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1. _-.10\/53 ments need to show far more leadership:
~ Procurement

~ Regulation

' Technology Demonstration

Funding of Ecolabelling

- .

= GEN needs to provide expertise, guidance, pressure.

“ GEN can assist its members to compete more effectively - GEN
members need to collaborate in this regard.
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— — Recommendations

The Role of Government
Other GEN Opportunities
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| Global ey ting worse for the planet
It just keeps getting rthe planet
Situationee e SO UG =R

—_—
w/lrr Geopolitical
\ te Change - Financial Markets under pressure
s ,esource constraints - Political Upheaval
— ;_}‘: TOXICI'[y risks - Lack of leadership and consensus

~ "+ Bio Diversity

* Social Responsibility
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)emand for better eco-management continues to grow:
. 5sed consumer & industry acceptance

&= Driven by enormous media coverage

o e —

~—— — Both likely to continue to increase

~  Government leadership beginning ?
Carbon trading - over $100 B 2008, over $1 T by 2012
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S never been an anthropogenic global threat, with
e exception of Ozone Depletion.
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as never been the need for global solutions:
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=1 ~ﬂestructur|ng of economic systems - global harmonisation
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— Regulatory systems - national, local.
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The New Paraq;gM i

v—'ryrn we consume has an environmental impact
\/—'ryE" we produce gives rise to GHG emissions

| fconom|c systems and regulations are required:
.;Qonsumers must pay for environmental costs
— Externalities must be internalised by producers

Regulation is required to enable industry to compete by
setting a minimum acceptable standard.
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Il Ecolak _ The potential demand is fal ra%'
Potentie ~ than is current g realised:
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Even Leadin
SI[gr-(0= - thousands of products, hundreds of standards:
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-‘Ségments are not being addressed,
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méte Change is not being sufficiently incorporated,
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| -f—'llihe voluntary nature of ISO 14024 will always be a constraint.

—

The key barriers are funding, marketing, leadership (gov't)
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_Ecolabelling W
* competition is good but ......

— —
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[l Compe
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rrwr, Can not & will not know this standard
_‘Tnany ecolabels that look bonafide - some are
;. e SIX X sins of ecolabelling are rampant

~=Co ?- imers and the press will decide what is an Ecolabel

’_,,-——da.s_. .,-

A major competitive threat to 14024 / GEN
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_Ecolabelling W
* competition is good but ......
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can not & will not know this standard

many ecolabels that look bonafide - some are
ms of ecolabelling are rampant

ers and the press will decide what is an Ecolabel
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Situation ood progress ...B :
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;Jrogress

ew  Members
. ~—3NeW Criteria / Product Category Standards
= i‘j ‘New Certifications - high growth ?

-

- “The Strategic Plan of 2007 needs to be fully embraced
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[V GEN . ' —
Sttt The GEN Strategy 2007 called for :

— —

h Incre funding of GEN to support global initiatives and guide
national programs

- Inc S—%d co-ordination and collaboration among members,

- :?;:r‘ﬁ‘e GEN - case studies of success, collateral materials

=_— ;f;éater engagement with external parties - alliance strategies

o —
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"~~~ GENICES and GENICES Plus

L g— -

~_Increased marketing - more categories, more segmentation

Ecolabelling of services, consumer products and organisations
We did not deal with Climate Change
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Recommendations - . -

/= Governments — All Kinds

Global
National
== State / Provincial
= Municipal / Local
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Recommendations - . -

/= Governments — All Kinds

Global \
National >

== State / Provincial
== Municipal / local
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~—  call for environmentally preferable products.
-~ Typically procurement authorities use tenders

~ These tenders should include environmental criteria including the

use of ecolabelling
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3 fihreshold demand - price competitive
- independent validation
demonstration

- drive ecolabelling into a wider range of product categories
- Increased recognition, understanding, reduced greenwash
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'fthreshold demand - price competitive

- demonstration

independent validation }

- Increased R&D

- drive ecolabelling into a wider range of product categories
- Increased recognition, understanding, reduced greenwash
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2. To establish regulations that guide industry.

—

Ino ustry initiative tends to be voluntary - Corporate Social
Responsibility (CSR) and Ecolabelling.

- has a fundamental flaw - company directors are typically not
= permitted to harm shareholder interests under the law.
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=~ = Ifthe Law does not prohibit environmental harm companies can

= will be resistant to ecolabelling.

Regulation is required to establish the minimum acceptable
environmental criteria and enable voluntary ecolabelling
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2. To establish regulations that guide industry.

Fam not calling for regulation of ecolabelling

| ,1rn Illng for regulation of industry and gov’'t procurement that:
- ables company directors to adopt ecolabelling enthusiastically

'Ellmmates the risk of unacceptable environmental performance by
those that refuse to adopt ecolabelling
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— Allows government procurement to incorporate ecolabelling

| —

Encourages Government procurement to to incorporate
environmental innovation - value engineering

Prohibition of misleading advertising that is enforced
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3. To demonstrate new environmentally effective technology:

Environmentally preferable products are new products / new technology

> :,:'-- ; A - - - -
\ l—wfr hnology is considered risky - it needs independent assessment
?,_3[ d demonstration.

SN :
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' Vérnment procurement can provide these.

-
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—— Governments need programs specifically designed to overcome the
barriers to new technology - like value engineering.
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Ecoflex is better in every way and yet struggles to
even be considered by government procurement -
600 projects, major cost savings, GHG savings.




. Proxzi“ sufficient funds to enable ecolabelling bodies to
meet far greater demand:

= Particularly in the early years
= The amounts required are trivial relative to the need
== = Fund particular activities like standards development

Endorse through tenders that call for ecolabelling.
Promote ecolabelling generically and specifically - by brand.
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VI GE ~ If these proposﬂWheﬁ'
Opportuni GEN needs to: i
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1. B nn vand promote the role of Ecolabelling
2. Bl Al ' the role of Government
Se el mote Government Action:
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e “"5 — Procurement
= Regulation that calls for ecolabelling

—— Demonstration of new technology

Funding and promotion
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 library of lessons and guidance:

A . " Aérketing Segmentation and Alliance Strategies

- -_".

- particularly Climate Change

Standards Development and sharing

Accelerate GENICES: Multinational Certification - GENICES +

Communications initiatives
Education and training materials
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cool{change

It's time to change the way we communicate
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Cool Change is a unique environmental Business communications model:

brings together the corporate world, Manufacturers and the consumer
to achieve real results in modifying business and consumer behavior

to reduce our Environmental impact on the Planet.

Ol

cool®change ™

make a cooler world
Register
for Cool Change eco-updates

Thu Aug 21 2008
COSMOS magazine - Life &amp; Environment

Birds can’'t keep up with climate 000

change o

The habitats of wild bird species are shifting in C o o l (% h @ n g @
response to global warming, but not fast enough >

to keep pace with rising temperatures, according :

to a study. ...

make a cooler world
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Good Environmental Choice

Australia is a not for profit > i« g

organisation that provides the .

community, industry and Hello and Welcome . ﬁf 5

government with a simple way to identify (l(%:,:;/[,,

environmentally preferable products. GECA Welcome to Cool Change.

certification is awarded to products that meet We all want to do the right thing to help save our planet, but where do we start? That’s where

strict standards for environmental impact, social Cool Change comes to the rescue. We're all about making good environmental choices really

responsibility and fitness for purpose in a wide easy. And giving you the power to cool the world...just by changing the things you buy, and

range of product categories. it provides an supporting companies making a genuine environmental difference. That's why we support the

independent assessment of products and Good Environmental Choice label. Australia’s Leading

services based on internationally recognised - : . ey Green Lifestyle Magazine
It's only given to products or services which have passed rigorous independent examination. www.Gmagazine.com.au

methods and employing a national network of

It's a 'whole of life’ test to ensure products are truly green in the way they are made, perform
registered assessors. >> read more

and are recycled.
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e proven tool for measuring and managing change.
= ’f’Llcensed by a global IT leader for change management.
- 3. Available in 14 languages

4. Cost effective
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Acquisition,
Restructuring,
Merger,

Cost Reduction,
Turnaround,
Culture Change,
Growth,

New Strategy,
Transformation,
Downsizing...
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- properly defined and resourced

- are people actively engaged

- will deliver required financial outcomes
- in the shortest possible time

- with the highest probability of success

ChangeTracking shows the corrective
actions that are required.
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1. )rlrlf}f Council for Sustainable Development

2. ; ar _ﬂ Disclosure Project, Climate Change Group
==0 “ﬁ.ne News Media - national and global
55:4nddstry NGOs

—

Government initiatives - for Industry and consumers
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Giopal ark wants to be a GEN Member:

Proven certification supplier
Multinational

= Collaborative and innovative

—

For instance -2} ,‘_,’,‘.,;,,,.:"“ o —
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®global-mark

:f__,r:CodeMark IS the Building Code of Australia Certification (will include

e — 4

~ sustainability requirements within 3 or 4 years)

—~Working with many building product suppliers - Ecolabelling the “natural
extension”

Ecolabelling program developed, trialed, branded, awaiting LCA data to
prepare standards
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dwards

7.

Ié t“ egic Initiatives

m Edwards@acenet.com.au

612 4861 5355
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mailto:Tim.Edwards@acenet.com.au

cool(change

Let us help you
Make a Cooler world
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