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“You find paint everywhere – in 
classrooms, offices, restaurants, hotels, 

hospital wards, nurseries and in 
residents. We should care about what is 
on our walls and furniture, in the same 
way we care about what is in our food. 

 
“In Hong Kong we find some of the most 
discriminating consumers in the world. 

Yet few of us ever stop to think what is in 
the paint products that surround us. 

We should care much more than we do. 
 
Joakim Cimmerbeck  

eicó’s founder  
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Introduction 
 
Our new product is here, the commercial test batch came about a quarter later than we hoped. The 
giveaway-please all come and test-batch arrived earlier this year. We are despite the constant news of 
CO2 negative impact and the ever-increasing demand for healthier and more environmentally friendly 
products not seeing the interest from consumers we hoped and expected. 
We have spent a lot of time, effort and money to get this product to this stage. We are, sadly, 
notoriously poor in marketing and getting our out message and our products known. So as strange as 
it sounds for us and for the year ahead sustainability is a marketing challenge, an informercial 
challenge.  
 
We are still unknown and that is hampering all our eco ambitions. It is only helping the preservation 
and continued use of products that are detrimental for everyone and everything. Because, what you 
do not know you do not care about. It is that simple. We need to offer learning and knowledge as 
much as our products. We want what we offer to be commonly known and used. We want other 
companies to produce similar products. We want an open-source and less transactional world. Only 
then can we see a reduction of our mortal fossil dependency. Until then we hope to be able to show to 
all users and producers that what we are doing can be done by more than us. 
 
We have done what is for us the easy part. We have made a product that will be the blue print for 
future decorative products. We now need to reach out to consumers and make sure they know about 
the only viable long-term alternative. We need help. Doing the right thing needs to be told, it needs to 
be known and it needs to be copied to make any real impact.  
 
We all see and read about the serious impact our society’s carbon dependency has. Every day we 
read about people dying from the heat, severe drought and failed crop. All is because of our ceaseless 
demand and use of fossil fuel and fossil-based products. I am sure the majority of us are keen to 
break this harmful trend and try something better.  We need companies to give alternatives and we 
need other companies to change and start using the right products. We are dangerously near the 
point of no return so it is time to act not talking about action.  
 
New product also got a new packaging. Design language and style same as we are used to. The 
difference is that we teamed up with a manufacturer that share our ethos and together we are working 
to improve packaging and recycling.  
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Sustainable Vision 
 
Sustainability is not simply a goal to reach it is a way of life, it is how you conduct yourself and 
how you run your business. It is an integral part of everything we do. In eicó, we are working 
continuously to improve all eicó operations, from raw material sourcing and manufacturing, 
through to final product delivery, and then we check back again and iterate and improve. Truly 
sustainable product’s lifestyles are circular, at least in part, here we strive to bring this 
concept into our planning and product engineering more and more as development happens. 
We strive to measure ourselves against the most prominent environmental standards. Where 
no standard is available, we implement our own, based on the toughest and firmest allegorical 
standard we know, with health and environment in mind. We have filled the gaps in what the 
legislation tells us is a sustainable product and raised the bar on even the most stringent 
inspectors.  
 

• 
 
We understand and acknowledge that we have a duty to future generations to safeguard 
the environment, but we also work to ensure consumer demand and satisfaction are never 
compromised. 
 

• 
 
We are committed to delivering the best possible quality paint while leaving minimal impact on 
the various environments in which we operate. 
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Products 
 

• Raw Materials 
eicó paint is comprised of a few main elements: pigments (colours); for example, 
Titanium Dioxide, which is a bright, white pigment. A binder, for example, latex or acrylic; 
and water. Also used are additives in certain paint products, which for example bring 
about variations in texture. 
eicó uses and commits to continue to use only the best and safest quality raw materials 
available.  
Our solvent is fresh renewable spring water and the pigments used are VOC free and 
organic or minerals (colour dependent). 
  
eicó is committed to using no heavy metals or harmful substances in its products, we 
never add any Formaldehyde, APEO, NFEO, CIT, MI or Lead for example. We do not 
use any oil derivative, rather we use plant-based acrylics and we are working on a 
multi-year project to replace as much as possible of our products with the equivalent 
food waste derivative products, this way we ensure the quality of our ingredients and 
their cleanliness as well as in a small part solving the issue of other industries’ waste. 
Always without compromising on quality, longevity, and health for the producer, 
applicators and end users. This is a big leap forward in our quest for total 
sustainability. 
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• Chemicals 
Volatile Organic Compounds (VOCs) are a collective term for a wide range of 
chemicals released into the air when paint is manufactured and applied. eicó paint 
has a very low or zero Volatile Organic Compound (VOC) level and has 
benchmarked its paints against the levels set out by the European Union – one of the 
toughest standards globally. eicó paints have been specified for hospitals and school 
projects because it is APEO (Alkylphenol ethoxylates) and NEFO (Nonylophenop 
ethoxylates) free. APEOs and NEFOs are additives used in detergents and many 
paint products these are harmful to aquatic life and should not enter our water 
systems. They are also, like lead, endocrine disruptors. One of WHO’s biggest 
concerns for children in Asia. 
These additives have poor biodegradability and their toxicity (including that of their 
metabolites) will remain in our environment for generations. 
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• Testing 
eicó goes further in its testing than what is required by the EU. Where most paint 
companies either calculate or conduct internal tests to measure VOC, eicó only uses 
independent and accredited laboratories. We test all our products regularly. We 
test our products in an accredited laboratory in China and Europe. Furthermore, these 
tests offer total integrity and credibility. We do not use our own environmentally 
related tests in any aspect of our PR or in any way to promote our products – i.e. 
published tests on eicó paints are all independent. We are also conducting practical 
tests of our and our competitors’ products to learn more about the risks and to further 
work on improving our paint and product advise both consumers and competitors to 
ensure we are doing all we can to keep our product and industry as clean as possible.
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Practices 

 
• Factories 

eicó paints are manufactured in Iceland and Sweden where no fossil fuels are used, 
and the majority of the energy used in the factories comes from geothermal and hydro-
power sources. This energy is clean, pure, renewable, and pollution-free compared to 
traditional carbon-based energy.  
Employees live locally, within commutable distances. We are actively promoting the 
use of non-fossil fuel transport or the use of public transport.  

 

• Shipping 
As Europe is a net importer from Asia the ships returning to Hong Kong are typically 
up to 90% empty. By using this unfilled space to export paint to Hong Kong, eicó is not 
adding to the carbon footprint of the shipping industry and keeping its own carbon 
footprint extremely low. In addition, eicó tins are shaped in such a way as to maximise 
available storage space. Yet as of this year, we are measuring our carbon usage in 
shipping, and working on ways to offset this in our business. 

 

• Purchasing 
Wherever it is possible, eicό commits to using office supply products that contain 
recycled materials. All cleaning products are non-toxic and organic where available. 
eicó is committed to recycling in all offices and other eicό facilities. Water used in the 
office and factories is strictly monitored to ensure no waste. Bottled water is not 
available to staff who are encouraged to freely use tap water or water dispensers. All 
lights have been replaced with energy-saving equivalents. Unnecessary travel is 
actively discouraged and public transport is preferred. Use of air conditioning 
units/heating appliances strictly monitored. 

 

• Staff 
eicó pledges to treat all employees with the utmost respect and offer them an 
accident-free and safe working environment. Competent and dedicated employees are 
the cornerstone for achieving and maintaining a quality-oriented organisation. Such 
employees will be recognized and rewarded accordingly. All employees are expected to 
commit fully to the sustainability goals of eicó. We have introduced an activity time off 
for all staff. 5 Hours of paid working time is given to the staff for exercise or personal 
time per week. We believe that this will not only improve productivity but it will also 
make eicó staff healthier and less prone to sickness and unscheduled time off. Better 
for staff, us and society. 
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Practices cont’d 
 

• Community 
eicó seeks to be involved in programs and initiatives that aim to make a positive 
impact on the local community and the environment. We are involved with schools 
and other organisations, targeting the youth to teach about sustainability, recycling 
and all things environmental improving. We are also working with a large number 
of local artists for the betterment of Hong Kong visually and for the artists to help 
them realise their dreams. 

 

• Consumers 
eicó wants to help customers work and live in a healthier environment. Choosing a safe 
and environmentally friendly paint product should be easy and accessible. To this end, 
eicó is committed to a marketing strategy that not only advertises its paint but educates 
consumers and encourages them to be more discriminating about products that affect 
their environment. This is especially pertinent in Hong Kong. To achieve these goals, 
eicó must continue to be of the highest quality and good value for money. 
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2023 Summary
Good deeds 

 
The past 12 months we have seen a focus on two things. A multitude of businesses in all different 
industries have struggled and we have seen a significant amount of closure and in general 
changes in the business structure. New clients and new demands are slowly changing the way 
business is done in Hong Kong and globally. The other constant focus is the weather and more so 
when it is bad. The last 12 months we have had record heat, flooding, drought and record rainfall. 
The planet is reacting to our wasteful ways. Weather as it is and the continued worsening is a 
result of our disregard in become and be sustainable.  
With this as a backdrop our sustainable efforts are very good as an action. What we achieved and 
what we have done. We are delayed with the introduction of our co2 and biobased product. That is 
largely due to the fact that we are being firm and refuse shortcuts and using anything other than 
the best raw material for our products and wars that are raging and the ensuing disruption in 
logistics this creates. However, we could work faster with our testing of our products and the 
production.  
Good deeds 
Our new product has been produced and is here in Hong Kong. 
New more sustainable and better tin manufacturer  
Steps towards improve and make the entire range less fossil dependent. (We already have the 
best and most sustainable products in our markets but all things can be more sustainable) 
New relations and new contacts that hopefully over time will aid our sustainable efforts 
  

We still need to improve 
 
The one and major improvement and what have been a failure for us is reaching out, get our 
products to become a household and a reference product. Make our ethos widely implemented in 
other companies and ultimately become the market standard.  
Until then all the efforts of our firm and ridged sustainable standard will have limited impact and as 
such, we will do nothing to reach our goal of becoming a sustainable factor and influence the industry 
we are in. 
We do a lot with our products and we improve them constantly. We work within the company to 
further find ways to increase our own sustainability. But we do need over the next 12 months reach 
out to a larger number of users and we need to find ways to influence organisations that works with 
sustainability in a regulatory capacity. We need to work with the market and the regulators and we 
need to become the preferred choice for product and services only then can we start to see a wider 
change in market behavoiur.  
 
We have so far after many failed attempts not been overly successful in our recycling efforts.  
The return paint scheme works ok. We estimate that we have less than 5% of our leftovers ending 
up in landfills. This is positive. But it lacks the impact and will not easily become an industry wide 
process. We need to find collaborators. 
The way we work with the building management with all our recyclable waste is satisfactory. Again, 
the greater impact is very limited and therefore as a sustainable effort has limited effect. We need 
to find collaborators. 
Recycling and upcycling efforts can be increased and we can make a bigger impact if we can find 
businesses to collaborate with.
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2024 Goals 
 
Previous years goals been very detailed and very focused on actual improvements, and many are 
now part of the company processes and implemented in our products, this is well known by the 
majority of our current client base and partners. The time has come to work to shift our focus and 
get our message out to a large number of users and persons and businesses involved in our 
industry. 
Find and work actively with other companies in all industries. 
Increase and improve our communication channels. Find and collaborate with established media 
and organisations that supports and work with sustainability.  
We do need to be mindful how we do this. Buying advertisement space is not the solution, even if 
that might become a business decision for other reasons. Sustainability is not marketing and we 
do not want to become a brand that is enabling “greenwashing”. Pick our partners and 
collaborators. Each major collaboration needs to be properly audited before any agreement is 
made. Integrity and brand value is our business assets and it needs to be protected. But most 
importantly it needs to make sustainable and environmental sense. 
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Long-term sustainability goals 
 
100% Transparency 
 
eicó wants to be instrumental in changing the way paint and paint products are marketed and how 
they can be classified as ‘eco-friendly’. To this end, we want to find a collaborator to create an 
independent publication, a full report on all aspects of paints and paint products which will enable 
the end user to compare effectively one product against another. The setting of the standard that 
all providers can choose to be part of or not. Today’s market standard is fragmented and a lot is 
based on mathematically calculated “one-time tests” or in-house testing that won’t compare to a 
third-party independent test. Furthermore, calculated or in-house testing is normally never 
disclosed unless the results are favorable. Testing and standards should be transparent and a tool 
for the client to choose the products that are right for them. 

 
Greenhouse Gas Emissions 
 
eicó are already carbon neutral in our production facilities. We also actively encourage staff and all 
stakeholders in eicó to participate in schemes that further help the reduction of GGE. 

 
100% tin recycling 
 
All eicó tins are 100% recyclable. We are constantly seeking a company in Hong Kong that can 
recycle these tins to avoid them ending up in a landfill. To date, no such company exists here, eicó 
has made it a goal to find a solution. We only provide our products in metallic tins as they will 
degrade as opposed to the standard in the decorative industry frequently used less expensive 
plastic tins. 

 
Outside contractors 
 
eicó is aware that there still exists a culture in Hong Kong where the short-term gain is more 
important than any other aspect of business. It is our goal to have our team who will be well-
versed in the eicó culture and committed to carrying out work in the most sustainable way 
possible. It is also our intention to work only with companies that share our commitment and 
ambitions in becoming eco-smarter and environmentally aware, and have the products and 
services to match. 
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Independent Accreditation 

 
eicó’s interior wall and ceiling paints (where applicable) proudly bear the Ecolabel. To qualify for the 
Ecolabel, eicó had to comply with a tough set of criteria laid out by a panel of European experts 
and stakeholders, including consumer organizations and industry insiders. The paint’s entire 
product life cycle was taken into account – from the extraction of the raw materials to production, 
packaging and transport. 

eico’s manufacturing (Sweden) quality policy conforms to the environmental system standard ISO 
14001 and the quality standard of ISO 9001. 

Iceland has Green Book-keeping Audit approval. This Audit is looking at all aspects of process and 
usage with the environment in mind. 

Testing results from China and European accredited laboratories. 
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