18Seconds
Breakout: End of Life/Mercury Group  2/22/07-  SUMMARY
Prepared by Kimbra Andrews, breakout participant.

Wal-Mart set a goal of selling 100 million CFLs by 2008. 

As CFLs become more widely used we need an end of life solution. 
Sitting idle & not developing successful recycling “pilot” programs will likely damage the luster of the 18Seconds campaign.
Possible solutions:

Major manufacturers (GE) - 

- Labeling about mercury & disposal options

- Source reduction: changes in CFL product specs – “mercury reductions of 50%–75%”

Retailers (Wal-Mart) - 

- Communication about mercury & disposal options

- Customer education/outreach in communities w/established HHW programs 

Pilot programs -

- Mailer program: concerns over cost & breakage [successful USPS pilot - NY]

- Parking lot collection events in conjunction w/e-waste events

- In-store take-back: concerns over cost, liability, & "snowball effect" (if they start taking CFLs back, what's next!?); convenient for consumers, draws customers into store, "green" imaging [IKEA & San Francisco do it - Will Wal-Mart try a pilot?]
Argument against Industry Responsibility – 

- Mercury recycling is a cost, not a revenue source; recycling’s complicated.

Argument for Industry Responsibility -

- Wal-Mart & major manufacturers: corporate responsibility/influence, financial ability, moral obligation, ability to coordinate recycling efforts

- Economic: the true cost of CFLs is not reflected in the price (environmental costs are ignored - supplemented by government programs); internalizing the recycling costs will encourage the development of more efficient recycling systems & less-toxic products that are more easily recycled.

