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Environmental issues and their impact on business: 

Ecolabel/ environmental certificates

Content

- What it is all about: background, purpose and types.

- How it works: environmental marketing and its impacts on consumers.

- Possible other strategies to convince consumers of the environmental/social 

added value of the product(s).



BACKGROUND

In late 20th century consumer demand for 

environmentally friendly products rose because 

of environmental concern of customers to support 

their decision-making process. On the side of the 

producers/sellers they identified their chance to 

better influence purchase decisions. 

Roots in ISO certification, e.g.: TS EN ISO 

14020, 14024, 14021 and 14025 Environmental 

labels and declarations

The first government-sponsored ecolabelling 

scheme launched in Germany in 1977 with the 

“Blue Angel”.



Eco-labels are voluntary and 

Green Stickers mandatory

methods to mark environmental 

performance. They may not be 

confused with own ‘brands’ of 

companies.



- Labeling systems for food and consumer products, form of sustainability measurement to take 

environmental concerns into account when shopping

Differentiation

- Eco-labels

- voluntary

- examples: Blue Angel, Fairtrade, EU Ecolabel

- Green Stickers

- mandatory

- examples: EU energy label

DEFINITION

Sources illustrations
Fairtrade logo: https://www.fairtrade-deutschland.de/was-ist-fairtrade/fairtrade-siegel
Blue Angel logo: https://www.blauer-engel.de/de/node/609
EU Ecolabel: https://eu-ecolabel.de/en/for-companies/the-eu-ecolabel-logo
Energy label: https://ec.europa.eu/info/energy-climate-change-environment/standards-tools-and-
labels/products-labelling-rules-and-requirements/energy-label-and-ecodesign/about_en



PURPOSE

- certification mark / quality label to inform consumers about 

ecological aspects of purchased products and services 

Sources illustrations
Eco Buttons: https://all-free-download.com/free-vector/download/eco-label-templates-green-flat-design-environmental-symbols_6849774.html



TYPES

- Currently 455 ecolabels in 199 countries and 25 industry sectors 

(http://www.ecolabelindex.com/), most of them voluntary

- Selected Labels: 

- EU Ecolabel (voluntary)

- EU energy label (mandatory) ( see next slides)

Sources illustrations
EU Ecolabel: https://eu-ecolabel.de/en/for-companies/the-eu-ecolabel-logo

http://www.ecolabelindex.com/


EU ENERGY LABEL

- Mandatory

- Since 1992

- EU Directive 92/75/EC

- Energy consumption labelling scheme

- Common EU wide minimum standards to eliminate the least performing products from 

the market

- Decent products must be labelled with EU Energy Label 

- e.g. cars, bulbs, electric machines like refrigerators and washing machines

- Key driver for helping consumers choose products which are more energy efficient

- Encourages manufacturers to drive innovation by using more energy efficient 

technologies; manufacturers are keen to see their energy-labelled products in the highest 

available category when compared to competitors  likely manufacturers aim to improve 

rating to position products within highest category 

Sources illustrations
EU Energy Label: https://eprel.ec.europa.eu/screen/product/tyres/380975
EU Comission: https://ec.europa.eu/info/publications/horizontal-european-commission-logos_fr



EU-Bio

- Mandatory/Voluntary

- Since 2010

- Mandatory for all pre-packaged organic EU food products; voluntary for  other organic EU food products

- Organic farming; By 2030, 25% of EU farmland will be farmed organically, with the help of the EU farm 

to fork strategy

- Identify organic products and help farmers to market them across EU

- Contain at least 95% of organic ingredients and additionally respect further strict conditions for the 

remaining 5%

- Greenpeace report: trustworthy

- POSITIVE: 

- The seal stands for organically produced products according to the EU Organic Regulation. 

This regulates minimum requirements for all organic products, e.g.:

- Farm animals have free run.

- The use of antibiotics is strictly regulated. 

- The use of synthetic chemical pesticides and fertilisers is prohibited. 

- The addition of food additives or similar is prohibited. 

- Genetically modified ingredients and feedstuffs are prohibited.

- NEGATIVE: 

- The EU organic label is the minimum requirement for organic products. Many other organic 

labels go far beyond this, e.g. AMABio, Bio Austria or Prüf Nach! Sources illustrations
EU-Bio: https://greenpeace.at/assets/uploads/pdf/Greenpeace-Report-Zeichen-Tricks-II.pdf



EU ECOLABEL

- Voluntary

- Since 1992

- EU regulation in 1992 (Regulation EEC 880/92)

- Recognized in all member states of the European Union, Norway, Liechtenstein and Iceland

- Gradually become a reference point for consumers who want to help reduce pollution by 

purchasing more environmentally-friendly products and services

- Awarded to products and services that have a lower environmental impact than comparable 

products; intended to enable consumers to identify more environmentally friendly and 

healthier products

- Cleaning products to electrical appliances, textiles, lubricants, paints and varnishes to 

accommodation and campsites

- At present the label does not extend to foods, beverages, pharmaceuticals or medical devices

Sources illustrations
EU Ecolabel: https://eu-ecolabel.de/en/for-companies/the-eu-ecolabel-logo
EU Comission: https://ec.europa.eu/info/publications/horizontal-european-commission-logos_fr

https://www.youtube.com/watch?v=-u1dDLhTmW8

https://www.youtube.com/watch?v=-u1dDLhTmW8


FAIRTRADE

- Voluntary

- Since 1993

- NGO

- common EU wide minimum standards to eliminate the least performing products from the market 

- farmers and workers co-own fairtrade by 50 percent vote of general assembly

- 1,599 producer organisations in 75 countries

- globally 1.7 million farmers and workers involved

- Greenpeace report: trustworthy

- POSITIVE: 

- Minimum price guarantee for farmers and premiums in excess of this. 

- Ban on the use of genetically modified seeds. 

- There is a red list of dangerous substances whose use is prohibited. 

- There is a high proportion of organic products: between 60 % and 90 % (approx. 70 % for coffee and up to 90 % 

for chocolate/sweets).

- Small-scale farming structures are promoted.

- NEGATIVE: 

- Many dangerous pesticides such as fipronil or glyphosate are not banned per se. Theeir use is merely subject to 

restrictive regulations. 

- From an ecological point of view, the so-called volume compensation in Fairtrade is is problematic. In the 

production process, certified and conventional goods are mixed with conventional goods. If, for example, the 

certified goods make up 10 % of the total quantity 10% of the products in this batch may bear the Fairtrade mark. 

label. Fairtrade quantity balancing is used for fruit juices, sugar, cocoa and tea. cocoa and tea.

Sources illustrations
Faitrade: https://greenpeace.at/assets/uploads/pdf/Greenpeace-Report-Zeichen-Tricks-II.pdf



MSC

- Voluntary

- Since 1996

- NGO

- only applied to wild fish or seafood from fisheries that have been certified to the MSC Fisheries Standard, a set of 

requirements for sustainable fishing

- only fishing healthy stocks, 

- being well-managed so stocks can be fished for the long-term, and 

- minimising their impact on other species and the wider ecosystem

- Consumer protection: Advises to buy MSC certified products, as they are products from fishing companies that have 

committed themselves to conserving stocks, they think it would better to contribute something than nothing at all

- Greenpeace report: absolutely not trustworthy

- NEGATIVE

- Certification is awarded too early in the process: partly to fisheries, that meet an initial set of standards, but 

beyond that, only submit an action plan for improvements in the future. 

- Fisheries that use bottom trawls, for example, can also be MSC-certified. However, these cause great and long-

lasting damage to the seabed. 

- A high bycatch rate is not a reason for exclusion from MSC. 

- Contrary to the MSC's own principles, fish from overfished stocks is also certified. The label can then still be 

awarded if a recovery programme exists for the fish stock in question.

- In addition to the criticism of ecological impacts, there are concerns regarding the lack of social factors within 

MSC certification.

Sources illustrations
MSC: https://greenpeace.at/assets/uploads/pdf/Greenpeace-Report-Zeichen-Tricks-II.pdf



RAINFOREST ALLIANCE

- Voluntary

- Since 1996

- NGO

- product (or a specified ingredient) was produced by farmers, foresters, and/or companies 

working together to create a world where people and nature thrive in harmony

- Greenpeace report: absolutely not trustworthy

- NEGATIVE

- According to several reports, the standards are not sufficiently verified on the ground.

- There are no minimum purchase quantities or fixed prices that are fixed prices. This 

makes it difficult for the farmers to achieve sustainable and stable development and 

therefore does not contribute to improving their situation. 

- There is a list of banned pesticides, but many (partly dangerous) substances are not on it 

(e.g. glycine, glyphosate). 

- There is no ban on the application of pesticides by aircraft.

- A certified product must have 90% certified product content. 

- However, there is an exception in the small print: If it is noted next to the RAL logo, 30% 

certified content in the finished product is already sufficient.

Sources illustrations
Rainforest Alliance: https://greenpeace.at/assets/uploads/pdf/Greenpeace-Report-Zeichen-Tricks-II.pdf



CERTIFICATION PROCESS (I/II)

 Example of certification process of one of the most thrustworthy labels: 

“EU Ecolabel”

Sources illustrations
EU Ecolabel process: https://ec.europa.eu/environment/ecolabel/how-to-apply-for-eu-ecolabel.html



CERTIFICATION PROCESS (II/II)

 Example by one of the most thrustworthy: “EU 

Ecolabel”
 Usability

 Logo + licence number use

 Marketing: Digital presence on company website/social media; Product catalogue; 

official EU Ecolabel publications/websites

 Cost

Type of applicants One-off application fee
(€)

Annual fee
(€)

Micro-enterprises 200-350 Maximum
18 750

SMEs and firms from 
developing countries

200-600 Maximum
18 750

All other companies 200-2 000 Maximum
25 000

Sources illustrations
EU Ecolabel process – Step 4: 
https://ec.europa.eu/environment/ecolabel/how-to-
apply-for-eu-ecolabel.html



IMPACT

Mechanisms: “eco-label effect”
 Economic perspective: greater taste (even imagined) linked to willingness to pay 

more is more important than a too high price, nutritional value and 

environmental safety

 Ecologic and social perspective: Wide differences throughout labels if 

productive or contraproductive in a study of 26 most common in Austria:

 (Very) trustworthy and particularly sustainable: 15

 Little to not trustworthy and/or contraproductive regarding sustainability: 11



IMPACT

 Whether and how such labels work – customer loyalty mechanisms  studies/surveys show 

growing interest in high-quality products

 such as organic food. As well as more transparency regarding traceability of origin and production 

process, as well as spending more on such products  studies show 

 46% - 64% respondents demand food from regional production

 42.0% pay attention to organic labels when buying food

 70.9% of organic consumers believe that environment can be protected by buying organic food

 51.1% want food label with climate balance of the product

 37.1% pay attention to the Fair Trade seal that can currently be found - Majority (68.7%) would like 

to see an official animal welfare seal in food markets

Sources: GS1 commissioned study, ROLLAMA motive analysis 2018, “Civey Pro Ernährungsreport” (nutrition report) on the situation in Germany



“Certification is no 100 percent 

guarantee  that forests, agricultural 

land and plantations are managed 

perfectly and that there is no child 

labour.” 

Source: Peter Feilberg, Director of NEPCon, https://preferredbynature.org/newsroom/ecolabels-are-not-perfect-lets-tell-it-it



CRITISISM, LIMITS AND MISCONCEPTIONS

- Limited impact: manifest comfort qualities such as “lifestyle,  price, convenience 

and quality” count more than “green”; regardless to real quality developed 

prejudice of consumers perceive most recycled materials as generally being 

inferior to non-recycled materials 

- Possible abuse or “the good and the ugly”: greenwashing (“rubber stamps”), 

disinformation, contortions etc.

- Side effects/“halo effects”: misconceptions through eco-labeling in positive or 

negative quality evaluation especially in taste and composition 



„ greenwashing“

[green-wash-ing] /verb

1. Is a term used to describe the marketing tactics used by 

big-name, fast-fashion companies to advertise their new 

supposed sustainable lines of clothing

2. The process of conveying a false impression or providing 

misleading information about how a company‘s products 

are more environmentally sound



REQUIREMENTS

- Consumers / media / environmental groups and governmental agencies’ trust in Eco-

labels stands and falls with the traceability of the application of labels

- Trust very sensitive emotion – distrust persists after misuse  companies flee to 

green alliances (more holistic approaches) preferably public sources instead of 

producer sources 

- More likely to purchase environmentally products and pay more with people who: 

have more knowledge about/value environment, willing to forgo comfort and quality 

life style for betterment of society and environment, trust in eco-labels, higher levels 

of income/education/females



ALTERNATIVE STRATEGIES

Possible other strategies to convince consumers of the environmental/social 

added value of product(s).

- (Direct) interaction between customers and producers/sellers

- For deeper understanding of environmental aspects e.g.: greenhousegas balancing, 

LCA, ecological footprinting

- Sustainable Development: Corporate Social Responsibility (CSR)

- Consumer + Producer = Prosumer



LITERATURE

• Reisch, L.A. (2001), “Eco-labeling and sustainable consumption in Europe: lessons to be learned from the introduction of a national label for 

organic food”, Consumer Interest Annual, Vol. 47, pp. 1-6 https://www.ecomark.com.tr/en/sektorel/gida-eko-belgelendirme 

• Kikulwe, E. M., Wesseler, J., & Flack-Zepeda, J. (2011). Attitudes, perceptions, and trust. Insights from a consumer survey regarding 

genetically modified banana in Uganda. Appetite, 57, 401–413; 

• Magnusson, M. K., Arvola, A., Hursti, U. K., Åberg, L., & Sjödén, P. O. (2001). Attitudes towards organic foods among Swedish consumers. 

British Food Journal, 103, 209–226

• Shepherd, R., Magnusson, M., & Sjödén, P. O. (2005). Determinants of consumer behavior related to organic foods. AMBIO: A Journal of the 

Human Environment, 34, 352–359 https://greenpeace.at/assets/uploads/pdf/181030_gp_zeichen-

tricks_a6_web.pdf?_ga=2.35330657.1555003469.1615056099-253899160.1613057763

• Patrik Sörqvist, Andreas Haga, Linda Langeborg, Mattias Holmgren, Maria Wallinder, Anatole Nöstl, Paul B. Seager, John E. Marsh, The 

green halo: Mechanisms and limits of the eco-label effect, Food Quality and Preference, Volume 43, 2015, Pages 1-9, ISSN 0950-3293, 

https://doi.org/10.1016/j.foodqual.2015.02.001.

• Brown, Joseph and Wahlers, Russell. (1998), “The environmentally concerned consumer: an exploratory study”, Journal of Marketing Theory 

and Practice, Vol. 6, Iss. 2, p.39 – 48.

• Eden, S. (1994/95), “Business, trust and environmental information: Perceptions from consumer  and retailers”, Business Strategy and the 

Environment, 3(4), 1 – 7.

• My H. Bui, ENVIRONMENTAL MARKETING: A MODEL OF CONSUMER BEHAVIOR, Loyola University New Orleans, Proceedings of 

the Annual Meeting of the Association of Collegiate Marketing Educators (2005), p. 25.



INDIVIDUAL/GROUP WORK 

Working tasks – 2.5 hrs

- Get yourself an overview on ecolabels and environmental/social certificates in 

your country, including available ratings from independent organizations 

regarding their liability.

- Define which of these eco labels or environmental/social certificates could be 

useful for your business idea OR define what other strategy could convince 

consumers of the environmental/social added value of your product(s).

- Find out/define what is required for the chosen label or strategy  you defined as 

useful for your business idea.



CONSULTATION

Working task – 0.5 hrs

- Discuss with your supervisor what you found out so far and how eco 

labels and environmental/social certificates or other strategies can support 

your ideas.
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