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What is Sustainable Consumption?

We live in a society that is based on con-
sumerism, comfort and content. What we
buy, we can replace easily with alterna-
tives, trends change every season and
technology is ever changing. It is easy to
forget the consequences that we may all
face in the near future if our consumption
patterns do not change, including global
warming and scarcity of natural re-
sources. The sustainable consumption
challenge has been on the agenda of the
United Nations since 1992, where it
emerged as a key issue at the Conference
on Environment and Development in Rio
de Janeiro. There is an international inter-
est on the issue as the global population
increase, issues of production and con-
sumption were emerging that needed to
be tackled on a global platform.

The definition of sustainable production
and consumption as used by the United
Nations Commission on Sustainable De-
velopment (UNCSD) is ‘the use of goods
and services that respond to basic needs
and bring a better quality of life, while
minimizing the use of natural resources,
toxic material and emissions of waste and
pollutants over the life cycle, as not to
jeopardize the needs of future genera-
tions’. The world’s population is projected
to reach nine billion by 2050 driven
largely by growth in developing countries
with lower per-capita income (UNDP Earth
Trends 2008). Seventy million people
each year are entering the income

bracket equivalent to between US$ 6000
and US$ 30000 in purchasing power par-
ity (PPP) terms (Goldman Sachs
2008). As illustrated by Figure 1, the
world’s middle class will be growing at a
rapid rate and by 2030, two billion people
will have joined the middle class, making
almost 80 percent of the world’s popula-
tion in the middle-income bracket.

Figure 1
Source: Goldman Sachs 2008
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In light of statistics such as this, the ap-
parent question is that, ‘will our current

Sustainable
Consumption

resources be able to support such a large
population?” According to WWF’s Living
Planet Report, we are already exceeding
Earth’s ability to support our lifestyles.
Three key drivers can be identified as
drivers for consumption according to the
World Business Council for Sustainable
Development (WBCSD): rapid global
population, the rise in global affluence
(middle and lower income consumer) and
a culture of consumerism among higher
income groups.

The role of businesses in encouraging
sustainable consumption is important.
Businesses set trends and expectations
for consumers but also lead by showing
how a product can be used. Therefore
‘business can play an important role in
fostering sustainable consumption by de-
livering sustainable value to society and
consumers, helping consumers to choose
and use their goods and services sustain-
ably and promoting sustainable lifestyles
that help reduce the overall consumption
of materials and resources’ (Sustainable
Consumption Facts and Trends, WBCSD).
Businesses have a direct hand in the pro-
duction of goods and therefore can also
help with the consumption stage.

(Continued on Page 4)

% Dilemma in Dubai

Each person’s daily life has both positive
and negative impacts on the natural
environment. We each affect our local
environment, through the products we
buy, the type of car we drive, and the
waste we generate. We then affect our
global environment through the energy
we use to cool our homes and travel. The
term ’‘environmental” or ‘ecological
footprint” is @ measure of the amount of
natural resources an individual person,
school, company, country, etc. uses and
how these resources are used. The World
Wildlife Fund’s (WWF) Living Planet
Report estimates that UAE residents have
the largest ecological impact per person
than anyone else in the world. According
to the WWF, the bulk of our ecological
impact comes from the carbon dioxide we
generate. You can find the report at
www.panda.org/livingplanet.

Examining the local and global
environmental consequences of the
individual normal lives we lead in the UAE
means recognizing that we have some
fundamental dilemmas and also some
solutions that we each implement. In this
article we explore two issues, the energy
we use and the waste we generate.

Our first dilemma is that we wuse
electricity generated by fossil fuels to cool
our buildings, resulting in more carbon
dioxide emitted than electricity from
renewable energy sources. Let's not
pretend that air conditioning is not
necessary here or that you can choose
the source of your electricity. However, as
individuals we can choose to use air
conditioning sparingly, purchase energy
efficient appliances and build energy
efficient buildings. Check out the Dubai
Electricity & Water Authority (DEWA)
website www.dewa.gov.ae for energy and

water saving tips. Reducing and recycling
your waste is another dilemma. Buy what
you need. When moving to and from the
UAE, we end up buying and disposing off
so much. Consciously buying only what
you need is a lifestyle change that
reduces your environmental impact. Sell
or donate items that you do not need
rather than throw them in the landfills.
You can sell your items at Flea Markets
around the UAE and several charities take
donations of clothes and small items. A
quick internet search will give you several
options for donating your used items. Last
Ramadan, the Majid Al Futtaim shopping
malls collected donated items for the Red
Crescent resulting in 19,845 bags of
clothes, 39,791 books, 890 eyeglasses
and 349 used phones. Imagine all of
these items being used again instead of
dumped .

(Continued on Page 4)
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@ Environmental Initiatives in the UAE

EcoVentures, an advisory services and
solutions provider, published a report on
‘The State of Environmental Initiatives
Among UAE Companies’ on April 22,
2009. Companies such as Aramex, Al
Futtaim and Barclays took part of the 22
question survey covering areas such as
environmental strategies, budgets for
environmental initiatives and steps taken
thus far on emission and energy reduc-
tion. Of the 82 companies approached,
32 responded; a breakdown of 14 UAE
based companies and 18 multinationals
(overall 32 percent response rate).

@ Luxurious Dubai

Walking around in any shopping mall in
Dubai, you see the overwhelming pres-
ence of luxury brands at every corner.
They dazzle tourists and residents alike,
alluring us all to buy them - but what has
been the force behind the saturation of so
many luxury brands in the global market?
As the earning capacity of the global mid-
dle class rise, the world has been plagued
with ‘affluenza’; a term which describes
the spread of affluence. Affluence is a di-
rect product of increasingly well educated
people who are concerned about their
surroundings, especially social standing.
Luxury goods are therefore used as a
‘status’ symbol in which consumers distin-
guish themselves and as a symbol of suc-
cess. According to WWF’s Deeper Luxury
Report 2007, this is not only the case in
the Western markets, but increasingly
amongst the affluent middle classes of
Asia, Latin America and Eastern Europe.

o]  uxury goods
and broad supply chains, they
have direct impacts on com-
munities and

As luxury goods become more accessible,
the ‘exclusive’ bill that was once relied
upon for marketing is slowly beginning to
diminish. Therefore there must be other
‘added-value’ within the brand to appeal
to a large market. The luxury sector has
long been immune to expectations from
society to give back to the wellbeing of the
community as the niche target market
that they served traditionally did not make
those demands. Now luxury brands have
presence in societies that have both ex-
tremes - very poor and very rich, and so
have to evolve to retain their credibility.

Luxury companies have the ability to influ-
ence patterns of sustainable consumption
through product design, how it is used and
how it is disposed of. Taking into consid-
eration the number of endorsements by
celebrities for luxury brands, the outreach
that the luxury sector has is unparallel to

havq[

The results showed an advanced level of
environmental awareness and motivation
among all companies both among the
multinationals and locally based compa-
nies. While many of the companies sur-
veyed have taken steps to reducing their
environmental impact - there is clear
indication that there is still much work to
be done in this area. Interestingly, 100
percent of UAE-based companies indi-
cated that they had a budget for environ-
mental initiatives in contrast to 78 per-
cent of multinational companies. This
result contests previous views of local

other sectors. Also as luxury goods have
diverse and broad supply chains, they
have direct impacts on communities and
environments globally, therefore making it
imperative to be accountable to their
stakeholders on their conduct not only
financially but also socially and environ-
mentally. As reported in WWF ‘Let them
Eat Cake: Satisfying the New Consumer
Appetite for Responsible Brands’, the pro-
file of leading brands are changing; social
aspects in particular are becoming in-
creasingly important in driving brand
value.

As luxury providers have to satisfy a new
breed of consumers who also are very
aware of concepts of Corporate Social Re-
sponsibility and Sustainability, the follow-
ing are some strategic commercial reasons
why luxury brands should begin the jour-
ney on being more socially aware:

i  Operational efficiency gains

ERhbnYe® dmBidee relations, making
for easier recruitment, more moti-
vated and loyal staff, better customer

environ meszivices enhanced learning and inno-

vation and higher productivity
More welcoming and accommodating
local communities
Enhanced brand reputation and trust

Connections with voluntary associa-

tions and networks that generate new

market intelligence and enable access

to new markets

A more secure and sustained supply
of raw materials, provided by more
motivated suppliers

Improved relations with the financial
sector including responsible investors
and lenders.

(WWF Deeper Luxury Report)
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Luxury goods producers have the respon-
sibility to enhance the communities
around them, just as any other sector -
be it mineral extractions, FMCGs etc. It is
time to illustrate that they are also capa-
ble of integrating sustainability in all levels

companies being less inclined in imple-
menting environmental initiatives and less
aware of the importance of reducing envi-
ronmental footprint. Overall the report
states that ‘UAE and multinational compa-
nies have reported that they are increas-
ingly aware of their environmental foot-
print and have taken action towards re-
ducing this impact. Furthermore UAE-
based companies have shown impressive
leadership in environmental awareness
and in some cases are ahead of multina-
tional companies in terms of their re-
ported environmental performance.’

of their organisation, not just marketing
and advertising. If this is not done, luxury
brands will receive backlash and face criti-
cism in how they relate to the world in
which they operate in.

It makes commercial and ethical sense to
explore these areas to begin the journey
towards more strategic and systematic
approaches to corporate responsibility.
With overall consumer spending down as a
result of the global credit crisis, it is even
more imperative in today’s economic cli-
mate that luxury good manufacturers dif-
ferentiate themselves by adhering to more
sustainable practices, as the short term
costs of implementing such internal poli-
cies can be overcome by longer term
benefits such as a more socially aware
customer base and greater brand reputa-
tion.

Sustainable Furniture

Sustainable or responsible consumption
can be a personal choice, but also a great
business idea. As featured on Webe-
coist.com, Bike Furniture Design by Andy
Gregg takes old bicycles and breathes
new life into them. Some designs use
additional recycled parts other than bicy-
cles including automobile windows as
tabletops.

‘\o 2007 Andy Gregg S



http://www.bikefurniture.com/
http://www.bikefurniture.com/
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% Youth XChange

As the world’s population continues to
increase, the scare resources of this planet
continue to dwindle. Such scarcity will put
pressure on the balance of our planet in
terms of biodiversity and natural resources
and will have a direct impact on tomor-
row’s population, who are today’s youth.
Today, half the world’s population is under
20 years old and 90 percent of these are
living in the developing world. In the Mid-
dle East, the youth account for over half
the population and according to the report
‘Missed by the Boom, Hurt by the Bust:
Making Markets Work for Young People in
the Middle East’ in recent years countries
in the Middle East have spent five percent
of their gross domestic products (GDP) on
education.

Youth are the main stakeholders for the
future and as such need more education
and information on the challenges facing
our planet at present and in the future. In
December 2002, a resolution on the
United Nations Decade of Education for
Sustainable Development (ESD) (2002-
2014) was adopted by the UN General
Assembly. The ultimate goal of the Decade
for Sustainable Development is to imple-
ment sustainable development into local
situations on the ground and integrate the
principles of sustainable development into
educational curriculums.

To support this goal, the United Nations
Environment Program (UNEP) and the
United Nations Educational, Scientific and
Cultural Organisation (UNESCO) have pro-
duced a toolkit called ‘Youth X
Change’ (YXC) which underlines the im-
portance of and the urgent need for a
worldwide change in consumption and
productions (both in pattern and attitude).
The toolkit also emphasizes the role of
education in shaping attitudes, values and
behavior while developing skills and ca-
pacities. As youth will be inheriting every-
thing that is left behind, it is imperative to
instill a good understanding of the drivers
of consumption and production so they will
be attuned to the elements of sustainable
development. The target group for this
toolkit is the ‘urban consumer class’ as the
consumption pattern for this group is simi-
lar worldwide due to common drivers.

The main goal of this toolkit is to show
how to put ‘theory into practice’, enlight-
ening youth on how to make responsible
choices for a sustainable future. The kit
provides facts and figures, direct links to
real life scenarios such as cultural and
geographical while tackling issues such as
child labour, animal cruelty, fair trade and
reduction of waste. In particular, it illus-
trates how daily actions can have implica-
tions for the environment and how our

choices can make a difference. The kit is
easy to read and understand and can be
used by teachers, trainers, NGO’s and
youth group to help raise awareness of
sustainable consumption. The last section
of the book provides an in-depth look at
the Youth Exchange website to highlight
the features and teaching potential.

To view the Youth X Change website and
toolkit visit: www.youthxchange.net

 \ Question

What percentage target has the UAE set to
produce their power from renewable sources
by 2020?

10%
2%

7%

4%

Source: http://www.wbcsd.org/plugins/DocSearch/
details.asp?type=DocDet&0ObjectIld=MzQ4MzU

ﬁ Cleaning Up Gold

In the UAE the consumption of gold is
high. We have access to some of the most
beautiful pieces in the world and the
choices are mind boggling. With such a
huge gold industry, we have the responsi-
bility and the right to ask for responsible
mining and production processes of gold
from our suppliers. According to nodirty-
gold.org the production of one 0.33 ounce
18 karat gold ring generates 20 tones of
mine waste. If gold is mined irresponsi-
bly the direct impacts are to the following:
Environmental (Poisoned Waters, Solid
Waste, Polluted Air, Threatened Natural
Areas), Community (Endangered Commu-
nities, Disadvantaged Women, Violated
Human Rights Toll on Indigenous Peoples),
Worker (Undermined Workers' Rights),
and Economic (Economic and Financial
Toll).

Even though such effects are known
widely, mining companies are reluctant to
adhere to responsible practices. This
spurred the creation of the ‘No Dirty Gold’
campaign run by Earthworks. This cam-
paign ‘is working to educate consumers,
retailers, and the general public about the
impacts of irresponsible gold mining, and
to enlist their support to reform harmful
mining practices.’

This campaign is creating market pressure
through major jewellers and retailers on
the mining community. This is to show
that there is little tolerance for irresponsi-
ble mining practices and that there is a
strong demand for clean gold. To date,
over 50 retailers are signatories of the
‘Golden Rules’, which are criteria for re-
sponsible mining which take into account
the social and environmental aspects of
mining. According to nodirtygold.org, ‘The
current list includes 7 out of 10 of the
largest U.S. jewellery firms, and comprises
22 percent of the country’s total jewellery
sales ($12 billion). The retailers represent
a diverse cross-section of the market,
ranging from high-end jewellers like Tif-
fany & Co. and Cartier to retail giant Wal-
Mart and TV shopping firm QVC.’

The No Dirty Gold campaign has proven
that if responsible and sustainable prod-
ucts are not available in the market from
producers, the demand for such products
can be created through intermediary and
end users.

To read more visit:

www.nodirtygold.org

please

The Golden Rules for Mining

Respect basic human rights as outlined in
international conventions and laws.

Obtain the free, prior and informed consent
(FPIC) of affected communities

Respect workers rights and labour stan-
dards, including safe working conditions

Ensure that operations are not located in
areas of armed or militarized conflict

Ensure that projects do not force communi-
ties off their lands

Refrain from dumping mine waste into
oceans, rivers, lakes or streams

Ensure that projects are not located in pro-
tected areas, fragile ecosystems or other
areas of high conservation or ecological
value

Ensure that projects do not contaminate
water, soil or air with sulfuric acid drainage
or other toxic chemicals

Cover all costs of closing down and cleaning
up mine sites

Fully disclose information about social and
environmental effects of projects

Allow independent verification of the above



http://www.youthxchange.net
http://www.nodirtygold.org/poisoned_waters.cfm
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What is Sustainable Consumption?

(Continued from page 1)

An example would be cars which require
inputs such as fuel after production (see
Figure 2) which illustrate how much the
end use of a product can impact carbon
consumption. The end consumption of fuel
can be reduced by the car manufacturer
who may choose to design hybrid cars
therefore directly impacting the end use.

Within the production line, there are as-
pects such as product design, supply chain
and packaging where sustainable choices
can be made. For example supply chain
management is key to impacting end use
as it deals with sourcing, suppliers and
consumers which reflect a ‘partnership
between the business and consumer
which extends from sustainable produc-
tion and design of products through to
their selection, use and dis-
posal’ (WBCSD).

% Dilemma in Dubai

(Continued from page 1)

Most trash collection is not segregated for
efficient recycling. You can encourage your
residence and workplace to start recycling
our high value wastes such as metal and
paper. For more information check out the
Tadweer Sorting at Source Program,
www.tadweer.com. You can properly
dispose of potentially polluting items such

Figure 2

Source: WWF-UK One Planet Business Global
Evidence Base, 2006
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Sustainable consumption can also be
termed as the process of changing habit-
ual consumption patterns to choices that
make little impact to our eco-system.

as discarded mobile phones and
electronics by dropping them off at
Envirophone collection points

Emirates
used

www.enviroserve.ae. The
Environment Group is collecting
batteries for proper disposal.

The Centre for Responsible Business (CRB)
has provided the resources in this article
as examples of some of the many

While ‘what” and ‘how often” we consume
is dependent upon personal choice, busi-
nesses can show leadership in this area by
sustainable product design, supply
chain management, labelling,
marketing & advertising and ad-
vising throughout the product life
cycle as well as adopting responsi-
ble operating practices. Increas-
ingly, consumers are becoming
conscious of the need to make
sustainable lifestyle choices, busi-
nesses therefore must be able to
provide products and services that
meet that need to continue the
process that will make lasting im-
pact if done on a large scale.

initiatives that are happening in Dubai that
we can access right now to improve one’s
individual contribution to the environment.
We are looking forward to riding the
upcoming Metro too to reduce our carbon
footprint. Dubai is a global city - as
residents of Dubai, thinking globally and
acting locally should come naturally to us.
all.

@ Sustainable and Stylish
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When thinking of leading an eco friendly
lifestyle, the words ‘glamour’, ‘glitz’ and
‘style’” don't usually come to mind. Mil-
lions of people are now making eco-
smart choices in their everyday lives
without sacrificing on style and unique-
ness with the help of Ecofabulous.com.
This website is dedicated to providing
consumers sustainable ways to maintain
their current lifestyles and includes ce-

lebrities as ardent followers. It was
started by Zem Joaquin, who realized
that there was a need for a resource that
would bring together great products and
tips on how to be sustainable without
sacrificing style. The site is filled with
great eco-tips such as how to throw an
eco-friendly party to upcoming events
such as a fashion show in the forest. It
also has specific sections for kids, home,
fashion and lifestyle. The lifestyle section
has great variety as it also includes food
& drink, travel & leisure and technology.
Overall, this website equips it's viewers

with enough ideas and vendors to make
a change to sustainable choices in all
aspects in their lives. To visit their web-
site, go to: www.ecofabulous.com
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If you would like more information or contribute, please contact Sabrin Rahman, Editor at sabrin.rahman@dubaichamber.ae
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