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7. BIO IS activities in France 
 

7.1 Results and conclusions of previous activities  

In 2006 BIO IS concentrated on the textiles, copying paper, and lubricants product 
groups. The results achieved with the mailings, defined as the percentage of positive 
answers, were mixed, reaching from a very good return rate of 6.4% for textiles to no 
answers at all for copying paper.  

Based on 15 companies that expressed interest in the Flower, it was concluded that the 
mailing methodology followed up by a phone call and/or workshop was the right one, 
covering a maximum of companies of the target group with the limited resources available 
per country/target group.  

 

For 2007 it was decided, in collaboration with the French CB, to focus marketing activities 
on the following product groups: 

 
 Soaps, shampoos and hair conditioners 
 Other product groups through Green Public Procurement (GPP) 

 

Regarding the first group it was decided to build up on our experience with the mailing 
methodology. A text promoting the Flower for this new product group was sent to 
producers who were also invited to a workshop held on 3 October 2007. Nine producers of 
soaps, shampoos, and hair conditioners participated to this workshop, which corresponded 
to a success rate of 7%.  

A questionnaire was developed to be filled in by participants of this workshop to gain 
further insight into their understanding of the Ecolabel, their view on the criteria and the 
workshop. Unfortunately this questionnaire was not given out by the CB on the day of the 
workshop but sent afterwards by email. Despite a reminding email only 2 participants 
returned the filled-in questionnaire. However, the answers received were interesting. One 
of the interviewees did not know the Ecolabel scheme very well before the workshop and 
found the soaps and shampoos criteria regarding thickening components too strict, as 
components complying with these criteria are difficult to find. Even though the interviewee 
was therefore not sure to be able to obtain the European Ecolabel, he thought that the 
Flower is a real marketing advantage. The second interviewee already holds the Flower for 
many cleaning products. The company noted that the soaps and shampoos criteria 
regarding the critical dilution volume toxicity (CDV) analysis are not strict enough.  

Two producers have been awarded the European Ecolabel for soaps and shampoos so far, 
one of them being the French producer Novamex who was present at the workshop 
discussed above.  

 

Regarding other product groups through Green Public Procurement, a mailing was sent in 
September/October 2007 to public purchasers informing them about their exemplary role 
in sustainable development and the possible role of the Flower in implementing GPP. 
Furthermore the mailing provided information about stands of the Flower at the French fair 
“Salon des Maires” which is dedicated to mayors and local authorities as well as the 
“Buy&Care” fair. Both of these fairs took place at the end of November 2007.  
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While the French CB represented the Flower at the “Buy&Care” fair, it was BIO IS who 
represented it at the “Salon des Maires” in the frame of its Ecolabel Helpdesk activities. It 
is estimated that approximately 50 people per day came to the stand to receive further 
information about the European Ecolabel and its role in public procurement.2  

 
 

7.2 Situation of the EU Ecolabel in France  

There are currently3 105 producers and services awarded with the Flower in France. The 
distribution of product groups is as follows: 

 

Product Group Number of Licenses  
Indoor paints and varnishes 18 licensees 
All purpose cleaners 18 licensees 
Hand dishwashing detergents 17 licensees 
Tourist accommodation services 15 licensees 
Soil improvers 11 licensees 
Laundry detergents 8 licensees 
Dishwashing detergents 4 licensees 
Growing media 3 licensees 
Lubricants 3 licensees 
Tissue paper 3 licensees 
Textile products 3 licensees 
Camp site services 1 licensee 
Soaps and shampoos 1 licensee 

 

 

7.2.1  Label and Product Recognition 

 

We do not have current research at hand that could provide further information about the 
Ecolabel recognition in France.  

 

 

7.2.2  Other relevant ecolabels 

 

The NF Environnement label is the official French ecological certification, issued by AFAQ 
AFNOR Certification. This ecolabel covers 22 product categories such as: garden compost 
bins; paints & varnishes; refuse bags; balls of washing; cat litter; furniture; carrier bags; 
coffee filters; interior fitting & decoration for consumers; envelopes; toner cartridges; 
absorbents; and universal colorants.   

Generally, the brand NF Environnement is considered as complementary to the Flower as it 
develops categories that are not covered by the EU Ecolabel.  

                                          
 
2 For further information about the “Salon des Maires”, please see the Ecolabel Helpdesk Final Report 
2008.  
3 As of April 2008 
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7.2.3  Synergy and cooperation with other ecolabels 

 

The French CB often presents the European Ecolabel together with the national label NF 
Environnement. At the “Buy & Care” fair, for example, that took place at the end of 
November 2007, both labels were presented to interested parties.  

 

 

7.2.4  Product placement and entry quality  

In France, about 1290 products that are awarded the Flower are available all of which can 
be found on the E-catalogue (www.eco-label.com). Please note, however, that this figure 
is a lower-end estimate as different product types might be registered under the same 
product name. Furthermore, this data entry does not necessarily mean that the product 
was manufactured in France.  

 The product group distribution looks as follows:  

Product category Number of products available 
All purpose and sanitary cleaners 481 
Indoor paints and varnishes 291 
Hard floor coverings 121 
Hand dishwashing detergents 78 
TV 52 
Tissue paper 51 
Textile 47 
Laundry detergents 33 
Copying paper 27 
Soil improvers and growing media 25 
Dishwashing detergents 24 
Lubricants 21 
Tourist accommodation 19 
Soaps and shampoos 13 
Light bulbs 4 
Growing media 3 
Camp site service 1 
Footwear 1 

 

7.2.5  Retailer Information 

Currently, 63 retailers are registered in the E-catalogue in France. Unfortunately the 
information given about these retailers is not always complete even though the EU 
Ecolabel Helpdesk regularly calls back retailers to ask them to fill in their data. However, 
most of them are not interested in registering ecolabelled products on the Green Store as, 
from their point of view, it would require regular updates and a lot of time because they 
often change their brands/products. 

 

7.2.6  Situation of industry 

The French industrial sector is very diversified. France is the biggest European player in 
the agribusiness with about 131 billion Euros of annual turnover. The second largest 
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national sector is the construction one which generates 129 billion Euros of turnover. The 
third one is automobiles with 88 billion Euros of turnover and a market share of 21.5% of 
European production (ranking Nr.5 in the world). Chemicals, telecommunications, luxury 
goods, aeronautical and tourism (most visited country in the world) are further important 
industries.4  

Key industries whose products might be covered by the Flower are three: 

The Chemicals sector 

With a global turnover of 93.7 billion Euros in 2004, this sector comprises approximately 
2500 companies and employs more than 240.000 people. The French chemical’s industry 
is the 5th largest of its kind in the world and the 2nd in Europe. 45% of sales are dedicated 
to household consumption with products such as medicine, detergents, perfumes and 
cosmetics. The most important growth is registered for the soaps, perfumes and 
detergents’ sector (+3.7% per year over the last 15 years).5  

The Textile sector 

The French textile industry is the third largest in Europe after Italy and Germany. In the 
last 10 years, personnel have been reduced by two and 30% of companies have 
disappeared mostly due to a high level of international competition. The French textile 
market is nowadays specialised in the development of fabrics for a technical use: In 2005 
only 1% of production was dedicated to the clothing sector.6  

The Tourism sector 

France is the first travel destination in the world, employing more than 2 million people 
and generating 6.5% of national GDP in 2006. The largest number of visitors comes from 
the EU, led by British and German tourists. Regarding visitors from outside the EU it is 
especially the number of Chinese visitors that is rising. Most tourists in France choose to 
go to hotels (60%). The occupation rate of campsites is however rising especially due to 
higher numbers of Dutch and British tourists.7  

 

 

 

7.3 Strategy and Steps in 2008 

In cooperation with the French CB and the Chamber of Commerce of Lorraine the 2008 
activities will concentrate on the following product groups: 

 

► Heat Pumps 

► Textiles  

 

7.3.1  Heat Pumps 

This is a new product group whose criteria were published in November 2007. Similar as 
for the soaps and shampoos product group in 2007, it does therefore make sense to pass 
on the news of the availability of the Flower for this product group to interested parties.  
                                          
 
4 http://www.diplomatie.gouv.fr/fr/article-imprim.php3?id_article=16600 
5 http://www.industrie.gouv.fr/biblioth/docu/dossiers/sect/partie1.pdf  
6 Study available at : http://www.industrie.gouv.fr/biblioth/docu/dossiers/sect/pdf/textile2007.pdf  
7Study available at: http://www.tourisme.gouv.fr/fr/z2/stat/bilans/att00014546/bilan_touristique2006.pdf 
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The methodology used is based on a mailing followed by phone calls and a workshop with 
interested parties: our experience shows that this method is effective in reaching a large 
number of people at once and in enabling us to concentrate more time-consuming 
activities, such as workshops, on those that are really interested.  

 

7.3.2  Textiles 

It was decided with the French CB to focus promotion activities on a specific region, la 
Lorraine, because the local Chamber of Commerce expressed a high interest in the Flower, 
and was very willing to inform and motivate its member companies to apply for it. Lorraine 
is a region in the North-East of France, with approximately 2.5 million inhabitants for a 
surface of 23547 km². Its capital is Metz. In terms of GDP, with 3.4% of the total French 
GDP, la Lorraine is the 8th of the 26 French regions. La Lorraine is a former industrial 
(automobile and textile mainly) and mining region, where these traditional industries 
suffer from international competition, and new services are developed. In this context, the 
Chamber of Commerce of Lorraine sees the EU Ecolabel as a means for its industrial 
companies (especially textiles), to differentiate themselves from the international 
competition.  

 

 

 

 

 

 

 

 

Despite strong international competition and a more difficult business environment, the 
French textile industry remains to be the third largest in Europe behind Italy and 
Germany. With currently no more than three French holders in this product group (and 
one certification underway) there is room for differentiation which should be utilised. The 
current revision of criteria that is expected to be finalised in the course this year is 
therefore a welcomed occasion to contact producers. Both, the French CB and the 
Chamber of Commerce of Lorraine have confirmed a need for information on the side of 
textile producers and will be partners in this activity.   

To increase the number of holders in this product group a workshop is organised together 
with the Chamber of Commerce in Lorraine, the textile specialist Pierre Lebon of the 
French CB l’Afnor, and the Pôle de Compétitivité Fibres (Competitive Cluster which 
combines in the same region, a number of companies, training centres, and research units, all 
engaged in collaboration towards new and innovative projects involving fibres). A so-called Pôle de 
Compétitivité is an association of companies, research centres and educational institutions 
working in partnership to create synergies for innovative projects (for more information on 
this please see http://www.competitivite.gouv.fr) It is a strong advantage that the Pôle de 
Cométitivité Fibres will participate and support this workshop as they are on the forefront 
of innovation in the French textile market. Furthermore, in developing the content of the 
workshop the team is be supported by Nick Paxevanos, who is the Lot 7 partner 
specialised on textiles.  

 

 

 

Location of the Lorraine  
region in France 
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7.4 Actions completed and results 

 

7.4.1  Heat pump workshop 

 

 A database of French heat pumps producers has been developed and its preliminary 
version is enclosed in Annex France. At this point the list includes producers that 
are awarded the NF Environnement label for heat pumps as well as the AFPAC8 
association which gathers French producers of heat pumps, and Certica9 which is an 
association for the certification of heating, cooling, and air conditioning equipment. 
The list of 64 contacts is enclosed in Annex France).  

 In April, BIO wrote the mailing text to promote the Flower and invite heat pumps 
producers to a workshop held in June (the text of the mailing is enclosed in Annex 
France).  

 The workshop took place on 24 June 2008. 25 people were registered from 20 
different companies.  

 A satisfaction questionnaire was developed in order to receive participant feedback 
(enclosed in Annex France) about the workshop and the Flower. Unfortunately this 
questionnaire was not given out to participants by the French CB on the day of the 
workshop but was sent afterwards per mail. 

 
 

7.4.2  Textile workshop 

 

 A mailing was prepared and agreed on with the Laurraine Chamber of Commerce 
(see Annex France). It was sent out by the Chamber of Commerce in May in order 
to sent it in the right moment. More than four weeks prior was regarded as beeing 
too early so that the invitees would just put it to the side and forget about it. 

 The database of textile producers was provided by the Lorraine Chamber of 
Commerce.  

 The workshop took place on 13 June 2008 in the auditorium of the Pôle de 
Compétitivité in Epinal, France.  

 BIO organised  for Mr. Pierre Lebon, in charge of environmental accreditation within 
the French CB (AFNOR Certification) to participate to the workshop and to make a 
speech. The presentation focused on the value of the EU Ecolabel as well as the 
application process and the fees. The event finished by an interesting exchange 
among companies which wanted even more information about the Flower.  

 About 10 people from textile companies –including Halbout, Crouvezier 
Développement, Previso and Polytex– attended the event.  

 A satisfaction questionnaire (enclosed in Annex France) was sent after the work-
shop in order to receive participant feedback about the workshop and the Flower. 

 Finally, BIO was not responsible for the follow-up because the Chamber of 
Commerce preferred to do it themselves. However, BIO also arranged the buffet 
after the workshop.  

 

                                          
 
8 For more information, please see: http://www.afpac.org/  
9 For more information, please see: http://www.certita.org  
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7.4.3  Stand at “Prêt-à-Porter” fair 

 

 BIO represented the Flower at the “Prêt-à-Porter” fair in Paris on 5 and 8 
September 2008 respectively, on the stand of the Earth Collection. 

 BIO prepared a press release on the Flower and the labelled Earth Collection pro-
ducts for the fair`s press centre and held a briefing for the Earth Collection staff. 

 The main activity of BIO consisted in visiting other exhibitors in the widespread “So 
Ethic” section to check their awareness of the Flower and their interest in labelling 
their products in the future. 

 37 contacts were made. For the most part, the companies BIO met at their stands 
were very or partly interested in the label and showed curiosity. Nine already knew 
it from either a textile background or from other products such as appliances or 
cleaning products. There were only a few ones that were completely rejecting the 
label or receiving further information about it. This was very interesting to note 
because at the last Prêt-à-Porter fair in 2004 none of the persons met was 
interested in ecological issues or had heard of the Flower. 

 For detailed results, please see the dedicated report enclosed in Annex France. 
 

 

7.5 Prêt-à-Porter 

In the framework of Lot 7 Marketing activities for products, the Helpdesk was present at 
the Prêt-à-Porter fair in Paris on September 5th and 8th 2008 respectively, on the stand of 
the Earth Collection (the only EU Ecolabel holder exhibiting at the fair, who agreed to have 
persons from the Helpdesk present on its stand). 

 

The objectives were three-fold: 

 

► To assess the level of awareness of the Flower amongst textile companies in 
comparison to 4 years ago  and raise their knowledge on the Flower 

► To promote the EU Eco-label towards companies present at the fair who could be 
potential applicants 

► To support the Earth Collection staff at their stand to present the Flower to visitors: 
clients and journalists 

 

 

7.5.1  Presentation of the Trade Fair 

 

The textile Prêt-à-Porter fair took place on 5-8 September 2008 in Paris presenting 1,500 
international labels. The fair attracted a total of 43,000 trade visitors and 1,000 journalists 
from all over the world during the four days of the fair. In 2007 more than 40% oft he 
visitors were international. The Top 10 visiting countries (excluding France) were: Italy, 
Spain, Great Britain, Japan, Belgium, Greece, Germany, Switzerland, USA and Russia.  

Products exposed were mainly ready-to-wear garments and included everything from 
clothing and shoes to accessories. The fair was divided in different areas that categorized 
the displayed brands. Areas were named: “So Good So Much”, “So Chic”, “Shibuya” or “So 
Ethic”, for example. The latter is a new section and has grown remarkably since it was 
introduced in 2006.  
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7.5.2  Presentation of the Earth Collection  

 

The Earth Collection is a clothes manufacturer which was awarded the 
Flower in 2008 by the Danish Competent Body. The Earth Collection was 
founded on the idea of producing and distributing environmentally friendly 
clothing back in 1993. Since then, the range has developed into a full 
collection covering women's, men's, children's and babies' wear and is 
today sold in more than 500 shops in over 30 countries around the world.  

The Earth Collection has been pioneering environmentally-friendly business practices for 
more than a decade and eco-certification has come into effect in 2008, making the Earth 
Collection the first company with 100% design and manufacture based in China to receive 
the European Ecolabel award. 

  

  
The Earth Collection summer collection flyer featuring the Flower 

 

 

7.5.3  Preparation and Performance  

 

The Earth Collection had a stand at the fair in the So Ethic section for sustainable fashion 
on the 3rd floor. Due to space constraints, Ms. Lena Domröse and Ms. Christelle Douant 
could not be permanently present at the stand, and they could only display a limited 
amount of brochures. However, they would return to the stand at fixed hours and were 
on-call for the whole time of September 5th and 8th to assist the Earth Collection 
representative to answer questions from journalists or clients.  

 

Press release. The Helpdesk prepared a press release on the Flower and the certified 
Earth Collection for the press centre. Highlighted was the Earth Collection’s commitment to 
sustainable textiles and the Flower. It also provided background information on the Flower 
scheme and current criteria for textiles.  The press release can be found in Appendix 2.  
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Distribution of marketing material. The Helpdesk brought the following marketing 
material and distributed it at the Green Bar and other catering facilities: 

 

 Consumer Info-kit brochures in French (Vêtements et articles chaussants) and 
English (Clothing and Footwear), 

 Textiles product group fact sheets in French and English, 

 General Marketing Brochures in French and English, 

 “Trust the Flower to protect the Environment” Consumer Leaflets in English 

 

Furthermore, a big Ecolabel roll up poster was set up next to one entrance of the So Ethic 
section not far from the Earth Collection stand. 

  

Briefing meeting. On Friday morning at the stand of the Earth Collection staff received a 
short briefing on the EU Ecolabel including a short summary of the history of the Flower, 
the textile product group fact sheets with the summary of the criteria and the advantages 
of the Flower. This time also enabled the Helpdesk to answer the questions of the Earth 
Collection staff on the application process and to discuss with them the 
advantages/disadvantages of the Flower. An agreement was found on how to deal with the 
limited space for the brochures and the Helpdesk team at their stand. 

 

Briefing of the Earth Collection representative Explaining the Ecolabel criteria to a producer in So Ethic 
Section 

 
Ecolabel roll up sign at one of the entrances of So Ethic 
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Distribution of press release. On Friday the Helpdesk laid out about 30 of the 50 press 
releases at the Press Office which were all taken by the end of the day. On Monday the 
Helpdesk distributed the remaining press releases of which about ten were recollected at 
the end of the day. To be reachable for journalist at the stand, as indicated on the press 
release, the Helpdesk team left their cell phone numbers at the Earth Collection stand and 
checked back there every hour 

 

Promoting the Flower among other stands towards potential holders.  Due to the 
space issue at the Earth Collection stand, the main activity of the Helpdesk consisted in 
visiting with other exhibitors in the widespread So Ethic section to check their awareness 
of the Flower and their interest in labelling their products in the future. This turned out to 
be a good strategy because not many people visited the actual stand and the contacts with 
the exhibitors were friendly and led to interesting discussions. 
 

 

7.5.4  Stakeholders met and results obtained 

 

At least 37 contacts were made. These were mostly textile companies which had stands in 
the So Ethic section of the fair and whom the Helpdesk approached. 

Whenever checking back with the Earth Collection staff, there was rarely demand for the 
Helpdesk at the stand by journalists or other clients. In general, exhibitors on the third 
level were a bit disappointed by the small number of visitors finding their way up to the 
third floor. 

For the most part, the companies the Helpdesk met at their stands were very or partly 
interested in the label and showed curiosity. Nine already knew it from either a textile 
background or from other products such as appliances or cleaning products. There were 
only a few ones that were completely rejecting the label or receiving further information 
about it. This was very interesting to note because at the last Prêt-à-Porter fair in 2004 
none of the persons met was interested in ecological issues or had heard of the Flower. 

In general, manufacturers were very aware of environmental (and social) problems 
connected to textiles or textile production. This is due to the fact that the Helpdesk 
concentrated its efforts on the “So Ethic” part of the fair. It is likely that this awareness 
would have been lower in other parts. Many companies already had some sort of 
certification, be it for organic cotton or for complying with fair trade rules. This proved to 
be a good starting point for a discussion explaining the advantage of “one label for all”. 

 

Once the Helpdesk explained the criteria and the application process more in depth, the 
following concerns or questions were repeatedly encountered (cf. below): 

 

 “The annual fee (unless dropped) is very high, especially for SMEs that were the 
majority at the So Ethic section of the fair”, 

 “The application time to get the label is very/too long”, 

 “The Flower is not as universal and not as strict as the Global Organic Textile 
Standard (GOTS)  label” that some of them already had or intend to obtain,  

 “The Flower is not really an Ecolabel because it does not consider the transport 
aspect that has a huge environmental impact”, 

 “The Flower will be just one more label on their clothes that already carry x other 
(established) labels thus leading to confusion”, 
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However, there were at least 25 companies who wanted to have the fact sheet as well as a 
contact mail or who asked explicit questions concerning the advantages of the label. 
Especially South American exhibitors were very interested to get a label that is respected 
in Europe.  

 

The list of contacts met can be found in the Annex 

  

 

7.5.5  Conclusion 

 

Choosing the 2008 Prêt-à-Porter fair as a platform to promote the Ecolabel was a good 
idea since environmental awareness has risen a lot in the past years and even this very 
fancy and glitzy fair has finally discovered a certain chic and demand in sustainable 
fashion. The large So Ethic section already gathered a lot of the potential future holders of 
the Ecolabel. Since everybody already engaged in some sort of sustainable production, it 
was easy to get into contact with people. However, the textile business already boasts a 
lot of labels that are recognized by producers and costumers. Thus the Ecolabel needs to 
see that it maintains a strong stand in this field and does not fall behind its competitors. 

Not having a real stand, even though not initially planned, turned out to be an advantage 
because A) visitor fluctuation around the stands on the third floor was low and B) it 
allowed the Helpdesk team to cover more of the exhibitors/producers section and engage 
into longer discussions. The final results are: Nine companies out of 37 knew the label and 
25 were interested in obtaining more information. Only 6 exhibitors did not want to receive 
further information or were not interested in the label at all. 
 

 

7.5.6  Recommendations 

 

► It is definitely recommendable to return to the fair next year to see the 
development and to inform new ethic brands about the European Ecolabel and pass 
on updates on the revision toward established brands. Regarding the experience of 
2008, a stand is not necessary or might be even an obstacle in visiting other 
exhibitors. 

► Some manufacturers were very serious about all the aspects of sustainable textile 
production including the transport issue. Some also pointed out there should be an 
effort to use more organic material and/or consider social criteria, which is done 
under other labels such as GOTS. One can draw the conclusion that stricter and 
more complex criteria for textiles would not necessarily lead to less companies 
applying for the label. 

► A lot of the small companies were concerned about the annual fee which seemed to 
be a clear obstacle because the fees for testing are already very high. Maybe one 
could think of a way to give small companies an even bigger discount than 25 % or 
drop the annual fee completely. However, a free label for all could also lead to a 
credibility gap of the Flower. 

► Finally, the group of producers using recycled textiles needs more attention in the 
future because they are not aware that their products can be eligible for a label 
that is considering the whole life cycle including the production of the material. 
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7.6 Annex France 

Mailing sent to heat pump producers 

 

 
Satisfaction questionnaire sent to heat pump producers 
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Mailing sent to textile producers 

 
 
 
Satisfaction questionnaire sent to textile producers 
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8. SPEED activities in Greece 
 

8.1 Activities and conclusions 2006 and 2007 

The product groups addressed as part of the acquisition strategy for 2006 were: 

 

 Bed mattresses. 

 All purposes cleaners. 

 Indoor paints and varnishes 

 

Different activities realized included databases formulation, personal contacts by phone 
calls, letters, emails, and meetings, press work, co-operation and meetings with ASAOS 
(the Greek CB), translation of material. 

 

Acquisition result was three awards for the biggest paints and varnishes industry in 
Greece, “Vivechrom”. 

The product group addressed as part of the acquisition strategy for 2007 was “Textiles”.  

The activities for 2007 were commenced by a research about the textile sector in Greece 
and the formulation of a database of the basic stakeholders in the Hellenic textile sector. 
The stakeholders were then directly contacted either by email or by post and invited at the 
workshop that took place on 26th of September 2007. Despite the efforts made by the 
project group, the workshop had very low attendance. Also, in November 2007, an article 
concerning ecolabel in textile products was published in Hellenic Association of Chemical 
Engineers (HACE) magazine.  

 

The textile sector in Greece has been in decline for the past few years and the textile 
companies are facing major problems (many close down; others relocate to minimise 
expenses etc). It is therefore understandable why the workshop was unsuccessful since 
textile companies are not at the moment in a position to consider their environmental 
profile or any other promotional moves of the kind. 

 

 

 

 

8.2 Development of the EU Ecolabel in Greece 

 

8.2.1 EU Ecolabel in Greece 

 

The Greek Competent Body, ASAOS, is operated by the Ministry of Environment, Planning 
and Public Works. The Counsel is composed of 11 persons, and Mr. George Stamatiou is 
the contact person of the Greek Competent Body. 

 

The current situation of EU ecolabel in Greece is shown in the following table, for all 
product groups: 
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PRODUCT GROUP 
ECOLABELED 

PRODUCTS AVAILABLE 
IN GREECE 

ECOLABELED GREEK 
PRODUCTS -SERVICES 

Hotels - 3 
All Purpose Sanitary Cleaners 38 - 
Bed Mattresses 14 50 
Copying &Graphic  Paper 18 - 
Dishwashers - - 
Dishwasher detergents - - 
Footwear - - 
Hand Dishwashing Detergents 5 - 
Hard Floor Coverings 120 - 
Indoor Paints and Varnishes 63 62 
Laundry Detergents - - 
Light bulbs 4 - 
Lubricants 13 - 
Personal Computers - - 
Portable Computers - - 
Refrigerators - - 
Soaps & Shampoos - - 
Soil Improvers, Growing Media - - 
Televisions 29 - 
Textile Products 12 32 
Tissue Paper - - 
Vacuum Cleaners - - 
Washing Machines - - 
TOTAL 316 147 

(Info taken from ASAOS) 

 

8.2.2 Situation of industry 

 

The Petroleum product sector as well as the chemical industry is amongst the most 
important sectors with regard to the economic growth of Greece. It plays an important role 
to the growth of the domestic industrial production and creates the conditions for the 
concretisation of investments of dozens of millions annually. At the same time it supports 
employment by creating new, promising work places. 

Lubricants are part of this industry. In Greece there are currently at least 17 lubricant 
producing companies, some local, some multinational, as well as many companies that 
import and sell lubricants.  

 

 

8.3 Strategy and steps in 2008 

Towards the end of 2007 SPEED working team held a meeting with Mr. Stamatiou, the 
representative of ASAOS during which the strategy for 2008 was discussed. The decision 
for the product target groups for 2008 was “Lubricants” and “Footwear”.  

Nevertheless, during the kick – off meeting in Brussels, this plan was slightly altered and 
the final decision was to focus on only one product group in an attempt to acquire better 
results than 2007. Since the footwear sector in Greece faces similar problems to the textile 
sector, this product group was abandoned altogether and it was decided to concentrate 
only on lubricants. 
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The agreed activities for 2008 include the following: 

 

 Update of regional strategy 

 Translation of existing material 

 Basic research of lubricant industry in Greece 

 Identification of key stakeholders, formulation of data base 

 Networking with stakeholders, 

 Preparation of Workshop (organised on 12 May) 

 Synergy cooperation with IVAM for the organisation of workshop 

 Press releases  

 

 

8.4 Actions completed by the end of 2008 

Following the kick – off meeting held in Brussels in mid-January, and the formulation of 
the final strategy for 2008, Mr Stamatiou, representative of ASAOS, was contacted and 
informed of the latest developments. Also, several conversations were held with Mr. 
Skarlatos, General Manager of Hellenic Association of Chemical Industries (HACI) and also 
a member of ASAOS in an attempt to identify lubricant companies in Greece and 
determine our approach strategy. 

A synergy meeting was held in Athens in February with lubricant experts Mr. Ckees van 
Oijen and Dr Fleur A. Van Broekhuizen, from IVAM, Holland. During the meeting, a 
preliminary agenda for the lubricant workshop was discussed, possible stakeholder’ groups 
were identified and possible dates for the workshop on lubricants were discussed. 

During the following months, various preparations for the workshop took place. A database 
of all lubricant producing companies was formulated, and this was then on enriched with 
other stakeholder groups potentially interested in attending the workshop on lubricants. 
Also the workshop date and location were arranged for the 12 May, in Stratos Vassilikos 
Hotel. The invitations as well as a brief accompanying explanatory letter (attached in the 
ANNEX) and a participation form that the people invited had to fill in and return to SPEED 
were sent out by post to all the people and companies in the stakeholder list. Mr. Ckees 
van Oijen and Dr Fleur A. Van Broekhuizen were invited to participate in the workshop in 
the line of synergy cooperation between SPEED and IVAM. 

Supplementary to the invitations sent out to stakeholders, telephone calls were made to 
all the people and companies invited, to ensure the fact that they received the invitations, 
and to investigate whether they would attend the workshop in an attempt to identify the 
number of people that would actually be present. At the same time, the workshop agenda 
was finalised and printed material was prepared for the participants.  

Also, a press release about the workshop was sent to several Athenian economic and other 
newspapers. 

 

8.4.1 EU Ecolabel Lubricants Workshop, Athens, 12 May 2008 

 

As previously mentioned, on May 12, 2008, a workshop was organised by SPEED 
Development Consultants S.A., in order to promote and raise awareness on the EU 
Ecolabel Lubricants (EEL) among Greek Stakeholders.  
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Due to the taxi and a petrol station strike that took place in Greece during the same 
period, the participation in the workshop was lower than expected. Nevertheless, the 
workshop was attended by 12 representatives of different Greek Stakeholders in the field 
of Lubricant Manufacturing, Recycling and Testing, Quality Control and from the Chemical 
Engineering Department of the National Technical University of Athens. Also Mr. Panos 
Scarlatos a member of ASAOS and also the General Director of the Hellenic Association of 
Chemical Industries attended the workshop, representing ASAOS and HACI (also a 
member of the European CEFIC). 

Mr Nikos Diakoulakis, the President and Managing Director of SPEED, opened the 
workshop with a welcoming speech. Subsequently, Miss Katerina Amfilochiou, 
environmental scientist of SPEED, introduced the EU Ecolabel concept as an instrument to 
stimulate the market introduction of more environmental friendly products, and described 
the advantages of using such an instrument. Then, the floor was given to Mr Ckees van 
Oijen and Dr Fleur van Broekhuizen, experts at IVAM, the research and consultancy 
department of the University of Amsterdam and partners in the European Ecolabel 
Marketing project for Products, to present the EU Ecolabel Lubricants, its history, its 
criteria and its market issues. Mr Ckees van Oijen introduced the issue of biolubricants and 
the experiences with a former FP5 project on Loss and Lost Lubricants in Inland and 
Coastal Water Activities (LLINCWA). This was followed by a short explanation on the 
promotion activities by IVAM consisting of support offered to companies in R&D and 
contacts with policy makers on possible drivers and barriers for the EEL marketing strategy 
for Greece. 

After a short coffee break, the well respected evaluator of ASAOS, Mr. Panos Scarlatos, 
gave an explanation on the procedures for obtaining the EU Ecolabel in Greece, the paper 
work needed and the barriers that Greek Competent Body and, as a result, applicants for 
EU ecolabel are faced with, due to bureaucracy and insufficient legal enforcement of the 
application procedures.  

Subsequently, Dr Fleur van Broekhuizen elaborated on the aim and scope of the EU 
Ecolabel Lubricants (EEL) criteria. In the subsequent plenary discussion several issues 
were addressed such as: Who considers an EEL application? Do EEL perspectives and 
potential exist for current products (with limited adjustments)? What are the barriers? Is 
structured assistance needed? What lubricant types are not covered that should be? 

As a result of the discussion, it was apparent that the participants felt the need for political 
leadership to establish regulatory measures and incentives to stimulate innovations. SME 
thought that when the market leaders take the first steps, the rest will follow. Also, it was 
believed that financial support for lifetime studies and basic information and knowledge 
transfer would be needed to support further EEL development. Participating organisations 
expressed a great interest to stakeholder information exchange meetings on a regular 
basis on the subject of EEL. IVAM was approached by company representatives, who were 
interested in joining consortia for cooperation projects on developing environmental 
friendly lubricants and potentially the application of the European Ecolabel Lubricants.  

 

 

8.4.2 Other actions – translations – media work 

 

Immediately after the workshop, an article was written by Ckees van Oijen, entitled “The 
EU Ecolabel Lubricants a potential driver of innovation in Greece”. It was 
subsequently edited and it is currently being translated into Greek. Arrangements have 
been made with Mr. Scarlatos for the article to be published in the HACI magazine in the 
Christmas issue.  
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Furthermore, the Marketing Guide prepared by Energon has been translated into Greek 
language and is currently in the final stage of editing.  

 

 

 

8.5 Results at the end of the project 

 

8.5.1 Acquisition of new applicants  

 

According to Greek law, the body of ASAOS has a two-year incumbency. Therefore every 
two years elections take place in order to vote for the new body. Unfortunately, due to 
bureaucracy and other legislative procedures there was a one year “break” since the 
previous body was dismissed (in June 2007) and until the new one took place (in June 
2008). This meant that for this one year period all evaluations were temporarily halted. 
Nevertheless, since the beginning of September, evaluations have began once again so all 
the new applications that had been accumulating until then will hopefully soon be 
evaluated and new awards will be given. 

 

In Greece, most applications and awards for the EU ecolabel lie with indoor paints and 
varnishes and bed mattresses. According to an update made by ASAOS, about 31 
applications are currently being evaluated and therefore it is most likely that before the 
end of 2008 Greece we will be getting new awards in the following categories: 

 

 hotels 

 11 indoor paints and varnishes 

 11 bed mattresses 

 cleaning products 

 2 textiles 

 

Furthermore, four more all purpose cleaners’ applications have been submitted to ASAOS 
and have not yet been allocated to evaluators. Also, five applications are on the way for 
paints and varnishes, in the new category of transparent bases, which is new with the 
ecolabel. Since the criteria for this type of product have only recently been finalised and 
have not yet been uploaded on the official site of the EU, the applications will be submitted 
once the criteria will be officially valid. 

 

The product group of lubricants is new with the European ecolabel which was extended to 
include lubricants only in 2005. In addition the lubricant sector consists basically of big 
multinational companies, which do not operate independently in each country. Also, most 
of the companies internationally do not have products that meet the criteria for ecolabel. 
This means that even if they were convinced of the necessity and importance of acquiring 
the ecolabel, they would need to begin laboratory checks and most probably make new 
products that meet the criteria. It would thus be unrealistic to expect any awards in 2008. 
The main target for 2008 is to inform stakeholders and attract the interest of the lubricant 
companies concerning ecolabel and working supportively with them to proceed with the 
necessary steps that will bring them to applications in the following years. 



 90 

 

8.5.2 Results of other activities 

 

As part of this project for 2008, as mentioned before, the marketing guide prepared by 
ENERGON, has been translated in Greek and will soon be finalised for layout editing. This 
will present an extremely useful tool for both awarded companies but also for interested 
parties, as it displays the marketing benefits and opportunities for ecolabeled products. It 
is greatly believed that the right use of this guide will help raise the interest of new 
potential applicants. 

 

 

8.6 Conclusion for further Ecolabel strategy and 
projects 

As is apparent from the past 3 years during which this project has been realised, 
recognisibility of EU ecolabel has been raised in Greece. In some cases the marketing 
activities did not present direct results or awards in the same year but since applications 
have multiplied in the past years it is apparent that the goal, considering all the 
weaknesses of the system, has been at least partly reached. There have been new awards 
given since 2006 and still 31 are under evaluation. 

 

It is believed that marketing activities should continue in Greece since every year, every 
project helps to make the EU Flower better know amongst producers, resellers and end 
users. Unfortunately, the Greek Competent Body faces numerous bureaucratical and 
functional problems, mainly due to the local legislation, and this limits its role to basically 
evaluating applications, whereas little is done towards the mean of promotion of the EU 
ecolabel. Also, in Greece environmental awareness as such, has only recently and rather 
timidly began to rise. Therefore, extra 
effort is needed in order to get the market 
started. An important element in this 
effort is continuity, more workshops 
should be organised (this was as mentio-
ned above the request of all participants 
in the EEL workshop) on a more regular 
basis and experience has shown that in 
due time the effort will pay back.  

 

 

 

8.7 Annex Greece 

Lubricant workshop: 
Invitation – Explanatory Letter 
– Application Form - 
Photographs 
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Photographs from the workshop 
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9.3 Strategy and steps in 2008 

Strategy in 2008 should continue on raising awareness on the EU ecolabel on the one hand 
and continuing acquisition on the other. 

Acquisition should be continued with companies that expressed their interest in the 
ecolabel in the previous acquisition process and plan to produce products meeting the 
ecolabel criteria. These companies need time to develop suitable products and then they 
will be able to apply. The most promising companies are producers of indoor paints and 
varnishes, tissue paper, cleaning products, and lubricants. 

New focus groups in 2008 will be textile products. 

Awareness raising is planned through  

 
- Ecolabel exhibition on the Greenexpo, a special environmental exhibition for the 

general public,  
- Ecolabel exhibition at (a) big store(s), 
- Cooperation with retailers (besides developing the Green Niche store) to make 

ecolabelled products more visible, 
- Cooperation with the Competent Body. 

 

Media work is very much dependent on actual news such as successful applications or the 
actual start up of selling ecolabelled products in Hungary. Both media work and awareness 
raising can be based on the experience of the Green Niche store. Experience (and the 
success story) should be communicated to the public. (If it proves to be a success story, 
the assortiment of ecolabelled products could be extended as well.)  

 

Team synergy would be useful in providing more detailed and structured data on the 
sales of ecolabelled products by product groups, by year and by country. Info posters for 
promotion stands would be useful as well. 

 

 

9.4 Actions completed by the end of 2008 

 

9.4.1 Preparation 

 

Market research of textile products, the new product group in 2008 started in March. As a 
result, 39 producers have been identified. From them, 8 companies have been selected for 
further research and personal contacting.  

 

9.4.2 Acquisition 

 

Öko-Park Panzió (Eco-Park Pansion), one of the tourist accommodations contacted last 
year as part of LOT 8 activities applied for the ecolabel this April. The Pansion that had 
been awarded by the Green Hotel Prize of the Hungarian Hotel Association several times, 
was first contacted last year on the Budapest Travelling Exhibition and the owner 
expressed strong interest in the EU Ecolabel. In 2007 and, despite the closure of LOT 8 in 
Hungary, also in 2008, the CES provided extensive assistance including on-site 
consultations and, finally, in April 2008, CES prepared their application as well. The 
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successful audit was on 22th April 2008 was and Öko-park Panzió has been officially 
awarded in May. Contacting 2 producers of soil improvers that visited the Ecolabel stand 
at the Greenexpo (see below). 

 

 

9.4.3 Participation at Green Expo, Budapest, 28th – 30th of March  

 

The Budapest Greenexpo is a fair of the environmental sector targeted at consumeres and 
the general public. Its mission is to inform the visitors about the supply of environmentally 
friendly goods and services, and promote an environmentally friendly lifestyle. In 2008, 
there were 130 exhibitors and over 10,000 visitors at the fair. 

The “Ecolabels” stand organised by the Center for Environmental Studies was a success. 
Visitors could see EU ecolabelled products (including Hungarian ecolabelled all-purpose 
cleaners as well as imported eco-labelled light-bulbs, in-door varnishes, various copy and 
graphic papers as well as Italian floor tiles). Besides, products awarded with the Hungarian 
and the Czech ecolabels and the EU ecolabelled Hungarian Kolping Hotel were presented 
as well. The Hungarian versions of the EU brochures for consumers “Cleaning Up” and “In 
the House” were distributed. Products and brochures were provided by Hungarian 
wholesale and retail organisations, producers and the Hungarian Ecolabelling Organisation. 

The majority of visitors have not heard about the idea of ecolabels as such. Many of them 
came up to the stand asking “What is ecolabel?” despite the fact that most supermarkets 
in Hungary provide visitors with decomposable shopping bags that are awarded by the 
Hungarian ecolabel. Others admitted they did not know the ecolabel when they were 
stopped by the exhibitors of the stand. Most visitors were too shy to participate in the 
Ecolabel Quiz-game. Those who knew the ecolabels were typically students (many of them 
were looking for information for their theses), and teachers of green schools and pre-
schools.  

Four of the exhibitors of other stands wanted to know how to get awarded. Two of them 
produce soil improvers, one of them fuel cells and one has a new sewage treatment 
technology. The latter two were directed to the Hungarian Ecolabelling Organisation as the 
Organisation may develop criteria for these new product groups. The producers of the soil 
improvers were contacted after the exhibition and information on the EU Ecolabel criteria 
were sent to them.  

 

 

9.4.4 Production of a catalogue of Hungarian EUEL product retailers 

 

For the Greenexpo, a small catalogue of Hungarian 
shops that sell EU ecolabelled products was prepared 
and distributed to visitors. They proved to be 
particularly popular as ecolabelled products are not 
visible in the Hungarian shops. Since then, the first 
electronic version of the catalogue was prepared and 
put on the CES ecolabel website (http://www.ktk-
ces.hu/okocimke_adatbazis.html).  
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The event used a stand with EU Ecolabel brochures, ecolabelled products (printing paper, 
and cleaning products), the Green catalogue of Office Depot and flyers on EU ecolabelled 
products and services of Hungarian companies. The roll-up, the big colourful quiz-wheel 
and the danglers all with the EU and some national ecolabel logos could be seen from each 
location in the shop. The decoration was fitted to the actual arrangements of the shops. 
Hostesses wearing green T-shirts offered green apples to visitors. They were shop-
assistants provided by Office Depot. The Center for Environmental Studies made a short 
training for them on the ecolabels in advance to prepare them to answer potential 
questions. There were small business-card-sized "green cards" with the logos of the most 
frequent ecolabels attached to the apples. Those visitors who stopped were also offered to 
participate in the quiz-game and learn about the ecolabels. With right answers, they could 
win immediate prizes and participated in the final drawing of the main prizes (the week-
end and half-a-year supply of ecolabelled cleaning products). 

 

Altogether, 157 customers participated in the game. The 
estimated total number of interested customers is well 
over 200. (Customers usually filled out only one quiz-card 
even if several people came together.) 

Customers received the event very well. Some very 
enthusiastic customers visited the shelves of the green 
corner of the shops, too.  

 

Shop assistants found the event helpful because they 
learnt a lot about ecolabels themselves and became 
better prepared to help their customers. By recognizing 
the logos of ecolabels on the products, for 
instance, they can better argue for the 
related products and propose them to 
customers. 
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9.4.7 Press work 

 

Lang
uage 

Date 
of 

public
ation 

Name of the medium / 
website address 

Media 
characteristic 

(focus, items per 
year etc.) 

article  Target groups 

Hung
arian 

Januar
y 2008 

Olaj,szappan, kozmetika, 
4/2007 

Professional 
journal, 
quarterly 

Presentation of the EU ecolabel 
criteria of the soap and shampoos 
product group 

producers of 
cleaning 
products 

Hung
arian 

2 April 
2008 

http://okocimke.kvvm.hu Ecolabel 
website of the 
Ministry of 
Environment 

Report on the Ecolabel stand of the 
Greenexpo 

citizens 

Hung
arian 

2 April 
2008 

http://www.ktk-ces.hu Website of the 
CES 

Report on the Ecolabel stand of the 
Greenexpo 

citizens 

Hung
arian 

08 
April 
2008 

Magyar Narancs Political 
magazine, 
weekly 

"Greenexpo. Csak az ár számít" 
(Report on the Greenexpo) 

citizens 

Hung
arian 

9 April 
2008 

http://www.ktk-
ces.hu/okocimke_adatba
zis.html 

Website of the 
CES 

Catalogue of ecolabelled products 
available in Hungary 

citizens 

Hung
arian 

19 May 
2008 

Papíripar, 2008/2. LII. 
évf. p. 50 
and  
http://www.pnyme.hu/kia
dvanyok/papiripar_2008_
02.pdf  

Periodical of the 
Hungarian 
Paper and Pulp 
Industry 

Hitelesítse kiváló környezeti 
tulajdonságú papírtermékeit az 
Európai Ökocímkével! (Give Your 
high Quality Paper Products a 
Credible Sign of Environmental 
Excellence!) 

Paper and 
Pulp Industry 

Hung
arian 

2 June 
2008 

http://ots.mti.hu/ Website of MTI, 
the Hungarian 
News Agency 

Újabb magyar vállalat nyerte el az 
Európai Ökocímkét (Another 
Hungarian Company Awarded with 
the EU Ecolabel) 

media, citizens 

Hung
arian 

2 June 
2008 

http://monitormagazin.hu/
cgi-
bin/monitor/index.cgi?vie
w=ck&tID=97&nID=2314
7  
http://tudatosvasarlo.hu/c
ikkek/939  
http://the-
online.hu/hu/hirek/reszlet
ek/141/  

 3 sites taking over the above report 
of the Hungarian News Agency on 
the EU Ecolabel Award of Öko-Park 
Pansion 
 

conscious 
consumers, 
citizens 

Hung
arian 

2 June 
2008 

http://okocimke.kvvm.hu/
public_hun/index.html?p
pid=1500000&pid=10002
15 

Website of the 
Hungarian 
Ministry of 
Environment 

Az Eger-Szarvaskői Öko-Park 
Panzió is elnyerte az Európai 
Ökocímkét! (The Öko-Park Pansion 
at Eger-Szarvaskő has been 
awarded the EU Ecolabel) 

general public 

Hung
arian 

8 Oct. 
2008 

http://okocimke.kvvm.hu/
public_hun/index.html?p
pid=1500000&pid=10002
16 

Website of the 
Hungarian 
Ministry of 
Environment 

EU öko-címke napok az Office Depot 
áruházakban október 13. és 15. 
között (EU Ecolabel Days in Office 
Depot Stores between 13-15 Oct)  

General public 

Hung
arian 

11 Oct 
2008 

http://ots.mti.hu Website of MTI, 
the Hungarian 
News Agency 

Ökocímke napok az Office Depot 
áruházakban az európai Virág 
Hónapja alkalmából (Ecolabel Days 
in Office Depot Stores in the Flower 
Month) 

media, citizens 
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Lang
uage 

Date 
of 

public
ation 

Name of the medium / 
website address 

Media 
characteristic 

(focus, items per 
year etc.) 

article  Target groups 

Hung
arian  

11 Oct 
2008 

http://www.euroastra.hu/
node/18683 
http://www.hirextra.hu/hir
ek/article.php?menu_id=
2&cat=1&article_id=1024
25 
http://pestmegye.mconet.
biz/ots/ots_okocimke_na
pok_az_office_depot_aru
hazakban_az_europaivir
ag_honapja_alkalmabol_
13_421110.html 
http://mitortent.hu/sztori/q
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Month) 
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http://www.eletforma.hu/
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website on life-
style 

The article recommends a flower 
using the Flower Month and the 
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reports on the planned P.O.S. event 
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Website of the 
Hungarian 
Ministry of 
Environment 

Szabó Imre környezetvédelmi 
miniszter okleveleket adományozott 
két öko-címkét és három 
környezetbarát védjegyet nyert 
szervezetnek az ÖKOTECH 
Szakkiállításon (The Minister of 
Environment Granted EU Ecolabel 
Awards on the Ökotech Fair) 

General public 
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9.4.8 Additional awareness raising activities 

 

Lobbying for the award ceremony of the new EU Ecolabel awardees. Due to the frequent 
changes in the management of the Ministry of Environment and Water, there has been no 
award ceremonies for 2 years despite the fact that these ceremonies provide important 
publicity to the EU Ecolabel and the winners. In co-operation with the CBs, the Center 
successfully lobbied in the Ministry to renew the tradition of the award ceremony. As a 
result, last year’s and this year’s awardees received the award from the Minister at the 
Ökotech Fair, the big annual environmental fair in Hungary. The award ceremony received 
a lot of publicity as well. 

 

Dissemination of the Ecolabel Marketing Guide - The Marketing Guide created by Energon 
and G&L have been disseminated among Hungarian EU Ecolabel awardees in order to help 
them with marketing their ecolabelled products/services. Two Hungarian awardees, the 
Öko-Park Pansion and Orgalco have developed new ecolabel pages on their websites. 

 

Co-operation with the Eco-Service NGO proved to be unsuccessful: despite numerous 
promises from the management, they have not started selling EU ecolabelled products. 
They did not tell “No”, however, they have keeping procrastinating the start-up of the 
project. 
 

 

 

9.5 Results at the end of the project 2006 – 2008 

In 2007, there was more interest in the ecolabel than in 2006. Based on the declarations 
of the contacted companies, in January 2008, 3-4 additional applications, and 1-2 awards 
were expected until the end of 2008/beginning of 2009. 

 

9.5.1 Acquisition of new applicants  

 

So far, one successful application has been achieved by the project. Contacting started in 
2007 and the EU Ecolabel was awarded May 2008.   

The acquisition process is under way, so far 2 companies look interested but still not 
decided to apply. The coming days may bring more results.  

 

9.5.2 Results of other activities 

 

Promotions at POS, trade fairs and other events - The EU Ecolabel was promoted on the 
Greenexpo fair (a 3 day event in March) and the Ecolabel Days (4 one-day events in 
organised in the framework of the Flower Week 13-15 October. (For a detailed summary of 
the results, see 12.4.3 and 12.4.6. 

Media work: 18 articles were prepared. They were published on (at least) 26 websites, 2 
professional journals and a weekly news-magazine. (For a completes list of articles, see 
12.4.7) The project also contributed to the organisation of the award ceremony and, by 
this, additional publicity of the EU Ecolabel and the awarded companies. 
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9.6 Conclusion for further Ecolabel  
strategy and projects 

The marketing campaign started in Hungary when both the EU Ecolabel and the national 
ecolabel had practically no recognition. This relates particularly to the EU Ecolabel. There 
have been no ecolabelled products in the stores and customers had no opportunity to see 
the Flower logo. The past three years have brought some progress. Due to the new 
awards, publicity, as well as the slow influx of imported ecolabelled products in the 
Hungarian market recognition of the EU ecolabel has somewhat increased. If this process 
continued, the growing recognition could induce additional companies to apply. If 
marketing declined, the achieved results would quickly vanished. 

 

Marketing should continue to address both producers and consumers, increase both 
demand and supply.  

 

As long as the number of awarded companies is small, marketing should aim at the low 
hanging fruits: companies where top management is open to green ideas. These are 
difficult to detect but if the number of awarded companies starts to grow, the process itself 
can generate more interest in the ecolabel. With decreasing related fees, more SMEs will 
be interested in the Flower. Some companies already think of the ecolabel as a potential 
strategy to overcome the current economic crisis. 

 

In the case of consumers, working with retail shops is important, to show the products, 
their features and prices and demonstrate that they are affordable and accessible. Interest 
in healthy lifestyle and healthy products, also, in environmental protection is increasing 
but the myth, that environmentally friendly products are excessively expensive (in many 
cases they are) is an obstacle to the expansion of these products. 
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T-shirts for the promotion staff 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Promotion brochure with EU Ecolabel 
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10. ELNOR activities 2008 in Norway 
 

10.1 Activities and conclusions 2006 and 2007 

Ecolabelling Norway is the competent body for the two official ecolabels in Norway. The 
Swan, which is the official Nordic ecolabel, has a consumer awareness of 85 per cent. The 
EU flower has a consumer awareness of 15 per cent. By promoting both ecolabels in all 
market communication, Ecolabelling Norway is aiming at transferring the public awareness 
of the Swan to the European flower.  

Ecolabelling Norway has two overall goals. One is to be the preferred solution for 
businesses wanting to achieve competitive advantages through an environmental profile. 
The second is being the most preferred consumer guide to environmentally friendly 
products. 

To achieve these goals Ecolabelling Norway is developing communications explaining 
cosumers the environmental impact of consumption. Ecolabelling Norway is also helping 
licence keepers to leverage and take use of this communication. Further more Ecolabelling 
Norway is implementing this communication in various activities and elements aiming to 
build knowledge and awareness. The final goal is to change the consumer behaviour in 
favour of more environmentally friendly products and thereby reducing the total negative 
environmental impact. 

 

 

10.2 The EU Ecolabel and the Nordic Swan  
2006-2008 in Norway 

Ecolabelling Norway is experiencing a strong growth market and a great interest for the 
Nordic Swan and the EU Flower. The Survey institute AC Nielsen has pointed out 
environmental friendly products as one of four megatrends for 2008. As a result 
Ecolabelling Noway has received an all time high number of applications from companies. 

 

The EU Flower is mainly present at the Norwegian market within textile and indoor paint. 

 

 

10.3 Strategy and steps in 2008 

10.3.1 Acquisition 

Ecolabelling Norway met several companies, primary in the textile industry. Licence 
holders were invited to join campaigns and take advantage of the EU Flower in their 
marketing communications. Prospects told about the EU Flower, and advantages of a 
licence.  

 

 

10.3.2 Training  

The second step in the execution of the project is training of sales forces. Ecolabelling 
Norway will supply retailers with software providing an interactive training-module. The 
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training-module will be tailored to the companies in question, to make it easier to adopt 
and more relevant to use. The training-module will be available for staff through intranet. 
The focal issue in the training will be what differentiates and makes ecolabelled products 
better choices for environment and health.  

 

10.3.3 In-shop campaigns, planned kick off week 38 

The final step in the project was the in-shop campaigns in week 38. Textile chains own 
marketing communication, brochures in stores, and ambient media at shopping centers 
will significant increase the visibility of the EU Flower.  

 

 

 

10.4 Actions completed by the end of 2008 

 Finishing the web-based training module: “an introduction to the EU flower” 
 Signing a contract with the biggest shoppingcenter-chain in Norway to join their 

campaign focusing on sustainable consumption by choosing products labelled with 
the Swan, the Flower, Fairtrade or eco. 

 Developing campaign-materials and PR-plan for the campaign - in cooperation with 
Steen & Strøm (shopping center-chain) 

 Meetings with companies / shops also joining the campaign 

 

 

 

10.5 Results at the end of the project 2006 – 2008 

10.5.1 Acquisition of new applicants  

Ecolabelling Norway has during the project period had contact and meetings with 
interested companies  for the EU Flower. 

 

Within the textile industry we still struggle to get applicants, experiencing that companies 
are struggling to get documentation from their producers in the developing countries. Up 
till now we have not managed to get new applicants. 

 

Within indoor paints the situation is different. Here we now have a wide range of 
companies offering labelled products – labelled with both the Swan and the Flower. These 
companies also use this actively in their market communication. 
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10.5.2 Results of other activities 

 

11.5.2.1 Web-based training module 

 

By the end of 2008 we expect the training modules “an introduction to the Flower” and 
“labelled textiles” to be finished.  

 

 

11.5.2.2 In-shop campaign 

 

The campaign which was 
planned together with 
the shopping centre 
chain “Steen & Strøm” 
has been moved to 
February 2009. This was 
a decition taken by the 
managing board. The 
reason was to get more 
time to involve 
companies, and offer 
them visibility and 

attractive 
communication channels 
for their labelled 

products. The final communication concept will be presented in December 2008. This delay 
will also give them more time to educate the sales-people by distributing the web-based 
training modules, which highly is of our interest.  

 

11.5.2.3 Boards 

 

In week 40 and 41 Ecolabelling Norway rolled out a boards campaign in Oslo. This was a 
cooperation between Ecolabelling Norway (The Flower and the Nordic Swan), Fairtrade 
Max Havelaar and Debio (Eco), financed by The Ministry of children and equality and the 
Ministry of the Environment.  
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10.6 Conclusion for further Ecolabel strategy and 
projects 

The expected outcome of the project was increased visibility of the EU flower in retail 
stores with focus on textiles. The final result was expected to be an increased number of 
labelled products, and higher consumer awareness and preferences towards Swan labelled 
and Flower labelled products. 

 

The overall high awareness on environmental matters in Norway makes it easier to 
promote labelled products towards the consumers, professional procurement and 
companies. The awareness to the Ecolabels and the knowledge that these represent a safe 
guideline to environmental friendlier products seems increasing. The number of companies 
that apply for the labels are increasing (more than tripled from last year). The use of the 
labels in market communication also is increasing. 

 

For the next year it seems natural to develop more concepts where Ecolabelling Norway 
invite companies (licenceholders) to join in communicating the labels and promoting 
labelled products. This both in different media channels and in shops. 

 

Regarding the textile industry we experience the biggest difficulties in getting a higher 
number of licenceholders. In this segment Ecolabeling Norway will continue the dialog with 
the interested companies and try to motivate to continue the process. 

 

Regarding the in-shop campaign together with Steen&Strøm in February we expect high 
visibility and awarness towards the labels. 
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11. PCBC activities in Poland 
 

11.1 Activities and conclusions 2006 and 2007 

PCBC joined to the Project EU Ecolabel marketing for products in the end of 2007 and 
despite short time realized all planned activities. However, no one Ecolabel certificate was 
issued in 2007 but some contacts with potential applicants were established. In 2008 one 
certificate was issued. 

In 2006 and the first half of 2007 about 100 companies of several product groups in 
Poland were contacted by project team partner CES, Vilma Eri (see report 2006 and 
2007). To improve the performance and to raise the potential of results she contacted 
PCBC and in adjustment with the projekt manager and DG environment forwarded the 
responsibility for project activities in Poland to this organisation. 

 

 

 

11.2 The EU and national Ecolabel in Poland  
2006-2008 

 

11.2.1 EU Ecolabel and Polish Ecolabel 

PCBC was assigned as a Competent Body for EU Eco-label in Poland in the end of 2004 and 
10 Ecolabel certificates were issued till now. Many organizational activities were 
undertaken, one of the most important was establishing of the Ecolabel website to enable 
to become familiar with this new part of the PCBC’s activities. 

 

11.2.2 Situation of industry 

The most interest is noticeable from producers of Cleaning Products, one certificate in the 
new category Soaps and shampoos was issued in 2008. There is one certificate holder 
within Tourist Accommodation Service but interest in this product group is increasing. 

 

 

 

11.3 Strategy and steps in 2008 

- Continuation of the promotional activity, for instance by press releases 

- Continuation of acquisition activities, e.g. telephone calls 

- Continuation of activities aimed at increasing of visibility of Ecolabel on market. 
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11.5 Results at the end of the project 2006 – 2008 

Promotions at POS trade fairs and other events. Printed materials are distributed 
during many events organized not only by PCBC but also by other institutions, for instance 
by Polish Ministry of Economy or Ministry of Environment. Trained personnel of PCBC 
provides verbal information on Ecolabel system taking the opportunity of participation in 
fairs, exhibitions, conferences and meetings and other events. 

 

Media work. PCBC activities in this area were focused on press media. In 2008 PCBC 
celebrated its 50 anniversary of its establishment. On this occasion many articles and 
press releases were published in many different newspapers (e.g. “Rzeczpospolita”) and 
periodicals (e.g. “Przegląd Techniczny”, “ABC Jakości”). In every press publication (article, 
interview) there was included a detailed information on the Ecolabel and the role of PCBC 
as a Competent Body for Ecolabel in Poland. It was a good opportunity to provide 
information on Ecolabel to a wide public. 

Due to a lack of sufficient resources, the spot on Ecolabel has not been produced this year. 
However, the spot on activities of PCBC was produced including environmental issues and 
Ecolabel. It was presented during conferences and can be seen on the PCBC website. 

The most important goal is to increase amount of Ecolabel certificates and in connection 
with it to increase of the visibility of Ecolabel on market and awareness among customers. 
PCBC issued one certificate for products from Soaps and shampoos group in 2008 and it is 
expected at least one applicant for this product group next year. There are two potential 
applicants for Refrigerators and vacuum cleaners. We wait for the new criteria. The 
consultancy has been provided to two big TV companies. The discussion will be continued 
after publication of the new TVs criteria. 

 

 

11.6 Conclusion for further Ecolabel  
strategy and projects 

The most important goal was to increase amount of Ecolabel certificates and in connection 
with it to increase of the visibility of Ecolabel on market and awareness among customers. 
In 2006-2008 PCBC issued 8 certificates, i.e. 7 for products from Cleaning Products Group 
including new criteria for Soaps and Shampoos, one for the hotel - Tourist Accommodation 
Service Group. One applications from Refrigerators Group was expected but because lack 
of the valid criteria the application process was suspended. Also serious interest from 
deliverer of Camp Site Service was noticed and probably we will have first certificate in 
this group next year. 

The most important goal remains the same but it is necessary to find more effective 
methods and means to achieve it. It should be underlined that practical trainings as 
Acquisition Training Workshop in Warsaw in 2008 are very important and beneficial 
technical assisstance.  

In coming years we will continue promotion compaign, using all possible resources and 
looking for new supporters. Especially next year we expect substential improvement of the 
situation in Ecolabelling in Poland when new project will start with the Ministry of 
Environment aimed at providing financial support for companies that have implemented 
and certified ISO 14001/EMAS system or have been awarded Ecolabel. 
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