
 96 

ISSN 1392-2785 ENGINEERING ECONOMICS. 2007. No 4 (54) 

COMMERCE OF ENGINEERING DECISIONS 

Eco-labelling in Austria and Lithuania: a Comparative Study 

Juozas Ruževičius
1 

, Eva Waginger
2
 

1
VU Tarptautinio verslo mokykla 

  Saulėtekio al. 22, LT-10225, Vilnius 

 
2
Vienos Ekonomikos ir verslo administravimo universitetas 

  Augasse 2-6, A-1090, Viena 

 
At the end of the last century a number of environ-

mental laws, technical regulations and normative docu-

ments were created. At the same time there appeared the 

combination of such concepts as “business“, “environ-

ment-oriented activity“, “sustainable development“, 

“continuous development“ and “sustainable product 

management“ in scientific articles. Country‘s economic 

and social development should be oriented according to 

sustainable development principle in the way that current 

satisfaction of consumer needs would not reduce the pos-

sibilities of satisfying the needs of generations to come. 

Austria and Lithuania signed the declaration containing 

this point together with other countries in Rio De Janeiro 

in 1992.  Every state must have an environmental policy, 

which links all development strategies of economy 

branches and territories. 

Eco-labelling of products and services is part of en-

vironment-oriented activity and sustainable product 

management. Eco-label is an important product quality 

indicator. Eco-certification and eco-labelling are consid-

ered as instrument within the European strategy of Inte-

grated Product Policy to achieve more sustainable con-

sumption patterns. It is possible that the increased de-

mand for green products and services from informed con-

sumers will induce enterprises to supply markets with 

more environmentally friendly products. 

The main purpose of this work is to analyze and gen-

eralize the practice of products and services eco-

certification and eco-labelling in the world as well as to 

identify their better possibilities of usage in Lithuania 

and in Austria. The article uses the following methods: 

comparative and systematic analysis of scientific litera-

ture, survey of Austrian and Lithuanian enterprises and 

markets, mathematical statistics, interviewing experts, 

managers and consumers. Special parallel investigations 

have been performed to assess the status in Austria and 

Lithuania with the purpose to define consumer and manu-

facturer attitudes and preferences upon ecological prod-

ucts. The comparative study also includes the range of 

awarded products and services in both countries and the 

structure of enterprises taking part in national eco-

labelling schemes. In a next step the information of con-

sumers in both countries on labels and awarded products 

will be analysed. Factors of success and failures in the 

spreading of eco-labelling shall be worked out as a result 

of the comparative study.        

Keywords:  eco-labelling, quality, sustainable development, 

sustainable product management, comparative 

study, consumer research. 

 Introduction 

Environmental problems are highly taken into con-

sideration by economically developed countries these 

days. Quality and environment control are matters of 

primary interest as the stakeholders (customers, creditors, 

shareholders, society etc.) are concerned. Their increas-

ing requirements forced to innovate eco-labelling and 

environmental management systems even companies 

which are not directly linked with manufacturing (real 

estate companies, educational, public offices, banks etc.). 

Voluntary environmental activities positively influence 

the public image of a company and enhance its value. 

These activities and eco-labelling are becoming more and 

more important factors of gaining public recognition and 

powerful marketing tools, influencing customers and 

manufacturers as well (Hillary, 2000; Environmental…, 

2003; Marijano; 2001, Ruţevičius, 2003; Zutshi, 2004; 

Vogel, 2003). The US prestigious award for goods and 

services “US Global Award” is given according to the 

three criteria a commodity should fit: 

1. It should be “Human friendly” i.e. have positive 

quality and price correlation and satisfy the needs 

of consumers and the requirements of society. 

2. It should be “Environment friendly” i.e. the proc-

ess of commodity manufacturing should be eco-

friendly, fit in environment control standards and 

have utilization prospects. 

3. It should also be “Market friendly” i.e. have well-

balanced range of goods, should not differentiate 

with the competition norms.  

The main purpose of this work is to analyze and gen-

eralize the practice of products and services eco-

certification and eco-labelling in the world as well as to 

identify their better possibilities of usage in the Lithuania 

and in Austria. The following methods are used in the 

article: comparative and systematic analysis of scientific 

literature, survey of Austrian and Lithuanian enterprises 

and markets, mathematical statistics, interviewing ex-

perts, managers and consumers. Special parallel investi-

gations have been performed to assess the status in Aus-

tria and Lithuania with the purpose to define consumer 

and manufacturer attitudes and preferences upon ecologi-
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cal products. During the stage of interviewing companies 

it is essential to identify the grip of selection, so that re-

sults are reliable. The appropriate grip is defined accord-

ing to calculation of marginal bias. The selection used 

hereby is without any recurrence and the necessary grip is 

calculated according to the mathematical statistic formula 

(Kruopis, 2003). 

Review of international eco-labelling activities  

At the end of the last century a number of environ-

mental laws, technical regulations and normative docu-

ments were created. At the same time there appeared the 

combination of such concepts as “business“, “environ-

ment-oriented activity“, “sustainable development“, 

“continuous development“ and “sustainable product man-

agement“ in scientific articles (Kirk, 1995; Ruţevičius, 

2006; Vogel, 2003; Vossenaar, 1996). Country‟s eco-

nomic and social development should be oriented accord-

ing to the sustainable development principle in the way 

that current satisfaction of consumer needs would not 

reduce the possibilities of satisfying the needs of genera-

tions to come. Austria and Lithuania signed the declara-

tion containing this point together with other countries in 

Rio De Janeiro in 1992.  Every state must have an envi-

ronmental policy, which links all development strategies 

of economy branches and territories. 

There are many different eco- labelling programs and 

declarations, which are managed through governments, 

private companies and non-governmental institutions. All 

these can be grouped into three principal types, created 

by the International Organization for Standardization 

(ISO) and implicated in the ISO 14020 – 14025 stan-

dards, intended for eco- product labelling (eco-labelling, 

further – EL): labels and signs of the first type compare 

products with other goods of the same kind (category). 

The eco-labelling is given to such goods, which are com-

paratively safer for the environment though the entire life 

cycle. The criterion of evaluation is elaborated by an in-

dependent organization and it controls using assessment, 

certification and audit of the corresponding procedures. 

The grading of products‟ (goods and services) quality is 

rather complicated in this case. Labels and signs of the 

second type and the order of granting them are performed 

by the manufacturers, importers and distributors them-

selves. They are the least informed out of all the three 

types of environmental signs. EL of the third type defines 

the impact of the product towards the environment during 

its entire life cycle. The information margins and struc-

ture of these ELs can be defined by industrial branches or 

independent organizations. Contrarily to the EL of type I, 

labelling according to type III does not directly evaluate 

eco-friendliness, but lets the consumer do it himself.  

The essential goal of eco-labelling is to protect envi-

ronment, encourage demand and offer products that have 

smaller impact on environment. EL performs 2 functions: 

encourage companies to produce goods, which possess 

the smallest impact on environment and help consumers 

choose the goods, pointing out a more ecological product 

(Figure 1). Due to products´ ecological standards and 

eco-education there appear consumer-manufacturer rela-

tionships, which help to reduce pollution of the environ-

ment. 

The effect of eco-labelling depends very much on 

the appropriateness of certification criteria, on the mar-

ket share, which has to be labelled by such products, on 

buyers‟ private and buying priorities while acquiring 

goods, manufacturers„ and sellers„ ecological sophisti-

cation, flexibility etc.(Sinclair, 2003; Steen, 2005: Tse, 

2001) One of the means to evaluate positive influence 

on the environment of these products is to investigate 

knowledge of consumers and interview manufacturers 

(Landman, 1996). The results of our investigations and 

from other sources are presented hereafter. EL test of 

“Blue Angel“, performed in Germany, showed, that 

manufacturers try hard to get this sign in order to en-

hance their products„ competitiveness in the market and 

increase the amount of sales. But the most important 

thing is that this sign encouraged innovations, and due 

to it positive reaction of partners and consumers was 

noticed; it also became easier to attract new customers. 

The majority of questioned items evaluated the  

environmental sign as very positive (Landman, 1996). 

Nowadays, there are about 50 eco-labelling programs in 

the world. Most of these programs were created in the 

late 80-ies of the last century. They can be divided  

into national and international (for instance, EU  

or Northern Countries). The oldest ones are “Blue An-

gel“ (Germany) and “Environmental Sign“ (Japan) pro-

grams (Landman, 1996; Mahlman, 1998; Ruţevičius, 

2006). 

However, as the range of eco- labelling programs is 

so wide, there appear the problems of their compatibility. 

That is the reason why some countries have started creat-

ing common eco- signs. For example, in order to coordi-

nate eco-labelling programs in Sweden, Finland, Norway, 

Denmark and Iceland these countries created the common 

“Nordic swan“ program in 1989. The EU created the 

common “EU ECO-Flower“ program in 1992, which is 

acknowledged and can be used by all 25 EU member 

countries as well as Norway, Liechtenstein, Iceland and 

other states. In 1994 the Global Eco labelling Network 

was created to solve the compatibility of the programs. 

Now it unites about 20 eco-labelling institutions, mem-

bers are encouraged to exchange information and to co-

ordinate eco-labelling programs (Chan, 2006; D‟Sauza, 

2004; Evaluation…, 2005; Herbig, 1997; Jayawardena, 

2003). 

The “European flower“ eco-sign is being popularized 

a lot. The importance of this sign is that it is acknowl-

edged by 28 states. Products are labelled with this sign 

with no reference to the country of origin. It allows con-

sumers in the EU to recognize ecological products. Re-

cently, the role of this sign has been strengthened re-

markably: at the end of 1999 the number of product types 

labelled with this sign, was 250, whereas at the beginning 

of 2007 – more than 1000. It is used in Belgium, Finland, 

France, Germany, Greece, Ireland, Holland, Italy, Den-

mark, Spain, Sweden, Portugal, Austria and Great Britain 

(although most of these countries have their own national 

signs).  
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 Figure 1. The scheme of product environmental labelling significance (Landman, 1996; Ruţevičius, 2007) 

Eco-labelling in Austria 

      The Austrian eco-label was created in 1990 on 

the initiative of the Federal Ministry for the Environ-

ment. It is the only official eco-label apart from the EU 

bio - food label. In the meantime 60 directives were 

elaborated and about 380 products are actually allowed 

to use the sign. The organisation, administration and con-

trol of the Austrian eco-label are strongly supported by 

the Austrian Consumer Association (VKI). The label was 

introduced to characterise the better eco performance of 

the awarded products in relation to other products of the 

same category, later on it was extended to services, 

among them the directive for tourist accommodation ser-

vices in 1996, which is implemented by about 200 enter-

prises of varying size (Austrian…, 2007; Kollmann, 

2006). Since 2003 schools and teachers training institu-

tions may apply for the use of the Austrian eco – label as 

well. Figure 2 shows the development of the number of 

eco-label users of these three groups. The directives 

comprise environmental impacts of products during their 

entire life cycle and lists of compulsory and facultative 

criteria for obtaining the label. 

 The right to use the label is limited to four years and 

can be extended after evaluation. Enterprises have to pay 

for the use of the label depending on their sales and size; 

schools are exempted from the fees. The enterprise is 

then allowed to use the sign for marketing and promotion 

activities. In the case of products and services for clean-

ing, bureau supply and equipment, electric power pro-

duction, etc. the enterprises supplying the awarded prod-

ucts and services have also good chances to be preferred 

by public procurement. 

On a macro-economic scale the label contributes to 

eco-friendly innovation processes by motivating produc-

ers and traders to develop and offer less environmentally-

polluting products. With respect to informed consumer 

choice the sign attracts the attention of consumers to al-

ternative environmentally-friendly products, thus stimu-

lating a growing supply of “green products”. The range 

of products and services comprises cleaning, energy con-

suming household appliances, solar power production, 

paper products and other bureau supply and equipment, 

goods for homes and gardens, including the large cate-

gory of building materials, further textiles and clothing 

and at last lubricants. Two examples shall illustrate the 

success of eco-labelling. Austria´s economy relies to a 

large extent on tourism. The label UZ TB has contributed 

much to the advancement of standards and quality of 

tourist services in the country, thus encouraging the en-

terprises to meet growing competition. The image of 

Austria as an environmentally friendly and reliable place 

for holidays improved and enterprises could partly reach 

reduction of costs for waste disposal and energy con-

sumption. It is discussed to extend the label even to re-

gions. The Austrian population is concerned very much 

about atomic power plants and due to the countries water 

reservoirs electric power generation from renewable re-

sources has a long tradition and renewable energy re-

sources are highly estimated among people. Since 2001, 
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when the liberalisation of the electric power market took 

place in Europe, the Austrian enterprise Oekostrom AG 

uses the eco-label UZ 46 for its “green current”. The 

sales of this product doubled each year since that time. 

The label has been used to convey to consumers an au-

thentic image of the product Oekostrom and the firms‟ 

strategy, which guarantees that the electric power is re-

liably produced from renewable national resources. 65% 

of interviewed customers of the Oecostrom AG stated 

that they considered the eco-label important or very im-

portant, only 7% said, that they did not care about it. 

Also public procurement by governmental and commu-

nity entities relies more and more on electric power sup-

ply from this source. 

 

Figure 2. Development of eco-label usage in Austria (1993-2005) 

      The use of eco-labelling in schools has mainly 

other dimensions than micro- and macro-economic ef-

fects: It is one way to introduce sustainability thinking 

into broad public thinking and also into daily life, in this 

way gradually changing national lifestyles.  Further the 

eco-label in schools has positive consequences for social 

life inside and outside the school like strengthening a 

school‟s image in public awareness, more cooperation 

and understanding between pupils, teachers and parents 

and the enforcement of contacts to stakeholders.  Al-

though consumer acceptance, relying on a press report 

published by the Austrian chamber of commerce seems 

high - 60% of consumers prefer eco-labelled products 

and around 40 % do not pay attention to the label, there 

are also some objections concerning eco-labelling. Be-

sides the national awarding scheme there exist a great 

number of company signs, mainly in the food sector, a 

fact, which complicates and misleads informed con-

sumer‟s choice.  

Another aspect is that environmental aspects inter-

fere more and more with social issues (e.g. fair payment 

for workers, no child work, ect.) due to the globalisation 

of the economy.  Taking this into account there are ef-

forts to create labels integrating both issues. But at pre-

sent many people are induced to mix up those kinds of 

labels e.g. they believe “fair trade” to be an eco-label – 

this observation was revealed by our own survey. 

Eco-labelling in Lithuania 

The national program of eco-labelling started in 

Lithuania in 1995. In 1996 the procedure of eco-

labelling was created, and there appeared “Water Lily“ 

sign. Lithuania created its own national eco-labelling 

program on the basis of the EU “European Flower“ 

program. The ministry of environment of Lithuania has 

created environmental criteria for 15 groups of prod-

ucts. It has to be stated, that the eco-labelling system is 

not effective. One of the major reasons for that is that 

producers have no interest in acquiring this sign, and it 

means that the demand of eco-friendly products is not 

sufficient. It is probably because the buying power in 

Lithuania is very low (4 times lower than in well-

developed states of the EU); another reason is the lack 

of eco-education in the country. Our investigations 

show, that only every 50th inhabitant in Lithuania is 

informed about the existence of EL (Figure 3).Textile 

companies in Lithuania, like “Utenos trikotaţas“, 

“Kauno drobė“, “Dirbtinis pluoštas“ have got the sign 

“Öeko-Text 100“. Without this sign they could not sell 

their production in one of the essential markets - Ger-

many. So, an assumption can be made, that Lithuanian 

companies cannot compete successfully with European 

enterprises without common standards, which are 

widely accepted in Europe. During the implementation 

stage of “Water Lily“ the problem of inter-

reconcilability appeared. There is an obvious probabil-

ity, that this sign will never be known in foreign mar-

kets. If foreign consumers do not certify this sign, it 

will not have any effect in international markets. That is 

why it is probable that Lithuanian companies, trying to 

enter foreign markets will choose to label their produc-

tion with a sign which is used in the country-importer. 

As Lithuanian manufacturers will further operate in the 

territory of the EU, they will use the EU eco-signs 

(“Utenos trikotaţas” already has it). Our investigation 

results prove that the majority of Lithuanian companies 

would choose the EU sign, and none of them – the “Wa-

ter Lily“. It has to be stated, that Lithuanian companies 

have become very interested in getting eco-signs – at 

the beginning of 2003 only every fifth of enterprises 

showed interest in this field (Ruţevičius, 2003), while 

at the beginning of 2005 this amount reached 39.4 per 

cent (Figure 3).  
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Figure 3. The evaluation of product eco-labelling by Lithuanian marketing specialists 

A shift from material products to services (tourism, 

hotels, forests, beaches, village homesteads) was ob-

served. Seven beaches, three hotels and four village 

homesteads in Lithuania were awarded by eco-labels in 

the beginning of 2007.  

Recognition and preferences of eco-labels by 

Austrian and Lithuanian consumers 

The economic effectiveness of eco-labelling and the 

EL crucial increase of products sales depend on the 

above stated recognition of these signs and the fact, how 

consumers realize their meaning and value. A compara-

tive survey by the authors on the perceptions and knowl-

edge of eco-labelling among Austrian and Lithuanian 

consumers revealed the results as presented in figure 4. 

Half of the Austrian and less than on a third of the 

Lithuanian consumers declare to pay attention to eco-

labelling – this result may be explained by the longer 

tradition of eco-labelling in Austria and its longer EU 

membership. Different situation is in Scandinavian coun-

ties – 80 per cents Norwegian consumers recognize own 

national EL (“Nordic Swan”), and near 80 per cent of

their take priority to an eco-friendly product with na-

tional EL.  The knowledge of the national eco-labels is in 

both countries quite poor, often consumers know the blue 

angel better than their own national label – this is due to 

imported products from German origin and also to the 

fact that the introduction of this sign dates back to 1977. 

Despite all efforts of the EU to promote the common eco-

label – the EU flower – consumers in both countries are 

rarely aware of this label.  

As already outlined in this article there are many 

food labels from food trading companies in Austria 

(there is a concentration of a few retail chains who are in 

hard competition), which indicate also eco-quality but 

are mainly used to compete for customers. Nevertheless 

these signs have attributed a lot to the acceptance of bio 

food in Austria. In Lithuania ecological food labelling is 

comparatively unknown, a result which can be antici-

pated for a country on the transition to middle and west 

European welfare. This is confirmed by the next ques-

tion, which shows that Austrian consumers are willing to 

spend more extra money on eco-friendly products than 

the Lithuanians.  

 

Figure 4. Recognition and preferences to eco-labels by Austrian and Lithuanian consumers 
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Conclusions 

Voluntary eco-activity of companies has only recently 

gained interest – at the end of the 90-ies of the last century. 

One of the most popular means to encourage this activity is 

now eco-labelling programs and eco-management stan-

dards, and on their basis eco-management systems are being 

implemented in companies.  

The national eco-labelling scheme in Austria dates 

back fifteen years, in Lithuania – ten years. In Austria, 

although the number of products with eco-labels was 

enlarged and comprises almost all sectors of consumer 

products, the focus still is on food products. A shift from 

material products to services (tourism, electric power 

supply, schools and other public services) was observed. 

In Lithuania new objects (tourism, hotels, forests, 

beaches, village homesteads ect.) were awarded by eco-

labels in the course of the last years.   

The diversity of labels of very different meanings and 

importance causes much confusion among consumers. Of-

ten this is intended in order to pretend a higher quality of a 

product e.g. by using symbols or words like eco-, bio- etc. 

The probably most misunderstood labels are the “green 

point” followed by the recycling symbol – both are very 

often perceived as eco- friendly communications. It is also 

difficult for people to decide which labels are protected by 

national and international regulations and which are con-

trolled by voluntary schemes of companies. On the other 

hand these voluntary quality standards may launch very 

successful trademarks of a standardised quality on the mar-

kets and even change life styles as the bio food labels of 

Austrian retail food chains. This can be accepted if people 

are educated enough to distinguish the different levels of 

eco-labelling. 

To expand the usage of environmentally harmless, safe 

and sparing products, it is required to promote consumer 

eco-education and eco-information programs on the state-

basis, this way improving consumer‟s competence and the 

ecological culture in the society. Only an ecologically aware 

consumer will become a competent and demanding buyer, 

and will cause business representatives to act responsible 

with respect to environmental and social issues. The imple-

mentation of eco-labelling in schools may be a valuable 

contribution to realise these claims. 

Amendments to lows on public procurement could con-

tribute significantly to promote the development of “green 

markets”, the implementation of quality management 

schemes and eco-management systems in companies and 

thus support them to participate in public procurement.  
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Aplinkosauginis ženklinimas Austrijoje ir Lietuvoje: lyginamoji 

studija 

Santrauka 

1987 m. Gro Brundtland Komisijos ataskaitoje „Mūsų bendra at-

eitis” pabrėţta, kad vyriausybė, visuomeninės organizacijos, įmonės ne 
tik gali, bet ir privalo sujungti bei skirti jėgas spręsti aplinkos proble-

moms, nes jos kelia grėsmę egzistuoti pačiai visuomenei. Kiek vėliau, 

http://wko.at/up/enet/nachhaltigkeit/nachhaltigkeit.htm#Verbrauch/Einkaufsverhalten
http://wko.at/up/enet/nachhaltigkeit/nachhaltigkeit.htm#Verbrauch/Einkaufsverhalten
http://wko.at/up/enet/nachhaltigkeit/nachhaltigkeit.htm#Verbrauch/Einkaufsverhalten
http://www.unep.ch/eco/index.htm
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1992 metais, Tarptautinėje prekybos rūmų veiklos chartijoje dėl suba-

lansuotos plėtros (ICC Business Charter for Sustainable Development) 

buvo suformuluota 16 principų, kuriais rekomenduojama vadovautis 
įmonėms aplinkos apsaugos srityje. Beveik tuo pat metu suformuluota 

ir priimta Europos Sąjungos „Bendros atsakomybės” politika, kurioje 

daugiausia dėmesio skiriama pagrindiniams ekonomikos sektoriams ir 
visuomenei. Joje numatyti nauji rinkos metodai siekiant sumaţinti ir 

reguliuoti neigiamą poveikį aplinkai bei platus informacijos skleidi-

mas. Politikos šerdis – visuotinės atsakomybės principas ir savanoriš-
kos veiklos aplinkos apsaugos srityje rėmimas. Dabar vienos  populia-

riausių tausojamosios plėtros priemonių yra aplinkosauginio ţenklini-

mo (angl. eco-labelling) programos ir aplinkosaugos vadybos sistemos. 
Savanoriška aplinkosauginė veikla tampa svarbiu veiksniu, didinančiu 

įmonės įvaizdį ir vertę. Be to, ta veikla vis daţniau praverčia ir ekono-

miniu poţiūriu. Šio darbo tikslas – išanalizuoti ir apibendrinti gaminių 
ir paslaugų aplinkosauginio sertifikavimo ir ţenklinimo priemonių 

taikymo plėtros pasaulyje tendencijas ir išryškinti platesnio jų panau-

dojimo Austrijoje ir Lietuvoje galimybes. Straipsnis parengtas remian-
tis lyginamosios ir sisteminės analizės, matematinės statistikos, įmonių, 

ekspertų ir vartotojų apklausos bei kokybės vadybos metodais. 

Praėjusio šimtmečio 8-tajame dešimtmetyje pradėta intensyviai 
rengti aplinkosaugos įstatymus, techninius reglamentus ir normatyvi-
nius dokumentus. Tuo pat metu moksliniuose straipsniuose, dokumen-
tuose pasirodė sąvokų „verslas“, „į aplinkos apsaugą orientuota veik-
la“, „tolydi plėtra“, „subalansuota plėtra“ (angl. sustainable develop-
ment) derinys. Pagal subalansuotos plėtros principą reikia taip orien-
tuoti šalies ekonominę ir socialinę plėtrą, kad šių dienų poreikių paten-
kinimas nesumaţintų ateinančių kartų reikmių patenkinimo galimybių. 
Deklaraciją, kurioje ši nuostata įtvirtinta pasauliniu mastu Rio de Ţa-
neiro konferencijoje 1992 m. kartu su kitomis šalimis pasirašė ir Lietu-
va. Kiekviena valstybė turi turėti aplinkosaugos politiką, apimančią 
visų ūkio šakų ir teritorijų plėtros strategijas. Aplinkosauginio ţenkli-
nimo programomis daugelyje valstybių yra skatinama ekologinė pro-
duktų inovacija. Auga ekologiškų produktų paklausa, aplinkosauginis 
ţenklas (AŢ) įmonėms tampa svariu konkurenciniu instrumentu. Yra 
daug skirtingų savanoriškų aplinkosauginio ţenklinimo programų ir 
deklaracijų, kurias valdo vyriausybės, privačios kompanijos ir nevy-
riausybinės organizacijos, bet visas jas galima sujungti į tris pagrindi-

nius ISO 14020 – 14025 standartuose pateikiamus  tipus. I tipo AŢ 
atspindi sertifikuojamo produkto aukštesnę aplinkosauginę kokybę, 
palygti su kitų tos pačios rūšies (kategorijos) produktų kokybe. AŢ 
paţymimi tie produktai, kurie yra saugesni aplinkai per visą savo gy-
vavimo ciklą. Kriterijus nustato nepriklausoma organizacija ir kontro-
liuoja naudodamasi sertifikavimo arba trečiosios šalies atitikties įverti-
nimo procedūromis. Produktų rangavimas šiuo būdu reikalauja sudė-
tingo įvertinimo. II tipo AŢ yra suteikiami pačių produktų gamintojų, 
importuotojų ar platintojų, todėl yra maţiau informatyvūs, patikimi bei 
sunkiau sugretinami. III tipo AŢ ar etiketės išvardija produkto poveikį 
aplinkai per jo gyvavimo ciklą. Informacijos rūšys ir apimtys gali būti 
nustatomos pramonės šakos arba nepriklausomos organizacijos. Prieš-
ingai negu I tipo AŢ, III tipo ţenklai nepateikia produkto aplinkosau-
ginės kokybės  lyginamojo įvertinimo, bet palieka tai atlikti pačiam 
vartotojui. Šiame darbe daugiausia analizuojamas I tipo aplinkosaugi-
nis ţenklinimas, t.y. ţenklinimas, skirtas identifikuoti gaminiams ir 
paslaugoms, kurių poveikis aplinkai yra maţiausias, palygti su kitais 
panašiais produktais. Skirstant pagal Tarptautinės standartizacijos 

organizacijos ISO terminologiją, tai I tipo aplinkosauginiai ţenklai. 
Produktų ekologinių standartų, atitikties įvertinimo objektyvu-

mo ir aplinkosauginio švietimo dėka susiklosto vartotojo ir gaminto-

jo santykiai, padedantys maţinti aplinkos uţterštumą. 

Aplinkosauginio ţenklinimo programos efektas labai priklauso 
nuo sertifikavimo kriterijų tinkamumo, nuo rinkos dalies, kurią turi 

paţenklinti šiuo ţenklu turintys produktai, nuo pirkėjų informuotumo 

ir pirkimo prioritetų įsigyjant prekes, gamintojų ir pardavėjų ekolo-
ginio išprusimo, lankstumo ir kt. Vienas iš būdų įvertinti teigiamą šių 

programų įtaką aplinkai yra ištirti vartotojus (aplinkosauginių ţenklų 

atpaţįstamumą, prioritetus, ekologinę kultūrą ir nuostatas) ir apklaus-
ti gamintojus. Mūsų tyrimo rezultatai šiuo klausimu aptariami toliau.  

Produktų ekologinių standartų, atitikties įvertinimo objektyvu-
mo ir aplinkosauginio švietimo dėka uţsimezga vartotojo ir gaminto-

jo santykiai, padedantys maţinti aplinkos uţterštumą. Aplinkosaugi-

nis ţenklas veikia rinką ir prekybą, tačiau praktiškai sunku gauti 
informacijos apie jo poveikį pardavimams didėti, nes gamintojai

daţnai tai laiko konfidencialia komercine informacija. Kita vertus, ir 

patiems pardavėjams sunku nustatyti, kokia pardavimų padidėjimo 

dalis priklauso nuo aplinkosauginio ţenklo ir kiek nuo kitų veiksnių, 
taip pat veikiančių gaminio padėtį rinkoje. Tačiau tai, kad gamintojai 

pateikia paraiškas suteikti aplinkosauginį ţenklą, apmoka šių ţenklų 

sertifikavimo išlaidas ir vėliau pratęsia minėtų ţenklų galiojimą, 
netiesiogiai rodo jų vertę. Europos rinka turi didţiulį „ţaliųjų“ pro-

duktų potencialą – net 42 proc. ES pirkėjų teikia prioritetą prekėms 

su aplinkosauginiais ţenklais, o trys ketvirtadaliai jų sutinka uţ tokį 
produktą mokėti brangiau. 

Dabar pasaulyje yra beveik 100 aplinkosauginio ţenklinimo pro-

gramų. Esant tokiai AŢ programų įvairovei, kyla jų tarpusavio pripaţi-
nimo problema. Todėl kai kurios šalys pradeda kurti bendrus aplinko-

sauginius ţenklus. Pavyzdţiui, siekdamos suderinti aplinkosauginio 

ţenklinimo programas Skandinavijos šalyse ir Švedija, Suomija, Nor-
vegija, Danija bei Islandija 1989 metais sukūrė bendrą „Šiaurės gu l-

bės” (angl. “Nordic Swan“) programą. Europos Sąjunga 1992 metais 

taip pat sukūrė bendrą „Europos gėlės” (angl. “EU ECO-Flower“) 
programą, kurią pripaţįsta ir gali naudoti visos Europos Ekonominės 

Erdvės šalys. Siekiant išspręsti programų tarpusavio pripaţinimo pro-

blemą, 1994 m. įkurtas Pasaulinis ekologinio ţenklinimo tinklas  (angl. 
Global Ecolabelling Network). Dabar jis vienija daugelį nacionalinių 

aplinkosauginio ţenklinimo įstaigų ir skatina narių tarpusavio informa-

cijos mainus bei aplinkosauginio ţenklinimo programų derinimą. Šiuo 
metu aktyviai populiarinamas ES aplinkosauginis ţenklas „Europos 

gėlė”. AB „Utenos trikotaţas“ yra  pirmoji Lietuvos įmonė, sertifika-

vusi dalį savo produkcijos minėto ţenklo reikalavimų atitikčiai.  
Nacionalinė AŢ sistema Austrijoje pradėta įgyvendinti 1990 m., o 

Lietuvoje – penkeriais metais vėliau. Abiejose šalyse ryškėja panašios 

aplinkosauginio ţenklinimo plėtros tendencijos, kai AŢ suteikiami ne tik 
vis gausesnėms pramonės gaminių grupėms, bet ir paslaugoms bei ki-

tiems veiklos objektams (turizmo ir apgyvendinimo paslaugoms, paplū-

dimiams, miškų tvarkymo ir medienos perdirbimo grandinės dalyviams, 
mokykloms, viešosioms paslaugoms ir kt.). Austrija yra ţymiai toliau 

paţengusi aplinkosauginio ţenklinimo srityje. 2005 m. pabaigoje šioje 

šalyje AŢ turėjo beveik 400 produktų rūšių ir apie 200 turizmo paslaugų 
organizacijų. 2007 m. pradţioje tik apie 10 Lietuvos įmonių gaminamų 

produktų turėjo aplinkosaugos sertifikatus. Kita vertus, mūsų šalyje ple-

čiasi aplinkosauginio ţenklinimo objektų įvairovė – šių metų  viduryje 
jau buvo sertifikuota 7 paplūdimių, 4 kaimo turizmo sodybų ir 6 viešbu-

čių aplinkosaugos kokybė. Paţymėtinas sparčiai didėjantis Lietuvos 

verslininkų domėjimasis AŢ: 2003 metų pradţioje tik penktadalis tirtų 
įmonių nurodė ketinančios ateityje siekti savo produktų aplinkosauginio 

ţenklinimo, o 2006 m. šis rodiklis viršijo 40 proc. 

Aplinkosauginio ţenklinimo ekonominis veiksmingumas ir ekolo-
giškų produktų pardavimų didėjimas priklauso nuo minėtų ţenklų atpa-

ţįstamumo ir to, kaip jų prasmę ir vertę suvokia vartotojai. Atliktų tyrimų 

rezultatai patvirtina, kad Lietuvoje būtina plėtoti vartotojų ekologinį 
švietimą, nes tik trečdalis (Austrijoje – pusė) vartotojų, įsigydami prekes, 

kreipia dėmesį į jų ekologiškumą, o nacionalinį savo šalies AŢ atpaţįsta 

vos 2 proc. respondentų (Austrijoje – 11,5 proc.). Visai kitokia padėtis 
Skandinavijos šalyse. Dar 1996 m. tyrimas parodė, kad 80 proc. Norvegi-

jos pirkėjų atpaţįsta savo (Šiaurės šalių) AŢ, o net 79 proc. jų pirkdami 
pirmumą teikia prekėms, paţymėtoms būtent šiuo ţenklu. Tyrimas at-

skleidė ir tai, kad Austrijos vartotojai ţymiai palankiau vertina AŢ turin-

čių produktų aukštesnę kainą. Tai galima paaiškinti šios šalies gyventojų 

didesne perkamąja galia ir geriau išplėtota vartotojų švietimo ir ugdymo 

sistema. Siekiant plėsti saugių, nekenksmingų ir tausojančių aplinką 

produktų vartojimą, būtina valstybės mastu rengti vartotojų švietimo ir 
informavimo programas, taip didinti vartotojų šios srities kompetenciją ir 

ugdyti visuomenės ekologinę kultūrą. Tik ekologiškai išprusęs vartotojas 

taps kompetencingas ir reiklus pirkėjas, tuo versdamas verslo atstovus ir 
valstybės institucijas veikti kryptingai šioje srityje. Prie šios problemos 

sprendimo prisidėtų ir Viešųjų pirkimų įstatymo pataisos, įteisinančios 

kaip konkurencinį pranašumą būtinumą turėti viešuosiuose pirkimuose 
dalyvaujančių įmonių kokybės vadybos sistemos, aplinkos apsaugos 

vadybos sistemos ar produkto ekologinę kokybę patvirtinančius sertifika-

tus. Minėti siūlymai galėtų būti įtraukti į šiuo metu rengiamą nacionalinę 
„ţaliųjų pirkimų“ programą. 

Raktaţodţiai: aplinkosauginis sertifikavimas,  aplinkosauginis ženklinimas, 

kokybė, tausojamoji plėtra, lyginamoji studija, vartotojų tyri-
mas. 
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