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History of Green Purchasing in Japan

m [N 1980’s, smple activities like buying
recycled paper, low-emission vehicle started.

m |n 1987, Eco-Mark program was launched.

m [N 1994, Shiga prefectural government
firstly formulated comprehensive guideline
on green purchasing.

m [N 1996, GPN was established, and nation-
wide movement has started

m |n 2000, Green Purchasing Law was
enacted.



L aw on promoting Green Purchasing

m May 2000, the Law on Promoting Green Purchasing
was enacted, and enforced in 2001.

m All the State ministries and agencies must draw up
annual “ procurement policy”, to practice the plan,
practice it , and are required to to report the result to
Environmental Minister.

m | ocal authorities are imposed “ efforts” to
Implement green purchasing activities.

m Private enterprises and consumer's are encouraged to
Implement green purchasing voluntarily.






Current Statusin Japan - Business Sectors

Findings from survey by GPN in 2002

m 51% of responding companies have written
policies on green purchasing

m 36% of them have adopted green
purchasing policies on parts and materials.

m 52% of them also consider supplier's EMS
and other environmental activities as well as
aspects of purchasing products
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Market | mpact of Green Purchasing

Findings from survey by GPN in 2001

m Among 6/3 companies, /4% responded “the sales
amounts of green products have increased in the
past couple of years’

m /5% of suppliers have increased the numbers of
green products brand

Findings from survey by GPN in 2002

m Among 802 companies, /4% responded “their
customers’ interest in green products have
INncreased’

m \We estimate domestic market size of green
products as 38 trillion yen(320 billion US$).



Green Purchasing Networ k (GPN)

m Founded in February 1996 to promote green
purchasing in Japan by the initiative of
Environment Agency

m The mission of the GPN

— to spread out the concept and practices of green
purchasing

— to provide guidelines and information necessary for
practicing green purchasing.
m Since then GPN has taken a leading role to
promote green purchasing in Japan.



About GPN

m |ndependent non-profit organization

m Executive Committee: 35 members

m 2,809 members (as of September 2003)
— 364 governments
— 268 NGOs, NPQOs

m Budget: US$600,000-700,000/year
— Membership fee : 50%

— 2,177 corporations
m Secretariat: 6 staff (+4 part time)
— Project income : 40%
— Subsidy : 10%




M embers of GPN

m All of 47 prefectural governments

m All of 12 designated cities — Osaka, Nagoya, Fukuoka,
Sendai, Sapporo, Y okohama.....

m Large businesses from various fields

— Sony, Canon, NEC, Fuji Xerox, Ricoh, Honda, Toyota,
Nissan, Matsushita Electric Industrial, Nippon Sted,
Seiko Epson, Hitachi, Toshiba, Mitsubishi Corp., JT,
Suntory, Kikkoman, Tokyo Gas, Development Bank of
Japan, NTT, JR, Tokyo Electric Power......
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GPN Activitiesfor Promotion

m Seminars throughout the country

m “Green Purchasing Award” to encourage excellent
activities
— Governments of Shiga, Mie, Kanagawa, Hukui, Sendai city

— NEC, Fuji Xerox, Matsushita, Epson, Sony, Tokyo Gas,
Shiga Bank, and SMEs

m Guidance for implementing systematic green
purchasing

m Case study on success stories
m Promotion pamphlet, posters
m Regional Network — Shiga GPN, Mie GPN .......



Principles of Green Purchasing

m Principle 1 — Consider whether a product is needed

pefore

purchasing it or not.

m Principle 2 — Purchase a product considering the
various environmental impacts over its life cycle -
from extraction of raw materialsto disposal.

m Principle 3 — Select suppliers who make a
conscious efforts to care for the environment.

m Principle 4 — Collect environmental information on
products and suppliers.

By Green Purchasing Networ k(GPN)
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GPN Purchasing Guidelines and Product
Data Base

m Copying and printing paper

m Copiers, printers, facsimile machines

m Personal computers

m Motorcars

m Refrigerators, Washing machine, TV,
Air conditioner

m Stationery and office supplies

m Toilet and tissue paper

m Office furniture

m Lighting apparatus and lamps

m Uniform and working wear

m Offset printing service (guideline only)

m Hotelsand inns



=® Guidelines for Purchasing “ Copying

machines, Printers and Facs mile Machines
sed in December 2000, GPN

m Small power consumption during operation and standby

m Equipped with double-face and multiple-page printing
functions

m Used products recovered for reuse of parts and recycling
of materials

Reused parts and recycled plastics are used
Cartridges recovered and recycled
Amount of lead reduced in soft soldering

Batteries not containing heavy metals
Information Requirement? Use of PVC in wire coating

> B H 0 B



Purchas ng Guidelines for Motorcars

1) The automobiles shall have high fuel efficiency and low
carbon dioxide (CO,) emissions.

2) The automobiles shall have low levels of nitrogen oxides
(NOx), hydrocarbons (HC), carbon monoxide (CO), and
particulate matter (PM) in thelr emissions.

3) The automobiles shall use coolants for air conditioning
that have a little contributory impact on ozone layer
depletion and global warming.

m 4) The automobiles shall use reduced levels of |ead.
m 5) The automobiles shall be designed for ease in disassembly

and recycling of their parts when no longer in commission.
6) The automobiles shall use large amounts of recycled parts.

m /) The automobiles shall make little external noise.



Network

Features of GPN Guidelines

Target major product areas commonly purchased and
have high environmental impact

Focus the check points to about 10 items at the most,
which are important and can be differentiated.

The guidelines are not meant for giving the standards
of “green products’ but moderately suggesting the
viewpoints and directions of consideration.

The guiddines provided the information in those
fields which are not covered by Eco-mark, etc. (ex.
Motorcars, Home appliances)

The guidelines are used by lots of purchasing
organizations, as well as becoming one of indicators
of product development of the manufacturers.



Processes of Working out the GPN
Purchasing Guidelines

Drawing up draft within a specific Task
Group(TG) consisting of the GPN members

(Consisting of the members from manufacturers, consumers, local
governments, purchasing enterprises, €etc.)

Determination an%ouncement of the
first draft by the guideline subcommittee

.

Collecting opinions from members-at-large and others

o

Determination of final draft by guideline subcommittee

.

Establishment of guidelines by Executive Committee




Giresan
Purchasing
Metwork

o GPN Website and Data Bases on

Products and Services
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Features of GPN Data Base

Provide detailed information for actual purchasing such as
detailed environmental information, acquisition of
environmental labels(Eco-mark, Energy Star), conformity
with criteria of the Law on Promoting Green Purchasing,
price, maor functions.

GPN does NOT recommend specific products
Comprehensive judgment is left to DB users.

DB has screening function(User can set its own criteria)
Products data can be easily compared in the unified format.

About 11,000 productsof 600 companies in 13 product
fields are included in the data base.

Updated 4 times a year(with biannual publication of the
“GPN Data Book”, which we decided to stop publishing
of)

Monthlv 300.000 page views



Machines’

Name of products, models
Name of businesses

Copying speeds, printing speeds,
transmission speeds

Conformity with standards of
Law on Promoting Green
Purchasing

Efficiency of energy
consumption

Conformity with International
Energy Star standards

L ow-consumption-mode power
consumption

Off-mode power consumption
Double-face copying function

Information on GPN Data Base
* Copying machines, Printers, Facsimile

Multiple-page copying function
Use of reused parts

Use of recycled plastics
material

Recovery and recycling of toner
cartridges

Reduction of lead in soft
soldering

Heavy metal contents of
batteries

Use of polyvinyl chloride in
wire coating

Status of obtaining eco-labels
Special features of functions
Standard retail prices



Accumulation of GPN Data Base

m Accumulate the data base in accordance with the
Information format set out alongside the GPN
Guidelines

m Broadly encourage relative manufacturersto
provide information (including foreign suppliers)

m Manufacturers register their data at their own
responsibility through the Internet

m The GPN secretariat makes editorial checks and
makes them public via Internet

m Charge the manufacturers 1,500 yen per product



GPN

Product Related Information used by
Institutional green purchasers

Ecomark (Type 1) 82%
GPN Guidelines/Data Base 45%
Mark by Third Parties 33%

Criteria of Green Purchasing Law | 24%

Self Declaration Label (Type 2) 18%

Type 3 Label

4%

From GPN survey 2002
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Key Factors for success in Japan

m Green Purchasing Network (GPN) has made
efforts to involve wide range of businesses and
public sectors.

— Maor companies and local governments
became the pioneers, and stimulated
competitors and neighbors.

— The Ministry of the Environment backed up the
establishment and activities of GPN.

m GPN succeeded to make a big social trend.

— Green purchasing is indispensable items to
corporate environmental reports aswell as
pollution control, recycling, and energy saving.



Key Factors for success in Japan - 2

m Unique and diverse voluntary initiatives was
created, and success stories were introduced by the
Award and seminars by GPN.

m Suppliers sensitively responded, and made efforts
to increased line-up of green products.

m |t became much easier to get product
environmental information form GPN data base,
eco-mark, suppliers catalog, etc.

m The movement was concurrent with big trend of
getting certificate of 1SO14001.

m The Law on Promoting Green Purchasing
dramatically accelerated the activities.



The Future Tasks

m Expand the scope of green purchasing

— food and beverage, mobile phone, dishwasher,
electricity, transportation, cleaning service, construction,
catering service, financial services, stores, €tc.

m Encourage voluntary activities exceeding the level
of Green Purchasing Law

— Most of local governments are satisfied with imitating
central government way of practice.

— Further diverse actions to explore new product area and
raise the level of criteriais expected

— Capacity building is necessary for that.

m Challenge to change individual consumers
behaviors
— Create a new effective information system?



| nter national Networ k

m GPN (Japan)

Korean GPN

GPN Malaysia

North American Green Purchasing Initiative

|CLEI (International Council for Local
Environmental Initiatives)

m United Nations, UNEP, UNDP, EU

m \World Bank, Regional development banks

m APO (Asian Productivity Organization)

m National Environmental MinistriessAgencies
B AN ?.



| nter national cooper ation

m Global collaboration to expand green purchasing
and green market
— Sharing information, experiences, success stories
— Support to launch green purchasing activities

— Hold workshops and conferences (GPN and Sendai city
will hold the first global conference in Autumn of
2004 )

— Establish global principles on green purchasing

— Draw up common guidelines on internationally traded
product categories

— Build aglobal Data Base on products

— Web gte

— International network



The 1% | nternational Conference on
Green Purchasing in Sendali

ODbjective

— To promote international collaboration and
advancethe practice of Green Purchasing for
sustainable development.

October 6 - 7, 2004
Sendai I nternational Conference Center, Sendai, Japan
Hosted by: City of Sendai
Green Purchasing Network (GPN)

Supported by:

Ministry of Environment (MoE)

Ministry of Economy, Trade and Industry (METI)

Asian Productivity Organization (APO)



The 1% | nternational Conference on
Green Purchasing in Sendali

Day 1

Plenary Session (morning):

- Welcome Remarks by Mayor of Sendal

- Keynote Speech by Overseas Dignitary

- Keynote Speech by Japanese Dignitary (TBD)
- Presentation of GPN Green Purchasing Award

Concurrent Sessions (afternoon):
- Session 1. Green Purchasing in Public Sectors
- Session 2. Green Purchasing in Business Sectors
- Session 3: Promoting Green Purchasing to Consumers
- Session 4. Eco-labels and Green Purchasing

Drafting Session of Sendai Manifesto (late afternoon)
Welcome Reception (evening)



The 1% | nternational Conference on
Green Purchasing in Sendali

Day 2
Concurrent Sessions (morning):

- Session 5: How to Select Green Products

- Session 6: Design and Development of Green Products

- Session 7: Green Purchasing in Newly Industrializing and
Developing Economies

-Session 8: Collaboration for Green Procurement among industries
of Japan, Europe, and U.S.

Plenary Session (afternoon):

- Reports from Concurrent Sessions, Discussions on International
Collaborations, Future Plans, Conclusions

Sendai Green Purchasing Manifesto
[Next Day: Excursionsare planned]



The 1% | nternational Conference on
Green Purchasing in Sendali

Sendai Green Purchasing Manifesto

Could be “common ground” for green purchasing
Could describe importance and potential power

Could define basic concept and principles

Could prescribetherolesof respective stakeholders
Could call for common actionsto worldwide purchasers
Could indicate future global collaborative works



