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10 March 2008
Press Release
Large Retailers make Practical, Concrete Commitments towards 20-20 Energy Targets
14 major retail companies, members of the European Retail Round Table, have today announced a significant commitment towards greater energy efficiency and greater use of renewables in the retail sector.

The companies - Ahold, Asda / Wal-Mart, C & A, Carrefour Group, Delhaize Group, DSG international, El Corte Inglés, H&M, IKEA, Inditex, Kingfisher, Marks & Spencer, Metro Group, Tesco - support the drive for energy efficiency in order to tackle climate change, and commit:
· To reduce energy consumption per square metre of commercial premises by a minimum of 20% by 2020 compared to base year reference levels.
· To work towards exceeding the European Commission’s target of sourcing 20% renewable energy by 2020.

· To identify and share examples of best practice in delivering energy efficient solutions in the retail supply chain.
· To investigate further ways of providing energy efficiency information for products they sell and will urge manufacturers to do the same, e.g. labelling, web site information and/or campaigns on specific issues.

· To share knowledge about the most effective ways of communicating information on energy consumption and energy saving behaviour to consumers.

The companies will report on progress through their annual reporting processes – for example, in their CSR reports, or specific energy efficiency reporting procedures, as appropriate.
For any further information or clarification, please contact 
Paul Skehan, ERRT Director at  +32.2.2865123

Quotations from CEOs and specific examples of energy initiatives follow.

Selected CEO quotes:
Sir Terry Leahy, Tesco CEO and ERRT President, said:  “Climate change is one of the defining environmental and political issues of our time.  All large retailers are large energy users.  Many ERRT members are uniquely poised to be able to help consumers reduce their energy use.  The battle to win customer loyalty will increasingly be fought not just on value, choice and convenience but on being good neighbours, being active in communities, and seizing environmental challenges.  We see our work to improve our energy efficiency and help customers do the same as part of the way to build a successful business in the 21st century.”
Anders Dahlvig, President and CEO, IKEA Group:  "Climate change is a global problem and we want to take our part of the responsibility.  Companies should not maximize profit at any price.  By using renewable energy, we also control our costs."

Jorge Pont, Assistant to the Chairman, El Corte Inglés:  “One of our major responsibilities is to ensure the availability of sustainable energy resources for future generations and future economic development.  El Corte Inglés is fully committed to preserve resources and to implement measures that favour the use of renewable energy and that lead to more efficient consumption.  In this way, sustainability will become a reality.” 

Lucas Brenninkmeijer, CEO, C&A Europe:  "At C&A Europe we are committed to reducing our overall carbon footprint through switching to renewable energy sources in the coming years.  In 2008, 65% of our store network, distribution centres and head office square metres are currently powered via renewables.  We plan to increase this level to up to 80% by 2010."

Pierre-Olivier Beckers, President and CEO, Delhaize Group:  “I am personally convinced of the importance of a strong environmental stance in our business strategy.  This is an area where ‘good for business’ and ‘good for society’ can fit together perfectly.  The battle against climate change is a worldwide issue and a variety of initiatives are translated into different concrete actions in our banners, in and outside Europe.  From the outset, Delhaize Group welcomed the initiative and the drive of the European Commission for more energy efficiency, innovation and use of renewables.  We are convinced that the 20% target setting will encourage the retail sector’s efforts and performance in saving energy.”
Pablo Isla, Deputy Chairman and CEO, Inditex:  “Sustainable growth is a strategic value for Inditex.  The company has implanted an Environmental Management System which periodically assesses the potential impact of the company in the matter of biodiversity and natural environment.  Inditex is implementing an ambitious Environmental Strategic Plan covering five innovating projects which involve all the areas of corporate activity: stores, headquarters, factories, distribution centres, transport and product.”
Ian Cheshire, Group Chief Executive, Kingfisher plc:  "As a leading retailer I believe we have a responsibility to take action to tackle climate change and work towards a sustainable future.  I also believe that business stand to lose more through inaction on climate change than action will cost.  By 2050 life on earth will reach a tipping point - and we need to get back to the principles of One Planet Living.  We are the generation that must act now to change the outcome in 2050 and all of us - government, business, society and individuals - have a part to play."
ERRT Director, Paul Skehan: “Given the fierce, daily competition between these retailers, it is fascinating to note that the linked issues of energy and climate change unite them in a commitment to measurable actions.  The retail sector is serious about changing how it operates, is serious about investing in energy efficiency and is serious about promoting renewable energy –within their own systems, but also towards the 250 million customers who use their stores each week.”
____________________________

Specific examples of some of the many retail energy initiatives…
Metro Group:  METRO Group carries out a wide variety of measures to reduce the company’s energy demand and thereby it’s overall climate impact.  Besides technical innovations, the attitude and performance of their employees is of particular importance.  Therefore, they focus strongly on training and motivating store personnel and executives in matters of energy saving and efficiency.

The Group applies state-of-the-art technology to lower energy consumption in stores and administration buildings.  Large reduction potentials will be realised here by using closed display cabinets for chilled food, computer-controlled ventilation systems and energy-saving lamps. 
Increasing energy efficiency is another important aim, which can be achieved both by optimising working processes and technical innovations.  In many Metro Cash & Carry stores, waste heat from large refrigerant plants is used to support the heating system of the site.  Due to lower oil or gas consumption, CO2 emissions are reduced.
In addition, the company uses renewable energy where it is most adequate.  Besides sourcing green electricity, METRO Group operates numerous solar and geothermal power plants to heat and cool stores in a more climate-friendly manner.
IKEA:  IKEA has a long term goal that all its buildings shall be supplied with 100% renewable energy that is generated by energy sources other than fossil fuel.  The company also wants to improve its overall energy efficiency by 25% compared to 2005 levels.

All IKEA stores, distribution centres, factories and offices will, in the long-term, run entirely on renewable energy instead of fossil fuel.  All newly built facilities are designed to use bio fuels, geothermal heat, solar or wind power, and all existing buildings are being adapted where possible.

As an example, the IKEA store in Spreitenbach (Switzerland) is an energy efficient construction - there are 4 centimetres of extra insulation on the roof and façade, solar panels, and a pellet furnace.  Rainwater is used for the lavatories.

Inditex:  Inditex has long implemented measures such as the installation of cogeneration plants powered by natural gas, solar water heating installations and a wind turbine which provides 50% of the energy required by all Inditex facilities in Arteixo (Spain); the use of bio-diesel fuel produced from recycled vegetable oil in its fleet of trucks and distribution centres that use electric vehicles for the internal transport of staff.
The above measures lay the foundations of Inditex´s 2007-2010 Environmental Strategic Plan, which has the following goals: 
· 50% of the power supplies to all logistics centres and headquarters to come from renewable or highly efficient sources; 
· Reducing CO2 emissions associated with road transportation by 20%, and 
· Reducing the power consumption in stores built as of 2008 also by 20%.
Marks & Spencer:  As part of their ambitious Plan A, the company have committed to reducing energy use, maximising the use of renewables and helping suppliers and customers to change their behaviour.

Specific examples include opening green stores; installing renewable sources e.g. aneorobic digestion and wind turbines; developing green factories; introducing more energy efficient freight transport; and a campaign to encourage customers to wash clothes at lower temperatures (30 degrees).

Delhaize Group:  Since January 2007, all Delhaize supermarkets and convenience stores in Belgium are running for 100% on renewable energy that is produced by hydropower stations in the Alps.
This makes Delhaize the biggest Belgian consumer of renewable energy and ranks the Group in the top 10 of European industry consumers of green energy. 

The group uses new or remodelled stores as laboratories for testing various energy saving techniques and innovative technologies.  Current projects include: 

· The façade of a supermarket entirely made of glass with build-in photovoltaic cells resulting in a semi-transparent solar panel; this produces electricity and at the same time offers solar protection. 

· Classical solar panels have been installed on the roof of stores.

· Heat reclaim of the refrigerators warms up sanitary water and partially heat stores.
· The introduction of mixed truck transportation, which maximizes the number of stores that get all fresh products delivered by one truck; for Belgium, Delhaize expects to eliminate 2 million kilometres of transportation.
Carrefour Group:  In France, Carrefour’s hypermarkets have already reduced their energy consumption by 20% in 2007 compared to 2004 thanks to their energy saving programme (energy management systems, closed freezer cabinets, high efficiency lighting etc.).  These best practices are being deployed throughout the Group.
Kingfisher:  During the past two years, Kingfisher’s largest operating company B&Q UK has run a national energy efficiency campaign - Energy Efficiency Made Easy, which was developed in conjunction with the Energy Saving Trust (EST).  It has also run a Water Efficiency Made Easy campaign, in co-operation with the NGO Waterwise.
The campaigns are designed to help customers minimise their impact on climate change through simple steps to reduce energy and water use in the home.  TV adverts and printed flyers on energy efficiency and water efficiency have been produced.  

To tie in with the energy campaign, the company introduced a number of innovative energy saving products such as wind turbines, solar panels, energy monitoring devices and eco insulation (made from recycled plastic bottles).
El Corte Inglés:  A new 25,000m2 El Corte Inglés store in Albacete (Spain) will open this spring.  A photovoltaic solar energy system with 480 modules is being installed in its southern façade.  It will generate 61 kW DC electricity, converted to tri-phase 380v power, and connected to the general supply system.  
This is one of many steps the company is taking in its implementation of environmentally-friendly, energy-efficient architecture.
Tesco:  Tesco recognises and embraces its role as a leader on climate change. In January 2007, Tesco set itself challenging global targets:

1.  Reduce footprint of existing buildings by 50% by 2020 (2006 baseline); 2.  Ensure all new buildings, on average, emit 50% less CO2 than a store built in 2006; 3.  Cut emissions from distribution fleet by 50% by 2012.
Tesco is embedding a low-carbon approach throughout its business by making changes to their stores, distribution centres and distribution network.

They are helping to stimulate the development of low-carbon technology, and will spend £500m to reduce their energy use over the next 5 years, devoting £86m this year alone to wind turbines, combined heat and power (CHP), trigeneration and more.

They opened their fourth UK environmental store at Shrewsbury in 2007, which has a carbon footprint 60% lower than an equivalent store. This investment in low carbon technologies is mirrored in the retailer’s central European businesses where they are building low energy stores in the Czech Republic, Poland, Hungary and Turkey.
Notes for Editors:

Individual companies will go further than the 20% EU energy efficiency target and publish their own targets and establish milestones against which to measure their own performance.  Where feasible, companies will use the Commission’s chosen base year of 1990.  Where this is not possible, the most recent year for which companies have the necessary reference data will be used and extrapolated back to 1990 to provide a consistent reference year for the achieved reductions.
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