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The Pilot phase – a great success 
• Converging lines of enquiry point to

• Support for PEFs from the public, retailers, SMEs (50-250) and larger companies.

• The public’s concerns about health and sense of intergenerational responsibility

• For companies it is also good business

• But, there is a tension between PEFs and what will motivate the public to convert good intentions 
to ‘green’ purchasing
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• Providing support in the definition, 
implementation and testing of CVs;

• Gathering feedback on the effectiveness and 
use of CVs

• Providing input for the evaluation of the 
communication stage of the Pilot Phase.



Industry pilots – the volunteers
• Batteries and accumulators; Decorative paints; Hot and cold water supply 

pipes; Household detergents; Intermediate paper product; IT equipment; 
Leather; Metal sheets; Footwear; Photovoltaic electricity generation; 
Stationery; Thermal insulation; T-shirts; Uninterruptible Power Supply; Beer; 
Coffee; Dairy; Feed for food-producing animals; Marine fish; Meat (bovine, 
pigs, sheep); Olive oil; Packed water; Pasta; Pet food (cats & dogs), and Wine. 



Output measures
• Effectiveness and use of CVs to be assessed on the following dimensions:

• Attention and understanding by the target audience
• Changes in purchaser (B2B) and consumer behaviour/ behavioural 

intentions (B2C)
• Influence on attractiveness of the product/reputation of the organisation
• Environmental impacts from organisational change



Our role
• To advise and support the Pilot studies

• Current literature, study design, 
implementation and analysis

• To bring together the findings of the Pilots into 
some general ‘take home messages’

• To conduct complementary studies to investigate 
particular issues in more depth



Key features of Pilots

•51 initiatives – 27 B2B and 24 B2C

•Methods included surveys, interviews, workshops and focus 
groups

•CV testing included labels, declarations, reports, web pages 
and traditional PR – videos, banner, info-graphics, ads and 
newsletters



Analytic strategy
• A synthesis of findings from the Pilot studies

• A set of complementary studies developed with DG 
Env. to explore 

• the views of under-represented groups (SMEs, 
retailers and the public) 

• Certification of PEF and weighting of PEF 
attributes.

• CV formats – PEFs and Ecolabels

• Willingness to pay for environmentally friendly 
products
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Take home messages – European citizens
• Are concerned about environmental sustainability, interested in information about the 

environmental impact of products. 

• Currently environmental performance is not a main driver of purchase decisions - quality, 
brand and availability are more important  

• Environmental performance more important for ‘big’ and ‘infrequent’ purchases  -
household appliances, cars, furniture, and food (organic and food miles)



For business
• Embedded in larger enterprises and mid-sized SMEs 

• PEFs are seen as inevitable

• Anticipate benefits for both B2B and B2C activities. 

• Benefits include brand valuation; product comparison on environmental impacts; driving 
up quality, and common rules for manufacturers and industries.

• And like citizens some PEF/OEF impact categories are incomprehensible e.g. acidification, 
terrestrial eutrophication and eco-toxicity. 



CVs and the public
• Clarity, simplicity and transparency keys to designing CVs.  

• Numerics and scientific terms (e.g. kg CO2-eq / kg) too complex.

• Graphics, bars and colour scales are preferred 

• The Traffic light and Energy Label readily understood.

• People want certification from named and independent sources

• QR codes, bar codes, links, websites, banners etc convenient for the few 
wanting further information. 

• The most effective label is PEF label, A-E rating and an average score

• Negative messages more effective “Our countries’ children will suffer if we 
ignore the environment”.



The tension:  PEF/OEF and the public
• The PEF/OEF concept based on end and mid points is a scientific approach to LCA.   ‘Systemic thinking’ characterised by 

esoteric terminology, abstraction, quantification and complexity.  Necessarily so, as the environmental impacts of a product 
over the life cycle are complex. 

• The public (and many in business) are ‘narrative thinkers’ more persuaded by stories, pictures and graphics than by quantified 
facts.

• The dilemma for the roll out of PEFs is how can validity of information be achieved at the same time as simplicity?  

• Without validity consumers who seek to purchase environmentally sustainable products may be misled

• However if the PEF information is valid but too complex consumers will ignore it.



Conclusions
• Time to capitalise on the favourable climate among Europe’s citizens and businesses for PEFs.

• This should be seen as a process over time and not the result of a one off campaign or policy 
intervention (c.f. two decades for climate change)  

• Important decisions to be made on standardisation and certification

• Much more work for the environmental engineers developing end and midpoint metrics etc

• For the present what is needed is simple and informative CVs

• If policy specifies complicated PEFs it could make people think “this is all too difficult for me, I am lost in 
a fog of numbers what is the point of it all?” 



Thanks a lot! 
It has been a fascinating journey!
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