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Case Study

Peaceful 2-gether

Retailer Marketing with the AT and EU Eco-
label

Ernst Leither



J

G G G e G

Tnis oregseniztiorn snows

Uz

How two labels are harmonizing
effectively

That retailers are important partners

nat marketing needs a mix of measures
nat there must be a win-win -situation
nat acquisition needs marketing support

nat marketing has to be planned with a
long term perspective
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Basic Inforrnzicion)

Cooperation with Leiner GmbH

AT -retailer home and furnishing sector
Green product line by Leiner

Retailer marketing strategy by CB
Long-term marketing activities
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J EU-and AT ECo-OEEI|T OQuws Il DEI |
EU Eco-label for textiles
AT Eco-label for furniture, mattresses

Excellent marketing co-operation

Many new license holders
Train-the-Trainer workshop

Win -win -strategy

Less financial input by Competent Body
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Feziures of Grune Linis

Clearly marked product segments
Mainly female consumers

High price levels

Exclusively high quality products

All products must be certified

Also Eco-label-certification for own brand
High consumer advice by sales staff
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FEetlUres of Eco-lz0sls

3 Austrian Eco-label
- Established in 1990
- Labelled Products: approx. 650
- 25 product groups
- Awareness: 54%

A EU Ecolabel €
- Established in 1991 N

- Labelled Products in AT: approx. 40
- 54 product groups
- Awareness: 40%
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3 Twice a year 2-3 days promotion at E
all outlets \

3 Issues: Health and Environment Y
Target group: Women

3 Eco-label team participated at
Ladies Days in all 17 Leiner outlets
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Expert advice in Relax-Lounges by ﬂ
Eco-label marketing team

Up to 50,000 visitors
Long-term media announcements
Costs: approx. Leinerz 1 Mio.

Advertising value for Eco -label:
Z 150T
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sl Leclies Day ?

3 EU and AT Eco-label visible at the stores’

N

Product presentation Quiz games with wheel of fortune



