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T day’s Programme
Time Activity

Welcome Remark

• Preeyaporn Suwanaged, Deputy Director General of Pollution Control Department, Ministry of Natural

Resources and Environment of Thailand

Opening and Keynote Speech “German and European Policies on Consumer Information”

• Dr. Ulf Jaeckel, Head of Division of Sustainable Consumer Protection, Product-related Environmental 

Protection, Federal Ministry for Environment, Nature Conservation, and Nuclear Safety, Germany (BMU)

Session 1: Sustainability Information in Green Public Procurement and Consumer Awareness

• Understanding consumer behaviour (10 mins.)

Wilasinee Poonuchaphai, Project Co-Director, Sustainable Consumption and Production (SCP) Outreach in Asia

– the Next Five Project, GIZ

• Policy tools and instruments to influence consumer behavior (20 mins.)

Nils Heuer, Associate Programme Officer, Sustainable Consumption and Production Unit, 

Economy Division, United Nations Environment Programme (UNEP)

• Green Claims: How green a product really is (15 mins.)

Samy Porteron, Programme Manager, Environmental Coalition on Standards (ECOS)

Q&A

13:10

13:40

14:25

13:15



T day’s Programme
Time Activity

Session 2: Panel Discussion ‘Behaviour Change and Longer-term Impact’

• How to communicate Sustainable Lifestyle through the Green Credit Card of South Korea

Hyunhee LEE, Senior Researcher, Korea Environmental Industry & Technology Institute (KEITI)

• Sustainable Consumption Promotion and Thai Green Card case: challenges and success factors

Dr. Pornpimol Varathorn, Director of Public Participatory Promotion Bureau, Department of Environmental 

Quality Promotion (DEQP), Ministry of Natural Resources and Environment of Thailand

• IKEA as a Circular shop: Policy, strategies, collaboration with stakeholders

Tom Suter, Store Manager, Ikano (Thailand) Limited

10-Minute Break

Q&A

14:40

14:50

15:35

15:50 Summary and open questions

End of the programme16:00

• Kai Hofmann, Project Director of SCP Hub, GIZ

Closing15:55
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Dr. Ulf Jaeckel held PhD in environmental economics. 

Since 1994, he has been working with German Federal 

Ministry for the Environment, Nature Conservation and 

Nuclear Safety. 

He is now the Head of Division `Sustainable 

Consumption, Environmental Product Policy´, 

while also serving as the National Focal Point of the United 

Nations 10 Year Framework of Programmes on Sustainable 

Consumption and Production, Vice-Chair of the national 

standardisation body on environmental management and 

Co-lead of the UN Programme on Consumer Information for 

Sustainability.
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German and European Policies 
on Consumer Information

Regional Knowledge Sharing Event

30 November 2021

Ulf Jaeckel, PhD

Head of Division `Sustainable Consumption, Product-related Environmental Protection´
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International Frame

• Agenda 2030

• Goal 12: Ensure Sustainable Consumption and Production
▪ 12.1: Implement the 10 YFP Programmes (including Consumer Information 

Programme)
▪ 12.8. Ensure relevant information and awareness for people everywhere by 2030

▪ Decision UN General Assembly (November 2021)
▪ Time Extension of the 10 YFP
▪ Renewed pledge to make the needed transformative efforts through sustainable 

economic models to accelerate progress towards the implementation of SDG 12
▪ Need for enabling informed consumer choices for sustainable consumption
▪ Need for enhanced international cooperation on SCP



European Sustainable 
Product Initiative

• Goal: Consumers, the environment and the climate will benefit from products that are more durable, 
reusable, repairable, recyclable, and energy-efficient.

• Use of a mix of instruments including design and information policies

• Overarching product policy principles and minimum sustainability and information requirements for 
most relevant products

• Rules for designing products including, providing products as a service, providing repair services, 
guarantees for spare parts availability)

• EU rules for requirements on mandatory sustainability labelling and disclosure of information to 
consumers on products along value chains

• EU rules for mandatory minimum sustainability requirements on public procurement of 
products



European Sustainable 
Product Initiative

• Digital Product Passport

• Transparency along the value chain

• Use in business to business

• Use for consumer information

• Use for closing the circle

• Green Claim Initiative

• Market situation makes urgent policy interventions necessary

• Substantiating sustainability claims/messages

• Possible use of Product Environmental Footprint



`Official´ European Labels

• EU Energy Efficiency Label
• Mandatory for electric appliances

• Scale A-G

• Rescaling process 

• Very positive impact

• EU Bio-Label for organic products
• Based on EU law

• Voluntary label

• Available for producers inside and outside EU

• EU Flower
• Voluntary label

• 35 product/service groups

• Usable for producers/retailers inside and outside EU



National Policy

• National Programme on Sustainable Consumption, adopted in February 2016 by the Federal 
Government of Germany

• Aim: Sustainable Consumption should evolve from niche market into mainstream

• Consumers have to be empowered to  consume sustainably

• Further development of the National Programme with decision of Green Cabinet in May 2021 
including goals on consumption related GHG, strengthened use of blue angel etc.

• Use of Sustainable Public Procurement to generate markets for ecolabelled products

• Platform for the assessment of labelling and standard schemes (www.siegelklarheit.de)



National Program for 
Sustainable Consumption

• Originally adopted in February 2016 by the Federal Government 

• Revision of the program with 45 measures and targets adopted on May 3rd 2021 by the Federal 
Government

• Sustainable consumption plays a central role in achieving Germany’s sustainability and climate 
protection goals. 

• Central goal: Halving the consumption-related GHG emissions per capita by 2030

• Other goals include:

• Significantly increase the market share of certified clothing

• Improving conditions for cycling in order to double share of cycled distances

• Halving per-capita food waste by 2030

• Increasing the market share of labelled products in e-commerce to 34% by 2030

• Increasing the share of sustainably certified food raw materials in food processed in Germany



National Program for 
Sustainable Consumption

• Consumer information measures (examples):

• Increasing the visibility of sustainable tourism destinations

• Strengthening the use of credible environmental and social labels in particular in e-commerce

• Promoting the introduction of a resource efficiency label on EU level

• Promoting the use of digital product passports also for consumer information

• Promoting a mandatory manufacturer declaration regarding the expected lifetime of their products

• Improving consumer information about sustainable food consumption

• Promotion of a balanced diet and of greater animal welfare also by enhanced consumer information

• Promoting the dissemination of sustainable consumption practices through societal discourse and support 
of relevant business models

• Adoption of a general administrative regulation for the procurement of climate-friendly products and services 
in summer 2021



Blue Angel

• First ecolabel in the world

• Logo given by United Nations

• Well known (90%) and taken into account for purchasing decisions (about 40%)

• More than 100 product groups

• More than 12000 products and 1000 companies

• Most important product groups: Paints, printers, recycled paper

• Blue Angel stands for environmental quality and credibility

• Blue Angel also used by international companies and on international markets 





• A third part proved information they can trust

• Easy way of recognizing environmentally friendly products and services

• No need to deal with every single detail 

• A guideline and orientation in everyday life

• A label which empowers consumers to choose a sustainable product

Benefits for consumers



• To demonstrate the company‘s commitment on environmental issues: good reputation, 
credibility

• To communicate the good environmental performance of their products 

• A marketing tool also supported by the labelling scheme partners and campaigns of the 
label owner (Ministry)

• Advantages in certain public tenders

• Recognition by the political level

Benefits for Companies



International Activities

• Long term member of GEN

• Cooperation of Blue Angel with other labelling schemes (e.g. China, Japan, Thailand, South 
Korea, Nordic Swan, European Flower etc.

• Co-lead of the Programme on Consumer Information for Sustainability in the One Planet 
Network of the UN (10YFP) incl. a working group on ecolabel

• Support of the development of ecolabelling schemes in South-East Asia, Africa and Latin 
America through projects of the German International Climate Initiative

• Support of the implementation of SDG 12, in particular 12.8



Thank you.

ulf.jaeckel@bmu.bund.de



Group photo



Session 1: 

Sustainability Information in Green Public 
Procurement and Consumer Awareness

‘
’





Wilasinee Poonuchaphai

Since 2005, she has been working with GIZ for various projects. 

Her expertise is in environmental and energy management and 

sustainable development. 

Previously, she led an EU-funded project on “Sustainable Freight 

Transport and Logistics in the Mekong Region”. 

Currently, she is Co-Director of Project ‘SCP Outreach in Asia –

The Next Five Countries’ which is financed by the German 

Federal Ministry for the Environment, Nature Conservation and 

Nuclear Safety (BMU), focusing on eco-labelling and green 

public procurement.



Understanding 
Consumer Behaviour
By Wilasinee Poonuchaphai

Co-Director, SCP Outreach Project, GIZ



Understanding Consumer behaviour is 

essential for driving the consumption 

change to be more sustainable.

• How people make decisions 

when they purchase, helps businesses 

and marketers capitalise on these 

behaviours by predicting 

how and when a consumer 

will make a purchase. 

• It also helps to identify what influences 

these decisions, as well as 

highlight strategies to proactively 

manipulate behaviour.

are the
Who
consumers

Person or organization 

purchasing, using and/or

disposing of goods and services 

for private or commercial purpose 

(includes individuals working in a 

private sector as well as in public 

sector such as private company or 

public procurement for instance).



Cognitive Approach to Consumer Behaviors

Personal factors: 

Characteristics 

(gender, age, 

culture, occupation), 

self-efficacy

Cognitive factors:

Knowledge, 

expectations, 

perception,

attitudes
Environmental factors: 

social norms, 

access in the community, 

influence on the others 

and environment



What influence the consumer on buying decision
Source :Guidelines for Providing Product Sustainability Information, 2017

Health?

Price?

Trust? Trends?

Quality?

Sustainability?



Analysing

Buyer
Behaviour

• Who purchases your 

products and services? 

• Who makes the decision 

to purchase your products 

and services? 

• Who influences the 

decision to purchase 

the products? 

• How is the purchase 

decision made?

• Why does the consumer 

buy a product? 

• Why does a consumer prefer 
one brand over another?

• Where do customers 

purchase the product? 

• When do consumers 

buy a product? 

• What is the consumer’s 

opinion of the product? 

• What is the role of consumers’ 

lifestyle in their buying behaviour? 



Shifting
Consumers
to Behave 
Sustainably

Social 
Influence

• Social norms

• Social identities

• Social desirability

• Discontinuity to change bad habits

• Penalties

• Making it easy

• Prompts

• Incentive

Habit
formation

• Self-concept

• Self-consistency

• Self-interest

• Self-efficacy

The
Individual

self

Feelings 

and 

Cognition

• Negative emotions

• Positive emotions

• Information, learning and knowledge

• Eco labeling

• Communication



Thank 
you



Nils Heuer holds a Master’s Degree in Sustainable 

Development and Environmental Governance. 

He is now an Associate Programme Officer working on 

Consumer Information and Ecolabelling in UNEP’s

Economy Division based in Paris, and is coordinating the 

One Planet network Consumer Information Programme 

to strengthen consumer information for more sustainable 

consumption and production globally. 

Before joining UNEP, he has worked as an Ecolabel Account 

Officer at the Marine Stewardship Council in London, UK. 



Policy Tools and 
Instruments to Influence
Consumer Behaviour

Nils Heuer

Associate Programme Officer, 

Sustainable Consumption and 

Production Unit, Economy 

Division, United Nations 

Environment Programme













































Samy Porteron has a broad experience in climate and 

environmental policy, working previously as a policy 

analyst and researcher for European Union policy-makers and 

international NGOs like C40 Cities and the World Green 

Building Council.

He is now a programme manager at Environmental 

Coalition on Standards (ECOS), where he has worked 

since December 2020 on the topic of green claims, plastics 

and chemicals, packaging, and the bioeconomy.



Green Claims
How green a product really is

Samy Porteron
Programme Manager,

Environmental Coalition 

on Standards (ECOS)



international environmental NGO

technical expertise for environmentally 
friendly technical standards, policies and 
laws

network of members & experts

About ECOS





82 products selected for high waste volumes & high impact 

Reusable or 
refillable

Recyclable Recycled
content

Compostable Biodegradable Bio-based
content

Pr
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m
 ty

pe
s

Bottles & 
jugs

Clothing Sachets & 
pouches

Film & bags Plastics in 
food service

Diapers & 
wipes

The report



Fundamental Principles 

Example: bio-based wipes

RELEVANCE

RELIABILITY

CLARITY

Based on UNEP Guidelines for Providing Product Sustainability Information

• of claims
• of product characteristics

• substantiated
• verified

• informative
• transparent
• accessible



64

Findings
• About half of claims assessed to be misleading

• 8 products fulfilled all criteria
Illustration: 





Key findings
Example – Biodegradability and compostability claims

• A ‘license to litter’ for consumers

• 1. Reduce, 2. Reuse, 3. Recycle

• Biodegradation is often irrelevant for the environment

Illustration: 



Key findings
Example – Reusability claims

‘Reusable’ dishware Single-use refill pouch

Firm-operated bottle
return system

In-store refillables

Misleading Still single-use

Truly reusable
Truly reusable



Our recommendations



Key policy principles and tools :

• Use existing guidelines, including ECOS 
Ideal Claims Checklist

• Circularity hierarchy: 
1. Reduce
2. Reuse
3. Recycle

• Harmonised environmental labelling

• Ban least sustainable products

Different products, same labelling formats

Our recommendations



Read our report!

In cooperation with



End of Session 1: 

Sustainability information in Green Public 
Procurement and Consumer Awareness

‘
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Korea 
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Ikano (Thailand) 
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change and 
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Hyunhee Lee is a Senior Researcher at 

Korea Environmental Industry & Technology 

Institute (KEITI). 

She is currently in charge of the Green 

Credit Card and has been involved in several 

programs such as Carbon Footprint Labeling to 

spread sustainable lifestyle.



How to communicate Sustainable Lifestyle 
through the Green Credit Card 
of South Korea

Hyunhee LEE 

Senior Researcher,  

Korea Environmental 

Industry & Technology 

Institute (KEITI)





















Dr. Pornpimol Varathorn holds a doctoral 
degree in Technical Science, Division of Environmental

Engineering from Asian Institute of Technology AIT.

Currently, she is a Director of the Bureau of Public 

Participation Promotion, Department of 

Environmental Quality Promotion, Ministry of natural 

resources and environment, Thailand. 



Sustainable Consumption Promotion 
and Thai GREENCARD case

Dr. Pornpimol Varathorn

Director of Public Participatory Promotion Bureau, 

Department of Environmental Quality 

Promotion (DEQP), Ministry of Natural Resources 

and Environment, Thailand

Challenges and success factors

































Tom Suter has been with IKEA globally for 17 years, 

starting as a part time coworker in the Canadian Market. 

He has worked in 3 different stores and run two different 

large projects for IKEA. 

He is currently the store manager of IKEA Bang Yai, the 

2nd largest store in SEA, and the self-described 

Deputy Chief Sustainability Officer for IKEA 

Thailand. 



IKEA as a 
Circular Shop

Policies, strategies and collaborations 
with stakeholders

Tom Suter 

Store Manager, 

Ikano (Thailand) Limited



Background

IKEA operates as a franchisee model, with nearly 500 
locations around the world 

We directly employ more than 225,000 people

FY21 global sales surpassed EUR 41 billion

Our vision is to create a better everyday life for the many 
people

Our sustainability strategy covers all aspects of our 
business, and has commitments to be reached by 2030



IKEA’s People & 
Planet Positive Strategy



• We are aiming to use only 

renewable or recycled materials

• We are designing our products with 

circularity in mind

• Adaptable

• Movable

• repairable

Two distinct strategies – Globally and Locally
Globally, by 2030



• We facilitate the secondhand market

• We encourage recycling through incentives

• We educate

• We provide solutions for people around the 

home, that are easy on the wallet

• IKEA Bang Yai is also LEED Platinum certified. 

One key feature is the solar panels on our roof

Two distinct strategies – Top-down & bottom-up
Locally, 



The IKEA Circular Shop and 

the secondhand market

Good for our customers and good for business

• Secondhand market represents 10% of total 

market share (IKEA globally has a 4.2% share)

• IKEA products are resold 1 to 3 times

• Opens new market with ‘thinner wallets’



How do we move 

it forward

Government support – incentives for production, for 

retailers and for consumers

Business support – freely sharing of knowledge and 

best practices, and seeing the business need

Retail support – continue to develop the convenience 

and see the business opportunity

Consumer support – developing the trend of 

secondhand love, through education and influence?



TACK!
( that’s how we say 

‘Thanks’ in Swedish )
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What are the success factors 
of the Green Credit Card? 

Or, the strengths of the scheme?



What are the lessons learned/ challenges 
during the implementation 

of the Thai GREENCARD?





From the private sector perspective, 
what policy support would you like 

to see from the government?



What is your recommendation 
to other countries who would like 

to launch similar scheme?





Closing 
Remark Kai Hofmann

Project Director,  

Sustainable Consumption and 

Production Hub, GIZ



IMPLEMENTING CIRCULAR 
ECONOMY GLOBALLY MAKES 
PARIS TARGETS ACHIEVABLE



Increased

understanding of 

policy and related 

tools to promote 

sustainable 

consumption

Event Objective

Provided

a platform to 

exchange 

experiences among 

participating 

countries

Enhanced

collaboration 

between 

participating 

countries

and gathered 

knowledge from 

each partner of 

the Alliance




