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\/= What is an ecolabel?

According to the international standard 1SO 14020, environmental
labels are differentiated as follows:

Type |. (Official) ecolabels
» An official label highlighting the environmental advantages of a product
* A multi-criteria and multi-stage approach
« Compliance with criteria is assured by an independent certification body

Type Il: Auto-declarations: products labellised by fabricants or distributors
without the verification of the claim by a third party

Type llI: Environmental Product Declarations (EPD): the presentation of
environmental impacts of a product on the basis of a life-cycle analysis and its
critical review
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5 Different approaches for the reduction of
\\lf environmental impacts

The production site approach:

This approach is based on the environmental management at the
production site

Focus on continuous improvement

The product approach:

A guarantee of a certain environmental performance and technical
standard of the product at a certain point in time
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\,.. Existing official ecolabels

[
|

The Flower (European Union):

26 product groups, 622 licences, more than 3000 products and
services

NF Environnement (France):
19 product groups

The Blue Angel (Germany):

80 product groups, 950 licences, more than 10 000 products and
services

The Nordic Swan (Norway, Sweden, Denmark,
Finland):
60 product groups, 683 licences

The Milieukeur (the Netherlands):
40 non-food product groups, 21 food product groups

The Austrian Ecolabel (Umweltzeichen) (Austria):
45 product groups
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N\~ Ihe European Ecolabel — The Flower

[

The official European Ecolabel, managed by the European
Commission

« Competent Bodies » manage the label at a national level
Multi-criteria and life-cycle based approach

Criteria concern the environmental impacts of the product as
well as the technical performance

Criteria are revised every 3 years, to follow technological
evolution

26 non-food and non-medical product groups as of June 2008
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\lf June 2008

Cleaning products
Appliances

Paper products
Home and garden

Clothing

Tourism

Lubricants

.+ The Flower — 26 product groups as of

All-purpose cleaners

Detergents for dishwashers

Dishwashers

Heat pumps

Copying and graphic paper
Printed paper (expected for 2008)

Bed mattresses

Wooden furniture (expected for 2008)

Footwear

Textile products

Tourist accommodation service

Camp Site service

Lubricants




\/= Who can apply for the Flower?

Manufacturers, importers, services providers,
traders and retailers, may submit applications for
the ecolabel. Traders and retailers may submit
applications in respect of products placed on the
trade market under their own brand names.

If a product is being sold in a single Member State the
application shall be presented in this Member State.

If a product is being sold in the same form in several
Member States the application may be presented in any of
these Member States.

If a product originates from outside the Community the
application may be presented in any of the Member States
In which the product is to be, or has been placed on the
market.



\53 Some examples of EU ecolabelled

S[=  detergents

+ *

Novamex,
France

Quimicas del Vinalopo,
Spain

Danlind, Denmark

Soluvert, France
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\SS Some examples of EU ecolabelled
~[=  copying paper and tissue paper

+ *

Lucart, Italy

Dalum papir (Cyclus),
Denmark



< Some examples of EU ecolabelled
= products: paints and varnishes

Blanchon, France

Akzo Nobel, Spain

Ecoplast, Greece

Alcro Beckers, Sweden



¥ o
x
*

N Some examples of EU ecolabelled
NS textiles

+ *

Klopman, Denmark

Rama textile, Thailand _
Anne Linnonmaa,

Finland
Joha, Denmark



N\~ Some examples of EU ecolabelled camp sites

Campingplatz
Salzmann Rohrspitz, CamE OASA -
Austria Stankov City ,

Czech Republic

Seecamping Gruber - Nussdorf
am Attersee City , Austria
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- Management of the Flower —

el | | .
\.. the different actors involved in the
| EUEB

Competent Bodies I Consultation Forum I European Commission
Role Role Role
Implementation of the Assuring an balanced Secretariat
Flower at national level representation of all
Elaboration of criteria interested parties

Who Who
EU + candidate countries Industry (UNICE,
Environment ministry UEAPME)
i Distributors
Environment Agenc
geney (Eurocommerce)

National ecolabels

Environmental NGOs
(EEB)

Consumer associations
(BEUC)




Three management groups

Policy management group

Co&Co management group

Marketing management group
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~ Criteria development

The EUEB votes for the creation of a new product group
The Commission mandates a Competent Body

The Competent Body sets up an Ad Hoc Working Group
(AHWG) bringing together industry, experts, NGOs, public
authorities...

Meetings of the AHWG about 3 times per year, minutes
available on the web site

The process takes 2-3 years

Draft criteria shall be approved by the EUEB
Interservice consultation within the Commission
Vote by the Regulatory Committee

Publication of the Commission Decision in the Official
Journal 16
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Revision of the European Ecolabel Scheme

The Ecolabel Scheme is revised according to the Ecolabel
Reqgulation

The idea Is to streamline processes with the main aim to
decrease bureaucracy
allow a faster growth of the number of product groups

The public consultation process is now completed

Results expected in 2008, with the publication of the
Sustainable Production and Consumption Action Plan

Outcomes of the public consultation are available on:
http://ec.europa.eu/environment/ecolabel/pdf/revision/revisio

n_report2007.pdf 17
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N/~ Insights of the upcoming SCP AP (1/2)
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\€  The EuP Directive and the EU Ecolabel
(= scheme
Today Ecolabel criteria for 8 EEE
Dishwashers — criteria published in 2001
Light bulbs - criteria published in 2002
PCs - criteria published in 2004
Portable computers - criteria published in 2004
Refrigerators - criteria published in 2004
TVs - criteria published in 2002
Vacuum cleaners - criteria published in 2003
Washing machines - criteria published in 1999

Most criteria are likely to be out-of-date now in this fast
moving sector

The reason: stand-by until 2006 on the revision, waiting for
preliminary results from EuP studies



{ié. :
\“r What's next?

For a given product group, before the EUP minimum
requirements come into force, corresponding EU
Ecolabel criteria will either be repealed or revised

Objective: develop EU Ecolabel criteria on the basis
of EUP preparatory studies:

Current on-going work to create Ecolabel criteria for 6 new
product groups using EuP studies

Upcoming revisions (date not fixed) to be in line with EuP
work
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* Content of this presentation

Presentation of the European Ecolabel

Why apply for the Flower?
Environmental and health benefits of the Flower
Economic pay-off of the Flower
Possible savings due to increased environmental performance

Communicating about your Ecolabel certification

Opportunities for companies
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N Environmental benefits of the Flower

N lf
With a 5% market share within the EU:
RESOURCE SAVED /AVOIDED PER YEAR Amount saved per year
» Electricity 14,700,000 kWh
e CO2 produced from energy use 9,318,000 tonnes CO2
« Water use 12,285,000 million litres
* Reduced use of hazardous substances 13,800 tonnes
» Material savings (other than hazardous 530,700 tonnes
substances)
* Reduced discharges to water 30,400 tonnes COD
* Reduced air pollution 17,500 tonnes pollutants
Example: « Purchasing 1 eco-labelled lightbulb avoids the emission of 50 kg CO, in the air »

The Flower provides environmental credible sales ar  guments

Source: « The Directs and Indirects benefits of the Eco-label », AEAT in Confidence, 2004 22
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Health benefits of the Flower

Eco-label criteria: reduction/prevention of risks to human
health related to the use of hazardous substances

According to the BEUC (the European Consumers’
Organisation) “Ecolabelled products provide you with
the guarantee that they contain the least hazardous

substances” (2007)

Consumers can therefore reduce their exposure to
potentially dangerous chemicals by choosing products
with the EU Eco-label

Consumers are more and more concerned by the
chemicals contained in the products they use

There is a demand for safe products, provided that they
bear a reliable label

23
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& 7 Economic pay-off of the Flower — B2C /
V= B2B

&

Strong demand for environmentally-friendly products:
environmentally responsible purchasing from:

Consumers, due to:
* a change in attitude towards the environment

* Increased fears of health risks

Retailers due to:

*increased recognition of social responsibility
sopportunities of image improvement
demand from consumers

For companies outside the EU the Ecolabel can be an
efficient means of entering the European market providing
buyers with a guarantee of environmental excellence and

technical performance

24



; 5 : Economic pay-off of the Flower —
\ 2~ Green Public Procurement (GPP)

Public purchases account for 16% of total European
GDP

Two Directives of 2004* allow for the integration of
environmental criteria into public calls for tender

No direct demand of ecolabelled products is allowed but
using the criteria of the European Ecolabel facilitates the
process

The Flower logo on products can serve as a proof that
products comply with the criteria

*Directives 2004/18/EC and 2004/17/EC

More information on GPP and the Flower on:
. . 25
http://ec.europa.eu/environment/gpp/index en.htm
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\/= savings due to increased environmental
performance

An example: Savings in resources by the Hotel Jardim
Atlantico in Portugal

Consumption per night per person

Examples 2002 2003 2004 2005 Average of similar resort

hotels on Madeira island

Fresh water 364 It 289 It 283 It 267 It 480 - 1,170 It
Energy 17,00 Kw 10,53 Kw 8,89 Kw 9.36 kw 17,8 - 22,87 Kw
Gas 1,95 Kg 1,09 Kg 0,94 Kg 0.81 kg 1,15 - 2,07 Kg

Solid waste 2,25 Kg 1,16 Kg 0,85 Kg 0.80 kg 2,15 - 3,55 Kg
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...~ Evolution of the Flower -

= The growth of the number of holders

27



\€ Evolution of the Flower -
N[> The growth of sales

Ex-factory sales value of EU ecolabelled products
Increased by 300% between 2002 and 2003

Value in 2005 -> 800 million euros

Still increasing...
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Y¢ *~ Communicating about your Ecolabel
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\/= license

Usage of the logo on products and in advertising

The use of well-founded environmental statements:

For example for a dishwashing detergent:
*« Contributes to the reduction of water pollution »
*« Contributes to the reduction of resource consumption »
*Advice on an environmentally respectful use of the product

The « Green Store », the online catalogue of ecolabelled
products: www.eco-label.com

Available in 21 languages

Personal access for each holder to update information

661, 000 hits per month on average in 2008

Each holder benefits from communication activities organised
by the EC, NGOs, etc. 30
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~ Consumers and retailers can search for products on the
Green Store www.eco-label.com

The search engine of the Green Store

You can add detailed information about your company and
products with your personal log-in details

31
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Example: Coop ltalia (2/2)



: 5 The number of hits per month of the

\f* Green Store website
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NGOs supporting the Flower
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The public often trusts NGOs more than
administrative bodies

The support of NGOs is therefore an important
communication tool

« In response to the question ‘should
consumer be advised to purchase E
ecolabelled products?’, the answer is

yes »

« To reduce our ecological footprint
we have to choose products whose
production methods have less

environmental impacts on the Earth.
The WWF therefore recommends to

The EEB, 2007

purchase products that are awarded
with an official label such as the
European Ecolabel. »

The WWEF, 2007

“The EU Ecolabel is essential in facilitating
consumers’ sustainable choices favouring {
more sustainable segment of products and
services on the market.”

The Swedish Consumers’ Association, 200
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f The Flower month

Once a year a number of Competent Bodies
organise activities around the Flower

Activities and target groups vary according to the
year

This means ‘free’ advertising for producers

36
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Flower Month advertising in Denmark, 2004
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~ Flower Month advertising example Il

R

Flower Month advertising at an Ecofilm Festival in
the Czeck Republic, 2007

38
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Communication tools of the European Commission

Web news

Short news articles are published once a month on:
http://ec.europa.eu/environment/ecolabel

Including companies’ activities around the Flower

A monthly News Alert

Web news as well as statistics and an agenda
Sent by mail to more than 500 subscribers

To subscribe please send an email to ecolabel@biois.com, entitled “Subscribe
EU Ecolabel News Alert”

The biyearly Flower News

News around the Flower, including an interview and information on new
holders

6000 hard copies sent to subscribers
Plus 3000 electronically

43






1 £ .7 Example of a monthly News Alert
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s Opportunities for companies

Meet retailers’ demands

Improve company image

Meet customers demands

Bring instant credibility on the European market

Increase sales

a7
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\f Opportunities for companies

If you offer products / services covered by the EU
Ecolabel scheme:

We advise you to assess whether your products could
comply with the Ecolabel criteria

Complying with the criteria will ensure that your products
are more environmentally-friendly, and may lead to savings

Current high demand from European retailers (UK, France,
Belgium...) for EU ecolabelled products under their own
private green brand name

Competitive advantage for your products sold on your
country market, as all consumers around the world are
getting more and more aware of environmental issues

48
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s Opportunities for companies

If you do not offer products / services covered by the EU
Ecolabel scheme:

Maybe you produce raw materials entering in the
composition of potentially EU ecolabelled products

Current project of identifying so-called « green suppliers »
for:

Detergents

Lubricants

Paints and varnishes

Textiles
Green suppliers will be highlighted on the European
Commission web site, so that EU Ecolabel applicants can
easily find them (CBs will check the products’ compliance
with the relevant criteria) 49



