Newsletter on Eco-labelling and Eco-friendly Producis

\ ) C \ (
ﬂ} L( ﬁ} \
ENVIS CENTRE
/D
Vol. 05, No. 01 // > J&uary - March 2010
@
Cm Page
O mcolabemng? 2
O S@s of Ecolabelling and Developing countries. 4
Global Ecolabelling Network. 5
Ecolabelling: Trade in India and World. 6
[0 Impending areas for future work. 7
Sponsored by:
Ministry of Environment and Forests, Government of India
ENVIS Centre on:
Eco-labelling and Eco-friendly Products




As we very well know, any product which is
manufactured, used and disposed of in a way that cuts out
or reduces the harm it otherwise causes to the environment
could be considered as Environment Friendly Product. It
was indeed quite thoughtful of the Government of India to
initiate this Environment Friendly Product scheme( called
“Ecomark”) for consumer products some 20 years back.
Butthen, how is it thattill 2010 only some 20 licences have
been issued with only 15 companies across just 4 product
catagories ? Can a business be developed this way ?
Obviously there is something drastically wrong in the
system. At a time when there is a great surge in eco-
friendly products in most of the world markets, the Indian
“Ecomark” hardly exists in our country. There are ma

reasons for this non-starters but it is time that time-bound
strategies are worked out by both business
government to ensure that genuine and moderately p { d

eco-friendly products are made easily availablézo nly iR
our country but also in the world markets at larg x
As a part of this exercise, ENVIS issue this month\giyes to

ing
eco-labelling and the status of deve ountries in
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Introduction

India is witnessing an unprecedented rise in urbanization and cities like Delhi, Mumb
Calcutta are over-crowded with people. Rapid urbanization has caused wid
degradation in the country. The government has conceded that despite im!
measures, the magnitude of pollution from various sources in the co

due to the regular and extensive use of different products or ice

environment in the over crowded piece of land.

to promote envi entaf labelling in order to
patterns and thereby

eveloped countries and some
countries including India have
ecolabelling programme. Indian
Goysrnment has agreed to encourage expansion
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of environmental labelling and other
environmentally related product information
programmes designed to assist consumers in
making informed choices. There has been a
significant increase over the last few years in the
use of eco-labels, i.e. environmental labels
attached to a variety of products to attract the
attention of consumers about the environmentally
positive features of the products. Generally these
labels are voluntary and mostly used for the
promotion of the products on the basis of their
environmentally friendly characteristics.

CERC ENVIS January - March 2010




With the industrialization and technological
development, markets are flooded with products
of daily consumption, making life more
comfortable. They could however, be a source of
danger to health and damage to our environment.
There is a need to distinguish the more
environmentally harmful consumer products
from those which are harmful, or have a more
benign impact on the environment right from the
stage of manufacture through packaging,
distribution, use, disposal and reusability or
recycling.

The shift from traditional command and control
measures imposed by governments towards
market governance which is a self-regu(tqry
new environmental policy instrument called e

labelling proves to be an effective tod{ \for

med to be environmentally more friendly
er functionally and competitively similar
cts. Ecolabelling issues a label which
identifies overall environmental preference of a

roduct or service within a specific
product/service category based on life cycle
considerations and is placed on certified products.

Eco-labels are normally issued either by
government supported or private enterprises
(third party) once it has been proved that the
product of the applicant has met the criteria set by
them for the label. The criteria for the use of eco-
labels is mostly based on the “cradle-to-grave”
approach, i e the life-cycle analysis of the product.

Why to introduce Ecolabelling?

' Companies with ecolabels, aim of reaching the
environmental excellence for the promotion and

em\\Qf  sustainability. Thus, OECD  jmprovement of products and processes to meet
atigh Mor Economic Co-operation and  ¢onsumer's preferences.

defines Ecolabelling as the
upta y~granting of labels by a private or  The consumer market is increasingly concerned

body in order to inform consumers and  gpoyt purchasing products produced in a company
with:
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a. Assurance of it being concerned about future ~ Guiding Principles
generations.
b. Products causing less environmental impact  Series of experiences of succegs belling
than others. ] ] programmes and pertinent ISO™ pelped to
c. Preserving strategies for environment. . . .
] ) ] frame the guiding princfyles fon ecolabelling.
d. Anaimofreduction of waste (Recycling).
o o ’ They are:
e. Vision of foreseeing itself at a higher level
I a. Voluntary P
than other competitors in the market. .
_ o b. Complia
f. Increased exportation opportunities.
c.
Major Objectives d
Various objectives of Ecolabelling may be sated
as follows: . e .
) ) eria misf distinguish leadsership.
a. Protecting the environment. y .
A q eria must be credible, relevant.
b. Awareness among consumers regardin : .
‘ & g ' g A{faipable, and measureable/verifiable.
environmental effects of a particular . .
1d be independent from commercial and
product. .
. ‘ O her interests.
c. Offer incentives to manufacturer
) ] h.” Programme must be accountable and
importers for reducing ad se
) L forod accurate.
environmental impacts of product . ey ey . .
) P P i i. Flexibility is necessary for business
d. Enhance environmentally soung .
Provid 0 " o operations.
e. Provide such manutacturers fa jtive . .
jo Consistent with ISO 14020 and ISO 14024
advantage over other man 'S Sy
guidelines. .
%, i
FeelingHelpless? JL
Medical and life s rejected? Fixed deposits/bonds not being{’ °~ Membership fees
paid up on maturity? es not received, dematted nor transferred? Builders Term Rates
asking you for a ride? d new fridge stopped making ice?
one/elegigicity bills? Problems you don’t know how to| ; years Rs. 1350
act for help
* Please add Rs. 20 for
e Become a Member of CERS outstation cheques except
the cheques payable at par in
bers of CERS can get FREE assistance on consumer Ahmedabad. OR deposit
: i . cheque/cash in any ICICI
complaints from the CERS Complaints Cell. branch in your city in our Alc
INSIGHT - 7HE CONSUMER MAGAZINE for CERS members
Q&

ADVT.

your cheque/DD in favour of Consumer Education and Research Society to us along with your complaint/s at
Consumer Education and Research Society, Thaltej, Ahmedabad - 380054.
\ Tel. 079-27489945/46, 27450528, 27438752/53/54 Fax 079-27489947 Email cerc@cercindia.org Visit us at www.cercindia.org
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Status of Ecolabelling and Developing countrie

Labc?ll'lr‘lg schemes' are Pops1dered as one  onsumers Who Look for a Epeciﬁ® jon
possibility from the industrialized world to take  Label to Evaluate a Product's Enui@laims
the environmental aspects of products into 2O [ESPONGENts in each country—

consideration. They are designed to improve the
sales or image of a labeled product, to raise the
awareness of consumers, to give information
about the environmental value for the decision and
judgment of the group of buyers and also to give
incentives for the manufacturers to improve the
environmentally negative aspects of their
products. It has to be mentioned that the
effectiveness of all these labeling procedures
depends on the system and the described criteria.
Both system and described criteria differ with the
developed and developing country.

b
) ¥
vE GO & WGV S Paryt SChoen Beviand,

o Ak ebenGr2en.com

elatively high cost for getting a label
d/or paying the necessary certification
s is usually higher for companies from
developing countries.

To many developing countries, the aspect o
Ecolabelling is potential barrier to trade, As,
developing countries fear that stricter pr ¢

standards relating to environmental crite C.  The cost for getting eco-friendly final and
increasingly being used as a trade barrier for\Pi resentable product even demands high cost.
exports. The general difficulties fa
developing countries are as follows: Case Study:

A. Companies from developing C Organic Shrimp Farming: Ecuador and Peru

+ Startedin 1998

national labelling sc * Basically done for the Promotion of extensive,
selection of prod sustainable aquaculture practises and shrimp
selection of criterfza . products on international markets through

ECO-Labelling F-

Green Labels Positively t M'urchase e  Main markets :EU
Behavior
\ and US
“areneml popolanon indca neyEENamgac of I@f:a:-c'—w—:’ﬂpmﬂ'ﬁ: L
* Programme
w Spact . .
involving more

both large-scale
B and small)

i 8 * Today well
A T e T el established and
@ d-_ acknowledged by
Xghisal Miskesng Leotitises 2007 LOFLAF Cranamtr Troasd Disdibun ™ the markets

laeke Eng Teatstune LI, 2008
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Global Ecolabelling Network (GEN)

A demand for products
with ecolabels is growing,
though confusion about
which companies are
truly environmentally
responsible persists.
Several large companies
& government agencies
have recently announced
or improved their policies
to meet green or eco-
purchasing policies. The
ecolabels and eco-
certification landscape is
currently fragmented and often confusing as
some ecolabels are regionally specific while
others are global and some have stricter c@eria
than others.

Since globally ecolabelling is still largel
voluntary, and countries and regiéns_hs
separate ecolabelling schemes.
increasing need to develop crediblg eco)a
programs and share informatig
international ecolabelling schf
this need for co-operation bej
ecolabelling schemes, t

The Global
non-profit tion of third party
environ performance labelling

consists of 26 members like
Brazil, Czech Republic, Hong
apan and many others that operate

N

ecolabell
aro

/ he teria for GEN
membershlp are that the

/o gantsations must be non
profit organisations, with
o conflicts of interest due
their source of funding.
They must have stringent
criteria for environmental
labelling based on the
lifecycle of the product,
and must have a legally
logo. The environmental criteria must

: Mission and Functions

Fosters information exchange among its

members that cover a wide geographical area,

and run some of the foremost ecolabelling
programs in the world

2) Dissemination of information to the public:
The sharing of knowledge and expertise
among GEN is expected to raise the quality of
global ecolabelling programs both in terms of
design and implementation.

3) Represents the interests of environmental
labelling in various international forums.
GEN provides assistance to its members and
acts as a bank of information for setting up
national ecolabelling programmes.

4) Provides information and technical assistance
to developing programs, and

5) Works toward the long-term harmonization of
environmental labelling programs.
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Ecolabelling: Trade in India and the World.

In recent years, the demand for eco-friendly
materials has increased significantly among
consumers. This has resulted in significantly
increased pressure on brands and retailers to
meet the various eco standards. Retailers and
brands are nowadays responding to
sustainability in a more proactive manner and
striving to take care of the environmental impact
of products and its manufacturing stages.

The number of companies receving the
ecolabels are increasing every year at such a rate
that at the end of 2010 it has reached 1152
licences (ecolabels). The facts and figures by
European Commission says that Italy and
France have the greatest number of EU Ecolabel
holders, with 359 and 244 licences respectively.
They are followed by Spain and Germany who
each have more than 70 licences. Whereas&dia
stands far behind in the list of holders

licences.

internationally.

provide fast and reliable eco
their supply chain partners

overlook acceptable
acturing processes in the

irproducts labeled, the importers in

the\developed countries have helped them in

g the demands of label, by way of
chnrcal and logistical assistance.
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The EU Ecolabel is currently awardgd to
categories of products in the

International co-operation could make
ecolabelling more useful as an instrument to
promote the production of environmentally
preferable products and use of environmentally
sound technologies in developing countries.
Indeed, a number of countries themselves are
initiating or have initiated ecolabelling
programme. At the same time, greater attention is
being paid to the possible benefits of ecolabelling
as a means of maintaining or increasing market
share, as a route to capturing new niche market,
and as a way to ease some domestic
environmental problems through increased
consumer awareness.




Impending areas for future work

The spread of environmental requirements, E d Fi )
including ecolabelling and other types of acts and Figures:

. EU Ecolabelled wall paints use
standards, can be expected to continue to o s [oes VoI6s (DED
increase due to the actions of conventional products.
private market actors, : + The energy consumption o

; EU Ecolabelled television d
p art.lculaﬂy through . supply standby mode is/half than that
chain contracts and big retail

! of a standard Q
chains. « No chlorine g5€ is usgd¢/as a -
[ bleaching agentNg £ i il
) Ecolabelled graphic&and copying B "5

—

Future work on these issues ﬂ.uﬂvﬁl:ﬁ ﬁ‘m‘dl
should actively engage

ecolabelling practitioners and organizations
developing ecolabelling programmes, including
the International Social and Environmental
Accreditation and Labelling (ISEAL) Alliance
and the Global Eco-labelling Network (GEN).

. : -
These bodies are effectively 'industry andantls or certification procedures that affect the

associations' for the main private labelling n and implementation of ecolabelling
organizations. This work should also efigage grammes, such as ISO, the ISEAL Alliance and
trade and environment officials fr e GEN;

governments who are responsible for addrégding collaborate with developing countries in gathering
these issues as well as releviant and analysing market information on ecolabelling
intergovernmental bodies, including and on low-cost techniques for complying with its

requirements;

* develop guidelines (perhaps in cooperation with
the Global Compact) on how to integrate
environmental requirements, including

Conference on Trade and Déxelopment
(UNCTAD), the WTO and others.

Some potential foci for O/ are as ecolabelling, into supply chains, so that positive
follows: o environmental and economic benefits including
* develop a framewor rizing the

predictability of market access are maximized and
undesirable trade effects are minimized; and

» provide guidance and advice to the members and
secretariats of multilateral environmental
agreements (MEAs) that are considering the
development of ecolabelling or similar types of
consumer information tools for implementation
purposes.

The extensive work and data collection and

analysis carried out on the above mentioned

themes would help to solve the unsolved mystery

. of Ecollabelling and its acceptance by traders,

rogramfmes and accompanying private and ~ consumers and government in Indian trade and

lic policies that respond to SME and market.
loping country needs and conditions,
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ECO-NEWS

1 Chemical company BASF has launched a
website called SELECT (Sustainability,
Eco-Labeling and Environmental
Certification Tracking) to help customers
sort out the crowded world of eco-labels and
certifications and for the strategic
management of eco-labels, environmental
claims, directories and rating systems.
BASF hopes this database will simplify the
understanding between the various
ecolabels. (February 17th, 2011,
Environmental leader, Environmental and
energy management news)

] Seven companies, (Aetna, Allstate, Garnet
Hill, Office Depot, Performance Bicycles,
Symantec and United Stationers) have
agreed to stop using the Sustainable
Forestry Initiative's (SFI) 'eco-label' on
branded paper products or co y
publications. As, these Brands wants to
and certification which is truly green 1s

not for misleading consumers. (March 281k,
2011)

1 EU eco-label rules tightened
leads to ban on Substances
concern (SVHCs). New prosi
of a revised ecolabellin

is adopted and the agreed (t¢
label can not be awars
containing

or

preparations/mixtur¢s, mee the criteria
for classification as ardous to the
environment,y carcinogemic, mutagenic or

gntific evidence of probable serious
ects which give rise to an equivalent level
oncern. The new Regulation will enter

pdblication in the EU Official Journal.( 3rd
April, 2009)

Government plans to make it mandatory for
certain [T-enabled products and equipment
to carry eco label as an initiative to reduce
carbon footprint in the country. Jairam
Ramesh said that from January 2010, it will
become mandatory for certain IT-enabled
products and equipment to carry eco label.
(Cxotoday.com, July 29th, 2009)

Environment conscious co
out for a 'Green Signal' in prod before they buy them.
The Centre fof\Innovgtion, Incubation and
Entrepreneurship IIE) ™t Indian Institute of

rs will soon be looking

Management (IIM-A) has launched a logo
called 'Green Si dnesday. CIIE will authorize
the logo ed only on environment friendly
products.

s apply at CIIE for authorization of the
will probe into the manufacturing
f the products to ensure environmentally
ctices. The centre will also check how eco-
Rdly the Product is in its usage before the permission to
s logo is sanctioned.
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Faculty member at [IM-A, Amit Garg, who has led the
initiative, said, “This is the first eco-label for India. It will
cover various aspects like amount of water and energy
consumption, amount of greenhouse gases (GHG)
emission, amount of waste generation, and dimensions of
products and its services.” A steering committee of eight
experts has been formed for the initiative.

Ref: Times of India, 9" June, 2011




ECOMARK SCHEME

The environment is under tremendous stress  The criteria are based on
from rapid industrialisation, unplanned the cradle-to-grave
urbanisation and changing consumption patterns  approach, i.e. from raw
in the race to achieve better living standards. The  material extracti
time has come for consumers to take the lead in - manufacturing
prompting manufacturers to adopt clean and eco-
friendly technologies and environmentally-safe
disposal of used products, along with preventive
and mitigative approaches.

disposal. T

To increase consumer awareness, the
Government of India launched the eco-labelling
scheme known as 'Ecomark' in 1991 for easy
identification of environment-friendly products.

_ y, only 12 manufacturers of various
The 'Ecomark' label is awarded to consumer — prog

like paper, pulp, leather and wood

goods which meet the specified environmental icl>gvard have applied and got the Ecomark
criteria and the quality requirements of Indian But none of these manufacturers found
Standards. Any product with the Ecomark wyll be utility of the matka (earthen pitcher)
the right environmental choice. led with the ISI mark on their package.

N\
—

The MoEF have so for ide 20l 16 products categories to be covered under the
ARK. The products are: -

Soaps and detergents . Vegetable Oils . Pesticides & Drugs

Food Items . Paints . Paper

Textiles . Food additives and preservatives . Wood Substances

Packaging . Batteries . Lubricating oil

Cosmetics . Plastics . Aerosols
Electronic Goods

] v = A Products
ECO-SAFE
LUBRICANTS

For a Cleaner toorld ——
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ASIA EUROPE

India France

@J E-mail: cpcb@alpha.nic.in or cpcb@sansad.nic.in
ecomank  Homepage: envfor.nic.in/cpcb/ecomark/ecomark.html

People’s Republic of China

E-mail: info2@zhb.gov.cn
Homepage: www.zhb.gov.cn/english

Hong Kong (People’s Republic of China)

g G F E-mail: info@greencouncil.org
< Homepage: www.greencouncil.org/

... Hong Kong (HKFEP)
0 E-Mail: hkfep@hkfep.com

Homepage: www.hkfep.com

/\ Israel
= E-mail: gitaie@sii.org.il
(o3} g @ g

s HOmepage: www.sii.org.il/siisite.nsf/Pages/GreenMark

Scandinavia
E-mail: svanen@sismab.se
omepage: www.svanen.nu/Eng/default.asp

Japan weden

E-mail: ecomark@japan.email.ne.jp O

Homepage: www.ecomark.jp/english/

E-mail: gbg@snf.se
Homepage: www.snf.se/bmv/english-more.cfm

fﬂ
Philippines TCO (Sweden)
e
E-mail: greenchoice@i-manila.com.ph E-mail: development @tco.se
Homepage: www.epic.org.ph/product.htm Homepage: www.tcodevelopment.com

Singapore Slovakia
E-mail: info@sec.org.sg

Homepage:
www.sec.org.sg/greenlabel htm/greq

E-mail: kobzova.darina@lifeenv.gov.sk

Spain

E-mail: info@aenor.es

Homepage:
www.aenor.es/desarrollo/certificacion/productos/tipo.asp?tipop=2#1

Czech Republic

E-mail: Petr.Saifrid@ceu.cz
Homepage: www.ekoznacka.cz/ENG/

w=, South Korea

G@ E-mail: ecomark@chollian.ng

Homepage: www.kela.or.kr/f

Hungary
E-mail: kornyezetbarat.termek@axelero.hu

Homepage: okocimke.kvvm.hu/public_eng/?ppid=2200000
Canada

E-mail: ecoinfo@terrachoice.ca
Homepage: www.environmentalchoice.ca/

USA
“\5'4_(
¢ C g E-mail: greenseal@greenseal.org
age: www.enviro-choice.org.nz Homepage: www.greenseal.org
=5\ \ Btue Angel (Germany) ‘ Brazil

“}% E-mail: fcabral@abnt.org.br

S,

Wl LS Homepage: www.abnt.org.br
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