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Insufficient market surveillance is one of the main obstacles to the full realisation of the energy saving 
potential of the EU Ecodesign and Energy Labelling Directives. It is estimated that 10 percent of the expected 
savings may be wasted due to non-compliant products on the market. This would translate into more than 
100TWh of annual final energy savings that could be missed in the EU, as much as the current residential 
electricity consumption of East-and Central Eastern Europe.

National authorities in member states have their formal role to play in verifying compliance and sanctioning 
free riders. However, these activities are not the only opportunity for creating a much more compelling climate 
of compliance and removing free riders’ sense of impunity. Civil society stakeholders can play a substantial 
role, provided they build more capacity, ramp up their expertise in this field and collaborate more at EU level.

The MarketWatch project aims at increasing the involvement of civil society in market surveillance activities 
related to Ecodesign and energy labelling, with the ultimate goal to increase the level of compliance in the EU.

This project brings together a large consortium of environmental, consumer and energy non-profits in 
countries representing 80 percent of the EU final energy consumption.

Energy labels in shops 

Energy labels rank and compare products by their energy performance and some other functional parameters. 
In order that consumers can compare the products and, if they wish, choose more energy efficient models, 
energy labels have to be clearly displayed at the point of sale. 

The need to display energy labels in shops is a legal requirement resulting 
from European legislation1 and it is applied in all EU  

For most product groups, the labels have to be displayed on the outside of the front or top of the product, 
depending on its typical shape. Differences are of course possible for light sources, TVs, etc. 

Product-specific legislation defines the exact list and order of information to be provided for the consumer 
also in the case of internet and catalogue selling.

1   Directive 2010/30/EU of 19 May 2010 on the indication by labelling and standard product information of the consumption of energy and other resources by energy-related products,  
Article 6 – Responsibilities of dealers, as well as each product specific Regulations with regard to the energy labelling

Background 
and introduction
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Recent experience from other European projects focused on market surveillance2 shows that the lack of 
information provided to consumers, including the proper energy label format, availability and format of the 
product fiche, and other information to be made available to consumers, either at the point of sale, or online, 
may be lacking, incomplete, or in a wrong format, making it more difficult for consumers to make educated 
choices. 

And, this is exactly what the MarketWatch national partners have been focused on: 

■ Monitoring the proper presence and display of energy labels in physical and online shops 

■ Monitoring for products in efficiency classes banned by Ecodesign legislation 

■  Monitoring the availability of product fiche; the display of energy efficiency class in product advertisements; 
usage of energy efficiency class ‘super declarations’ (e.g. A+++-50%) and other documentation in shops, 
catalogues, online presentations, advertisements, etc. 

Project activities in energy label display monitoring 

In 2013, MarketWatch started to undertake numerous inspections of shops and points of sales, including 
internet shops.

Project partners prepared to organise three rounds of shop visits, in most cases checking label presence in 
10 physical and 10 internet shops, with some modifications in some countries (e.g. 20 in Germany and 12 
in Denmark). In total, more than 300 visits to physical shops and 300 in-depth online consultations will 
have been carried out, covering the most important and suspicious product categories. The original target 
was to reach 25,000 individual products viewed, assuming an estimated average of 10 models per product 
category, and at least 3 product categories in-store and 5 product categories online. In reality, many more 
products (see below) have already been viewed.

The project will follow up with a document informing any interested stakeholders how labels should be 
properly displayed, distributed in numerous languages.

The project is engaged in direct dialogue with shops where more than 20 percent of products displayed are 
identified as non-compliant (labels were missing or displayed wrongly). The results are also shared with the 
national market surveillance authorities, and, consequently, to the media and general consumers.

First round shop visits took place between December 2013 and February 2014. The second took place in 
late 2014 (physical shops) and spring 2015 (online shops) in the following countries (the table indicates the 
minimum number of shops to be monitored):

 

2 See e.g. ATLETE II project, testing 50 washing machines, showing 0% technical noncompliance but 30% overall compliance rate when including all individual parameters
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Country Physical shop visits On-line shops / catalogues

Austria At least 10 visits / year At least 10 consultations / year

Czech Republic At least 10 visits / year At least 10 consultations / year

Germany At least 20 visits / year At least 20 consultations / year

Denmark At least 12 visits / year At least 12 consultations / year

France At least 10 visits / year At least 10 consultations / year

Italy At least 10 visits / year At least 10 consultations / year

Poland At least 10 visits / year At least 10 consultations / year

Portugal At least 10 visits / year At least 10 consultations / year

Spain At least 10 visits / year At least 10 consultations / year

UK At least 8 visits / year At least 8 consultations / year

Belgium 3 visits / year 3 visits / year

 
 

Overview of activities: 
Shop visits, product categories and legislative requirements

The following shop types have been identified and visited by the project team. Depending on the situation of 
each market, partners used their local knowledge and visited either retailers with large market share, mostly 
electronic superstores, and/or a pre-chosen segment, where problems with labelling were identified in 
previous surveillance projects, e.g. Come On Labels project in 2013 and UK National Measurement Office’s 
project in 2012. These shops were typically kitchen studios, furniture and DIY stores or showrooms. Some 
teams also included supermarkets that sell electronics. The research also emphasised the difference between 
physical and online shops, both categories being equally represented in the project monitoring.

Shops with a noncompliance level above 20% were revisited in the second round following communication 
with the retailers from the first round. All other shops were new, coming from retail segments with the track 
record of noncompliance. 

In general inspections covered all appliances with an energy label, including:

■  household appliances like washing machines, dishwashers, tumble driers, electrical ovens, refrigerators;

■  televisions;

■  air conditioners and wine storage appliances, identified as least likely to bear a label;

■  energy saving lamps, though these were not included in the overall statistics, as these have specific 
conditions: the label has to be printed on the original package;
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■  new to the second round, vacuum cleaners, with labelling obligations for all models placed on the market 
from September 2014;

■  where possible teams checked all types of appliances while only a few omitted certain types of product 
categories based on the low market availability or penetration or previous positive compliance.

Inspections checked for the following basic requirements of proper label display:

■  label placement: energy labels typically have to be shown on the top or front of the appliance (except e.g. 
for TVs, and light sources)

■  label format: especially old energy labels have proven to be a matter of incorrect formatting as they often 
come in two pieces that have to be put together, labels can´t be printed in-house by the retailer, edited or 
hand written by the shop assistant, etc.

■  model mismatch, when a different label is applied to a specific model unit

■  label missing entirely

■  for electronic shops, teams checked for prescribed lists of information, defined in product-related 
energy label legislation. This has to be displayed in a pre-defined order for models entering the market 
before January 2015. In the second round and for online shops presenting the energy labels in electronic 
format, the label display has already been following the legislation3 applied to new models entering 
market after January 2015.

Product fiche: 

Besides the label, products on sale have to be accompanied by a fiche, a document containing additional 
information about the product’s performance characteristics. The specific list of information is defined in 
each product’s specific legislation.

Partners looked for the fiche or asked staff for at least two models from various manufacturers within two 
different product categories.

Even though an obligation to provide an electronic fiche has recently been applied to online shops for 
product models entering the market after January 2015, it was not technically and legally possible within the 
project monitoring activities to distinguish new models from the ones that had been on the market before 
1/2015. So the new provisions were taken into consideration during inspections based on the prevailing 
format of information provision, text based (all parameters listed and in the right order) or label and fiche 
documents for download (proper format and placement). 

‘Super declarations’ 

Products claiming to consume less energy than a certain energy efficiency class are sometimes marketed as 
class A minus X percent or A+++ minus X percent.

3  http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=uriserv:OJ.L_.2014.147.01.0001.01.ENG
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This may mislead consumers, since such a declaration is typically calculated from the bottom level of the 
energy efficiency index interval of the specific energy efficiency class.

The legislation does not allow labels to be modified, so energy labels displayed in physical shops rarely display 
super declarations. However, products may get stickers bearing the super declaration. These declarations are 
also often found online for individual product labelling as the individual model’s energy class specification.

Label missing in advertisements:

Adverts must show an energy class rating whenever a specific model price or technical specification is also 
shown, and our teams check for this.

Ecodesign legislation also specifies a wide set of requirements, concerning energy efficiency parameters, 
but also specific information to be made available to consumers. Teams have therefore monitored the 
availability of products given an energy class that should no longer be entering the market. Teams also 
monitored whether a proper display of ‘standard’ programmes was present on panels or displays of washing 
machines and dishwashers, and other easy-to-verify Ecodesign requirements.

Ecodesign requirements checked:

■  Lamps: Incandescent lamps available 
(e.g. since 9/2012 only class D and better non-directional lights are allowed on the market)

■  Refrigerators: Compressor type energy class A and below  
(Cannot enter market since 1/7/2012)

■  Washing machines: Energy class A and below 
(Cannot enter market since 1/12/2011)

■  Washing machines: ‘standard’ programme clearly identifiable on the panel (Text or Symbol)

■  Dishwashers: Energy class A and below (60 cm wide models only) 
(Cannot enter market since 1/12/2011)

■  Dishwashers: Default standard cleaning cycle on the panel (Text or «Eco»)

■  Tumble driers: Energy class D and below 

■  Tumble driers: Indication of ‘Standard cotton programme’ on the display / programme selection device 
since 11/2014, monitored for models without an electronic panel

■  Vacuum cleaners: Rated input power exceeding 1600 W cannot enter market since 1/9/2014

■  Televisions: Energy class E and below not allowed to enter the market 
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Main findings

Energy labels:

In its second round, MarketWatch partner organisations checked and monitored 29,352 individual 
products (or 44,686 products when including light sources) in 243 physical and online shops (56:44%) 
in 11 EU countries. In comparison with the first round, 11,992 less individual products were checked, but 
inspections covered 18 more shops than last time.

Overview of the findings in all shops in the first round:

 

Category: 
Labelled 
correctly

Wrong format
Wrong 

placement
Label does not 
match model

Not labelled / 
Missing

N. of units: 22,030 14,864 663 39 3,746

Share: 53% 36% 2% 0.09% 9%

Overview of the findings in all shops in the second round:

 

Category: 
Labelled 
correctly

Wrong format
Wrong 

placement
Label does not 
match model

Not labelled / 
Missing

N. of units: 15,331 6,507 1,217 884 5,413

Share: 52% 22% 4% 3% 18%

 
 
These tables show practically no change since the first round as far as the overall percentage of correctly/
incorrectly labelled products is concerned. However, significant differences can be observed within the 

Overview 
of the second 

shop visit results – 
Summary 
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category of incorrectly labelled goods. Whereas the share of wrongly formatted labels has decreased (from 
36% to 22%), the share of non-labelled products increased (from 9% to 18%). Moreover, more mis-matched 
labels were found in the second round. 

As the selection of individual shops was been made with a high likelihood of noncompliance in mind, it has 
to be noted that these figures are not representative of the overall market situation in individual countries. 

Despite varying figures, the order of the findings stays the same as in the first round. The main error is still 
down to retailers making mistakes on label format, both in online and physical shops (an example being the 
label modified, or only used in black and white copy, or even hand written by the shop assistant, whereas 
only the originals delivered by the suppliers should be used). Formatting issues are specific according to 
type of shop (online/physical) and type of product. They include cases where, for example, only partial 
information is provided online and that wrong label is then adapted for physical shops. Some products also 
seem to have specific problems based on the nature of the label (new/old label type etc.) 

Missing labels is still the second most common problem observed, both in shops and online. Nevertheless, 
while the rate in the first round of monitoring (9 percent) seemed to be related mainly to kitchen studios and 
furniture stores, the second round revealed missing labels primarily in general super / hypermarkets / cash 
and carry stores, 28 percent of products viewed in this type of shops had no label.

Placement remains a rather minor issue, with only 4 percent hidden in the appliance, covered by other 
documentation, etc.

The least frequent problem were mismatched labels, not matching the respective models, though this has 
risen from 0.09 percent in the last round to 3 percent this time.

Overview for physical shops: 

Category:
Labelled 
correctly

Wrong format
Wrong 

placement
Label does not 
match model

Not labelled / 
Missing

N. of units: 10,555 825 582 14 2,815

Share: 71% 6% 4% 0,09% 19%

 
During the first round, labelling in physical shops in the eleven participating countries was generally at 
a rather high level (77 percent), though the percentage of products missing labels was not negligible (12 
percent). 

In the second round, the rate of correctly labelled products in physical shops is six percentage points lower. 
While incorrectly formatted labels were seen less frequently this round, the share of products with no label 
has increased by 7 percentage points. 

As noted above, since partners focused on retail points that are more prone to mislabelling, the results do 
not represent a full market picture. 
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Overview for internet shops:

Category:
Labelled 
correctly

Wrong format Placement
Label does not 
match model

Not labelled / 
Missing

N. of units: 4,776 5,682 635 870 2,598

Share: 33% 39% 4% 6% 18%

 
The online stores we checked are failing to deliver full consumer information as required by law. Just one 
third of all checked appliances were found to be correctly labelled. A comparison with first round findings 
reveals clear divergences. 

Similar to physical shops, but more noticeably, the share of labels with a wrong format dropped from 54 to 
39 percent. This is, in part due to new requirements that move the information display from a text format to 
a digital label format. At the same time, the share of missing labels rose from 7 to 18 percent. 

Text-based labels, seen on models entering the market before January 2015, nearly always have the right 
energy efficiency class information, but lack some additional information and the get the order wrong. 

The most profound change since the first round lies within the category of mismatching labels 0,07 percent 
and 6 percent respectively, representing roughly an 85-fold increase. In absolute values, just 17 of the products 
seen in the first round had no label information at all, whereas in the second round the number reaches 870.

Most common mistakes observed: 

The main problem with providing information on the energy label is online, where part of the prescribed 
information may be missing or displayed in an incorrect order/format, or where a graphic label is not 
provided in the right format or placement for new products.

Other examples include only partial labels and in-house versions of labels; vacuum cleaners and air 
conditioners most often coming without any energy label.

10
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Energy labels modified by the retailers 

Energy label covered by other information 

Energy label damaged by use 
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Overview of the proper label presence for individual product categories:

Labelled 
correctly

Labelled 
incorrectly

Not labelled

Refrigerating appliances 68% 24% 8%

Wine storage appliances 34% 42% 24%

TVs 54% 19% 27%

Washing machines 60% 32% 8%

Dishwashers 54% 37% 9%

Lamps 96% 2% 2%

Air conditioners 32% 37% 31%

Electric ovens 39% 37% 23%

Tumble driers 38% 44% 17%

Washer driers 45% 36% 19%

Vacuum cleaners* 44% 19% 37%

*  energy label display requirement only applicable for new models since September 2014 and therefore 
includes old models still in stock. 

     
 

The categories with most frequent cases of energy labels missing are vacuum cleaners and the air-conditioners. 
White goods are the product categories with the most common proper display of energy labels, together 
with lamps, where the energy label is typically printed directly on the packaging. 
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Ecodesign requirements 

One of the main features of Ecodesign legislation are efficiency thresholds, below which a product cannot 
be placed on the market.

The specific requirements of the threshold are typically defined by an efficiency index and the limits apply 
after a certain date. Selling products that do not fulfil a threshold after the specific date is possible, provided 
these entered the market before the threshold was applied. 

Other Ecodesign requirements include an obligation to indicate a ‘standard programme’ on the appliance 
panel. This information should be shown either as a symbol or text saying ‘standard programme’ for washing 
machines, ‘eco’ for dishwashers and ‘Standard cotton programme’ for tumble driers. This requirement is 
intended to help consumers to see which programme the energy label refers to and make an easier buying 
and operation decision with regard to intended use. 

The compulsory indication of the standard programmes on a product panel or display applies to the following 
product categories:

 
Washing machines

‘Standard programme’ clearly identifiable on the panel (Text or Symbol)
 

Dishwashers
Default standard cleaning cycle on the panel (Text or ‘Eco’)

  
Tumble driers 

Indication of ‘standard cotton programme’ on the display /  
programme selection device

In this area, we observed a slightly positive shift in the right direction compared with first round inspections. 
Then, the ‘standard programme’ or ‘eco’ was not clearly identifiable on 26 percent of checked washing 
machines and 22 percent of dishwashers. The physical second inspections found 7 percent of washing 
machines and 4 percent of dishwashers missed a clear programme mark.

On the other hand, more than one quarter of inspected tumble driers (28%) did not indicate a ‘standard 
cotton programme’ as required by the law since November 2014.

These figures are indicative only, though, due to the fact that the information on the standard programme 
should be displayed either on the model’s panel or electronic display. Since products are in off mode in 
shops, it is typically not possible to verify the display of the standard cycle for the increasing number of 
models with an electronic display.
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Inefficient models (below the Ecodesign legislation requirements) found in shops

One of the parameters checked in the shops by the MarketWatch project has been also the presence of 
products with an energy class higher than allowed by the specific Ecodesign regulations. Out of more than 
10,000 appliances checked in physical stores, MarketWatch researchers found only 206 products (2 percent) 
with energy classes lower than allowed at the time of the survey to enter the market.

It should be noted that this may not indicate non-compliance, as the products may have entered the market 
before the specific requirement entered into force.

Tumble driers were the most problematic, with 10 percent (142 units) at energy class D or lower, models that 
should not be entering the market. That is a substantial change compared to first round inspections, when 
just 1 percent were not complying with the rules. 

About 3 percent of all observed dishwashers (1029 units) were class A and below, off limits to the market, 
while two percent of refrigerators, two of lamps and a single percent of washing machines bore labels that 
were below minimum efficiency standards. 

Vacuum cleaners with rated input exceeding Ecodesign’s power cap of 1600 Watts made up seven percent of 
the units we found, some two to three months after the cap entered into force. 

 

Inefficient models found online 

While the number of products monitored online was almost identical to our physical inspections (nearly 
10,000), the percentage of prohibited classes reached four percent (363 appliances), with vacuum cleaners 
having the highest non-compliance rate, at 13 percent.

Selling incandescent lamps, a product with an energy label no higher than the forbidden energy class E, 
seems to be a greater problem in online shops, with roughly one in ten checked lamps (11 percent) most 
likely non-compliant, if we consider they have entered the market after the Ecodesign regulatiosn entered 
force. As for other types of machines not meeting the criteria, six percent of all seen dishwashers (1151 
units) were class A and below. The rate for banned refrigerators, washing machines, and tumble driers was 
quite low, at two percent.

It should be noted again, though, that some of the legislative requirements, e.g. for vacuum cleaners, only apply 
to goods entering market after a certain point of time. As only the market surveillance authorities can check 
whether non-compliant products come from old stock or not, our results should be regarded with caution.
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Overview of products checked for Ecodesign compliance in all shops

Total number 
of products displayed 

Number of noncompliant 
products observed

% of products reviewed 
not meeting criteria

Incandescent lamps available 2,408 142 6%

(Since 9/2012 only class D and better non-directional lights can be placed on the market)

Refrigerators: 
Compressor type energy  
class A and below

3,433 59 2%

(Cannot enter market after 1/7/2012)

Washing machines
Energy class B and below

3,572 60 2%

(Cannot enter market after 1/12/2011) 

Dishwashers
Energy class B and below

2,180 89 4%

(Cannot enter market after 1/12/2011) 

Tumble driers 
Energy class D and below

967 27 3%

Vacuum cleaners 
Rated input power above 1600 W 

2,166 192 9%

Televisions 
Energy class E and below

2,166 0 0%

Consumer information requirements – product fiche

We checked if product fiches (additional consumer information – explained above) were available for 
randomly selected products. We asked shop staff for it for two products for two different product categories 
that require it by law. Online, we checked for a fiche either in the text format, or as a document for download. 
Fiche content is prescribed in law.

In general, our teams observed one or more of the following:

■  Staff were aware of it and the document was made available;

■  A product catalogue was provided, possibly with unclear information of where the fiche could be found;

■  A reference to the manufacturer’s website was offered by staff or claimed to be available;

■  No information was provided and/or staff were not aware of the fiche;

■  Staff claimed there is no strict requirement to make the fiche available.

The legislation states that for physical shops, the document “should be made available,” but does not specify 
that it should be made clearly visible, as it does for the energy label itself. The fiche can be made available 
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in various formats and it is not specified exactly how it should be “made available”. Also the forms in which 
it was possible to find it varied by different countries, types of shops, individual shops and product brands. 
Therefore, the presence of the fiche is more difficult to track, given that the display method and document 
format is not prescribed.

Online, new legislation agreed in June 2014 and applicable from 1 January 2015. It states that models entering 
the market after January 2015 must be accompanied by an electronic, downloadable fiche. As already stated, 
however, MarketWatch researchers have no right to check if a certain product comes from old stock or not, 
so the inspections focused on the availability and correctness of product information in the same way they 
did in the physical shops. Online monitoring took place some three to four months after this regulation 
entered force. The project partners also took notes about the method of providing the information, e.g. 
whether there was a link to manufacturer´s website, downloadable document or text.

The lack of product fiches, or equivalent information for products sold online, was monitored frequently, 
with no or rare links to such specific documents, or the products’ technical specifications did not contain all 
information prescribed by the fiche.

Anecdotal evidence suggests that awareness among retail staff, and most likely also consumers, is not high 
enough to demand and use the information from the fiche fully. 

It is difficult to derive summary data for fiche availability, due to the low number of checks organised within 
the project in comparison to the full market size. However, we can say that these were only partly available 
or unavailable, depending on the country, type of the shop and type of appliance. Results show more-or-less 
random availability, based on local conditions and a different level of information and internal document 
display procedures of the retailer.

Example of a product fiche found in a shop 
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MarketWatch also found product super declarations (energy class declaration above the formal scale, 
explained above) in all countries. While on one hand it indicates the success of energy labelling as a marketing 
tool and by bringing ever more efficient models to the market, such declarations are not subject to formal 
market surveillance. These declarations may be misleading to consumers as they typically link to the bottom 
of the respective class, and should not be formulated as a formal part of the energy label. In catalogues and 
internet declarations these usually are. At the time of drafting this report (July 2015), revision of the EU 
Energy Labelling Directive was expected soon. This may eliminate the problem, at least for some time. 

 

 

 
Concerning advertising, partners collected material such as catalogues and newspaper ads, where we could 
see individual cases of missing energy classes, most commonly for televisions. In individual cases, the team 
noted models promoted as ‘the cheapest’, without the energy class declaration, while all other models in the 
catalogue had an energy class highlighted. The number of advertisements monitored were too anecdotal to 
discern any market trends and concrete problems, but individual cases were flagged by our teams to shops, 
suppliers, and/or the authorities. 
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Further comments and MarketWatch steps

The sustained presence of energy labels in shops will increase its importance with the expected revision 
of the EU energy label directive – making sure that the transition to the new labels will be smooth and 
understood by consumers. 

We observed one other specific situation related to products offered for sale in packaging. Following the 
legislative requirements stating that every product displayed for sale has to bear the energy label, such 
products were also counted as noncompliant if the energy label was not available. 

 

 

Also, a trend in the other EU market surveillance projects such as ATLETE II4 and ComplianTV5, which 
have recently published their results, indicates that the availability of the prescribed information (energy 
label format, fiche availability, information on free access websites) may be an increasing problem – these 
projects have declared high compliance rates on performance declarations, but also high non-compliance 
on information requirements. 

■  Escalation of results: individual project partners are negotiating their findings with individual shops 
and chains, pointing them to the most significant violations. Results are also being shared with national 
market surveillance authorities, discussing the trends observed and offering cooperation in future project 
activities.

■  Final round of shop visits: The third round of shop visits is planned for late 2015. Failing shops will be 
revisited and new shop types with the highest degree of suspected non-compliance will be visited.

4 http://www.atlete.eu/2/final-results/2-non-categorizzato/58-full-individual-results
5 http://www.compliantv.eu/eu/product-database/
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The following chapter analyses trends by product category.

 
Overview of energy label display situations per product category: 

Labelled 
correctly

Partly / Incorrectly labelled
Not labelled

Format Placement Model match 

Refrigerating appliances 68% 19% 4% 1% 8%

Wine storage appliances 34% 21% 11% 10% 24%

TVs 54% 15% 3% 2% 27%

Washing machines 60% 27% 3% 2% 8%

Dishwashers 54% 31% 4% 3% 9%

Air conditioners 32% 25% 5% 6% 31%

Electric ovens 39% 28% 7% 3% 23%

Tumble driers 38% 35% 5% 4% 17%

Washer driers 45% 24% 0% 12% 19%

Vacuum cleaners 44% 12% 4% 3% 37%

     
 
Note: the table combines both the physical and online shops, and the new and old energy labels. The totals may not sum to 100% due 
to rounding. 

Vacuum cleaners, air-conditioners, televisions, wine storage appliances, and electric ovens showed the lowest 
compliance rate with the proper display of energy labels in shops, where the labels have been displayed in 
the proper format and position. These results are not surprising and confirm the situation monitored in first 
round visits, and by the Come On Labels6 project. 

Problems in each product category may, however, have their own cause.

6  http://www.come-on-labels.eu/displaying-energy-labels/status-of-appliance-labelling

Analysis
of product results
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Wine storage appliances

White goods have the overall high levels of label presence, presumably also due to a long tradition of labelling 
and a dominant share of A+ classes. 

Wine storage appliances are niche markets, typically a small number of products offered, with its own specific 
label category (using more than the typical seven classes in some specific cases).
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Refrigerating appliances 

Refrigerating appliances, which can currently only be labelled as A+ to A+++ models, typically have high 
degree of energy label display. 

Shops, which do not present the labels properly typically belong to the category of kitchen studios, general 
hypermarkets, and some individual specialist shops.
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TVs 

Televisions are a relatively new product category with an energy label. They are sometimes sold in specialised 
shops which are not used to the energy labelling in general. Also, they are often offered in packaging, where, 
however, energy labels are also required to be displayed. 
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Washing machines 

Washing machines have seen the energy label in most cases, the most frequent mistake being the wrong 
label placement or format in online shops.
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Dishwashers 

Similarly to other white goods, dishwashers belong to the category with the energy labels being available in 
most cases. 
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Lamps 

Lamps are the only product category, where the energy label is supposed to be printed directly on the product 
packaging. The most frequent mistake therefore is the lack of proper energy label display in online shops. 
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Air conditioners  

Air conditioners are often sold in shops with no or only few other product categories with an energy label 
(DIY shops), seasonal sales in summer and therefore lack of sales personnel awareness, etc. Due to this, they 
belong to the product categories with the lowest rate of proper label presence, despite often being energy 
hungry products. 
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Electrical ovens 

The low level of energy labels for electrical ovens is among the most surprising ones. A large market share 
is in class A (so the energy class can be used as a marketing tool), ovens are being labelled for long time and 
typically sold in shops which are used to energy labelling scheme. 

The third round of the MarketWatch shop visits, scheduled for autumn 2015, will newly also include gas 
ovens.  
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Tumble driers   

Tumble driers belong to the white goods product category, where the most common mistake is the lack of 
label display in online sales.  
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Washer driers   

It can be noted that this is the only remaining product category with the “old” energy label being still used. 
Therefore, the online sales only apply the rules applicable before the introduction of the digital labels – in 
the text format.   
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Vacuum cleaners  

Televisions are a relatively new product category with an energy label. They are sometimes sold in specialised 
shops which are not used to the energy labelling in general. Also, they are often offered in packaging, where, 
however, energy labels are also required to be displayed. 
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The following chapters highlights trends and findings in label display per individual main shop categories. 

 
Overview of the energy label display per shop category. 

 

Shop type and number of shops visited
Total number of 

shops
% of all shops

Electronic Superstore 32 13%

Electronic specialist 18 7%

Kitchen studio / Furniture store / DIY store 30 12%

General super/hypermarket / Cash and Carry 51 21%

Department store 5 2%

Internet stores 107 44%

Our research found that both physical and internet retailers have specific problems fulfilling certain sets 
of legal requirements. While in physical shops the main challenge is missing labels (19 percent), the most 
frequent transgression online is incorrect format (39 percent). 

Results 
by shop types
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Comparison of shop visit results (all products combined) between physical and online shops

 

Category:
Total number 
of checked 
products

Total in %
Wrong 
label 

format 

Wrong 
label 

placement 

Label does 
not match 

model

Not 
labelled 

Labelled 
correctly

All shops: 29,352 100% 22% 4% 3% 18% 52%

Physical shops: 14,791 100% 6% 4% 0% 19% 71%

Internet shops: 14,561 100% 39% 4% 6% 18% 33%
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Results for online shops

Our inspections took place about three months after online labelling laws entered into force in January 
2015. It has to be noted that there is a different rule for applicability of this regulation – unlike for the other 
labelling regulations, where it applies after a certain date for all new product batches or units entering the 
market, the online regulation applies only to new models on the market. 

Online shops have to display the information either in a text format with a prescribed set of information 
made available (models entering the market before 1/2015), or with the energy label and the product fiche 
being made available in digital format available for download, placed at the proximity of the product’s price.  

Within MarketWatch project monitoring, since the project partners were not able to request information 
about the specific model’s market entry, the format of information distribution (text or digital files) was 
verified depending on the given online shop’s own format of information delivery – if it was placed in text, 
the content and order was verified by old rules, if the energy label was made available in digital format, it 
was reviewed for the new rules. 

The complete and correct order of information seems to be the long-term main challenge for online retailers. 
A typical problem is some information from the list of parameters missing, for example annual energy 
consumption, etc. 

For the new requirements, when the energy label is made available in digital format, it is often published 
in such a format, that it is not located in proximity to the price, as required by the legislation, and also the 
product fiche is not available for download, has a different name, or structure. 

In general, only 33 percent of products sold online (14561) were labelled correctly, primarily due to format 
problems (39 percent). In the “Format category”, incorrect ordering of information or information partially 
missing is mainly included in this research.
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Results for physical shops

Out of 14,791 products reviewed (excluding lamps), 19 percent of products in shops were missing a label. 
Of those with a label, a rather high proportion, 71 percent, had problems, usually label design, format and 
placement.

The most common format-related problems we observed related to labels being edited or printed in-house. 
The least labelled appliances were the same as online: vacuum cleaners and air conditioners, but also wine 
storage appliances, 42, 40 and 39 percent respectively had no label. Air conditioners and wine storage 
appliances had the lowest level of correctly labelled models; just 45 percent of all air conditioners were 
labelled correctly. Nevertheless, the product most frequently labelled incorrectly was electric ovens, with 
almost one quarter of them, 23 percent having an incorrect label.
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The following section describes the main activities and findings of individual MarketWatch project partners 
when performing the second round shop visits.

Shop visits were mainly undertaken between December 2014 and March 2015. The following is a country 
breakdown of shop visits by number:

Country Physical shop visits On-line shops 

Austria 10 10

Belgium 3 5

Czech Republic 10 10

Germany 20 20

Denmark 28 12

France 10 10

Italy 10 10

Poland 10 10

Portugal 10 10

Spain 10 10

UK 8 10

 
The samples taken from individual markets are too small to be statistically significant, but do allow for 

the identification of certain trends. It will also allow MarketWatch to hone its last inspection round 
towards specific market segments with the highest noncompliance rates.

Results by  
Country 
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Number of products seen by individual project partners during the second round of the MarketWatch 
shop visits:

ALL ShoPS AT BE CZ DE DK FR IT PL PT ES UK Total
Total in 

%

Refrigerating 
appliances

236 190 368 1,204 569 0 1,095 294 440 665 473 5,534 12%

Wine storage 
appliances

37 2 180 271 40 0 78 0 34 106 4 752 2%

TVs 114 329 385 953 797 345 1,039 318 290 810 170 5,550 12%

Washing 
Machines

361 133 349 585 184 499 774 302 184 508 195 4,074 9%

Dishwashers 306 115 265 866 104 384 188 260 161 410 201 3,260 7%

Lamps 64 0 255 2,224 100 0 314 0 12,203 85 89 15,334 34%

Air 
conditioners

44 0 88 216 1 0 296 0 109 205 0 959 2%

Electric Ovens 188 16 287 912 341 405 484 272 228 329 245 3,707 8%

Tumble driers 185 0 216 446 27 86 163 20 135 233 90 1,601 4%

Washer driers 75 20 142 356 3 0 136 0 39 158 70 999 2%

Vacuum 
cleaners

472 249 303 768 46 200 349 50 151 244 84 2,916 7%

Total 2,082 1,054 2,838 8,801 2,212 1,919 4,916 1,516 13,974 3,753 1,621 44,686 100%

Total in % 5% 2% 6% 20% 5% 4% 11% 3% 31% 8% 4% 100%

Please note that while lamps are included in this overview, they have not been counted in the overall statistics 
above, since the energy label is or should be directly printed on the product packaging and it is therefore the 
supplier’s full responsibility to ensure proper format and content of the energy label available. 

Also please note that while also the luminaires should bear the energy label since march 2014, this specific 
product category has not been monitored within the MarketWatch project, given that luminaires are partly 
distributed in other types of shops, and that the luminaire label itself does not indicate its own energy 
efficiency parameters. 

Comparisons made between the two rounds are not necessarily indicative of the market as often a different 
mix of stores and product types were checked.  
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PhySicAL 
ShoPS 

AT BE CZ DE DK FR IT PL PT ES UK Total
Total 
in %

Refrigerating 
appliances

24 90 167 734 509 0 895 111 35 465 313 3,343 11%

Wine storage 
appliances

1 2 2 8 6 0 19 0 1 28 4 71 0%

TVs 0 329 187 572 714 144 876 127 124 647 70 3,790 13%

Washing 
Machines

178 33 149 172 132 298 607 102 15 325 55 2,066 7%

Dishwashers 141 15 64 416 87 184 26 103 26 221 61 1,344 5%

Lamps 0 0 95 1,722 64 0 211 0 12,150 0 89 14,331 49%

Air 
conditioners

0 0 0 2 1 0 142 0 31 88 0 264 1%

Electric Ovens 23 16 100 477 303 204 330 113 49 141 149 1,905 7%

Tumble driers 14 0 46 83 0 86 2 0 24 57 27 339 1%

Washer driers 2 20 0 2 3 0 0 0 1 25 2 55 0%

Vacuum 
cleaners

344 249 103 362 0 0 253 50 30 139 84 1,614 6%

Total 727 754 913 4,550 1,819 916 3,361 606 12,486 2,136 854 29,122 100%

Total in % 2% 3% 3% 16% 6% 3% 12% 2% 43% 7% 3% 100%  
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onLinE 
ShoPS

AT BE CZ DE DK FR IT PL PT ES UK Total
Total 
in %

Refrigerating 
appliances

212 100 201 470 60 0 200 183 405 200 160 2,191 14%

Wine storage 
appliances

36 0 178 263 34 0 59 0 33 78 0 681 4%

TVs 114 0 198 381 83 201 163 191 166 163 100 1,760 11%

Washing 
Machines

183 100 200 413 52 201 167 200 169 183 140 2,008 13%

Dishwashers 165 100 201 450 17 200 162 157 135 189 140 1,916 12%

Lamps 64 0 160 502 36 0 103 0 53 85 0 1,003 6%

Air 
conditioners

44 0 88 214 0 0 154 0 78 117 0 695 4%

Electric Ovens 165 0 187 435 38 201 154 159 179 188 96 1,802 12%

Tumble driers 171 0 170 363 27 0 161 20 111 176 63 1,262 8%

Washer driers 73 0 142 354 0 0 136 0 38 133 68 944 6%

Vacuum 
cleaners

128 0 200 406 46 200 96 0 121 105 0 1,302 8%

Total 1,355 300 1,925 4,251 393 1,003 1,555 910 1,488 1,617 767 15,564 100%

Total in % 9% 2% 12% 27% 3% 6% 10% 6% 10% 10% 5% 100%
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GLOBAL 2000 conducted physical and online-shop visits in Austria. For physical shops, they covered a 
broad variety of shop types and shop sizes, including electronic superstores, furniture stores, specialist stores 
and hypermarkets. In order to include regions further away from the capital Vienna, five physical shops were 
inspected in Tyrol and five in Styria. 

Online inspections included re-visiting six shops with high non-compliance in the first round, also four 
online-shops with a high product variety.

1,838 products in 11 product categories were checked in this round, of which were 727 in physical stores.

Main Findings: Shops

■  Similar to the first round shop visits and in line with results from other MarketWatch partners, a large 
number of internet-shops do not use the energy label correctly (53 percent in Austria). A small number 
of internet shops display the energy label as such, usually only for some product categories.

■  Hypermarkets appeared to be the shop category with the highest non-compliance rate. Product fiches 
were not available. However, hypermarkets are not a common shop type for white goods and TVs in 
Austria.

■  Specialist stores use the energy label correctly and can also provide fiches when asked. 
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Main findings: Products

■  Eight product categories were checked in physical stores, 11 in internet shops.

■  Vacuum cleaners showed the highest non-compliance. From 462 products, only 244 were labelled 
correctly and 154 had no label at all. 

■  The fiche was not often available for download.  

■  A very small number of products (11) did not fulfill Ecodesign requirements.

Developments:

■  It seems that the labelling rate has gone up since the first round inspections in online and physical stores. 
Although different shops and products were checked, there is a higher labelling rate in every shop type 
and in every product category.

■  Online, the recent requirement to show the energy label as an image, rather than in text form, was 
observed only in a few shops for some products.

■  No real problems displaying labels on advertising of any products.

All in all it appears that consumers can access the energy label in the correct form. 
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Strategy

One electronic superstore from the first round was revisited despite its good performance (89 percent 
compliance in three product groups) in order to cover more product categories in the second round, 
totalling seven. The second type of shop visited was an electric specialist and the third a department store, as 
these were not checked in the first round. Online, 20 appliances from five shops were checked across three 
categories: washing machines, dishwashers and refrigerators.

Shop types

Physical shops showed a total compliance rate of 65 percent, while 29 percent of products were not labelled 
and six percent had an incorrect format. The department store performed worst, with no products labelled 
correctly (wrong format 41 percent, missing label 59 percent). The electric specialist showed 72 percent 
compliance in physical shops while its online compliance was 100 percent in the product groups checked. 
The revisited electronic superstore’s compliance rate was 73 percent in the second round. In the online shop 
visits, for 48 percent of the 300 products inspected, the energy label was available in proper format. Of the 
rest, some technical features were missing or/and had incorrect label format or/and failed to comply with 
Ecodesign minimum requirements.
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Product categories

In physical shops, TVs and vacuum cleaners had the highest non-compliance rates. Online, from the 
categories checked, dishwashers showed the highest non-compliance. Additionally super-declarations were 
most often found on washing machines.

Developments

Second round inspections targetted different shop types apart from one case, the electronic superstore. This 
showed a 27 percent non-compliance rate compared to 11 percent in the first round. However, it should 
be noted that in the first round, 85 products where checked, while in the second round we checked 592 
products.
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Strategy

For physical shops, three superstores, three kitchen studios, two electronic specialists and two general 
hypermarkets were visited, most representing chains with important market share. 

Online, ten shops were monitored, also representing shops with high market share. Each product category 
with an energy label requirement was monitored, ranking products by their energy efficiency class and by 
price. 

Shop types

Results concerning the shop types have confirmed previous experience – kitchen studios visited continue 
to display few or even no energy labels, supermarkets fail to display labels for about two thirds of products, 
and independent specialist shops do not display the label in about a third of the cases monitored. Electronic 
superstores on the other hand only show a minor level of non-compliance. 

Online, most products are not labelled fully. Most typically, either the label is not displayed in the proper 
format and place and a fiche is missing, or the information in the text format is not complete. 
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Product categories

Vacuum cleaners most often missed a label (74 percent noncompliance), but shop monitoring took place 
only few months after the new regulation for this product group entered force. Next worst were electric 
ovens (30 percent), dishwashers (25 percent) and televisions (17 percent). Other product categories were 
marked with the energy label in most cases. 

For online shops, vacuum cleaners were again the least labelled category (41 percent), followed by electric 
ovens (21 percent), air-conditioners (20 percent) and televisions (14 percent).  

Developments

Since first round visits, somewhat more non-labelled products were found in the physical shops (21 percent 
instead of 11), which was in part caused by including vacuum cleaners as a new product category, and in 
part selecting more shops with high suspected non-compliance; more hypermarkets and kitchen studios. 

While the project organisers have been communicating with the shops individually by letter, email and 
phone, and have organised a series of three events focused on suppliers, physical retailers and online chains, 
full compliance remains an issue in some shops and for some product groups. 

Similarly, the proper display of the product fiche, most notably online, where it can be reviewed more easily 
and where already the energy label is displayed according to new requirements, is often not available or not 
in the proper format. 

Within the shop monitoring visits, product advertisements in catalogues and general media has been also 
monitored and individual cases of energy classes not being displayed for individual models advertised, 
which have been communicated individually to the shop representatives. 

As regards Ecodesign phase-outs of specific products, incandescent light bulbs remain the only product 
category commonly available in shops. The display of standard cycles for washing machines, dishwashers 
and driers is also un common. White goods of the banned class A or lower are rare.
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Strategy

Our strategy for second shop visit was clear: we wanted to check several shops and do it across the country. 
We chose not to check shops with high non-compliance results in first round, because we had already done 
a follow-up inspection for those shops and they had significantly improved. In the second round we checked 
29 shops in different provinces. By checking more shops we had a greater chance to attract attention to 
labelling problems. For the same reason, our focus was on different shop types and product categories.

 

Shop types

There was great variation in compliance in physical stores. Some had full compliance according to labelling 
requirements, while others did not properly display energy labels. This variation is not only related to shop 
type. Kitchen studios have, however, showed consistent non-compliance, with labels rarely present or not 
clearly displayed.

 

Product categories

There are still problems with energy labelling of electric ovens. Labels are missing or have format problems. 
Electric ovens were the product category with highest non-compliance, at 64 percent without a label; format 
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problems or misplacement issues. The second most problematic product category was dishwashers, with 52 
percent non-compliance, mostly due to misplacement of the label. TVs had 38 percent non-compliance, 80 
percent due to missing a label entirely, and the rest down to incorrect format.   

 

Developments

There are still problems with labelling of household appliances and electronic equipment, with the same 
level of non-compliance observed in the last round a year ago. With visits across the country, it seems this 
is still a general trend.

Lately, however, there has been a decrease in the number of ‘homemade’ energy labels, which are not 
permitted. 
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Strategy

In France UFC-Que Choisir conducted the second round of visits in 10 physical shops and 10 online shops. 
The French strategy has been to target physical shops that specialised in selling electrical and electronic 
goods and hypermarkets. 

Regarding on-line shops, we tried to target the most “famous” and attended ones that had online electrical 
appliance sales. For both types of visits, we concentrated on 6 types of products in order to have a broad 
picture per type of appliances, these were: TVs, washing machines, dishwashers, electric ovens, tumble 
driers and vacuum cleaners. In total 1919 products were checked.

Shop types:

■  Physical shop checks: Generally speaking, the specialised shops were more compliant than the 
hypermarkets visited. Out the 916 products checked during physical visits, 72 percent were labelled 
correctly. One in 5 products had no label at all, , 6 percent were non-compliant in the format and 3 
percent were not correctly placed. 
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■  Online-shop checks: For online shops checks, the outcome is far less positive. The non-compliance rate 
reached 90 percent (1003 products checked). The non-compliance often came from the fact that the 
required information is not displayed in the right order or some of the required information is missing 
– this was the case for 78 percent of products. 

Product categories:

■  Physical shop checks: TVs and electric ovens were the appliances with the greatest non-compliance with 
respectively 20 and 36 percent not displaying a label. 

■  Online-shop checks: No significant differences emerged during the online checks in terms of compliance, 
but overall TVs, electric ovens and dishwashers had the worse compliance rates.

Developments: 

In general, no significant changes have been observed as the total compliance rates are around the same 
for the two rounds of in-store shops checks (around 70 percent) and online shop checks (around 10%). 
However, small improvements have been noticed in some online shops that were visited during the first 
round, but they are not sufficient. 
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Strategy

After using the first round of shop visits to get an overview of the situation in the market, BUND and vzbv 
focused in the second round on hyper markets, DIY-stores and kitchen studios as they were identified as the 
biggest trouble makers. In the stores all the products available except luminaires were checked. Lamps were 
checked but excluded from the calculation as they are delivered by the manufacturer with the label printed 
on the products. 

Shop types

In previous shop visits hyper markets, DIY-stores and kitchen studios have been identified as the shop types 
with the highest rate of non-compliance. In the second round hyper markets in particular were found to be 
non-compliant. However, as in the previous round of shop visits in Germany most retailers follow the rules. 
It’s rather about identifying the few who don’t. Online shops seem to struggle displaying the full label and 
the fiche. Only two out of 20 retailers transposed the new rules in a consumer-friendly way. 
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Product categories

In Germany most retailers follow the rules most of the times. However the ones who did not, performed 
badly in several product categories. Overall most failures in the physical shop visits have been found for 
TVs, electric ovens and vacuum cleaners. For online shops most problems were identified for wine storage 
appliances, electric ovens and vacuum cleaners. 

Developments

Online shops performed slightly better than in the previous round. However, it’s clear that this has mainly 
to do with the introduction of the new rules which make it easier to comply. Overall the situation did not 
improve. The new rules allow many exceptions, thus creating a heterogeneous picture of the market and of 
consumer information. 
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Strategy

We focused more on kitchen studios in the second round, since the only first round example was the 
worst performing shop type. We also looked at big furniture retail chains and a big kitchen store, thus 
aiming at shops with high presumed budget and turnover, knowing these shops should at least be aware 
of the legislation. We also introduced an international hardware retail chain that sells a high number of air 
conditioners to test the accuracy in a retailer less experienced with product categories obliged to have the 
label displayed. 

We also checked the websites of these retailers, to find any discrepancies.

We reached in Southern Italy, co-operating with another experienced NGO. 

As for product categories, we kept the same criteria as the first round.

Shop types

Once again, websites and kitchen/furniture showrooms proved to be the worst performing, respectively 
with 22 and 53 percent noncompliance. The only supermarket visited had the highest percentage of non-
labelled items among physical shops (77 percent).  
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Product categories

In physical shops, TVs, air conditioners, wine coolers and ovens are the least labelled categories (13, 28, 16 
and 14 percent respectively).

Online, the same categories had different scores. TVs and wine storage appliances scored 37 percent of 
noncompliance , while air conditioners and ovens scored 26 and 17 percent respectively.

Developments

Little improvement was noted after the first round on websites, despite new legislation. Major improvements 
were seen at IKEA, which jumped from the least to the best retail chain in terms of compliance between first 
and second round visits.
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Strategy

In Poland, shop inspections were conducted in December 2014 for ten physical shops, where:

■  70 percent were electronic superstores,

■  20 percent were hypermarkets,

■  10 percent were kitchen studios.

Ten electronic online stores were inspected in March and April 2015. These shop types are popular and best 
cover national market share.

Shop types

MarketWatch checked over six hundred products in physical stores and over nine hundred products online, 
by checking refrigerators, washing machines, dishwashers, TVs, electric ovens and vacuum cleaners. The 
following results were observed:
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1. In physical shops:

 ■  66 percent of products were labelled correctly;

 ■  12 percent were wrongly formatted – mainly having old type labels or hand written ones;

 ■  7 percent were misplaced, mainly inside appliances;

 ■  15 percent were not labelled at all.

2. Online:

 ■  27 percent of products were labelled correctly;

 ■  73 percent failed on format grounds.

Generally, the biggest problem occurs in kitchen studios, where only 23 percent of appliances were labelled 
correctly. Next worst were hypermarkets. In electronic superstores, most products were labelled correctly, 
but some incorrect examples were found, mainly old label formats and occasionally missing labels. 

It was also observed that internet stores are not ready for the new labelling rules that arrived in January. 
Energy labels do not display required information on most products and only 27 percent were label correctly. 
If internet stores applied the old rules, the main problem was with displaying data in the required order, 
sometimes also with some data missing.

For Ecodesign parameters, phased-out products were a bigger problem than the requirement to display a 
standard programme.

Product categories

The main findings concerning the product categories in physical stores were as follows:

■  Refrigerating appliances: 87 percent of appliances were labelled correctly, two percent had the wrong 
format, four percent misplaced and seven percent without any label;

■  Washing machines: 75 percent were labelled correctly, two percent had the wrong format, 16 percent 
were misplaced, mainly labels were inside drums, and missing labels on seven percent of goods;

■  Dishwashers: 84 percent were labelled correctly, with labels missing on eight percent of goods,

■  Electric ovens: only 18 percent were labelled correctly;

■  TVs: 57 percent were labelled correctly and 29 percent of goods lacked any label;

■  Vacuum cleaners: 67 percent were labelled correctly, according with new regulations.

Online stores

Some stores (23 percent) presented the label according to the new regulations. 73 percent of stores presented 
labels in the wrong format with labels missing, arrows missing, data missing or data in a wrong order.

57



www.market-watch.euEnergy Label Display trends in Shops – 2nd round Results

Development

In comparison to the first round, we felt a little disappointed. In physical shops during the first round, three 
quarters of products were labelled correctly, while in the second round only 66 percent were in compliance. 
Online, the differences are minimal, with 29 percent labelled correctly in the first round and 27 percent in 
the second round.
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Strategy

All the first round retailer’s chains were revisited but almost all in different locations. The shop types were 
the same between rounds (furniture / DIY and hypermarkets / cash&carry), since these are still the most 
non-compliant ones. Half of the online shops were rechecked and others were selected to have a broader 
overview of the online situation. The product categories considered in the first round were checked again, as 
well as vacuum cleaners and range hoods (online only).

Shop types

There was a significant difference between compliance rates for physical shops – 63 percent overall, compared 
to only 10 percent for online shops. Furniture/DIY shops registered the highest level of products without 
a label at 37 percent. The biggest problem for online shops was that the label was the wrong format, found 
in almost three quarters (74 percent) of shops. In physical shops the biggest problem was the label was 
missing – found in 29 percent on shops. The non-compliance level with ecodesign regulations was 3%, both 
for physical and online shops. The product fiche is present in physical shops, generally inside the product 
catalogue, but we rarely found it online.
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Product categories

In-store white goods, TVs and air conditioners generally performed well, with non-compliance ranging 
from 32 percent in TVs, down to only 8 percent of dishwashers. Vacuum cleaners were the worst performing 
product in store as 90 percent had no label. For ovens, many (31 percent) were partially or incorrectly 
labelled. Online, TVs performed the best, but this was with a non-compliance rate of 71%. As for ecodesign 
the vacuum cleaners checked online had the highest level of non-compliance with 18 percent having a 
power input that was too high, and the ovens showed the highest rate (75 percent) of super declarations. 
There were a few models of lamps, TVs, tumble driers and air conditioners that were advertised in flyers 
with no energy class.

Developments

Compared to the first round, the compliance level of physical shops declined 11%, due to a worse rate found 
in furniture/DIY shops. However, on a product level air conditioners and tumble driers compliance rose by 
20% and 15% respectively. The opposite trend was registered for the online shops which compliance rate 
increased by 7%, with all categories registered an improvement. However 40% of the observed luminaries had 
no energy label or the energy label was in a foreign language. As for ecodesign the level of non-compliance 
in-store decreased 4% and online the super declarations level for ovens increased.
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Strategy

In the first round ECODES focused on hypermarkets and kitchen studios. In the second round, we visited four 
hypermarkets, but we didn’t visit kitchen studios because we have already confirmed their low performance 
and the fact that generally consumers don’t choose a kitchen studio to buy their appliances. Therefore, we 
selected six well known shops (four electrical specialists, one electronic superstore and one department 
store), where Spanish consumers normally purchase appliances or search for technical or price details.

Shop types

We didn’t find significant differences between different types of physical shops we visited. In physical shops 
overall 62 percent of the products checked were correctly labelled but 30% had no label at all.. 

On the other hand, the online shops visits results show that only 13% of the products checked were correctly 
labelled. This is similar to other partners, but whereas for other countries the most common error online is 
the format of the energy label, in Spain it is that the product has no label at all which occurred for three out 
of four (76 percent) of the products checked. 
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Product categories

The product categories least likely to be labelled in Spanish shops are wine storage appliances and air 
conditioners in both physical and online shops. Wine storage appliances are not often sold in Spanish shops, 
and where they are, sales personnel seem to ignore that they must be labelled. But air conditioners are an 
important product category in Spain and there is high demand for them, and they are increasingly available 
in shops throughout the year. 

Developments

For physical shops the results are similar to the results from the first round despite visiting some new shops. 
So we didn’t see any improvement. Regarding online shops, the percentage of products with no labelled 
increased. 
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Strategy

In the second round of shop inspections in the UK, EST applied learnings from the first round, utilised MSA 
contacts made and considered relevant market and policy and developments.

In the first round of in-store visits the UK saw 79 percent of products comply with energy labelling regulations 
with four of the eight stores inspected scoring over 80 percent. A trend observed (both in the figures and 
anecdotally) was a higher level of engagement and compliance from larger superstores and department 
stores (compared to smaller stores). EST therefore used the second round to inspect some different store 
types, including two supermarkets and four independents in the sample. 

The first round had been mainly concentrated around London, but the second round saw EST visit stores in 
Oxford, Devon, Somerset and Hampshire.  

Shop types

With online shops, the second round inspections covered seven of the eight retailers sampled in the first 
round (a retailer who updated their listings to full compliance after consulting with the project was replaced 
with a new one). Overall, compliant online labelling increased slightly for UK retailers, but still remained 
very low (13 percent in round two versus 11 percent in round one). Larger retailers were again seen to have 
stronger compliance than smaller ones in round two; we found during the first round that smaller retailers 
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often lacked capacity to implement compliant listings across a full product range. The project covered the 
same categories as round one to allow a stronger comparison. 

A larger online retailer sampled by the project improved their labelling by 36 percent in round two after 
contact with MarketWatch. It was observed that very few listings were subject to the new regulations from 
January 2015 requiring display of the label and fiche; only one of the eight stores had begun to implement 
this. The issue of non-compliance due to information under pre-2015 regulations being displayed in the 
wrong order remained; for example one store had zero fully compliant listings out of 100, but had 58 listings 
that featured the full information in the wrong order.

Product categories

In round two EST took the opportunity to check labelling on product types that were not covered in round 
one, specifically those more recently subject to labelling – e.g. luminaires and vacuum cleaners. 

Refrigeration products were seen to have the highest level of compliant labelling with 89 percent in round 
two. Electric ovens showed a low level of compliance at 56 percent and around one in six ovens checked 
had formatting issues, often because they only had the information strip of the label. Overall, compliance 
was actually seen to be lower in round two, decreasing to 70%. However, the two rounds cannot be directly 
compared as a different mix of stores and product types were checked.

Developments

EST is currently going through the escalation procedure with all retailers checked in round two.

In addition, relationships were built with Trading Standards (the UK MSA responsible for energy labelling); 
Trading Standards Officers accompanied EST on 5 of the shop visits, to increase their knowledge in the area 
and providing the added benefit of expanding the geographical reach of inspections.  
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These further literature resources are available for interested readers, covering the topic of energy label 
display in shops and the various shop visit activities undertaken in the past:

MarketWatch – Energy Label Display trends in Shops – 1st Round Results, June 2014
http://www.market-watch.eu/wp-content/uploads/2014/06/MarketWatchR1-webres.pdf 

ComplianTV – Guidance on how the TV labels should be made available to the 
consumers at the point of sale, 2015
http://www.compliantv.eu/eu/energy-label-display/guidelines 

Come On Labels – National shop visit reports, 2013
www.come-on-labels.eu/displaying-energy-labels/status-of-appliance-labelling

EC FAQ on the Energy Labelling Directive and its Implementing Measures 
https://ec.europa.eu/energy/sites/ener/files/documents/EC_FAQ_EL_2015-1_0.pdf

Evaluation of the Energy Labelling Directive – Literature review, 2013
http://www.energylabelevaluation.eu/tmce/Background_document_I_-_Literature_report.pdf

Fraunhofer / GfK et.al. – Survey of Compliance Directive 92/75/EEC (Energy Labelling)
www.isi.fraunhofer.de/isi-media/docs/e/de/aktuelles/Energy-Labelling_Final-Report.pdf

NMO UK: Energy Labelling Framework Directive – UK Compliance Project 2012
www.bis.gov.uk/assets/nmo/docs/elf/news/energy%20labelling%20framework%20directive%20uk%20 compliance%20
project%202012%20final.pdf

ANEC, 2007: A review of the range of activity throughout Member States related to 
compliance with the EU Energy Label regulations in those countries
www.anec.eu/attachments/ANEC-R&T-2006-ENV-008%20%28final%29.pdf

Dünhoff Elke, Negatsch Katrin, Strüh Carmen, 6.5.2013, Energy labelling of electric 
appliances – Results of the second market check in December 2012, Mainz
www.verbraucherzentrale-rlp.de/link1119589A.html

Other literature 
and references
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Juraj Krivošík, SEVEn, The Energy Efficiency Center, Czech Republic 
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National chapters drafted by individual project partners. 
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