
Group 3 - Consumer

Question 1: What are the main consumer benefits that food chain sustainability agreements can bring?

ENRD Thematic Group
‘Sustainability agreements: Implications for 

business, the environment and the consumer’

Greenwashing means that 
consumer might pay more 

without a real impact on the 
environment or animals

Provide certified 
knowledge to the 
consumer - avoid 

greenwashing

Consumers 
understand what 

they are paying for

Good practices shows that 
sustainable products might 

reduce the price of the 
products - apples (REWE 

Group)

Holistic approach - 
thinking of benefits on 
social, environmental 
and economic aspect

Provide a bigger framework  - 
avoid atomization of small 

farmers - better integrated in 
the frame

It should be clear that the 
organic production method 

entails big sustainability gains 
and also there are less external 
environmental Costs (IFOAM)

Making consumers 
aware of the impact 

that their eating habits 
have

Stimulates/ 
increase 
demand

Make 
sustainability 
information 

more accessible 
to consumers

Relevance of 
technology/digitali

sation to make 
this information 
more accessible 

(UPV- Spain)

 Conversion products. Marketing 
campaign to explain to the consumer 
the difference between organic and 

conventional - conversion selling 
campaign where the group payed the 

difference  (REWE Group)

Agreement of 
minimum standards 

(Rabobank)



Question 2: What sort of agreements are going to be most important in delivering such 
benefits to consumers?

Question 3: What are the key enabling conditions/barriers to the development of such 
agreements?

Standarisation 
of the indicators

Lack of 
knowledge

Consumers tend to 
underestimate the 

impact of their 
consumers habits (BEUC)

Price is number 1 barrier for 
consumers to eat more 
sustainable (BEUC) - but 

majority of consumers would 
not mind paying more.

It would be important 
that the price is not 

inflated in vain - 
greenwashing

Credibility of the 
sustainability 
agreements

Agreement 
of minimum 

standards 
(Rabobank)

Practice: Various SA to 
guarantee 

transparency in ICOS 
(IE)

In the dairy sector consumers were 
more willing to pay for those 
products meaning an added 

economic value for farmers in 
comparison with positive impact for 

the environment

Mechanism that 
rewards the consumer 
for the sustainability 

practices

Paramount importance to 
implement a smart label that allows 

transmitting and certifying the 
enormous amount of information 

that consumers demand.

Under the new Horizontal Guidelines and the 
assessment under 101(3), consumer willingness to pay 

has to be established through customer surveys (as 
you say). However, it also has to take into account 

revealed and not only stated preferences. This is why 
such surveys could provide information on true 

pricing, for example. However, this cannot lead to 
imposing preferences on consumers.

When it comes to agreements having clear 
benefits for society, this is relevant when 

assessing the indispensability of agreements 
(so another of the four conditions in 101(3)). 
Indeed, if something has wider benefits and 
consumers may not be realizing this - then 
there might be a first- mover disadvantage.

Innovation and 
product variety Price Greenwashing

Consumers do not 
have targets - their 

consumer decissions 
are voluntary

Create market trust 
mechanisms to 

avoid greenwashing

Make sure public sector 
is also involved - green 
washing comes from 

private companies

Changing 
external factors

Transparency 
is esential

Awareness of the 
impact on our food 

from external events

Ie. COVID 
pandemic and 

Ukranian conflict

Make sure sustainable 
products also adapts 

to the needs/demands 
of the consumer

Need for 
competition - 

diverse system

Increase the 
information on the 

impact of the 
consumers choices

Ensure a mechanism 
that the sustainable 

added value is covered 
in the price

Reward 
credibility


