioned in this memorandum even though it is
not primarily an environmental label). These can cover crops such as bananas, coVee, timber, as
well as products like footballs and activities like tourism.

— Green claims (the “Type II” labels of the ISO classification above). This covers a multitude of
labels, declarations and claims which are self-declared on the initiative of the producer. They are
not generally associated with any third-party regime. They are however subject to consumer
protection regimes on trades descriptions and misleading advertising.

3.5 There are variations and hybrids of these categories—and some other kinds of labels as well. For
example, a few companies have their own quite specific “schemes” behind their self-declared labelling, such
as Philips’ “Green Flagship”. Within the last year or so, initiatives using the term “carbon labelling” have
started to appear—see Section 5.8.

3.6 Even the more systematised schemes vary in quite basic aspects, such as the strictness of their
standards (eg, whether aiming for a very high standard or a reasonably good standard). They also vary
considerably in their visibility in the marketplace.

4. The Scope and Coverage of Labelling

Products requiring labelling. The Sub-committee would like to investigate which products are
currently subject to environmental labelling, both compulsory and voluntary, and whether further
products or sectors should be included under an environmental labelling scheme.

Compulsory schemes

4.1 The EU Energy Label is the longest-established mandatory scheme operating in the UK market. It
covers most of the more significant energy-using consumer products in the home.

4.2 A similar approach of comparable performance “ratings”, presented on a colour-coded scale, is used
in the Energy Performance Certificates (EPC) element of Home Information Packs (HIPs).

4.3 The approach is also used in the UK Fuel Economy Label. The label has been agreed voluntarily by
all the companies selling new cars in the UK, but it is in eVect a standardised way of presenting consumers
with legally required information on fuel and emissions.

4.4 The approaches now followed for homes and cars can be traced back to recommendations made by
ACCPE in 2000, around the idea of a “family” of labels for major consumer products contributing to carbon
emissions in their use phase.38

4.5 The Chemicals (Hazard Information and Packaging for Supply) Regulations 2002, implement the
existing European Directives on the classification and labelling of hazardous chemicals, a long-established
and widely understood system. The Regulations require hazards to the environment and human health to

38 ACCPE’s thinking is set out at http://www.defra.gov.uk/environment/consumerprod/accpe/report01/05.htm<6
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be communicated to the user (both consumer and professional) via agreed symbols and warning phrases.
The existing system is due to be replaced by the forthcoming European Regulation based on the United
Nations Globally Harmonised System of Classification and Labelling of Chemicals (GHS).

4.6 The crossed-out “wheelie bin” symbol is a mandatory mark that manufacturers are required to apply
to products which fall within the 10 categories of electrical and electronic equipment (EEE) covered by the
WEEE directive—to indicate to consumers that the EEE should not be disposed of as general waste to
landfill. End-users are strongly encouraged to separate such WEEE from their general waste.

4.7 The Eco-design for Energy-Using Products (EuP) directive will require a new approach when it is
implemented for various types of product—by requiring environmental criteria to be met before the product
can receive the CE Mark it needs in order to appear in the market. In this way environmental criteria will
be incorporated into a non-environmental label.

Mandatory food labelling in the UK

4.8 As the Sub-Committee has flagged up a particular interest in food labelling, here is a summary
picture:

— The labelling of most food in the UK is governed by the provisions of the Food Safety Act 1990
and the Food Labelling Regulations 1996. These implement EU Directive 2000/13/EC on the
labelling, presentation and advertising of foodstuVs.

— Additional labelling requirements are contained in over 40 horizontal and vertical pieces of
legislation (for example, GM labelling, wine, beef and EU marketing standards).

— These rules aim to ensure that consumers are properly informed about the nature and substance
of the foods they buy, protected from false or misleading descriptions, and that industry has a clear
regulatory framework which does not restrict product innovation or inhibit the free movement of
goods within the EU.

— The European Commission is reviewing the General Food Labelling and Nutrition Labelling
legislation. A draft proposal is expected in by end of 2007, at which point the Food Standards
Agency will conduct a full public consultation.

Voluntary environmental labels

4.9 As noted in the Section 3 above, there is a very wide range of voluntary environmental labelling
approaches covering products and services, including food.

4.10 The most visible voluntary schemes operating in the UK are featured in The Shopper’s Guide to
Green Labels. It would be hard to agree a meaningful and comprehensive list of the many other schemes of
varying standards operating in the UK, but Defra publishes an on-line list of many of the less familiar
schemes in its Directory of Green Labels.39

4.11 For some types of products, such as timber and textiles, there are several schemes which highlight
diVerent aspects of sourcing or production, depending on what messages the supplier wishes to
communicate.

4.12 Although participation in these schemes is voluntary on the part of business, there are a few which
actually operate within a legal framework. For example, organic food labelling schemes are not mandatory,
but the use of the word “organic” is controlled by law. And while business participation in the EU Ecolabel
scheme is voluntary, all Member States are required by law to establish a Competent Body to run it in their
countries, and are also required to promote it.40

The case for trying to cover further products or sectors in an environmental labelling scheme

4.13 “Better labelling” is often advocated as a solution to reducing the environmental impact of products,
and the idea has stimulated a host of labelling schemes around the world. But labelling is certainly not the
only means of eVecting change, as noted in Section 2 above. Nor is labelling necessarily the best means of
eVecting change, especially if pursued in isolation.

4.14 It is quite instructive to look at some of the more successful examples of labelling schemes, in terms
of recognition and take-up. The experience of cases like FSC, organic labels and Fairtrade, for example,
suggests that market interest is stronger where there is a clear, specific issue which can be readily identified
with certain products—eg (in the three examples just mentioned) sustainable sources of timber; food grown
without artificial chemical fertilisers and pesticides; and equitable treatment of suppliers in developing
countries.

39 http://www.defra.gov.uk/environment/consumerprod/glc/pdf/greenlabels-index.pdf
40 The Competent Body in the UK is the Secretary of State for the Environment, Food and Rural AVairs.
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4.15 By contrast, award schemes which aim to cover a complex mixture of environmental issues across
a product’s life-cycle have often found it much harder to make headway in the market. (The exceptions in
the European market have been the “Blue Angel” label in Germany and the “Nordic Swan” in Scandinavia,
which have achieved reasonable recognition in their regional markets.)

4.16 Over many years the Government has consistently held the view that it would not be worthwhile to
set up a new publicly-owned, multi-criteria award label for the national market. This was also the firm view
of ACCPE, when it was asked to consider this question in depth.41

4.17 The UK has however continued to support the oYcial EU Ecolabel scheme, working hard to make
the existing scheme eVective and, increasingly, to advocate reforms which would help to streamline the
scheme and get it working closer to the market. The European Commission expects to publish its formal
proposals for revision by the end of 2007.

4.18 There are many types of products for which there are no ready-made third-party “schemes” which
a company can participate in. With that in mind, Defra oVers information to businesses about alternative
marketing approaches—in an on-line guide called Pitching Green.42

4.19 Labelling schemes that aim to make a virtue of high environmental standards in farming, such as
the “LEAF Marque” label, can help raise farmers’ environmental performance as well as improving
consumer choice. These schemes have the potential to make a positive contribution to environmental goals,
if they were adopted more widely and covered the range of environmental issues. However, uptake of these
schemes is currently low and Defra is investigating how it might be increased, for example through more
explicit government recognition of these standards. Defra is also considering the possibility of developing
some form of generic standard for an integrated farm management and environmental management scheme,
which would allow consumers to know more about the environmental provenance of food products and
improve recognition in the market place.

5. The Issues Best Covered by Environmental Labelling

What should be shown under a labelling system. The Sub-committee would like to assess which
criteria should be illustrated by an environmental label, and how overlaps between diVerent
concerns could be adequately dealt with.

The Sub-committee would also be interested in investigating how environmental labels could best
convey information accurately and usefully to the consumer.

Given the EAC’s recent focus on climate change and related issues, the Sub-committee would be
particularly interested to hear about the development and merit of labels which demonstrate the
carbon footprint of a product—ie the carbon emitted during its production, storage and
transportation.

Types of criteria

5.1 In general environmental labelling tends to address three main kinds of environmental issue:

— measurable impacts connected with energy and resource use;

— the sustainability of supply, particularly the implications for biodiversity; and

— the presence or absence of substances which may be held to constitute a problem.

5.2 However, as noted in Sections 3 and 4 above, the market is often interested in other aspects of the
product, combining social and environmental factors. A good example of this is the FSC labelling scheme
for timber products—and arguably this combination is one of the scheme’s real strengths in the market.

Communicating with consumers

5.3 Labelling is a flexible instrument, and there are no hard-and-fast rules about the best way of
conveying information usefully and accurately to the consumer. Even though the internet can now provide
far more detailed information about products, on-product labelling remains highly popular as a conveyor
of key messages of all kinds.

5.4 Environmental labels have two main functions vis-à-vis consumers:

— they inform—where plain factual information is provided, perhaps because this is required by law,
or because consumers are thought very likely to expect it.

— they influence, directly or indirectly—this might be promotional (aimed at trying to encourage the
consumer to buy the product); or advisory (for example, saying how the product is best used or
disposed of).

41 http://www.defra.gov.uk/environment/consumerprod/accpe/report01/05.htm<3.1
42 http://www.defra.gov.uk/environment/consumerprod/glc/pdf/pitching-green.pdf
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5.5 Some labels combine the two—for example, in “warning” mode, where a label provides essential
safety information about the composition of a product and tries to influence consumers to use it safely,
because the product may be dangerous to the consumer or to the environment if used incorrectly. As such,
labels are covered by legislation preventing or requiring certain features.

5.6 All these aspects may be covered by legal requirements about what information must be put on the
labels of certain types of products (especially factual labelling), and laws prohibiting certain kinds of
statements (for example, misrepresentation when promoting products).

5.7 Labels which aim to influence are more complex. Another consideration is that labelling schemes (or
types of labels) which aim to influence the consumer are themselves also brands or “products”. Like brands,
they can:

— create a unique selling point, which advertising tries to sell to consumers (what marketers term
“mind share branding”—the use of the FSC logo on tissue paper, for example); or

— be valued not so much for what they do, as for how they make consumers feel about themselves
(what marketers term “identity brands”).

Carbon footprinting and labelling

5.8 Carbon footprinting—and how it can be used in the market—is an area of fast-growing interest. It
is important, however, to distinguish between the measurement of the carbon footprint (or, more properly,
the “embodied” greenhouse gas emissions in products across their life cycle) and the various uses to which
that information can be put—of which product labelling is only one of the possibilities.

5.9 A vital first step is to get a commonly accepted method for doing the measurement. That is why Defra
is supporting and helping to fund BSI British Standards (BSI) to develop a Publicly Available Specification
(PAS) that will give businesses a standard methodology for assessing the “embodied emissions” in their
products.43 The Carbon Trust is also supporting that work and the steering group arrangements to take it
forward as quickly as possible.

5.10 Once there is a common measurement standard, there are various uses which companies can make
of the information about their products. Footprinting information could be used:

— to help companies reduce impacts through changes in product design or process management;

— to help companies reduce impacts through supply chain management—the choice of materials or
the standards demanded from their suppliers;

— to communicate to groups of stakeholders the steps being taken to reduce impacts—eg, through
company reporting or other corporate materials; and

— to communicate to individual consumers at the point of sale—through product labelling or other
advertising material.

5.11 All of these possible uses have potential value. Communication to end-consumers is the one which
throws up most challenges. There are issues about how in practice a business can provide information that
is meaningful and generally helpful to consumers, does not give any misleading messages, and actually
empowers consumers to take useful action.

5.12 The pilot scheme which the Carbon Trust is currently running (the Carbon Reduction Label) should
help to tease out some of the issues about how communication to consumers could be made to work in
practice.

5.13 Defra’s main concerns in this field are:

— to get a method of measurement for “embodied” emissions which the whole of the market can use
with confidence;

— to encourage businesses to act on this information to reduce the climate change footprint of their
products;

— to keep in view, nonetheless, that the range of environmental impacts varies for diVerent products,
and that the climate change impact is but one aspect; and

— to ensure that whatever kinds of product information are eventually provided to consumers are
going to be fair, reliable, helpful and genuinely useful to them.

43 For further details see http://www.bsi-global.com/PAS2050
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6. The Case for Rationalising Environmental Labels

The case for rationalising environmental labels. The Sub-committee would like to assess whether
concerns over the proliferation of environmental labels are justified, and the extent to which
consumers are able to cope and engage with the many diVerent labels on the market.

The Sub-committee would also like to investigate whether there is a case for rationalising the
system of environmental labelling, or for calling for certain labels to be given priority when
displayed on products.

6.1 Existing labelling schemes cover many diVerent issues, including some overlap between certain
schemes. But having a wide range of diVerent labels on the market is not necessarily a disadvantage.

6.2 “Rationalisation” is diYcult to consider when there is no fully comprehensive model of labelling
which covers all aspects of sustainability. In fact, the striving for balance between diVerent factors may mean
that the more issues a scheme covers, the less eVective it is as a label.

6.3 Although the number of labelling schemes can seem confusing, some have become well known by
consumers, who are able to diVerentiate between them in the same way as between the many diVerent brands
and retailers. Suppliers are likely to continue to want a range of labels to reinforce a variety of key messages
about their products. And retailers in particular can aim to make their own brand a desirable environmental
and social label.

6.4 There are several important sectors in which well-known standards or labels do not address all of the
issues which matter to buyers, or where there is no good labelling scheme, or where existing labels do not
meet market needs in other ways. So there is room for initiative in the market to consider new labels which
address issues not covered by others. This helps fresh approaches to be tried out and can help inform
wider debate.

6.5 Even where separate labelling schemes cover similar territory, a degree of choice can help business.
The first-rate schemes obviously help to encourage better environmental standards, and stimulate other
organisations to create better schemes. At present it seems likely that there will continue to be a core range
of good green labels in the market.

6.6 There was a helpful discussion of some of these issues in a report by the Cabinet OYce Performance
and Innovation Unit in 2000,44 which looked across a range of social, health and environmental issues in
the trading system, and included a look at some of the issues raised by labelling. Among the conclusions
were that “labelling can often be left to the market to deliver, responding to consumer and producer demand
for schemes. Voluntary approaches have a number of advantages including greater flexibility and capacity
to reward market leadership through setting high standards. Government still has a role to play in terms of
guarding against misleading claims, promoting adherence to best practice (eg to avoid the creation of de
facto trade barriers) and in promoting mutual recognition of schemes.” These points were reflected in
subsequent inter-departmental work on common principles to apply in policy towards labelling schemes.45

6.7 Defra’s approach towards promoting voluntary schemes is to encourage businesses to use the best of
them, and to help consumers to recognise those schemes through initiatives like The Shopper’s Guide to
Green Labels, which shows the main types of green labelling schemes operating in the UK, and its Green
Labelling News.46 We have also been working to encourage cooperation and convergence of approach (and
therefore less proliferation) in the field of formal “Type I” award labels, particularly in the EU market.

7. The Impact of Environmental Labelling on Consumer Behaviour

The impact of environmental labelling on consumer behaviour. The Sub-committee would be
interested in assessing how easily consumers understand environmental labels, and whether
environmental labelling has a significant impact on human behaviour; not only whether it can
reinforce and assist existing positive environmental behaviour, but also whether it can cause
behavioural change.

The Sub-committee would like to assess whether concerns over the proliferation of environmental
labels are justified, and the extent to which consumers are able to cope and engage with the many
diVerent labels on the market.

7.1 Surveys normally find that consumers say they want more or better labelling, and would use it to
guide their choices. However, other evidence suggests that environmental labelling in itself actually has
limited impact on consumer choice at present. This is partly because of the complex factors behind choice
and behaviour (referred to in the introduction to this memorandum). But sometimes it is simply because
consumers are unsure about specific aspects of labelling. For example, a very recent study by ANEC, the
European body representing the consumer voice in standardisation, said that new “A!” and “A!!”
Energy Label ratings were confusing to consumers—in what is one of the most familiar areas of green
product labelling, and one with clear factual backing.

44 Rights of Exchange, at http://www.cabinetoYce.gov.uk/strategy/downloads/su/trade/rights.pdf
45 See http://www.berr.gov.uk/files/file8162.pdf
46 http://www.defra.gov.uk/environment/consumerprod/glc/gnews.htm
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7.2 Whether labels cause consumers to switch from one brand to another is not known with any precision.
It appears that environmental labels are held by consumers to be more important in some areas (eg, cleaning
products, paint and textiles) than others. And also that there are diVerent headline issues for consumers for
diVerent types of product (eg, no peat for soil improvers; recycled paper for kitchen roll).

8. The Regulation of Environmental Labelling

The regulation of environmental labelling. The Sub-committee would like to examine the ways in
which environmental labels are calculated, assessed and awarded, and would also like to
investigate the current regulation to which these labels are subjected.

The Sub-committee would welcome assessments of whether current levels of regulation are
adequate, or whether further regulation, be it wider in scope or stricter in demand, is required.

8.1 As noted above, the UK has legal requirements about the accuracy of claims made about products.
Defra keeps The Green Claims Code and other guidance to manufacturers and retailers under review, and
occasionally meets the ASA and other bodies to discuss this.

8.2 It is worth noting that the European Commission has raised the possibility of strengthening the
application of rules on misleading advertising to green product information.47

How standards for labels are set and labels are awarded

8.3 This varies with the scheme. Type I ecolabel award labels normally set their criteria after consultation
with interested parties and circulation of drafts, which is intended to be a transparent process; applicants
then have to obtain some kind of independent verification to prove that they comply with the scheme’s
requirements. Type III ‘profile’ labels typically set their criteria through some form of sectoral collaboration.
Type II labels and declarations are by definition self-declared. And the criteria for legally-backed schemes
(such as the EU energy label) are agreed as part of a legislative process.

Regulation of voluntary labelling schemes in the market

8.4 Most green labelling schemes start as industry or sector initiatives, or are independent. Many schemes
are run by private organisations and some are international. There is little scope for Government to control
these, beyond the legal framework to deter inaccurate, unfair or unhelpful claims. Governments are also
wary about intervening beyond that—in their own fields many independent labelling schemes have a
valuable profile, with strong promotional strategies for focusing public attention on key areas of
environmental concern.

9. Exports from Developing Countries

Exports from developing countries. The Sub-committee would also like to investigate the impact of
environmental labelling on exports from developing countries, and in particular whether labelling
of this kind could have a detrimental impact on the trade opportunities available to these countries.

9.1 Environmental labelling has sometimes been seen as a threat to developing countries, and debate
about ecolabelling in the 1990s frequently questioned whether it was a Technical Barrier to Trade (see also
section 10).

9.2 It tends now to be seen more as an opportunity. The development of an African eco-labelling scheme
was one of the activities identified in the African 10-Year Framework Programme on Sustainable
Consumption and Production. The African Union Commission is currently working with the Economic
Commission for Africa and the United Nations Environment Programme (UNEP) to develop an
ecolabelling scheme for Africa, to exploit the global market for greener products, to increase access for its
products and contribute to poverty reduction.

9.3 UNEP also held the first Steering Committee meeting this summer for its project on enabling
ecolabelling opportunities for developing countries, which will be formally launched in December this year.
The project supports the implementation of ecolabels in developing countries, and aims at developing a
roadmap in the direction of mutual recognition of ecolabelling schemes. The countries involved include
Brazil, China, India, Kenya, Mexico, and South Africa, as well as representatives of the European
Commission.

9.4 At the opening session, the Chair of the Global Ecolabelling Network expressed his appreciation for
the project “in reversing the misperception of ecolabels as trade barriers and transforming them into an
accessible tool for enhancing trade opportunities of developing countries”.

47 See p 13 of the Commission’s consultation document on an EU SCP Action Plan (July 2007) http://ec.europa.eu/enterprise/
environment/sip.pdf
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9.5 Other kinds of labelling, especially “wider world” labels such as Fairtrade and Rainforest Alliance,
have built relatively strong support by focusing on the impacts of products on the communities and
environments in the areas where they are produced. For example, Unilever announced in May that it would
certify its tea producers in East Africa to Rainforest Alliance Standards as the first move in a plan to source
its entire tea supply sustainably.

9.6 There is a legitimate concern, however, that labelling which focuses exclusively on the issue of “food
miles” may be damaging to developing economies (eg, as in debates about the environmental downside of
green beans air-freighted from Africa, as against the social and economic upside for the producing country.)
The concept of “food miles” has gained wide currency, but is often unhelpful if taken in isolation: as one
study has put it, “a single indicator based on total food kilometres is an inadequate indicator of
sustainability”.48 It can also be misleading in terms of the total environmental impacts of a product—for
example, a focus on overseas transportation ignores the climate impact from other stages of the production
cycle, such as cultivation, preparation, refrigeration, and transport within the UK. As an illustration of this,
one recent study has found Kenyan cut flowers to be five times less carbon-intensive than flowers imported
from the Netherlands.49 Defra’s work in developing a robust standard for measuring all the embodied
greenhouse gases in products (see Section 5 above) is intended to enable a more balanced view of this
complex subject.

10. International Labelling

International labelling. Finally, the Sub-committee would be interested in assessing the feasibility
of an international environmental labelling system, and the extent to which this would be
compatible with the rules on trade set out by the WTO.

10.1 The EU Ecolabel is the largest scheme in the world in terms of the number of countries which
formally operate it. The scheme is already watched with interest around the world and can also be awarded
outside to products from outside the EU (Defra has awarded it to companies in Asia, North America and
Australia), so the scheme has the potential to be a much more influential player on the world stage.

10.2 Several international voluntary organisations exist to coordinate information about each type of
labelling system and to promote good practice, but they have no regulatory powers. These include the
Global Ecolabelling Network (GEN), for Type I labels; and GEDnet (the Global Type III Environmental
Product Declarations Network) for Type III labels. These bodies do not have formal powers to coordinate
labels, and do not “own” the labels, some of which are subject to owners’ copyright and other restrictions,
and are eVectively products or brands in their own right.

10.3 GEN has been working for some time on proposals for an International Coordinated Ecolabelling
System (GENICES). The intention is to develop a coordinated system, not a replacement international
system. Proposals include the development of 12 harmonised or core criteria. As noted in Section 9, UNEP’s
project on enabling ecolabelling opportunities for developing countries aims at establishing a roadmap in
the direction of mutual recognition of ecolabelling schemes.

10.4 A big new international scheme is therefore not on the cards in the foreseeable future, but
international cooperation is likely to increase, and indeed international cooperation in other areas of
labelling will promote this in environmental labelling. For example, the European Commission is proposing
to align the current EU system of classification of chemicals to the United Nations Globally Harmonised
System (GHS)—see Section 4.5 above—integrating the internationally accepted classification and labelling
system in new EU legislation.

10.5 The GHS, which is currently under negotiation, is expected to boost trade and competitiveness, and
this is also one of the potential benefits of harmonised labelling schemes. International cooperation is in the
interests of all stakeholders, but is perhaps particularly important for multinational companies, which need
to know the environmental standards that they are expected to meet and stay ahead of in many diVerent
markets around the world. The development of labelling schemes therefore needs to take account of the
global supply chain of a great many products, and hence to meet international industry requirements as well
as those at a national level. Defra’s work to develop a methodology on the measurement of embodied
greenhouse gas emissions, with its potential to form the basis for agreement of future international
standards, is an example of keeping this international perspective in view.

11. Conclusions

11.1 A wide and very diverse range of environmental labels currently appears on food and other products
and services in the UK.

11.2 Most labelling schemes cover the environmental impacts for one kind of product, such as timber;
or focus on one major environmental impact, like energy. A few schemes, like the EU Ecolabel, cover a range
of environmental impacts for a wide range of product groups.

48 Watkiss (2005).
49 Williams (2007), Comparative Study of Cut Roses for the British Market Produced in Kenya and the Netherlands.
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11.3 The key issue underlying such initiatives is the diVerence that the scheme is intended to make. The
environmental benefits of voluntary green labels vary. Most provide a high environmental standard for
producers to aim at, and there is evidence that this is important to manufacturers and retailers. If producers
communicate a product’s green credentials to consumers, the label may also help to raise awareness about
environmental issues, and may change consumer behaviour in some cases by building up allegiance.

11.4 However, environmental labelling in itself appears to have limited impact on consumer choice at
present. Defra feels that the environmental impacts of products need to be addressed in many other ways
as well, as part of an overall strategy for improving key types of product.

— At a cross-cutting level, this involves for example promoting the development and use of standards
and sound methodologies for assessing impacts (as for example Defra is currently doing in relation
to the carbon footprint of products).

— At a sectoral level it involves engagement with industry to encourage good practice to reduce the
environmental footprint of its activities (as for example with various Defra programmes in relation
to the food sector, and further consideration being given to the development of integrated farm
management).

— And at a product level it may more detailed engagement with the supply chain to agree specific
improvements to the performance of products placed on the market (as for example with Defra’s
work on key energy-using products like domestic lightbulbs).

Defra is continuing to develop its strategy for raising the environmental performance of products and is
planning to report on progress in Spring 2008.50

11.5 Defra does not regard the number of existing labelling schemes in itself as a major problem for
consumers, because the development of such schemes has been mainly led by the market for a specific
purpose, indeed sometimes with encouragement from Government for that purpose. A degree of choice
between labels can help the many diVerent interests in a very diverse market, and has resulted in some
excellent schemes. Although there is now a large range of labels, the leading few are becoming better known
to consumers, and their purpose seems generally understood. As with “brands” generally, promotion of
diVerent schemes is a matter for the label owners, but Defra can and does help by focusing the attention of
domestic consumers and professional purchasers on the best schemes.

1 October 2007

Witnesses: Joan Ruddock MP, Parliamentary Under-Secretary of State (Climate Change, Biodiversity and
Waste), Mr Bob Ryder, Deputy Head, Sustainable Products and Materials, and Mr Dominic Pattinson,
Project Leader, Food Chain Programme, Department for Environment, Food and Rural AVairs, gave
evidence.

Q292 Chairman: If it is okay with you, Minister, we
will kick oV straight away because there might be a
vote because the first set of business is only an hour
and a half, which would come half way through this
session. I wanted to ask you first of all what role does
environmental labelling play in meeting the
Government’s various environmental targets. Is it
considered a critical aspect of policy, or rather more
sidelined?
Joan Ruddock: If I may, Chairman, I will just say to
you that I have Bob Ryder on my right, who is the
Deputy Head of the Sustainable Products and
Materials team, and Dominic Pattinson, on my left,
a Project Leader in the Food Chain Programme. Of
course, I may ask them to assist me in replying to
your questions at any point.

Q293 Chairman: Welcome to you all.
Joan Ruddock: Thank you very much indeed. In
terms of what part does labelling play, it plays a part.
We have not got an evaluation in terms of our
overall strategies and programmes in meeting our
environmental objectives but I can say that it is an
important part although it is not the whole answer

50 See Waste Strategy for England 2007, p 58, http://www.defra.gov.uk/environment/waste/strategy/strategy07/pdf/waste07-
strategy.pdf

by any means. There was a time when we believed
that if only people had all the information to hand
through labelling they would make the best choices
in terms of environmental impacts and that would
speed us all on the route to solving our
environmental problems. Clearly those hopes have
not been realised but there has been behaviour
change as a consequence of labelling and some of
that is clearly in the direction that we would wish,
which is, of course, overall sustainability.

Q294 Chairman: Where do you think that impact
would happen as a driver in changing behaviour,
with producers, consumers and suppliers, all in
equal proportion?
Joan Ruddock: I think it depends on what the
particular product or service is. In some cases the
labelling can be extremely important. I will give you
some examples. If we are looking at products which
are bought occasionally, white goods for example,
fridges, freezers, that kind of thing, where somebody
is going to make a specific choice and not very often,
if they are then presented with a very clear label
which tells them something very important, not just
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about how that has been rated but also how it might
perform when the product is in use, and I think of
course of the EU labelling which has been applied to
electrical appliances, the A–G labelling, then we
know that has been extremely successful, so there
you can see a direct result of people making choices.
Combined with the choices that people make is the
fact that the manufacturers, the supply chains and,
indeed, the retailers are all engaged in a process
whereby that research, that methodology and that
measurement has got to occur. In that process what
tends to happen, and what we desire, is you actually
drive up standards so that when the consumer is
making a choice they are also having a clear choice
but it is backed up by a lot of work that is within the
supply chain and all the rest of it. In that case you
can see the value of the label. In other areas where
perhaps it is much more diYcult to label, some of the
work that we are doing at the moment would be in
the area of, say, consumer electronics where much of
the work will be with manufacturers and retailers
and they will drive the change but it may be too
diYcult, we do not know whether we can put a new
label on that is going to work. That process is
actually driving up energy eYciencies, so the
consumer is presented with a diVerent choice and the
average of the product range in that case may be
more energy eYcient and, therefore, that is the
means by which we arrive at that particular point.

Q295 Chairman: During the course of our inquiry
into environmental labelling we have discovered
that there is a huge variety of labels, many in the
same field. Say in 10 years’ time from now, should we
be looking for a rationalisation of all these diVerent
labels which must contribute to some extent to
consumer confusion? Is that something that
Government should involve itself in?
Joan Ruddock: First of all, we acknowledge that
there is a degree of consumer confusion and that,
again, is not equal across the board. In some areas
consumers are quite clear because, for example, if a
consumer is used to shopping within one store and
that is where they are going to shop regardless, they
may not be at all bothered about what is going on in
another store so the total proliferation may not be
something that comes before them, but within the
store in which they operate they might then make
choices and they get to know that particular store’s
type of labelling if it is an in-house one and they may
be quite able to make choices based on that
information. When it comes to a person, or
government for that matter, looking absolutely at
the proliferation overall then it is of concern because
we know that they do not all have equal value, they
are not all going to direct people appropriately, and
when we do consumer surveys what we find is people
do tell us that they want clearer labelling and to a
degree they are confused. Ideally, you might suggest,
we should move to some comprehensive label that
says, “this is good for the environment”, but I have
to tell you that has not been possible. The best work
that we are doing that is probably relevant to that is

looking at farming practices and we have planned,
and are in the process of doing, some work to bring
some clearer, more comprehensive approach to
farming practices in terms of their environmental
impacts. I think I have got a note somewhere but I
cannot put my hand on it. I will be able to tell you in
just one minute what the work we plan to undertake
is called. We said that we will look for a generic
environmental standard for food and this is a
standard which could underpin product labelling.
That is being undertaken with the British Standards
Institution and would, of course, enable us to look
at the current assurance schemes to see whether
something could be done which would bring them
together possibly.

Q296 Chairman: I think we will be returning to that
subject later. I have to ask you this question: when
you go shopping do you actually look out for any
labels that you think are particularly successful or
meaningful, or do you avoid others for that matter?
Feel free to name them within these four walls.
Joan Ruddock: I think Ministers have been warned
at some point in the past when I have been reading
up on this subject that we would be ill-advised to
endorse any particular form of assurance or any
particular product.

Q297 Martin Horwood: Go on, be reckless!
Joan Ruddock: I shall follow the guidance closely.
What I will say is this: over a period of years I have
purchased equipment for my kitchen, in recent times
I have purchased a boiler, and certainly on the white
goods the A-G labelling has made the impact on me
that we know from research it has made on
consumers. You go there, you want to buy that
product, it is in your face, it is on the white door and
it makes an impact, so of course I always choose A
and now I know I would have to choose A! or
A!!. Beyond that, I will say that I choose to buy
organic food and as a consequence of buying organic
food I believe that I am choosing a quality and a
certain farming practice, which is what I want to
support. That is quite an easy choice, just to look for
“organic” without having a proliferation of labels
that tells you that this does many, many things which
may be correct or not.

Q298 Chairman: Are there any areas where you
think environmental labelling might be
inappropriate? For example, we know that the
Carbon Trust is working with Halifax to develop
some sort of label for a bank account. Is that really
an appropriate area?
Joan Ruddock: I certainly would not like to second-
guess any work that the Carbon Trust is doing, they
are a very reputable organisation and highly
supported by Government. I do not know the basis
on which they may have undertaken such work. If
we are looking at carbon labelling then the
Government’s position here is very much that we
want to do the fundamental work. We believe, and
we are engaged in this work, that we need to work
out the carbon footprint throughout a whole
lifecycle and unless the carbon footprint through the
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whole lifecycle of a product or a service is well
understood and can be quantified then it is
impossible to produce any kind of labelling. The
process whereby the carbon footprint is determined
probably is much more important than any label
that might result from it because it is that
understanding of the process that enables the supply
chain, the manufacturers and the retailers, all to
adjust their behaviour in relation to the products or
services that in the end is likely to have the biggest
impact on carbon reduction for all of us.

Q299 Chairman: Are you particularly confident that
many of these labels are properly recognised and
understood by consumers or are they perhaps to a
certain extent a little bit of ‘greenwash’ when we find
that many people, supermarkets, cannot agree
amongst themselves what is the standard? There
must be a varying range of standards amongst many
of the labels that we see. Is there a danger that they
are appealing only to the converted and it is a kind
of self-reinforcing form of behaviour and the vast
majority of people do not really give a damn?
Joan Ruddock: Just on your last point, which is not
directly about the labels, I can say that Defra has
very recently published a considerable piece of work
on environmental behaviours and what we see in
that work, and we divided the population into seven
groups, is that we have got about 18 per cent of the
population who are thoroughly committed
environmentalists and about the same proportion at
the other end of the spectrum who, in your words,
not mine, could not give a damn, and between that
there is the whole range. What has been worked
through is how people change their behaviour, what
might encourage them to change their behaviour
and so on and so forth, so that we can actually
market our messages. That work clearly indicates
that people have diVerent attitudes, they are in
diVerent places and they will make diVerent
responses, but will they move, the answer has to be
yes otherwise we could not have got recycling, for
example, up from under ten per cent to over 30 per
cent. We know people can be influenced,
environmental behaviours can be influenced, and it
is part of the job of Government to do that. I put
labelling in that context. Some of it is going to work.
For example, some of it works against other
messages. Forest Stewardship, for example, where
we think because of many campaigns by NGOs there
is a body of opinion that is concerned, and it is a
large body of opinion, and knows there is some
problem about forests, about logging and all the rest
of it. If you have a label that gives you some
assurance that might be dealing with the problem
that you know of somewhere in the back of your
mind, then a label that relates to a wider message
may be more eVective than something that just
appears that has no context. Of course, many of the
labelling systems have to be based on proper
standards, international standards indeed from ISO,
so what we try to do in Defra is help people to know
that these things are appropriate and are doing what

they claim. We have got publications, and I think
you were all sent our little Shopper’s Guide to Green
Labels, also a great deal of material and information
is available online. We do know that there are fewer
false claims today than there were at the start of
interest in this field.

Q300 Chairman: Finally, from me, I wonder to what
extent the visibility of labels is an issue. When the
Government was rightly tackling tobacco the health
warnings got bigger and bigger and bigger until I
wondered eventually whether they would be the
entire advert, if you like. Should some of the
approaches that we have made be more visible and
be made more of a feature in that sense?
Joan Ruddock: I think that is something that can
only be worked through, I am sorry to say, on an
individual product or service because some things
physically are just too small to carry the whole
impact of all of the many messages that we would
like to put. It would be impossible to design all the
protection labels on to some very, very small
product. It has got to depend on what we are dealing
with in terms of the product itself. Having said that,
if the product could carry a label of a decent size with
decent sized print on it then there is no excuse
whatever for putting that information on the back of
the product in very small type where you cannot
actually see it until you acquire the product. We
would want to see the best practice with labels that
are meaningful.

Q301 Jo Swinson: To touch on the example you
mentioned of A–G, which I think we are all familiar
with, that is an example of a label where the
environmentally good decision is the same as what is
financially the smart thing for people to do. It is the
same with vehicles as well when it says how much it
costs to run. Would you say that environmental
labelling will only be successful where those two
diVerent motivations are in sync with each other?
Joan Ruddock: Not necessarily, but you are
absolutely right to observe that they are in sync and
that is why it has probably been hugely successful.
Where people are making a decision about
purchasing a product then price is clearly a factor, so
if it is just at that moment that they have to make a
choice, “Is this better for the environment or not”,
then price may be the deciding factor for them if they
are not from this very committed group that I spoke
of earlier. However, if they know it is going to be
better long-term and, therefore, they are likely to get
their money back then the price factor aligns with
the environmental interest. It is not universal but
clearly you point to something which is of some
significance and everyone acknowledges that.

Q302 Jo Swinson: What do you think that means for
the types of products where there is not that
alignment? You used the example of buying organic
food, which is typically more expensive, or furniture
with ethnically sourced timber and so on. When it is
going to cost a customer more and, as you say, there
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is this committed group of 18% who may well make
that decision, how can these labels reach out to the
wider mass of the other 50-plus per cent who might
be waiting to be convinced but this price issue might
mean that those labels never really get mass appeal?
Joan Ruddock: We need to acknowledge first of all
that some people do not have enough money to be
able to make a choice other than they must spend as
little as possible, and there is nothing to be said
against that, that is a situation in which many people
find themselves. But if people do have choices then
there are other factors and the other factors that are
also at the top of the table of behaviour change and
influence are those which are concerned with
personal health and a degree of self-interest. It is
putting labels in context again. For example, if they
receive many messages about their personal health
and how it could be adversely aVected by whatever
then they are more likely to make choices on the
basis of using that information and they will do that,
in many cases even if the product costs more, and
that is why we have seen a shift to organics by people
who are paying a premium in order to make choices
for organic food. We have also seen this—I was
surprised to learn this, I have to say—in areas like
paint where I would have thought that telling people
about volatile organic compounds was not a
message that had been conveyed to the population at
large, but the evidence suggests that there has been
a shift in behaviour and once people see a label that
indicates something which they believe to have a
degree of danger in it then they are making choices
in areas like paints. All we can deduce from so much
of this work is that this is a very complicated field
and it is not a case of one-size-fits-all.

Q303 Jo Swinson: Given that, what role do you
think Defra has in managing and co-ordinating the
environmental labelling? Would you see it
characterised as taking a leadership role or more
behind the scenes?
Joan Ruddock: Again, I think it is both. In terms of
our public facing work, our websites, the directgov
website that will lead people into an examination of
environmental standards, behaviours and so on,
clearlywehavegota leadershiprole.Oneof thethings
that we have been doing with our Act on CO2

campaign has demonstrated to us is that people say,
“I will if you will. Government ought to lead”. In
some of these areas leadership by government is seen
tobenecessary.Equally, thereareareaswherepeople
are more than happy to trust a third party
organisation, and I mentioned before the Forest
Stewardship Council. It is not always that
governmenthas to lead, thereareother trustedbodies
out there that can equally lead in other cases. Where
that is the case the role of Defra is often to endorse
third party and voluntary eVorts and sometimes
often to encourage them behind the scenes.

Q304 Jo Swinson: We took some evidence from
Marks & Spencer who suggested that the
Government should set up a stakeholder advisory
group to identify where there are gaps in

sustainability labelling and where labels that
currently exist could be made better. Do you think
that is a good idea? Does the Government do any of
that analysis to find the gaps already?
Joan Ruddock: I think, if I may, I will ask either of
my oYcials if they are aware of any work on gap
finding going on.
Mr Ryder: There has been work done in the past
through the Committee on Consumer Products in
the Environment which had a five or six year remit
to go into this area. Its emphasis was more on finding
some key priority areas where perhaps the
Government should push for more co-ordination,
for example taking the energy label principles and
applying them in big areas like motor vehicles and
home energy ratings. There is a priority that we have
given to that kind of analysis, the opportunities for
pushing home a big message about certain kinds of
rating. We have not done any finer analysis of
labelling detailed environmental impacts spread
across the board.

Q305 Jo Swinson: You say that there was a
committee that identified the key priority areas,
which a few years ago would have been the big ones
that you outlined, but there has not been any follow-
up to say, “Now we have done those areas, which are
the next priority areas?”
Mr Ryder: The link is with the way that our product
policy work has moved on and what we are doing
now in terms of product roadmaps. As part of the
product materials work within Defra we have
identified 10 pilot areas where we are trying to take
a comprehensive look at the impact of some big
hitting product areas and then to try and map the
most likely eVective interventions that could bring
about improvement. It could be that labelling
options are a part of that picture but not necessarily
so, it will vary between the categories.

Q306 Jo Swinson: Minister, you mentioned earlier
that consumers have said in various studies that they
want more information and welcome this. Are you
confident that the Government is doing enough to
drive the labelling agenda where it would be helpful?
Joan Ruddock: Yes, I think so. We have also got to
remember that in some fields it is the European
Union which is the lead on this, so we constantly
work with them, and on the ecolabelling scheme, for
example, which is currently under revision we have
been asking for that to be made a better scheme more
closely aligned with the market. What we know
about that particular scheme from our own
experience is that it is probably not all that well-
known in this country, but the work that goes on and
the fact that it has got to be independently accredited
is tremendously important in driving forward
environmental standards in products. As I see it, we
are working on so many diVerent fronts that relate
to labelling that I am satisfied we are doing a lot of
very, very important work and we are not
completely focused on labelling because we do
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notsee labelling as being the only answer, it is only a
small part of the answer to driving forward
environmental standards.

Q307 Jo Swinson: Does Defra put pressure on
retailers and producers to use environmental
labelling, or do you see that as perhaps something
that happens within the market driven by
competition?
Joan Ruddock: It is both. The important thing is that
we have very good relationships on a huge variety of
fronts with manufacturers and retailers. If you think
about the lighting initiative and the move to low-
energy light bulbs, that is a classic example of where
retailers are pushing the boat out all the time, they
have a voluntary agreement with us, but the
Government has always been in there, we are dealing
with the EU but at the same time saying let us get
ahead of the EU, and that is the way it works across
many, many fronts simultaneously.

Q308 Jo Swinson: Could you tell us what role Defra
takes in setting standards and regulating the various
labelling schemes that do exist?
Joan Ruddock: In terms of our actual responsibilities
in setting standards and advising business, for
example, first of all we have got direct
responsibilities which are for the EU energy label
and the EU ecolabel, and there we have formal
responsibilities and those are obviously carried out,
but we also advise business in terms of the Code of
Practice for Green Claims. As I indicated earlier, we
do a great deal of work advising consumers. We get
involved in the development of new standards and
frameworks which could support better product
information. As I have indicated already, we have
got a lot of material available on the web to explain
to people and so on and so forth. We are engaged in
a very wide range of activity already but we are
constantly alive to the need to move forward. As I
said earlier again, sorry to repeat myself but in
answering you comprehensively I have to say that
the major new work is the work that I spoke about
in trying to find some generic standards in relation
to food production.

Q309 Jo Swinson: On the green claims code are you
happy that producers and retailers are actually
abiding by the green claims code? What sanctions do
you have if they are not and consumers are
eVectively being misled?
Joan Ruddock: You will probably appreciate that I
have been in this job for six months so I have not got
a perspective on that particular question and again I
will ask whether Bob or Dominic have something to
say on that?
Mr Ryder: The code was introduced at a time when
poor environment claims were more common and in
fact by the time the code came out the worst had
actually peaked. In the late Nineties the code was a
first attempt to produce the baseline standards to the
market, and it actually seemed to have quite a quick
eVect. By the time we reissued the code in early 2000
our survey showed that the quality of claims had
improved on average, poor claims were

disappearing and the standard was generally
improving. It identified some hotspots, some
particular sector and product areas, where problems
were still persisting, and the way we tried to respond
to that was to develop some guidance on those
particular product areas and the kind of information
that could be conveyed without giving any
misleading impressions. That seems to have worked
to quite a considerable extent; it is very rare that we
actually receive directly any complaints on ‘on-pack’
product claims; there is an on-going problem at a
fairly low level on media advertising relating to
products, which the Advertising Standards
Authority picks up, but they use really quite similar
principles to those in the green claims code.

Q310 Jo Swinson: You mentioned that there was a
range in quality of the labels; are you satisfied that
Defra does have adequate powers to deal with it
where there is low quality and the standards of
transparency and the label doing what it says it does
are not being met?
Joan Ruddock: Again, I do not think this is a
question of Defra having the powers because the
claims either meet international standards and have
third party accreditation or they are claims which
the manufacturers are making themselves. Bob
Ryder has just explained what the history of this is
and how we think this has been improved actually
over a period of time, and of course there is the
Advertising Standards Authority who police a
certain amount of this as well. I do not think I can
really add anything more to that.

Q311 Jo Swinson: There is just one final question
from me which may be before your time so it might
be that your oYcials will know the answer. The
shopper’s guide that was produced, which I do not
have my copy of here today, obviously has a wide
range of labels in it. How did you decide which labels
to include in the shoppers’ guide; what were the
criteria for that?
Joan Ruddock: I was simply advised on that and the
advice I was given was that these were the biggest
and most popular ones and because they were
appearing most they became the most significant
labels and therefore to explain what each one meant
was the whole purpose of that very nice and handy
little leaflet. As I said earlier, there is a great deal
more detailed information available through
websites and that will constantly increase.
Mr Ryder: Perhaps I could add to what the Minister
has said. The majority of those commonly seen
labels, described in that little leaflet and on-line are
also ones where there are fairly well-established
ground rules or forms of accreditation backing the
label up, so in a sense we were both informing about
what the label stood for but also promoting to a
certain extent the fact that they were reliable and
could be trusted. There is a very small section of the
shoppers’ guide which is a health warning about
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claims that are not backed up or verifiable, or some
claims which look like environmental symbols but
are not in fact.

Q312 Martin Horwood: Can I quickly ask before I
get on to my main question, is your personal support
for organics going to be reflected in the
environmental standards you are setting for
farmers?
Joan Ruddock: My personal support for organics is
indeed personal and was a reply to a personal
question, and therefore must not be taken as in any
way influencing government policy.

Q313 Martin Horwood: I am very surprised about
that; I think you should press the point. If I may say,
I think you are absolutely right to support organics
and you are in a unique position to do so.
Joan Ruddock: When it comes to working with the
farmers it is one of my colleagues who has that very
pleasant duty and not myself.

Q314 Martin Horwood: You should press the point.
M&S gave evidence to us which was very
interesting. They said they considered very
complicated labelling within their store to try and
emphasise their environmental credentials, but in
the end they said the message from that main
stream of consumers was “Too complex, guys. Ten
minutes in your store. Please do it for me.” The
Sustainable Development Commission and the
National Consumer Council have come to more or
less the same conclusion for consumers as a whole,
that what M&S call “choice editing” might be a
useful goal for government to do. M&S have taken
non-energy eYcient light bulbs oV the shelves,
battery eggs, non-Fairtrade coVee; could you not
be a bit more brutal in regulating out the
environmentally and ethically unfriendly products?
Joan Ruddock: First of all can I just say that we
very much share the sentiments that were expressed
by Marks & Spencer and we equally know that
because of the many, many factors involved in
driving up energy eYciency or driving down carbon
emissions it would be very diYcult to reflect all of
the things we want to do, aiming for our
environmental goals all the time, aiming for
outcomes all the time, it would be very diYcult to
reflect all of that in a single, simple label. We agree,
and that is why I have prefaced my remarks so
often this afternoon by saying it is just one part of
a solution. We believe that choice editing is a very
significant way forward and we ourselves are
working on that a great deal. We have mentioned
the lighting initiative already, but we have many
other product streams where Defra is working with
manufacturers, with retailers, to see how we can
ensure that the market does oVer better choices to
the public. All the work I described earlier, how we
work with the supply chain, how the work is done
with the supply chain and the analysis that is done
to see what the carbon footprint is, as that work
goes on we are able then to inform ourselves, all of
us together, that, for example, if you take set-top
boxes—a very, very important commodity today—

it is possible to very significantly reduce the energy
consumption of set-top boxes, so we have an
initiative on set-top boxes, on standby buttons.

Q315 Martin Horwood: The point made by the
Sustainable Development Commission and the
National Consumer Council was that most
consumers would just hope that all the products they
have to choose from will meet good environmental
and ethical standards, so it is not just promoting the
best, which is what you seem to be talking about.
Joan Ruddock: I have not quite finished. I want to try
and give you some concrete examples, so you look at
issues like those two and what you say is because
there is a complete spectrum in terms of energy
consumption how can we come to an agreement
that, for example, those at the lower end are no
longer produced? At the moment we are working
with voluntary initiatives and agreements and so on
and so forth; it is possible to legislate but with
legislation you would be talking about European-
wide legislation, so if we can get voluntary
agreements on products we can make more progress.
The industry is up for it and is working well with us,
and the end result of that is not that there will not
still be a range, because you have got competition
issues and people will want, to a degree, to keep a
range of prices, but the average of the fleet of
whatever products you are talking about will be at a
better level in terms of energy eYciency, and that is
what this detailed work that is being done by Defra
at the moment is leading to, and where we are getting
extremely good co-operation. There are other
initiatives which are European-wide, proposals such
as keeping standby down to one watt, which again
are being worked on internationally, so there is a
huge amount of this work that can be done, with the
aim that you have described.

Q316 Martin Horwood: Just on the EU, as long as
you are delivering a level playing field for all
products and saying whoever the manufacturer is
and whatever the source of the product, this is the
standard below which no product on the shelves
should fall, you do not need an EU-wide agreement
for that, do you? As long as it is a level playing field,
surely that is right.
Joan Ruddock: We will have a quick think about
that; I thought we did, but maybe I am wrong.4

What I would say to you is of course you have to
remember that your manufacturers and your
retailers are now increasingly European-wide, so
they do not particularly want to work and certainly
they do not want to face legislation in a single

4 Note by witness: The legal position on applying mandatory
environmental standards on products at a national level is
complex, particularly in relation to international regimes
on barriers to trade. In the context of the kind of energy-
using products being discussed here, the fact that there is
now frameworklegislation in place at EU level, with formal
processes already underway for determining new standards
in many of the product areas, means there would indeed be
constraints on the scope for regulation at a national level,
as well as the issues of practicality.
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country because that is obviously problematic, but
they are happy enough to progress these voluntary
agreements.

Q317 Martin Horwood: It is great that you are
pursuing this voluntary line and working with the
industries involved, but would it not actually be a
bigger incentive to them if you just looked like a bit
of a scarier regulator, or even if you were trying to
encourage scarier regulation at European level to try
and shift them to more environmentally friendly
products faster?
Joan Ruddock: Not necessarily. They know and we
know that legislation, whether it is European-wide
or whether it can be done on a national basis, is
always an option and to a degree things are often
pursued in parallel which is what is happening with
light bulbs, that will be legislated for at a European
level, but we have got our own initiative which is
actually progressing faster, so it is not necessarily
that the regulatory path produces a faster result, but
we never rule that out. We are the first country to set
ourselves this absolute limit on emissions; once we
have got that in place clearly we have got to consider
all the possible tools to drive down energy
consumption.

Q318 Martin Horwood: Another area where you
seem pretty reluctant to regulate is with the labels
themselves where you have almost taken a market-
led approach. You said in your memo, “As with
brands generally the promotion of diVerent schemes
is a matter for label owners”. I have a background in
brand marketing and brands are about competitive
advantage and positioning, but surely allowing
labels to compete actually defeats the object in this
case because the whole point of having good
consumer power in this area is that the labels are
consistent across all products and therefore
consumers can make a choice based on consistent
labelling. If you allow competition between labels,
surely that defeats the object, does it not?
Joan Ruddock: Again I would say not necessarily
because some of the labelling is produced by people
who have the expertise for their own particular
stores and operations and have their own following
in terms of customers, so it is not always the case that
if we as government had to think up something we
would end up in a better place than some of the
initiatives that have been taken. Some of you might
have heard this this morning in relation to food
labelling for health reasons; there we have seen three
major systems developed over the period of time and
the government has now become very clear that
what we think would be the best way forward, and
we are actually saying we need to have one system
and everybody adopting it, and that will be better for
consumers. We are certainly nowhere near such a
point; in fact at the moment it is not obvious that we
could ever come to such a point if we wanted to take
all environmental factors into account.

Q319 Martin Horwood: Would you at least go as far
as endorsing certain labels and not others? There is
an increasing proliferation now of Fairtrade labels,

or at least two mainstream schemes and possibly
others that look as though they might be something
to do with Fairtrade. Would you consider endorsing
some labels and refusing endorsement for others?
Would that not increase consumer trust?
Joan Ruddock: That is a moot point, but I have
already described the extent to which we feel we can
give the information which does amount to saying,
for example, with the Energy Saving Trust, that is
becoming or probably has become a trusted labeller
and we very much promote that energy saving label,
so there is a degree of promotion, there is a degree of
support and encouragement that we give, and we
will do that where we think we are getting the best
outcomes.

Q320 Martin Horwood: That is a valid approach, but
one of the problems is that if you have diVerent
markets in diVerent sectors, each establishing their
own favourite labels, sometimes more than one
labelling scheme within each market or each set of
criteria, we are beginning to have a proliferation of
labels that you talked about, which is quite
confusing. The EU had the eco-label initiative,
trying to create a generic one that might be available
whether you have a bank account or an egg; why has
that not succeeded in the UK, why has it not done
better?
Joan Ruddock: It has not done better because not
enough companies have adopted it. We have, I
believe, about 500 companies that have adopted that
particular label across the EU, some of them quite
small, and we regard that as a great shame because
we think it has got great potential and the
mechanism by which the work is done to bring the
company, the product or whatever to the point at
which they could receive the label, that work is
incredibly important work. It is very well done, it is
independently assessed and therefore we believe that
that is a way forward and we are very keen that
because it has got great potential it should become
more visible and could work much more directly
with other product policies.

Q321 Martin Horwood: Member States are required
by law to promote it, are they not? Have you
promoted it?
Joan Ruddock: I am very sorry to have to ask my
oYcials, but I am afraid I do have to ask them. Bob.
Mr Ryder: We promote the scheme in the usual ways
through website materials and leaflets but also in—

Q322 Martin Horwood: How many leaflets have you
produced promoting the scheme?
Mr Ryder: Most of them are oVprints from on-line
material, but over the last ten years we have
produced a number of small supplements.

Q323 Martin Horwood: What is the print run?
Mr Ryder: In tens of thousands, it has not been a
large circulation, but the scheme has been advertised
in some of the environmental magazines and
business magazines. It is something we promote
occasionally at conferences, events and road shows
and the like. The problem is that it is a hard
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campaign to promote when the underlying demand
for it is so small, and there are inherent problems, as
the Minister has said, in the way the scheme is
constituted at the moment.

Q324 Martin Horwood: What are the inherent
problems?
Mr Ryder: Basically when the scheme was created in
the early Nineties under European regulation it was
done under a regulation and the whole decision-
making process of the European eco-label is carried
out through a regulatory committee structure which
is slow, very bureaucratic and burdensome and
inflexible. It means that decisions are taken a long
way away from where the market currently is.

Q325 Martin Horwood: Why do you not promote
something which has the same objective of being a
generic label that will remove at a stroke a lot of the
confusion which consumers feel? There is Tesco’s
model, Nature’s Choice, why not have a nice light-
footed committee that can look at a range of criteria
very quickly and come to conclusions fast? Why
could you not promote something like that as a
government-sponsored initiative?
Mr Ryder: That is the kind of decision-making
model that we have been advocating quite strongly
at an EU level as the direction that the EU label itself
should take, that it should be taken away from the
regulatory structures and made much more flexible
and close to the market, but short of at the national
level devising any sort of ideal scheme that can
deliver some of these things I think the other route
we can use is encourage companies or sectors that
are developing schemes for their specific needs to
look at the existing guidance. There are some very
clear cut principles about the need for transparency,
of life cycle assessments, clearly labelling the most
significant elements of the product, and the schemes
which we have encouraged to date have been those
that fit that template of the ISO work and, in future,
if further schemes develop along those lines, those
are the ones we would like to see.

Q326 Martin Horwood: You are very wisely using
the resources of BSI and things like that to do the
complex work behind, but are you saying that with
all your grandly named teams in the department you
would not have the capability of developing a
generic label if you decided that was the right course
of action?
Joan Ruddock: What we need to do is see the
outcomes in Europe on this because we have made a
pitch, as Bob Ryder has said, we have given advice
as to how we think it needs to be changed to make it
work, and that is from work in this country from our
experience. We actually believe the label itself is
worth having, so before we try to find a marketing
guru in the department who can come up with the
best labelling scheme ever devised, I think this
potentially still remains a good way forward, we
ought to try to make it work and we want to see the
outcome from the revision that is going on.
Chairman: Given our time constraints we will have
to move to the final section of questions. Joan.

Q327 Joan Walley: Can I say, Minister, how good it
is to have you before our Committee for the first
time, and I am conscious of your time constraints as
well, so I will be brief because some of the issues I
wanted to raise have already been touched upon. If
I can try and bring it to a close, really, a number of
witnesses have said to us that they are concerned
about the over-proliferation of labels in the food-
labelling market, and that does raise questions but
not necessarily agreement that there is or there is
not. What is your view on that?
Joan Ruddock: We are all agreed that food is
probably the most diYcult area in which to produce
labelling that is going to be eVective. There is already
a great deal of labelling that is required in terms of
the safety of the food, and obviously the food
labelling as such is EU-competent again, so there are
those limitations on anything that is done of a
statutory nature with regard to food. As I touched
on earlier, what we now know is that the voluntary
agreements that have been developed in this
country, primarily the traYc light scheme and other
variants of that, can be rather eVective, and what the
public have told us is that of course they do want to
have just one label which is essentially the
nutritional and health aspects of food labelling, and
that is something that the Government is proposing
now to take action on, and there has just been an
announcement from the health secretary to that
eVect. We are tackling that, therefore, but that is
food labelling from the aspect of health rather than
the aspect of the environment. On the environment
it is the work with farming methods and with food
production where new work is going to be
undertaken to see if we could bring in some more
comprehensive labelling system that could either be
used alongside or instead of the huge proliferation of
valid claims, but diVerent claims, that are already
out there.

Q328 Joan Walley: Would that accommodate, if you
like, some kind of regulatory function as well, if
Defra tried going down that route or is that too
soon?
Joan Ruddock: It is a bit of how regulation is. It
would be far too premature to suggest that we would
end up in a place where we said there had to be
mandatory labelling, but there is a degree of
regulation that comes in terms that if you try to
change practice to a particular end, there may be
some regulation related to some aspect of farming
which could occur, but I do not think in relation to
some generic label at this stage, who knows?

Q329 Joan Walley: Really in respect of what you
have already said about the possibility of a generic
standard, and that is the route that you are going
down, what do you think that would mean for
products approved by the standard, would they
carry a recognisable label?
Joan Ruddock: That would be potentially the case
and it is clearly desirable because we know that the
public would like that, but again this argument has
been rehearsed over and over this afternoon. The
public only want to have labelling that actually is
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very clear and precise and which they can trust, and
the great diYculty in this is how would it be possible
to produce such a label to encompass the many
environmental goals that we have in relation to food
or indeed any other products; that is where the
diYculty lies. What the Government is most
concerned about is the environmental goals in
themselves so, for example, if you want to reduce
carbon emissions—and that would be very
significant in agriculture—there are many, many
processes, some which could and should possibly be
regulated that would lead to carbon reductions but
may not necessarily lead you to be able to produce a
meaningful label. If I might just, for a second, return
to what Mr Horwood said about Marks &
Spencer—and they have got their A-plan—one of
the things that we know if we are working in this area
is that the public could be satisfied, not by a label
being on every individual product, but if for example
they believed and it could be proven that that
particular company had all its products reaching a
certain standard, that would be simpler for the
consumer, but again arriving at that point is also
extremely complicated, but it could be done.
Martin Horwood: Can I just ask quickly there, are
you not making a bit of a meal of this because Tesco
have eVectively done this already with their Nature’s
Choice scheme. They have a system which includes
pollution, protection of human health, use of
energy, recycling and they have got gold and silver
and bronze levels, they have done it. Why can you
not do it?
Joan Walley: Chairman, we are not into a Tesco
road show here, are we?

Q330 Chairman: We had best move on because we
only have a minute or two until half past.
Joan Ruddock: I will leave that question to hang in
the air; let me address Ms Walley’s questions.

Q331 Joan Walley: I just know that time is so limited
because of your other commitments in the House.
When we interviewed the NFU earlier they raised
the question whether or not consumers were ready to
pay extra costs which might be incurred by extra
standards, and of course we have had a little bit of a
flavour of that with the Jamie Oliver television
shows just recently. Does Defra have a view on that,
do you have a view on that?
Joan Ruddock: The evidence—and it has to be
evidence rather than my opinions—indicates that
the organics market has grown very dramatically in
the last few years and it has grown on the basis of
premium price, so we know there is a segment of the
population prepared to pay and they will pay and
they will change markets and they will create
markets. All of that happens and people have got
used in this country to cheap food and to the price of
food being driven down; if we now, as we must,
move both here and throughout Europe into a low
carbon economy, there will be costs associated and
where costs arise they will eventually, no doubt, be

passed to the consumer. But we have to begin to
think in the round because at the end of the day all
our lives will be very adversely aVected if we do not
tackle climate change, so there may be short term
costs which seem to the consumer to be a million
miles away from tackling climate change, but
ultimately those are considerations that will impact
upon most aspects of consumerism, I suspect.

Q332 Joan Walley: Is Defra in discussions with your
counterparts who have responsibility for farming?
Do you have contact there because obviously there
is a balance as well, is there not, about maintaining
the farming industry at a time when there are lots of
changes to regulations and the way that farming
practices are actually carried out. Is that something
which is part of the overall culture?
Joan Ruddock: I do not have directly any
responsibility for farming, but I have a responsibility
for public engagement on climate change, and I have
already addressed a number of conferences which
have been very well attended by farmers and by
land-owners, and I have to say the response from
them has been very positive in terms of
understanding that all sectors of the economy will
have to make adjustments and that we literally are in
this together when it comes to addressing dangerous
climate change. Of course there has to be a balance,
but increasingly with climate change becoming an
imperative in government there is the need and there
is the practice to join up our thinking and to try to
work more holistically. Farming of course is dealt
with within Defra, so it is not as though we are
dealing with another government department, and
the ministers certainly share information and
discussions on these subjects.

Q333 Joan Walley: Briefly, if I may ask this very last
question, the current carbon labelling proposals
which are currently being promoted by the Carbon
Trust, in the light of the comments we have had from
the Sustainable Development Commission, that
maybe we should not just be looking at carbon, we
should be looking at carbon in the round and the
whole aspect of sustainable development, does
Defra have a view on that? Is there a risk that other
issues such as chemical or water use could be
marginalised if we just look singularly at a carbon
label rather than at a wider environmental
standard label?
Joan Ruddock: They make a very good point, and
again we have had to look at this in terms of the
public engagement, because we started speaking to
people just about things that were essentially about
energy consumption. Now we progressively want to
move on to include water. We have done a lot of
work on waste, so we do have an understanding of
what sustainability in the round is within the
department. At times there has to be a focus and
there have to be priorities, but at the end of the day
these things are tremendously inter-related. The
major issues concerning water again can be very
much related to climate change and to adaptation to
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climate change so we do understand those points. As
regards the work of the Carbon Trust, this is very
interesting work and we are looking at it carefully.
What we believe is that the work that is being done
to produce the carbon foot-printing of the whole life
cycle of the products is more significant and more
important than any label that might result from it, it
is that work, it is that understanding, which can
condition how we make transformations within our
products and services.

Q334 Chairman: In the final remaining three minutes
I wonder if I could ask you about the potential for
green tariVs in the electricity market, because there
are only 200,000 people in the country who have
actually chosen to go onto a green tariV and they
may eVectively be paying twice for green electricity,
first through their general billing if you like, and that
is the renewable obligations, and then possibly with
some of these tariVs there is an extra burden for that
particular company. Do you think we should have
more information for electricity purchasers to
explain this, because actually we need to encourage
them to go on to green tariVs wherever possible. Is
that an area in which Defra might express any view,

do you think? I know it is not really Defra’s
responsibility, but it is something which is emerging
as an issue.
Joan Ruddock: I agree with you that it is emerging as
an issue. I am also on a green tariV, I am pleased to
say, and my colleague Phil Woolas is certainly
working on better billing and better labelling of fuel
bills, so there is work going on in the department.
We know that these matters are an issue and
certainly when we do our Act on CO2 and lead
people through advertisements to our carbon
calculator, one of the things we say is now that you
know what your carbon footprint is, if you would
like to reduce it there are things you can do, and
obviously this is one of the ways. So we do promote,
to an extent, people acquiring green electricity, we
do think that it is very important to have better
information, and that is on quite a wide front with
regard to billing, I know the work is going on and I
will ask the appropriate oYcials just to drop the
Committee a line in case there is anything more that
they can usefully tell you.
Chairman: Thank you very much for being with us
this afternoon; a very good finish to our inquiry. The
report will be out soon. Thank you very much.



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

Processed: 18-03-2009 01:50:12 Page Layout: COENEW [SO] PPSysB Job: 400045 Unit: PAG2

Environmental Audit Committee: Evidence Ev 127

Written evidence

Memorandum submitted by Munlochy GM Vigil

You will all be aware that any foodstuVs that contain, or have been made using GM foods must be
labelled. It is also the case that GM animal feed must be labelled.

Due to worldwide consumer rejection of GM foodstuVs, GM food is eVectively only found in unlabelled
highly processed food in the USA, and in animal feed. Some estimates point to 90% of all GM food produced
(ie not including GM cotton, and maize used for biofuels) ends up as animal feed.

Animal products made from animals fed on GM feed do not have to be labelled in the UK (or EU). This
includes milk, eggs, cheese, and of course meat products themselves. This situation seems to be a glaring
oversight, and a major hole in UK (and EU) labelling legislation.

The simple, but very important issue of consumer choice, of course applies here, especially with the issue
being GM crops and food, where consumer rejection (in the UK and globally) has been greater than that
of any other food product in history, in spite of much propaganda and expenditure from those with vested
interests to sell it.

However, GM crops also bring environmental concerns. GM contamination, increased pesticide usage,
greater intensification of farming methods, deforestation, environmental degradation, habitat loss,
displacement of small farmers, and concentration of seed businesses (due to patenting and the costs of R
and D).

When it is also noted that the majority of imports of GM animal feed into the UK (and EU) are of GM
soya from Argentina and Brazil, the environmental and social issues outlined above, are placed into an even
starker focus.

With all this in mind, it seems clear that for the sake of consistency and validity of GM labelling, (and of
environmental labelling per se?), products derived from animals fed on GM animal feed should be clearly
labelled as such.

October 2007

Memorandum submitted by Natural England

1. Introduction

1.1. Natural England was established under the Natural Environment and Rural Communities Act 2006.
Natural England was formed by bringing together English Nature and parts of the Rural Development
Service and the Countryside Agency.

1.2. Natural England has been charged with the responsibility to ensure that England’s unique natural
environment including its flora and fauna, land and seascapes, geology and soils are protected and
improved.

1.3. Natural England’s purpose as outlined in the Act is: “to ensure that the natural environment is
conserved, enhanced, and managed for the benefit of present and future generations, thereby contributing
to sustainable development”.

2. Strategic outcomes for Natural England

2.1. To achieve our purpose, Natural England has defined four strategic outcomes which will provide the
focus for our activities and resources. The way in which these outcomes link together to conserve and
enhance the natural environment is illustrated below.
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A Healthy Natural Environment

Enjoyment of 
the natural 

environment

Sustainable use 
of the natural 
environment

A secure environmental future

2.2. To achieve these outcomes Natural England will:

— support individuals, organisations and business to take action to conserve and enhance the natural
environment.

— increase the opportunities available for people to make the natural environment an enriching part
of their every day lives.

— develop and promote sustainable solutions to environmental problems at a national, regional and
local level and make the social and economic case for the natural environment.

— bring together organisations and individuals that influence and shape our environmental future,
to achieve long term conservation and enhancement of the natural environment.

— play a role in international eVorts to protect and enhance the natural environment through sharing
our expertise, advice and advocacy.

2.3. Natural England will do this by applying an appropriate mix of advice, incentives and regulation
according to the international, national, regional and local challenges that the environment faces.

3. Overview and Summary of Natural England’s response

3.1. The market for food and other natural products, including via consumer demand, is a key driver of
farming and fishery management. This in turn is a major factor influencing the natural environment in
England.

3.2. Government, business, consumers, and civil society have a shared responsibility for encouraging
more sustainable farming, fisheries, and food production. Informed consumer choice can help initiate and
accelerate markets for food products with environmental credentials and standards.

3.3. All food producers, manufacturers, retailers and caterers should provide accurate, honest, and
transparent information about the products sold and meals served. They need to inform and educate
shoppers and diners about the place, seasonality, and methods of food production. Acurate and informative
labelling is important, particularly in situations where consumers do not have the opportunity to
communicate directly with farmers and food producers.

3.4. Natural England advocates labelling schemes and regulations that can better inform consumers of
the provenance and production methods of food, and leave no ambiguity about the origin and sustainability
of products and their ingredients. We encourage voluntary labelling and certification schemes to include
information about the products’ qualities, methods of production and place of origin.

3.5. In summary, our response advocates that environmental labelling must take account of all
environmental impacts of products from production to consumption, including in particular all impacts on
the natural environment:

— In the long term, Natural England would like to see the majority of products carry an
environmental label based on evidence from Life Cycle Analysis (LCA);

— But as LCA is time and resource intensive, it will take time and may only be appropriate for
products from larger manufacturers and retailers;

— In the interim, all businesses need to inform consumers of the “Product” qualities, “Place” of
production, and “Process” of production, preferably in an integrated manner.
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4. Products Requiring Labelling

4.1. In 2001, research found that most voluntary food labels generally aimed to inform the consumer of
either the Product characteristics, the Process of production, or the Place of production.1 Beneficial land
management can be both an explicit driver for labelling initiatives or, as is more often the case, an implicit
or assumed consequence.

4.2. Beneficial environmental consequences, where they do arise, are achieved in the following ways:

— Through the protection, maintenance and encouragement of existing forms and practices of food
production that are often “traditional” and therefore considered (rightly or wrongly) to be more
environmentally friendly than what would replace them if the labelling scheme did not exist, either
though intensification or withdrawal;

— The promotion of particular territories in order to reinforce local identity and thereby raise the
visibility and viability of a particular landscape, environment and/or culture;

— The active promotion of new and alternative production techniques that are considered to be
environmentally friendly, such as, most notably, organic schemes;

— By addressing particular environmental issues, such as soil erosion and encouraging farmers to use
techniques that seek to reduce the problem on their land.

4.3. Process labels were found as the most likely to have explicit environmental components built into
them. Product labels most commonly employ implicit or assumed environmental benefits. Place labels were
likely to be the weakest in terms of including explicit environmental standards.

4.4. There is therefore potential for better integration of the elements of Product, Place and Process in
existing labels, and possibly some degree of rationalisation and/or integration of schemes. For example,
Place labels indicating the Process of production, using existing or tailored Process schemes/standards.

4.5. For food, it is not compulsory to show on a label the process of production, apart from two
exceptions:

— Eggs: these are now required to indicate whether they are “cage”, “barn”, “organic”, or “free
range”);2

— Fish: requires origin (fishery/country) and production method (wild or farmed, but not capture
method used (eg line caught)).3

5. What should be Shown under a Labelling System

5.1. Natural England advocates that the natural environment is fully represented on (or within) accurate,
transparent and honest environmental food labels and their associated standards, in a way that reflects the
impacts of production and the particular qualities of the place of production.

5.2. For marine fish and seafood, although regulations require the labelling of the origin (fishery/country)
and production method (wild/farmed), this is both poorly enforced4 and is not an indication of the
sustainability of the fisheries.

5.3. The only voluntary label with any degree of consumer recognition is the Marine Stewardship Council
(MSC) label, which we believe is currently an adequate indicator of sustainable fisheries to inform consumer
choice (along with the legal requirement of origin and wild/farmed).

5.4. We would not support the development of further environmental labels relating to marine fisheries,
unless they provided assurance of additional protection of the marine environment (for example, associated
with the strict environmental management controls provided by Marine Protected Areas) and complied with
the United Nations’ Food and Agriculture Organisation’s Code of Conduct for Responsible Fishing.5

5.5. As yet, there is no systematic way to evaluate the absolute and relative environmental performance
of farming systems. However, we have good evidence for the delivery of biodiversity benefits from organic
farming systems and, to a lesser extent, of the benefits of Integrated Farming systems.

5.6. As such, we believe Organic labels and the Leaf Marque are currently adequate for providing
shoppers with an indication of the sustainability of the process of primary food production used in farming.
(Paragraphs 5.16–5.20 cover work needed to enable all environmental impacts to be covered more fully
in future).

1 Buller H et al, Foreign product labelling schemes and their applicability in the UK, for the Countryside Agency, 2002.
2 Council Regulation EC 5/2001 requires all Class A eggs and the labelling of their packs sold at retail level within the EU to

be marked (stamped) with a code identifying the method of production (i.e organic, free range, barn or cage).
3 European Commission (EC) Regulations 104/2000 and 2065/2001 require that certain fish and fish products are labelled at

retail sale with the name of the species (eg cod, salmon, etc.), the production method (ie whether caught at sea or farmed, etc)
and the catch area or country of origin.

4 Food Survey Information Sheet, Production Method and Geographic Origin of Fish, FSA, 2007.
5 See http://www.fao.org/docrep/005/v9878e/v9878e00.htm
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5.7. We would not support the development of more labels making claims of environmental advantages
or standards in primary food production unless they were integrated with or encompassed those existing
schemes and their labels.

5.8. Other Integrated Farming labels/schemes should become part of, or be replaced by, Leaf Marque or
a new “Green Farming Standard”. These schemes should require an indication of origin or place on the
label/s.

5.9. For place, an assurance of origin is important. As a minimum this should be an accurate and honest
statement of Country of Origin (according to Food Labelling Regulations 1996 and guidance issued by the
Food Standards Agency,6) including for main ingredients of composite or processed products and meals
(eg the origin of beef in a beef casserole meal).

5.10. Preferably labels should also state the area of production, such as the county or Joint Character
Area (eg Cotswolds).7 We also support labels which state the name of the farm or farmer/business that has
produced the food or main ingredients of products. This will help to reconnect consumers with the producers
and with the natural environment where the food is produced.

5.11. Place-based label standards should include an assurance of, at least, a basic level of environmental
protection and preferably higher level. For example, the Certificate of Provenance (which assures that
products have come from the stated county) requires all fresh produce to be either Organic or Leaf Marque
certified (or equivalent).

5.12. We would highlight the fact that there are currently almost no mechanisms by which the public can
choose food produced by farmers participating in Environmental Stewardship or other agri-environment
schemes who are managing their land for wildlife, landscape character, public access and the historic
environment.

5.13. To investigate ways to address this, Natural England is supporting a place-based environmental
certification scheme in the Peak District (the Peak District Environmental Quality Mark (PDEQM)),
together with the Peak District National Park Authority and others.

5.14. The PDEQM is enabling consumers to reward farms and businesses that are looking after the
special qualities, habitats and features of the Peak District National Park. The EQM has its own logo which
appears on the products of the certified businesses. See Annex 1 for details of the governance and verification
procedures.

5.15. The PDEQM covers four product groups or services: Farming, Food & Drink, Crafts, &
Accommodation. Each has its own set of standards, but are integrated. For example, the accommodation
standard requires that the business oVers some EQM certified food and drink. Copies of the standards and
other information is freely available on the Internet.8 The EQM does not have national consumer
recognition but is well-known by residents and visitors to the National Park and as such is important for
the area.

5.16. We support the meaningful representation of all other environmental impacts (eg GHGs) along
supply chains to consumers. Ideally, every nationally available food product in the market place would have
a measure and associated label of all the environmental impacts from the inputs to primary production to
point of sale.

5.17. Currently, the most robust methodology for determining this is Life Cycle Analysis. However, Life
Cycle Analysis, due to this complexity, is resource and time intensive to undertake.

5.18. Life Cycle Analysis methodology also has a number of shortcomings, in that:

— It is currently unable to include the impacts on the natural environment, including biodiversity and
landscape character (as there is currently no methodology for including these impacts);

— The impacts of transporting food will vary depending on how far the store is from the distribution
deport (as well as mode of transport and eYciency of distribution system), so, each label would
need to be specific to where the food is sold.

5.19. Until these diYculties are overcome, and for smaller food producers, manufacturers and retailers,
we suggest the best approach currently is for labels to provide information about the Product’s qualities,
the Process of production, and the Place of production.

5.20. Further information about the other environmental impacts, such as GHG emissions, could be
added if a multiple environmental or sustainability label was proposed by government and/or industry.

6 See http://www.food.gov.uk/foodindustry/guidancenotes/labelregsguidance/originlabelling
7 England has been divided into 159 areas with similar landscape character, called Joint Character Areas (JCAs).

See http://www.countryside.gov.uk/LAR/Landscape/CC/jca.asp
8 See http://www.peakdistrict.org/index/looking-after/eqm.htm
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6. How Environmental Labels could Convey Information Accurately to the Consumer

6.1. For an environmental label intended to cover all nationally available food products (similar to the
current nutrition signpost labelling), the evidence suggests that a traYc lights representation may be easiest
for consumers to be informed at a glance,9 although, as above, the measurement or scoring system would
be highly complex to cover all environmental issues.

6.2. For multiple environmental (farming, natural environment, origin, climate change, etc.) and/or
sustainability aspects we suggest that a traYc light system combined with a flower or wheel diagram could
be explored and tested with consumers.

6.3. If industry, government and/or voluntary organisations intend to develop an environmental label
intended for all food products, we should seek to avoid the problems encountered with nutrition labelling
where the government and diVerent businesses have become polarised around two competing schemes
(TraYc lights vs. GDA).

6.4. For labels intended to only cover some food products that meet minimum standard in terms of the
process of production and place, we suggest a “Good, better, best” approach (Bronze, Silver, and Gold
award) may be the most appropriate for conveying information about the relative performance of products.

7. Carbon Labelling

7.1. We welcome The Carbon Trust’s and Defra’s work with BSI British Standards to develop a Publicly
Available Specification (PAS) for the measurement of the embodied greenhouse gases (GHGs) in products
and services, as it is critical to use a consistent methodology to ensure fairness and comparability between
products and measurability of progress.

7.2. We have, however, concerns that numerous diVerent labels representing carbon dioxide, greenhouse
gas emissions, or mode of transport, will create confusion and not enable consumers to make informed
choices and adopt “low carbon” diets.

7.3. Although we welcome the fact that the PAS will incorporate all GHGs (through CO2 equivalence),
rather than just carbon dioxide, we would advocate that the information generated is presented in a
standardised way and combined with other information, particularly (as above) the process and place of
food production and management of the natural environment.

8. The Case for Rationalising Environmental Labels

8.1. In 2000, a study found that 68 per cent of consumers seek information from labels when making food
purchase choices.10 As the National Consumer Council (NCC) research11 on labelling found, food labels
are currently more likely to confuse and mislead consumers than inform them. However, the NCC’s research
also found that, if used properly, credible labelling schemes have the potential to inform consumers and
diVerentiate products.

8.2. It should be noted that consumers are not a homogenous group. Consumers are interested in a range
of values, some of which may be shared, others may be distinct. Although some logos may be less well
understood or recognised by all consumers, diVerent groups may have a good awareness and understanding
of those of particular interest to them.

8.3. Hence, we do not see that the problem of confusion is always necessarily one of proliferation. But
we do advocate that voluntary labelling schemes need to be consistent and transparent with credible rules
and standards. Consumers also need access to this information through websites and other means.

8.4. With regard to carbon or greenhouse gas labelling, as above, we see the value in a consistent
approach to measuring GHGs and potential in representation of this in a wider multiple environmental or
sustainability label.

8.5. Similarly, if Product, Process and Place labels could be combined or integrated, this would make it
easier for consumers to make informed choices across a range of interests and could present opportunities
for greater understanding of particular labels in the future.

9. The Impact of Environmental Labelling on Consumer Behaviour

9.1. Consumer behaviour in any particular situation is a function partly of attitudes and intentions,
partly of routine responses and habits, and partly through the situational constraints and conditions under
which people live. Intentions in their turn are influenced by social, normative and emotional factors as well
as by rational considerations.

9 see evidence from Signpost Labelling research for the FSA.
10 MAFF, Consumers Attitudes to Food Labelling, Ministry of Agriculture Fisheries and Food, 2000.
11 NCC, Bambozzled, BaZed, and bombarded, National Consumer Council, 2003.
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9.2. Evidence suggests that credible labelling is one way of informing and providing assurance to
consumers, especially when there is a lack of direct contact or opportunities to converse with the producers
of the food.12 Other ways of providing assurance include formal endorsements, rating systems, articles,
awards, and word of mouth.

9.3. Product information from companies on packaging was rated the most important channel for
information when judging companies by 43% of respondents in research by the National Consumer
Council.13 However, it should be noted that some labels have low recognition amongst the majority of
consumers, and better and more accessible information about the meaning of diVerent labels would be
valuable.

9.4. We suggest development of a consumer guide which shows and describes all food labels, summaries
the schemes’ aims and standards, states whether they are independently verified or not, and provides further
information. Defra’s “A shopper’s guide to green labels”14 and “Directgov—greener shopping”15 are
useful first steps towards this.

10. The Regulation of Environmental Labels

10.1. The Peak District EQM, as described above, is awarded after rigorous assessment to defined
standards and consideration by an independent Awards Panel. We have provided a summary of the
governance, assessment, monitoring, and enforcement procedures for the Peak District EQM in Annex 1.

Also see Products requiring labelling and International labelling rules below.

11. International Labelling Rules Governing Food Origin and Production Methods

11.1. It is possible to develop international labelling rules for methods of production, such as
international organic standards or integrated farming criteria. This requires consistency of principles and
generic standards for diVerent countries.

11.2. However, prescriptive, universal standards may not take into account local and regional
diVerences—and so may only be general rules, or risk leading to a uniformity or loss of distinctiveness of
the character of places. To accommodate local variations, international conditions relating to a global
environmental labels need to be flexible.

11.3. EU rules governing Country of Origin labelling are not suYciently strict to ensure consumers are
well informed and are not misled. For example, pork which has come from pigs born, reared and slaughtered
outside the UK, can currently be described as “British Bacon” if it has been cured in the UK. Similarly,
orange juice labels are not required to give information about the origin of the oranges used.

11.4. Some countries have been particularly vocal in arguing that governments who require labelling of,
for example, country of origin or processing and production methods are erecting unjustifiable, and
therefore illegal, barriers to trade. However, it is helpful that the WTO overturned its previous two decisions,
in the shrimp-turtle case. This means that countries are allowed to specify processing and production
methods, for example to protect wildlife, so long as these are not applied in a discriminatory way.

11.5. We recommend that the UK Government and other member states should consider amendment of
relevant EU and WTO rules to allow distinctions to food products to be made and to enable consumers to
choose between food products based on the place and methods of production. This reform should include:

— compulsory labelling of the Country of Origin in the EU of the main ingredients of all composite
or processed food products;

— wider recognition that it is proper for WTO members to distinguish between products on the basis
of process and production methods in their marketing regulations;

— enshrining the rights of countries to require the mandatory labelling of the origin of food and
agricultural products, and to protect the names of foods with cultural, historical, environmental,
and social significance.

October 2007

12 NCC/AccountAbility, What assures consumers? NCC/AccountAbility, 2006.
13 What Assures Consumers? Opinion Research by GlobeScan on behalf of AccountAbility and the National Consumer

Council, 2006.
14 http://www.defra.gov.uk/environment/consumerprod/shopguide/index.htm
15 http://www.direct.gov.uk/en/Environmentandgreenerliving/Greenershopping/index.htm
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Annex 1

Summary of assessment, monitoring and verification procedures for the Peak District
Environmental Quality Mark (PDEQM)

Protecting the PDEQM Image and Standards

In the development of the Peak District Environmental Quality Mark (PDEQM), the protection of the
image of the PDEQM in a formal manner was considered necessary in order to control its use to only those
businesses that achieve the award, thus ensuring it remains meaningful. An advantage to the Peak District
National Park Authority (PDNPA) was that it can retain control of the Standards of the PDEQM by setting
terms and conditions governing the use of the mark. A significant advantage to businesses was considered
to be an association with the PDNPA image and reputation if a logo clearly related to the Peak District and
the PDNPA was chosen as an integral element of the trademark.

Of the various forms of protection oVered through the Patent OYce, a certification mark was judged to
be the most appropriate format for PDEQM award holding products and services. A certification mark
indicates that a product is of a certain quality or has certain characteristics. The characteristics are defined
by an associated set of regulations governing the use of the certification mark. The Regulations Governing
the Use of the Peak District Environmental Quality Mark (referred to as the Regulations) were modelled
on those of the Pembrokeshire Produce Scheme. Having this model to follow contributed to the proposed
PDEQM Regulations being accepted upon first submission to the Patent OYce.

The Regulations define:

— the PDNPA as proprietor of and the certifying body for the PDEQM

— the goods and services which the PDEQM can apply to;

— the characteristics to be certified by the mark, specifically that the goods and services “contribute
to the conservation and enhancement of the Peak District National Park protected landscape and
also minimise negative impacts on the wider environment”;

— the processes for application, assessment, renewal, enforcement and appeal.

Licensing the Use of the PDEQM

Following registration of the PDEQM with the Patent OYce as a certification mark, the PDNPA became
the oYcial proprietor of the scheme. The PDNPA can grant licences to use the PDEQM to businesses that
are judged to meet the criteria of the relevant PDEQM Standard. The licence is for one year only and takes
the form of a “Certificate of Award”. The Regulations require that the licensee must display the licence
certificate at their premises that are open to their customers and the public. Before issue of the licence, the
award recipient must sign a formal agreement that states they will abide by the requirements of the PDEQM
Standard and the Regulations. The formal agreement also details any targets that have been agreed to
achieve full compliance with the PDEQM Standard over the award period.

Application and Assessment

To apply for the PDEQM, an applicant expresses their interest by submitting a completed application
form to the Project OYcer. The application form expresses each requirement of the relevant PDEQM
standards in question form and requires the applicant to choose a response from the options “Yes”, “No”,
“Don’t know” or “Will do” and “Need help with this”.

Upon receipt of a completed application, the Project OYcer undertakes an initial assessment of the
applicant’s business by desk research and a visit to the applicant at their place of business, to gauge the extent
to which the applicant meets the relevant PDEQM Standard. The site visit takes the form of an informal
interview with the applicant, seeking verbal conformation that each of the criteria of the Standard is fulfilled,
and also a visual inspection of the business premises, product, ingredients, raw materials etc., where
appropriate. The “tests” that may be applied during this process are defined in the appendices of the
Regulations. In practice, application forms are often filled in with the assistance of the Project OYcer during
a site visit.
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For Farming award applicants, in addition to the submission of a completed application form, assessment
of the condition of the land managed by the applicant is undertaken through ecological, archaeological, and
buildings and boundary surveys. These are undertaken by PDNPA survey teams, or consultants, depending
upon personnel resource availability. The results of the farm surveys are assessed using a GIS. The
percentages of habitats, archaeological features, boundary features and traditional buildings in “good”
conservation condition are calculated using the GIS (the definitions of “good” for the various features are
given in the PDEQM Farming Standard). The results can then be compared to the PDEQM Farming
Standard to see whether the farm meets the criteria of the award.

Often a business will largely meet the appropriate Standard but some minor actions are required before
full compliance is achieved. In these cases targets are agreed with the applicant to enable full compliance
with the Standard over an appropriate timescale.

The answers submitted on the application forms, additional information provided through interview and
the visit with the applicant, and in the case of farming applications the results of the farm surveys, are
incorporated into an application report. This report is passed to the applicant for comment before being
submitted to the independent Award Panel. The report contains the Project OYcer’s recommendation to
the Award Panel as to whether the applicant should receive the award. It also includes recommendations
for targets to achieve full compliance, where appropriate.

Making Awards and the Role of the Independent Award Panel

Research recommended the use of third party assessment of applications to bolster the credibility of the
PDEQM. Although the PDNPA is a third party in relation to the award applicant, there is a potential
conflict of interest that arises from the PDNPA being both the body setting the standards of the scheme
and the body promoting the scheme. An independent Award Panel was therefore appointed to assess award
applications.

The Award Panel is made up of representatives from 10 organisations with administration support from
the PDNPA. The core of the Award Panel representatives are made up of representatives from each of the
PDEQM funding bodies (but not PDNPA), a business development representative, a sustainable tourism
representative and a representative of an environmental organisation. In addition to the core representatives
there are sector specific award category specific representatives in three categories: “Tourism and
Recreation”, “Arts and Crafts” and “Farming, Food and Drink”. A diagrammatic representation of the
Award Panel structure is included in the appendices of the Regulations.

The Project OYcer’s report is presented to the Award Panel for their consideration. The Award Panel
then has the task of making a recommendation to the PDNPA (as legal proprietor of the certification mark)
as to whether or not the applicant should be granted a licence to use the PDEQM in their marketing and
promotional activities. The Award Panel may reject the Project OYcer’s recommendations and set
additional targets for the applicant if they deem this necessary to ensure compliance with the relevant
PDEQM Standard.

The decisions made by the Award Panel are conveyed to the relevant PDNPA Director who considers the
recommendations and chooses to endorse the PDEQM applicant or not. If the Director has reason to
withhold endorsement from the recommended applicant, then the Chair and Vice-Chair of the PDNPA
Services Committee are consulted before a decision is made. If the PDNPA Director decides to endorse the
product or service, the Project OYcer will draw up the licensing documentation which enables the applicant
to become an award holder.

Monitoring and Enforcement

The Regulations require that regular monitoring of award holding businesses be undertaken to ensure
continued compliance. This includes prearranged assessments five to seven months after the award,
“invisible monitoring” (mystery shopping), short notice checks and spot checks, and assessment upon
renewal of the annual award. The “tests” that may be applied during monitoring are listed in the appendices
of the Regulations.

If monitoring highlights non-compliance with the PDEQM Standard, the procedure as outlined in the
Regulations is as follows:

1. The PDNPA shall explain in person and confirm in writing the actions required by the award holder
to rectify the situation. The award holder has one month following this written statement to rectify
the situation.

2. If after one month the award holder has not taken the required actions then the Project OYcer will
issue a “Cautionary Warning” to the award holder. Following this Cautionary Warning a further
month is given for the award holder to rectify the situation.

3. If the award holder has still not taken the required actions then the Project OYcer will bring these
events to the attention of (i) the Award Panel, (ii) the appropriate Director within the Authority
(iii) the Chair & Vice-Chair of the PDNPA Services Committee.
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The process of withdrawing the licence to use the PDEQM requires the agreement of each of the three
aforementioned parties.

October 2007

Memorandum submitted by British Glass Manufacturers Confederation

1. Introduction

1.1 British Glass is both a trade federation and materials organisation, which promotes glass as the first
choice material in all sectors which for ease of convenience divides generally into the following: container,
flat, special (includes technical and scientific), decorative and fibre applications. Its main activities involve
representing the industry at European, national and local level on a wide range of topical legislative issues,
for instance, waste, packaging and social policy. It acts as the industry’s voice on health and safety, HR and
environmental issues as well as technical standards and specifications likely to aVect its members.

2. Products requiring labelling

2.1 British Glass is not aware of any products that are subject to compulsory environmental labelling at
this present time. However the increase in the number of Companies signing products to the initiative could
easily result in companies in the supply chain being forced to comply.

3. What should be shown under a labelling system?

3.1 There is concern that the existing labelling highlighting nutritional information is still in its infancy
and that consumers may become overwhelmed with information if it is introduced quickly.

3.2 Trials are already taking place as demonstrated by Walkers Crisps to promote the labels, but it is
questionable as to whether many consumers are aware of them and whether if asked they would understand
what it actually means.

3.3 British Glass is aware of the work being undertaken by BSI to develop PAS 2050. There are concerns
as to the parameters being used eg cradle to grave, cradle to cradle, manufacture to sale, inclusion of the
product within the packaging. If a cradle to grave approach is taken then it should be made known as it
could result in some materials being penalised as the manufacturing process produces a higher quantity of
CO2 but when it is recycled closed loop the CO2 released decreases.

3.4 A labelling system which focuses on a single environmental issue such as the current proposals will
inherently fail to adequately address the overall environmental impact of any product. Any scheme should
quantify, as far as is reasonably practicable, other impacts such as: recyclability, recycled content, health
risk, acidification and eutrophication potential amongst others. Failure to include all environmental impacts
will inevitably mean that environmentally poor decisions will be made by a consumer that is trying to do
the “right thing”.

3.5 Regular reviewing of the labels will be required as more recycled material is introduced and
technological developments result in better energy eYciency resulting in CO2 emissions changing.

4. The case for rationalising environmental labels

4.1 For the labels to be eVective, explanations and public awareness is required along with consumer
consultation. There is a potential that the labels may be used as a tool for consumers to make purchasing
decisions. Should this be the case then it could impact on sales of some products unnecessarily due to a lack
of understanding by consumers as to what the label means and due to the parameters used to measure the
content. For the system to work eVectively there needs to be buy in from all parties to use one label as several
labels could result in more confusion as seen with the nutritional labels.

5. The impact of environmental labelling on consumer behaviour

5.1 British Glass believes that the use of an environmental label in the first instance will not have a major
impact on consumer preference. The labels currently being trialled by Walkers Crisps (50g bag) state 106g
of CO2 was used to make the pack, but what does that actually mean because it is not supported by evidence,
nor is it comparable. Over time the consumer may begin to understand the labels but it will not happen
over night.

5.2 The impact of environmental labelling on retailer behaviour. If the labelling scheme proves popular
with the consumer, it is likely to influence retailer behaviour in favour of products with a lower carbon
emission. This is likely to mean that suppliers with a higher CO2 release being forced to invest to reduce their
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emissions. However, this is likely, in multinational companies in particular, to divert capital expenditure
away from areas where the greatest carbon reduction can be achieved in favour to where the carbon
reduction will be most visible. This market perversity will directly conflict with least-cost economic
instruments such as the European Union Emissions Trading Scheme.

6. The regulation of environmental labelling

6.1 The PAS 2050 that is being developed by BSI will assist with calculating environmental labels. If
regulation was required then it is should be through BSI and accredited by independent auditors. However
it is felt that regulation should not be introduced until the PAS has been running for at least eighteen months.

7. Exports from developing countries

7.1 As with any system that is Country specific there is a concern that it could be detrimental to trade
opportunities.

8. International labelling

8.1 An international environmental labelling system is not out of the question. However at a conference
recently in the United States the Director of Global Technology and Quality Sustainability for Kraft
indicated that they did not see Carbon labelling spreading from the UK to the Continent and that it would
not reach North America anytime soon. Kraft believes that such labelling will not be understood by
consumers.

8.2 It has also been reported recently that the Netherlands have made a decision to put a carbon-based
tax on packaging taking the labelling concept further.The tax, thought to be the first in Europe, will not only
mean higher costs for processors, but could be the start of an EU-wide move to force companies to add CO2

emissions to the list of criteria they use when choosing their packaging. The European Organisation for
Packaging and the Environment (Europen) says the Netherlands’ tax will be the first of its kind in Europe
and could add to the problems of meeting various waste and recycling targets.

October 2007

Memorandum submitted by the British Retail Consortium (BRC)

The British Retail Consortium (BRC) welcomes the opportunity to contribute to the EAC sub-committee
inquiry into the issue of environmental labelling. The BRC is the leading trade organisation representing the
retail sector and exists to defend and enhance the economic, political and social climate in which its members
operate. There are over 180,000 VAT-registered retail businesses in the UK operating in more than 270,000
retail outlets. The retail industry employs nearly three million people and accounts for more than 11% of
the total UK workforce, an increase of almost 100,000 over the last five years. UK retail turnover in 2006
reached over £255 billion.

Retailers serve millions of customers. Every day our members are in a unique position to comment on
the impact and eVectiveness of labelling. Retailers use labels to give customers essential information about
products and to help them make choices. It should be noted that for the vast majority of customers,
particularly when shopping for groceries, price and quality are the key factors of choice and far outweigh
other factors such as environmental standards. Having said that concern over environmental standards is
growing and retailers are responding to the market by both improving standards and making more
information available to customers.

We agree with the recent interim report issued by the Better Regulation Executive (BRE) and National
Consumer Council (NCC)16 that “policy-makers need to take more care and attention to determine when
regulated information should be used” and that doing so will require achieving a deeper understanding of
consumers and the circumstances in which information will change their behaviour. The retail sector is
ideally placed to assist Government in educating consumers, as the success of a retail business is directly
determined by that business’s level of understanding of what its customers want. Understanding customer
concerns and demonstrating that their business is acting on them is fundamental to customer retention and
growth, and therefore retailers are expert communicators. In order to respond to the needs of their
customers BRC members carry out considerable consumer research to ensure the information they provide,
whether that is on pack, at point of sale or through sales promotions, is representative of the needs of the
customer.

16 Warning: Too much information can harm (2007) www.cabinetoYce.gov.uk/regulation/documents/next steps/warning/
too much.pdf
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We agree that there are some elements of labelling that need to be mandatory but there are also elements
which should remain voluntary. The second element is particularly true where retailers are using them to
diVerentiate a product for more discerning customers, for example where the standards to produce those
products exceed legislative requirements. This would apply to environmental issues and retailers recognise
the benefit of using voluntary labels to help customer choice. Retailing in the UK is highly competitive and
we have seen a growth in voluntary labelling of environmental issues as retailers respond to consumer
demand. It is important to remember that competition between retailers on environmental issues is
delivering real change, not only in choice for customers but also in the overall sustainability of our supply
chains. This has been achieved by the market on a voluntary basis and by allowing the appropriate labels for
the right customers. Intervention to ensure more mandatory labelling might stifle competition and confuse
customers through a proliferation of the wrong mix of labels.

We believe that any labelling scheme, voluntary or mandatory, must appeal to the consumer in a language
he or she understands. Successful labelling schemes have to communicate clearly on a single issue, respond
to existing consumer concerns, be easy to use, empower positive behaviour and be fair and honest. Labelling
does have a role to play, but in isolation labelling schemes cannot deliver market transformation. All tools,
including voluntary standards, mandatory standards, fiscal intervention, trading schemes, product labelling
and consumer education need to play their part.

1. Summary

1.1 A small but growing proportion of consumers want information about social, environmental and
ethical standards of retail products. Retailers play an important role in informing and educating consumers
through many forms of communication, of which labelling is one. Where specific information is not
provided through a label, this does not mean that the information is not available elsewhere. For example,
there is a wealth of other information on company websites, in store magazines and independent
assurance schemes.

1.2 Experience and research show that depending on the type of information, some communication
methods are more appropriate than others. Price or promotion information is often placed on shelves; other
kinds of information can be given through leaflets, at the point of sale, through the Internet or on back
of pack.

1.3 UK retailing is extremely competitive and successful retailers must respond to consumer demand.
They conduct extensive daily research to understand what consumers want to know. Consumers shop in
those retailers and buy those products which provide them with the information they want in the way that
they want it. Successful retailers and manufactures are those that provide this, so although there may be
diVerences of approach between retailers, as the sub-committee suggests, these diVerences have only
occurred as a result of significant consumer research and consequently consumer demand.

1.4 Government should therefore allow businesses to retain the flexibility to provide information to
consumers through labelling schemes if they determine, based on substantial evidence, that it is the most
eVective way to educate its customers.

1.5 The environment is not a single issue, for example it could cover carbon emissions, use of pesticides
or change in land use. Customers choosing products on environmental grounds will focus on those issues
they perceive are important to that product. To try and represent all environmental issues on a single label
would mean one of two things. Either a one size fits all label that incorporates all the elements, whether they
are key to that product and choice or not, or a mass of labels ranking key elements. Neither of these will
help customers, rather it will complicate labels and prevent progress in tackling the key environmental issue
to that product.

1.6 It is important that any move to reform environmental labelling in the UK is considered in
conjunction with conclusions from the comprehensive European labelling review.

2. Responses to Questions

2.1 Products requiring labelling

Under European law a wide number of consumer goods such as washing machines, dishwashers and
ovens have to display energy labels to help customers make a choice on eYciency grounds. The labels are
recognised by customers but it is harder to distinguish if the labels themselves have driven changes in the
products or if that process was already under way responding to customers who expect them to be more
energy eYcient. There is also a requirement to demonstrate compliance with some environmental schemes,
for example the certification body for organic food must be shown on the label.

There are a plethora of other voluntary environmental labels that are used covering thousands of
products, both food and non-food. The majority of these labels, for example, Forest Stewardship Council
(FSC), Marine Stewardship Council (MSC), WRAP recycling symbols and Energy Savings Recommended
(for the most eYcient 20% of electrical products) are operated by third parties and are only used by retailers
with the permission of the schemes “owners”. A much smaller number are labels are developed by retailers
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to communicate on an issue where an existing scheme is not available. Our view is that voluntary labelling
can help customers make a choice when used appropriately but do not believe there is a requirement for
them to be mandatory. This is particularly true for environmental issues, where a number of factors may be
relevant to customer choice. For example both LEAF and organic schemes are environmental labels but the
standards cover diVerent issues relevant to the customer purchasing the product. However it would be
diYcult to develop a single mandatory label that covered these and the other environmental labels currently
used on food packaging.

2.2 What should be shown under a labelling system?

We do not believe it would be practical, desirable or possible to produce a standardised environmental
label. BRC members have lengthy internal protocols with detailed rules on the format and presentation of
their diVerent brands, sub-brands and product categories. It is impossible to establish brief general rules
regarding a format applicable to the 50,000 product lines that some big retailers sell.

As mentioned above the environment is not a single issue. Customers choosing products on
environmental grounds will focus on those issues they perceive are important to that product or to them as
individuals. To try and represent all environmental issues would be impractical—either a one size fits all
label (similar to the unsuccessful EU Eco-label) that incorporates all the elements, whether they are key to
that product and choice or not, or a mass of labels ranking key elements providing potentially conflicting
messages. Neither of these will help customers, rather it will complicate labels and prevent progress in
tackling the key environmental issue to that product.

We believe there are several issues to consider on the use of carbon footprint labels. Firstly, do consumers
really understand this complex topic or do they need more education to be able to make an educated choice
not only in their shopping behaviour but their contribution to sustainability. Secondly, there needs to be
agreement on a method to measure carbon emissions, hence our full support for the current BSI/Defra
project, as we must have a common system to ensure consistency across all products. Finally, we need to
return to a fundamental examination of the target of carbon reduction and how to achieve it. Is it best to
use the work on carbon measurement to analyse and improve the supply chain, or do we rely on labelling
to drive demand and product improvement? Defra itself has separated the measurement work it has
commissioned BSI to undertake from the labelling aspect for the very reason that there is uncertainly over
how best to use the information on the carbon embodied in products and services.

2.3 The case for rationalising environmental labels

We have real concerns that there is a tendency, particularly within Government sponsored bodies, to
always point to labels as the way to drive change amongst consumers. Retailers know from their own
experience that labels have to be very carefully prepared to ensure the customers have the information they
need without confusing them. Communication of labels can only be successful within the context of
education and marketing campaigns. We need to recognise that customers often have a limited time to shop
and, therefore, to read and absorb labels.

We agree with the principle behind the current European review of food labelling which is to return to
first principles and establish what the essential mandatory requirements are. Voluntary labelling would then
be used above and beyond that based on customer demand and competition.

2.4 The impact of environmental labelling on consumer behaviour

Consumers in the UK are far more environmentally conscious than they ever have been, and they are far
more likely to act on environmental issues by changing their behaviour. For this to happen they need to be
provided with the necessary information to make those decisions but, as consumer attention is finite, that
information has to be targeted. We know that for example in food consumers are mostly satisfied with the
current amount of information on labels despite not using it all.17

However, a contradiction was highlighted in a number of studies; whereby consumers support the
inclusion of the maximum amount of label information, yet regularly claim to feel confused or overloaded
by the information provided.

A significant diVerence in the way that consumers use labels during the first and subsequent times they
make purchases was also found. Of those that use more than basic information (about half), the information
sought was on nutrition, ingredients, general information and in a small number, ethical information. When
it comes to habitual use, however, consumers stated that product recognition is the most important
consideration, because it facilitates repeat purchasing.

Consumers have suggested that eVective alternative ways of providing information include bar-code
readers, phone lines and websites. There is also a demand for more detailed oV-pack information on fruit
juice production, for example leaflets or online.

17 What consumers want—a literature review by Food Standards Agency, March 2007.
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Consumers felt very strongly that “clear, honest and transparent food labelling is the foundation of
consumer choice”. Significant minorities of consumers surveyed claimed that they felt strongly enough
about a number of issues (eg exploitation of developing countries, pollution, factory farming) to stop buying
products where those issues arose as even though more customers than ever before are considering
environmental issues when choosing a product, the significant majority will still be driven by issues such as
price and brand preference.

2.5 The regulation of environmental labelling

There are a number of ways in which labels are regulated, ranging from European standards on energy
labelling, through to private schemes accredited to international audit standards. We believe there is
suYcient information on the standards that underpin the labels provided by the schemes that operate them
and this is supplemented by information on green claims provided by Defra.

We do not believe further regulation is necessary. The key thing is customers understanding what
standards lie behind the label which can be provided and the robustness of auditing to ensure standards are
adhered to. Responsible retailers ensure that the systems that underpin an environmental scheme are robust
before associating themselves with them as they know it is vital to have customers’ trust in the products they
are buying. It is a commercial imperative to ensure labels are adequate and the standards that underpin them
are adhered to.

2.6 Exports from developing countries

The current debate on the air freighting of organic food is a good example of the complexity of this issue
and demonstrates the diVerent factors that motivate customers to select a product.

As we have stated earlier, customers will use a number of factors when deciding which product to buy
and will weigh those up when making their choice. In this case one of the key consumer issues, after quality
is fair trade, understanding purchasing fair trade products is a contribution to the economic sustainability
and growth of a developing country. We believe customers should be able to make individual judgements
when choosing to purchase products from particular countries, and it would be unfair on developing
countries to demonise their product through environmental labelling. Of course, in the case of many
products due to climatic advantages the overall carbon emissions may be better from developing countries,
despite longer transport, than growing them in protected conditions in the UK.

We also believe that this problem has been made worse by a poor understanding of the scale of food
imports, particularly air freighted products into the UK. The vast majority of food sold in the UK is
produced in the UK. Where imported food is sold around 1% is transported by air. In 2007, BRC members
Marks & Spencer and Tesco introduced a voluntary air freight symbol in response to concerns about the
unnecessary use of air transport with the aim of increasing transparency. Marks & Spencer report that their
sales have been unaVected. The major wins in carbon reduction are in the UK food supply chain and would
be grossly unfair to stymie the development in these countries based on perception and misinformation.

October 2007

Memorandum submitted by WRAP (The Waste & Resources Action Programme)

Executive Summary

WRAP welcomes the opportunity to comment on the Environmental Audit Committee’s Environmental
Labelling Inquiry, launched on 26 July 2007.

Our response is a set of general comments on the points raised by the inquiry.

Introduction

1. WRAP (the Waste & Resources Action Programme) is a-not-for profit UK company providing
recycling and resource eYciency programmes for Defra, the Scottish Executive, the Welsh Assembly and
the Northern Ireland Assembly. The organisation was formed in 2000 to implement a number of the actions
set out in the Government White Paper Waste Strategy 2000.18

2. WRAP works in partnership to encourage and enable businesses and consumers to be more eYcient
in their use of materials, and to recycle more things more often. This helps to divert waste from landfill,
reduce carbon emissions and improve our environment.

18 Department of the Environment, Transport and the Regions (2000), Waste Strategy 2000 for England and Wales, Parts 1&2,
Cm 4693-1&2, London: Stationery OYce.
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3. As part of WRAP’s Recycle Now campaign, we have developed the Recycle Now brand, which is
currently used across England. In addition, we have created and implemented a suite of iconography that
clearly identifies the materials to be collected in each recycling bin. Distinctive colours are also used to help
the public to distinguish between the bins. This labelling policy has proven successful in imparting the right
message to the public.

4. Given our role in developing standard iconography for recycling infrastructure, this consultation
exercise is very relevant to our work.

General Comments

5. WRAP welcomes the eVorts that are being made by retailers, food manufacturers and other
stakeholders to quantify the diverse environmental impacts of food produce. However, we are all at an early
stage in this work, and at the moment, no single label covers all aspects of sustainability.

6. WRAP welcomes these developments, which have the potential to help consumers to make better-
informed choices about their food purchasing decisions. However, we are concerned that the introduction
of an increasing number of single or limited-issue environmental labels has the potential to lead to conflicting
messages and consumer confusion, even if they are supported by information campaigns.

7. For example, labels for “air miles” and embedded CO2 have appeared on some consumer goods during
2007. Such labels respond to consumer concerns, and have the potential to be useful. However, some
products distributed by air may actually have a lower embodied CO2 than competitor products not sent by
air, because of diVerences in production methods. There is therefore a risk that some products given “air
miles” labels may be perceived to have a greater environmental impact than is actually the case.

8. To expand on this, in Defra’s The Validity of Food Miles as an Indicator of Sustainable Development
report,19 the growth of tomatoes both in the UK and Spain is compared. Although British tomatoes travel
less food miles than the Spanish ones, the report shows that higher levels of environmental impact are
incurred by growing British tomatoes than by importing tomatoes from Spain. According to the report, the
energy needed to heat the glass houses for growing tomatoes in Britain is significantly higher than the energy
used in transporting tomatoes from Spain, where no heating is used because of the warmer climate.

9. WRAP welcomes the development of standards for quantifying environmental impacts, such as the
draft Publicly Available Standard 2050 on Greenhouse Gas Emissions, led by the Carbon Trust, DEFRA
and British Standards. In particular, we consider the whole life cycle approach to be critical to making
accurate decisions. However, we feel that further thought needs to be given to two key questions: who is the
best recipient of the information, and what is the best format in which to present it to that audience?

10. As an example, we feel that providing consumers with information on the amount of carbon
embedded in a product is a useful first step. However, without either advising them of its relative
performance within a product group, or of a recommended quantity of carbon they should use, it may not
significantly help them to make an informed purchasing decision.

11. Furthermore, the environmental impact of a given product can change as the manufacturing process
evolves. For example, research by WRAP indicates that for every 10% of a plastic bottle (PET and HDPE)
that is manufactured from recycled materials, the carbon footprint of the bottle is reduced by 5% (PET) or
4% (HDPE). Thus, as companies alter their packaging, the carbon footprint, and information on the label,
may therefore change on a regular basis. If consumers do start to make purchasing decisions on the basis
of CO2, they may find that their optimum choice will change on a regular basis.

12. WRAP considers that environmental labels should reflect the range of environmental issues that is
most relevant to the product or service which is under consideration. For some products, hazardous material
content, water use, energy or raw materials consumed in manufacture may be the most significant issue,
whereas for other products they will of lower priority.

13. Equally, for many products, such as energy consuming goods, the majority of the environmental
impact may occur in the use phase, and this is what an environmental label should properly address.
However, the impact of the use phase will often depend on decisions made by the individual consumer.
Presenting a label based on average behaviour will not inform consumers how they can change their
behaviour to reduce their environmental impact (eg not leaving equipment on stand-by). This again could
lead to sub-optimal purchasing decisions and would miss an opportunity to drive environmental
improvements by properly informing consumers of ways to reduce their personal impact.

14. WRAP considers that product banding, as has been utilised with respect to the energy consumption of
fridges and freezers, is a useful and proven way of conveying key environmental information clearly, whilst
allowing for uncertainties in the data. Such labelling, in the case of fridges and freezers, has led to choice
editing by retailers, who choose only to display those models scoring highest on the label measure in their
limited floor space. Such a system thus not only provides information to consumers, but drives product
development too. Such labelling methods could potentially be replicated for other types of environmental
issues, with similar beneficial results.

19 Downloadable from http://statistics.defra.gov.uk/esg/reports/foodmiles/default.asp
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15. WRAP also considers the collaborative approach of Environmental Product Declarations, as
advocated by Eco-labelling standards, as a positive means for encouraging sectors to share data and enhance
the environmental performance of their products.

16. Finally, the issue of the recyclability of packaging is a major concern amongst consumers, as recent
campaigns by the Women’s Institute and the Independent newspaper have highlighted. WRAP has been
considering with relevant stakeholders how to communicate more accurately to consumers messages about
the extent to which product packaging materials can be recycled in practice. Our ideas are currently at an
early stage, but we would be happy to discuss the issues surrounding the provision of clear recycling
messages to the consumer with the Committee, if that would be helpful.

October 2007

Memorandum submitted by Oxfam GB

This response to the Environmental Audit Committee’s Environmental Labelling Inquiry has been
prepared by Oxfam GB. In summary, Oxfam GB believes that:

— Food miles and labelling products on the basis of the mode of transportation are inadequate and
misleading proxy indicators of the level of greenhouse gas emissions generated in a product’s
lifecycle.

— Any greenhouse gas labelling standard needs to consider the climatic impacts of the entire lifecycle
of the product.

— Raising consumers’ awareness of a product’s environmental impact should not be at the expense
of considering its positive impact on international development. Under the right conditions, trade
is a powerful engine for reducing poverty amongst smallholders and waged labourers.

Oxfam GB is a development, relief and campaigning organisation that works with others to overcome
poverty and suVering around the world. We are currently investing significant resources in scaling up our
direct work on climate change, although dealing with the escalating side eVects of this has been part of our
humanitarian and development work for over 60 years. In the coming years we will be concentrating on
highlighting the impact of climate change on poor people, and working with them, and with organisations
at all levels, to reduce their vulnerability to its eVects. The current widespread interest in ethical consumerism
and the labelling responses that seek to guide such ethical consumer choices have potentially important
implications for poverty, development, and climate change. For these reasons, we welcome the Committee’s
inquiry and the opportunity to respond to it. Our response focuses primarily on the lines of inquiry
pertaining to content, rationalisation, and eVects of environmental labelling. It does so with reference
specifically to environmental labelling that seeks to address the climatic impacts of greenhouse gas emissions
resulting from producing, processing, transporting, and storing agricultural products.

What should be shown under a labelling system?

The Sub-committee would like to assess which criteria should be illustrated by an environmental label, and
how overlaps between diVerent concerns could be adequately dealt with. The Sub-committee would also be
interested in investigating how environmental labels could best convey information accurately and usefully to
the consumer. Given the EAC’s recent focus on climate change and related issues, the Sub-committee would be
particularly interested to hear about the development and merit of labels which demonstrate the carbon footprint
of a product—ie the carbon emitted during its production, storage and transportation.

Consumers are increasingly demanding well-informed, clear information to help them make decisions on
the social and environmental impacts of what they buy and on how to live “more ethically”.1 As such,
environmental labelling may be an important means of empowering ethical consumers to mitigate their
impacts on climate change. Given increasing interest in having “food miles” information provided to
consumers (41% of adults are interested in having such information provided to them)2, there has been an
associated interest in labelling products on this basis. Oxfam GB fully supports eVorts to empower
consumers to make ethical choices, but we believe that product labelling based on the distance an item has
travelled or the means by which it has been transported cannot be relied upon to provide consumers with
the information they require: food miles labels are an inadequate proxy indicator of the level of greenhouse
gas emissions generated in food supply chains.

Labelling based on the distance a product has travelled fails to account for the significant influence that
the mode of transportation has on the level of emissions produced. For example, over the same distance,
sea freight emissions are approximately 35 times lower than those produced by air freight.3 One attempt to
acknowledge these discrepancies has been the use of labelling to draw attention to the mode of
transportation, particularly where produce is air freighted. Oxfam GB believes that labelling products
according to their mode of transportation is a simplistic and misleading measure of the greenhouse gas
emissions produced throughout the lifecycle of food products. In this regard we do not welcome Marks and
Spencer and Tesco’s introduction of air freight labels on their products.4 We agree with Rt Hon Gareth
Thomas’s acknowledgement that these labels “provide only partial information on the environmental
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impact of the product. Air-freight labels don’t tell us about the full impact of producing and delivering all
of the products that we might buy.”5 Anecdotally, it is not clear that such existing labels are even fulfilling
their purpose as air freight labels are being interpreted as having positive connotations of freshness rather
than as having negative associations with high greenhouse gas emissions.

Transportation emissions need to be considered relative to the climatic impacts of the remainder of the
lifecycle of food, from plough to plate. In many cases substituting tropical production with local growing
of similar products under artificial greenhouse conditions will, although ostensibly reducing food miles, in
fact result in greater levels of greenhouse gas emissions. This is due to the energy requirements necessary for
maintaining constant artificial conditions. For example, a study published in 2000 suggested that growing
a rose in Kenya and air-freighting it to the UK requires around 2–3 MJ of energy, whereas producing a rose
under artificial conditions in the Netherlands requires around 9 MJ.6 More recently it was found that the
emissions resulting from growing flowers in Dutch greenhouses can be 5.8 times greater than growing them
in Kenya and flying them to the UK.7

A labelling scheme that purports to indicate the global climatic impacts of products must therefore be
based on the rigorous quantification of all parts of their lifecycle not just the transportation component.

The case for rationalising environmental labels

The Sub-committee would like to assess whether concerns over the proliferation of environmental labels are
justified, and the extent to which consumers are able to cope and engage with the many diVerent labels on the
market. The Sub-committee would also like to investigate whether there is a case for rationalising the system
of environmental labelling, or for calling for certain labels to be given priority when displayed on products.

The Carbon Trust, Defra, and BSI British Standards are already in the process of developing a Publicly
Available Specification (PAS) for the measurement of the embodied greenhouse gas emissions in products
and services. This single standard is intended to ensure a consistent and comparable approach to supply
chain measurement of embodied greenhouse gases across markets. The standards will help companies
understand the lifecycle climate change impacts of their products, and highlight significant emissions
reduction opportunities. Oxfam GB suggests that any greenhouse gas labelling standard must engage with
this process. In addition to supporting the development of an internationally agreed standard, this approach
avoids duplication and inadequate short-term alternatives that only consider part of a product’s lifecycle.8

Oxfam GB does not believe that lifecycle emissions should be considered as part of an overarching
“ethical” label that attempts to communicate the environmental, social, and economic impacts of the
labelled product. The complexities and the qualitative nature of many of the issues involved do not lend
themselves to one “ethical standard”. On many issues, acting ethically requires making complex decisions
that involve tensions between competing ethical priorities. In these situations research shows that consumers
do not want oversimplified choice editing to prevent them from making the most ethical choice according
to their own consciences.9

Nonetheless, raising consumers’ awareness of products’ environmental impacts should not be done at the
expense of considering developmental impacts. Therefore, Oxfam GB suggests that where climate change
related labels compete for space with the FAIRTRADE Mark, the latter should be the most prominent.
Poor people depend overwhelmingly on agriculture to make a living. Many are involved in producing
agricultural products for Western markets. For example, in Africa an estimated 1.5 million people depend
on agricultural exports to the UK for a living.10 By encouraging consumers to switch away from products
produced by poor people, the ability of trade to contribute to poverty reduction is undermined. Under the
right conditions, pro-poor agricultural trade can be a powerful engine for poverty reduction for
smallholders and waged labourers in the food supply chain. Oxfam GB continues to support the
FAIRTRADE Mark and the principles that lie behind as they can make qualitatively large diVerences to
the livelihoods of many of the world’s poorest producers. This Mark assures consumers that, as a result of
their purchases, disadvantaged producers and workers in developing countries are getting a better deal:
receiving a fair and stable price for their products which covers their costs of production; benefiting from
longer-term trading relationships; receiving the Fairtrade premium for investment in social and economic
development projects; and receiving pre-financing where requested. All Fairtrade certified producers are
also required to comply with the international Fairtrade environmental standard as part of the requirements
of certification. This standard requires producers to ensure that they protect the natural environment and
make environmental protection a part of farm management. Producers are also encouraged to minimize the
use of energy, especially energy from non-renewable sources.

Exports from developing countries

The Sub-committee would also like to investigate the impact of environmental labelling on exports from
developing countries, and in particular whether labelling of this kind could have a detrimental impact on the
trade opportunities available to these countries.

For the above-mentioned reasons, we do not support labelling that only reflects the quantification of
emissions from one portion of a product’s lifecycle. As well as being an inaccurate indicator of lifecycle
greenhouse gas emissions, such labelling may result in consumers switching away from products that
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support poor producers’ livelihoods. However, in principle, Oxfam GB does not have any objections to
environmental labels that reflect a standardised and rigorous quantification of emissions from a product’s
entire lifecycle. Indeed, such a scheme may help consumers to appreciate that exports from developing
countries can compare favourably, in climatic terms, with more resource-intensive products produced
within developed nations. Labelling on products imported from developing countries can also contribute
to increasing the visibility of their provenance to consumers. There is a growing literature on short food
supply chains (SFSCs), one form of which includes spatially extended produce (for example, “locality” food,
certified Fair Trade or organic food) where products are “information laden” and can thus create bonds
between producers and consumers.11 The new economics foundation (nef) suggest:

It is now time to explore and exploit the full range of these SFSC models for use in the developing
world, to help family farmers maintain access to markets, create new markets and capture a greater
percentage of the final value of their produce.12

Conclusion

In summary, Oxfam GB believes that environmental labelling, specifically greenhouse gas emissions
labelling:

— Could be a positive means of empowering ethical consumers.

— Must not only reflect the mode or distance of a product’s transportation.

— Must reflect rigorous and standardised quantification of the emissions generated throughout a
product’s lifecycle.

— Must not reflect multiple ethical concerns, and should be limited purely to emissions
quantification.

— On Fairtrade certified products, must not receive placement priority over the FAIRTRADE mark.

October 2007
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Memorandum submitted by The Wine and Spirits Trade Association (WSTA)

The Wine and Spirit Trade Association (WSTA) represents the whole of the wine and spirit supply chain
including producers, importers, wholesalers, bottlers, warehouse keepers, freight forwarders and brand
owners.

Our comments are as follows:

1. Products requiring labelling

1.1 Wines and spirits are not subject to mandatory environmental labelling. Companies wishing to
include voluntary environmental information on their labels may do so provided that they meet certain
approved standards. This is a complex area. Labelling for organically produced grapes is permitted.
Regulations at EU level for organic wine are expected in the future.

1.2 The labelling of the wine and imported spirit sector is subject to EU Regulations (R 1493/99 and 1576/
89) and any EU or UK legislation on environmental labelling would probably have to take these into
account.

2. What should be shown under a labelling system?

2.1 Some detailed sectoral work at a vitivinicultural level has already been carried out by the wine sector.

2.2 The global wine sector is working with BSI Standards to develop the most appropriate methodology
for calculating carbon footprints with a view to reducing embodied greenhouse gases (GHGs). It is hoped
that this work will eventually lead to an ISO standard.

2.3 Wines and spirits move between countries so any environmental labelling system should be
universally understood. If a voluntary labelling system is to be developed, it should be communicated on a
label by no more than a simple logo (backed by accreditation arrangements) demonstrating that the product
itself or the supply chain for the product—producer to supermarket shelf—meets appropriate standards.

2.4 Given the complexity of labelling for GHGs, it is far from certain that any label other than a logo
would adequately convey to the consumer that by making certain purchasing decisions he/she would be
playing a small part in reducing carbon emissions.

2.5 In the EU, diVerent national standards for systems or for labelling would be inappropriate.

3. Rationalising environmental labels

3.1 Consumer research in this area will probably highlight the law of diminishing returns, ie that the more
that is put on a label, the less the desired impact.

3.2 The nature of the wine and spirit sector and how it is regulated mitigates strongly in favour of
standardisation within the EU.

4. The impact of environmental labelling on consumer behaviour

4.1 Consumer research should show how easily consumers understand environmental labeling.

4.2 Change in behaviour is more likely to occur if consumers actually understand the information on a
label or what a logo represents so a standardized label governing a sector of “environmentally friendly
activity” (carbon footprinting, organic production etc) would be preferable to a plethora of diVerent labels
driven by lobby groups and understood by only a few.

4.3 Only a relatively small percentage of those who say that they will change their behaviour on the basis
of what they see on a label actually do so. Few are prepared to pay a premium for a premium for an
“environmentally friendly” product.

4.4 The focus should be on ineYcient companies to reduce their GHGs voluntarily and for the consumer
to understand that certain eYciencies have been met if a simple universally understood message appears on
products.

5. Regulation

5.1 The WSTA does not support mandatory labelling in this area. Aspects of environmental friendliness
for which labels are intended should be defined before labelling is countenanced. In all probability, too much
detail appearing on such a label would be meaningless to the average consumer.

5.2 The WSTA supports voluntary arrangements in respect of the following:



This
 is 

an
 em

ba
rgo

ed
 

ad
va

nc
e c

op
y. 

Not 
to 

be
 

pu
bli

she
d i

n a
ny

 fo
rm

 un
til 

:0
 on

 

00
1

/
/20

09

03
23

Processed: 18-03-2009 01:50:12 Page Layout: COENEW [O] PPSysB Job: 400045 Unit: PAG2

Environmental Audit Committee: Evidence Ev 145

Organic Wine: Work is already being undertaken at EU level to develop regulations for the production
of organic wine. This exercise is proving to be complex and a high level team of scientists is involved.

Carbon Footprinting: This is a very complex area and before labelling is contemplated a standard
methodology for calculating GHG emissions in the supply chain(s) would have to be agreed.

6. Exports from developing countries

6.1 In general, there is no reason why developing countries should not be subject to exactly the same
norms for environmental labelling as developed countries. However, it is acknowledged that some
exceptions could be made for enterprises in some LDCs.

7. International labelling

7.1 The development of an international “environmental labelling system” is a worthy objective; however
it simply will not happen without the voluntary agreement of trade.

7.2 A mandatory arrangement may lead to technical barriers to trade and thus may not be compatible
with WTO rules.

8. Conclusions

The WSTA is fully aware of the diYculty of regulating in this area and is mindful of the unintended
consequences of doing so. However, in the interest of consumer awareness and understanding, it does believe
that there is some scope for rationalization: if producers choose to manufacture or transport goods to
appropriate standards, they should be able to demonstrate to consumers in an easily understandable manner
that they have met those standards.

The WSTA thanks the Environmental Audit Committee for the opportunity to respond to the launch of
the inquiry on environmental labelling.

October 2007

Memorandum submitted by the Winemakers’ Federation of Australia

The Winemakers’ Federation of Australia (WFA) is the national peak industry body representing
winemaker interests. The UK is Australia’s largest wine export market, accounting for some 37% of exports.
As the market leader in the UK for trade, Australian wine has a high profile and is obviously not a local
product. As such, Australian wine is a target of “food miles” and related campaigns, leading to industry
interest in contributing to the UK Parliament Environmental Audit Committee inquiry.

Summary

— The Winemakers’ Federation of Australia supports labelling requirements that contribute to
desired consumer information and safety outcomes.

— Environmental labelling could contribute to increased consumer awareness, however it must:
— Be based on internationally recognised performance standards.
— Follow the principle of rationalisation of labelling requirements rather than the proliferation

of various schemes.
— Take into account the existing ISO 14020 series that address environmental labelling.

— Given that an internationally recognised environmental standard does not exist (ISO 14001 is
considered to be a process standard rather than an environmental performance standard),
harmonisation of standards and environmental programs must be the first priority ahead of
investigating a labelling program.

Wine is not subjected to compulsory environmental labelling. Some wine producers choose to voluntarily
label their product as “organic” against existing international standards, whilst others use logos of
environmental causes that they support on their labels as a means of marketing. The labelling of wine is
regulated by the EU and compulsory environmental label requirements would need to be integrated into
these regulations.

An environmental label is essentially a claim of environmental performance of some type. The value of
environmental labels is determined by market forces, and regulatory intervention needs to be carefully
considered.

Discussion about the use of international environmental labels is premature, given that an environmental
label is merely an indication of a standard or program. Without agreement on an international
“environmental” standard, discussion of an international environmental label is moot. Lines of inquiry are
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better focused along the potential for harmonisation of standards and environmental assurance programs,
with the review of an environmental label a concluding, and potentially minor, issue to be dealt with in
the process.

The proliferation of environmental labels is a symptom of the plethora of environmental-type standards
and programs operating in the international market. In other parts of the market, environmental
sustainability is being encouraged as a pre-competitive issue, much the same as food safety. Some programs
have made a conscious decision not to make use of a unique environmental label because they would prefer
environmental sustainability to be a basic assumption of the product rather than a point of diVerence. An
example of this is the South African wine industry’s Integrated Production of Wine scheme.

Any discussion or investigation on environmental labelling must take into account the existing ISO 14020
series that address environmental labelling and, in theory, represent the international consensus on this
matter. These standards appear to address many of the issues raised in the inquiry brief.

The use of “carbon footprint” labels based on a life cycle assessment is preferable, and a more accurate
representation of a product’s impact, than the simplistic notion of “food miles” and even “air freight” labels.
Whilst the latter serve the “buy local” campaign, they should not be presented as environmental labels.

The wine industry supports the case for rationalising the use of environmental labels because, if for no
other reason, there is limited space on wine labels. Wine labels are already required to include information
about Geographic Indication/appellation, allergens, alcohol content and health warnings. Specialised
labelling requirements create an additional cost to producers because they shorten the label run sizes, add
to inventory and waste, create unnecessary complexity, limit market flexibility and, as a result, increase
production costs. Rationalisation and moves towards environmental labels based on internationally-
accepted standards would also save suppliers from compliance and other costs associated with diVerent
retailer environmental assurance programs.

There is little harmonisation of environmental standards or program requirements, a scenario mirrored
in quality and food safety assurance. Because each standard/program owner believes theirs to be the best,
it warrants its own label to highlight the point of diVerence and the result is the proliferation that we see
today. This is exacerbated by retailers also instigating their own assurance schemes and requiring
prospective suppliers to adhere to that as a condition of supply. Suppliers servicing a number of retailers
are required to seek certification under the diVerent schemes operated by each retailer, which is a costly
exercise for suppliers, and a cost ultimately borne by the consumer. Anecdotal evidence provided at a recent
primary production conference indicated that some suppliers of fresh produce were choosing to abandon the
UK market because of the increasing complexity and duplicated costs in complying with multiple supplier
guidelines as issued by UK retailers.

The proliferation of environmental labels has also given rise to increased scrutiny, accusations of
“greenwashing” and recognition of potential damage to brand image. Threats of exposure for
“greenwashing” combined with the absence of any universally recognised environmental assurance
standards can act as a disincentive for companies to make any claims with respect to their environmental
management activities, which can, in turn, act as a disincentive to undertake environmental management
activities.

Environmental labels should be an indicator that a product has satisfied the requirements of a particular
standard or program. Labels should not list additional detail about the requirements that have been
satisfied. This gives rise to the issue of consumer overload of information and label clutter. Numerous studies
already available point to customer confusion and varying levels of support for existing “environmental”
labels. Further, studies have also shown that consumers “saying” that they would preferentially purchase a
product labelled as “environmentally friendly” does not always equate to the consumer “buying” the
labelled product.

The issue of labelling without consideration of the underlying standard, calculation method or program
can give rise to misinformation that is then picked up by media and given a profile amongst consumers. The
wholesale adoption of the food miles concept as an indicator of a product’s environmental impact, in the
absence of any data, is evidence of how an over-simplified notion can become popularised. When that
popularity is retained in the public domain, even when authorities acknowledge that the concept does not
reflect the environmental impact of a product across its life cycle, another environmental myth is created.
This only adds to consumer confusion and mistrust of environmental claims in the long term.

If adopted, environmental labels should be validated and regulated in the same manner as health claims,
for example “light” and “fat-free”. A model must exist somewhere in this field that could potentially be
extrapolated to environmental claims.

If environmental labels are to become a mainstay in the marketplace, the issue of label clutter and
consumer overload remains. The observed trend amongst assurance standards is towards integration. The
scope of individual standards and programs are increasingly addressing quality management, food safety,
occupational health and safety and environmental management. EVorts to rationalise environmental labels
should look more broadly at rationalising the labels associated with quality management, food safety and
environmental management into a single product guarantee. This would also address concerns that moves
to establish formal environmental labels will be a precursor to labelling of broader corporate social
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responsibility and risk management activities, increasing the threat of label clutter and related production
cost issues. However, this approach still requires the harmonisation of standards at a minimum, and the
replacement of the various standards with a universal standard.

October 2007

Memorandum submitted by Waterwise

Waterwise is an independent, not-for-profit, nongovernmental organisation which promotes water
eYciency and conservation in the UK. Our primary aim is to develop a framework for sustained water
eYciency for all mains use of water, and to reverse the upward trend in household consumption by 2010.
To achieve our aims, we are building an economic, social and environmental evidence base for water
eYciency, and we also promote water eYciency though co-ordination of existing initiatives and through the
development of collaborative projects. We work in partnership with water companies, regulators,
governments, retailers, manufacturers, other NGOs, the public, the media and with other stakeholders.
Waterwise’s work has been welcomed by the UK governments, the water industry, and the water regulators.
Waterwise is the only NGO to sit on the Environment Minister’s Water Saving Group.

Introduction

Interest in the “labelling” of products and/or services to enable environmentally preferable purchasing
has grown over the past few years, and has now reached a level where there are too many “labels” but at
the same time not enough. Waterwise therefore welcomes this inquiry, which comes at a time during which
decisions are being made about the role of product labelling in water demand management.

Present levels of water consumption in UK households are not sustainable given current trends in
urbanisation, population growth and new build, as well as shifts toward single-person living and water
intensive lifestyles. With water scarcity adaptation being a crucial component of climate change adaptation
for the UK, water product labelling or the provision of information which will enable consumers to reduce
water wastage is essential.

The UK will not be successful in adapting to climate change if water scarcity is not addressed. Supply side
measures such as reservoirs (more of which Waterwise accepts will be needed), will alone not be enough to
meet increasing future demand—water eYciency and conservation are an absolute necessity for future water
security in the UK. But if consumers are not aware of the existence water eYcient products, or if they are
unable to identify such products because of a lack of information, adaptation to water scarcity will fall short
and the UK will struggle to meet rising water demand.

1. Definitions, provision of information, and the role of labels

1.1 It is first necessary to clarify what is meant by “environmental label”. Not only are consumers (and
policymakers) confused about the various claims communicated to them via “labels”, but labels themselves
are confusing in the various forms they take. Which are authoritative and of value? Various label types
include:

— Ecolabels (eg EU Flower), which try to encompass various environmental criteria into one label.

— Single issue ratings, which try to provide the consumer with at-a-glance performance for a certain
environmental criterion (eg EU Energy Label).

— Endorsements and awards, which are marks of approval and recognition from an organisation (eg
the Waterwise Marque).

— Retailer labels (eg M&S Air Freight label), which try to communicate one or more aspects of
“greenness” to the consumer; etc.

1.2 What is important to remember is that labels such as those listed in 1.1 are not the only means by
which to encourage greener purchasing: point-of-sale information (eg water consumption figures provided
in Currys’ washing machine consumer guide), online product databases and tools (eg Waterwise’s listing of
the water use of all dishwashers and washing machines currently available on the UK market), manufacturer
websites and brochures (eg Bosch consistently includes water use information in product brochures and
online), and other methods serve the same purpose as labels.

1.3 Where a market does not supply what is deemed to be necessary information (eg the rate of water
consumption of various water using products), a label or other form of interference is necessary to correct
this market failure. Interference is made with the hope of shifting the market toward a certain desired
outcome. But labels are not always the best way to solve market failure. Other means may be just as
successful:

— Legislation and regulatory requirements.

— Public-private partnerships and initiatives.
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— Incentives such as tax breaks and rebates.

— Government procurement policies; etc.

1.4 Though labels are a sure way of providing consumers with information, there is an actual danger of
providing too much information which may lead to sensory overload and which may then turn consumers
oV from all labels. As such, Waterwise believe labels should be considered as one of a basket of options for
addressing market failure.

1.5 Furthermore, any label which does (or will) exist must be accompanied by consumer education, and
it must also be backed by trusted authorities who can validate the claims of the label.

2. Products requiring labelling

2.1 During the past few years, there have been discussions at the policymaking level about whether or
not there exists a need for a water eYciency labelling scheme for taps, toilets, showers, dishwashers, washing
machines, and other water using products. As a result:

— Defra have contracted Waterwise to examine whether or not there is a need for a water eYciency
label for washing machines and dishwashers. The study will report by the end of 2007.

— Waterwise are presently conducting an analysis of water eYciency labels in other nations, focusing
on market eVect, consumer recognitions, programme structure, and success/failure. The study,
which is being funded through the Market Transformation Programme, will report by the end
of 2007.

— Other studies have also been commissioned to examine consumer attitudes to water saving, and
to look at what consumers would like to see in a label or database.

2.2 Outside the UK policymaking sphere, water labelling has advanced during the past year:

— In September 2006, Waterwise launched the Waterwise Marque, the first award scheme in the UK
to highlight water eYcient products. Fifteen products, ranging from an ultra low flush toilet to
drought resistant turf, currently carry the Marque which is awarded annually to products which
save water, eliminate water waste, and/or promote water eYciency and/or conservation. The
original intention of the Marque was to kick-start the market and to catalyse the development of
a national water eYciency labelling scheme.

— In April 2007, the Bathroom Manufacturers Association announced the development of a
voluntary Water EYciency Labelling Scheme, based on minimum water consumption
requirements, which will cover WCs, flushing cisterns, taps and combination tap assemblies,
shower controls and baths.

— Waterwise have been informed of various schemes which certain retailers are currently developing
to highlight water eYcient products.

2.3 At the European level, the July 2007 Communication from the Commission to the European
Parliament and the Council on “Addressing the challenge of water scarcity and droughts in the European
Union” recognised that:

Labelling is an eVective way to provide targeted information to the public on water performance and
on sustainable water management practices. The marketing of ever more eYcient devices or “water-
friendly” products should be encouraged.

The Commission concluded that “the possibility of expanding existing EU labelling schemes whenever
appropriate in order to promote water eYcient devices and water-friendly products” should be examined.

2.4 Given the long-standing interest in water eYciency labelling in the UK, combined with climate
change, population growth, new build, and ever more water hungry lifestyles all threatening the UK’s water
supply, Waterwise believe that now is the time to examine whether a nationwide (or perhaps EU wide) water
eYciency labelling scheme is necessary, what such a scheme might look like, and what benefits such a scheme
could bring. Alternative options should also be considered.

2.5 Waterwise argue that there is a need for a nationwide, comprehensive water eYciency labelling
scheme for the following reasons:

— A water eYciency label would empower consumers to make their own decisions in terms of what
products to buy, and would enable them to purchase products which would help them to mitigate
(eg water eYcient showerheads help save water and energy) and adapt to (eg water eYcient
households maximise gain from a scarce resource) climate change.

— Builders, developers, and specifiers presently have no place to turn to for information on what
water using products will enable them to meet the various levels of the Code for Sustainable
Homes. A nationwide label would be a useful tool to support the success of the Code in ensuring
new homes are water eYcient.
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— Government procurement is one of the most powerful ways of moving markets toward
sustainability. A label would enable governments to specify which water using products must be
purchased, thereby creating a large demand for water eYcient products, driving down prices and
increasing availability of such products on the mass market.

— A nationally accepted label would be a useful tool for local councils, water utilities, and other
bodies who may wish to link cash rebates, tax breaks, and other financial incentives to water
eYcient products.

— A national label could endorse (or otherwise) any other claims which manufacturers or retailers
may be making about their products’ sustainability with respect to water resources.

— A national label would raise the public’s awareness of water supply and the need for water
eYciency and conservation.

3. What a labelling system should look like

3.1 The purpose of any label is twofold: First, to provide consumers with the information necessary to
make a sustainable purchasing decision should they want to; and, second, to drive the market toward
subscribing to the requirements of the label, thus achieving market transformation. In theory, a label will
eventually cease to exist once the market is transformed.

3.2 Drawing on water eYciency labelling experiences in other countries, we conclude that there is no
significant diVerence in impact between a rating (eg Australia’s mandatory one to five star label) and an
endorsement (eg the USA’s WaterSense); nor between voluntary (eg Israel’s Blue Dot) and mandatory (eg
Singapore’s rating scheme) schemes. What is important is that:

— the scheme is bought into and supported by all major stakeholders (eg water utilities, governments,
manufacturers, retailers, etc) who also market the scheme and use it actively in their programmes;

— the organisation which administers the scheme markets it well, and the organisation is well funded
so that proper marketing and consumer education are possible; and

— the label is not seen as a solution to the problem of unsustainable water consumption, but rather
as one tool in a toolbox of options which together can build an enduring solution or support
societal shift.

3.3 Any type of water eYciency label would be welcome as long as the above three points are met. In
addition, consideration would have to be made over the interaction between any such water eYciency label
with the existing EU Energy Label and the Energy Saving Recommended endorsement logo. However,
concerns over the interaction between energy and water should not prevent the establishment of a water
eYciency label as this interaction can easily be harmonised:

— For products that use both energy and water, more often than not there will be synergies between
the two elements and not conflicts (eg washing machines rated “A” for energy use less water than
those rated “B” or “C”).

— For products which may conflict, eg electric showers which are by design water eYcient but which
do use more energy, understandings can be developed between the administrators of the energy
label and those of the water label—resulting in a compromise on the overall labelling of the
product. Alternatively, consumers can simply be shown that a product is good on energy but bad
on water and then be left to make their own decision.

3.4 There is also scope for creating a joint water-energy label (see 4.3 below).

4. The case for rationalising labels

4.1 Labels are supposed to correct market failures, ie they are supposed to provide information to the
consumer which might influence their purchasing decision but which is not provided by the market for
various reasons. Labels are supposed to enable, and in order to do so they cannot be overly complicated
and they certainly should not be conflicting.

4.2 Particularly in the case of food labels (eg organic, fair trade, etc) and also as most recently seen in the
proliferation of carbon labels (eg X kg CO2, air freighted, carbon neutral, oVset, etc), too much information
can lead to overload which may only confuse the consumer and turn her or him oV from caring about the
sustainability of a product. Therefore, there is an argument for rationalising similar and, in particular,
conflicting labels.

4.3 As mentioned in 3.4, there is scope for creating a joint energy and water label. Energy consumption
and water consumption are closely related in many ways, and both energy eYciency and water eYciency are
important aspects of climate change mitigation and adaptation. Where the two conflict, there should be a
label which weighs both together so that the consumer does not have to choose over water or energy. Where
they do not conflict there are no problems in labelling for both.
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4.4 One further option for overcoming label overload might be to designate a body to be responsible for
providing consumers with information about the various labels already in existence. This body could also
review the veracity of claims made by labels, and advise consumers generally on the sustainability of
products.

4.5 In theory, the existing Defra-funded Market Transformation Programme (MTP) could take forward
the remit described in 4.4. The MTP supports the development and implementation of UK Government
policy on sustainable products and is charged overall with reducing the environmental impact of products
across the product life cycle. Extending their remit to provide consumer information and to review labels
would not be diYcult, although it would require a shift to a more consumer-friendly approach.

4.6 In its present incarnation, the MTP displays some ineYciencies:

— Its website is diYcult to navigate and not friendly toward policymakers, retailers and
manufacturers, the media, or individual consumers.

— There is little transparency of operation.

— Quite often work is subcontracted to contractors who then subcontract to other contractors which
creates confusion over quality of work.

— The development of the MTP research programme involves little stakeholder input (eg many
major retailers and manufacturers do not even know that the programme exists).

— The programme is energy heavy and often neglects other issues like water scarcity; etc.

4.7 Therefore, though the MTP would be an appropriate vehicle through which to provide consumers
with information on environmental labels, the programme would first have to be reshaped and streamlined
to improve transparency, functionality and general ethos.

5. International labelling

5.1 With respect to the possibility of the introduction of a water eYciency label, and based on discussions
Waterwise have had with those responsible for water eYciency labels in other countries, we believe the
introduction of an international water eYciency label would not necessarily be a good idea.

5.2 National markets for water eYcient products vary tremendously from county to country. For
example, water eYciency aerated showerheads are quite common in the Australian market but much less
so in the UK. Similarly, in both the USA and Australia top load washing machines still dominate the market,
whereas front loaders are dominant on the UK market. For these reasons, water eYciency labels should be
tailored to the market in which they operate.

5.3 But because we live in a world in which, for example, Australian showerheads are sold in the UK and
European toilets are exported to the USA, it is crucial that water eYciency labels in various nations are
aligned to a certain extent. Because there are internationally excepted testing standards for some water using
products, alignment with various water eYciency labels would not be onerous. One further option might be
to introduce a liaising panel to ensure that communication flows between labelling organisations,
manufacturers, retailers and other stakeholders.

Conclusions

Water is a crucial element to both the mitigation of and the adaptation to climate change. If actions are
not taken now to manage water demand, the future security of the UK’s water supply will not be stable.
Water eYciency and conservation are essential to securing our future supply, and simple technological and
behavioural changes can save significant volumes of water.

The concept of a water eYciency label which is UK- or EU-wide, voluntary or mandatory, a rating or a
mark of approval, needs to be examined further in the context of climate change mitigation and adaptation,
and in the context of future security of supply. Furthermore, because energy and water are so closely linked,
it is crucial that the two elements be considered together for a possible joint label.

Any water eYciency label that may be developed should not be expected to have impact on its own:
consumer education, marketing, other incentives such as cash rebates, legislation, and stakeholder
engagement, as well as other actions, are all necessary in order to achieve a sustainable rate of water
consumption.

With climate change, urbanisation, population, and water hungry lifestyles all on the rise, a water
eYciency label would be a step in the right direction toward a future in which water supply is secure and
valued.

October 2007
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Memorandum submitted by Water UK

1. Water UK is the industry association that represents regulated UK statutory water supply and
wastewater companies at national and European level. We are a policy-based organisation and represent
the industry’s interests with Government, regulators and stakeholders in the UK and in Europe. Our core
objective is sustainable water policy—actions and solutions that create lasting benefit by integrating
economic, environmental and social objectives.

2. We note that the scope of the inquiry makes no reference to water. There is currently a lot of activity
around water eYciency and labelling, which we would like to be considered by the Committee.

3. For example, waterwise, an independent NGO established by the water industry, has introduced a
“water marque” for water eYcient products. Defra is working with the Bathroom Manufacturers
Association to promote a voluntary labelling system for bathroom products.

4. Whilst we agree that the proliferation of product labelling is becoming a real issue and is likely to
increase public confusion in many areas, we believe that there is scope for improved labelling, which
combines and rationalises many of the schemes currently in operation or under consideration.

5. One example would be to combine the well-established energy eYciency labelling of white goods (eg
washing machines) with a similar A–E rating for water eYciency. This is a very important area since the
heating of water in the home (for baths, washing, etc—not including heating of water for central heating)
contributes around 28 million tonnes of CO2 equivalent each year. This is about 5% of total UK greenhouse
gas emissions and around eight times greater than the contribution of the water industry in providing water
and wastewater services (treatment, distribution, etc). So there are clear links between energy and water use
that would benefit from a combined labelling scheme and would help raise public awareness of the role they
can play in relation to water and energy use.

6. A further example is the proliferation of labelling schemes related to carbon. Water UK is currently
working with the Carbon Trust and others to establish a common industry carbon accounting tool, to
consistently measure carbon emissions from water company activities across the industry. This has clear
benefits in terms of consistent reporting, driving eYciency and raising awareness. There may be lessons from
the way the water industry is working together on this issue for other sectors and industries, which the
inquiry could consider.

7. In general, the labelling of water eYcient (or otherwise!) fittings and appliances is something we would
be keen to encourage. There are around 209,000 new households every year but perhaps two million existing
households each year will have refurbished bathrooms and kitchens (approx 10% of the housing stock).
Hence the greatest impact on domestic water use will come from water eYcient fittings being installed into
the two million properties being refurbished. There is little danger of overlap in this area with other labelling
schemes (unlike the case with food products for example).

8. The eYcient use of water is a matter of behaviour as well as the design and construction of the building.
It is important that people are provided with advice on how to use water wisely in the home in order to
maximise the savings that can be achieved. Government has a key role to play, along with water companies
and others, in providing such advice and information.

9. We would be happy to elaborate on these or other areas to the inquiry if appropriate.

October 2007

Memorandum submitted by Valpak Limited

Key Recommendations

Valpak welcomes the Sub-committee’s investigation into the use of environmental labels and any
measures that may result in improved clarity.

The recommendations Valpak would like to put forward are as follows:

— That a national standard be developed to provide some consistency and urge a greater amount of
control on new labels onto the market.

— That consideration be given to developing a label that takes account of all environmental factors
in a product’s lifespan from cradle to grave.

— That standard “recycling benefit” labels are developed to inform and encourage the consumer to
engage in the recycling process.

— That this information should attempt not just to ask a consumer to recycle a product, but quantify
the benefit of that environmentally “good” action. For example it may be preferable for a carbon
label, rather than displaying a numerical value for the carbon output associated with the
production of a particular item, was in addition able to quantify the carbon benefit of recycling
over disposal.
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— In order to alleviate consumer confusion, other vehicles for helping to inform consumer choice
should be utilised alongside labelling. We would recommend the use of properly promoted and
well maintained websites like www.recycle-more.co.uk

In order to demonstrate our reasoning for these recommendations, the remainder of our response consists
of a brief description of Valpak and our expertise, some of the main issues surrounding the use of
environmental labels and our suggestions for the way forward.

Our aim is to suggest how to better engage with producers and consumers, thereby optimising the
environmental benefits derived from good labelling practice.

Introduction to Valpak

Valpak Ltd is the largest scheme for implementing the Packaging Waste Directive in the UK with 10 years
operational experience. Valpak operates on a not for profit basis, funded by approx 3,000 packaging
member companies from every UK industry sector including many multinationals. Valpak represents
around 50% of the UK packaging compliance scheme market and a similar proportion of obligated UK
packaging.

A Valpak subsidiary, The Green Dot Licensing Company, holds the licence for, and administers the
Green Dot trademark shown on some packaging (Appendix 1 of this response). Although this symbol
denotes in many other Member States that a producer has financially contributed to the recycling of
packaging placed on the market in that country, it does not bear the same meaning in the UK. It is also often
misconstrued as meaning that packaging is “environmentally friendly” which is not necessarily the case.
Because packaging enters the UK market bearing this symbol (with permission from The Green Dot
Licensing Company), consumers have become familiar with it and seem to associate it with the recyclability
of a product, a misconception Valpak work hard to dispel.

Valpak is also the operator of a compliance scheme for companies obligated as a producer under the UK
Waste Electrical and Electronic Equipment (WEEE) regulations. The scheme provides compliance for over
750 companies placing electrical and electronic equipment (EEE) onto the UK consumer and business to
business market. Valpak’s WEEE service has attracted a wide range of producers who have obligations
across all of the Directives 10 categories including both small and large high profile businesses.

In addition to this, Valpak provide information to businesses and the public through the promotion of
our website www.recycle-more.co.uk. This website provides a wealth of useful recycling and related
information and also helps consumers locate their local recycling facilities. Our experiences in the use of the
logo (attached in appendix 2) associated with this site to symbolise a point of recycling information in
electrical stores, provides the background to our response to the points raised within the inquiry paper.

Issues

The British consumer is increasingly well informed and able to recognise that they can make a positive
diVerence and help protect the environment by buying products that cause less environmental damage. An
eco-label can be a good way for the producer to encourage environmentally sustainable choices and for the
consumer to recognise the environmental value of their choice.

There are many diVerent eco-labels that denote environmental performance in many areas, from recycled
or reduced hazardous material content in manufacture, carbon output across the life-cycle of the product,
or the recyclability of a product at the end of life. In the absence of a single accepted industry standard for
environmentally rating a product and/or its packaging, the consumer is forced to make a series of
complicated trade-oVs because the labels that they are looking at may only put them in possession of part
of the knowledge required to make a fully informed choice.

Consumer choice is, in the majority of cases, determined by the individual’s assessment of value for
money. Although price is the major determinant of consumer behaviour, Eco-labelling can play a significant
role in providing environmental information and promoting environmentally sound choice, thus moving
environmental considerations up the agenda when faced with a trade-oV over price.

From assessing only a few of the many labels in circulation, current attempts to quantify environmental
impacts are limited in their application to specific product streams or specific parts of the lifecycle of a
product, and as such have received varying degrees of success.

Many labels are specific to a small part of the lifecycle of an item and have the potential to distort the true
total environmental burden. Eco-labels tend to concentrate on either a single product category, for example
white goods, or a single stage within a product lifecycle, for example the transportation stage such as the
addition of an “air miles” sticker on the packaging. This might indicate that a product is a bad
environmental choice but does not provide the consumer with the full picture. Some imported foods are
responsible for lower total carbon dioxide emissions because growing in the UK would require artificial
heating. This demonstrates the potential for confusion that can lead to a distorted consumer opinion of what
is an environmentally good choice.
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The use of numerical values on environmental labels can be confusing and have the potential to be
misleading. The numerical value of carbon attributed to a particular product will vary depending on the
level of detail and assumptions applied in the methodology; a methodology the consumer cannot access and
probably does not understand.

It has been suggested that banding systems may better communicate a product’s environmental
performance to a consumer, but banding can come with its own issues not least because it introduces a
further variable—namely determining the boundaries for setting each band. For this reason banding
systems can be controversial.

The usefulness of a banding scheme can erode over time. This has been seen to some extent in the rating
system applied to refrigerators which has been widely accepted as successful in the UK. Technological
developments over time have born hyper-eYcient refrigerators that easily exceed previous best in class
models. As a result additional categories have had to be introduced up to A!! in addition to the original
range of A to G. In addition consumers are also faced with Energy Star symbols and a blue Energy Saving
Recommended logo when buying a new refrigerator. The proliferation of labels for one product that derive
from diVerent bodies all further contribute to consumer confusion.

Further Suggestions

Current labelling attempts to quantify environmental impacts have had mixed success but this should not
detract from the importance of the provision of environmental information and informed consumer choice.

It is apparent that there is considerable consumer confusion arising from the proliferation of labels on the
UK market, each conveying a diVerent environmental message. Sometimes the meaning of the label may
not be clear, or where the consumer does understand its meaning, the action that it is supposed to encourage
may not be clear. In either case there is a risk that the intended benefit of labelling may not be realised.

Valpak recommend that information on labels should better relate to the action that is required of that
customer. For example, pointing out the amount of carbon involved in a product may be less useful to the
consumer than demonstrating the amount of carbon saved if the item and/or its packaging are recycled. The
carbon symbol could also be modified to indicate the practical availability of recycling facilities eg a green
symbol would indicate wide availability across the UK whereas red would inform the consumer that
recycling facilities are not yet available for this material.

We would also urge the Sub-committee to consider the creation of guidance and standards for
environmental labelling that result in “good practice” by producers and brand owners. This should be
communicated through a diverse range of mediums (not just on packaging at the point of sale) to the general
public so that they understand the information and know what they can do about it.

To improve clarity of their meaning Valpak suggests that websites that are widely recognised by the public
such as www.recycle-more.co.uk, which receives nearly three million hits per annum, are best placed to
perform this task.

October 2007

APPENDIX I
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APPENDIX II

Memorandum submitted by Rainforest Alliance

Introduction to the Rainforest Alliance

Founded in 1987, Rainforest Alliance is an independent, non-profit charity organization that has
developed a certification system for a variety of product groups. The main objective of all the Rainforest
Alliance programs is sustainable development within the agricultural, forestry and tourism industries.
Rainforest Alliance certifies agricultural products like bananas, citrus, cocoa, coVee, tea and flowers and
ferns. Products from certified farms are eligible to use the Rainforest Alliance logo, or seal of approval. The
Rainforest Alliance has been approved by DEFRA’s Green Labels Guide. In forestry, the Rainforest
Alliance is the largest certifier to the Forest Stewardship Council (FSC) standard. The forestry certification
programme of the Rainforest Alliance is called SmartWood.

The mission of the Rainforest Alliance is to protect ecosystems and the people and wildlife that depend
on them by transforming land-use practices, business practices and consumer behaviour. Companies,
cooperatives and landowners that participate in our programmes meet rigorous standards that conserve
biodiversity and provide sustainable livelihoods. The Rainforest Alliance’s standards are based on the three
core pillars of sustainability: environment, ethics, and economics. It is a holistic approach to sustainability
that places equal emphasis on the conditions of the natural environment and the people that depend on it.
Issues covered by Rainforest Alliance agricultural standards include ecosystem conservation, water
stewardship, wildlife protection, fair treatment of workers, health and safety, community relations,
integrated crop and waste management, soil management and social and environmental management
systems.

The Rainforest Alliance is an active member of the ISEAL Alliance, which numbers the world’s leading
social and environmental standard setters, including the Forest Stewardship Council (FSC), Marine
Stewardship Council (MSC), International Federation of Organic Accreditation Movements (IFOAM) and
Fair-trade Labelling Organisations (FLO).

The Alliance operates in over 50 countries. In the United Kingdom, the Rainforest Alliance logo is
appearing on a rapidly growing number of products. Some recent examples include Kraft Foods’ Kenco
coVee (Sustainable Development brand and the Kenco Pure ranges from Brazil, Colombia and Costa Rica),
Innocent Drinks (whose bananas all come from Rainforest Alliance certified farms), McDonalds coVee,
Gala CoVee, Madison’s Café’s and Eden Project CoVee.

Some £1.5 billion worth of Rainforest Alliance certified agricultural and timber products now exist in the
global marketplace. Partnerships with companies such as Chiquita have transformed entire sectors in favour
of environmental and social sustainability (20% of the world’s traded bananas now meet Rainforest Alliance
standards). As of July 2007, the Rainforest Alliance had certified 40,739,228 hectares (100,664,161 acres) of
well-managed forest lands and 299,280 hectares (739,222 acres) of farmland in 13,903 small family farms,
plantations and cooperatives. An estimated 1,500,000 farmers, farm workers and family members directly
benefit from the programme.

Recently, Unilever announced that it will be seeking Rainforest Alliance certification for its Lipton and
PG Tips tea brands—a major new programme which will result in the world’s first Rainforest Alliance
certified teas. Forthcoming initiatives include the conversion to Rainforest Alliance certified by a major
retailer for its own brand roast and ground coVees.
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Reponses to Selected Questions Raised by the Inquiry

1. The Rainforest Alliance, like most conservation groups, believes that properly managed certification
schemes are valuable tools for instilling sustainable practices in the three human activities that most aVect
natural resources, the environment and many of the world’s poor people.

2. The Rainforest Alliance supports voluntary labelling on food, wood, paper, non timber forest
products (NTFPs) such as rubber, chicle and rattans, wild-caught and farmed fish and seafood, and tourism
services. We do not think that labelling should be compulsory, because then it is seen as the same as
government regulation. Without the NGO identity and support, labels lose their consumer appeal.
Consumers expect governments to ensure that companies are following the law, that food is safe to eat and
wood and fish have been legally harvested. Labels from independent third parties are understood to show
that the manufacturer or harvester of the product has gone beyond what is required by law.

3. Sustainable agriculture, albeit a complex concept, is increasingly well understood by business and
consumers. Like our sister programmes—organic and fair-trade—Rainforest Alliance encourages
companies that are trading certified products to put consumer-friendly explanations on packaging.

4. While small but growing portions of the public understand the diVerences between organic, fair-trade
and sustainable agriculture, there is wide acceptance of labels supported by recognised, credible NGOs.
Consumers may not know exactly what the NGO labels stand for in detail, but they trust that a product
with a label is somehow easier on the environment than a product with no label.

5. Consumer research by companies using the Rainforest Alliance Certified logo shows that there is low
but rapidly growing recognition of the logo and that consumers appreciate that it stands for sustainability,
a modern, holistic and comprehensive way to address the big environmental issues that we all face. We do
not aspire ourselves to become a famous, instantly recognisable “brand”, but rather to continue to work on
the ground with producers in developing countries, connecting certified produce to the growing number of
companies embracing corporate responsibility. We do of course welcome eVorts by those companies to
support awareness of our mission and logo through their own marketing eVorts.

6. As noted above, the Rainforest Alliance is a member of the International Social and Environmental
Accreditation and Labelling Alliance (ISEAL www.isealalliance.org), which works to ensure credibility and
transparency for international, mission-driven, NGO-led labelling programs. Within ISEAL, there is only
one program for forestry certification (FSC), one for fishery certification (MSC) and three for farm-goods
(Rainforest Alliance Certified, organic and fair-trade).

ISEAL has considered the “proliferation” question and divides it into two:

(a) Are there so many labels that consumers feel overwhelmed and reject them all?

(b) Are the labels that are not-for-profit and mission-driven threatened by the proliferation of self-
interested seals from business interests?

Consumer research, sales of certified products and marketing tests suggest that the answer to the first
question is “no”. Credible new seals supported by NGOs arouse more interest in environmental issues and
in ethical shopping. The ISEAL member programmes are all growing rapidly, indicating that consumers are
turned on, not oV. The second question is more diYcult. ISEAL members want to diVerentiate their
voluntary and objective labels from the self-interested company or sector programmes. The increase in
private-sector labels may threaten meaningful labels by diluting the distinctive power of NGO labels.

7. We would be wary of government attempts to control, give preference to, or “rationalise” labels. In
our experience, it is better to let the market determine which labels will succeed and grow, by letting
consumers decide. After all, the very core rationale for labels is to give consumers more choice and a way
to exercise their buying power to benefit the environment.

8. The success of ISEAL label programs suggests that we can change forestry, farming, fishing and
manufacturing. We can demonstrate that Rainforest Alliance Certified changes behaviour of producers, of
forest managers and farmers—not just practices, but behaviour and even attitudes.

9. ISEAL has studied the question of whether environmental labelling reduces trade opportunities to
developing countries and found no indications that voluntary labels restrict exports. Quite the opposite:
credible label programs can open new, premium markets.

10. On the question of an international environmental labelling system, there are already several
international labelling systems that are members of ISEAL, including Rainforest Alliance Certified, which
is active in more than 50 countries. ISEAL has found no conflict with WTO rules.

Conclusion

As a growing human population threatens ecosystems around the world, the Rainforest Alliance sees
certification as an increasingly important tool for driving continual positive change. Certification is a means,
not a goal. It provides an eVective method for ensuring that natural resources are managed for the long term.
Certification oVers land users and businesses guidance on producing goods and providing services according
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to responsible and eYcient practices that will not deplete resources or negatively aVect the environment or
local communities. And through the purchase of certified products, consumers have the opportunity to
“vote with their wallets”⁄to influence corporate commitment to sustainability.

With today’s growing emphasis on corporate responsibility and in view of consumer demands for
environmental and social accountability, certification provides a market-based solution for producers,
businesses, and consumers. Certification oVers consumers clear choices and the chance to purchase products
that are guaranteed to come from environmentally, socially and economically responsible sources. The
Rainforest Alliance and SmartWood certification logos ensure that the product was produced in a
sustainable manner, that impacts on the environment and local communities were minimised and that the
workers involved were paid good wages and provided with safe working and living conditions. For
landowners and producers, certification is a way to make their operations more eYcient and sustainable and
to gain public recognition for doing the right thing. As consumer support for certification grows, the
Rainforest Alliance is working to ensure that certified manufacturers and producers will be rewarded in the
marketplace wherever possible, providing them with an increasing incentive to adopt more sustainable
practices.

We are extremely grateful to the Environmental Audit Committee for initiating this important inquiry
and hope this brief submission is helpful.

26 September 2007

Memorandum submitted by the Food and Drink Federation

1. Summary

In relation to food products in general, FDF strongly believes that:

— all labels must be clear, credible and consistent;

— product labels should take a lifecycle approach and be underpinned by a uniform assessment
methodology;

— on-pack labelling should not be considered the only way to communicate information to
consumers;

— the introduction of any new label should always take into account existing initiatives and other
on-pack labels in order to avoid profusion and overlapping messages that could provoke consumer
confusion;

— the possible need for an accompanying education campaign should also be considered to ensure
a new label is understood by consumers and will lead to a net environmental benefit;

— wherever possible, the implementation of labels, as well as other consumer messaging, should be
done across the supply chain to ensure consistency and thereby not mislead the consumer; and

— any environmental labelling scheme should not hinder trade flows or create any discrimination
against imported products.

2. Introduction

The Food and Drink Federation (FDF) represents the UK’s food and drink manufacturing sector which
is the UK’s largest manufacturing sector. FDF’s membership comprises manufacturers of all sizes as well
as trade associations and groups dealing with specific sectors of the industry.

We help our members operate in an appropriately regulated marketplace to maximise their
competitiveness. We communicate our industry’s values and concerns to Government, regulators,
consumers and the media. We also work in partnership with key players in the food chain to ensure our food
is safe and that consumers can have trust in it.

A successful food and drink sector is a vital component of a healthy UK economy. For instance: our
industry directly employs 500,000 people, and as many as 1.2 million in ancillary services; it accounts for
15% of the UK’s total manufacturing sector by value; and it is an invaluable partner to British agriculture
buying two-thirds of what farmers produce.
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3. Environmental Labelling

(a) Products requiring labelling

Any consideration as to whether further food products or sectors should be included under an
environmental scheme labelling must ensure a uniform approach across all food product sectors to avoid
any confusion on the part of the consumer.

FDF considers that there is much scope for improving on pack recycling information to help consumers
recover more household packaging including in respect of compostable packaging.

(b) What should be shown under a labelling system

In general, FDF believes that information shown on labels should be understandable and lead to a net
environmental improvement. Labels which relate to the product should cover all major impacts along the
life cycle and be supported by a uniform assessment methodology.

Concerning the issue of carbon footprinting, FDF fully supports the development of a single, robust
measurement methodology. In this respect FDF is currently working with the Carbon Trust and the British
Standards Institute (BSI) to help develop a Publicly Available Standard measuring embodied greenhouse
gas in products and services.

However FDF wishes to stress that a distinction should be made between measurement on the one hand
and labelling, with no automatic assumption that labelling is the way forward as other means of
communication, such as company web sites, point of sale information, may be just as appropriate.

(c) The case for rationalising environmental labels

Rationalisation is important for two main reasons. First it is important to avoid the pitfalls of nutritional
labelling when developing environmental labelling and not to end up with a multitude of approaches for
conveying essentially the same information with all the confusion this can cause for the consumer. Second,
from a practical standard point it is important to limit the number of labels simply because of the lack of
space on packs given the amount of statutory information (eg ingredient listing) which already has to be
displayed.

(d) The impact of environmental labelling on consumer behaviour

A number of surveys have demonstrated the potential confusion amongst consumers resulting from use
of a multitude of approaches to convey the same kind of information. This reinforces FDF’s position on
labels: they need to be simple, widely supported and utilised through the supply chain and easily understood
by consumers.

In some cases, for a label to be eVective, it needs to be supported by a public education campaign. This
is the case for example with the development of home compostable packaging.

(e) The regulation of environmental labelling

FDF acknowledges the need for organisations to work together to develop and promote viable labels
which communicate eVectively and eYciently. In cases where the label links in with an associated standard
then its use should be subject to meeting the requirements of that standard, including verification.

(f) Exports from developing countries and international labelling system

Any environmental labelling scheme should not hinder trade flows or create any discrimination against
imported products which do not display the label. The EU or national governments cannot prevent
imported products without environmental labelling from entering because this would not be WTO
compatible.

An international environmental labelling system would need to strike a balance between achieving
environmental standards and the risk of facing problems with key trading partners. The challenge of
convincing developing countries to see the benefits of strengthened standards in the environmental area
should not be overestimated. Such a system would require international guidelines and it should build where
possible on existing, even voluntary, sustainability schemes or platforms. However, even if the EU were to
develop environmental standards, it would still be diYcult for the European Commission to impose its
standards on its trading partners.

October 2007
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Memorandum submitted by Flybe

Executive Summary

1. Flybe is Europe’s largest regional airline, and will carry 7 million passengers in 2007. We acquired
British Airways regional carrier BA Connect in March of this year and now oVer 157 routes from 56
European airports, including 22 in the UK.

2. We are a proudly regional airline and have long served transport isolated communities like Belfast,
Exeter and the Channel Islands, more recently introducing services from Inverness, Southampton,
Newquay, the Isle of Man and Norwich. Our passenger profile is, unlike other low cost operators, some 45%
business travellers.

3. We would like to thank the Committee for the opportunity to issue this information after the formal
deadline for this inquiry. I hope you will find our experiences helpful to your work.

4. At Flybe, we accept that human activity, including aviation, has an impact on climate change and we
are determined wherever possible to mitigate that impact. To this end, we have committed more than $2
billion to new aircraft that will significantly reduce our carbon footprint, and establish one of the most
environmentally sensitive fleets in the world.

5. Flybe is also the first low cost airline to oVer our passengers the opportunity to oVset the carbon
emissions of their flight. Carbon oVsetting does not oVer a panacea to climate change, however it is part of
the solution. We believe it is important to give our customers the chance to play their own part in ensuring
that the environmental impact of their air travel is minimised by investing in carbon abatement schemes.

6. Most importantly, we believe that well informed consumer choice is the most eVective force to drive
environmental standards in the aviation industry. To help facilitate this, in May we launched aviations’ first
eco-labelling initiative.

Flybe Eco-labelling Scheme

Overview

7. Our eco-labelling scheme provides passengers at the time of booking via the internet with a detailed
but user-friendly breakdown of the fuel consumption, carbon emissions and noise patterns of the aircraft
type to be used on their journey. We shared the details with the then Transport Secretary Douglas Alexander
and were delighted to receive the Department for Transport’s support.

Operation and implementation

8. Each aircraft’s eco-label is broken down into three component parts:

— Local Environment which assesses the aircraft’s noise rating on an A (low) to F (high) rating; and
the levels of CO2 and NOX emissions on a Landing and Take-oV Cycle basis.

— Journey Environment which grades fuel consumption and CO2 emissions (kg/seat) on an internal,
regional and short-haul sector basis and also on an A (low) to F (high) grading.

— Passenger Environment which contains information on minimum leg-room and the number of
seats.

9. Our eco-label is available online at the time of booking, on the side of all our aircraft as passengers
enter a plane, and in the back of all seats once passengers are on board.

10. The scheme was subject to an assurance process by international consultancy firm Deloitte, and we
have included an example of our eco-label at the end of the document.

Conclusion

11. We believe the early stages of this initiative have been a success, and Flybe now wishes to extend this
successful scheme to other airlines. We have been developing this concept with independent technical
advisers.

12. Eco-labelling is an eVective initiative, providing operators with incentives to invest in
environmentally sensitive technologies, as consumers will be more aware of the impact their journey is
making. In our view, well informed consumers are the most eVective force to drive environmental standards
in the aviation industry.

13. If the Committee would like any further information on this initiative, we would be very happy to
discuss this with you, or to provide oral evidence.

December 2007
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APPENDIX 1

ECO-LABEL EXAMPLE

The following is an example of Flybe’s eco-label for our Embraer 195 aircraft. These new planes are helping
to make our fleet one of the most environmentally sensitive in the world:
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Memorandum submitted by BSI British Standards (BSI)

Executive Summary

1. Our view is that for a label to be eVective both in the market place, and to the consumer, it must be
comparable. There must be a standardised method to underpin all sustainability and environmental
schemes.

2. BSI Private Standardization Services has worked with DEFRA and Carbon Trust in the development
of a single methodology to measure the embodied GHG emissions of products and services. A similar
approach of creating a single methodology should be adopted if other environmental labels are under
consideration, such as assurance schemes, and integrated farm management.

BSI British Standards

3. BSI British Standards is the UK’s National Standards Body (NSB) and was the world’s first. It
represents UK economic and social interests across all of the European and international standards
organizations and through the development of business information solutions for British organizations of
all sizes and sectors. BSI British Standards works with manufacturing and service industries, businesses,
governments and consumers to facilitate the production of British, European and international standards.

4. Part of BSI Group, BSI British Standards has a close working relationship with the UK government,
primarily through the Department for Business, Enterprise and Regulatory Reform and the Department
for Innovation, Universities and Skills.

5. BSI British Standards is a non-profit distributing organization, which means that any profits are
reinvested into the services it provides.

EAC Lines of Approach

Products requiring labelling

6. Although few of the standards developed by BSI British Standards are enforceable, if an
environmental label were to become mandatory, we would see our role as the National Standards Body as
being in the development of a methodology behind such a label.

What should be shown

7. Carbon emissions are currently the most widely recognised metric in this area, and we see this as a key
focus for a label. Paragraph 2 details our work in this area.

8. We would support the need for other metrics supported by standards including, water usage, waste,
energy consumption, ecological impacts, etc. Such a method would negate overlaps and ensure consistency.
Our expertise in standards development could be applied to other metrics.

The case for rationalising environmental labels

9. Our view is that concerns over the proliferation of environmental labels are founded if the labels are
not based on standardised methodologies. As may already be the case for some environmental food labels,
comparisons cannot be made if the criteria behind diVerent labels is not coherent.

Existing international labelling standards

10. There are an existing raft of International standards that might help with creating internationally
recognised labels and declarations. These are:

— BS EN ISO 14020: 2004 Environmental labels and declarations—General Principles

— BS EN ISO 14021: 2001 Environmental labels 14021:2001) and declarations —Self-declared
environmental claims (Type II environmental labelling)

— BS EN ISO 14024: 2001 Environmental labels and declarations. Type I environmental labelling.
Principles and procedures

— BS ISO 14025: 2006 Environmental labels and declarations. Type III environmental declarations.
Principles and procedures

11. From a BSI perspective, we would see an international labelling system as feasible on the condition
that the methodologies where based on internationally agreed standards. BSI can play a role through it’s
representation at ISO (International Organisation for Standardization). British Standards have gone on to
be adopted worldwide, for example ISO 9000.
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Recommendations

12. We would recommend that any future environmental labels be based upon standardized
methodologies, based upon consensus. A precedent has been set by the development of the standardized
methodology to calculate the embodied GHGs in products and services.

13. We envisage a partnership approach with Government and industry as the means to progress this
area of work.

October 2007

Memorandum submitted by BT

1. Executive Summary

1.1 Individual electricity products/tariVs should be labelled with environmental impact information;
including CO2 intensity information of a quality appropriate for use in CO2 footprint reporting.

1.2 This should be achievable by: extending the current Fuel Mix Disclosure requirement down to the
individual product/tariV level; and enhancing the calculation methodology so that it utilises actual, rather
than standardised, CO2 information.

1.3 Attributes of electricity—such as actual CO2 intensity, and other environmental impact
information—should be tracked through the electricity system using a tracking system consistent with the
European E-TRACK standard.

1.4 Regulation of the labelling of electricity with environmental impact information (including CO2

intensity) should be suYciently robust to ensure that the existence of financial premiums for diVerentiated
products is justified. Third party auditing of relevant evidence against power supplied should occur annually
with defined penalty/refund requirements for non-compliance.

2. Introduction to the Submitter

2.1 BT consumes approximately 2.2 TWh of electricity in the UK each year (circa 0.7% of total UK
electricity consumption). A majority, 98% of this, is sourced from Renewable or Low Carbon generation
(42% LEC-backed Renewable, and 56% LEC-backed Good Quality CHP), making BT one of the largest
consumers of green electricity in the UK.

2.2 Procurement of this low and zero carbon electricity is one part of BTs strategy towards meeting an
ambitious target of an 80% reduction in CO2 emissions (compared with a 1996 baseline) by 2016. Other
aspects of this strategy include: investment in carbon saving energy eYciency initiatives across BT’s
network, estate, data centres, fleet, and business travel; and construction of 250 MW of wind capacity at BT
sites across the UK.

3. Products requiring Labelling: Electricity

3.1 Most products are labelled with details of their ingredients, many products are labelled with energy
performance information, and some products now contain carbon footprint information. However
electricity products/tariVs are not labelled with their ingredients or their associated carbon footprint
information.

3.2 Electricity consumption is one of the largest components of the environmental impact (and carbon
footprint) of a business or household. Therefore, the choice of which electricity product/tariV to procure has
the potential to be one of the single most significant decisions that a household or business can make, with
respect to its environmental impact.

3.3 Fuel Mix Disclosure (FMD) currently requires electricity suppliers to disclose their average overall
fuel mix each year, as a percentage of supplied electricity sourced from each of the following five categories
of fuel type: Renewable; Nuclear; Gas; Coal; and Other. BERR publishes standardised environmental
impact factors (in g CO2/kWh and grams of high level radioactive waste per kWh) for each of these five fuel-
type categories. Suppliers use these standardised factors to estimate the average overall environmental
impact of all electricity that they supply each year; publishing this alongside the percentage breakdown of
their fuel sources.

3.4 However FMD does not require suppliers to provide either: the Fuel Mix or the estimated
environmental impact of the individual products/tariVs sold to householders and businesses. This means
that FMD information cannot typically be used by households and businesses to diVerentiate between
products/tariVs on the basis of associated environmental impact, carbon footprint, or type of fuel (although
a small number of suppliers do, voluntarily, provide fuel mix and environmental impact information for
each of their tariVs).
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3.5 BT recommends that the provision of Fuel Mix and environmental impact information should be
compulsory for all electricity, at the individual product/tariV level, and that a transparent and robust system
for the transportation and auditing of the required information should be applied universally across the UK
electricity system.

4. What should be Shown under a Labelling System for Electricity

4.1 The Carbon Footprint associated with consumption of electricity should be shown under a labelling
system for all electricity.

4.1.1 In an electricity market in which some products/tariVs are diVerentiated as low or zero
carbon (LZC), and in which consumers of such LZC electricity are able to reduce their
reported carbon footprint accordingly, no organisation should report the carbon footprint
associated with its electricity consumption on the basis of an average national CO2 factor
for grid-supplied electricity.

4.1.2 Combining the diVerentiation of LZC electricity with the application of an overall average
CO2 factor results in a “double-counting” of the CO2 benefit of that LZC electricity. This is
because the carbon benefit has been counted both in the carbon footprint reporting of the
consumer of the LZC electricity product/tariV, and as a component of the overall national
average CO2 factor used by other consumers.

4.1.3 The UK system currently combines diVerentiated LZC products/tariVs with the application
of an average national CO2 factor by consumers of standard electricity products/tariVs. It
therefore “double counts” carbon benefit from grid-supplied LZC electricity.

4.1.4 This double counting problem could be removed by either:

— preventing the diVerentiation of LZC electricity; or

— labelling all electricity with its associated carbon footprint.

4.1.5 BT recommends that all electricity consumed should be labelled with its associated carbon
footprint. Estimated or historical carbon footprint information should be provided for each
product/tariV at the point of sale; and actual CO2 information should be calculated annually
and provided to householders and businesses retrospectively.

4.1.6 In this way organisations will be able to report accurately their carbon footprints in a way
that is free of double counting, and that provides actual CO2 Footprint information that
should be consistent, overall, with the national GHG emissions database.

4.2 Information outlining the other aspects of the environmental impact associated with individual
electricity products/tariVs should also be shown under an environmental labelling scheme, as should the type
of fuel from which the power has been sourced.

4.3 Other aspects of environmental impact which could be shown as part of an environmental labelling
scheme for electricity include:

— a clear indication of whether the product/tariV is “Nuclear-free” (including, if it is not nuclear-free,
the high level radioactive waste associated with the product/tariV in grams per kWh);

— a clear indication of whether the product/tariV is sourced from Renewable generation; and

— an indication of whether there is any “additional environmental benefit” associated with the
product/tariV (over that which would have occurred had the householder/organisation not
purchased this electricity).

5. The Regulation of Environmental Labelling for Electricity

5.1 The Carbon Footprint information provided to businesses and households should be calculated using
actual CO2 information.

5.1.1 As noted in paragraph 3.3 above, Fuel Mix Disclosure (FMD) currently requires each
Supplier to annually disclose an estimated overall average CO2 intensity relating to the
electricity that they supply. This estimate is calculated by assigning, at point of generation,
a standardised emissions factor to each of the five categories of fuel type; and by utilising
these factors to estimate CO2 intensity at the point of supply.

5.1.2 The FMD methodology for estimating CO2 intensity in this way is inadequate for use on a
label of the carbon footprint associated with consumption of electricity from an individual
product/tariV. There are three reasons for this:

— price premiums could not be justified on the basis of information calculated using the
current FMD methodology; due to: a lack of transparency of the calculation process;
and the likely lack of a liquid market in FMD evidence (Generator Declarations, and
Renewable Energy Guarantees of Origin (REGOs)) under current practices;
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— the use of standardised emissions factors for each category of fuel type will prevent any
demand for LZC electricity products from signalling, to generators, a market demand
for lower carbon techniques & technologies to be adopted within each fuel type
category;

— estimation of carbon intensity, using standardised emissions factors in place of actual
CO2 data, is likely to make this carbon information inappropriate for use in carbon
footprint reporting. This will be because of the reputational risk, upon carbon
reporting organisations, of reported information being inconsistent with national
data.

5.1.3 BT therefore recommends that the carbon information provided to households and
businesses should be based on actual CO2 emissions data rather than standardised factors.

5.2 Attributes of each unit of electricity generated—including type of fuel, associated environmental
impact, and actual CO2 intensity—should be tracked through the electricity system to the point of supply/
consumption.

5.2.1 A European standard—the “E-TRACK” standard—has been developed for the purpose of
tracking consistently all electricity attributes through the electricity system. This standard is
beginning to be adopted in the policies of member states, and in policy development at the
EU level.

5.2.2 Tracking of UK electricity using a system that is consistent with the E-TRACK standard
should: help prevent double counting of attributes, and aid consistency between the UK &
European electricity markets, and between future UK & European electricity market
policies.

5.2.3 Tracking of actual CO2 intensity through the electricity system should:

— improve the quality of CO2 intensity information at point of supply;

— provide a robust mechanism for consumer demand for low carbon electricity to be
signalled by the market to generators; and

— support consumer trust in a market for low carbon electricity through improving
transparency.

5.3 Regulation of the labelling of electricity with environmental impact information (including CO2

intensity) should be suYciently robust to ensure that the existence of financial premiums for diVerentiated
products is justified.

5.3.1 Third party auditing of relevant evidence against power supplied should occur annually for
an annual reporting period.

5.3.2 Where all power supplied is not matched with appropriate evidence, residual values should
be assigned by a third party certification body. These residual values should be calculated
using a transparent methodology following “settlement” of all available evidence.

5.3.3 Where a product/tariV has been sold on the basis of a stated environmental impact attribute
(such as having CO2 intensity of less than 200g CO2/kWh), but does not meet this upon
settlement of evidence against power supplied, the supplier should be required to make up
any shortfall by either purchasing additional evidence, or refunding consumers of that
product/tariV appropriately.

5.3.4 Evidence of electricity attributes should be available for purchase by businesses and third
parties—in addition to suppliers—so as to encourage the development of liquid markets for
this evidence; and to thus improve transparency and consumer confidence in price
premiums.

25 January 2008

Printed in the United Kingdom by The Stationery OYce Limited
3/2009 400045 19585
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