Transcript for Carbon Labelling Podcast
NEVILLE HOBSON: 
Welcome to the www.BusinessAssurance.com podcast on Carbon Labelling. 

Carbon Labelling is a hot topic in today’s Climate Change discussions, with major supermarket chains, food and drink manufacturers, government bodies and NGO’s all weighing in. Two recent London conferences, the Carbon Footprint Supply Chain Summit and the Corporate Climate Response Conference, provided us with the perfect opportunity to talk to some of the key players and influencers in the Carbon Labelling debate.

Paul Simpson, the Chief Operating Officer of the Carbon Disclosure Project, talked to us about the role of carbon labelling, focussing on the retail sector.

PAUL SIMPSON:
For my views on carbon labelling, I think that clearly we see the carbon labelling agenda is being discussed now extremely intensely and really rising up the agenda. For some sectors carbon labelling is very important, and that depends on the sector. If you are a car manufacturer clearly you need to be saying on your product how much carbon is emitted from you car. If you are a chocolate bar manufacturer, that’s open to debate in my view, but what we are seeing is that a lot of brands have now an impetus to do this and as that happens we will see a race to the top, who wants to have the greenest brand and how are you going to do that. You need to start labelling your products. I think the retailers have called for carbon labelling and as we know retailers are incredibly influential over suppliers and that’s why we are going to have carbon labelling. And, in the end, it will allow consumers to make better, informed decisions. 
NEVILLE HOBSON:
The Carbon Trust, together with Walker’s Crisps, Boots Chemist and Innocent Drinks, has recently launched a Carbon Labelling Scheme in the UK. Euan Murray of the Carbon Trust talked to us about how the scheme got started:

EUAN MURRAY:
We recently launched a carbon labelling scheme with a pilot label, where we worked with partners Walkers Snack Foods, Boots the Chemist and Innocent Drinks and they are out in the market testing this now and we are working with a range of other companies to further test carbon footprinting methodology. Ultimately looking to help these companies reduce their footprint across the supply chain and so they are doing the right thing in the fight against climate change.

NEVILLE HOBSON:
Jessica Sansom of Innocent Drinks, one of the brands to publicly support Carbon Labelling, talked to us about what motivated them to take that first step:

JESSICA SANSOM:
In terms of going through the process of getting to a carbon label, obviously we had to undertake a huge amount of measurement in our supply chain, which was a difficult and time-consuming process. It involved collecting quite detailed data from each stage of the supply chain right back from the farms where we grow our fruit to transport, manufacture, packaging and getting them nice and cold on the shelves for our customers. So, it was difficult to get the level of information we needed and also to help our supply chain understand why it was we were asking for this particular information. Now that we have it, it has given us a huge amount of information whereby which we can see where carbon is occurring within our supply chain and how much, and has shown us some really great ways we can work on to address our carbon. So we are in the process of developing action plans with our suppliers to look at carbon that’s attributable within their part of the supply chain and what we can do to reduce it and setting targets with them to say that this is what we are going to get their carbon footprint down to.
NEVILLE HOBSON:
But, the corporate view on Carbon Labelling is far from unanimous. Sarah Severn of Nike, commented on the disadvantages of carbon labelling in the footwear and apparel industry:

SARAH SEVERN:
Carbon labelling is a really recent development. It is something that we have looked at but primarily for our product category, we are changing our products on a very regular basis, on a seasonal basis and this is true of both of our apparel and our footwear particularly. So, if we work out in great detail what the carbon is throughout the entire value chain of one product, we may not be selling that product model in a future season. So, there is not much relevance to our particular product category at the moment. I am far more interested in having our carbon footprint as an organisation, as a group known and then making, setting targets, getting reductions and then being able to communicate that to consumers. The one exception to that might be in the area of carbon neutrality, where you can deliver a product which you say is climate neutral or carbon neutral and you are really able to tell a story around that. And that’s a consistent feature from season to season. But for the general scope at the moment, I think that the amount of effort that you have to go to, to get the data for the carbon labelling is going to be too great, will out weigh the benefits and I also believe that for consumers its very difficult for them to make decisions, unless you’ve got comparative products that you can buy and purchase from. If you’re just labelling one product it’s not very relevant. 
NEVILLE HOBSON:
Ian Walsh of Cadbury-Schweppes shares his thoughts on the importance of the next months in getting the carbon labelling scheme right:

IAN WALSH:

There is a role for all large manufacturers such as Cadbury Schweppes to play along with large retailers, governments and educational bodies in educating the consumer as to their own personal carbon footprint and the role that their procurement habits have on that carbon footprint. Carbon labelling plays an important part in that process. How exactly the label is presented, the format and whether it goes on pack or on shelf, is something which requires careful consideration over the coming months.

NEVILLE HOBSON:
Perhaps the most interesting perspective in the Carbon Labelling debate came from Gareth-Edwards Jones, a scientist at the University of Wales.

GARETH EDWARDS-JONES:
I think that carbon labelling is really difficult in a fresh produce, so if you are thinking about fruit and vegetables and this is because of issues of seasonality, so if you think of an apple that is grown in October, then the minute it falls of its tree its quite carbon neutral. But then you either have to move it around the country or you have to store it. And that storage involves energy, so by the time you come around to August that same apple has accumulated an awful lot of energy because its been in some chilled store. So really if you wanted to properly do the carbon label, you have to be changing the label almost every week after harvest and that just becomes really difficult to do. So I think there are some real straight forward issues about how you label fresh produce that people really haven’t got their heads around at all.
NEVILLE HOBSON:
The debate around Carbon Labelling of retail products has already led to a renewed call for transparency among corporations in communicating their current and projected CO2 emissions. As the consumer’s level of education and understanding of climate change issues continues to grow, the debate is set to extend beyond carbon labelling and into the steps that companies are taking to prove that their claims of “being green” are true. Recent research done by AccountAbility and Consumers International has shown that almost 70% of UK consumers want corporations to prove their green claims via third party independent verification. For more information on the report including the initial findings of the research, titled “What Assures Consumers”, visit www.businessassurance.com. 
You have been listening to the 2nd edition of the www.businessassurance.com  climate change podcast. This podcast has been sponsored by Lloyd’s Register Quality Assurance, LRQA. You can also download a complete transcript of this podcast at www.businessassurance.com
We welcome your input and feedback on this podcast or any other relevant topic. To share your views, click "add comment" at the bottom of any page at www.businessassurance.com.
For more information on the Carbon Footprint Supply Chain Summit, which was held in London on May 24-25, 2007, please visit their website, http://www.carbonfootprint-supplychain.com. For further information on the Corporate Climate Response Conference, held in London from May 27-29th, please visit www.corporateclimateresponse.com. 
