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“WORKSHOP: LA LOGICA DEL CICLO DI VITA E IL GREEN DESIGN”

28 maggio 2010
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1. Everything is Connected to Everything Else. There is one 

ecosphere for all living organisms and what affects one, affects all.

2. Everything Must Go Somewhere. There is no "waste" in 

nature and there is no “away” to which things can be thrown.

3. Nature Knows Best.
4. There Is No Such Thing as a Free Lunch. Everything comes 

from something. There's no such thing as spontaneous existence.

History

The First Environmental Communicators

Barry Commoner: The 4 law of ecology

the most complete statement" which can be made 

about the state of world is a probabilistic one…

Daniel Simberloff: the statistical ecology
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Sustainable development aims to “meets the needs of the present without

compromising the ability of future generations to meet their own needs”

The field of sustainable development

can be conceptually divided into Three

general dimensions:

Å social,

Å economic,

Å environmental

The Sustainability

Bruntland Commission 1983
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Independent 
Third part

Association

Scientific
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Time, Fortune, National Geographic, Forbes, Sports illustrated e Vanity Fair. 

Data by Futerra  
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Solo 25 prodotti su 2219 sul mercato USA – Canada sono stati 
riconosciuti “no green washing” www.greenwashing.com

Greenwashing
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Politica aziendale Prestazione del prodotto

Stakeholder
interni

ÅComunicazione 
interna

ÅSGA

Amministrazione
pubblica

ÅSGA
ÅSustainaibility

report

ÅEnvironmental label
ÅMultimedia

Comunication

Comunità locale
ÅSGA 
ÅSustainaibility

report

Clienti
ÅSustainaibility

report
ÅSA8000

ÅEnvironmental label
ÅEnvironmental Claims

Shareholders
ÅSustainaibility

report

Tools

Analisi interna – gestione costi

Ritorno economico, 

fidelizzazione, differenziazione

Trasparenza
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Environmental label

Sustainability report

Environmental certification

άǘƘŜǊŜ are more than 300 such 
[environmental] labels putting a green stamp 
on everything from cosmetics and seafood to 
bird-friendly coffeeΦέ  

Wall Street Journal 
April 2009

ISO 14001
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The Environmental Comunication Principles:

Trasparency: Make the processes, procedures, methods, data sources and
assumptions used in environmental communication available to all interested parties,
taking account of the confidentiality of information as required. Inform interested
parties of their role in environmental communication

Appropriateness: Make information provided in environmental communication
relevant to interested parties, using formats, language and media that meet their
interests and needs, enabling them to participate fully.

Credibility: Conduct environmental communication in an honest and fair manner,
and provide information that is truthful, accurate, substantive and not misleading to
interested parties. Develop information and data using recognized and reproducible
methods and indicators.

Responsiveness: Ensure that environmental communication is open to the needs of
interested parties. Respond to the queries and concerns of interested parties in a full
and timely manner. Make interested parties ware of how their queries and concerns
have been addressed.

Clarity: Ensure that environmental communication approaches and language are
understandable to interested parties to minimize ambiguity.

ISO 14063

Tools

http://www.inab.ie/schemes/emas/emas/INAB-EMAS.gif
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Tools

ISO Type I environmental labelling:
Voluntary, multiple-criteria-based, third party verified

labels indicating overall environmental preferability
of a product (selective)

ISO Type II environmental labelling :  Self-declared 
environmental claims

ISO Type III environmental labelling:
Quantified environmental life cycle product 

information (not selective)

Example: European Eco-label

Example: Recyclabilty

Environmental Product Declaration

ISO 14025

ISO 14021

ISO 14024
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System certification 14001 

Azioni richieste
1. Analisi Ambientale iniziale

- Identificazione aspetti critici
- Individuazione azioni

2. Predisposizione piano di azione e procedure
3. Controllo e monitoraggio
4. Verifica e certificazione di parte terza

Risultati attesi 
1. Efficienza interna (screening energetici)
2. Miglioramento progressivo
3. Approccio razionale nella gestione degli aspetti principali

Carta

trasporti

Energia

Inchiostr
i

Colle

Amido

Impatto  

Carta

trasporti

Energia

Inchiostr
i

Colle Amido

Impatto

http://www.blauer-engel.de/willkommen/willkommen.htm
http://www.jeas.or.jp/ecomark/english/index.html
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Impatto zero:
The project  starts from Lifegate, an 
environmental communication agency . It is 
one of the most popular environmental 
claim at the national level.

Ecological / Carbon Footprint

Carborn Foot print is "the total set 
of greenhouse gas (GHG) emissions caused 
by an organization, event or product”. For 
simplicity of reporting, it is often expressed 
in terms of the amount of carbon dioxide, or 
its equivalent of other GHGs, emitted.

The ecological footprint is a measure of 
human demand on the Earth's ecosystems. 
It compares human demand with 
planet Earth's ecological capacity to 
regenerate. 

Environmental - claims

Tools
En

vi
ro

n
m

en
ta

l 
co

m
m

u
n

ic
at

io
n

 –
U

n
in

d
u

st
ri

a
2

8
 m

ag
gi

o
2

0
1

0

Life Cycle Assessment

(full) EPDÊ

Climate 

declaration

Carbon 

footprint*
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* The EPD 

yardstick is based 

on a full EPD

Affidabilità della comunicazione ambientale
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IL CONTESTO
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IL METODO LCA “CRADLE to GRAVE  ”
or “CRADLE to CRADLE”

Esempio: LCA di un manufatto zincato a caldo

L’analisi del ciclo di vita (LCA) è una 
metodologia di valutazione dei carichi 
energetici e ambientali associati ad un prodotto 
o ad un processo, lungo l’intero ciclo di vita.

Innovativo rispetto ai criteri tradizionali di 
analisi, l’approccio LCA consiste nel valutare 
tutte le fasi di un processo produttivo, 
considerando la correlazione che esiste tra le 
une e le altre. 

La metodologia è regolamentata, a livello 
internazionale, dalle seguenti norme 
ISO 14040:2006
ISO 14044:2006 
che ne definiscono la struttura e guidano alla 
corretta applicazione.

INVENTARIO 
DEGLI INPUT E OUTPUT

VALUTAZIONE 
DEGLI IMPATTI AMBIENTALI

INTERPRETAZIONE 
DEI RISULTATI 

Agricoltura Industriaalimentare

Imballaggi

Agricoltura Industriaalimentare

ImballaggiImballaggi

Trasporto-
logistica
Trasporto-
logistica

Vendita
Consumo

Rifiuti

Fine 
vita

Ciclo-vita alimenti

Tools
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Aspetti direttiAspetti indiretti

En
vi

ro
n

m
en

ta
l 

co
m

m
u

n
ic

at
io

n
 –

U
n

in
d

u
st

ri
a

2
8

 m
ag

gi
o

2
0

1
0 VPRIMARY ENERGY (RENEWABLE/NOT RENEWABLE)

VRAW MATERIALS (RENEWABLE/NOT RENEWABLE)

VAIR EMISSIONS (GLOBAL WARMING POTENTIAL)

VWATER EMISSIONS, 

VSOLID WASTE

VIMPACTS TO LOCAL SCALE

Tools

http://images.google.it/imgres?imgurl=http://www.legnonord.it/images/mat_pino_01.jpg&imgrefurl=http://www.legnonord.it/materie.htm&usg=__i3XUgM-VMEeBQLYev8WZwhKRny0=&h=290&w=432&sz=45&hl=it&start=1&tbnid=wSEV1n24ozsLdM:&tbnh=85&tbnw=126&prev=/images?q=materie+prime&gbv=2&ndsp=18&hl=it&sa=N
http://images.google.it/imgres?imgurl=http://controluce.myblog.it/media/01/01/a433b7876dc96b90f4ec30f7757b5275.jpg&imgrefurl=http://americais.splinder.com/tag/scatti&usg=__B9y1Ps1HC_4yO7mJivJlBLRbCqI=&h=243&w=360&sz=19&hl=it&start=4&tbnid=slJxm_YgVrZiXM:&tbnh=82&tbnw=121&prev=/images?q=pozzo+petrolifero&gbv=2&hl=it
http://images.google.it/imgres?imgurl=http://www.iltaccoditalia.info/public/pala eolica.jpg&imgrefurl=http://www.iltaccoditalia.info/sito/index-a.asp?id=2679&usg=__M_ZtrKDOm3H90AJnOX6CDy66Y3U=&h=400&w=300&sz=54&hl=it&start=8&tbnid=JAuaPKxFHykMWM:&tbnh=124&tbnw=93&prev=/images?q=eolico&gbv=2&hl=it
http://images.google.it/imgres?imgurl=http://www.gerrish.info/uploaded_images/P1000295-712819.JPG&imgrefurl=http://www.gerrish.info/labels/Chiquicamata.html&usg=__eI6Kdu1rq80owktBRnv--rg8Yj8=&h=300&w=400&sz=16&hl=it&start=32&tbnid=D8_9eHkID1SF6M:&tbnh=93&tbnw=124&prev=/images?q=chiquicamata&start=18&gbv=2&ndsp=18&hl=it&sa=N
http://images.google.it/imgres?imgurl=http://www.greenreport.it/file/art/foto_10391.jpg&imgrefurl=http://www.greenreport.it/contenuti/leggi.php?id_cont=10391&usg=__Vn_eBy9sDceqcF-RATYvshovMI0=&h=469&w=400&sz=63&hl=it&start=165&tbnid=9Ds7r2xZQcTjCM:&tbnh=128&tbnw=109&prev=/images?q=scarico+idrico&start=162&gbv=2&ndsp=18&hl=it&sa=N
http://images.google.it/imgres?imgurl=http://www.asm.brescia.it/repository/ContentManagement/information/P223349896/discarica052.jpg&imgrefurl=http://trottola83.splinder.com/post/14488176&usg=__Xq0JQgMJHyw70w3SIOL37Jh3qwI=&h=266&w=400&sz=149&hl=it&start=90&tbnid=O_7ocqwy0n6swM:&tbnh=82&tbnw=124&prev=/images?q=discarica&start=72&gbv=2&ndsp=18&hl=it&sa=N
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0 2 4 6 8

a

b Energia

Aria

Acqua

Suolo/rifiuti
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http://images.google.it/imgres?imgurl=http://keetsa.com/blog/wp-content/uploads/2007/07/water_bottles_turqoise.jpg&imgrefurl=http://www.blogalileo.com/i-liquidi-caldi-stimolano-il-rilascio-di-sostanze-pericolose-in-alcune-plastiche-alimentari/&usg=__t55UyiOlNEefR45CVbZx710_Yr8=&h=438&w=351&sz=31&hl=it&start=3&tbnid=1niELfkT6DxCeM:&tbnh=127&tbnw=102&prev=/images?q=bottiglia+plastica&gbv=2&hl=it
http://images.google.it/imgres?imgurl=http://www.ato6alessandrino.it/multimedia/81/DSCN2273.JPG&imgrefurl=http://www.ato6alessandrino.it/accessible.php?idinfo=159&idcat=10&usg=__Wsp0SvpIEfRAvN7agj4w3AKFbnw=&h=2816&w=2112&sz=1035&hl=it&start=277&tbnid=NP5b_1jBJncQtM:&tbnh=150&tbnw=113&prev=/images?q=bottiglia+vetro&start=270&gbv=2&ndsp=18&hl=it&sa=N
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1. Informazioni credibili e scientifiche

2. Significative se comprendono l’intero ciclo di vita

3. Comprensibili e non equivoche

4. La verifica e convalida è cruciale

5. La metodologia dovrebbe essere uniforme

6. Informazione Efficace ed efficiente, promuovere l miglioramento ambientale 
a costi ragionevoli

7. Etichettatura ma anche altri strumenti

Managing Environmental Sustainability in the 
European Food & Drink Industries, oct 2007

La Confederation of Food and Drink Industries fornisce alcune direttive circa le azioni da intraprendere 

nel campo della sostenibilità:

Programma EU per consentire ai 280.000 produttori di ridurre 
il loro impatto 

In contesto

http://images.google.it/imgres?imgurl=http://bp1.blogger.com/_O8at9mXJmTU/Rf61O6muPGI/AAAAAAAAAXA/Lov0eXnlCTg/s400/bandiera+europea.jpg&imgrefurl=http://keypivot.com/term/tra&h=266&w=400&sz=8&hl=it&start=7&tbnid=sks54ryZhgiwOM:&tbnh=82&tbnw=124&prev=/images?q=bandiera+europea&gbv=2&hl=it
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Case studies 0

In partnership with the Carbon 
Trust, Coca Cola has calculated and 
published the carbon footprint of 
some of the most popular drinks 
including 'Coca-Cola', 'diet Coke' 
and 'Coke Zero'. 

16
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Case study 1
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GRANAROLO fornisce inoltre indicazioni circa le 
modalità di smaltimento dei materiali di 

confezionamento. 

Case study 2
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COOP Italia fornisce indicazioni circa le modalità di smaltimento dei 
materiali di confezionamento. 

Case study 3

http://www.globalgap.org/cms/front_content.php?idart=220
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31

8

2

< 5% > 5%Global warming
reduction

time

> 6 
months

< 6 
months

n

n

low

high

Costs

n low

high

Brand image

n

1

3

4
5

6

10

12

11

7

AZIONI

G
e
s
tio

n
a
li

1 Riduzione 10% cambi prodotto

2 Riorganizzazione turni di lavoro

3 Acquisto 100% energia elettrica rinnovabile

4 Manutenzione aria compressa

5 Miglioramento gestione dei rifiuti

6 Riduzione del tempo di stoccaggio a 4 a 2 gg

Pack 7 Ecodesign del packaging

T
e
c
n

o
lo

g
ic

h
e

8 Impianto fotovoltaico 300 kW

9 Ristrutturazione uffici - 20% saving 
energetico

10 Cogenerazione

11 Tecnologie freddo

12 Riduzione della cella

By product ISO 
14001

Studio 
fattibilità

Possibili 
valorizzazioni in 
ottica marketing

9

n medium

Case study 4
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CONSUMPTION 

GHG EMISSION

WATER 

CONSUMPTION

Case study 5

Italian law for returnable
bottles in bars and 

restaurant
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2008 2010

“Over the last 2 years we have reduced our Walkers 
carbon footprint by 7% - which is an overall saving of 4,800 
tonnes of CO2compared to our 2007 footprint. On a 
standard bag of Walkers Crisps the saving is equal to 6g of 
CO2. This reduction means that Walkers Crisps is the first 
product to retain the Carbon Reduction Label and are as 
committed as ever to making future improvements”

Case study 6
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Case study 7
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Case study 8
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