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Introduction

1.1 Whatis Ice

Ice is a new market leading customer rewards proposition, developed by The Ice
Organisation Ltd (Ice™). Ice intends to stimulate sustainable spending, during the
economic downturn, through the recovery period and thereafter, by rewarding
consumers generously with Ice points when they purchase environmentally friendly
products and services.

The principal mission of Ice is “to mitigate climate change via mass consumer purchase
power”.

Market research has indicated that Ice has an initial target audience of 10.2 million UK
adults at November 2010 and that to achieve our mission Ice must have widespread
appeal. In this way, Ice can encourage consumers in their millions to choose products or
services, which are more environmentally advantageous than those that they would
otherwise have purchased.

Ice rewards consumers with Ice points when they purchase environmentally friendly
products and services. Ice points can be combined with cash or card payment in any
combination and used to get a discount or to pay in full on the same wide range of
environmentally friendly purchases.

Ice believes the increased uptake of environmentally friendly products resulting from
rewarding customers will achieve CO2 emission reductions and significant environmental
benefits.

The success of the Ice programme hinges on its ability to change the behaviour of a very

large proportion of UK consumers; it must be inclusive and wide ranging in its appeal. To
this end, Ice is focused on improving the long-term carbon footprint of consumers, rather
than achieving instant perfection. Ice aims to help and encourage consumers to move in
the right direction - educating, improving and enhancing environmental behaviour over

time.

1.2 How can Ice achieve its mission

To ensure that the Ice mission is achieved, and to guarantee the integrity of Ice as an
environmental loyalty programme, it is essential that every business, product, and service
promoted by Ice is environmentally superior when compared with standard industry
practice. Itis also essential that Ice provides a wide range of products and services to
meet the demands of a modern sustainable lifestyle with mass market appeal.

Qualitative research conducted by Ipsos MORI on behalf of Ice highlighted the importance
of offering consumers a wide and varied product choice, from household brands to local
independent businesses and suggested that this will be integral to the success of Ice. The
research also stressed the importance of transparency in order to maintain consumer
trust. lce must be able to justify the inclusion of every partner in the Ice programme in
terms of its environmental advantages. Ice partners, selected according to Ice’s criteria,
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may have differing approaches to achieving sustainability and it is Ice’s role to
communicate these strategies transparently, thereby allowing the consumer to make the
ultimate choice.

1.3 Product Selection

The principal method that is used to select products for inclusion in Ice is to check for
recognisable product characteristics that have been scientifically proven to lower the
environmental impact of a product. An example of one such characteristic would be low
energy use.

Products that display a desirable product characteristic are reviewed by Ice’s
environmental researchers and, if suitable, selected for inclusion. Ice uses publicly
available data to make reasonable efforts to ensure that products included in the
programme are not there as a result of “green-wash” advertising used by the
manufacturer.

It is important to note that Ice does not intend to undertake detailed lifecycle analysis of
products and services in the Ice partner programme, nor will Ice conduct detailed
independent due diligence into the production and manufacturing processes of partners.
The assessment of environmental suitability will be undertaken on the basis of good faith
using publicly available information combined with information supplied by the potential
partner. Should it come to light that the partner has contravened its environmental
pledges, Ice reserves the contractual right to suspend and/or dismiss the partner from Ice
with immediate effect.

1.4 Business Selection

The businesses manufacturing/creating or selling products and/or services suitable for
inclusion in Ice are also reviewed to assess whether their business operates in an
environmentally, socially and ethically responsible manner. Only businesses with good
recognised sustainability guidelines and clear environmental commitments will be invited
to participate in Ilce. When companies undertake Social or CSR reporting this reporting
should be in line with emerging standards such as the Global Reporting Initative (GRI).

Environmental impacts of different
businesses

Businesses have a number of different environmental impacts and the significance and
scale of these impacts varies considerably from business sector, between businesses in the
same sector and from product to product.
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When selecting desirable characteristics and assessing the overall environmental impact
of a business and/or product, Ice considers how that characteristic influences six factors.

Greenhouse Gas Emissions.
Waste Produced.

Finite Raw Material Consumption.
Water Consumption.

Land Use and Land Rights.

= =2 -—a -a -a -a

Social and Ethical implications.

It is important to reiterate that Ice’s principal aim is to help mitigate climate change. When
selecting partners and products for inclusion in the Ice programme, the six factors listed
above are all assessed however greenhouse gas emissions are given the highest
weighting. This is because greenhouse gas emissions generated from human activity are
understood to be the primary driver of climate change.

2.1 Greenhouse Gas Emissions:

The increasing concentration of greenhouse gases in the atmosphere is widely
acknowledged to be significantly contributing to accelerated global warming. To ensure
that dangerous global warming levels are prevented global greenhouse gas emission
levels must decrease over time.

Ice requires businesses that participate in Ice to be actively working to limit, reduce, and
eventually eradicate their greenhouse gas emissions.

There are a number of measures that a business can take to reduce the greenhouse gas
emissions of their products or services. Any process that achieves a decrease in the
combustion of fossil fuels, whether through increasing energy efficiency or sourcing
energy from renewable sources, will result in a decrease in fossil fuel/ raw material
consumption and a reduction in greenhouse gas emissions. It is important to note that
businesses and products within Ice may be able to demonstrate a serious commitment to
reducing greenhouse gas emissions in two ways. Either through a decrease in their own
emissions or through creating products that help their customers reduce emissions.
Businesses which maximise their energy efficiency and that of their customers are to be
commended - there is often great scope to do this.

For large businesses the commitment to reduce greenhouse gas emissions should be a
prevalent part of their sustainability policy. Annual targets should be set, and performance
measured against these targets, success or failure to meet these targets should be
reported to consumers and shareholders in the companies’ annual reports. Where
regulatory measures are in place (e.g. CERT) compliance with these regulatory
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measurements is required. Company reports should also contain action plans to help
ensure emission reduction targets are met in the future. These environmental reports will
be kept on file by Ice and every update will be read to ensure that commitments are being
met and new targets are being created.

2.2 Waste Production

Waste is often a result of inefficient production and can essentially be considered to be a
misplaced resource. Waste causes disposal problems and squanders natural resources.

Ice partners are expected to be working to limit the amount of waste they produce.
Where waste is unavoidable the aim should be to re-use or recycle as much as possible.
Many technologies exist to help companies achieve these aims which can also have
financial benefits, for example, through reduced need for new raw materials and energy
savings. Such energy savings also contribute directly to reducing greenhouse gas
emissions. Some businesses use waste as a resource to create new products and this is
actively encouraged by Ice.

2.3 Raw Material Consumption

Some materials used in production are essentially finite (oil and other fossil fuels), others
when managed effectively can be sustainable (for example timber and plant derived
materials that are replanted at a rate that is higher or equal to the rate of deforestation.
Other materials or energy sources such as fast growing crops, solar energy and wind
energy are renewable.

Businesses and products that are partners to Ice should be working towards the following:
1 Areduction in raw material consumption required per product unit produced,

1 All raw materials claiming to be sustainable should be from well managed sustainable
sources or from accredited suppliers.

1 Finite material use needs to be limited as far as possible. When finite resources are
used, every effort should be made to ensure these resources can be reprocessed and
reused at the end of the product life.

The use of local sustainably produced raw materials is encouraged because this ensures
that greenhouse gas related transport emissions and other indirect emissions are kept to a
minimum.

2.4 Water Consumption:

Fresh water is essential for life on earth. In many places local supplies of freshwater are
often insufficient to meet human needs; this may be due to drought, the disruption of
hydrological systems, and water depletion.

Businesses often consume vast quantities of fresh water, furthermore, a large number of
modern production processes require a large input of water; in many situations this water
is often polluted during the production process.

In addition to compliance with regulations, the policies of Ice partners should focus on
minimising water use and using it efficiently, avoiding waste and release of polluted
water. They should also help to protect water catchment areas within their control.
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2.5 Land and Community Policies

The biodiversity of the earth is critical to life and is required to ensure the proper functions
of the ecosystems on which we depend. At least 40 per cent of the world’s economy and
80 per cent of the needs of the poor are derived from biological resources. In addition, the
richer the diversity of life, the greater the opportunity for medical discoveries, economic
development, and adaptive responses to new challenges such as climate change. There
are a number of global biodiversity hotspots around the world. Ice avoids companies
whose known business activities have a direct negative impact on these biodiversity
hotspots. Furthermore Ice checks the policy of partners with respect to selecting sites of
low biodiversity value when they are building manufacturing facilities. Where possible Ice
would like to see partners working actively to retain or increase the biodiversity and
ecological quality of land within their control.

The issue of land rights will also be considered by Ice. In less developed countries land
rights can often be very complex with multiple stakeholders having certain rights over the
same area of land. Different populations may acknowledge different laws and have
different cultures. It is essential that when this is the situation the rights of all stakeholders
are respected and that no one individual or group will suffer unreasonably as the result of
a land use change. Any land use change should be to the benefit of the local community
as well as all other stakeholders.

2.6 Social and Ethical Implications

In addition to environmental concerns, businesses also have social and ethical impacts.
These may be positive and/or negative. The scale of these impacts can vary considerably
and generally depend upon the size and purpose of the business.

A key area that Ice will consider when assessing the social and ethical impacts of a
business is that of employee rights. As such all employers partnering with lce would be
expected as a bare minimum to ensure the following; safe working environments,
reasonable working hours, fair pay and representation. All our partners are expected to
have a fair and ethical governance structure; and there should be no discrimination in the
work place and no discrimination when recruiting staff. Where Ice is working with
companies in developed countries, the assumption is that such companies comply with
the local law.

Ice will not work with, and will black list, any business that is found to utilise child or forced
labour, either directly or through their supply chains until such issue is redressed.

Employee rights are not the only social and ethical impacts important to Ice. Where
possible, Ice will also consider how partner businesses impact people who are not
employees. Thus, where the information is available, Ice will consider how partner
businesses behave as members of their communities, in this country and where they
operate overseas.
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What information is used to assess product
suitability for inclusion in Ice

Our aim is to help Ice customers find the right products for them with the best
environmental characteristics. All Ice partner businesses are sorted into product
categories. The decision about which category a partner is placed is defined by the
products that the partner offers. When a partner offers a large range of products the
partner may be included in more than one category.

The product categories used by Ice to sort partners are, Home & Garden, Home Energy,
Food & Drink, Travel and Transport, Fashion & Clothing, Gifts & Treats, Pets and Recycling.

To assess product suitability Ice has researched and created a list of desirable
characteristics for every product category listed on the Ice website.

These characteristics have been selected because they positively impact one or more of
the environmental impacts associated with that products production.

An example of a desirable characteristic is low energy use: low energy products use less
energy to complete a set task than a standard product would. Low energy products
consequently release less greenhouse gases (a goal which is central to Ice’s mission) and
therefore have a lower environmental impact than the product would have if it wasn’t as
energy efficient.

To recognise and define category desirable characteristics lce keeps up to date with
advances in scientific thinking and uses information provided by Academic Institutions,
Government Organisations, Non-Governmental Organisations and Pressure groups.

As environmental issues have received increased publicity, the negative environmental
impact of a number of products and activities has been highlighted. A number of
Governmental Organisations, Pressure Groups, Non Governmental Organisations, and
Academic Institutions have started to undertake regular research into the environmental
impact of the products and services that we consume.

The results of this research are often made publicly available. Ice uses much of this
information to help understand which characteristics make products and services more or
less environmentally damaging.

Before a report is used to recognise a desirable characteristic, Ice first confirms that the
information in this report has been collected and researched in an accurate and scientific
manner. All reports used by Ice will be written by a recognised and reputable organisation
and based on a clear understandable and scientific methodology. Information from
scientific reports is used as the principal data sources to define desirable characteristics for
product categories. Any cited reports are held on record and can be used to explain to
customers why characteristics result in environmental benefits.

A full list of the reports used to define desirable characteristics is available for each
category.

The following pages detail the Ice product categories, their relevant desirable
characteristics and a short selection of the reports used to define these characteristics.
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3.1 Home & Garden

Desirable Characteristics: Low Energy Use/Energy Efficient, Sustainably Sourced, Recycled,
reclaimed, Second-hand, Organic, Water Saving, Fair-Trade, Reduced Emissions, Local,
Waste Reducing

Reports used:

Guide to Greener shopping
http://www.direct.gov.uk/en/Environmentandgreenerliving/Greenerhomeandgarden/Greenershopping/index.htm

10 reasons to choose FSC

http://www.fsc-uk.org/?page_id=11

Wrap construction waste studies

http://www.wrap.org.uk/construction/case_studies/index.html

The carbon emissions generated in all that we consume.

http://www.carbontrust.co.uk/Publications/pages/publicationdetail.aspx?id=CTC603

Green electronics made easy (EPAT)

http://www.epeat.net/

The Energy Saving Trust- How to choose energy efficient products.

http://www.energysavingtrust.org.uk/Home-improvements-and-products/About-Energy-Saving-Trust-Recommended-
products

Better Cotton

http://www.bettercotton.org/

Green futures

http://www.forumforthefuture.org/greenfutures

How Bad Are Bananas
ISBN -10: 1846688914
ISBN -13: 978 -1846688911

3.2 Home Energy

Desirable Characteristics: Renewable generation, MCS certification, Feed in Tarrif and
Renewable Heat Incentive eligible, Energy Saving technology, Smart Metering.

Reports used:

DECC-Consultation on Smart Metering for electricity and gas

http://www.decc.gov.uk/en/content/cms/consultations/smart_metering/smart_metering.aspx

MCS certified products and installers

http://www.microgenerationcertification.org/Home+and+Business+Owners?pgid=3

Energy Saving Trust advice on Microgeneration

http://www.energysavingtrust.org.uk/Generate-your-own-energy

Act on CO2 Calculator Version 2.0 Data, Methodology and Assumptions Paper
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Available from the Act on CO2 website

http://www.direct.gov.uk/en/Environmentandgreenerliving/Thewiderenvironment/index.htm

3.3 Food and Drink

The category review document for the food and drink category is completed and available
on request.

Desirable characteristics: Low food miles, seasonal produce, full traceability, organic,
transparent supply chain,.

Reports used: All the reports used to define the desirable characteristics for this category are
referenced in the selection criteria document, examples of the reports include:

Food Climate Research Network

http://www.fcrn.org.uk/

Environmental Impact of Food Production and Consumption

Defra and University of Manchester Business School
http://randd.defra.gov.uk/Default.aspx?Menu=Menu&Module=More&L ocation=None&Completed=0&ProjectID=14071

3.4 Travel

Desirable characteristics: Low(er) CO2 emissions, Public transport, Carbon Neutral
transport, Cycles, Car Sharing. Fuel efficiency, Alternative fuel.
Reports used:

What Green Car
WWEF- WWEF-UK Policy Position Statement on Travel for Tourism

http://assets.wwf.org.uk/downloads/travel tourism update.pdf

Act on CO2 new car leader tables

http://actonco2.direct.gov.uk/home/what-you-can-do/On-the-move/Compare-car-CO2-emissions.html

3.5 Fashion & Clothing

Desirable characteristics: Carbon neutral, recycled/up-cycled fabrics, clothing care
instructions, organic cotton, sustainable material use, long living products, clothing take
back schemes, multipurpose clothing.

Reports used:
Well dressed: the present and future sustainability of clothing and textiles in the United

Kingdom

http://www.ifm.eng.cam.ac.uk/sustainability/projects/mass/uk_textiles.pdf

Sustainable Clothing Action Plan Defra
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http://www.defra.gov.uk/environment/business/products/roadmaps/clothing/action-plan.htm

Fashioning Sustainability

http://www.forumforthefuture.org/library/fashioning-sustainability

Ecological Footprint and Water Analysis of Cotton, Hemp and Polyester

http://www.organicexchange.org/Farm/Reading%20and%20References/Cotton%20Hemp%20Polyester%20study%20SEI%
20and%20Bioregional%20and%20WWF%20Wales.pdf

3.6 Treats and Gifts

Desirable Characteristics: Many different types of product may be given as a gift, in which
case any of the appropriate “desirable characteristics” for that product/service should be
applied. The following desirable characteristics are most appropriate for the Ice “Treats
and Gifts” category as it currently stands: Fair-trade, organic, hand crafted, reclaimed,
sustainable, and locally manufactured, carbon neutral.

The Green Beauty Bible:
ISBN -10: 1856268519
ISBN -13: 978 -1856268516

Behind the label cut flowers:

http://www.theecologist.org/green_green_living/behind_the label/302429/behind_the label cut_flowers.html

Ecolabels

To help enable consumers to recognise environmentally friendly products a number of
pressure groups, NGOs and trade associations have developed ecolabels which they
assign to products they believe offer environmental benefits when compared to the
industry standard.

Many of these ecolabels are now well established such as the Energy Saving Trust
Recommended label. Others are less developed and consequently less well established.
An example of one such label would be the Carbon Trust CO2 footprint label.

Ecolabels can be useful aids to the Ice desirable characteristic product selection process,
provided they are of a high quality and relate to real environmental benefits. Ice uses
ecolabels to recognise products quickly that have one or more of the desirable
characteristics recognised as environmentally beneficial by Ice.

Ice only uses ecolabels in product selection when the labels are relevant, reputable,
recognisable, and result in real benefits to the environment.

Ecolabels also have a secondary role for Ice, they may be used to help consumers
understand and quickly recognise why a product/service included in Ice is
environmentally friendly. When relevant and free, descriptions of the ecolabels we use
will be available on the website.
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What information is used to assess business
suitability for inclusion in Ice and what are
the minimum requirements?

To maintain the integrity of Ice it is essential that Ice seeks to partner with companies that
operate in an environmentally and ethically responsible manner. The information
required to check whether a company fulfils these criteria will be sourced from
information supplied and reported by the company, such as Corporate Social
Responsibility (CSR) reports and environmental policy documents. In some circumstances
reports from other reputable organisations may also be used.

CSRreporting is a relatively new and evolving concept. As such, there is little in the way of
a standard reporting framework suitable for adoption by every business and every
business sector. A number of different standards are now emerging, (particularly the

sustainability
sustainability

- =2 -—a -—a -a -a _-a -2

Confidential - © The Ice Organisation Ltd. 12
Ice™ is a registered trademark of The Ice Organisation Ltd.


















