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Preface

The intention of this report is to inspire and guide companies to develop
cleaner products and bring them on the market. It is the result of a
demonstration project carried out in cooperation between Berendsen Textil
Service A/S, FORCE Technology and EcoForum to demonstrate with
practical experience how cleaner products can be developed in cooperation
with suppliers — or the whole value chain.

You do not have to be environmentally concerned to benefit from
environmental product development projects. When working with your
products, you will probably also find some other improvement options leading
to e.g. higher quality or lower costs.

During the project, different communication activities have been carried out
to disseminate the experience and good advice developed during the project
period. Hence, this report is only a part of the communication, summing up
the project and main conclusions. However, the report also includes a short

description of the other communication activities.

All the development projects have been carried out on the hygiene product
range of Berendsen, but the lessons learnt are universal for environmental
product development of products.

Jeppe Frydendal Sgren Mann Andersen
Head of LCA Center Denmark Customer Manager
FORCE Technology Berendsen Textil Service A/S






Summary and Conclusions

1.1 Background and purpose

When standing in the supermarket choosing between two or more products
that can fulfil the same function, there is a number of factors which influence
your choice. This is also the case when a company is about to select a
supplier. Here the following parameters typically apply:

e Price

e Quality

e Supply security

e Service and support

e Environmental conditions

e And others

Figure 1. There are many considerations when choosing between product A
and product B.

All the above parameters are a result of the interaction in the whole product
chain — from cradle to grave. Your choice in the supermarket can thus be seen
as a competition between two product chains more than between two
companies.
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Figure 2. When two companies (A and B) compete on the market — it is in fact a
competition between two product chains.

Optimizing the product chains of the company in the whole life cycle can thus
give a better competitiveness.
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Figure 3. Cooperation in the value chain to improve the competitive
parameters for the final product/service results in better competitiveness.
This is one of the motivational factors for the players in the value chain to
cooperate on optimization of the value chain from cradle to grave.

In the project, focus has been on this product optimization in the case of
Berendsen Textil Service’s supply of soaps and creams, which are delivered as
a supplement to the textile service.

The purpose of the project has not only been to carry out concrete
developments. It has equally been to communicate the experience to other
interested companies and to inspire them to start development of cleaner
products themselves — in Denmark as well as internationally.

Environment is not the most significant sales parameter for Berendsen Textil
Service A/S, but still one of major significance. At the same time, the
environment is one of the points where Berendsen has an opportunity to differ
from its competitors — and when all things are equal then the environment
might be the decisive factor in a sale.

1.2 The study

FORCE Technology and Berendsen Textil Service A/S, in cooperation with
Berendsen’s suppliers, have completed a number of development procedures
to introduce more environmentally friendly and healthy products on the
market. Focus has been on Berendsen’s hygiene products which, among other
things, include soap, hand cleaner, lotion, sanitizer liquid and similar cosmetic
and chemical products. The products are delivered as a supplement to
Berendsen’s textile service concepts with laundry and rental of textiles.

The barriers encountered during the project are described and the
information on how the barriers were overcome will be especially interesting
for other companies wishing to offer cleaner products to their market.

The project has been embedded in Berendsen’s sales and marketing division
and the results have been integrated in the sales organization so Berendsen
can actively make use of the competitive advantages connected to the newly
developed products.

1.3 Main conclusions
The project shows that it is possible to develop cleaner products for the

market in cooperation with one’s suppliers and to achieve positive response
from the market.



It has turned out that it is possible to overcome most of the substantial barriers
to development by being persistent and patient. A consequence of this is that
it should be borne in mind that development projects take a long time.

Examples of barriers overcome in the process are:
o Different preferences on the market for Berendsen and the suppliers
e Long communication channels
¢ Differences in terminology and language
e Physical distance
e Lack of knowledge
e Contractual barriers
o Weak “power” relations to the supplier

The experience from Berendsen shows that as a starting point it is easier to
cooperate with a supplier in Denmark about development than a supplier
from abroad and outside Europe, and it is often necessary to provide the
supplier with a large amount of knowledge and competences in relation to, for
instance, relevant legislation in the EU to achieve success.

It is no wonder that this is the reality in light of the fact that the biggest barrier
is in companies’ understanding of the demands of the market. A company in
Denmark knows the Danish customers’ preferences, while a business partner
in southern Europe wants his products to meet the demands of his own
market. In southern Europe “clean” often means that it smells good (of
perfume). This is in direct conflict with the demand for a perfume-free
product which often can be found in the Nordic countries.

At a related after-work workshop the participants from a number of Danish
companies concluded that the customers’ demands for environmentally
friendly products can be handled positively as an input to innovation. Minutes
of the after-work workshop are enclosed as Appendix C.

1.4 Project results
1.4.1 New clean products on the shelves

During the project Berendsen developed and introduced 11 new products
with a smaller impact on the environment and health. However, some of the
products were not developed as a part of the project, but in parallel with the
development project. However, the total experience is communicated to get a
broad coverage of the challenges which can be encountered in the cooperation
with the suppliers.

1.4.2 Barriers are overcome

Based on the experience from Berendsen, the recipe for success is, as
mentioned earlier, patience and persistence in relation to suppliers. However,
there are some cases where barriers cannot be overcome on their own and
here it might be necessary to find another supplier/business partner. In one
case Berendsen got help from the legislation, which put pressure on the
supplier so that he had to change his product anyway.
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1.4.3 Legislation and tools help you on the way

Exactly legislation can be a partner in development projects. Legal
requirements on transparency in relation to constituents in cosmetic products
give a far better starting point than in the case of chemical products where the
producers are often very secretive about information. Harmonized EU
legislation makes it easier to cooperate with international suppliers about
development of products. In future, the new EU requirements in relation to
specification of allergy-causing perfume substances will help Berendsen who,
for a long period, have been working on getting their suppliers to phase out
these 26 substances in products with perfume where there is a risk of getting
into contact with the product.

Ecolabelling criteria can also give inspiration on how new products can be
combined so impact on the environment and health is reduced. At the same
time the chemical list from the ecolabelling scheme gives much valuable
information about individual substances. However, experience from
Berendsen’s products shows that the ecolabelling criteria sometimes give too
little consideration to life cycle thinking. For instance it can be proved that
Berendsen’s new foam soap without perfume and colour burdens the
environment far less than an average ecolabelled cream soap for each hand
wash. Nevertheless Berendsen’s foam soap cannot be assigned the ecolabel
because the criteria do not relate the environmental impact to the functional
unit, i.e. in relation to the number of times you can wash your hands with the
soap.

Berendsen’s Code of Conduct shows suppliers from the beginning of a
relationship that being a supplier to Berendsen involves some obligations —
also within the environment. With this tool Berendsen ensures that suppliers
will not be shocked when Berendsen starts to clarify environmental
improvements of products.

Berendsen has many suppliers — and it is not possible to keep a close dialogue
with all. Therefore, Berendsen’s suppliers are regularly evaluated with the
internet-based supplier evaluation tool — Supplier-e-valuation® - from FORCE
Technology.

1.4.4 The sales staff are equipped

Berendsen has created an intranet portal for sales representatives where they
can always find relevant and updated documentation in the form of product
sheets, user’s manual from the suppliers, perfume declarations and similar. At
the same time the intranet portal gives brief background information for each
product and concrete sales arguments including environmental and health
aspects.

In this way Berendsen expects that the efforts to develop cleaner products can
result in an even greater plus on the bottom line

1.4.5 The development does not stop here

For Berendsen, development of a new cleaner product and introduction on
the market does not mean that the work is done. They are always looking for
further improvements of the products in relation to market trends and in
relation to new technical knowledge.

This means that even if this project ends, Berendsen’s customers can also
expect new products with improved environmental and health profiles in the
future.



Sammenfatning og konklusioner

1.5 Baggrund og formal

Nar du star i supermarkedet og skal veelge mellem to eller flere produkter, der
kan opfylde samme funktion, sa er der en lang raekke forhold, som spiller ind
pa dit valg. Det samme geelder, nar en virksomhed skal veelge en leverander.
Her er det typisk felgende parametre, der gor sig geeldende:

e Pris

o Kvalitet

o Leveringssikkerhed

e Service og support

e Miljgforhold

o Etc.

Figur 3. Der er mange overvejelser, nar man skal veelge mellem produkt A og
produkt B.

Alle de navnte parametre er et resultat af samspillet i hele veerdikeeden — fra

vugge til grav. Saledes kan dit valg i supermarkedet ses som en konkurrence
mellem to produktkaeder mere end bare mellem to virksomheder.

= A |+

- B |-

Figur 4. Nar to virksomheder (A og B) konkurrerer pd markedet —er det i
virkeligheden en konkurrence mellem to produktkader.

At optimere sine produktkader i hele livscyklus kan saledes give bedre
konkurrenceevne.
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Figur 5. Samarbejde i vaerdikaeden for at forbedre de konkurrencemassige
parametre for det endelige produkt/den endelige service medfagrer en bedre
konkurrenceevne. Dette er en af motivationsfaktorerne for aktgrerne i
vardikaeden til at samarbejde om at optimere vaerdikaeden fra vugge til grav.

| projektet har fokus vaeret pa denne produktoptimering og casen har veret
Berendsen Textil Services leverance af seber og cremer, der leveres som et
supplement til tekstilservice-ydelsen.

Formalet med projektet har ikke bare veeret, at gennemfare konkrete
udviklingsforlgb. I lige sa hgj grad har det veeret at formidle erfaringerne til
andre interesserede virksomheder og inspirere dem til selv at komme i gang
med udvikling af renere produkter — i Danmark savel som internationalt.

Miljg er ikke den veesentligste salgsparameter for Berendsen Textil Service
AJS, men dog stadig af veesentlig betydning. Samtidig er netop milja et af de
steder, hvor Berendsen har mulighed for at adskille sig fra sine konkurrenter —
og nar alt andet er lige, sa kan miljget ga hen og blive tungen pa vaegtskalen i
et salg.

1.6 Undersggelsen

FORCE Technology og Berendsen Textil Service A/S har i samarbejde med
Berendsens leverandgrer gennemfart en raekke udviklingsforlagb for at bringe
mere miljg- og sundhedsvenlige produkter pa markedet. Fokus har ligget pa
Berendsens hygieineprodukter, der blandt andet omfatter saebe, handrens,
lotion, sanitizervaeske og tilsvarende kosmetiske og kemiske produkter.
Produkterne leveres som supplement til Berendsens tekstilservicekoncept med
vask og udlejning af tekstiler.

De barrierer, vi har mgdt undervejs, er beskrevet, og iseer oplysningerne om
hvordan barriererne blev overvundet vil veere interessant for andre
virksomheder, der selv gnsker at udbyde renere produkter til deres marked.

Projektet har veeret forankret i Berendsens salgs- og marketingdivision, og som
afrunding pa projektet er resultaterne integreret i salgsorganisationen, sa
Berendsen aktivt kan ggre brug af de konkurrencemaessige fordele, der er ved
de nyudviklede rene produkter.

1.7 Hovedkonklusioner

Projektet viser, at det er muligt at udvikle renere produkter til markedet i
samarbejde med sine leverandgrer og opna positiv respons fra markedet.
Det har vist sig, at det er muligt at nedbryde de fleste af de vaesentlige
barrierer for udvikling ved at vaere vedholdende og talmodig. En konsekvens
af dette er, at man skal regne med, at udviklingsprojekter tager lang tid.



Eksempler pa barrierer, der er nedbrudt undervejs, er:
e Forskellige preferencer pa markedet for Berendsen og leverandgrerne
Lange kommunikationskanaler
Forskel i terminologi og sprog
Fysisk afstand
Mangel pa viden
Kontraktmaessige barrierer
Svage magtrelationer til leverandgren

Erfaringerne fra Berendsen viser, at det som udgangspunkt er nemmere at
samarbejde med en leverandgr i Danmark om udvikling end i udlandet, og gar
man uden for Europa, er man ofte ngdt til at forsyne leverandgren med en
stor portion viden og kompetencer i forhold til f.eks. geldende lovgivning i
EU for at fa succes.

Det er ikke sa underligt, at det forholder sig sadan, ndr man tenker pa, at den
stgrste barriere ligger i virksomhedernes syn pa markedets behov. En
virksomhed herhjemme kender selv de danske kunders praferencer, mens
f.eks. en samarbejdspartner i Sydeuropa gnsker at lade sine produkter leve op
til deres markeds krav. Ofte betyder ’rent” i Sydeuropa, at det dufter godt (af
parfume). Det er i direkte konflikt med gnsket om et parfumefrit produkt,
som man ofte kan opleve i Norden.

Pa en tilknyttet ga-hjem-workshop konkluderede de deltagende personer fra
en reekke danske virksomheder blandt andet, at kundernes krav om
miljgrigtige produkter kan handteres positivt som et input til innovation.
Referat fra workshoppen er vedlagt som bilag C.

1.8 Projektresultater
1.8.1 Nye rene produkter pa hylderne

Under projektforlgbet har Berendsen udviklet og lanceret 11 nye produkter
med lavere belastning af miljg og sundhed. En del af produkterne er dog ikke
udviklet som en del af projektet, men er kgrt som sidelgbende
udviklingsforlgb. Imidlertid er det de samlede erfaringer, der formidles for at
fa en bred dazkning af de udfordringer, man kan stede pa i samarbejdet med
leverandgrerne.

1.8.2 Barrierer nedbrydes

Baseret pa erfaringerne fra Berendsen er opskriften pa succes, som tidligere
neevnt, talmodighed og vedholdenhed i forhold til leverandgrerne. Imidlertid
er der nogle tilfeelde, hvor barrierer ikke kan nedbrydes ved egen kraft, og her
kan det veere ngdvendigt at ga ud og sgge en anden
leverandgr/samarbejdspartner. | et enkelt eksempel fik Berendsen hjeelp af
lovgivningen, der pressede leverandgren, sa denne alligevel skulle lave om pa
sit produkt.

1.8.3 Lovgivning og veerktajer hjeelper dig pa vej

Netop lovgivning kan vare en god medspiller i udviklingsprojekter. Lovkravet
om gennemsigtighed i forhold til indholdsstoffer i kosmetiske produkter giver
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et langt bedre udgangspunkt, end det er tilfeeldet for kemiske produkter, hvor
producenterne ofte holder informationerne teet ind til kroppen. Harmoniseret
EU-lovgivning gor det nemmere at samarbejde med internationale
leverandgrer om udvikling af produkter. De nye EU-krav i forhold til
angivelse af allergifremkaldende parfumestoffer vil fremover vere en hjalp for
Berendsen, der leenge har arbejdet for, at leverandgrerne skulle udfase disse 26
stoffer i produkter med parfume, hvor der er en risiko for at komme i kontakt
med produktet.

Miljgsmeerkekriterier kan ogsa give inspiration til, hvordan nye produkter kan
sammensettes, sa belastning over for miljg og sundhed mindskes. Samtidig
giver kemikalielisten fra miljgmaerkeordningen en raekke veerdifulde
oplysninger om enkeltstoffer. Imidlertid viser erfaringerne fra Berendsens
produkter, at miljgmaerkekriterierne sommetider tager for lidt hensyn til
livscyklustankegangen. F.eks. kan det dokumenteres, at Berendsens nye
skumsebe uden parfume og farve for hver handvask belaster miljget langt
mindre end en gennemsnitlig miljgmaerket cremeseaebe. Alligevel kan
Berendsens skumsabe ikke fa miljgmeerket, fordi kriterierne ikke relaterer
miljgbelastningen til den funktionelle enhed, altsa satter den i forhold til
antallet af gange, man kan vaske hender med saben.

Berendsens Code of Conduct viser leverandgrerne fra starten af et forhold, at
det at vaere leverander til Berendsen medfarer visse forpligtigelser — ogsa pa
miljpomradet. Med dette verktgj i handen sikrer Berendsen, at det ikke
kommer som et chok, nar Berendsen begynder at konkretisere i forhold til
miljgforbedringer af produkter.

Berendsen har mange leverandgrer — og det er ikke dem alle, hvor det er
muligt at opretholde en teet dialog. For lgbende at kunne falge op pa
leverandgrerne og motivere dem til at forbedre sig, har Berendsens det
internetbaserede leverandgrvurderingsvarktgj - Supplier-e-valuation® - fra
FORCE Technology.

1.8.4 Seelgerne bliver kleedt pa

Pa baggrund af projektet opbygger Berendsen en intranetportal til selgerne,
hvor de altid vil kunne finde relevant og opdateret dokumentation i form af
produktblade, leverandgrbrugsanvisninger, parfumedeklarationer og lignende.
Samtidig vil intranetportalen for hvert produkt give en kort
baggrundsinformation og angive konkrete salgsargumenter, der ogsa
inkluderer miljg- og sundhedsaspekter.

Pa denne made forventer Berendsen, at indsatsen med udvikling af renere
produkter kan skabe et endnu starre plus pa bundlinien.

1.8.5 Udviklingen stopper ikke her

For Berendsen er det at udvikle et nyt renere produkt og lancere det pa
markedet ikke ensbetydende med, at arbejdet er gjort. De leder altid efter
yderligere forbedringer af produkterne i forhold til tendenser pa markedet
savel som i forhold til ny faglig viden.

Det betyder ogsa, at selvom projektet slutter her, sa kan Berendsens kunder
ogsa i fremtiden forvente nye produkter med forbedret miljg- og
sundhedsprofil.



2 Introduction and Motivation

Sophus Berendsen A/S has been one of the pioneer companies in Denmark
concerning product/service orientation of environmental work. In 2002
Sophus Berendsen A/S was acquired by the Davis Service Group plc. and
most of the corporate functions, including the environmental department,
were closed down and responsibility transferred to the national subsidiary
companies. For the Danish subsidiary company - Berendsen Textile Service
AJS - the changes meant that they could no longer get support for
environmental work from the parent company.

Today environmental work is an integrated part of the different departments
of Berendsen Textile Service A/S. Environmental product development
projects are anchored in the sales and marketing division of the company.

2.1 Motivation for environmental product development

There are different reasons for Berendsen and their suppliers to be active in
product development.

10 >
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Figure 6. Berendsen has many different motivations to participate in
development of cleaner products

2.1.1 Cooperation on optimizing the value chain

One important driver to work with development of cleaner products in
product chains relates to the concept of value chain thinking.
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Figure 7. There are many considerations when choosing between product A
and product B.

When you are choosing between two products in the supermarket, there are a
lot of important parameters like the price and quality that you probably use.
For a company selecting a supplier or a product the situation is quite similar.
Some typical competitive parameters in business-to-business relations are:

e Price
Quality
Security of supply
e Service level
e Environmental issues
o Etc.

All these parameters are influenced through the value chain. An example is
that if your supplier is not able to deliver the components that you use to
produce your product within a certain time, then you cannot produce and
deliver your products to the customers in time. Hence, competition on a
market is a competition between two or more value chains and not only two or
more companies.

Therefore, all companies in a value chain share the same interest - to optimize
the whole value chain to be competitive. This gives an incentive for the supply
chain of a company to adapt to the requirements of the final consumer.

0o
0o

Ist tier suppliers - D |_| D

Your company

Customers on

the market
e chain to improve competitiveness

Figure 8. Cooperation in the value chain to improve the competitive
parameters for the final product/service yields better competitiveness. This is
a motivation to cooperate on optimizing the value chain as a whole.

2.1.2 Be market leader

Berendsen Textile Service A/S is the biggest textile service company in
Denmark, with 19 service centres and about 1,500 employees. At Berendsen
they see themselves as the market leader, which means that they want to stay
ahead of the competitors and the legislation.

In relation to development of cleaner products, Berendsen does not want to let
the legislation set their product standard, but wants to meet the present and
future needs and requirements of their customers.



2.1.3 Avoid bad reputation

Today the tendency is that, as a company, you are held responsible for the
actions of your suppliers. The pressure is high if you have a well-known brand
and are located in the value chain close to the end consumer.

A good example of this is Nike. In 1996 in the CBS TV programme 48 hours,
the very poor working conditions for workers at some Asian Nike suppliers
were revealed. Nike got all the blame and bad reputation and based on this the
company implemented a code of conduct to be met by all suppliers. Today
Nike has become more open and in 1995 they revealed information about
their supplier factories.

Berendsen, of course, is not as strong a brand as Nike, but still the brand is
well-known on most of the markets where they are present .

BERENDSEN

Figure 9. Berendsen logo since 1998 - a modern simplification of the original
bear logo for Sophus Berendsen A/S founded in 1854.

In Denmark there is a lot of focus in the media on consumer protection, and
consumer organizations test different products to reveal problems. Often you
read about problems with allergies from cosmetics.

During the project, headlines such as “keep your hands off the soap” and
“liquid soap causes allergy” have been present in the media.

The press coverage was a result of a survey from the Danish Information
Centre for Environment & Health showing that the majority of all liquid soaps
on the market contain the allergen preservative MG (methyldibromo
glutaronitrile).

As Berendsen had already phased this preservative out of their soap products,
they managed to use the negative publicity about soap products in a positive
way. Hence, they could tell their clients that their soap products were safe and
did not contain MG.

As a large service company, Berendsen has a lot of suppliers — and
unfortunately it is not possible to work closely together with all of them in
developing new sustainable products. However, it is important for Berendsen
to make sure that the suppliers act in compliance with the “code of conduct”
of Berendsen. As a part of this Berendsen uses the internet-based tool
Supplier-evaluation from FORCE Technology to evaluate and follow up on
the performance of their suppliers.

2.1.4 Time monopoly
Product innovation is a way of staying ahead of competitors — also when the

innovation is related to cleaner products. A certain segment of the market will
require environmentally friendly and healthy products. Hence, if you at a

" Berendsen Textile Service A/S shares brand with other companies in the Sophus Berendsen A/S group
owned by Davis Service Group plc. Sophus Berendsen A/S operates with the Berendsen brand in
Denmark, Sweden, Norway, Germany, the Netherlands, Poland and Estonia.
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certain time are the only one able to deliver, then until the competitors are
able to deliver the same type of products you have a time monopoly for this
segment of the market.

2.1.5 Comply with core values

The motivation of Berendsen is also more or less covered by the six core
values on which the company builds.

o Excellence — Good results can always be better
0 Wants to be a market leader
0 Ready to meet the needs of the customers
¢ Innovation — Prepared for the future
o0 Experience is put into practice
o Continues improvements of the products and services
o Responsibility — A relationship of trust
0 Responsible to customers, colleagues and the world at large
e Environment — Our responsibility - naturally
0 Long tradition to reduce environmental burdens of our
laundries
0 Reduction of resource consumption has led to financial
benefits
e Teamwork — Local proximity, international strength
0 Units are local and independent with focus on the individual
customer
o Each local unit can draw on our international organisation
e Drive — Initiatives that create value
o Employees with drive optimize our advice and solutions to
reduce the customer’s overall costs



3 Overcoming barriers in
environmental product development

During the pilot development projects and other development projects of
Berendsen a lot of different barriers have been experienced. Common for
most of them is that they can be broken down with persistency and patience.

- “If you are persistent and

| N

~,  patient, there Is almost no
% g Dbarrier that you cannot

M

@ overcome”

3.1 Braking down the barriers

The barriers that had to be overcome were:
Different preferences on different markets
Long communication channels
Differences in language and terminology
Physical distance

Lack of knowledge

Job changes/broken personal relations
Contractual barriers

”Low power” relations

Each barrier is explained separately below, although they are often connected.
3.1.1 Different preferences on different markets

In many countries the focus from the market is not on health and
environmental issues. For example in many countries in southern Europe
“clean” means that it smells good of perfume, whereas in Denmark perfume
often is related to allergy.

When you use a supplier that has its main markets in other countries or to
other market segments than your own company then this barrier is often
apparent.

Combined with other barriers, it can be difficult to overcome this one —
especially as a special formulation or design of a product leads to extra costs.

For Berendsen the barrier was overcome with a combination of persistency
and argumentation. Finally, the supplier was convinced that the demands seen
on the Danish market today would be the demands of tomorrow on their own
main markets. In other words - making the new cleaner formulation as a basis
for their entire product range would secure the future of their products.
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3.1.2 Long communication channels

Berendsen often uses wholesalers instead of buying directly at the producer.
This means that the communication from Berendsen to the producer passes
through the wholesaler giving a long communication channel, meaning that
communication is often delayed and imprecise (blurred).

A

L=
Y

| 4 & a
Figure 10. Information that passes through long communication channels is
often delayed and misunderstood.

When looking into more detail, the communication channels are often even
longer. Communication between two companies often goes through a number
of departments within the companies — making the risk of misunderstanding
even higher — especially as there are differences in terminology between the
different departments.
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Figure 11. Even within the single company there can be long communication
channels e.g. between different departments.

If possible the barrier can be broken down by establishing direct
communication channels between e.g. the R&D department of your company
and the R&D department of the relevant sub-suppliers. However, if you try to
do so, you will often experience another barrier - confidentiality. The supplier
is not interested in you knowing too much so that you might be able to bypass
the 1% tier supplier and buy directly at the manufacturer/2™ tier supplier.

3.1.3 Differences in language and terminology

When you cooperate with companies in other countries, the difference in
language makes it more difficult to communicate and increases the risk of
misunderstandings.

A similar barrier is the difference in terminology between different
professions/departments. The scientific staff in the research and development
department uses other words than e.g. the marketing department. Of course,
if they are used to working together, this barrier is of less importance.



Again a solution can be establishment of direct communication channels

between e.g. the two relevant R&D departments. There is no easy solution
when it comes to difference in language, but of course if it is an important
long lasting relationship it might be valuable to get some language training.

3.1.4 Physical distance

The physical distance to your suppliers makes meetings more difficult,
meaning that less personal communication channels like phone conferences
and e-mail exchanges are often used as the only means of communication.

As good personal relations are a driver for smooth cooperation, a barrier for
personal relations like physical distance also becomes a barrier for cooperation
on development of cleaner products in international product chains.

This barrier is obviously not easily overcome, but as new technologies
develop, the world becomes smaller. If the relations are intended to be
important and long-lasting, investing in personal meetings to build up
relations could pay off.

3.1.5 Lack of knowledge

Without knowledge about the products that you are going to develop or
reformulate, it is not possible to make the right decisions and to know if the
improvements have real effects. For cosmetic products the problem is not as
big as for chemicals. The legislation makes it impossible for the producers of
cosmetics to keep the ingredients confidential — except for the constituents of
perfumes. However, for chemical products it is possible for the manufacturers
to have much more confidentiality, and the experience from Berendsen shows
that when possible they keep the information confidential.

Confidentiality about which sub-suppliers are used makes it impossible to
communicate directly with the experts at the manufacturers concerning
reformulation — and this creates the barrier described as long communication
channels.

For one of the products, Berendsen solved the lack of knowledge about the
products and suppliers by initiating cooperation with a manufacturer in Asia.
However, for this supplier, lack of knowledge was also a barrier as the supplier
lacked knowledge about the chemical and cosmetic legislation in the European
Union. To solve that problem, a lot of resources were used to support the
Asian supplier with information about legislation.

3.1.6 Job changes/broken personal relations

When good personal relations have been established over a long time, it is a
barrier if those relations are broken, e.g. due to a job change for one of the
persons involved. However, if the relations are not good or if the person in the
other end is not ready to meet your requirements or listen to your ideas, then
a job change might break down the barrier.

3.1.7 Contractual barriers

One of the major barriers for Berendsen is that in some situations they are
bound to long term contracts with suppliers. This means that Berendsen is

21



22

forced to stick to that supplier — even if the supplier shows no interest in
developing cleaner products.

To break down the barrier, long term contracts should include something
about meeting requirements of the market and being willing to develop new
products. For Berendsen the long term contracts include a paragraph that
makes it possible to change to a new supplier if the environmental properties
of a product are not good enough, and the supplier is not willing to change.

At Berendsen there is also good experience with long term contracts in
relation to development of cleaner products. Long term cooperation with their
main supplier of laundry detergents has improved the environmental
properties of the chemicals and has further optimized the laundering
processes.

3.1.8 Weak “power” relations

In situations where Berendsen is the small player and their purchase volumes
are of minor importance to the supplier, the motivation for the supplier to
meet Berendsen’s requirements is limited. This is certainly a major barrier that
can be difficult to overcome. However, experience shows that persistent
pressure and the right argumentation can break down the barrier, but it takes
time.

Y~ David can defeat Goliath

- An example from Berendsen

One of the main suppliers of Berendsen for chemical and
cosmetic products for their hygiene service is a very big
company based in southern Europe. The purchases by
Berendsen are insignificant in relation to the supplier’s total
turnover on international markets.

Some years ago one or two small companies started to ask Berendsen about the
ingredients of their soaps. This initiated a process where a major supplier was critically
asked by Berendsen about the ingredients and if they could be improved.

After some pressure, to start they developed a special product for Berendsen not
containing an undesired preservative. Berendsen kept the pressure to improve the
products further and after a long time the supplier decided to reformulate their
standard products to meet the demands of Berendsen.

As a result of this, the products that are supplied today to all customers on the markets
of the major supplier have a better environmental and health profile. Hence, the
pressure initiated by a few small customers of Berendsen in the end had enormous
positive environmental consequences.




3.1.9 Other barriers experienced

Other ‘single event’ barriers were experienced during the development
projects. For example, after a new and cleaner hand cleaner was developed
and put on the market, Berendsen wanted to change the dispenser meaning
that the supplier had to change to another type of packaging. During this
process the supplier started to deliver their standard product instead of the
reformulated product without saying anything to Berendsen. When it was
discovered, the error was corrected so that the cleaner product was put back
on the market.

3.2 Alittle good advice

Summing up the experience shows that persistency and patience in relation to
your suppliers is the most efficient way to overcome the hurdles. Patience
does not mean that you just sit and wait, but that you do not give up when
things get slow and complicated.
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4 Product Development
- Process and Results

4.1 The typical progress of a development project at Berendsen

Looking at all the development projects carried out at Berendsen, it is possible
to establish an overview of the typical course of a development project. This is

presented in the figure below.

Identification of the
potential problem and
possible solutions

No development project

is carried out

Y

Initial contact to the
supplier

4

Contact to alternative
suppliers

Dialogue on product
improvements

A

A A

Figure 12. A schematic overview of the typical product development project at

Berendsen.

) J

Development of a new
product

4

Assessment of new
product formulation

Test of new product

A4

Preparation for
marketing of new
product

New product on market




New scientific knowledge, a customer enquiry, rising focus on a specific topic
in the media are typical initiation factors when it comes to further
development of existing products. Furthermore all new products in the
hygiene product concept are screened to reveal potential problems.

If a potential problem is identified, the supplier is contacted to discuss
possible solutions.

The supplier and Berendsen might agree to reformulate the product to avoid
potentially harmful substances. Before putting new products on the market,
they are tested for their quality, behaviour hygiene aspects etc. to ensure that
the new formulation can fulfil the function that it is intended for.

If the test shows good results, the product is prepared for the market, and
finally it is put on the market.

When a supplier is not willing to cooperate, alternative suppliers can be
chosen. A new potential supplier is often more willing to make changes to
capture a new relatively big customer.

4.2 Results

With regard to the specific product cases within the framework of the

demonstration project, Berendsen put the following cleaner products on the
market during the project period.

4.2.1 Soaps

A number of different new soap products have been developed and
introduced to the market during the project period. Focus has been on
substitution of preservative, colorant and allergen perfume components.
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Table 1. New soaps put on the market during the project.

Product

Changes

Comments

Foam soap neutral

New preservative
Removal of perfume
(Still no colorant)

Foam soap mild

New preservative
Removal of colorant
Change of perfume

In a life cycle
perspective foam soaps
in general are better for
the environment than
other liquid soaps. This
is due to the fact that
the amount of active
soap ingredients used
per hand wash is much
lower.

Cream soap neutral

New preservative
Removal of perfume
(Still no colorant)

Cream soap mild

New preservative
Removal of colorant
Change of perfume

4.2.2 Hand Cleaner

In the relatively early stages of the project, a new hand cleaner was developed
and introduced to the market to replace the existing product. However,
experience soon showed that in practice the new and cleaner product was not
efficient enough to fulfil the quality demands of the customers. Therefore, a
new formulation and more efficient formulation was made.

Table 2. New hand cleaner on the market during the project.

Product

Changes

Comments

Hand Cleaner

New preservative
Replacement of
perfume

Change of other

functional ingredients




4.2.3 Hand Lotion

Concerning the hand lotion it was very difficult to convince the supplier to
make changes to the composition of the product. We did not have enough
time. However, a change in the legislation meant that the supplier had to
remove the undesired preservative from their product. A new and cleaner
product has therefore been introduced to the market pushed by the EU
legislation.

Table 3. New hand lotion put on the market during the project.

Product Changes Comments

Berendsen will work to
improve this product
further in the future.
E.g. the undesired
preservative MG was
Hand Lotion New preservative substituted by the
manufacturer with
parabens which
Berendsen also
considers a potential
problem.

4.2.4 Other Products

The above examples are directly related to the project, but in the same period
Berendsen also developed other cleaner hygiene products and put them on the
market. The following are some examples.

e Sanitizers
e Air-fresheners
e Hair & Body Shampoo
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5 The Tools Used

To support an environmental product development process, a number of
tools and useful preconditions are available. However, only a few of them
have been relevant for Berendsen in specific product development. This
chapter will present the tools and preconditions used by Berendsen and how
they could be improved for the benefit of environmental product
development.

5.1 Political push

In Denmark there has been an integrated product policy for more than a
decade, where for instance it has been possible to fund development projects
leading to a number of improvements for a large number of Danish
companies who have been involved. Bang & Olufsen, Grundfos, Rockwool
and Sophus Berendsen are just some examples. Today most of the Danish
companies involved in Danish IPP projects are worldwide environmental
frontrunners in their fields for the environmental profile of their products.

Life cycle thinking has become an integrated part of environmental work in
many Danish companies.

Now the EU Integrated Product Policy is pushing and new legislation
motivates companies to work with eco-innovation.

When it comes to the specific product development processes at Berendsen,
the harmonised EU Cosmetics Directive has been important. The directive
ensures a higher level of transparency concerning the products, making it
easier to locate the problematic ingredients and initiate new development.

Compared to this, the legislation concerning chemical products does not
ensure the same transparency. Hence, the suppliers can hide some potential
problematic ingredients. New and more transparent legislation could push the
development of “cleaner” chemical products, and hopefully the future
chemicals legislation (REACH) will help in this respect.

5.2 Integration of life cycle thinking
There are many specific tools available that can be used for product
development, but most important is not to sub-optimize but to include the

whole life cycle of the product.

It is important to use tools and practices that can easily be integrated into the
everyday life of a company.



“A tool giving the right
answer 80% of the time
that is used every time is
better than a tool giving
' the right answer 100% of
the time but is never
used”

g

Life cycle thinking can be integrated in many ways, but it is always a good
starting point to have an idea of the environmental impacts of your products
in a life cycle perspective.

Environmental procurement guidelines, criteria for environmental labels and
other similar sources are an easy way to identify relevant issues concerning
your products.

For Berendsen environmental labelling criteria have often been useful to
benchmark their products and services on the environmental scale. For the
specific products developed within the framework of this project, the chemical
list connected to the eco-labelling criteria has supplied some easily accessible
and useful information. However, sometimes the criteria do not relate the
requirements to the functional unit of the product — for a soap this would
mean to relate the environmental burden to a hand washing. Actually this
means that even though it can be documented that the environmental burden
of the Berendsen Neutral Foam Soap per hand washing is much less than a
typical ecolabelled liquid soap, the foam soap cannot meet the criteria that is
related to environmental burden per active ingredient.

A paradox is that the score to meet the ecolabelling criteria for Berendsen
could be obtained e.g. by adding more preservative to the foam soap.

Therefore, on the basis of their experience Berendsen and FORCE
Technology have supplied input to the future revisions of the environmental
labelling criteria and procurement guidelines concerning soap products. The
optimum would, of course, be to relate the criteria to the functional unit, but
obviously this is very difficult. A suggestion is not to relate the environmental
burdens to the sum of ““so-called” active ingredients (everything but water)
but instead to the sum of “functional-unit-related”, active ingredients and
furthermore to make it possible to obtain the environmental label if you are
able to document in another way that your product per functional unit has
much lower environmental burdens than intended in the criteria set.

5.3 Specific tools used by Berendsen
The suppliers of Berendsen are essential in relation to developing cleaner

products. To prepare their suppliers to meet the expectations Berendsen has a
code of conduct and an environmental policy. The code of conduct and the
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environmental policy include environmental requirements on a broad scope as
Berendsen has many types of suppliers.

To follow up on the many suppliers, Berendsen uses personal dialogue, but
with many suppliers it is not possible to have a close dialogue. Instead
Berendsen has invested in an internet-based tool to evaluate suppliers —
Supplier-e-valuation® from FORCE Technology. Using such a tool eases the
work to continuously motivate the suppliers to improve — not only the
environmental properties, but all competitive parameters, as presented in the
introduction and motivation chapter of the report.

Figure 13. An internet-based tool for suplier evaluation is used to follow up on
suppliers to continuously motivate them to improve and meet the expectations of
Berendsen.



6 Project Communication

The main objective of the project was not to develop and market the cleaner
products, but to share the experiences with other companies internationally as
well as nationally.

The project and results have been presented at many different occasions and
both FORCE Technology and Berendsen have used the opportunity,
cooperation and good results to market their own services as a spin-off.

The communication channels and means used are:
Presentation at conferences

Workshops

Articles for printing

Web-based articles

Fremtidssikrede produkter fastholder
Berendsens position som markedsleder

B Annual Report 2004 T

SABE ER VEL SABE?
|
.m'-!"':“:.

- e

Figure 14. Examples of some printed communication related to the project.

A summary of the communication is presented in the table below. Where
relevant the communication has been presented in appendices.
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Table 4. Communication at conferences and workshops.

Title, Conference Description Language | Appendix
Barriers for Platform presentation at the UK A
Development of 2005 Life Cycle Management
Cleaner Products Conference. The focus of the
in International Product | presentation was on the barriers
Chains experienced and how they were
Conference: LCM overcome.
2005, Barcelona, Spain
Kan man udvikle renere | Presentation of the project and DK B
produkter i samarbejde | motivation for Berendsen to
med sine internationale | involve in environmental
leverandgrer? product development.
Conference: Product Conference arranged by the
oriented environmental | Danish Society of Engineers
work, Aarhus, Denmark | and LCA Center Denmark.
Workshop: Sustainable | Workshop at FORCE DK c
Products Technology as part of the
project to disseminate the
experience obtained.
Experience from Berendsen
and IKEA as an introduction to
more active group discussions
about dilemmas in relation to
sustainable products and their
product chains.
LCA in Denmark and Platform presentation at a UK/P
Europe Japanese LCA conference for
Conference: Current industry. The project was
status and Future Tasks | presented as a small part of the
for LCA Research in presentation as an example of
the World, Tokyo, an IPP-related initiative from
Japan the Danish EPA.
Berendsen has been invited to UK

Planned Workshop:
Life Cycle Management

Industry Workshop on
Management &
Stakeholder
Engagement along the
Life Cycle

present their work at an
international industry workshop
arranged by the
UNEP/SETAC Life Cycle
Initiative. The conference is
hosted by Unilever in Brussels
during the first half of 2006.




Table 5. Communication in printed media.

Title, Media Description Language | Appendix
Ren Livscyklus hos An article written during the DK b
Berendsen first half of the project
Printed: Miljghorisont presenting how Berendsen
works in a life-cycle-oriented
manner by integrating
environmental work into
relevant departments like
purchases, production and
sales/marketing.
The article was the main story
of the specific issue of the
magazine.
Foam soap with clean One of the customer case DK/UK
conscience stories in the annual report of
Printed: FORCE FORCE Technology,
Technology Annual describing how Berendsen has
Report 2004 benefited from the knowledge
and services in relation to
environmental product
development.
Fremtidssikrede A promotional customer case DK
produkter fastholder story in the FORCE newspaper
Berendsens position for the industrial fair in
som markedsleder Herning 2005.
Printed: Fra viden til
veerdi
Sebe er vel sebe? A promotional article in the DK
Printed: Bjgrnen, Nov. | Berendsen customer magazine
2004 telling that Berendsen seriously
works to develop cleaner
products. Focus on the new
foam soap.
Products of the future An article intended for an UK E
secure Berendsen’s international textile service to
position as market inspire other companies to
leader in Denmark work with development of
For printing. cleaner products.
Rent miljg er en Article written in relation to the DK F
konkurrencefordel project by a journalist from the
For printing. Danish EPA. Focus is on the
competitive advantages you can
achieve if you develop cleaner
products. The article is
intended to inspire other
companies to look at their own
products to make some
changes.
Article written in relation to the DK G

Rent miljg handler ogsa
om saebe
For printing.

project by a journalist from the
Danish EPA.
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Table 6. Communication in electronic media.

Title, Website Description Language | Appendix
Berendsen Textil Same as “Ren Livscyklus hos DK
Service A/S Berendsen” in Miljghorisont —
Web: LCA Center just placed as an example of a
Denmark company working with life
cycle thinking. LCA Center has
many further inspiring
examples of other companies
and organisations working with
life cycle thinking with success.
Ren Livscyklus hos Same as in Miljghorisont DK
Berendsen
Web: Horisontnet
Berendsen skumsabe er | Promotional article at the DK
i seerklasse website of Berendsen showing
Web: Berendsen Textil | that Berendsen is a frontrunner
Service concerning cleaner products.
Web: FORCE Same as in the annual report UK/DK
Technology




Appendix A
Presentation at LCM 2005

Barriers for Development of Cleaner Products
in International Product Chains

Jeppe Frydendal
............ FORCE Technology

DANISH MINISTRY L
OF THE ENVIRONMENT  Sustainability Management

. BERENDSEN

Environmental
Protection Agency

Conclusions

e |t is possible to develop cleaner products in
international product chains. However, it often
requires patience and persistence to achieve a
good result.

Experienced barriers

« Different preferences on different markets
e Long communication channels

e Difference in language and terminology

e Physical distance

e Lack of knowledge

e Job shift/broken personal relations

e Contractual barriers

e "Low power” relations
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The Project

Funding

e Funded by the Danish Environmental
Protection Agency as part of their
Programme for Cleaner Products (now
closed)

e Berendsen Textile Service and their
suppliers participate with their own
funding

Goal

e To develop a number of cleaner products
in international product chains and to
collect and disseminate experiences from
this

The Project

Project organisation

e The project is rooted in the sales &
marketing division of Berendsen Textile
Service A/S, where customer manager
Sgren Mann Andersen is participating
actively.

e Suppliers take an active role in
development of new products, but to get
realistic experiences they are not aware
that they participate in a project.

e FORCE Technology provides knowledge
and project management.




The Project

Motivation

000
000
~(lo0

Customers on
the market

| 1st tier suppliers

e value chain to improve competitiveness

Your company

e Product chain optimizations give competitive
advantages.

Motivation for Berendsen

Market Leader

e Being ahead of competitors and legislation
cements the position as market leader

Avoid bad reputation

e Berendsen is not affected when product testing
reveals content of hazardous chemicals in the
products

Time Monopoly

e By being ahead of competitors a time monopoly
is established for a certain segment of the
market
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The Project

Pilot project — Berendsen Hygiene Concept
e Soaps

e Hand cleaner
e Hand lotion

Parallel product development projects
e Sanitizer
e Air fresheners

Product results — until now

New ’cleaner products’ on the market so far
e Soaps

e Hand cleaner

e Sanitizer

e Air fresheners (1)

Not yet developed
e Moisturising lotion

e Continuous development




The Barriers

Preferences of different markets

e In Scandinavia allergy/sensitivity is high
on the agenda

e In Southern Europe — clean means
smells good of perfume

e The motivation for product changes to
other products with mild or no perfumes
is very small if the suppliers main
markets are in Southern Europe

The Barriers

Long communication channels

- N
| [ s | [ e
Sub-supplier Sdpplier Your company
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The Barriers

Language and terminology

e Different professions use different
terminology

» Different language in different countries

Husband
interpretation!

Wife
communication!

Ekstrabladet © Morten Ingemann

The Barriers

Physical (and cultural) distance

» A barrier for personal relations

e Personal relations are important as a
driver in product development in
international product chains




The Barriers

Lack of knowledge

e Some suppliers do not have the technical
knowledge and expertise to make
product innovation

e Suppliers outside Europe often lack
knowledge on the relevant legislation in
the European Union

— Means that Berendsen has to transfer a lot of
knowledge to these suppliers

The Barriers

Broken relations during project
e Job shifts etc.
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The Barriers

Contractual barriers

e Long term contracts can be a barrier if
this means that the supplier is not willing
to change because Berendsen is obliged
to buy their products

e In other situations long term contracts
are good for innovation (laundry
detergents)

The Barriers

Low "power” in relation to suppliers

e In situations where Berendsen is the
small player, it is very difficult to convince
the supplier that satisfying the needs of
their markets is important




The Barriers

Other barriers experienced

e When Berendsen asked a supplier to
change the size and form of the
packaging to fit to their new dispensers,
the supplier changed the product back to
the old formulation without asking
Berendsen

e Confidentiality

e ”Best product” barrier — a supplier with
the best dispenser

e Time — Things take time...

Conclusions

e For Berendsen product development in |
international product chains is much
harder that developing products with
'local’ suppliers

e However, investing your time in
cooperating with international suppliers
often gives a good return on the
investment
— Higher profit
— Less dependency
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Appendix B
Conference: Product Oriented

Environmental Work [Danish]

(@) sErenDSEN

Kan man udvikle renere produlter
i samarbejde med sine intemationale leveranderer?

(@) eERENDSEN

JA!

fMen det er ikke altid let.
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(@) eERENDSEN

INDHOLD
Introduktion til Berendsen

2=

r med udvik ling

Formidling af erfaringer

(@) BERENDSEN

BERENDSEN TEXTIL SERVICE'S HISTORIE

Scan Vask
Hlit Wask B 4
Berendasn enaaen
Folar Vask :
Berendsen Tewtil Service Teytil Senice
fenn: | XSSk Linnedservie : hora
DFDS Centralvask Kjellerup AvakLinnedIsrsee Davia
Vagkeservice Mor Linnedaerd ce ;
Fis : A Korova Robi
0 vask Frederikaborg
Linnedservie !
HD Vask Li nnedasrvie H_ol!tebro :
Dehn-Fix Linnedaervi &
m.1.
1550 15583 1554 2000 2001 2002
4




@ BERENDSEN
BERENDSEN TEXTIL SERVICE ORGANISATION

Iniothulloh Tachhologh/TT
* Hleix Micesh.

@ BERENDSEN

BTS FUTURE STRUCTURE 2005 - 16 plants

Garment Services @ Hotel & Reataurant @

Serwices
= Holbz=k » Egbjerg
= Lagurgdrde » Rogkilde
= Suendborg ¥ Hillerad
= Saborg » Hjaring
= Arnus ¥ Al borg

Facility Services @
Health Care servces O o

= Harup
= Kjellerup it
= |3hdj
¥ Frederiksbor
o = WEgtved tinternal gupplier)
® arde

» Headquarter @
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(@) eERENDSEN

NGAGLETAL FOR BERENDSEN TEXTIL SERVICE

(@) BERENDSEN

BERENDSENS FORETNINGSIDE

som
[ gavner ku




(@) eERENDSEN

BERENDSEN S V/AARDIER

)

EXCELLENT INHCATION ANSWVARLGHED i LI SANAREE IDE EMGAGE MENT

(@) BERENDSEN

Effehtir_

SEring

Fusion

L] -

tarkedets Fokwsering Lensombed 2003 2004 — 10
starste
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SAMARBEJDE OM KOMPETENCER

(@) eERENDSEN

gamarb a|ds FORCE Teahnology

= Wi har valgt at samarbejde = Kendervares marked
med en ekstern konsulent,
der forsyner oz med viden = kendervores produkter

og kompetencer
= Falger med i udviklingen

inden for miljg og sundhed

= Falger med i relevant
lovwgivhing

"

HANDFASTE KRAV

My mAirettet politih o verfor 1a verandarar

(@) BERENDSEN

& Vistiller haje kraw til vore leverandarer. | skal respekters
milj@et 0g mennesker

& Vijer certificeret i henhold til 1S 14001 og OHSAS 18001,
Derfor er respekten for miljeet og mennesker en del af vort
daglige arbejde, og vi accepterer kun leverandarer med
sarmme holdninger

& | skal opfylde FN's Code of conduct. 0a mange leverandarer
har flyttet produktionen til lande med billig arbejdskraft, har
vi besluttet kun at godkende leveranderer, der efterlever og
accepterer de niprincipper | FN's Global Compact. Og vi
kraever ogsh, at | stiller samme krav til jeres
under leverandarer.




(@) eERENDSEN

FLERE HANDFASTE KRAV

Ny mAirettat poliih o verfor | veranddrer

& | skal levere haj kvalitet, der holder. Berendsen er certificerst i
henhold til ISC 3001, Cet stiller kraw til vore leverandarer, da
de skal tilbyde os varer og ydelser, som aldrig swinger i
kvalitet, og som har en lang levetid.

e Yilever af at levere tekstillasninger til rette tid og pa rette
sted. 5a vi forventer det samme af vores leverandarer. Derfor
maler vi labende waores kritiske leverandarer pa leveringstider
02 leveringsevne.

®  Yikr&ver ogsa, at vores leveranderer hele tiden forbedrer
produkter, ydelser og logistik til fordel far oz og vore kunder.

(@) BERENDSEN

BAGGRUND
Eaggrund Farilarng
= Som farende virksomhed = Miljg og innovation er 2 af
pa et omrade harvi ansvar Berendsens B kernevardier
for at veere pa forkant
= Niljgpolitik;
= [Deteren del afvores = hfnimere miljabelastningen

wed & optimere produbter,
ledelzessystem )
processer, senviceydalser og
(150 14001) transport under hensyn til den
samlede livsoyklus.
= Udwvikle ogwzelge mindre
miljabelastende produkter,
processer of serviceydelser.

= ores kunder stiller kraw til
miljg og sundhed
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PROJEKT STOTTET AF MILJSSTYRELSEN

Baggrund

(3) BERENDSEN

Produbter

= Program far rengre
produkter

=  Fokus pd produkikeader
og internationalt
leverandarsamanejder

= Berendsen Skumsasher

= Berandsen Handrens

= Berendsen Cam

= (Berendsen Lotion)
= Spredning af erfaringer
15
(3) serENDSEN
ERFARINGER
Eamarar Binamplar

w  Store forskelle i
rmarkedskray i Danmark
o0 i Sydeuropa

= Herendsen er nogle gange
enh lille akisr

= Duft eller allergi?
MHemmere med danske
virksomheder

= Men vedvarende pres far
hetydning




(@) eERENDSEN

{langtidsattaler)

= hlanoglende widen om
dansk og EUHaovaivning

"

ERFARINGER
Barmlarar Ehlampler
= Kontrakilioe bindinger = Pavaskemider har det ikke

vearet en barriere for
udvikling

Tager lang tid at fa alt
dokumentationen pa plads

17

(@) BERENDSEN

der noget

= Plye leverandarer kan
waEere [gsningen

»  Produkisanering letter
arbejdet

ERFARINGER
Erfaringsr Fiom m entarar
= Med vedvarende pres sker = My standard for skumsabe

hos leverandar

Hvis der ikke er anden
Udvej

Faarre produkter giver bedre
overhlik og mulighed for at
leegge flere kragfter i hvert
produkt

18
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(3) BERENDSEN

= Herendsen Lotian

STATUS

Produkter Statun

= Berendsen Skumsaeber v

= Berendsen Handrens v

= HBerendsen Care hia opgives...

Pahegyndes i stedet. ..

(3) serENDSEN

= Miljavenlige i et
livscyklusper-
Spe ktiv

= Handrens

RESULTATER
Myw produbter pd m aried et kandatagn
= Skumsaher = HBerendsen Meutral *

= lJden parfume og farve
» Konsemnering

= Herendsen Mild |
= Konserering

= Herendsen Scrub
= Effektivitet
= Allergi & Miljs ‘




(@) eERENDSEN

RESULTATER

Pran s Klip Konklualon

* "Fingrene fra handsseben" = Berendsens saeber var
forberedt og underssogelsen

= "Sabe giver allergi” fra Videncenter for Allergi
kunne i stedet udnyttes
positivt | markedstaringen

igiﬁf_ﬂﬂifﬁ

(@) BERENDSEN

FREMTID

Framtid for ud vIKINg | Bsrandasn

w  Fortsat udvikling pd baggrund af hedste viden er
nadvendig

= Fremtidige kundekraw i fokus ﬂ

= Med en baggrund i en sterk videnbasis (intem eller
ekstem) forventes samarbejdet | produktkeader at kunne A
udvides til andre kontinenter med akonomisk gevinst for
Berendsen og kunder
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(3) BERENDSEN

FREMTID

FramHid for projsktet

= | 20045 athaldes en EU warkshop am
erfaringer fra dette og andre tilsvarende
projekter

*  Falg med i LCA-nyt!
= Flere eksempler p& produkioienteret

miljgarbejde pd LCA Centers
hjemmeside — www lca-center.dk




Appendix C

Workshop: "Experience with
development of sustainable
products in co-operation with
suppliers”

On 10 November 2005 FORCE Technology, Berendsen Textil Service A/S,
EcoForum and LCA Center arranged an “after-work workshop” in co-
operation with the Danish Environmental Protection Agency.

Presentations

Initially, Christian Steen, Berendsen Textil Service A/S, and Jeppe Frydendal,
FORCE Technology/LCA Center, made a presentation on barriers for
development of cleaner products in international product chains with basis in
cases and experience of Berendsen Textil Service A/S.

[Presentations are in Danish]

@) sErEnDSEN

Barrierer for udvikling af renere produkter i
internationale varekaeder

Konklusioner
@) sErENDSEN

+ Deter muligt at udvikle renere produkter i
internationale varekaeder, Ofte kraever det dog
tilmodighed og vedholdenhed at opné et godt
resultat,

Erfareds barrierer

« Forskellige praeferencer pd forskellige markeder
+ Lange kommunikationskanaler

= Farskel i sprog ag terminolagi

* Fysisk afstand

Jeppe Fiydendal Chistian Steen

leder af LA Center Prodistoher "

FORCE Techacloay Berendien Ten Service A Margel pa viden
DANISH MINISTRY « Jobskifte/brudte personlige forbindelser
OF THE ENVIRONMENT

« Kkontraktlige barrierer
- Swage ragtelationer

Projektet Projektet

@ ssasunsn @) ssasupsen

Finansiering Projektorganisation

* Finansieret af Milj@styrelsen som en del
af deres Pragram for Renere Produkter
(lukket nu)

» Berendsen Textile Service og deres
leverandgrer deltager med deres egen
fimnansiering

]

o At udvikle et antal renere produkter i
internationale produktkaeder og at samle
og udbrede erfaringer om dette

o Projektet er forankret | salgs- &
marketingsdivisionen | Berendsen Textile
Service A/S, hver kundechef Sgren Mann
Andersen og produkichef Christian Steen
deltager aktivt.

Leverandgrerne indtager en aktive rolle i
udviklingen af nye produkter, men far at
f& realistiske erfaringer er de ikke klar
over, at de deltager | et projekt.

FORCE Technology bidrager med viden
og projektledelse,

57



58

Projektet

@ ssasuosen

Motivation

I 000

0od
| | LN

Turmers on
Ire makel

finle lus oain & Imar v oomp et ene oo

o Optimeringer af produktkeeden giver
korkurrencefordele.

Motivation for Berendsen

@ esssupsen

IMarkedsleder

« Atvare foran konkurrenterne og lovgivningen
cementerer positionen som markedsleder

Atundgd et dirligt omde mime

« Berendsen bliver ikke pavirket, ndr produttests
hos f.eks. Forbrugerridet afslarer indhold af
farlige kemikalier i denne type produkter

Tidsmonopal

« ‘Yed at vaere foran korkurrenterne etableres et
tidsmonopal for det segment af markedet, som
efterspgrger de miljgvenlige produkter

Projektet @) serenpsen

Pilotprojekt — Berendsen Hvglejne Koncept
o Sacber

o Hindrenser

= Handlotion

Sidelabends produkudviklingsprojekter f
e Sanitizer
e Luftfriskere

Produkiresultater — indtil nu
@) sErENDSEN

INye Tenere produkter’ pd markedet indtil nu
* Saxber

» Hindrens

e Sanitizer

o Luftfriskeres (1)

Endri ke udviklet
o Fugtighedsbevarende lotion

e Fartsat udvikling af a/e srodtitar —

Barrierer

Preeferencer pd forskellige markeder

o [ Skandinavien er problemer som allergi
hait p8 dagsordenen

[ Sydeuropa — betyder ren, at det lugter
godt (af parfume)

Mativationen til produktaendringer til
andre produkter med mild eller ingen
parfume er meget lille, hvis
leverandarernes hovedmarkeder er i
Sydeurapa

Barrierer

Lange kommunikationskanaler

T ]

¥ 1
N

: [ N I I P
Sub-suppar [ ] [ ol company

(T = TN . BT o o IS . (U o |

Barrierer

Sprog og terminclogi
« Forskellige professioner bruger forskellig
terminologi

« Forskelligt sprog i forskellige lande

Barrierer

Fysisk {og kulturel) distance

« En barriere for personlige relationer

¢ Personlige relationer er vigtige som
drivkraft | produktudviklingen i
internationale produktkeder

Barrierer

Mangel pd viden

e MNogle leverandarer har ikke den tekniske
viden og ekspertize til at lave
produktinnovation

o Leverandgrer uden for Europa mangler

ofter viden om relevant lovgiviing | EU

~ Betyder at Berendsen md overfere en masse
viden til disse leverandgrer

Barrierer

Brudte relationer under et projekt
e Jobskifte etc.




Barrierer

Kontraktlige barrierer
Langtidskontrakter kan vasre en barriere,
Fwis det betyder, at leverandaren ikke er
villig til at zzndre, ford Berendsen er
forpligtet til at kebe deres produkter

[ andre situationer er langtidskonirakter
gode for inrovation (vaskemidler)

Barrierer

Andre erfarede barrierer

« Da Berendsen bad en leverander om at
zndre starrelsen og formen pé en
emballage for, at den kurne passe til
deres nye doseringsapparater, sendrede
leverandgren produktet tilbage til den
gamle formel uden at sperge Berendsen

Fortrolighed

"Bedste produkt” barriers — en leverandar
med det bedste doseringsapparat

o Tid —Tirg tager tid...

Barrierer

Svag maghrelation til leverandgrer

o [ situationer, hvar Berendsen er den lille
spiller, er det meget vanskeligt at
overbevise leverandgren orm, at det er
vigtigt at tilfredsstille behovene pé deres
marked

Konklusioner

e For Berendsen er produkbudvikling i
internationale varekzeder meget
svaerere end at udvikle produkter med
“lokale” leverandgrer

Investering af din tid | samarbejdet
med internationale leverandgrer giver
dog ofte et godt udbytte af
investeringen

- Hsjere averskud

= Mindre afhangighed

Jonas Engberg, IKEA, followed with a presentation of IKEA’s work to
overcome barriers for sustainable development in their supplier chains.

Basredygtig udvikling

Udfordringer og barrierer

"Doing good business while being a
good business”

~ SOCIAL & ENVIRONMENT AL ISSUES
= N e
.
"‘P ‘ 3
4

Can you do good business
while being a good business?

~ SOCIAL & ENVIRONMENTAL ISSUES

oursix prioritised areas

+ Miljsmaesig tilpasning af produkier og
materialer

= Skovdrift

+ Leverandarer — Miljsindsats, saciale
og arbejdsmiljamasssige forhold

» Distribution - transport 0y warehousing
« Miljsmazsig indsats pa varehusniveau
» God Hushaldning i alle IKEA enheder

~ SOCIAL & ENVIRONMENTAL ISSUES

Miljgmaessig tilpasning
o produkter og materialer

“Our products are to be designed, manufactured,
used, and when they have served their purpose,
to be taken care of with minimurm of fmpact on
the environment.”
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~~ SOCIAL & ENVIRONMENTAL ISSUES

Miljemaessig tilpasset produktudvikling

[y | b ol
*The E-wheel* L4
d
s Al Moridochrg

~ SOCIAL & ENVIRONMENT AL ISSUES

Staircase model

Udskifning eller uddannalse

~~ SOCIAL & ENVIRONMENTAL ISSUES

The IKEA Way on Puchasing Home
Furnishing Pruducts (IWAY)

1. WAY — Our Code of Conduct

2. The IKEA Concept in a MNutshell

3. Customers and Suppliers in Focus
4. Praducing for IKEA

5. Implementation

6. Support and Monitoring

~ SOCIAL & ENVIRONMENTAL ISSUES —e

Varehusniveau

For at minimere den miljamazssige pavirkning
fra varehusene fokuseres der pd fslgende:

= Affal dshéndtering
+ Energifarbrug
= Intern transpaort

= Bygninger

~~ SOCIAL & ENVIRONMENTAL ISSUES

Skovdrift

"Wood is an excellent
matenal from both a
quality and environ-
mental point of view 1t
is renewabie, recyclable
and blodegradable.
However, for wood to be
the responsibie material
chaice, it must originate
from well managed
forests”

~ SOCIAL & ENVIRONMENT AL ISSUES

Skovdrift = krav

“Minimum dermands on solid wood, veneer,
plewood, fayer giued wood
— Acceptable wood sowrces.

= known origin,

= not from intact natural forests or high
conservation value forests unless cerified
gecording to & standard recognised by [KEA

= compliance with forest legisiation,
= not from protected areas,

= nat from plantations established after 1994
by replacing intact natursl forests,

- high value tropical tree species, such as

teak, hasto be cerified

~~ SOCIAL & ENVIRONMENTAL ISSUES

Emballage

» Effektiv, skonomisk brug af materialer

= Erstatning af materialer, som kan have negativ
pavirkning af helbred og miljset

» Brug affornybare og ganandvendelige
materialer

Materialer brugt i emballage

anast 3% 3N pla Kk (ke PG

% papir

% Palvinen plathn
ol gmn pladet SR

e

~ SOCIAL & ENVIRONMENT AL ISSUES

Leverandgrer - Milieindsats, sociale og
arbejdsmiljgmzessige forhold

IKEA ksber produkter fra ca. 1600 forskellige
leverandarer.

Basredygtig udvikling

-Beeredygtighed som begreb

- Omkostningshevidsthed

"Doing good business while being a good
business™




Active group discussions

Then there was a planned group work with starting point in a number of
dilemmas connected to handling of divergent demands from customer and
problems in relation to implementation of Code of Conduct respectively.

Handling of the customers’ demands

As a supplier you can experience that your customers have different opinions
and priorities when it comes to demands to sustainability. The specific
demands of your customers can vary both in content and form as well as
demands to documentation. Question is how a company can relate to the
many and often divergent demands and how the company in the best way can
relate to individual cases which suddenly appear. On basis of the discussions
in two groups several different input were presented.

Customer demands represent a potential

It was stated that basically customer demands should be seen as a potential
and a possibility for development and innovation. Demanding customers are
not only “troublesome” but can contribute to open new perspectives and
possibilities and to develop the supplier.

It is important with own approach and effort

Both groups emphasized that it is important to define your own approach. To
identify where the possibilities of the company are as well as where and how
the company gets “most environment for the money”.

Systematic approach to handling of the customers’ demands

Demands from many different customers make it necessary to systematize
and analyse which inquiries requiring action, which can be put on “stand-by”
and which can be disregarded. It was emphasized that a large part of the
customers’ demands often will be similar so that it will be possible for the
company to “adapt” to the majority — maybe 80% - of the demands. Being
prepared as a company is among other things to be able to fulfil the approx.
80%. The company can then consider if they want and can live up to the last
20%. In the communication with the customer you can — if possible — make
clear that you fulfill the majority of the demands and that the last 20% then
has to be reflected in the price. It was also stated that the company can reach a
competitive advantage by fulfilling the last 20%.

It was also suggested that the company could establish a system/a data bank
for collection of feedback from the customers. Such a knowledge bank will be
a substantial resource for the supplier who will also be able to use the data
among other things as input to product development.

The demands do not only come before the contract

A participant stated that in some cases demands from customers come after
signing of the contract and realization of the agreement. This is problematic
as the demands are not included as a part of the contract negotiations. It may
still be a case of demands (and not only extra wishes) which you as a
company more or less might be forced to fulfil.
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Preparedness for handling of suddenly appeared incidents

The groups emphasized that as a company it is important to have a
preparedness to be able to counter cases that suddenly appear. A participant
stressed that at many points it could be compared with the political system
where cases often appear and politicians must have an answer ready. In the
same connection it was also emphasized that it is important to know your own
company so you are fully prepared to handle cases.

It was also emphasized that the company can *“go on hold” if it is not directly
involved or deny if an answer is demanded. However, the cases will often re-
appear.

Problems in relation to implementation of Code of Conduct

If you as a customer want to make sure that the suppliers keep certain
fundamental demands a solution could be preparation of a Code of Conduct.
With the implementation of the Code the problems occur if the suppliers fail
to meet the Code. Are they to be thrown out (*comply or goodbye™)? Or
should the company be given some help with guidance and education? How
can it be assured that the suppliers keep the Code?

Necessary with a varied approach

Both groups agreed that it is absolutely necessary with a varied approach. A
black/white — “comply or goodbye” — does not work. It was emphasized that
implementation of sustainability is a process and that changes are not
generated from one day to another. In this connection it was also stressed that
it is important to create visible results — related to process as well as product.

One participant commented that in some cases it might actually be necessary
with a more simply approach (“comply or goodbye™). It depends on how
vulnerable the company is. For instance, Disney cannot accept that their toys
for children are manufactured by children living under conditions similar to
slave work.

Scope and power relationship in the chain

Relative strength in the value chain is a critical factor for the customer as well
as the scope and the possibilities of the supplier to make demands. As Jonas
Engberg stated in his presentation IKEA has a size which makes it possible for
them to make demands to the suppliers. In other cases the balance of power
might be another (for instance a leading multinational supplier and a small
customer).

Minimum requirements combined with development

Even if the customer necessarily may have a varied approach with standards
and development at the supplier there is also a need for some minimum
requirements. Here it is necessary to look at local conditions. Development of
suppliers contributes to “raise the level” and gives the supplier some
advantages as he becomes “better” and thus also more attractive for other
customers.



Tools and methods

Whether to use questionnaires or dialogue depends on the supplier portfolio
and the product. It is necessary to distinguish if you have many or a few
suppliers and if it is peripheral or central products (there is a difference
between buying helicopters and bulk goods).

It was stated that audits are an important tool to ensure that the suppliers
meet the Code and agreements about continuous development. Audits may
only be carried out on basis of clear instructions and conditions and can with
advantage be completed by well-educated auditors who have a local
knowledge, know the culture etc.

Some of the present companies could inform that LCA was not a criterion in
the selection of suppliers but the life cycle thinking is included for instance
through the ecolabelling.

Establishment of a bench marking system (such as EPD) was pointed out as a
possibility because it gives measurable results in the performance part among
suppliers in the value chain.
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Appendix D
Rent miljg er en konkurrencefordel

Miljghensyn er blevet en konkurrencefordel. Det har ansporet Berendsen
Textil Service A/S til at udvikle miljgvenlige produkter. Under Miljastyrelsens
"Program for renere produkter’ har Berendsen Textil Service A/S i samarbejde
med FORCE Technology udviklet en miljgvenlig skumsabe. Det er blevet en
succeshistorie for Berendsen, brugerne af seeben og miljget.

Af Thomas Ambrosius, journalist
REN LOGIK

Pa baggrund af en sakaldt livscyklusvurdering af sebe er det lykkes Berendsen
Textil Service A/S i samarbejde med FORCE Technology at udvikle en
skumsabe, som er bade miljevenlig og uden allergifremkaldende og
hormonforstyrrende indholdsstoffer

Berendsen motivation for at kaste sig over projektet er flersidet. For det farste
ser Berendsen en konkurrencefordel i at udvikle produkter, der er mere
miljgvenlige end konkurrenternes — ganske enkelt, fordi miljg er blevet et
salgsparameter. For det andet efterspgrger flere kunder miljgvenlige
produkter. Endelig undgar Berendsen ifglge produktchef Christian Steen at
blive overhalet inden om af ny miljglovgivning eller historier i pressen, som
man senest har set med Colgate og det bakteriedraebende stof triclosan, der er
mistaenkt for at ggre bakterier multiresistente.

”Miljget er en af de parametre, hvor man kan adskille sig fra konkurrenterne.
Man kan sige, at vi med vores nye skumsabe har opnaet et tidsmonopol, indtil
konkurrenterne har fremstillet en seebe, som er lige sa god og miljgvenlig som
vores,” siger Christian Steen.

Krav til leverandgren

Berendsen fremstiller ikke skumseaeben selv. Derfor har virksomheden stillet
helt specifikke krav til leverandgren. Det har veeret en vanskelig proces,
forklarer Christian Steen. Men med gode argumenter lykkedes det Berendsen
at fa leverandgren i Sydeuropa til omstille produktionen af sabe til den
miljgvenlige skumsabe.

’Den stgrste barriere var at overbevise vores leverandgr om at fremstille en
seebe uden parfume, for i Sydeuropa betyder 'rent’, at det skal dufte godt.
Men vi fik dem overbevist om, at det var en fordel for dem at fremstille en
neutral grundsabe. Den kan de sa tilsette parfume til de kunder, som vil have
en sa&be, der dufter 'rent’, mens vi kaber den neutrale grundsabe. Et andet
argument var, at den efterspargsel, der er pa miljevenlig seebe i Danmark og
Skandinavien i dag, ogsa vil na til Sydeuropa. Pa sigt vil vores leverander altsa
ogsa fa en konkurrencefordel pa det sydeuropaiske marked ved allerede at
omstille produktionen nu. Derfor gik de med til at omstille produktion, selv
om Berendsen i denne sammenhang er en lille aftager af virksomhedens
produkter,” siger Christian Steen.
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Miljggevinster

Hos FORCE Technology er det civilingenigr og leder af LCA Center Jeppe
Frydendal, der har ydet Berendsen konsulentbistand. Han forklarer, at
livscyklusvurderinger (LCA) betyder, at man far et mal for et produkts
samlede miljgbelastning fra udvinding af rastoffer over fabrikation og brug til
bortskaffelse af produktet. Man beregner simpelthen et produkts samlede
miljgbelastning fra vugge til grav. Berendsens skumsabe belaster for eksempel
miljget mindre end flydende creme-handsaber. Ofte giver
livscyklusvurderinger og livscyklustankegangen ogsa gkonomiske fordele,
f.eks. nar de fremhaver, hvor man kan optimere processerne og spare penge
pa f.eks. ressourcer eller energi.

Den skumsabe, vi har udviklet, er nem at pafere og vaskes lettere af huden
end flydende sebe. Man skal heller ikke bruge vand pa at opskumme saben,
og sa streekker den lengere end flydende sebe. Det betyder alt i alt, at man
reducerer vandforbruget ganske betydeligt, nar man vasker haeender” siger
Jeppe Frydendal.

Klar ved handvasken

Hvor mange gange om dagen vasker dine medarbejdere haender i lgbet af en
arbejdsdag? Otte gange? Hvor mange medarbejdere har virksomheden? 30,
eller maske 200? For den lille virksomhed bliver det 240 handvaske om dagen
eller 48.000 pa et ar med 200 arbejdsdage. For virksomheden med 200
medarbejdere bliver det til ikke mindre end 320.000 handvaske pa et ar.

Det er meget sebe og endnu mere vand — ofte varmt vand.

Med sadan et regnestykke i baghovedet bliver det pludselig ikke helt
ligegyldigt, hvilken handszbe medarbejderne bruger. Hverken for den enkelte
medarbejders sundhed, virksomhedens gkonomi eller miljget.

Hvis den enkelte medarbejder sparer én liter vand pr. handvask, vil den store
virksomhed med 200 ansatte altsa spare 320.000 liter vand om aret - og
miljeet for ligesd meget spildevand. Dertil kommer, at skumsaben kun
indeholder biologisk nedbrydelige stoffer, som renseanleeggene ikke har
problemer med og at virksomheden ogsa sparer energi til at opvarme de
320.000 liter vand.

Allergi

Allergi er et stigende problem i Danmark. Derfor har ogsa sundhed spillet en
afgarende rolle i udviklingen af Berendsens skumsabe, som er uden parfume
og farvestoffer. Mange flydende handsaber indeholder konserveringsmidlerne
MG (methyldibromoglutaronitrile), som ifglge Videnscenter for Allergi er
allergifremkaldende, samt parabener, som er steerkt misteenkt for at veere
hormonforstyrrende. Dem har Berendsen faet erstattet med god gammeldags
atamon, som de fleste kender fra syltning.

Berendsen har under Miljgstyrelsens 'Program for renere produkter’ ogsa
udviklet en miljgvenlig handrens og en sanitizer (toiletrens) uden
hormonforstyrrende stoffer. Men udviklingen stopper ikke der. Der er flere
nye produkter pa vej. Projektet har i det hele taget ansporet Berendsen til at
udvikle miljgvenlige produkter, siger produktchef Christian Steen.



Fakta

Livscyklusvurderinger, LCA, bruges til at beregne miljgbelastningen
af et givet produkt i dets levetid fra rastofudvinding til bortskaffelse.
LCA Center er et dansk videncenter for livscyklusvurderinger og
livscyklustankegangen, der skal servicere virksomheder samt offentlige
0g private institutioner. Centeret er delvist finansieret af
Miljastyrelsen. Centeret drives af IPU, COWI og FORCE
Technology.

Adresse: LCA Center, FORCE Technology, Hjortekeersvej 99, 2800
Kgs. Lyngby.

LCA Centers formal er:

At hjeelpe dansk erhvervsliv og andre, der har behov for
miljgvurdering af produkter og tjenesteydelser i et
livscyklusperspektiv.

At sikre at indsatsen pa dette omrade i Danmark foregar pa et solidt og
videnskabeligt funderet grundlag.

At fremme produktorienteret miljgarbejde, herunder brugen af
livscyklusvurderinger og andre miljgledelsesverktajer.

At fastholde det gode samarbejde mellem alle vaesentlige aktgrer pa
LCA-omradet i Danmark, der har praeget udviklingen indtil nu.
Laes meget mere om miljg og livscyklusanalyser pa: www.lca-
center.dk.

Gode rédd om sabe

Undga miljebelastende og hormonforstyrrende stoffer.

Undga stoffer, som ikke er let biologisk nedbrydelige, fx centrimonium
chlorid, 2-bromo-2nitropropane-1, 3-diol, og quaternium-15.
Undga hormonforstyrrende stoffer som konserveringsmidlet
buthylparaben.

Undgd EDTA - EDTA er ikke i sig selv miljgbelastende, men kan
frigare miljg- og sundhedsskadelige tungmetaller.

Undga det antibakterielle stof triclosan, som Miljgstyrelsen vurderer,
udger en belastning for miljget, og som mistaenkes for at medvirke til
dannelsen af multiresistente bakterier, der vil vaere vanskelige at
bekeempe med antibiotika.

Undga overdosering. Vask henderne grundigt, men med sa lidt sebe
som muligt

Kilde: Rad om Miljg og Forbrug, Informationscenteret for Miljg og Sundhed.
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Billedtekst: Under Miljgstyrelsens 'Program for renere produkter’ er det lykkedes
Berendsen Textil Service at udvikle en ny skumsabe. Det er en succeshistorie for
Berendsen, miljget og brugerne af seben, som undgar allergifremkaldende og
hormonforstyrrende stoffer.



Appendix E
Rent miljg handler ogsa om sabe

Miljghensyn er blevet en konkurrencefordel. Det har ansporet Berendsen
Textil Service A/S til at udvikle miljgvenlige produkter. Under Miljastyrelsens
"Program for renere produkter’ har Berendsen Textil Service A/S i samarbejde
med FORCE Technology udviklet en miljg- og allergivenlig skumseaebe. Det
er blevet en succeshistorie for Berendsen, brugerne af seeben og miljget.

Af Thomas Ambrosius
MILID

Hvor mange gange om dagen vasker dine medarbejdere hander i lgbet af en
arbejdsdag? Otte gange? Hvor mange medarbejdere har virksomheden? 30,
eller maske 200? For den lille virksomhed bliver det 240 handvaske om dagen
eller 48.000 pa et ar med 200 arbejdsdage. For virksomheden med 200
medarbejdere bliver det til ikke mindre end 320.000 handvaske pa et ar.

Det er meget sebe og endnu mere vand — ofte varmt vand.

Med sadan et regnestykke i baghovedet bliver det pludselig ikke helt
ligegyldigt, hvilken handsaebe medarbejderne bruger. Hverken for den enkelte
medarbejders sundhed, virksomhedens gkonomi eller miljget.

Fravugge til grav

Pa baggrund af en sakaldt livscyklusvurdering af sebe er det lykkes Berendsen
Textil Service A/S i samarbejde med Force Technology at udvikle en
skumsaebe, som bade er miljgvenlig og uden allergifremkaldende og
hormonforstyrrende indholdsstoffer

Hos FORCE Technology er det civilingenigr og leder af LCA Center Jeppe
Frydendal, der har ydet Berendsen konsulentbistand. Han forklarer, at
livscyklusvurderinger (LCA) betyder, at man far et mal for et produkts
samlede miljgbelastning fra udvinding af rastoffer over fabrikation og brug til
bortskaffelse af produktet. Man beregner simpelthen et produkts samlede
miljgbelastning fra vugge til grav. Berendsens skumsgbe belaster for eksempel
miljget mindre end flydende creme-handseeber. Med livscyklusvurderinger
finder man ofte en reekke forbedringspotentialer, der ikke kun er godt for
miljget, men ogsa kan spare virksomheden for udgifter til energi og ravarer,
eller man finder maske en made at forbedre produktet sundhedsmaessigt fra
vugge til grav.

’Den skumsabe, vi har udviklet, er nem at pafare og vaskes lettere af huden
end flydende sebe. Man skal heller ikke bruge vand pa at opskumme saben,
og sa straekker den leengere end flydende sebe. Det betyder alt i alt, at man
reducerer vandforbruget ganske betydeligt, nar man vasker haeender” siger
Jeppe Frydendal.

Hvis den enkelte medarbejder sparer én liter vand pr. handvask, vil den store
virksomhed med 200 ansatte altsa spare 320.000 liter vand om aret - og
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miljget for ligesa meget spildevand. Dertil kommer, at skumsaben kun
indeholder biologisk nedbrydelige stoffer, som rensningsanlaeggene ikke har
problemer med.

Allergi

Allergi er et stigende problem i Danmark. Derfor har ogsa sundhed spillet en
afgarende rolle i udviklingen af Berendsens skumsabe, som er uden parfume
og farvestoffer. Mange cremehandsaber indeholder konserveringsmidlerne
MG (methyldibromoglutaronitrile), som ifglge Videnscenter for Allergi er
allergifremkaldende, samt parabener, som er staerkt mistenkt for at veere
hormonforstyrrende. Dem har Berendsen faet erstattet med god gammeldags
atamon, som de fleste kender fra syltning.

Krav til leverandgren

Berendsen fremstiller ikke skumseaeben selv. Derfor har virksomheden stillet
helt specifikke krav til leverandgren. Det har veeret en vanskelig proces,
forklarer produktchef Christian Steen, Berendsen. Men med gode argumenter
lykkedes det Berendsen at fa leverandgren i Sydeuropa til omstille
produktionen af seebe til den miljgvenlige skumsebe.

”Den stgrste barriere var at overbevise vores leverandar om at fremstille en
sebe uden parfume, for i Sydeuropa betyder 'rent’, at det skal dufte godt.
Men vi fik dem overbevist om, at det var en fordel for dem at fremstille en
neutral grundsabe. Den kan de sa tilseette parfume til de kunder, som vil have
en sebe, der dufter 'rent’, mens vi kaber den neutrale grundsabe. Et andet
argument var, at den efterspeargsel, der er pa miljgvenlig sebe i Danmark og
Skandinavien i dag, ogsa vil na til Sydeuropa. Pa sigt vil vores leverander altsa
ogsa fa en konkurrencefordel pa det sydeuropeiske marked ved allerede at
omstille produktionen nu. Derfor gik de med til at omstille produktion, selv
om Berendsen i denne sammenhang er en lille aftager af virksomhedens
produkter,” siger Christian Steen.

Pa forkant med udviklingen

Berendsen egen motivation for at kaste sig over projektet er flersidet. For det
forste efterspurgte flere kunder miljgvenlig produkter. For det andet ser
Berendsen en konkurrencefordel i at udvikle produkter, der er mere
miljgvenlige end konkurrenternes — ganske enkelt, fordi miljg er blevet et
salgsparameter. Endelig undgar Berendsen ifglge Christian Steen at blive
overhalet inden om af ny miljglovgivning eller historier i pressen, som man
senest har set med Colgate og det bakteriedraebende stof triclosan, der
mistaenkes for at gare bakterier multiresistente.

”Miljget er en af de parametre, hvor man kan adskille sig fra konkurrenterne.
Man kan sige, at vi med vores nye skumsabe har opnaet et tidsmonopol, indtil
konkurrenterne har fremstillet en seebe, som er lige sa god og miljgvenlig som
vores,” siger Christian Steen.

Berendsen har under 'Program for renere produkter’ ogsa udviklet en
miljevenlig handrens og en sanitizer (toiletrens) uden hormonforstyrrende
stoffer. Men udviklingen stopper ikke der. Flere nye produkter er pa vej.
Projektet har i det hele taget ansporet Berendsen til at udvikle miljgvenlige
produkter, siger Christian Steen.



Fakta

- Livscyklusvurderinger, LCA, bruges til at beregne miljgbelastningen
af et givet produkt i dets levetid fra rastofudvinding til bortskaffelse.

- LCA Center er et dansk videncenter for livscyklusvurderinger og
livscyklustankegangen, der skal servicere virksomheder samt offentlige
0g private institutioner. Centeret er delvist finansieret af
Miljastyrelsen. Centeret drives af IPU, COWI og FORCE
Technology.

- Adresse: LCA Center, FORCE Technology, Hjortekaersvej 99, 2800
Kgs. Lyngby

LCA Center formal er:

- At hjelpe dansk erhvervsliv og andre, der har behov for
miljgvurdering af produkter og tjenesteydelser i et
livscyklusperspektiv.

- Atsikre at indsatsen pa dette omrade i Danmark foregar pa et solidt og
videnskabeligt funderet grundlag.

- At fremme produktorienteret miljgarbejde, herunder brugen af
livscyklusvurderinger og andre miljgledelsesverktgjer.

- At fastholde det gode samarbejde mellem alle veesentlige akterer pa
LCA-omradet i Danmark, der har praeget udviklingen indtil nu.

- Les meget mere om miljg og livscyklusanalyser pa: www.lca-
center.dk.

Gode r&d om saebe

- Undga miljgbelastende og hormonforstyrrende stoffer.

- Undga stoffer, som ikke er let biologisk nedbrydelige, fx centrimonium
chlorid, 2-bromo-2nitropropane-1, 3-diol, og quaternium-15.

- Undga hormonforstyrrende stoffer som konserveringsmidlet
buthylparaben.

- Undgd EDTA - EDTA er ikke i sig selv miljgbelastende, men kan
friggre miljg- og sundhedsskadelige tungmetaller.

- Undga det antibakterielle stof triclosan, som Miljgstyrelsen vurderer,
udgar en belastning for miljget, og som mistaenkes for at medvirke til
dannelsen af multiresistente bakterier, som vil veere vanskelige at
bekaempe med antibiotika.

- Undga overdosering. Vask handerne grundigt, men med sa lidt seebe
som muligt

Kilde: Rad om Miljg og Forbrug, Informationscenteret for Miljg og Sundhed.
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Billedtekst: Under Miljgstyrelsens 'Program for renere produkter’ er det lykkedes
Berendsen Textil Service at udvikle en ny skumsabe. Det er en succeshistorie for
Berendsen, miljget og brugerne af seben, som undgar allergifremkaldende og
hormonforstyrrende stoffer.



Appendix F
Products of the future secure

Berendsen’s position as market
leader in Denmark

In cooperation with FORCE Technology and their suppliers, Berendsen has
managed to develop a new range of hygiene products for their facility service that
are more environmentally friendly and safer to use. The customers of Berendsen are
satisfied with the new products — and it cements Berendsen’s position as a market
leader.

At Berendsen Textile Service A/S they know the demands of their customers
in advance. When the alarm in the media was raised that many liquid soaps
could cause allergy because of the preservative MG, the substance had already
been phased out of Berendsen’s products. Hence, Berendsen was able to use
the media coverage proactive in their marketing of their hygiene products.

Competitive advantages
Environment is not a primary sales argument, as customers are often more
focused on:

e Price

e Quality

e Security of supply
e Service level

o [Etc.

However, as Christian Steen from Berendsen states: “Environment is one of
the parameters where you can differentiate from your competitors. On
environmentally concerned markets like in the Nordic Countries this often
shows to be the balance between selling and not selling to a customer”.

The value chain or life cycle approach is important when developing new
products as all sales parameters are influenced by the whole value chain.
Therefore, optimizing the value chain of your products and services will lead
to a higher competitiveness.

0o
0o

= oo
1st tier suppliers

Your company

Customers on
the market

H ‘ } LD ‘ HM‘ e chain to improve competitiveness
Figure 15. Cooperation in the value chain to improve the competitive parameters for
the final product/service yields a better competitiveness. This is a motivation to
cooperate on optimizing the value chain as a whole.

Development of cleaner products
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The development projects at Berendsen have shown to be a success. During
the last few years Berendsen has put new soaps, lotions, sanitizers, air
fresheners etc. on the market with an improved environmental and safety
profile. However, some barriers had to be broken down to reach the goals —
and in some situations alternative suppliers had to be chosen.

One of the important barriers for Berendsen in Denmark is that they are
operating on an environmentally demanding market whereas their suppliers
e.g. in southern Europe do not meet the same demands from their main
markets. Popularly speaking, clean in southern Europe means that it smells
good of perfume whereas in Denmark perfumes are often undesired because
of the ability to cause skin irritation and allergy. For a relatively small player
like Berendsen (compared to some big suppliers) it can be difficult to
influence the suppliers when the preferences on the markets are so different.

Overcoming barriers

“The best advice that can be given is to be patient and persistent in the
dialogue with your suppliers”, says Jeppe Frydendal from FORCE
Technology. For Berendsen one of the successes came when their major
supplier understood that complying with the demands of the Danish market
was to be proactively complying with the demands of their own main markets
in southern Europe.

Future outlook

For Berendsen developing a new product and putting it on the market does
not mean that the job is done. They are always looking for further
improvements based on tendencies on the market as well as the newest
scientific knowledge as is expected from a market leader.

Further information
For further information contact Mr. Jeppe Frydendal, FORCE Technology

jpf@force.dk
+4572 1577 00




