










estimations are too costly for the company alone (Lindvall, 2007).

Regarding costs required to measure the carbon footprint of 

products, Nick Monger-Godfrey, Head of Corporate Responsibility 

at the British retailer John Lewis, and member of the BSI British 

Standards steering group, which is currently developing the draft 

product carbon foot printing standard, stated that ‘The current 

carbon measurement methodology is extremely resource 

expensive...’ (Stategic Risk, 2007). The representative of BSI 

Management Systems, interviewed, Hewitt Roberts, Director 

Global Sustainability Strategy, believes that climate labelling will be 

very successful in the future and there is big potential market for it, 

but expressed that depending on the product’s type, estimation of 

carbon footprint can be a very costly process. Moreover, he 

expressed that it is essential for companies to make comparisons 

between the actual products’ impact on climate change on the one 

side, and costs and complexity of estimation of such impacts on the 

other. For example, for the products with low climate impact, it 

might be not financially reasonable and not worth it for a company 

to make this estimation. 

There is also a concern that SMEs, small retailers and overseas 

producers in some countries would be significantly affected by cost 

associated with climate labelling (Gréverath, 2007). It is however 

assumed that all costs associated with climate labelling will fall over 

time, as databases are developed, people get familiar with the 

system, and as knowledge is built. However, the period of time 

over which costs will be reduced is not clear (UKERS, 2007, b). 

Regarding time needed to conduct carbon footprint estimation for 

one product, it might vary a lot depending on the level of detail 

required, the type of product, data availability, and amount of 

people involved. Precise data about time required for estimation 

was not found. However, as an indication, it took Cadbury 6 

months to estimate the carbon foot print of 2 products, with the 

work being carried out on a part time basis and not as a top 

priority. For Boots, 3 months were needed to estimate the carbon 

footprint of 2 shampoos, with 8 people involved in the research 

(UKERS, 2007, b). Hence, despite the fact that there is no clear 

answer regarding time required, all interviewees expressed the idea 

that in order to get more or less accurate figure of carbon footprint 

based on the analysis of the whole supply chain, a lot of time is 

Among the costs associated with the calculation, one can mention 

understanding and mapping of production processes, purchasing 

equipments to weigh inputs and outputs as well as meters, 

monitoring changes within the supply chain over time, buying 

access to LCA databases, filling out documentation and databases, 

and conducting the processes of actual verification and certification 

(UKERS, 2007, b). For example, Pascal Gréverath of the Nestlé 

Corporation and Chairman of the Sustainable Production and 

Consumption Expert Group of  the European Food and Drink 

Industry Association, expressed that cost can reach up to ’75,000 

Euro for the carbon footprint of one single product, carbon only, no 

other environmental impacts considered’ (Gréverath, 2007). For 

Boots, a UK based company that prints carbon footprint labels on 

its Botanics and Ingredients shampoo, revealed that it costs 

£40,000 to work out the carbon footprint of a single product 

(Stategic Risk, 2007). 

The Coca-Cola representative interviewed, Cees Van Dongen, 

Environmental Coordinator West Europe Group, expressed that in 

the long term carbon labelling might certainly bring financial 

savings to producers due to improved energy efficiency through 

the whole supply chain. However, he added that the cost side of 

carbon labelling can be an issue because making the estimation 

accurate for one product might cost 10 000-40 000 Euro. 

Moreover, Cees Van Dongen stated that the label will require 

continuous expenses due to continuous changes within the supply 

chain, which will have to be taken into account. This in turn is likely 

to lead to products’ price increase, which, given consumer’s 

preferences for low cost products, would make climate labelled 

products uncompetitive compared to those not involved in carbon 

labelling or in a less costly climate labelling scheme.  

Chris Brown at ASDA also expressed that the estimation of the 

carbon footprint of thousands of products sold in its stores will be 

costly and time-consuming.  According to the representative of the 

company, such label might provide better reputation to the 

company but will not provide any financial return due to high 

associated costs. As it was said before, ICA is currently carrying out 

estimations for 100 ICA-brand products. If the initiative is 

successful, the retailer will carry out research for additional 

200-300 products. However, it will only conduct such research if 

cooperation with other stakeholders is established because the 
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packaging to explain what the figure actually means and implies. 

Placing carbon footprint on the website can be better from this 

point of view, as it allows more background information to be 

provided. However, consumers might not systematically check this 

information. This in turn leads to the label not being noticed, which 

reduces the probability that such carbon label influences 

consumers’ purchasing decisions.

Criticism of climate neutrality

Over the past years, driven by climate change agenda, many 

companies started claiming that their businesses and products 

were climate neutral. In theory, it means that a business or a 

product does not have impact on climate change. However, 

according to Nilsson (2007), “running a business in Western 

Europe 2007 without affecting the climate is not possible.” 

Therefore, to become climate neutral, companies are, in practice, 

most of the time simply offsetting their emissions by buying 

emissions reductions from tree planting or energy saving projects 

run in other countries, usually in developing countries. This allows 

companies to “neutralize” their emissions and market their 

products on the basis of “climate - friendly” credentials (Carbon 

Trade Watch, 2007).

However, this approach used by companies to mitigate their 

impact on climate was recently criticized. One of the main reasons 

for criticisms is that, by offsetting emissions, companies avoid 

taking responsibility for their own emissions and use emissions 

offsetting as a justification to continue business as usual without 

taking actions to make their operations more energy efficient and 

less GHG intensive. “Offsetting is a dangerous delaying technique 

because it helps us avoid tackling the task [of dealing with climate 

change],” reported Kevin Anderson, a scientist with the Tyndall 

Centre for Climate Change Research (Carbon Trade Watch, 2007).

Another ground for criticisms is that the tree planting or energy 

saving projects are often either not effective in their emissions 

reductions or have negative impact and side effects on local 

communities. Indigenous populations were, for instance, forced to 

move away from their traditional living places because of tree 

planting project implemented in this area as part of a carbon offset 

project (Carbon Trade Watch, 2007). 

needed without guarantying the credibility of the figure as it is 

impossible to take all factors into consideration when calculating a 

carbon footprint.

Presentation of labels 

The specific way how to present the carbon footprint of a product 

should also be considered. By now, companies are presenting it in 

the following different ways: 

•	 �kg of CO2 equivalent per kg of a product and kg of CO2 

equivalent per unit of a product (Carbon Trust, Walkers and 

Innocent); 

•	 �Both numbers and a colour coded system (Casino-brand 

products); 

•	 �“climate-friendly” label without quantified information (KRAV 

and Svenskt Sigill) and “carbon neutral” label (Carbon 

Reduction Institute, NZWC). 

Obviously, each of them has its own benefits and limitations. For 

example, presenting carbon footprint in kg of CO2 equivalent per 

kg of a product could be more understandable for consumers than 

in kg of CO2 equivalent per unit of a product because it might be 

complicated for consumers to compare similar products with 

different volumes or weight. On the other hand, to support the 

label designed by Casino, the EU’s energy label with A-G 

categories (UKERS, 2007, a) has proved that comparative (colour 

based) labels are easy for consumers to understand and effective. 

The “climate-friendly” and “carbon neutral” labels can also be 

easy for consumers to understand, moreover it will eliminate the 

difficulties related to calculation of precise figure. As Hewitt 

Roberts, Director Global Sustainability Strategy at BSI 

Management Systems, expressed, these types of labelling are more 

meaningful to consumers than just figure of CO2. However, it is 

important to outline that these labels do not allow consumers to 

compare products among the ones having the label.

Another question to be considered is where to present the label. 

Most companies present it on the packaging of the product, but 

some do so on their website instead. Presenting a carbon footprint 

figure on the packaging might have little meaning to consumers, or 

even worse, might have a negative effect on the product’s image 

(Milman, 2007), because there is not enough space on the 
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DOMESTIC FLIGHT

Company Distance (miles) Emissions (tons) Cost of offset

Atmosfair 889 .48 $11.85

Climate friendly 797 .44 $6.44

Myclimate (Swiss site) 824 .43 $12.25

NativeEnergy2 822 .37 $12.00

Myclimate (US site) NA3 .27 $4.86

The CarbonNeutral Company2 824 .27 $18.40

Terrapass 824 .26 $9.954

Carbonfund1 822 .24 $1.31

CarbonCounter1 822 .23 $2.28

Climate Care1 822 .19 $2.35

Offsetters 824 .19 $2.44

In addition, there is no industry standard of what carbon neutrality 

actually means. Different companies providing offsetting services 

use different methodologies and make different assumptions in 

their calculations. For example, it can be seen from the table below 

that different companies provided different emission levels and 

corresponding offset costs for the same return flight (Boston-

Washington) (Nilsson, 2007).

Therefore, many producers are opposing the adoption of any 

carbon neutral logos until the industry has agreed on a common 

standard. For example, Richard Hanns, Environment Manager at 

Tetra Pak, said: “Declaring we are 100% carbon neutral was 

always the last stage of our plan in the absence of industry 

standards. It is too early in the consumer’s understanding of the 

term to start putting logos on packs. If we do that it has to mean 

something to our customers” (Lyons, 2007).  In the absence of 

standards and control authorities, climate neutral initiatives are 

difficult to verify, which makes it hard to distinguish 

environmentally sound initiatives from pure greenwashing.

Table 3. Domestic Flight: Boston – Washington, D.C. – Boston, Sorted by emissions

 Source: Nilsson, 2007
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3.  Implication of climate labels for food producers

Based on the previous chapters, this section will summarise what 

the food miles and carbon footprint labelling initiatives might imply 

for food producers, with a focus on Danish food producers in the 

later sub-sections.

3.1  Key considerations for food producers

Strong driving forces to act now

Over the past years, climate change has become one of the top 

issues discussed and dealt with both on international and national 

levels. Governmental policies (in particular the EU’s ETS and 

national GHG reduction targets), retailers’ push for low carbon 

products, increased consumers’ demand for more sustainable 

products, and rising cost of energy resources, all force companies 

to understand, manage better and reduce further their GHG 

emissions. Therefore, for a company to account for its GHG 

emissions, both at the company and products levels, is becoming a 

common thing to do in the industry. While some years ago, 

companies engaging in climate and carbon accounting were 

considered as front runners, nowadays those not pursuing a 

climate friendlier business strategy risk to be exposed to severe 

criticisms from various stakeholders, including an increasing share 

of their customers. The question is therefore not whether to act on 

the issue now, but how to do so. 

Improve operational performance,  company reputation, 

and product differentiation

Climate labelling scheme can be a potential tool to help companies 

to account for their carbon footprint and the footprint of their 

products. This scheme can also enable a company to identify 

potential GHG related risks (e.g. increased production costs due to 

high prices of energy resources, regulatory and financial liabilities 

due to upcoming stricter regulations and standards) and 

opportunities (e.g. reduced costs due to improved energy 

efficiency). Other benefits of climate labelling schemes include the 

ability to demonstrate the company’s responsibility through a 

commitment to carbon emissions reduction, as well as the 

achievement of product differentiation and improved reputation. 

Incorporating food miles in marketing strategies can also bring 

benefits for companies. For instance, it can help to differentiate 

products from the competition, as studies and opinion polls show 

that consumers have more trust in locally produced products. In 

particular, consumers appear to be interested in buying low food 

miles products due to their perceived higher freshness and quality. 

Unclear impact on product-related costs and food prices

The implementation of food miles and carbon labelling initiatives 

can also force companies to put particular attention to the 

efficiency of the food distribution system beyond their own 

operations. This leads in particular to a reduction of companies’ 

transport-related GHG emissions. From a cost perspective, the 

implementation of the food miles concept can potentially both 

reduce and increase companies’ costs, leading to subsequent 

increase or decrease of food prices. On the one hand, reducing 

food miles might lead to reduced transportation costs, which, in 

turn, could reduce food prices. On another hand, locally sourced 

food can be more expensive than globally sourced food, because 

economies of scale are lost (in cases where the local source involves 

smaller scale production, distribution and/or retailing), or due to 

differences in climatic conditions as well as labour costs. Therefore, 

more research should be carried out to investigate the potential 

impact of “food miles” concept on food prices. Looking at climate 

labelling initiatives, one should also be aware of the potential 

additional costs linked to the complexity of assessing and 

evaluating GHG emissions along a product’s supply chain. 

Although carbon foot-printing is expected to lead to process 

efficiency gains by allowing to cut energy consumption and 

emissions, those potential savings should be weighed against the 

costs involved in achieving a reliable GHG assessment for products.

Use of food miles for economic protectionism purposes

A potential downturn of the food miles concept is that it can create 

trade barriers for producers located far away from their export 

markets, based on the fact that their products will systematically 

have higher miles in comparison with locally or regionally produced 

food products. Therefore, it should be underlined that producers 

and retailers incorporating food miles in their procurement 

strategies can be criticized as being protectionists, and in particular 

for affecting farmers in developing countries (especially if air-

freighted products are prohibited), who are heavily dependent on 

markets in developed countries. 
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not taking similar efforts. All in all, it is therefore difficult to expect 

and recommend intensive participation of businesses in this 

scheme until a standard and the verification procedures that go 

with are developed. 

Risk of loosing track of other 

environmental impacts

Another limitation that can be used against both food miles and 

carbon labelling schemes is that they divert the attention from 

other environmental problems and focus only on climate change. 

Some products, for instance, can have a low climate impact while 

directly or indirectly causing other significant environmental 

impacts. For example, the carbon intensity of products 

manufactured in Norway, Sweden might be low due to the fact 

these countries primarily rely on hydropower. However, via the 

type of energy used, these products indirectly affect biodiversity. 

Similar example can be given for products produced in France and 

Japan, which are relying on nuclear power. In this case, products 

indirectly lead to the generation of hazardous and radioactive 

waste). Therefore, when using climate labelling in marketing 

purposes, producers should also take into account other 

environmental impacts of products, e.g. water usage and use of 

toxic substances. One way of doing this, at least in the initial 

stages, would be to award with a climate label, only those food 

products that already have an eco- or organic label.

Consumers’ awareness and understanding is key

Another issue that companies should consider when using carbon 

labelling for marketing purposes is consumers’ awareness of the 

topic. Consumers’ knowledge about climate change has increased 

recently, mainly because it was intensively covered by media, 

which has participated in increasing consumers’ willingness to be 

provided with more climate related product information. However, 

there is a concern that some people might not understand what 

the CO2 or climate information on the packaging actually means. 

Some consumers might systematically associate it with, for 

instance, harmful chemicals and not buy products with such labels 

at all. Moreover, more investigation should be done to understand 

whether consumers’ willingness to know more about products’ 

climate impact implies that they will actually act based on this 

information. If yes, carbon footprint labelling scheme can bring 

potential benefits for producers implementing it. Otherwise, from 

Problematic choices of methodologies  

and calculation methods

Another argument that can be used against the food miles concept 

and producers incorporating it, is the fact that food miles do not 

take into account the transport mode which was used for food 

transportation. It also excludes the climate impact of other aspects 

and stages of the food supply chain than transportation. For 

example, products produced by applying environmentally 

responsible farming as well as energy efficient production practices 

and then shipped by sea often have a lower total climate impact 

than those travelling shorter distances but produced using less 

climate friendly processes. From this point of view, carbon footprint 

labelling schemes are much better because they intent to 

incorporate the products’ impact on climate change throughout 

the entire supply chain. However, the calculation of the carbon 

footprint of a product through its entire life cycle can be a very 

challenging process, mainly due to the complexity of supply chains, 

difficulties associated with allocation of emission to one specific 

product, confidentiality issues with suppliers, and lack of data, in 

particular accurate one. As underlined above, calculations of 

carbon footprints might require companies to devote a lot of time 

and resources, which would imply high additional costs. This in 

turn can have an impact on the final retail price of a food product. 

Absence of standards and ‘green-washing’

One of the main problems associated with carbon footprint 

labelling is the lack of existing standard for the calculation of GHG 

emissions embodied within products along the whole supply chain. 

So far, different companies have started using different 

methodologies to calculate their products’ carbon footprints, 

defining system boundaries differently. This makes it impossible for 

consumers to compare carbon footprints of different products as 

well as has the potential to destroy consumers’ confidence and 

trust in carbon labelling as a reliable approach. Knowing that it is 

much easier to destroy than to gain consumers’ trust, this risk 

should be seriously considered. Moreover, some companies using 

less demanding and comprehensive carbon foot printing 

methodologies are likely to be accused of “greenwash” by their 

competitors as well as other stakeholders. The lack of standard also 

creates unequal conditions for companies. Companies that carry 

out more detailed and broader estimation of the carbon footprint 

of their products will spend more time and cost than companies 
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3.  Implication of climate labels for food producers

companies participating, Sweden has a number of large actors in 

the food industry that are included in ETS. 

This means that both the Swedish and the Danish food and drink 

industries will have to take proactive steps to reduce its GHG 

emissions in order to avoid regulatory and financial liabilities. Taken 

this into account, and as previously underlined, climate labelling 

can be a potential tool to help food and drink companies identify 

potential GHG related risks and reduction opportunities, by making 

it possible to account for their carbon footprint and the footprint of 

their products. 

Food Miles as a potential threat to Swedish  

and Danish food exports

If the food miles concept is implemented on the international scale, 

Swedish and Danish exporters of food products, including dairy 

and meat products,  in particular to the USA, Canada, Asian 

countries, New Zealand and other countries located far away from 

Denmark and Sweden, could be negatively affected. This is 

because Swedish and Danish products will have relatively higher 

associated food miles, in comparison with locally or regionally 

produced food. However, the food miles concept could have 

indirect benefits for the Danish and Swedish industries, by forcing 

producers to improve the efficiency of the food distribution and 

export systems, within and beyond their own operations. 

Moreover, it might indirectly encourage them to use less energy 

and carbon intensive transport modes.

Side effects of protectionist uses of Food Miles  

on the domestic market

For the domestic market, food miles can be used by Swedish and 

Danish producers to differentiate their products compared to 

imported ones, as consumers usually have more trust in locally 

produced products and consider local products as being fresher 

and tastier, moreover local products support local community. For 

example, this concept can be used to differentiate Danish meat 

products from meat products from South America. However, 

negative side effects and limitations of food miles should be 

seriously considered as they might outweigh the benefits e.g. 

accusation of being protectionists, negatively affecting developing 

countries, absence of consideration of the whole life cycle of 

products. 

a company’s perspective, carbon footprint labelling might only 

result in high costs and time spent on carbon footprint calculation.

3.2  More specific implications for the Danish  
and Swedish food industries

Denmark’s and Sweden’s commitments under  

the Kyoto Protocol 

According to the EU Burden-Sharing Agreement designed to meet 

the EU’s reduction obligations under the Kyoto Protocol, Denmark 

is committed to reducing its national GHG emissions by 21% in 

2008-2012, compared to levels of the reference year 1990 

(Denmark’s National Allocation Plan 2008-12, 2007). Sweden is 

allowed to increase its emissions by 4% during the same period. 

However, the Swedish Parliament has established the goal of 

reducing national GHG emissions by at least four per cent on 

average below 1990 levels by 2008 - 2010. There is also a longer 

term environmental quality objective of reduced climate impact 

that implies that Swedish GHG emissions should decline by up to 

50% from present levels by 2050 (Ministry of the Environment, 

2008). To achieve these reduction targets, Sweden and Denmark 

participate, among other mechanisms, in the ETS. 

Under the trading scheme, Danish energy-producing installations 

with a thermal capacity of more than 20 mega watts (as well as a 

number of installations in specific industries) are allocated 24.5 

million emissions allowances annually for the period 2008-2012 

(Denmark’s National Allocation Plan 2008-12, 2007). According to 

Denmark’s National Allocation Plan for 2008-12, in total, 372 

existing Danish installations are included under the allowance 

system in the period 2008-12. In 2006, out of all Danish 

installations covered by ETS, 32 installations with a thermal 

capacity of more than 20 MW belonged to the food and drink 

industry.  

In Sweden, the planned annual allocation of emission allowances 

to installations amount to an average of 25.2 million tonnes of CO2 

in the period 2008-2012 (Ministry of Sustainable Development, 

2006). The total number of Swedish installations in the EU trading 

scheme amounted to over 700 in the initial period 2005-2007 (in 

the new period new entrants are expected). Although it was not 

possible to identify the specific number of food and drink 

48 ØRESUND FOOD NETWORK AND ØRESUND ENVIRONMENT ACADEMY

CLIMATE CHANGE AND THE FOOD INDUSTRY  |  CLIMATE LABELLING FOR FOOD PRODUCTS: POTENTIAL AND LIMITATIONS

ØRESUND FOOD NETWORK AND ØRESUND ENVIRONMENT ACADEMY



3.  Implication of climate labels for food producers

Given the fact that more and more of the British retailers (likely to 

be followed by their European counterparts in the nearby future) 

place demands on their suppliers to provide information about and 

improve the GHG profile of their products, it is likely that food 

producers will have to provide those retailers with such information 

to be able to retain and potentially increase their market share.

 

Danish and Swedish consumers are likely  

to welcome carbon labelling

Knowing that the market shares of organic products in Denmark 

and Sweden are among the highest in Europe, and that, in general, 

the Swedish and Danish population has a relatively high interest in 

eco-products (for example, the organic market share on fresh milk 

in Denmark is close to 30 percent, around 30 percent oat flakes, 

and constantly growing for organic vegetable and fruits (Organic. 

dk., 2007)), carbon labelling initiatives are likely to be welcomed, if 

not demanded, by many Swedish and Danish consumers. As it was 

expressed by the representative from the Swedish Consumer 

Association, consumers who are interested in organic and other 

eco-labels will be interested in climate labelling as well. However, 

as pointed out previously, more research in this area should be 

done in order to understand better the expectations of consumers 

as well as their level of understanding of climate related issued. 

Weigh labelling-related costs against potential savings

From a cost perspective, as for any company wanting to implement 

accurate carbon labelling, carbon footprint labels could be quite 

expensive both for Danish and Swedish companies. However, 

these costs can be paid back over time as a well, based on the fact 

that GHG evaluation and analysis can lead to optimisation of 

production processes, especially energy and electricity 

consumption. On the benefit side, it should be noted that climate 

labels can lead to additional business advantages for those 

companies that chose to be front runners in the area of climate 

foot-printing of products, by enabling them to attract interest from 

environmentally conscious consumers. 

Building upon existing knowledge in the Swedish  

and Danish industries

It is important to underline here that Swedish and Danish 

producers have been working for a long period on the 

quantification and reduction of their energy consumption and 

Carbon foot-printing as a potential business opportunity 

On the contrary to food miles, the assessment of products’ climate 

impact throughout their entire life cycle can bring potential 

benefits for Danish and Swedish exporters. This can be explained 

by the fact that Danish and Swedish products might have a better 

carbon profile, because producers in these countries are usually 

known for being energy efficient, which reduces strongly the 

carbon footprint of products. Moreover, given the fact that the 

carbon intensity of products depends to a large extent on the 

national fuel mix used to produce electricity, food produced and 

processed in Denmark and Sweden might have a relatively low 

impact on climate change from electricity consumption. This can 

be explained by the fact that the share of renewable energy in the 

Danish electricity mix is relatively high (for example, in 2003, it was 

approximately 25 %, mainly from biomass and wind (The Danish 

Energy Authority, 2007). 

In Sweden, approximately half of the electricity production comes 

from hydropower and most of the remainder is provided by nuclear 

power and renewable sources. These types of energy respurces are 

known to have low impact on climate change. Therefore, 

implementing carbon footprint labelling might potentially make 

Swedish and Danish products more attractive in overseas markets 

as being relatively climate friendlier than other carbon labelled 

products, despite the fact that Swedish and Danish food products 

exported often travel far. 

However, and this is especially relevant for Sweden due to its 

relative reliance on nuclear power, it is essential to take into 

account other environmental impacts of products when printing 

climate labels, in order not to be accused of focusing only on 

climate change and diverting attention from other environmental 

aspects. Therefore, the current Swedish approach to award with a 

climate label, only those food products that already have an eco- or 

organic label can be a solution to avoid such criticisms. 

Demands placed by foreign retailers in export  

markets as a strong driving force 

Another reason for Danish and Swedish food exporters to 

implement carbon labelling is the existing and increasing pressure 

from retailers, especially from the UK. The UK represents a 

significant market both for Danish and Swedish food exporters. 
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3.  Implication of climate labels for food producers

GHG emissions. Therefore, it is likely that many already understand 

and possess well-documented information about the energy 

consumption and GHG emissions associated with operations and 

products. Therefore, one can expect that it would be relatively less 

time consuming for Danish and Swedish food producers to assess 

the carbon footprint of their products. In particular, there are 

already existing Swedish and Danish LCA database providing 

information and secondary data about environmental impacts of 

food products, including climate change. However, the estimation 

will be more difficult if a high share of the information needs to be 

collected from overseas suppliers. 

The current lack of accurate data and accepted  

standards is an issue

Nevertheless, before climate labelling can be widely implemented, 

more solid scientific and methodological knowledge should be built 

in order to ensure that this type of label is really informative for 

consumers. If it becomes well-known to consumers that carbon 

labels are not reliable, it will then be hard to regain their confidence 

on such initiatives. In addition, and not the least important of issues 

faced by companies wanting to implement climate labelling: 

International or at least European standards for calculation of 

carbon footprint of a product should be developed in order to 

create equal conditions for all companies, avoid confusion among 

consumers, and guarantee as much as possible the reliability and 

comparability of information provided on labels. This is an issue 

that front running organisations and countries, especially Denmark 

and Sweden, should tackle now. 
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Appendix

List of the companies interviewed
1.	� Findus AB (Sweden): Inger C Larsson, R&D - Quality Director, 

20 November 2007, telephone interview, 20 minutes

2.	� Arla Foods (Denmark): Jan Dalsgaard, Head of Environmental 

Affairs, 20 November 2007, telephone interview, 15 minutes

3.	� Casino retailer (France): Corinne Picard, Environmental 

Manager, 21 November 2007, both telephone and e-mail  

responses

4.	� The Coca-Cola Company, European Union: Cees Van Dongen, 

Environmental Coordinator West Europe Group, 21 November 

2007, telephone interview, 30 minutes

5.	� Unilever (UK): Henry King, Science & Technology Leader: 

Sustainability, 26 November 2007, telephone interview, 25 

minutes

6.	� ASDA retailer (UK): Chris Brown, Sustainable and Ethical 

Sourcing Manager, 26 November 2007, telephone interview, 

20 minutes

7.	� Carrefour retailer (France): Paul Rowsome, Environmental 

Manager, 26 November 2007, telephone interview, 20 minutes

8.	� ICA AB retailer (Sweden): Kerstin Lindvall, Head of 

Environment Department, 28 November 2007, telephone  

interview, 30 minutes

9.	� Tetra Pak International (Sweden): Katrin Besch, Environmental 

Specialist, 29 November 2007, both telephone and e-mail 

responses

10.	� Svenskt Sigill (Sweden): Helena Elmquist, Responsible for 

Standard Development (regelutvecklingsansvarig) for climate 

labeling scheme, 30 November 2007, both telephone and  

e-mail responses. Pernilla Tidåker, 18 January 2008, 20  

minutes 

11.	� COOP retailer (Denmark): Katrine Milman, Head of 

Environmental Affairs, 4 December 2007, telephone  

interview, 20 minutes

12.	� Danish Crown (Denmark): Charlotte Thy, Environment 

Manager, 5 December 2007, telephone interview, 20  

minutes

13.	� The Swedish Consumer Association (Konsumentföreningen 

Stockholm, Sweden): Louise Ungerth, Head of Consumer and 

Environment Affairs, 7 December 2007, telephone  

interview, 20 minutes

14.	� The Danish Food and Drink Federation (Part of the 

Confederation of Danish Industries): Christina Jacobsen, 

Consultant, documents were provided regarding the 

Federation’s position on the topic, in Danish. The documents 

were translated by Finn Maigaard, native Danish speaker. 

15.	� British Standard Institute (BSI) Management Systems:  

Hewitt Roberts, Director Global Sustainability Strategy,  

14 December 2007, telephone interview, 20 minutes
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