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Problem

“86% of consumers want to purchase from
companies that are combating climate change.”
IPSOS MORI
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“76% of consumers cannot name one company that is
controlling their environmental footprint”
IPSOS MORI
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Example Label . - .
format format type What consumers liked What they didn't like
Traffic lights ssimplicity (partieulary sdoes nat provide detalled infarmation
. time-poar shoppers) that sorme wanted
sfamiliarity (because of its use sunclear what ‘gocd” (green)
in nutritional labelling) compares to, e.g. to another
simtuitive similar product or a preduct in
a different category?
Guideline sfamiliarity (again from *provokes questions about how the
Daily Amount nutritional labelling) GDA was derived
(“GDA") *puts things in context +less intuitive ~ would need further
explanation education
Sliding scale =gasily recognised srequires more tims to
ssimple and infarmative interpret information
Absolute sclear and simple =numbers are useless without context:
numbers walue in isolation means nothing

This procuct has

sallows direct comparisons between
products (like calories)

spotential to make comparnsons with
other actions, if helped with wider
communications, e.g. cars (grams of
©Q, per kilometre)

=difficult for consumers to understand
what a gram of carbon relates to and
whether it is good or bad

e

o peaduct i

"luw carbon’

Approrgtl

Stamp of
approval

*noticeable / distinctive if
consistently branded

*guggests ‘this claim can be trusted’

scurrently no trusted volee for
consumers in this space

Source: Check-out-carbon, the role of carbon labeling in delivering a Low carbon
shopping basket. Tom Berry, Dan Crossley, lemima Jewell. www forumforthefuture org.uk



Example Label N -
e format type What consumers liked What they didn’t like
Traffic lights esimplicity (particularly =does not provide detailed information
. time-poor shoppers) that some wanted
+familiarity (because of its use sunclear what ‘good’ (green)
@ in nutritional labelling) compares to, e.g. to another
sintuitive similar product or a product in
@ a different category?
() Guideline sfamiliarity (again from sprovokes questions about how the
Daily Amount nutritional labelling) GDA was derived
(“GDA") *puts things in context *|ess intuitive = would need further
explanation/ education
Sliding scale +easily recognised srequires more time to
esimple and informative interpret information
Absolute sclear and simple snumbers are useless without context:
numbers

This praduct has

- product is

"Iow carbon’

Approve

Stamp of
approval

sallows direct comparisons between
products (like calories)

+potential to make comparisons with
other actions, if helped with wider
communications, e.g. cars (grams of
CO; per kilometre)

value in isolation means nothing

edifficult for consumers to understand
what a gram of carbon relates to and
whether it is good or bad

*noticeable / distinctive if
consistently branded
*suggests ‘this claim can be trusted’

scurrently no trusted voice for
consumers in this space

e ——

Source: Check-out-carbon, the role of carbon labeling in delivering a low carbon
shopping basket. Tom Berry, Dan Crossley, Jemima Jewell. www.forumforthefuture.org.uk
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How can a company be awarded the mark?

- Commit to minimise CO2 emissions by implementing a
. CO2 Emissions Management Strategy drawn up in
ion with and approved by CARBON CONTROL™

wwww-

€ = Annual subscription license fee
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Darragh Kirby, CEO Shane O'Sullivan PhD, CTO

M.A. in Sustainability PhD. Carbon Emissions

>— Advisors —<
Dr. Sarah Miller Dr. John McKeown
Environmental Expert Allergy Standards Label

Tim O'Sullivan Denise Doran Clive Curran

Legal Marketing Expert Finance

Liam Birkett Shane Murphy
Intellectual Property Web development
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Funding

™1 Dublin City > ENTERPRISE
® ) Enterprise Board IRELAND
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