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SUMMARY

Participants:

Duncan Bury, Environment Canada

Kevin Brooks, Clean Nova Scotia

Tania Del Matto, Canadian Centre for Pollution Prevention

Nuala Dorety, Ontario Trillium Foundation

Angela Griffiths, Clean Nova Scotia

Jay Kassirer, Cullbridge Marketing and Communications

Jack Luskin, University of Massachusetts Lowell

Elie Politi, São Paulo Cleaner Production Roundtable

Lynda Rankin, Nova Scotia Department of Environment and Labour

Chris Wolnik, Canadian Centre for Pollution Prevention

On April 30th 2004, the Canadian Centre for Pollution Prevention and the North American Sustainable Consumption Alliance (NASCA) hosted an experts workshop on “Strategic Priorities for Promoting Sustainable Consumption in North America.  Jack Luskin (University of Massachusetts Lowell) and Chris Wolnik (Canadian Centre for Pollution Prevention) co-facilitated the workshop.  

The experts workshop had four key objectives:

· To bring additional stakeholders into the discussion about sustainable consumption in North America that has been taking place within the framework of NASCA since October 2001.   (For background information on NASCA, visit http://nasca.icspac.net.)
· To advance the process of developing - within the framework of NASCA - a concrete, constructive, and collaborative strategy for promoting sustainable consumption in North America.
· To identify 3-5 specific areas of opportunity for promoting sustainable consumption (e.g., particular industries, products or services, regional markets, or target audiences) where efforts are likely to have maximum impact and leverage or catalyze additional change over the next three years.  

· To facilitate the exchange of information between NGOs and funders regarding strategies for promoting large-scale changes to consumption patterns.  

“Open Space” Exercise: Suggested Priority Actions

To meet the third workshop objective (see above), the workshop organizers used “open space technology”
 to facilitate small group discussions about elements of a national sustainable consumption strategy.  Prior to the workshop, the organizers asked participants to indicate up to four specific areas of opportunity for promoting sustainable consumption that they thought could begin to produce tangible results over the next three years.  The organizers classified participants’ suggestions into five categories for further discussion and refinement by participants.  

At the workshop, the participants organized themselves into small break-out groups around each of the categories based on their individual interests.  They then redefined the categories and identified priority activities and then priority projects before reporting back to the larger group, as summarized below:

Purchasing:

· Zero waste policies

· Think about the differences between urban and rural public

· Non-reuseables

· End of life management as core part of purchasing contracts

· Water/energy efficient products

· National campaign with supermarkets group

· Good specifications within purchasing tenders are a key to what is sustainable

· Provide the alternatives in all markets

· Labelling & the development of purchasing coalitions

· Provide information to enable easier decisions on purchasing for a variety of office purchases…proliferation of labels and certification makes it difficult for consumers

· Waste collection pricing/bans that provide incentives for reduction

· Programs like ‘Get in the Loop’ that involve retailers and media

· People are unaware of impact of choices, need to make it visible like food labelling

Government Initiatives to Help Orientate Producers:

· “Green” taxation: environmental tax shifting around a sustainable consumption issue

· Extended Producer Responsibility

· Require product disposal labelling

· Communicate climate change: “One Tonne Challenge”

· Eco-labelling

· Toxics Reduction / Elimination Regulations

· Packaging Standards

· Procurement “Correctly”

· Municipal role: i.e. increase charges for waste disposal to send signal, especially for homeowners

· Fund sustainable consumption projects

· Promotion of best practices

· Market drivers: create incentive/disincentive 

· Government lead by example and increase purchasing power in some markets

Industry:

· Extended Producer Responsibility

· EMS for SMEs, and access to resources to assist EMS development and implementation

· Emphasis on services versus new products

· Addressing the ‘Limits to Growth’ issue

· Design for the Environment, Lifecycle Management/Assessments

· Industry to sponsor public awareness (publish materials)

· Advertising/Marketing: Sustainable Consumption Messaging

· Interest-free loans to support process change/business model change from disposable to reuseable products, i.e. “re-manufacturable” products

· Consuming Smarter

Promoting Sustainable Consumption:

· Broaden participation from wide ENGO sector including land protection groups with pollution prevention groups

· Linkage to UNEP efforts in European Union etc..

· Sustainable Consumption Vision

· Implementing energy efficiency strategies

· Should have buy in and participation from ENGOs in the area, e.g. Recycling Councils, Climate Action Network, CEN, Green Communities Association

· Broaden the issue to the fullest to enable partnerships from every “sector” (health equality, First Nations, Youth, Labour, etc)

· Database user interface that makes it easy to find partners

· Teleconferences, sessions at relevant conferences on topics/projects of shared concern, also for networking

Communicating:

· Climate Change Agenda: “One Tonne Challenge”

· Public Outreach and Education

· Umbrella programs that tie together and promote the many existing programs

· Programs like “Get in the Loop” that work with chains of retailers (point of purchase) and media

· Household hazardous waste

· Is “sustainable consumption” the right term to use in selling the concept to the public and practitioners?

· Paper consumption

· What is the most effective strategy to change consumer behaviour? Do we have any models to build on or replicate?

· Importance of public transportation

· Connection between human health and consumption

· What does sustainable consumption look like?

Priority Projects:

1. National Awareness Campaign on Lifestyles

· Campaign with priority on behaviour changes

· Includes graphics, look of information has a consistent logo across North America, universally recognizable

· Tie it into everyone’s day to day life

· NGOs and community groups take the lead

· Target the individual consumer

· Tailor key messages to the social/economic and geographic origin of the target audience

· Funding come from government and  media associations

2. Ethical Purchasing and Selling

· Retailers be the trainers, in conjunction with point of purchase materials

· Focus on the product’s life cycle

· Resources:  sponsorship on a retail chain by retail chain basis; use of marketing students

· As a second phase offer a marketing campaign such as “Get in the Loop-Buy Recycled”, good mass media initiative, that involved approaching supermarket chains

3. Smarter Consumption, not Less Consumption

· Redefining Growth

· Promote a ‘Growth’ model that:

· Uses champions and case studies

· Provides tools, mechanisms for employees

· Promotes sustainable consumption/production at the senior management level via industry sector conferences

4. Create Centres of Excellence for Priority Behaviour Changes

5. Build on the Capacity of Conservation Organizations

· Link their work to sustainable consumption, i.e.: Boreal forest resources and linkages to paper consumption; Watershed stewardship and linkages to pesticides and water efficiency

· Link to other groups, i.e. health organizations

6. Working with Consumption Groups to Integrate and Promote Sustainable Consumption

· This could involve broadening partners to include recreation/sports groups to counter activities such as recreational shopping

Facilitated Discussion:  Working Together
 

To meet the second and fourth workshop objectives (see above), the facilitators posed the following questions: 

1. Can and should we (NGOs, international organizations, and private foundations) work together to promote sustainable consumption in the U.S.?

· Yes!

· Potential forums: Make presentation at the Grantmakers Association   Conference and start engaging this group 

2. How? (In what areas should we work together and where should we continue to work apart?)

· Universities are a huge resource for NGOs to tap into and graduate students are always looking for meaningful projects. CURA is an excellence Canadian source of funding for these types of partnerships

· NGOs need to form better linkages/alliances with other NGOs

3. Are any of the actions or strategies proposed during the “Open Space” exercise fundable?

· Workshops for business

· Projects that advance the goals of reducing climate change and sustainable communities

· Projects that target changing specific behaviours

Facilitated Discussion: Suggested Next Steps
Participants discussed the following activities or actions as potential next steps:

· Have Duncan Bury’s group (Sustainable Consumption) talk to Pat Dolan’s group (One Tonne Challenge) at Environment Canada

· Foster partnerships with:

·  Green Communities Association and its members

·  Federation of Canadian Municipalities and its members

· Canadian Environmental Grantmakers

· Have sustainable consumption sessions at key environmental conferences

· Document Best Practices for encouraging sustainable consumption

· Start conducting regular teleconferences

· Ensure the sustainable consumption and production database is easily searchable for partners

�  “Open Space is a large group process that brings ‘the whole system into the room.’ Open Space increases collaboration by combining the open marketplace of ideas with the building of a learning community.” See  � HYPERLINK "http://www.ourfuture.com/osover.htm" ��http://www.ourfuture.com/osover.htm� (providing a description of open space technology and how it works).





