Analysis

Stern lessons for the green sector

Brand owners are gearing up to
launch a flood of environmentally
friendly products as they seek to
cash in on consumers' fears about
global warming.

Early signs of the new gold rush
are evident at electrical chain Cur-
rys, which is selling solar panels that
cost £9,000. Meanwhile, Powergen
has launched the WhisperGen boiler
which heats the home and generates
electricity as a by-product. It is not
cheap at £3,000, but Powergen
claims it pays for itself within four
years. Along with energy saving light-
bulbs, these are just the beginning.

Last week's Stern Report warned
of catastrophic consequences unless
measures are taken to reduce car-
bon emissions. This apocalyptic
vision creates a huge opportunity for
marketers to play on consumers’
concerns and launch premium prod-
ucts offering them environmental
peace of mind.

A spokeswoman for consultancy
Added Value says: “Consumers are
frustrated and scared by what they
see on TV. Marketing is going to have
to provide solutions.” She adds that
companies are quietly working on
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new products with environmental
benefits and believes there willbe a
“sea change" over the next year as
the new green products are
launched.

At Added Value’s recent Brand-
ing for Good conference, marketers
were asked to suggest green inno-
vations. One idea was for an ethical
mobile phone with long-life batter-
ies and a tariff that rewards those
who keep their handset longer.
Downloadable upgrades would
remove the need for changing

_phones and its charger would switch
off automatically when not in use.

* Another proposal was for a travel
industry-endorsed scheme where
everyone has a personal carbon trad-
ing account enabling them, for
instance, to buy the carbon surplus
from a friend if they wanted to fiy to
Australia. Another plan would be to
create a retailer reward scheme
based on an ethical points system
rather than expenditure.

However, there have already been
false dawns for ethical products.
When environmental issues surfaced
in the media in the 1980s, green prod-
ucts such as Ecover detergent sold

well, but the sector's fortunes faded
as other matters gained salience.
This time round, though, it looks like
the issue of climate change is here
to stay.

Paul Walton, chairman of innova-

_tion agency The Value Engineers, says

brand owners are looking at issues
of transparency in sourcing, how prod-
ucts are made and ethics as well as
the products' effects on the environ-
ment, But he adds: “The big question
is whether this has mainstream appeal
or is for an educated middle-class
niche. Will people pay for the trade-
offs between performance and price
against a set of other needs?”
Meanwhile, some sectors are find-
ing it harder to play the green inno-
vation game than others. According
to Graham Lewis, creative director
of Satellite Marketing Communica-
tions, which organises the Green
Awards for environmentally sound
marketing, not one entry has been
received from a cosmetics company,
a sector which has been criticised
for creating wasteful packaging.
Shortlisted for the awards are Proc-
ter & Gamble's “Tum to 30" campaign
for Ariel encouraging consumers to

Window to the future: Solar panels
are easily available, but will their cost
limit tham 1o middie-class homes?

wash clothes at lower temperatures.
Mobile phone company O2's “Letter-
box challenge” innovation has pack-
aging for mobile phones that can fit
through letterboxes, avoiding the need
for them to be sent by courier.
Brand owners are torn between
gaining first mover advantage by
launching green products early or
holding fire as they learn from others'
mistakes. Much will depend on the
prevailing media climate. But as long
as environmental issues keep mak-
ing front-page news, marketers will
continue the search for green gold.
David Benady
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Heat is on for short-hauls

The Stern Report has exposed the urgency of cutting carbon emissions, and short-haul budget
airlines have emerged as an early target. Several measures are on the cards to deter passengers
and make the industry greener. Not all brands will survive the turbulence, says Mark Choueke

hort-heul budget aidines are some of the
{u=test prowing businesses in Europe and
all have plans for expansion. Only [ast

week. Flybe doubled iis size when it hought
British Afrways” regional division BA Connect

Proposals to expand the UK's airports could
trebls the number of Nighis by 30680 but such plans
milght B poleaxed by e Bt predictons on
the mate and consequences of global wilrming

Exports have predicted that Sir Nicholagz
Storn's report on the economics af elimate change
Wil mark & furning polnt Iy consumers’ anminioes
towards the enviranmeEnl

A eollective will an thi part of

COELSLIFESS: [0
cut carbon emissions would be weloomed by gos
ernments aroumnd the warld keen for the public
o get tough on industries that contribute hea
ilv to the amount of carbon in the atmosphere
Alrlines, purticulacly thoss thal operats (e
fora-crest short-hnal s model, hee smeroed
#Es nn early target. Greonhoose gis emisslons
from air travel, which s currently responsiblie
for just under % of UK emissiens and 3% of
thass 1IN Eurape, Are rising faster than those in
any other sector in the economy The Govern-
ment wants (o introduce legislation aimed at
rluring carbon emizssions by 80% o the UK by
N, although scientists sugeest such a redoe

tion meeds to hapgen by 2060

THE BLAME PLANE
Prossur group Plane Stupid has already begun
campalgning aghins an Indusiey i calls “the
et mrow ing cases of climate change”, Aoeor
1ng o LR gronap, 45 % of all Dights within Earope
e s thnn S00Km 1 lenglh - the distance Irom
Lamdan to the Scodtish border, The group palnts
nut that the avintion indostry pavs no ax on foel
or VAT om transactions and calls for the serap
ping of airport expansion plans and an end 10
ahort-Haiil Mights

Lz Tinlin, strategy directos al marketng con-
sulancy Added YValee, ssys the short-haol mar-
ket will decline and predicts that soIme CATTIErE

will ma ot of eEiness allogethern
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Plana talng: EasyJet chied Harrison {abova|
says taxing won't put of! hobdaymakars, it will
just il government coffers'; whila Ryanair's
O'Leary says the amissions foous shouwld slay
on ‘tha man culpms - pewar and road transport

She adds: “Reallstically, we have (o put an end
b European short-haul travel but bs thire o gov-
erfmant brave enough to place blankot trovel
restrictions? Probably nol.”

Twi possibilities being disoussed are the tax-
Ingof alrcralt and mandatory carbon allowances
perperso But whatever sction the Govermment
aventually takes, Tinlin is certain thas pot all the
budget airiine brands will survive.

“Those ik da will be the ones that cof o the
griel deninl and anger at the necessary meas-
wres, and roposition their beands aml business
midels so that fiel efficlency raplaces prics as
the main driver of sales,” she argues

Tinlin believas that shart-haul budget pirlines
are about o face the zame problem ecal did in
the 1960s becwiise thay are "unnecessary and ol
dated and therefore facing decline”,

1t seems nnovation will by key in separating
the short-haul airiines that survive from those
that do not, The brands have 8 two-yair grace
period to strempthen thelr carbon efficient affer-

ing before legislation i passed, The budest air-
lines have been trumpeting their green creden-
tials whileangrily pointing the finger 5t culprits
in oiber indusirloes.

Ryanair's outspoken chisl axseutine, Michaal
¥ Lanry, describas calls o curb airlines carbon
emisaions as "tha usunl horseshit” and mdeds: “17
penple are really serbons abaut this then we need
o foeus an this k=sne and concenirabe on tha main
CALEES - power generid bon and road transport.”

O'Leary says Rynnalr i the greemest airtine
in Europs, hoving spent over §10bn (E5.4bn) in
the past fve years on a fleet of new girerait which
he clalms reduces fuel consumption by 0% pear
PA5EETEET.

BURNING ISSUE

Flybe marketing director Simon Lilley claims
mimost 70% of his airdine’s Qast hurns half the
amoumnt of fuel ns comventionnl jet airemit
costof EZhn.

Easytet has welcomed the Stern Roport,
agTesing with many of it= conelusfons, Theair
line will be the first in the bodget short-haul
market to launch 8 new steategy in LS ailvor
tising that concentrates on pushing §E8 &nvi-
romnmantal credentials as opposed 1o feasing
ap theket prices. The new cempaign will break
earty next year -

ata
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Bait chief axecutive Andy Harrison roandly
rejects the idea of twoation on flights! “Taxas
don't help the environment, they anly fill gov
arfiment coffars and burden the economy " He
thinks the E17s current emission trading scheme
is the answer, €ritics, though, have labelled
natiomel carbon teading as “toothless™ becmase
the E1) allows nations to sel their own Limits on
cirbon emitted by sinesses, and while the UK
Government has s&t itself an allowanee that
aquaies io s cut in E'JI:'IJHEJIZ‘:I‘].E. othisEr natlons leive
ansunx their businesses can run as norneal

Indmstry souroes see hard-hitting tanes as the
anky way tomake the necessary redustions inair
travel. Une says: “ Desplle sveryhoidy s good bnben
tiong, thare will enly ever be o minaeiy o’ peo
ple, perbape 20% at the most, that deny
themeelves a [ight o a holiday destination
because it is better for the snvironment. Most
will change their behaviowr only because thay
are priced out of the macket. Thee's only ono
way this is going for budget aidlines a survival
of the fittest scanario I a shakedown whers
maybe the lowest priced remurn teket to Kome
o Barcelena could be £500 a5 opposed to £500

TAK MESSAGE

Avtation analysts agree timtion looks a likely
scemario bul question who will be taxed and in
whint form. David Pope of Brewin Dolphin Secu-
ritbes says: “If you tnx the airline for each plans
taking off, how s that et brandermed o the pas-
sangor? Do scconomy passengers pay the same as
buisiness class passengers because they are using
thed aaane amdarst of fuel® And the real goestion
is will 1t even have an effeci?”

Pope says the esenlation In the prioe of el
has driven fiel surcharpe rises for throee years
In a mow — out passenger numbears hove &0l
incrensed by 4% per vear

He mifds; “Maybe if taxes riise the price af
thchets by 35% it will be the straw that broke the
cameal's back and peopde will stop fiving. Or moyhs
they will take it on the chin and continue Dylng
necatse peapbe ke to halkitay abroad. And what
is the Government golng to do with the money?
Wil it b spent on plaonting trees or will it end up
garing to fhund asylum seekers™

Budget alrlines will monitor the stituation
closely, conearned that thelr Indusiry could
beoome the next sockal pariah after iohacoo, alen
hol mid fast fiood. Sooner or later they may have
tir aclmit that the continued expansion of thetr
hisinesses iz unsustainabde amd that a focusad
reduction of their offerings -~ fewer flights to
smaller alrports - ks the only answer [ ]
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News

The budget airline plans ads to push its carbon credentials in the wake of the Stern Report

By Mark Choueke
EasyJet is planning a major
shift in advertising strategy
away from price-driven offers
to promoting its green cre-
dentials. It would be the first
airline to focus on the envi-
ronment rather than price.
A campaign highlighting
EasyJet's efficiency in reduc-
ing carbon emissions will
break in the New Year. It will
be developed through its
agency Ogilvy & Mather.
The change in strategy fol-
lows the publication of a
report into the economic con-
sequences of climate change,
written by Sir Nicholas
Stern. The report, which was
launched last week, is

expected to mark a turning
point in consumer attitudes
towards the environment.
Industry experts say the
European short-haul airline
market is likely to face decline
and that carriers should act
now to reposition themselves
as “the most environmentally
friendly rather than the
cheapest” to ensure survival.
Liz Tinlin, a board direc-
tor at marketing consultancy
Added Value, says: “Those
[airlines] that survive will be
the ones that cut out the grief,
denial and anger at the nec-
essary measures and reposi-
tion their brands and
business models so that fuel
efficiency replaces price as

EasyJet abandons price-led
campaigns for green focus...

EasyJet: Change in emphasis follows Stern report

mental credentials as part of
our advertising. We'll be
breaking the first of our new
advertising that focuses on

the main driver of sales.”

A spokesman for EasvJet
says: “There are obvious ben-
efits to pushing our environ-

green issues early next year.
I see nobody else that is likely
to beat us to it. Rvanair is still
using 'get out of yourcarand
walk' sort of language so we
think we'll be the first.
Although it'snotarace, it'sa
serious business.”
Meanwhile, the airline is
launching a campaign on
ATM:ad, the cash machine
advertising network. The ads,
which break this week, aim
to highlight special flight
deals from selected airports
across the UK. It will run for
two weeks on 171 ATMs in
Newcastle, the East Midlands,
Liverpool, Bristol and Belfast.
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