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Categorization of Quality Dimensions

Search: at time of purchase (e.g., appearance)

Experience: after purchase (e.g., taste)

Credence: consumer has to trust judgement of 
others (e.g., healthiness or environmental 
friendliness) 

Communication:
Credibility of (information from) source
Ability to process information

(see Grunert, 2002)
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Consumers‘ environmental assessment

Computer-based questionnaire
Rating of different environmental criteria
Choicetask

79 participants, living in Zurich or its agglomeration
55 females (70%) and 24 males (30%)
Mean age: 48.84 years (SD = 16.10)

Tobler, Visschers, & Siegrist, accepted for publication
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Beans from Egypt, open-field 

production

Beans, canned

What would you choose?
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(LCA data calculated by Niels Jungbluth, esu-services)
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I am unsure about
which eco-labels are

trustworthy and which
are not.

All eco-labels lack
transparency.

In the shop, I lack
information to

distinguish between
environmentally friendly

and harmful food
products

don't agree 2 3 4 fully agree
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Evaluability

10‘847 UBP 06/kg

(LCA data calculated by Niels Jungbluth, esu-services)

???

1‘780 UBP 06/kg
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Evaluability principle

Preference reversals occur between joint and separate evaluations when a 

particular attribute is easily evaluated while another is relatively hard to 

evaluate

even very important attributes may not be used unless they can be 

translated precisely into a frame of reference.
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Hsee, 1998

Zur Anzeige wird der QuickTime™ 
Dekompressor „“ 

benötigt.
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Effect of nutrition tables with reference information on 

consumers’ attractiveness rating and perceived healthiness
Chocolate and yogurt
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Nutrition tables with reference information 
product’s perception more in line with its actual 
nutritional value

Under 2 conditions:
Only for products that are perceived to be risky (low 
nutritional value)
Only the product’s primary association is affected (e.g. 
chocolate – hedonic value)

This effect appears to be independent of the type of 
product.

Visschers & Siegrist, 2009
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Environmental Labelling and Cosumer 
Preference: Negative vs. Positive Labels

Promotion vs. prevention focus
reach for things that are environmentally good
avoid things that are environmentally bad

Three-level eco-label (traffic light design)
16 pairs of products (e.g., food, soap, toilet paper, battery, 
T-shirt, light bulb)
Control condition: all products with yellow label
Experimental condition: yellow vs. green / yellow vs. red
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Strong environmental concern: equally affected by positive & negative label

Intermediate environmental concern : more affected by negative label

Weak/no environmental concern : unaffected 

Zur Anzeige wird der QuickTime™ 
Dekompressor „“ 

benötigt.

Zur Anzeige wird der QuickTime™ 
Dekompressor „“ 

benötigt.

Grankvist, Dahlstrand & Biel, 2004
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Conclusions:

Consumers need more information on ecological 
consumption, preferably with a reference frame

Simple communication tool (e.g. traffic light system) 
could foster ecological consumption, however, 
credibility is essential

Negative labels could additionally influence 
consumers with intermediate environmental concern

such a system would require a meaningful tool 
and would have to be implemented by legislation
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Thank you for 
your attention!
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