Transcript, Forum for the Future Carbon Labelling Podcast Script

Welcome to the latest edition of the www.businessassurance.com Climate Change Podcast Series. This special edition podcast was recorded at the launch of a new report on carbon labelling, Check-out Carbon, published by sustainable development charity Forum for the Future and supported by Lloyd’s Register.

The research findings were launched at Lloyd’s Register’s London Headquarters, at an event that attracted some of the UK’s top sustainability and climate change experts. During this podcast, you will hear from the events  five panel members, representing Forum for the Future, Tesco, DEFRA, Lloyds Register and the Carbon Trust,  as well as the authors of the report, Dan Crossley and Tom Berry from Forum for the Future. 

Before introducing the panellists, the event chairman Ian Hodgskinson, Managing Director of LRQA, said a few words about businesses and consumers in regards to carbon labelling.
IAN HODGSKINSON, LRQA:

Some excellent work has already been undertaken in the process of carbon labelling done by the Carbon Trust and involving some people who are here today. This research tries to take a slightly broader view of product labelling. I think its asking how we can deliver a message which is going to make a difference, and there are two obvious, perhaps opposite ends of the spectrum in approaches. One approach is for business to volunteer to reduce the carbon footprint of its products and even for retailers to promote this through encouragement and some form of advertising. Or perhaps we need to put more effort into educating consumers, possibly through government schemes, helping them to understand an increasing complexity in product claims. And the answer of course is always going to be some combination of many different approaches, so we encourage today something very topical in this area of growing interest for everyone. 
NEVILLE HOBSON:
Ian handed over to Peter Madden, CEO for Forum for the Future, authors of the report. Peter gave us some background on why the report was done.
PETER MADDEN, CEO, FORUM FOR THE FUTURE:
So, the reason we did this piece of work is clearly, I’m not going to talk about the effects of climate change, but clearly getting the message across to consumers who are going to act is increasingly important. And climate change is one of those issues where its actually coming down to millions of individual actions taken by millions of ordinary people having a cumulative impact on the global environment and we need to find ways to get through to consumers and start to change those individual actions. That’s fine, the problem is that if we try to label and change and work on everyone of those millions of actions, it would take us years and we don’t have that, we have got a small window in which to act and really get people to make the right choices and to take the right decisions.

NEVILLE HOBSON:
Peter outlined the three key findings of the report, here he talks about each one individually, starting with the big impacts:
PETER MADDEN:
So, start with the big impacts, Now, in some senses that should be fairly obvious, that we want people to really start to change their behaviour and take action first and foremost on those areas that are likely to have the greatest impact. And we pretty much know what those are. How you heat your home, how you travel, how you go on holiday, where to go on holiday and to an extent your shopping basket and what you buy. So, first of all you’ve got to think about are we focusing on the big issues and you know in that sense you might legitimately ask should the first carbon labelling appear on a packet of crisps and what does that mean to consumers and how they think about their accountability and how it might change. 

NEVILLE HOBSON:
Peter’s second key point was consistency, both in message and in delivery

PETER MADDEN:
My second is being consistent, and this is, again, I guess, fairly obvious and common sense. But when we asked people in focus groups, they said what they really, really didn’t want, as they found it difficult enough to understand carbon in the first place, they didn’t want a proliferation of labels and all sorts of different things telling them how to do it in a different way, and presenting information in different formats. So, they asked for consistency, first of all, across carbon labelling which finally that’s something that we are all trying to deliver. 

And then they said that they also wanted consistency across sustainability messaging in the wider sense. So they didn’t want to be getting a contradictory message on carbon labelling from what they were getting on fair trade, sustainable fisheries, or certified wood and so on. And that starts to become more challenging because there are often differences between choices in organic and carbon footprint and so on, but they said very strongly they wanted it to make sense as an overall message. 

NEVILLE HOBSON:
His third and final key point was simplicity, making it easy for the consumer to understand

PETER MADDEN:
And the third one – make it easy. Again, we get this message again and again from consumers that they really want these choices to be simple for them to make and surprisingly about ⅔ of the consumers we asked during polling, said they wanted choice editing done on their behalf. So, they wanted supermarkets, in particular, to just say, I’m not going to sell some of this stuff, it’s so negative, it’s so badly run, it shouldn’t be on the shelves. And that they would like it if government, they said give government some responsibility for this, but also the companies would take some of those choices, more of the choice on their behalf, just not to sell some of this stuff. 

Simple labels that are clear and easy to read ,and we kind of presented a whole variety of labels with traffic lights, with guideline daily allowances and so on, and all of which had different absolute numbers of grams in the product. And all of them had different responses from consumers, but they pretty much said, we are rushing around a supermarket, we are not in a museum.  I think one of them said, we need to just have a simple straightforward choice as to how to do that. And I think, its kind of growing out of that sense again, that they would rather go to a shop, or shop with a brand that they felt had made lots of those choices on their behalf in the first place, so they don’t have to challenge or question so much of it themselves and feel confused. And finally make it easy, that these should all be portable alternatives to choose from and then people can, if these issues are raised and they are made to feel guilty or aware, and they want to know what to do and the way to act and how to act. So their strongest response, was making it easy for them. 
NEVILLE HOBSON:
Euan Murray from the Carbon Trust, talked about the importance of tackling the big ticket consumer items in the battle against climate change:

EUAN MURRAY, CARBON TRUST:
We talk about starting with the big impacts, the first thing I would say is this whole area is hugely impactable, the carbon footprint of the average person in the UK is about 11 tonnes. And when you break it down, it breaks down into the things that you probably guess as being the biggest single impact, so heating your house, flying on holiday, travelling to work and back and those are the biggest, but they still make up less than half. Whereas, the other half are the emissions to make and then use, so all of the products and services we enjoy. So if we are to be serious about tackling the climate change problem, we have got to go after that and we have to go after the products and services that people consume. 

NEVILLE HOBSON:
Euan went on to talk about the work that the Carbon Trust is doing with Tesco. Here he talks about the role of taking the entire supply chain into account.

EUAN MURRAY:
Not just through consumer purchasing, but in the way businesses structure their supply chains, is incredibly important, and I think you just need to look at some of the work that we have done with Tesco in their in-store trial, to see that come to life. Truly, the first time that we have been able to do that where we are able to compare different types of washing powders and detergents, and see the difference between big box powder, and normal liquid and concentrated liquid. And the differences are huge. In absolute terms, no, per wash no, but when you add them up across all of the laundry cycles across the country, there is a massive potential saving in encouraging consumers to make those switches. 

NEVILLE HOBSON:
Euan looked back at the beginning of the Carbon Trust’s work on developing carbon labelling. Early on, they identified the importance of standards in ensuring trust and credibility.

EUAN MURRAY:
Picking up on Peter’s second point about being consistent, I would buy that through and through. I guess the first thing worth saying, is when we started work in this area, everyone said to us, standards are key, dull they maybe, but they are absolutely critical. And that’s why we are quite so pleased to be working with DEFRA and with the BSI and many of you in this room. To set those standards, to underpin this work. 
NEVILLE HOBSON:
Katherine Symonds, Tesco’s Sustainability Manager, attended the event as a member of the audience. Or so she thought. On short notice, she was asked to take a seat on the panel. Her insight and openness about Tesco’s current carbon labelling work was one of the highlights of the event. Here Katherine talks about how Tesco got started with carbon labelling.
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KATHERINE SYMONDS, TESCO:
Hello everybody. I was just going to watch this, so I’m going to crawl from my seat and just share with you just some of the challenges and some of the stories that we have been through at Tesco’s. I have written down just a few of the questions that I am asked quite a lot, so I am going to start with them and that all that matter.
So, why, why on earth did our Chief Executive Terry Leahy get up in January last year and say I know what, I’m going to product label all our products. Now, that’s a really, really big idea, now obviously we have only just started, we have got a label now on 20 products. But, just taking you back to the kind of impulse that we began this with, is that we were being asked by our customers for help. They were coming to us and saying, we have heard about climate change, we have heard about these products, we know the damage they make to our environment, and we are not sure what we are supposed to be doing about this. So, this really, very directly, came from a place where customers were staying, we want you to tell us, we want you to guide us and steer us, and give us some information to help us make informed choices and you can empower customers. 
NEVILLE HOBSON:
Terence Ilott of DEFRA also joined the panel at the last minute. During the discussion that followed the panel introductions, he raised the issue of benchmarking and the expectations that will raise among consumers.
TERENCE ILOTT, DEFRA:
I think one of the things, Peter mentioned brand, I think one of the things which we ought to be pushing through the carbon foot printing, is that even where you haven’t got sort good, bad benchmarks I think that will take some time coming and I think with difficulties and things like the eco label show how bogged down you can get in that. I think there will be a growing expectation that the products aren’t as good as they can be. Now, where you are just now within a product, I think it backs the expectation that’s going to be building where you are selling product X, actually that’s as good as it can possibly be. Now then there’s all sorts of choices between different types of products and that’s a much more difficult issue, do you choose between a variant of type B. I think that’s quite difficult. So, I suppose the point there is, this is only part of the story. I think it’s creating that expectation with consumers that businesses will have thought about it, that in some cases they will actually be putting information out where consumers make the choices. And other places, they will have actually made some choices themselves. I think that’s fairly clear after research, which brand sells, that they have actually made those choices. 

NEVILLE HOBSON: Terence also answered a fellow panellists question on the possibility of legislation stepping into the carbon labelling discussion
IAN HODGSKINSON, LRQA:
Do you think there is any possibility now or in the future of legislation coming to bear on this, might governments whether it be the European Union or whatever, saying okay well we will have free movement of goods but not if they are environmentally unfriendly goods. I am thinking of patio heaters that are burning fuels that heat the air.
TERENCE ILOTT:
Well, it’s quite easy to have legislation in areas where for example product in use or product design. Product supply chains are much, much harder because it’s a much harder thing to look at. I think what you have to bear in mind is that there are lots of non product related bits of legislation so a lot of the products you will see on the shelves, will be made in regimes, in factories, I mean if you are a domestic food product a large food industry, you own processes are already subject to rules on emissions trading, and carbon capped, so there is a whole mix of legislation. It isn’t that products are getting off scot free all the time. 
NEVILLE HOBSON:
Tom Berry and Dan Crossley from Forum for the Future are the authors of the Check-out Carbon Report. After the event, we sat down and talked to them about the research and what they found out.

TOM BERRY:
The idea for the report, basically, came from the fact that there has been a lot of work in the last couple of years around carbon labelling, and about a year ago, we were looking at what was happening out there in the work, the Carbon Trust and Walkers Crisps and Boots, Innocence and Tesco’s etc. And it was all great stuff and they have really driven the whole agenda forward. But that no one was really taking a step back and saying, well if our goal in this is to try and deliver more low carbon shopping, or consumers making lower carbon choices, is the way that it’s going the right way. Or are there other things that we should be doing in terms of communicating to consumers about carbon, to make that happen faster. So, that’s really where it came from, very much on the communication angle, the Carbon Trust and others working a lot on getting the measurements right and consistent which is a great thing but actually sends the messages we take to consumers, what’s going to be the most effective. 

DAN CROSSLEY:
The goal of the work was very much to see what could be done to drive, help drive, a low carbon shopping basket, and just take a step back from a lot of the proliferation of activity in the area. There’s a lot going on around the emission side, but on the communication side, it’s very important to get some clarity now about what we are trying to achieve. So, hopefully this report contributes to that and tries to move some of these debates forward. 

NEVILLE HOBSON:
Dan talked about the research, including how they reached out to consumers and focus groups.
DAN CROSSLEY:
So, in the report, which was sponsored by Lloyds Register, we had a number of focus groups. We had eight focus groups through the market research company ICM. We also had a representative survey we sent out to 1,000 consumers across the UK. And we interviewed a number of experts, over a dozen experts in the field from industry and from government. We also did desk research to back that up and come up with a series of recommendations. 

NEVILLE HOBSON:
Dan talked to us about the most important information to come out of the report.
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DAN CROSSLEY:
One of the, probably the most important thing that came out of the report, was the need to really prioritise and not just to slap a carbon label on every single product that’s out there. It’s very important to take a step back for organisations like the Carbon Trust, retailers and business. To think about where the big product impacts are and to start with those products and then to have a strategic prioritised approach to what they are going to measure and communicate to consumers, rather than a piecemeal approach that we have seen to date.
NEVILLE HOBSON:
For the final quote of this podcast, we go back to Tesco’s Katherine Symonds who answered the question, “what are we all hoping to get out of carbon labelling?”

KATHERINE SYMONDS, TESCO:

So, what is our goal. Well, this is very much a journey, we have taken the first steps working with those people that we have worked with thus far, its really exciting where we have got to, we are learning so much everyday that label is out there and that’s just a taste of understanding where that goes next and how that can become a universal measure. So, from our point of view this is something we are testing, we hope other people are going to embrace that and start trying it out on their products and it will eventually get to the point where customers are empowered, they are making good decisions and by doing those things, they are cutting their carbon footprint. I think that’s a goal that we all share, now let’s just work together to figure out the very best of getting there.
NEVILLE HOBSON:
You have been listening to a www.businessassurance.com  Climate Change podcast. To download the Check-out Carbon report, visit www.forumforthefuture.org.uk . For more information on Tesco’s carbon labelling pilot project or to download their climate change information, visit www.tesco.com/greenerliving . For more information on the Carbon Trust and their leading-edge work in developing carbon labels , visit www.carbontrust.co.uk . 

To listen to or download any of the episodes from this Climate Change podcast series, please visit www.businessassurance.com/climatechange.

This podcast has been brought to you by Lloyd’s Register Quality Assurance, LRQA. For more information on LRQA, visit www.lrqa.com.

We welcome your input and feedback on this podcast or any other relevant topic. To share your views, simply add your comment on any page at www.businessassurance.com.
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