Flash Eurobarometer

&
®
iillill,

EUROBAROMETER

Europeansd at t i t u
towards the issue of
sustainable consumption
and production

Analytical report

Fieldwork: April 2009
Publication: TBD 2009

This survey was requested by the Directorate-General for the Environment and
coordinated by the Directorate-General for Communication.

This document does not represent the point of view of the European Commission.
The interpretations and opinions contained in it are solely those of the authors.

c
o
=
I
@
=
o
o
S
@)
o
=
c
o
o
<
|_
©
To)
I
S
3]
i
7]
S
o
S
I
e
o
S
=
L
B
0
<
o




Flash EB Series #56

Eur opeans?o
towards the
Issue of sustainable
consumption
and production

Conducted by
The Gallup Organisation, Hungary
at the request of the Directorate -General
for the Environment

[ ]
®
il
EUROBAROMETER

Survey m-ordinated by the
Directorate -General for Communication

This document does not represent the point of
view of the European Commission.
The interpretations and opinions contained in it
are solely those of the authors.

THE GALLUP ORGANISATION

att

t ude s



Analytical report Flash EB N° 2561 Sustainable consumption and production

Conten ts
100 [0 ox 1 o] o H PP PP P PP PPPPPPPPPPPIO 4
MAIN FINAINGS ...ttt rme e e e e e e e e e e s m e e e e e e e e e e e e e e amnnnaana 5
1. Influence of environmental impat on consumption habits..............ccccceeiiiiiicn e, 7
1.1 Actions with the greatest impact on solving environmental problems..................ccceevvveen 7
1.2 The environmental impaot a product that is bought or used.............cc.oooiiiimemiiiiiiennnen. 10
1.2.1 Awareness about the environmental impact of a product bought ar.used.............. 10
1.2.2 Envionmental impact as a deciding factor when buying products................ccc.vueee. 11
1.3 Buying energyeffiCiENt PrOOUCTS .......cooiiiiiiiiiiii ettt e e 16
2. Ecolabellingi generalperCeptiONS. ........cc.uvuiiiiiiieee ittt rmmme e e e e e e e e aes 18
2.1 Importance oécolabding in purchasing deCiSIONS. ..........cceiviiiiiiiiimmmrieee e 18
2.2 Information provided on environmental Iakels...............oooiiiieeeiiiiii e 21
2.3 Support for mandatory carbon footprint labels............oooiiieeeii e 24
3. The BU ECOIADEL. ...t 26
4. Claims by producers and companie®n environmental performance...............ccccoeeeeeeeveeees 29
4.1 Claimsby producersbout the environmental performarafeheir products........................ 29

4.2 Companiesd environment al...and..s.oc.i.al.3per f

5. A voluntary environment al...Ac.o.de..of..coBduct

6. Promotion of environmentally-friendly producCtS..............uuuviiiiiiiiiiiiree e eeeeans 37
6.1 Retailersd rol e -friemdlypnoductso.t..i..n.g....e.n.n.i.r.0.8/Mment
6.2 Taxation to promote environmentathiendly productsS...........ccccceeeiiiiiiiiiccceeeeeeeeeeeeeeeeeee, 40

L ANNEX TADIES. ...t e e e e e e e e e rnnna 45

[I. SUIVEY dELAIIS........cco i reee e e e e e e e e e e e e e e e e e e s ene e e D

LTI U T=T] 1T o = 1T PP 82

page3



Flash EB N° 2561 Sustainable consumption and production Analytical report

Introduction

Sustainable developmeista key objective of the European Union whamsto continually improve
the quality of lifeand weltbeing for present and future generatiofise action plan osustainable
consumptionand production and sustainableindustrial policy presented by the Commissiam July
2008 are important in driving forward this objective

The Flash EurobarometiEur opeans é attitudes towards the i ss
productiord (Flash N 256) was conducted in ordertoexaome EU ci ti zens8ofknowl e
concern about sustainable consumption and production. In detail, the survey examined

c i t i avarensssfthe environmental impact of prodsttought or used
environmental impact and energfficiency as deciding factors when buying products
theimportance otcolabding in purchasing decisions
c i t i preferneedfor thenformaton provided on environmental labé&ls nc |l udi ng a pr o
carbon footprint
c i t i avarensss$ of the EBcolabelandits Flowerlogo
¢ thetrust inthe claims made bgroducers abouhe environmental performance of their products
and trustic o0 mp a envirensnéntal and social performance reporting
e citiszemmodrt for a voluntary environment al icod
o the preferred ways of promoting environmentditigndly productsi ther et ai | er sdé r ol
taxation systems

The fieldwork for this Flash Eurobarometewas conducted betwee2il and 25 April 2009. Over
26,500 randomlyselected citizensaged 15 and ovewere interviewed in the 27 EU Member States
and Croatia The nterviews were predominantly carried out via fitewe telephone reaching
approximatelyl,000 EU citizens in each counifip Cyprus, Luxembourg and Malta the targeted size
was 500) Parts ofthe interviews in Austria, Finland, Italy, Portugal and Spain were conducted over
mobile telephones. Due to the relatively Idwed-line telephone coverage in Bulgaria, the Czech
Republic, Estonia, Latvia, Lithuania, Hungary, Poland, Romania and Slovakia, 300 individuals were
sampled and interviewed on a faogface basis.

To correct for sampling disparities, a pe#atificaion weighting of the results was implemented,
based on key socidemographic variables. More details on the survey methodology are included in
the Annex of this report.

Please note that due to rounding, the percentages shown in the charts and tallesagysadd up
exactly to the totals mentioned in the text.

! bid.
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Main findings

Influence of environmental impact on consumption habits

EU citizens were most likely to select minimising waste and recycling as the actions having the
greatest impact on sohg environmental problems (selected by 30%); they were somewhat less
likely to believe that buying products produced by-g@ndly methods or energgfficient home
appliances would have the greatest impact (selected by 21% and 19%, respectively).

A slim majority (55%) of EU citizens claimed that when buying or using products they are
generallyi fully aware or know about the most significant impacts of these products on the
environment. In Cyprus, Lithuania and Bulgaria, however, around 6 in 10 cesypersaid they
know little or nothing about such impacts.

Sl'ightly more than 8 in 10 EU <citizen
i mportant el ement when deciding whic

i mp o r ;tordym¥% éajd this is not important at all.

ens felt t
h products
Although a large majority of respondents in all EU Member States and Croatia said that a
product és i mpact on the environment i s Iimport
Member States did more thdwalf say that this aspect is very important: Greece (58%), Cyprus

(57%) and Italy (54%).

Al most 6 in 10 interviewees rated environmenta
name in terms of influencing their product purchasing decisions. rifeless, only a minority

rated environment al i mpact as more important
respectively).

A large majority of respondents in all countries in this study said they often, or always, take
energyefficiency into onsideration when buying products that use electricity orifuginging
from 59% in Cyprus to 85% in Germany.

Ecolabellingi general perceptions

Almost half of EU citizens said thatcolabding plays an important role in their purchasing
decisions; tb proportion saying this is important ranged from 22% in the Czech Republic to 64%
in Greece.

EU citizens were the most likely to say that the most important information on environmental
labels iswhetherpossible to recycle or reuse a produaoformatian aboutthe total amount of
greenhousgasemissiongeleasedy a producti i.e. the carbon footprirt was considered to be

the | east important (selected by 10%, compared

Support for introducing a mandatory label indicatg a product és carbon fo
47% in the Czech Republicthe only country where less than half of respondents were in favour
of such labelling to 9 in 10 respondents in Croatia and Greece.

The BEU Ecolabel

Almost 4 in 10 EU citizens inthe survey had seen the Httolabel or had heard about it;
neverthelesxnly roughly a fifth(19%)said they have also bought products bearing the label.

Awareness of the EU Ecolabel was the highest in Lithuania, Denmark and Estonia (between 49%

and 51% and the lowest in the UK, Italy and Sweden (between 26% and 31%).
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Producersd and companiesd claims about environme

EU citizens were divided in their opinions as
environmental performaecof their own products: 49% said they trust such claims and 48% did
not trust them.

Respondents in the Netherlands and Bulgaria stood out from the pack with, respectively, the
hi ghest and | owest proportions s awiranmentdl hey t 1
performance of their products (78% in the Netherlands vs. 26% in Bulgaria).

While 3 in 10 EU citizens said they trust c¢omg
reporting, a considerably higher proportion (47%) said they do nottrasmp ani esd® r eport
topic.

Trust in companies®déd environment al and soci al o
and Malta (52% and 47%, respectively), but Wamsice again lowest in Bulgaria (13%). Polish
interviewees most frequenthad d t hat companiesb6 reports on t
performance are of no interest to them (42% compared to an EU average of 19%).

voluntary environmental #@Acode of conducto for

Four out of 10 EU citizens agreed that it is a goaghitb develop a voluntary environmental
icode of conducto for EU retailers. A similal
legislations would be more effective.

Only a minority of respondents in all EU Member Statesd Croatid thought that voluntary

environment al fifcode of conducto i s not needed
(ranging from 3% in Bulgaria to 17% in Finland).

Promotion of environmentallyfriendly products

Around 3 in 10 EU citizens answered that the best for retailers to promote environmentally
friendly products is to provide better information to consumers.

Roughly half of EU citizens thought that retailers should promote environmefriaigly
products by increasing their visibility on store steal (selected by 25%) or by having a green
corner dedicated to eddendly products (24%).

Unsurprisingly, in all countries in the survey, a taxation systémpromote ecdriendly products
T based on reducing taxes for mamevironmentallyfriendly products received more support than
a system based on increasing taxes for environmelaityaging products.

Nevertheless, in almost half of the countries surveyed, at least half of interviewees answered that
the best taxation system to promote environaigntriendly products would b reduce taxation

for the more environmentallyfriendly products, in combination with increasing taxes for
environmentallydamaging products; British, Irish and Slovene respondents were the most likely
to select this respee (65%, 59% and 58%, respectively).

Only 4% of EU citizens spontaneously said that introducing a taxation system to promote eco
friendly products is not a good idea.
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1. Influence of environmental impact on consumption habits

EU citizenswere most likly to select minimising waste and recyclingthe actions

having thegreatest impacbn solving environmental problem(selected by 30%);
they were somewhat less likely telieve thatbuying products produced by eco
friendly methods or eneregfficient ftome appliancesvould havethe greatest impact

(selected by 21% and 19%, respectively).

A slim majority (55%) oEU citizens claimed that, when buying or using products,
they arei generallyi fully aware or know about the most significant impacts of
these products on the environmentin Cyprus, Lithuania and Bulgarighowever,
around 6 in 10 respondents said they know little or nothing ahgeit impact

Slightly more than 8 in 10 EU citizefedt thata
is an importart element when deciding which products to b{B/4 %

productods i mpact
Avery i

on

and49%frather importand); only 4% said this is not importaat all.

Although alarge majority of respondents in all EU Member States and Croatia said

t hat a

pr odu c tvilbsment ispnpoctant inctheir purchasing decisions;

in only three Member States did more than half say that this aspect is very important:
Greece (58%), Cyprus (57%) and Italy (54%).

Almost 6 in 10 interviewees rateghvironmental impact as more impantathan a

product és brand

name i n

t er ms of i nfl

Nevertheless, only a minority rated environmental impact as more important than a

productdés quality

or

price (7% and 19 %,

A large majority of respatents in all countriesn this study said they often, or
always, take energyefficiency into considerationwhen buying productshat use
electricity or fueli ranging from59% in Cyprus to 85% in Germany

uenci

1.1 Actions with the greatest impact on solving e

problems

When askedwhich actions have the

greatest impact on solving environment
problems, the largest proportion of El
citizens (30%) selected minimising wast:
and recycling Approximately a fifth

(21%) of interviewees mentioned buyin
products produced by eddendly

methodsand a similar proportior§19%)

selected buying energyefficient home
appliancesas actios that could have the
mostimpact

Only 15% of intervieweesinswered that
adopting sustainable modes of transp
and traveihg lessfrequentlyarethe most

Action swith the greatest
environmental problems
Minimising waste and recycling

Buying products produced by eco- ]
friendly production

Buying energy-efficient home appliances 19

Travelling less and adopting sustainable ]

modes of transport 15

Making efforts to use less water 11

DK/NA 4

Q8. In your opinion, which one of the following actions would
have the highestimpact on solving environmental problems

nvironmental

impact on solving

30

)

Base: all respondents, % EU27

important actios to solve environmentgbroblems andl1% mentioned making efforts to use less

wateras the action with the greatest impact

page7

t he

mportant

n

respe



Flash EB N° 2561 Sustainable consumption and production Analytical report

Country variationsg

Similar to results obtained for the EU overatkspondentsn dmost all EU Member Stateand
Croatiawere most likely to mentiominimising waste and recyclingasthe actiorhaving the greatest
impact on solving environmental problenfhe proportion selecting this response ranged from less
than a quarter in Itgland Germany (20% and 22%, respectively) to roughly half of respondents in
Hungaryand Finland51% and 49%, respectively).

Actionswith the greatestimpact on solving environmental problems :
Minimising waste and recycling

80
60 -
40

20

Q8. In your opinion, which one of the following actions would have the highestimpact on solving environmental problems ?
Base: all respondents, %by country

While roughly a third (32%) of Lithuanians and almost 3 in 10 Latvi@®86) and Daneg28%)
thougdht thatbuying products produced by ecefriendly methods would have the greatest impact on
solving environmental problemsonly slightly more than a tenth of Portuguese and Finnish
respondents shared this opinitroth 12%)

Actionswith the greatest impact on solving environmental problems :
Buying products produced by eco -friendly production

60
40

20

Q8. In your opinion, which one of the following actions would have the highestimpact on solving environmental problems ?
Base: all respondents, %by country

The proportion of respondents who believed thaying energy-efficient home applianceswould
have the greatest impa@nged from less thamtenth in Sweden, Cyprus, Greece and Portugat (8%
9%) to slightly more than a quarter in Slovakia and Polanth (®6%6).

Actionswith the greatest impact on solving environmental problems :
Buying energy -efficient home appliances

Q8. In your opinion, which one of the following actions would have the highestimpact on solving environmental problems

~

Base: all respondents, %by country

2 Country charts in this report show the results for each of the 27 EU MeSdiers and for the candidate
country Croatia. The AEU270 results present the avere
taking into account differences in population size across the individual Member States.
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In all of thecountries surveyed with the exception of Swedénnot more than a fifth of respondents
thought thattravelling less frequently and adopting sustainable modes of transportvould have
the greatest ipact on solving environmentatoblems(ranging from 3% in Poland to 20% in Finland,
the UK and Italy) In Sweden, 31% of respondents believed that sustainable modes of tramsbort
travelling less frequentlywould have the greatest impact.

Actionswith the greatest impact on solving environmental problems :
Travelling less and adopting sustainable modes of transport

60

> B

N O @ B Wi > W - 0N W 5 o 0 x A

QLIJEZLLD.(:QOQ_IUJOUJU)E%Q:%CDU)D.
w

Q8. In your opinion, which one of the following actions would have the highestimpact on solving environmental problems ?
Base: all respondents, %by country

Finally, respondents inlaost all of the countries surveyeevere the leastlikely to selectmaking
efforts to use less wateras having the greatest impact on solving environmental problems. The
proportion selecting th possibility rarged from virtually none ofhe Lithuanian, Latvian and Swedish
responderst (2%-3%) to roughly a sixtlof respondents ifrrance Spain andPortugal(between 17%

and 19%).

Actionswith the greatest impact on solving environmental problems :
Making efforts to use less water

Q8. In your opinion, which one of the following actions would have the highestimpact on solving environmental problems ?
Base: all respondents, %by country

Sociodemographic considerations

In regard to opiions aboutctionshavingthe greatest impact on solving environmental prob)dhes
analysis by sociglemographic groups showed that:

e Men, slightly more often than womerthought that travelling lessfrequently and adopting
sustainable modes of transpabuld have the greatest impact on solving environmemtdlems
(17% vs. 13%).

e The youngest respondents (under @&re slightly more likely than their older counterparts to
selectbuying energyefficient home appliance@2% vs.17%-20% inthe otherage groups)or
travelling lessoften and adopting sustainable modes of transfiB#% vs. 14%l5%) as actions
with the greatest impact on solving environmental probldms they less frequently selected
minimising waste and recycling

e While respondents withigher levels of education most frequently seleat@dmising waste and
recycling as having the greatest impact on solving environmental problems, respondents with
lower levels of education were slightly more likely to believe that making efforts tessavater
would have the greatest impact (14% vs. 10% of respondents with higher levels of education).
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e A similar pattern of differences was observed when comparingmeoking respondents with
those in other occupational categories: 13% of the formesezhaking efforts to use less water
from the list of activities, compared tolgr8%-9% of other respondent&mployees, on the other
hand, less frequently selected buyieigergyefficient home appliances, but slightly more often
thought thattravelling lessoften and adopting sustainable modes of transport would have the
greatest impact on solving environmemabblems(17% vs. 12%l4% in the other occupational
categories).

For more details, see annex table 11b.

1.2 The environmental impact of product s bought or used

1.2.1 Awareness about the environmental impact of product s bought or used

Roughly 4 in 10 (41%) EU  Awareness about the environmental impact of
citizens answered that, whel products bought or used

buying or using products, they ar
generally aware of the most
significant impacts of these
products on the reironment;
however, only 14% saithey are
fully awareof the total impact on
the environment.

m | am fully aware

H | know about the most
significant impacts
I know little about this
35

® | know nothing

Slightly more than onéhird
(35%) admitted knowing little
about the environmental impact
of the products they buy and us
and 9% said they lkaw nothing
abou such |mpa(§_ Q1. In general, how much do you know about the environmental

impact of the products you buy and use?
Base: all respondents, % EU27

DK/NA

Country variations

French respondents were the most likely to answer that theyenegallyawareof the impacton the
environment of the products they buy or use: 32% said dhesfully aware and 46% answered that
they know about the ost significant impast Other countries at the higher end of the scedze
Slovenia, Malta, Austriaand Luxembourgwith approximatelytwo-thirds of respondents claiming
they areat leastaware of the most significant environmental impacts of the predbey buy or use
(between 65% and 66%)

Austria was, nevertheless, somewhat different from the other aberBoned countriesAlmost
equal proportions of respondeirisMalta saidthey arefully awareor know about the most significant
environmentalmpactsof the productshey buy or us€31% and 34%, respectivelwhile only 3% of
Austriansclaimed to bedully aware compared to 62%vho said they generalliknow almut the most
significant impacts

In Cyprus,Lithuania and Bulgariaaround 6 in 10 rgmndents said they knolittle 7 or nothingi
about the environmental impact of the produbey buy or us€64%, 60% and 59%, respectively)
Furthermoreat least a fifth ofLithuanian and Bulgariamterviewees admitted theyenerallyknow
nothing at all aboutthe impact on the environme20% and 2%, respectively)i in all other
countries, however, less than esigth of respondents selected this response
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Analytical report Flash EB N° 2561 Sustainable consumption and production

Awareness about the environmental impact of products bought  or used
m| am fully aware  ®| know about the most significant impacts | know little about this ~ ®1 know nothing DK/NA
100 4
74| | 3] [ 3] 4] [ D]
B B EEFNEMEEEFMECEEEOEETORRE
80 1= 29 31
24 = 27 31 35 41
40
35 ™ 30 39 39 44 40 44 35 4o . 30 42 44 44 4o 50 45
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Q1. In general, how much do you know about the environmental impact of the products you buy and use?
Base: all respondents, %by country

Sociodemographic considerations

The 1524 yearolds, respondats still in education,thosewith lower levels of education, manual
workers, norworking respondents and rural residents were the most likely to admit that they know
little 7 or nothingT about the environmental impact of the produbey buy or use. Caersely, older
respondents, those with higher levels of education;eseffloyed respondents, employees and city
dwellers more frequently said they are generally aware of the impact on the environment of the
products they buy or use.

For example, 17% othose with the highest level of education said theyfaltg aware and 50%

answered that theéknow about the most significant environmental impatthe products theluy or

use. By comparison, only 11% of respondents with the lowest level of edusatibthey arefully

awareof a productds tot al i 190 prewetedheyare awdresof thenmost r o n me
significant impacts

Formore details, see annex tahle

1.22 Environmental impact as a deciding factor when buying products

Slightly more than 8 in 10 EU citizersnsweredhat aprod ct 6 s | mpact oiwant he en
important element whedecidingwhich products to buy 49% firather importarti and 34% fivery
importand); only 4% said thissnotimportantat all.

Importance of various aspects of products when deciding
which ones to buy

mVery important ® Rather important = Rather not important = Not at all important ~ DK/NA
The quality of the product

The price of the product

The product's impact on the environment

The brand, the brand name of the product

Q2. How important are the following aspects when making a decision on which products
to buy ? Very important, rather important, rather not important, not at all important?
Base: all respondents, % EU27
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A

A product 6s i mp a eas viewed ambre imporantithanathe trana,tor brand name,
of a product: only 39% of EU <citizens answered
when making buying decision23 firather inportand and14% fivery importand).

The environmental impagtneverthelessappeared to besomewhatless important tham pr oduct 0s
quality orprice: virtually all respondents (97%) said tlwatality is an important element whénying

something and 89%afl the same about the price of a product. Furthermorethtivas answered that

the former aspeds$ veryimportant and almost one in two (47%) said the same about the latter.

Comparing individual respondentsd answers

In the following table, respondens 6 srodt itrhnge i mportance of a product
buying decisionsrecompared to their ratingsf the importance of other characteristica pr oduct 6 s
quality, price and brand narhe

While 44% of EU citizens rated environmental irapas less important than product quality in terms
of influencing theirproduct purchasingle ci si ons, this proportion decr
brand name. The corresponding proportionefor p r o diae evas 839%. p

Furthermore, \ile less thanaetnt h ( 7%) of EU citizens rated a pr
asa more important elementh an a p r owhananaldngourchasiadiecisions almost a fifth

(19%) rated the former characteristic as more important dhamoducd s  pRinalg, @ majority

(59%) of respondents rated a produénpact on the environment as more important than its brand

name.

Importance of environmental impact in purchasing decisions

(Column %) Quality of the product Price of the product Brand of the product
More important than... 1 7% 19% 59%
As (un)important as... 46% 45% 26%
Less important than... 44% 33% 12%
DK/NA ? 2% 2% 3%

Q2. How important are the following aspects when making a decision on which products to buy?
1i.e. environmental impact was rated as more important than the comparison characteristic (e.g. environmental impact was
rated as fivery seoopdghtaamtchd eandttile as firather
2afidondt know0O response for the q Uoethecomparisoa tharacteristen vi r on men
Base: all respondents, % EU27

Country variations

Virtually all respondents in each country iristBtudy answered that productd s q usavéryot y
rather important when making decisions on which products to buy. Furthermore, a tynajori

® The percentages were callated by cross abul at i ng r e sfordhe dnportansedolvasious we r s

characteristics of a produttr e s p o nratimpwotfs 6t he I mportance of a wereoduct 6s

compared to their ratingsft he i mpor t ance o0 priceaandprar damd hedescalaylatiansi t vy ,

show, for example, tha&t4% of intervieweesated environmental impact as less important than product quality

this percentage was calculated by summing the following percentages:

—29.1% 171 the proportion of respommts who rateda p r o dualityta® \&ery important when buying
something, but itenvironmental impacisratherimportant

— 7.1%i the proportion who rated qualiasveryimportantand environmental impaessrather notimportant

— 2.2%i the proportion wh rated qualityasveryimportantandenvironmental impaasnot at allimportant

— 4.5%]1 the proportion who rated qualisratherimportantand environmental impaesrather notimportant

— 1.2%1 the proportion who rated qualisratherimportantandenvironmental impaasnot at allimportant

- 0.2% 1 the proportion who rated qualitgs rather not important and environmental impact maot at all
important
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intervieweesn all countries saidhat this aspects very importanti rangingfrom 56% in Spain to
82% in Greece

Importanceof aproduct 6 s qual ity

m Very important m Rather important Rather not important/Not at all important DK/NA
4 4. 6
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Q2. How important are the following aspects when making a decision on what products to buy ? Very important,

rather important, rather not important, not at all important?
Base: all respondents, %by country

A large majority of respondents in all EU Member States and Croatia also sadthatr oduct 6 s pr

is very or rather important when making purchasing decisiénganging from 79% in Denmark to

96% in Lithuaniaand PortugalThe pr oportions selecting ¢t he

neverthelesssomewhat lowethan the corresponding proportions faoguct qualityin almost all
countriesi ranging from 26% in Denmark to 72% in Lithuania.

The exceptions to this trend were Hungary and Portughe proportion of respondents viewing a

pr oduct 0weryimpoitantewasaas large, or even slightlyglr, in these countriethan the

ive

proportion saying the same about product quality (Hungary: 62% for price and quality; Portugal: 61%

for price andb9% for quality).

Importanceof a pr odpricet 6 s

® Very important ® Rather important Rather not important m Not at all important DK/NA
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Q2. How important are the following aspects when making a decision on what products to buy ? Very important,
rather important, rather not important, not at all important?
Base: all respondents, %by country

In all of the countries in this studiess than 7 out afOrespondents saythat pr oduct 6 s
brand name, is very or rather important when deciding which products to b&yrthermore,n nine

br an

countriesonly a thirdi or lessi of intervieweess ai d t hat ais pnriropdriart elément br an d

in mog of these countriest least a quarter sdidatthis isnotimportantat all.

Danish respondents were the most likely to answer that the brand name of a proolticipsrtantat
all when making decisions on which products to buy (40%), followe&wgdish, Belgian, French

and Austrian interviewees (between 31% and 33%). In Malta and Poland, however, only roughly 1 in

20 (5%66%) respondents said that this aspeobtimportantat all.
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Importanceof a pr o d brantd G brand name

H Very important ® Rather important Rather not important H Not at all important DK/NA
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Q2. How important are the following aspects when making a decision on what products to buy ? Very important,

rather important, rather not important, not at all important?
Base: all respondents, %by country

A large majority of respondenis all EU Member States and Croatia also said ¢hat pr oduct 6s
impact on the environmentis important when making decisions on which products to buy: the
proportion of Averyod and Arather i mportanto resp
in Greece. Nevertheless, in only three Member States did more than half of respondents say that this
aspecisveryimportant in their purchasing decisions: Greece (58%), Cyprus (57%) and Italy (54%).

Similar to the results obtained for the EU overadl,dmost all countries surveyedhe proportion

vi ewi ng ampact an dha envirsmeras very important was smaller thathat saying the

same about a productébés quality or price, while
foraprodut 6s br and wasreskimgthe impottance af envitbonmental impact.

For examplealmost8 in 10 Hungariana n s wer ed t hat a productds |1 mpa
important element when deciding which products to biig4 firather importari and 2% fivery
important); however,more than9 i n 10 said the same% é&dherut a p

importand and 8% fivery importand) and only half saidisabout a productds br a
firather importariand 13%fvery importand).

There wee again nevertheless, a few except®oto this trend.For example,although 8 in 10
Luxembourgish respondents reported that a produc
decisions (53%rather importartt and 27%fvery importand), an evenhigher proportion said the
same about a pr oduct 0 &athernmpoértarand3siiMerg importamip act ( 54 ¢

Importanceof aproductés i mpact on the environment
® Very important ® Rather important Rather not important m Not at all important DK/NA
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Q2. How important are the following aspects when making a decision on what products to buy ? Very important,
rather important, rather not important, not at all important?
Base: all respondents, %by country
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Thelink between awareness about environmental impact and purchasing decisions

A pr o dnviroriméngal ingpactis perceived as being more important in purchasing decisions by
respondents whare generallymore awareof the impact on the environment of products they buy or
use.For example, while 55% of respondents véne fully awareof the environmeral impact of the
products they by or usealsosaid that this aspect veryimportant in their purchasing decisions, this
proportion decreased to 27% for those admitting knownoghing about the impact on the
environment of the products they buwy use. Similarly, while only 2% of the former said that
environmental impacis not importantat all when deciding which products to buy, this proportion
increased to 16% for the lattgroup ofrespondents.

Importance of environmental impact in purchasing decis ions
Very Rather Rather not Not at all
(Row %) important important important important DK/NA

Awareness about a
environmental impact

Is fully aware 55% 38% 4% 2% 0%
Knows about most significant impacts 33% 56% 9% 1% 1%
Knows little about this 28% 48% 18% 5% 2%
Knows nothing 27% 32% 18% 16% 7%

Q2. How important are the following aspects when making a decision on which products to buy?
Q1. In general, how much do you know about the environmental impact of the products you buy and use?
Base: all respondents, % EU27

Sociodemographic considerations

Women were more | ikely than men to statvewy that
important element when deciding which products to buy (37% vs. 31% of men). For the other
characeristicsi price, quality and brandalmost no differences were observed betwbersexes.

The older the respondents, the miikelyth ey wer e t o answer that a prod
quality, price or bran@reveryimportant when making buyindecisions: for example, while 42% of

over 54yearolds said thata p r o dnwiortméngal impacts very important this proportion

decreased to 24% fd5-24 yearolds. Thedifferences inthe perceived importance dahe above

mentioned characteristice ever t hel es s, di mi ni shed when |l ookin
i mportanto responses.

Respondents with different levels of education did not differ much in terrtfeedbtalimportance

theygavet 0o a productbds environyefialk. i mmpami hgpriivee
i mpor t ant pthosewith phe lowestdeyels of education, nonetheless, were more likely to

answer that a characteristis very important, while those with higher levels of education more
frequent !l y tsheelre citnepdo rtthaen tfior ar e spons e.

Looking at the results for t h éoweven it @ppeaeccth tha o f a
respondents with different levels of education did not differ in their likelihmlodayingthat this
aspect igather important,but those with the lowest level of education watmost twiceaslikely as
those with the highest | evel to select the fivery

Similarly, respondents in different occupational categories did not differ much in terms otdhe to

i mportance given to a product 6 svher makingrparchasag t a | [
decisions however, selfemployed respondents were most likely to sayadhatp r o ehvirecnméntl

impact isveryimportant (38% vs. an EU average of 3486}hatits quality isveryimportant (73% vs.

an EU average of 67%), whil e manual wor kers wer
veryimportant (60% vs. an EU average of 47%).
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Manual workers, together with those not working, were also tikety than their counterparts to
answerthat a producb s  bis an fingbortant element when deciding which products to: Hay
example, 18% of manual workers said this aspeatery important and 28% said this rather
important; the corresponding artions for employees wereespectively9% and 24%.

The results by r es poonlyashowed dninop tiffererees infterms efsthed e n ¢ e
perceived importance of various aspects of products when deciding which ones to buy; the largest
differencewas f ound when | ooking at the results for t|
rural residents and 47% of urban residents answered that prigeryismportant when making

purchasing decisions, only 43% of metropolitan residents sharecpthisro

For more details, see annex tateésthrough 5b.

1.3 Buying energy -efficien t products

Almost 4 in 10 responden(87%) Impact of energy efficiency  on purchasing decisions
said that, when buyingroducts
that usefuel or electricity, they 2

often take into account how
enery efficient these produs
are, and a slightly higher
proportion (40%) answered the
always consider energy
efficiency.

u Always
= Most of the time, often
Rarely

m Almost never

Only slightly more than a fifth of

EU citizens said theyalmost DK/NA
neveror only rarely take energy
efficiency into account when

. Q12. When buying products that use electricity (like TVs or
buymg prOdUCtS that use fuel 0 computers) or fuel (boilers, cars), do you take into account how

i i ( energy efficienttheyare  ? Anenergy -efficient product is one thatcan

€ I ec t rrc |~ t y ( 9 perform the same task as another while using less energy to do so.
and 13% iir ar el y Base: all respondents, % EU27

Country variations

A large majority of respondents in all countries in this study said dftepi or alwaysi consider

enery efficiency when buyingproductsthat use electricity or fuelMore than hdl of Maltese,

Romanian and Italiarespondentsaid theyalwaystake energyefficiency into account when making
purchasing decision®0%, 53% and 52%, respectively) and approximately a quarter saidftbay

do so(between 23% and 26%). Although Finnsrevéhe least likely t@nswerthat energyefficiency

alwayshas an impact on their purchasing decisidhsy were the most likely tag this isoftenthe

case (27% fAalwayso and .53% fimost of the time, of

Focusing on the likelihood of choosing orfetloe lower frequency categories (irarely or almost
nevej, it appeared thaespondents in Germany aBtbveniawere theleast likely to say theyarely,

or almost nevertake energy efficiency into account when buying products that use fuel orcghectr
(both 15%) In Cyprus Bulgaria, Greece and Latvimn the other handat leasttwice as many
respondentsarely, or almostnever, consider energgfficiency when making purchasing decisions
(between 31% and 39%lrurthermore,more than a fifth (22%pf Cypriots said theynevertake
energy efficiencynto accoun{compared to an EU average of 9%)
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Impact of energy efficiency  on purchasing decisions

u Always u Most of the time, often Rarely = Almost never DK/NA
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Q12. When buying products that use electricity (like TVs or computers) or fuel (boilers, cars), do you take into
account how energy efficient they are ? An energy -efficient product is one that can perform the same task as
another while using less energy to do so.
Base: all respondents, %by country

The link between awareness about environmental impact and impact of energy efficiency on
purchasing decisions

The impact benergy efficiency on purchasing decisions was larger for respondent@radenerally
more aware of theenvironmentaimpact of the productthatthey buy or usefFor example, 55% of
respondents who sailat they &e fully awareof the environmental igact of the products they buy or
use and 44% of those whknow about the most significant impactepored that theyalwaystake
energy efficiency into account when making purchasing decisions. The corresponding prefamrtion
those whdnow little, or nothing at al] about such impacts weB8% and 30%respectively

Furthermore, 40% of respondents who admitted knowiathing at all about the environmental
impact of the products they buy or use, also said tlaegly, or almost never considerenergy
efficiency when buying products that use fuel or electricity. This proportion, however, decreased to
13% for those who claiedthey argully awareof such impact

Impact of energy efficiency on purchasing decisions

Most of the Almost
(Row %) Always time, often Rarely never DK/NA
Awareness about a
environmental impact
Is fully aware 55% 31% 8% 5% 1%
Knows about most significant impacts 44% 41% 10% 4% 1%
Knows little about this 33% 38% 16% 12% 2%
Knows nothing 30% 26% 18% 22% 4%

Q12. When buying products that use electricity or fuel, do you take into account how energy efficient they are?
Q1. In general, how much do you know about the environmental impact of the products you buy and use?
Base: all respondents, % EU27

Socicdemogaphic considerations

The dtention paid to energyefficiency, whenbuying productghat use fuel or electricityncreased

with age, educational level atite occupational status of respondents. For examyide a quarter of
respondents with the lowebtvel of education said thesarely, or almost never consider energy
efficiency when making purchasing decisions, this proportion decreased to 15% for those with the
highest level of education. More than 4 in 10 (45%) of the Igttaip ofrespondentsasd theyalways

take energy efficiency into account and an additional 39% said they doftéisthe corresponding
proportiors of respondents with the lowest level of education wergpectively39% and 3%.

For moredetails, see annex table 15b.
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2. Ecolabelling 1 general

perceptions

Almost half of EU citizens said thatolabeling plays an important role in their
purchasing decisios; the proportion saying this is important ranged from 22% in the
Czech Republic to 64% in Greece.

EU citizens were # most likely tosay thatthe most importantinformation on
environmental labelsis whether it is possibé to recycle or reuse a prodyct
information about the total amount of greenhogasemissions created kayproduct
T i.e. the carbon footprint was considered to be the least importgselected by
10%, compared to 38%

Support for introducinga

mandatory

for Arecycle and

| abel i ndicating

ranged from 47% in the Czech Repulilithe only country where less thanlfhaf
respndents were in favour of sutdbelling i to 9 in 10 respondents in Croatia and

Greece.

2.1 Importance of  ecolabel ling in purchasing decisions

Before discussing the importanc
of ecolabding, it is necessary to
define the conceptin a gereral
sense, arecolabdied product(or
servicg is entitled to bear a logo
thatcanclaim that the produdpr
service)is of good environmental
quality.

Almost half(47%) of EU citizens
said that ecolabding plays an
important rolein their purchasing
decisions. A  quarter  of
interviewees  answered tha
ecolabet are not important wher
making decisions on which

products to buy and a simila

Importance of eco

-label s in purchasing decisions

m Eco-labelling plays an
important part in my
purchasing decisions

Eco-labelling does not play
an important part in my
purchasing decisions

H | never read any labels

DK/NA

Q3. Some products have an eco  -label which certifies that they are

environmentally

-friendly . Which statement characteri sesyou the best ?
Base: all respondents, % EU27

proportion (26%) said they never pay attention to labels

Country variations

reuseo)

a

At least 6 in 10Greek and Maltesenterviewees (6% and ®%, respectively) answered that

ecolabding plays an important role in their purchasing decisions. In the Czech Republic, on the other

hand, respondents were almost three timediledyg to express this opinioronly 22% of Czechs sd
thatecolabet are important irtheir purchasing decisions

Furthermorealmost half (48%) of Czechsaid that ecolabet are not important when makitigeir

decisions on which products to buy. In all other countries, less than 4resfi@ndentshared this

view. Commentsangedfrom less than a tenth in Malta (6%) to more than a third in Denmark (34%),

Finland (35%)andEstonia (37%).

Hungary and Latviavereclose to the Czech Republic withightly more than a quartef respondents
saying thatecdabeling plays an important role in their purchasing decisi@8% and 27%of
respondentsrespectively) However, while 48% of Czechs said tleiolabed are not importanfsee
above) only athird of Hungarians and roughlycmarter 24%) of Latvianssaid the sameAlmost half
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(49%) of Latviansand 41% of Hungariansaid that they never read labels when making decisions on
which products to buy. Other countries with more than 4 in 10 respondents selecting this response
were Croatia (43%), Bulgar{@2%)and Belgium(41%).

Importance of eco  -label s in purchasing decisions

u Eco-labelling plays an important part in my purchasing decisions
Eco-labelling does not play an important part in my purchasing decisions

H | never read any labels
17|
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Q3. Some products have an eco  -label which certifies that they are environmentally ~ -friendly .

Which statement characteri sesyou the best ?

Base: all respondents, %by country

Thelink betweerenvironmental purchasing decisiorsnd ecolabeling
Ecolabeling was seen tplay a more important role ihe purchasing decisions tioserespondents

e with a higher level of awaresge abouthe environmental impact of the products they buy or use,

e whosaidthata pr oduct 6s e nigimpooantmdaentmaking pgunchasing tlecisions,
andor

e who always, or at least oftemake energy efficiency into account when making purclgasin
decisions.

For exampletwo-thirds of respondents for whothe impact on the environmeig averyimportant
elementwhen deciding which products to begid thatcolabding also plag an important rolevhen

making such decisions, compared to only 16% t hose who sai d t hat a
impactis rather notimportant and 10% of those who said this asjsebdtimportantat all. The latter
respondents werhie most likely to say tha¢colabet b not play a role in their purchasing deciso

or that they never read labels.

Similarly, while 57% of respondents whalwaystake energy efficiency into account when buying
products tht use fuel or electricity said thagcolabed are an importantaid in their purchasing
decisions, this proportiodecreased to 23% of those whbmost neverconsiderenergy efficiency.
Slightly more than a quartd27%) of the lasthamed respondents answered that ttieynot pay
attention toecolabe$ andalmost half (49%) of therdo not read any type of labels
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Im portance of ecolabel s in purchasing decisions

Ecolabelling Ecolabelling
plays an does not play an
important part important part
in purchasing in purchasing | never read any
(Row %) decisions decisions labels DK/NA
Awareness about a
environmental  impact
Is fully aware 65% 19% 15% 1%
Knows about most significant impacts 54% 27% 18% 1%
Knows little about this 38% 28% 33% 1%
Knows nothing 29% 19% 50% 2%
|l mportance of a pr
on the environment
Very important 66% 15% 18% 1%
Rather important 46% 27% 25% 1%
Rather not important 15% 41% 43% 1%
Not at all important 10% 33% 57% 1%
Impact of energy efficiency
Always 57% 22% 19% 1%
Most of the time, often 48% 27% 24% 1%
Rarely 33% 27% 38% 2%
Almost never 23% 27% 49% 1%

Q3. Some products have an  ecolabel . Which statement characterises you the best?
Q1. In general, how much do you know about the environmental impact of the products you buy and use?
Q2. How important are the following aspects when making a decision on which products to buy?
Q12. When buying products that use electricity or fuel, do you take into account how energy efficient they are?
Base: all respondents, % EU27

Sociodemographic considerations

Ecolabeling plays a more important role in purchasing démis of womenthe over 39 yeaolds,
those with the highest levelf education and the seatimployed. For example, while 55% of self
employed respondents said tleablabe$ are importanivhenmaking decisions on which products to
buy, only 43% of manualiorkers shared this opinion.

Conversely, men and younger respondents more frequently saetttabet are not important when
making purchasing decisions or that they never pay attention to any type of labels. For example, 28%
of mensaid theydo not pg attention toecolabes and a similar proportioanswered that thego not

read any type of labels; the corresponding proportions for women nespectively23% and 25%

Respondents with lower levels of education, manual workersyvooking respondess and rural
residents were more likely than their counterparts to admit that they never read any type of labels
when making purchasing decisions, while metropolitan residents and employees were more likely to
explicitly state that they do not pay attentitm ecolabet. For example, 31% of respondents with the
lowest level of education said they never pay attention to any type of |&oelsnly 19% of
respondents with the highest level of education said the same.

For more details, see annex table 6b.
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2.2 Information provided on environmental label S

Almost 4 in 10EU citizens(38%)thought that whether a product can be recycled or reused is the most
importantinformation thatan environmentalabel should contain. The second most importeete of
information provided on an environmental labeh the view of EU citizen$ is a confirmation that

the product comes from environmentditiendly sourcegselected by 32% of respondents)

EU citizens were less likely to think that that the miogiortart information on environmental labels
is a confirmation thatthe packaging is eewiendly (selected by 16%Jpr the total amount of
greenhouse gas emission created by the pr¢tl0#b).

M ost important information on environmental labels

Whether the product can be recycled / reused 38
Confirmation that the product comes from

environmentally -friendly sources 32

Confirmation that the packaging is eco-

friendly 16

The total amount of greenhouse gas emissions

created by this product 10

DK/NA 5

Q4. Environmental labels should be concise. From the list |
am going to read you what environmental information is the
mostimportant that a label should contain ?
Base: all respondents, % EU27

Country variations

A majority of Finnish (57%), British,Portugueseand Irish respondentsafl 52%) answered that
whether a product can be recycled or reuseds the most important information that an
environmental label should contain. In Lataad Lithuaniaon the other hand, less thawsarter of
respondents selected this respor$89 and24%, respectively).

Most important information on environmental labels:
Whether the product can be recycled / reused

80 -
60 -
40 -

20

Q4. Environmental labels should be concise. From the list | am going to read you what environmental
information is the most important that a label should contain?
Base: all respondents, %by country

Latvia was the only country where a slim majority (53%) of intervieveeasirm ed that whether a

product comes from &o-friendly sourcesis the mosimportant elemendn an environmental label.

In Denmark, Estonia, Italy, Austria and Germany, between 36% and 42% of respondents selected this
type of information ashe most important. In the aboweentioned countries, theggortion selecting

this respnsewas higheii or equal ta" the proportion stressing the importance of information about a
productés recycling and reusing possibilities.

Respondentsin  Portugal were the least likely tosay that whether a product comes from
environmentallyfriendly sourcess the most important information on environmental labels (15%)
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Most important information on environmental labels:

Confirmation that the product comes from environmentally -friendly sources
80 4
60

40 4

20

Q4. Environmental labels should be concise. From the list | am going to read you what environmental
information is the most important that a label should contain?
Base: all respondents, %by country

Lithuania also stood out from the pack somewhat as the only country with a relative majority (32%)
selectingthat whether the packaging is ecdriendly is the most important informatiothat on
environmental labelshould containThe proportion selecting this response was, nevertheless, almost
as high in the Czech Republic and Poland (29% and 27%, respéctively

Respondents in Sweden and Finland were least prone toag that information on whethethe

packaging is ecfriendly is the most important information on environmental lalfg¥% and 10%,
respectively).

Most important information on environmental labels:
Confirmation that the packaging is eco -friendly
60

Q4. Environmental labels should be concise. From the list | am going to read you what environmental
information is the most important that a label should contain?
Base: all respondents, %by country

Finally, in almost all countries surveyetthe proportbn of interviewees selectirthe total amount of

greenhouse gas emissiorgeated by a product 1 i.e. the carbon footprint asthe most important

information on environmental labels wiasver than tlat selecting each of the alternative possibilities

listed in the survey. The proporticnt r essi ng t he | mportancecarboh i nf or

footprint was the highest in Portugal (19%) and the lowest in Latvia and Poland (3% and 4%,
respectively)

Most important information on environmental labels:
The total amount of greenhouse gas emissions created by this product

Q4. Environmental labels should be concise. From the list | am going to read you what environmental
information is the most important that a label should contain?
Base: all respondents, %by country
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Thelink betweenmportance ofecolabe$ and preferred information on such labels

Respondents who pay more attentioretolabet when making purchasing decisions wess likely

than their counterparts to answer that whether a produdt e recycled or reused is thmeost
important information that an environmental label should contain, and they appeared to be more
interested invhetherproduct come from environmentalfriendly sourceq37% vs. 29% for those

who said thakecolabet are not important and 25% for teasho never read labels)

Most important information on environmental labels
Whether the Confirmation Confirmation ~ Amount of

product can about eco- that the greenhouse
be recycled / friendly packaging is gas
(Row %) reused sources eco-friendly emissions DK/NA

Importance of  ecolabel sin
purchasing decisions

Ecolabelling plays an important role 35% 37% 15% 1% 2%
Ecolabelling does not play an

. 41% 29% 17% 10% 4%

important role

I never read any labels 40% 25% 17% 9% 9%
Q4. W hat environmental inform ation is the most important that a label should contain?

Q3. Some products have an  ecolabel . Which statement characterises you the best?
Base: all respondents, % EU27

Sociodemographic considerations

Women and older respondents were slightly less likedyn men and younger respondents to select
advice aboutvhether a productatild be recycled or reused as the most important information that an
environmental label should contain, but they were more likely to select confirmation that the product
comes fran environmentallyfriendly sources as the most importgri¢ce ofadvice For example,

41% of 1524 yearolds selected the former type of information and 30% the latter; the corresponding
proportiors for those over 54 wergrespectively36% and 33%.

Manual workers, on the other hand, were the least likely to select a peoeefriendly sources as
the most important element on an environmental label (27% vs:33%6in other occupational
groups), butrathersawecofriendly packaging as more importafgelected by 19% compared to, for
example 14% for employees).

Finally, respondents with higher levels of education more frequently mentibag¢otal amount of
greenhouse gas emissions created by a pr@dutiie most important information on enviromaé

labels this type of information was selected by 12% of respondents with the highest level of education
and by only 7% of those with the lowest levekdication

For more details, see annex table 7b.

page23



Flash EB N° 2561 Sustainable consumption and production Analytical report

2.3 Support for mandatory carbon footprint | abels

Although only oneenth of EU citizens  ghould a label indicating a pr o d cachond s
selectedthe total amount of greenhoust  footprint be mandatory?

gas emissionsreatedby a producti i.e.

the carbon footprinti as the most
important piece of information on
environmental label (see section2.2),

more than 7 in 10 12%) EU citizens
thought that labeli ndi cati ng
carbon footprint should be mandatdry
the future.

5

mYes

No, it should be
done on a voluntary
basis

® The carbon footprint
is of no interest to

me
Only 15% of intervieweesthought that
: DK/NA

such labellingshoutl be voluntary and
8%sada p r oahrban fodtmindoes
not interest them Finally, 1 in 20
reSpondentSither had no Opinion on the Q5. Should a label indicating the carbon footprint of a product be

. . mandatory in the future ?
topic or did not know what to answer Base: all respondents, % EU27
Country variations
Support for introducing a mandatory | abel i ndi ce

the Czech Republi¢ the only country ware less than half of respondents were in favafusuch
labellingi to 9 in 10 respondents in Greeared Croatia

Other countries at the lower end of the distribution were Estonia and the Netherlands: 52% and 54%,
respectively,of respondents in theseuntriesconfirmedt h a t a | abel i ndicating
footprint should be mandatarireland Portugal andSpain on the other hand, were clogeGreece

and Croatia at thhigher end of the distribution withetween 87% and 89%f respondentgiving a

positive answeto thisquestion.

Finnish respondents were the most likely to prefepluntarylabelling system 36%), followed by
Dutch, Austrian and German respondents (28%, 27% and 26%, respec@zelgh respondentsn
the other handwere he most likely to answer that a produatarbon footprint is of no interest to
them (22%). In all other countriesot more than one in six respondents selected this respon
(ranging from 2% in Spain to 17% inthuania)

Should a label indicating a pr od oathondostprint be mandatory?

mYes No it should be done on a voluntary basis m The carbon footprint is of no interest to me DK/NA
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Q5. Should a label indicating the carbon footprint of a product be mandatory in the future ?

Base: all respondents, %by country
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Thelink between thémportance ofecolabe$ and support for carbon footprintabels

Respondents whsaid thatecolabe$ play an important roleehen making purchasing decisions were
more likely than their counterparts to think that a label indicatipgrao duct 6 s car bon
be mandatory in the futu®2% vs. 63%65%). Respondents who said thedolabding does not play
an important role in theipurchasingdecisions werehe most likelyto prefer avoluntary labelling
system (22% vs11% for those who said tha&colabet are important and 16%r those who never
read labels), while those who never read labels most frequently said that a @realtlocin footprint
does nointerestthem (15% vs4% for those who said thatolabet are impa@ant and 10% for those
who said thepposité.

f

(O 0]

Should a | abel indicating a productés carbon footp

No, it should The carbon

be done footprint is of no
(Row %) Yes voluntary interest to me DK/NA
Importance of  ecolabel s in purchasing
decisions

Ecolabelling plays an important role 82% 11% 4% 4%

Ecolabelling does not play an important role 65% 22% 10% 4%
| never read any labels 63% 16% 15% 7%

Q5. Should a label indicating the carbon footprint of a product be mandatory in the future?
Q3. Some products have an ecolabel . Which statement characterises you the best?
Base: all respondents, % EU27

Sociedemographic considerations

Across almost all socidemographic groups, at least 7 in 10 respondents agreed that a label indicating
aprodict 6s carbon footprint § tithwbdnen, brgloyses and arbao r y
residents being the most likely to express this opinion (all 73%g only exceptions were the-28
yearolds and those still in educatidronly roughly twethirds (67%68%) of these respondergave

apositiveanswerto this question.

For more details, see annex table 8b.
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3. The E U Ecolabel

Almost 4 in 10EU citizensin the surveyhad seen the ElWEcolabel or had heard
about it only roughly afifth (19%) said they hae also bought productbearing the
label.

Awareness of the EU Ecolabel was the highedtiimuania Denmark andestonia
(between 49% an81%) and the lowest in the UK, Italy and Swedbet{veen 26%
and 31%).

The Flower is the symbol of theEU Ecolabel.It is a voluntary scheme designed to encourage
businesses to market products and services that are kinder to the environmbatpafdropean
consumers including public and private purchaseirsmake environmentalifriendly choices when
they choose products and servites

Roughly 6 in 10 (61%) EU citizenaterviewed in the survegdmittedneverhavingseeni or heard
abouti the EU Ecolabehndits Flowerlogo.

Almost a fifth (19%) of intervieweesaid theyhave seen the EUEcolabel or have heard about it, and
have also bought products bearing tRlwer. A similar proportion ofintervieweeq18%) had seen
the label, or hdtheard about it, but lonot bought-lower-labelledproducts.

Awareness of the  Flower, the symbol of the EU Eco  -label

H |'ve seen it or heard of it
and | have bought
products with this label

m 've seen it or heard of it
but I have not bought
products with this label

| have never seen it nor
heard of it
61

DK/NA

Q9. Are you aware of the Flower, the symbol of the EU Eco -label ?
Base: all respondents, % EU27

Country variations

Awareness ofhe EU Ecolabel watow in most of the individuatountriessurveyed;in only two
countries didroughly half of the intervieweessay that they hae seeni or heard about the EU
Ecolabel Estonia (51%) and Denmark (509) the UK, Swederandltaly, on the other handt least
two-thirds of respondents Haneverseeni or heard aboui the EUEcolabel(73%, 67% and 66%
respectively) Note: although Estonian respondents were among the least likely to statedtiahict
are important in theipurchasing decisions (see sectibf), they were the most likely in the EU to
have seein or heard about the EUEcolabel

At least a quarter of respondeimisDenmark (33%), Spain (29%), Malta (28%), Lithuania and France
(both 26%), the Netherlands daestonia (both 25%) said théyave seen the EUEcolabe) or have

* http://ec.europa.eu/environment/ecolabel/index_en.htm
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heard about it, and ke also bought products bearing thlwer. By comparison, irfFinland and the
Czech Republiopnly 12% of respondents selected this response.

Although Hungary Portuga and Slovenia were cloge the abovanentionedcountriesin terms of
awarenes@bout the EU Ecolabetespondents in these countries were less likely to have actually
bought productdearingthe label(between 20% and 22%More than a quarter of Hungars,
Portuguese and Sloveneddrseeni or heard about the EU Ecolabel, but ldanot boughtFlower-
labelledproducts (between 26% and 27%).

Thelink between environmental purchasing decisions and awareness of the EU Eeblab

Respondents with a higher level of awareness about the environmental impact of the products they buy

or use and those who pay more attention to a
ecolabes when making purchasing decisions waoté only more likely than their counterparts to
answer that they have sekemr heard abolit the EU Ecolabelbut were also the most likely to have
actuallybought productbearingthis label.

For example while only aroundhalf (49%) of respondents wholamed to befully aware of the
environmental impact of the products they buy or use fever seeri or heard about the EU
Ecolabel, this proportion increased to slightly more than thueeters (77%)f those admitting
knowing nothing about the impacon the environment of the products they buy and use. Similarly,
only slightly more than half (52%) of respondents who saiddbalabding plays an important role in
their purchasingdecisions said that they have never seen the EU Ecolabel, or havéheand about

it; the corresponding proportion for those whm ribt pay attention tecolabet and for those who
never read any type of labels werespectively63% and 73%.

Furthermore, while more than a quarter of respondents who claimed folpeaware of the
environmental impact of the products they buy or use and of those who pay attestiotabed had
bought Flower-labelled products (both 28%) respondentsadmitting knowingnothing about the
environmental impacdf the products they buy or egghose saying thagcolabet played no rolén

their purchasing decisiord respondents who never pay attention to any type of labelbeatereen
two and three times le$ikely to have done so (11%, 15% and 9%, respectively).
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