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Abstract
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manian consumers. Bulg. J. Agric. Sci., 23 (3): 512–517

EU Eco-label is a relatively new trend for the consumers. Even it has been available since 1978 awareness of it was in-
creased recently. It is probably because increasing of some concerns also around the consumers such as global warming and 
some other environmental concerns.

In this study it was aimed to contribute EU Eco-label and consumer behaviours. For this reason, ideas of Romanian con-
sumers were analysed. According to result of this study most of Romanians are recently hear EU Eco-label from the media, 
mostly. Also, most of them are desired to pay more if products are labelled with EU Eco-label.
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Introduction

The EU Ecolabel helps you identify products and ser-
vices that have a reduced environmental impact throughout 
their life cycle, from the extraction of raw material through 
to production, use and disposal. Recognised throughout Eu-
rope, EU Eco-label is a voluntary label promoting environ-
mental excellence which can be trusted (Anon., 2015b). In 
addition to this defi nition, some authors were also made defi -
nition about eco-labelling. For example, Tang et al. (2004) 
defi ne eco-label as a mean of information tool that usually 
utilized logo to convey information to consumers on the en-
vironment implications of buying such products. Addition-
ally, Rex and Baumann (2007) describe eco-label as a means 
for consumers to make choices that will reduce environmen-
tal impact and enable them to infl uence how products are 
made. Sønderskov and Daugbjerg (2011) defi ne eco-label as 
a product claim to furnish consumers with credible and eas-
ily accessible information on the environmental attributes of 

a product. Also, Sammer and Wüstenhagen (2006) advocate 
eco-label as an important marketing tool to overcome mar-
ket failure due to information asymmetries between sellers 
and buyers of environmental friendly products (Kong et al., 
2014). Eco-labels refer to a product’s collective overall envi-
ronmental performance (Rashid et al., 2009). The eco-labels 
may be classifi ed in two categories: those fi nancially sup-
ported by government and those that rely on private initiative 
(Dinu et al., 2012).

The fi rst eco-labelling program is dating since 1978 and 
it was carried out in Germany (Dinu et al., 2012). Public at-
tention has been paid to eco-labelling since the late 1970s 
(Korteland, 2007). Since 1992, when the ecological labels 
began to be granted, the number of companies that demand-
ed and received the eco-label has increased every year. The 
EU Eco-label „The Flower” awarded only six licenses in 
1996, an additional 128 in 2002, and a further 754 in 2008 
(Schumacher, 2010). Ecological labels reaching in October 
2010 to 1126 (Dinu et al., 2012). In November 2011 the Eco-
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label Index listed 426 certifi cations and labels in 25 industry 
sectors (Berger and Hari, 2012). 

In order to include a group of products in the eco-label-
ling scheme (by which it is granted an ecological label to 
those products considered less damaging for environment 
than other in the same group), it has to meet two conditions: 
to represent a signifi cant volume of sales and to have a sig-
nifi cant impact on the environment. The following groups 
of products meet these conditions: textile, shoes, detergents 
for laundry, dishwashing machines, personal computers etc. 
(Dinu et al., 2012).

In Romania, there is a specifi c legislative frame concern-
ing the determination of the procedure of granting the eco-
logical label and of their conditions of use. The groups of 
products for which are set forth the criteria of granting the 
Romanian ecological label are similar to the European ones. 
The exceptions are the alimentary products, the drinks, the 
medicines and medical appliances meant for being used in 
professional purposes (Dinu et al., 2012).

For many different areas, some studies are available for 
relationship of eco-labelling and consumers behaviours in 
different countries such as, Romania (Dinu et al., 2012), 
Malaysia (Rashid et al., 2009), Germany (Imkamp, 2000), 
China (Paull, 2008), Sweden (Lefébure and Rosales Muñoz, 
2011), USA (Vlosky et al., 1999), Hong Kong (Yau, 2012), 
India (Goswami, 2008).

This study is about Consumer behaviours and ideas about 
European Eco-labelling. In the scope of this study, a ques-
tionnaire, which was contained 9 questions, was applied on 
Romanian people who were lived in Arad city. The question-
naire was made in April and May in 2015.

Factors affecting consumer behaviours on eco-prod-
ucts choosing

Economic theory suggests demand for a product or service 
is a function of a number of factors; one of these being the 
tastes and preferences of consumers (Teisl et al., 2008).  The 
consumers play an important role in the protection of envi-
ronment by their choices when they purchase products (Dinu 
et al., 2012). A global increase in environmental awareness 
and concern about issues such as climate change, resource 
depletion and higher levels of pollution are having a greater 
infl uence on the purchasing decisions and product selection 
of consumers. In a response to this trend and growing demand 
for eco-friendly products, manufacturers introduced goods 
suggested to have a less harmful impact on the environment 
(Du Toit, 2011). It is clear that eco-labels can affect consumer 
choice (Horne, 2009). Based upon the recent Flash Euroba-
rometer 258 study we fi nd that for approximately 50% of Eu-
ropean citizens, eco-labels play a signifi cant role in their con-

sumption decisions. Hence, eco-labelling is starting to show 
a signifi cant impact on consumers behaviour (Schumacher, 
2010). Eco-labels infl uence consumer behaviour in two ways.  
First, they introduce green as a considered attribute at the point 
of sale.  Second, they enable consumers to comparison shop 
based on green (Anon., 2015a). Eco-label oriented consumers 
feel more informed; more conscious consumers prefer a sub-
sidy on green goods and a tax on dirty goods; price-oriented 
consumers do not care about the green subsidy but would vote 
against a tax on the dirty goods (Schumacher, 2010). Consum-
ers are concerned about the environment and they will support 
eco-friendly goods, if the quality and performance are as good 
as regular products. The survey, however, revealed that con-
sumers are of the opinion that eco-friendly products are not 
as effective as regular products. The analysis also found that 
consumers are price sensitive and not willing to pay a large 
premium for eco-friendly attributes (Du Toit, 2011) but  they 
are willing to pay more for green products (Sima, 2014) even 
if not large amount. Some studies shown these, for example, a 
recent Danish study shows that consumers are willing to pay 
extra for products they know are more sustainable. Consumers 
are willing to pay 10-17% more for eco-labelled toilet paper 
and detergents. When there are more sustainable alternatives 
on the market, as e.g. reusable dishcloths instead of kitchen 
paper, consumers will not pay extra for eco-labelled prod-
ucts (Anon., 2006). Also, a majority of the European citizens 
(87%) share the opinion that their behaviour can play an im-
portant role in protecting the environment and for that reason 
consumers are prepared to spend more money on environmen-
tal-friendly products (Korink, 2013). Interestingly, the Natural 
Marketing Institute’s 2007 LOHAS Consumer Trends Data-
base report determined that not all eco-labels have the same 
impact. In fact, consumers indicate that they are more likely 
to make eco-friendly purchase decisions if the eco-labels are 
also widely recognized and trusted brands in of themselves.  
Familiar labels for programs like the EPA’s Energy Star have a 
more signifi cant infl uence on consumer behaviour than others 
(Anon., 2015a). 

The aim of this study is to understand behaviours and 
ideas of Romanian people about EU Eco-label. 

Materials and Methods

In this study, the questionnaire was applied to people 
by face to face and asked directly one by one in Arad city, 
Romania, between April and May, 2015. This study covers 
ideas of Arad city’s residents. Questionnaire was applied in 
this city because it was thought that Arad is able to refl ect 
general Romanian people behaviour and ideas. Questions 
were contained multiple choice answers. 
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In this study, to determine the sample size, the formulas 
given as follow were used (Eqs. 1-4)

d2 = (z2).variance(P̂) (1)

                         N – n
variance(P̂) = [–––––]*P*(1 – P) (2)
                          N*n

                N – n
d2 = (z2).[–––––]*P*(1 – P) (3)
                 N.n

                              180 000 – n
(1/10)2 = (1.962)*[–––––––––––]*0.5*(1 – 0.5) (4)
                               180 000*n

where d – sensitivity, (1/10); 
 z – variance estimation, (1.96); 
 variance (P̂) – the prediction variance of ratio; 
 P – rate of awerness, (% 50); 
 N – universe, (180 000); 
 n – sample, (96).

Results and Discussions

In this study, totally 96 people answered the question-
naire, and 42% of the participants were male, the others 58% 
were female. A huge percentage (70%) of the participants 
was also young people (20-30 years old). It was followed 
by group of people was 31-40 years old as 17 percentage. 
Also, most of people who were answered the questionnaire 
has bachelor degree from universities as approximately 64%. 
This was followed by high school graduated people by 26%. 
Moreover, generally, people participated to this study was 
had good living conditions. That is, 45% of people were had 
suffi cient conditions for decent living, 17% people could buy 
occasionally some expensive things and 19% people could 
buy everything they need.

First question of the questionnaire was „When did you 
heard in the fi rst time about eco-labelling”, and the most of 
people (45%) responded as „this year”, the second common 
answer (24%) was „2-3 years ago”. The results were shown 
in Figure 1. Due to young age group, the people know eco-
label, especially this year. The second question of the ques-
tionnaire (Figure 2) was „From which sources you heard 
something about eco-labelling?” and the most of people 
(41.6%) responded as „media”. Media campaigns promoting 
eco-labelling apparently raise the awareness of consumers 
(Koszewska, 2011). For this reason, media should be used 
much more effectively to increase knowledge of people 
about eco-labelling and to widespread selling of eco-label-
ling products.

Third question in the questionnaire (Figure 3) was „How 
often do you meet with notion of eco-labelling?” and people 
were responded „enough rarely” approximately 38% as the 
most common respond. Also „neither rare nor common” and 
„very rarely” responds were had the same percentage as 17.7%. 
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For the fourth question, people responds were shown in 
Figure 4. The forth question of the questionnaire was „What 
do you think about the advantages of an eco-labelled service/
product?”

One third of the people (33.3%) were thought that eco-
labelled products/service was more effective for both con-
sumers and environment. Also, 25% of people were thought 
that eco-labelled products/service have low environmental 
impact substances, also 21.9% people thought that „it is saf-
er for humans and nature”. As a result, people thought that 
eco-labelled things were better way to protect environment 
and give less harm to it. The result of this study was com-
patible with (Brécard et al., 2012). According to Brécard et 
al. (2012) a signifi cant number of consumers seem to share 
this opinion: 21% of Europeans estimate that buying envi-
ronmentally friendly products has a positive and signifi cant 
impact on solving environmental problems.

It was interesting that for question 5, the most of people, 
90%, given the same answer. Romanian people were thought 
that advantages of eco-labelled rural locations/tourism in 
terms of consumer services are the safety of using a service 
with low environmental impact. With this answer, most of 
the Romanian people were thought correctly since eco-la-
bel’s task is this. The answer given for question 5 by people 
was shown in Figure 5. 

In sixth question (Figure 6), which was „Do you agree to 
pay extra money for pension tourism/hotel that has European 
Eco-label?”, people were answered generally (35.4%) agree 
to pay but a small amount extra money. In addition, 25% 
of the people were agreed to pay money up to 5% more for 
eco-labelled tourism/hotel service and products. As it seen, 
people have intention to pay extra money even if in small 
amount for eco-labelled products and services. 

For the question 7, both the question and percentage of 
answer given by the people could be seen in Figure 7. Roma-
nian people were thought that, having eco-labelling is useful 
for companies to reduce maintenance costs (33.3%) and pro-
vide advantages over the competition (28.1%). Furthermore, 
people were thought that it improves imagine of the com-
pany (26%). Also, a small percentage of people thought that 
it is useful for a leading position in the market for companies 
who have eco-labelling on their products.

In question 8 (Figure 8), people were responded „How 
important does it for you to use our eco-labelled agro-tour-
ism/tourism?” The most of people (44.79%) were responded 
that „important” and 19.8% people were responded as „very 
important”. Moreover, 25% of the people were responded as 
„medium important”. As a result, for Romanian people eco-
labelling was seen as an important issue.
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In the ninth question, people were responded „Would be 
appreciated eco-labelled agro tourism/ tourism and products 
in the future, what do you think?” The answers were given 
in Figure 9.

It was shown that, Romanian people were thought as eco-
labelling would be more important and more realized in the 
future. 

Conclusion 

In this study, it was shown that, media had an important 
role which affects knowledge of human about eco-label-
ling. For this reason, by using media in more effi cient way, 
knowledge of human could be improved about eco-labelling. 
Nowadays, social media are common in young generation, 
so by especially using social media, awareness of eco-label-
ling could be improved. However, it should be noted that, 
especially for media, consumers should be informed with 
correct information. It is important since their expectations 
are formed according to information that gave to them. If 
wrong information was given, the results could be not so 
good for eco-labelling in the future. In addition, consumers 
were wished to pay more for eco-labelled products. For this 
reason, knowledge on eco-labelling should be shared with 
producers to encourage them for using eco-labelling to their 
products. By this way, producers may also increase their in-
comes. Moreover, according to the results, people think that 
eco-labelling would be appreciated more and more in the 
future. Based on results of this research, future looks like 
promising for eco-labelled products in Romania. 
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