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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 
in physical shops, including products sold in packaging, depending on its typical shape. Differences are 
of course possible for light sources, TVs, etc. Products sold online have to display the energy labels and 
product fiche in electronic format. 
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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Product-specific legislation defines the exact list and 
order of information to be provided for the consumer, 
which also covers the case of internet and catalogue 
selling.

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 the wrong 
format – despite the fact that it is formally required 
by the European legislation, making it more difficult 
for consumers to make educated choices. 

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 the product fiche; the display of the 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 sale, 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 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 were 
planned to be 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 and shops visited.

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 showing a low level of compliance, defined as more than 
20 percent of products displayed are identified as non-compliant (labels were missing or displayed wrongly). 

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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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 round took 
place in late 2014 and spring 2015. The third round took place in August – October 2015 in the following 
countries – the table indicates the minimum number of shops to be monitored:

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

In total, 269 shops were visited in the third round. Overall, minimum targets for shop visits were exceeded 
in the third round as the project visited 151 physical stores and 118 online shops. Some countries visited 
more shops than planned, e.g. 41 physical shops in Denmark, 13 physical and 11 online shops in Spain, 12 
physical and 12 online shops in Italy etc. 

It is to be noted that all individual shops visited by the project partners, both physical and online, have been 
informed by the individual partners on the results by a formal letter which summarised the overall results 
and commented on the main mistakes in the respective shop. 

Partners have then engaged in individual communi cation with selected shops, which either showed lowest 
compliance levels, or did not improve over time. 

Results have been also shared with the national market surveillance authorities. 

In addition, the MarketWatch project has also produced an NGO guide, which advises other civic 
organisations, or concerned consumers, on how to perform a shop visit to monitor the proper energy label 
presence. The project has also produced a retailer guide, which informs the shops on how the energy labels 
should be displayed and what other information shall be made available to customers, depending on the 
shop type and product category. Both of these guides, in English and the national translations, are available 
from the project website, and individual project partners (see last page of this document).
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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 a 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, or in the MarketWatch project’s own previous rounds of shop visits. 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 non-compliance level above 20% were revisited in the second and third rounds following 
communication with the retailers from the previous rounds. All other shops were new, coming from retail 
segments with the track record of non-compliance.

Due to these facts, the results presented here do not indicate a formal EU level overview, but were intended 
to identify trends and to enable negotiation opportunities on non-compliances with individual retailers. 

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;

■   vacuum cleaners (with labelling obligations since September 2014), and new to the third round kitchen 
range hoods (with labelling obligations since January 2015);

■   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: in particular old energy labels have proven to be a common source of incorrect formatting 
as they often come in two pieces that have to be put together. In addition, 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

6
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■   for electronic shops, teams checked for prescribed lists of information, defined in EU product-related 
regulations. This has to be displayed in a pre-defined order for models entering the market before January 
2015. In the third round and for online shops presenting the energy labels in electronic format, the label 
display was checked against the legislation3 applied to new models entering the 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 to provide it 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 specific requirements (new – energy label in electronic format or old – the information provided in 
text format) were taken into consideration during inspections based on the prevailing format of information 
provision on the specific e-shop – 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” (e.g. A+++–20%). This may mislead consumers, since 
such a declaration is usually not provided directly on the energy label and it is typically calculated from the 
bottom level of the energy efficiency index interval of the specific 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.

Presence of energy class in advertisements, phased-out energy classes, and standard programmes 

Adverts must show an energy class rating whenever a specific model price or technical specification is also 
shown, and our teams checked 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.
3  http://eur-lex.europa.eu/legal-content/EN/TXT/?uri=uriserv:OJ.L_.2014.147.01.0001.01.ENG
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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 1/12/2013)

■   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 
1/12/2013)

■   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 third round, MarketWatch partner organisations checked and monitored 32,445 individual products 
(or 41,181 products when including lighting products) in 269 physical and online shops (56:44%) in 11 
EU countries. In comparison with the second round, 3,093 more individual products were checked, and 26 
more shops inspected.

Types of shops visited:

 

Category:
Electronic 
Superstore

Electronic 
specialist

DIY, kitchen and 
furniture stores

Super & hypermarkets, 
department stores

Internet 
shops

3rd round: Share 12% 13% 9% 22% 44%

2nd round: Share 13% 7% 12% 23% 44%

1st round: Share 17% 9% 10% 14% 49%

It is important to note that the distribution of shop types has been relatively stable across shop visit 
rounds, although it is not necessarily the same shops that have been visited within a category – shops with 
continuously low levels of compliance have been revisited and others were replaced by shops from the high 
suspicion market segments.Overview of the findings in all shops in the second round:

9
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Overview of the findings in all shops:

 

Category:
Labelled 
correctly

Wrong format
Wrong 

placement
Label does not 
match model

Not labelled / 
Missing

3rd round: Units 19,155 6,189 1,016 97 5,988

3rd round: Share 59% 19% 3% 0.3% 18%

2nd round: Share 52% 22% 4% 3% 18%

1st round: Share 53% 36% 2% 0.1% 9%

 
 
The table shows an encouraging higher overall compliance rate in the third round. It is notably driven by 
improvements in online shops and a general decrease in label format problems. Placement problems do not 
seem very significant overall, and identified mismatching issues were back to very low in the third round. 
However, the number of non-labelled products remains high, even in some categories where labels have 
been in place for several years now.

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

The main errors are still down to retailers making mistakes on label and energy information format, both in 
online and physical shops. Missing labels is the second most prominent problem. And it is not only observed 
in kitchen studios and small shops, but also in supermarkets and department stores, as well as online. It is 
understandable that a high share of non-labelled models may be found in product groups for which energy 
labelling has been introduced very recently (as old models placed on the market before the label entry into 
force may still be presented on shelves and for sale). The table below presents the shares of non-labelled 
products when removing the data concerning the most recently-labelled categories (vacuum cleaners and 
range hoods).

Share of non-labelled models in product groups with well established energy labelling:

(includes all appliances and home product groups with energy label as of 2015, excl. vacuum cleaners and 
range hoods)

 

Category: Not labelled / Missing

3rd round: Share 14%

2nd round: Share 16%

1st round: Share 9%

1st round: Share 53%

 
It reveals a potential slight improvement between the second and third rounds, but it is difficult to draw a 
firm conclusion. In any case, the level of missing labels remains relatively high.
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One factor to keep in mind, however, is that since January 1st 2015, online shops should display energy labels 
in electronic format as a separate file, which might turn out to be easier than to display the information in 
text format, which was a reason for many products being evaluated as not properly labelled before that date. 

Findings for physical shops:

 

Category:
Labelled 
correctly

Wrong format
Wrong 

placement
Label does not 
match model

Not labelled / 
Missing

3rd round: Units 12,116 675 492 15 2,798

3rd round: Share 75% 4% 3% 0.1% 17%

2nd round: Share 71% 6% 4% 0.1% 19%

1st round: Share 77% 8% 3% 0.1% 12%

Sum may not total to 100% due to rounding

 
The third round confirms the decreasing trend in format problems, probably supported by the progressive 
disappearance of old label formats made of two parts (and more prone to mistakes by retailers).

Again in this round of visits, MarketWatch partners were able to identify a number of shops where systematic 
labelling of products is not yet a standard practice. The missing label issue is more frequent for certain types 
of appliances than for others though.

indings for online shops: 

 

Category:
Labelled 
correctly

Wrong format
Wrong 

placement
Label does not 
match model

Not labelled / 
Missing

3rd round: Units 7,039 5,514 524 82 3,190

3rd round: Share 43% 34% 3% 1% 20%

2nd round: Share 33% 39% 4% 6% 18%

1st round: Share 38% 54% 1% 0.1% 7%

Sum may not total to 100% due to rounding

 
Checks were made on the compliance with EU regulatory provisions requesting a certain number of energy 
performance parameters to be provided in a defined order on online shops. The overall compliance rate seems 
to have improve slowly, but is still below 50%, which shows there is still work ahead. Regulations entered 
into force in January 2015 on online labelling clarifying that the energy information could be supplied in 
the form of an electronic document or picture of the label and product fiche. This more straightforward 
approach seems to have an impact, as reflected in the decreasing number of format issues identified in 
the third round. Still, for one model out of three the energy performance information was not conveyed 
appropriately to consumers. (Within the MarketWatch monitoring, partners allowed both the electronic 
label display and the information being provided in text format, if it was displayed in the correct way.)
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Cases of products without any energy information have still often been identified, especially for newly-
labelled products. Again, the situation can also be looked after taking out the data concerning the most 
recently labelled categories (vacuum cleaners and range hoods).

Shares of non-labelled models in product groups labelled for a long time:

 

Category: Not labelled / Missing Wrong format

in physical shops Not labelled / Missing in online shops 5,514

3rd round: Share 12% 15%

2nd round: Share 16% 17%

1st round: Share 12% 7%

Although non-compliance was deliberately tracked, the third round revealed a bit less concerning results 
than the second one on this matter. 

Most typical mistakes:

Common non-compliance in physical shops is illustrated by entire shelves of products devoid of any label 
(often the case with e.g. air-conditioners), or by missing labels on certain models.

12
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The main problem with providing correct information on energy performance is online, where part of the 
prescribed information may be missing or displayed in an incorrect order.

See separate chapter towards the end of this document for more illustrations of the most common mistakes. 
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Overview per product category: 

Correctly labelled Incorrect format Not labelled

3rd 
round

2nd 
round

1st 
round

3rd 
round

2nd 
round

1st 
round

3rd 
round

2nd 
round

1st 
round

Fridges and freezers 72% 68% 62% 21% 24% 32% 7% 8% 6%

Wine storage appliances 33% 34% 44% 40% 42% 38% 27% 24% 18%

Washing machines 68% 60% 54% 23% 32% 42% 9% 8% 4%

Tumble driers 60% 38% 43% 28% 44% 45% 12% 17% 13%

Washer driers 59% 45% 30% 31% 36% 62% 11% 19% 8%

Dishwashers 61% 54% 56% 31% 37% 41% 7% 9% 3%

Ovens 50% 39% 29% 31% 37% 56% 19% 23% 15%

Range hoods 33% - - 16% - - 51% - -

Vacuum cleaners 56% 44% - 13% 19% - 30% 37% -

Air conditioners 25% 32% 18% 40% 37% 62% 35% 31% 20%

TVs 64% 54% 62% 16% 19% 21% 21% 27% 16%

The findings show a diversity of situations, and a persistence of some trends already identified in studies 
from previous years. Some product groups are clearly more affected than others by format problems or 
missing labels.

The shift to a more compact label layout some three to four years ago for many product groups is a factor 
explaining the trend to decreasing format problems that can be observed in most categories. However, 
it does not seem to have substantially improved the missing label issues for product groups such as air-
conditioners. It is also a concern to see that a high number of non-labelled TVs, wine storage appliances, 
and ovens can still be found on the market.

The vacuum cleaner case shows that when a new label is introduced for the first time in a product group, 
it is not necessarily the case that significant time passes before market players that many years must pass 
before market players handle it correctly and compliance is high. After only a year, the share of correctly 

Results per
product category
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labelled models in our sample is already promising (higher than for some older labels), and the rate of 
format mistakes relatively low.

Refrigerating appliances (fridges and freezers)

21,964 products were checked in total over the three rounds. Household fridges and freezers, which are 
mostly all labelled in A+, A++ or A+++ classes show a very high level of compliance in physical shops. 
Labels have existed since 1992 and are now a very common practice. The way these appliances are displayed 
in shops is very well adapted, and a good example of successful labelling. Shops that do not present the labels 
properly typically belong to the category of kitchen studios, general hypermarkets, or individual specialist 
shops.

Online, the main problem is the way the energy information is conveyed to consumers apart from the 
potential image of the energy label itself (missing parameters or incorrect order). But the situation should 
improve with the EU regulations on online labelling clarifying how the label should be made accessible since 
January 2015.

Wine storage appliances

2,085 products were checked during the project. Wine storage appliances are a niche market, but the sales 
are increasing. The fact that they often come with a glass door (mostly for aesthetics and historical reasons) 
and may use different cooling technology makes them less efficient than other refrigerating appliances, and 
their energy grades are lower.

Missing labels has been a significant issue for these appliances, but the situation seems to be dramatically 
improving in physical shops according to our data. However, our samples were small (since these products 
are not often displayed in shops), so the data needs to be considered with caution.

15
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There is a growing offer online, but the trend does not look good there. The main problem is the way the 
energy information is conveyed to consumers, or the lack of any energy information.

Washing machines

13,725 products were checked in total. There is currently a saturation problem with the label for washing 
machines: a large proportion of models are in the top A+++ class, putting at risk the differentiation effect of 
the label. As regards its presence in brick and mortar shops, the situation appears satisfying.

Online, the main problem of incorrectly-provided energy information is potentially decreasing, with the 
third round of shop visits revealing better results.
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Tumble driers

   

5,004 products were checked in total. Interestingly, the results and trends appear very similar to that of 
washing machines. There is one exception though: the rates of missing labels are higher, especially online 
where they exceeded 15% in each round.

Washer-driers

2,637 products were checked in total. The EU energy label for washer-driers has not been changed since 
1996, and still uses the old layout with two parts (background and energy class strip). This can explain 
the relatively high number of format issues identified in shops, as well as the absence of proper label. The 

17
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situation online is difficult to interpret, as the rules applying to energy information display on the internet 
are not explicitly stated in the 1996 legal text.

Dishwashers

12,033 products were checked in total. As for other long-labelled white goods, the situation seems fine in 
most physical shops.

Online, the full compliance is still low, and the main problem is the way the energy information is conveyed 
to consumers when not using the display image of the energy label (missing parameters or incorrect order). 
But the situation should improve with the EU regulations on online labelling clarifying since January 2015 
how the label and product fiche should be made accessible to web shop visitors.

Ovens

11,238 models were checked in total, mostly electric ovens but also some gas ovens during the third round 
(as gas ovens are now covered by energy labelling as well). The situation appears far from satisfying.

Labels are too often missing in many kitchen studios and showrooms where ovens are presented as integrated 
in kitchens. The label is either missing or placed inside the oven (on average, 10% of wrongly placed labels 
have been observed in physical shops among the labelled models). Correct labelling was only identified in 
around 60% of cases, with a seemingly slight improvement for the last round.

Online, the situation may also be slightly progressing in the right direction, but starting from a very low 
level. Most ways of providing energy information to the consumers have been incomplete or incorrect.

Revised energy labels have been adopted recently and entered into force in the beginning of 2015. As current 
labels have become relatively pointless for manufacturers and retailers (with mostly all models having an 
A grade), the introduction of more differentiation may hopefully trigger an improvement in label display.

18
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Range hoods

2,245 labels of range hoods have been checked, only during the third round as energy labelling only started 
in January 2015. Half of the models checked have been reported as non-labelled, an understandable figure 
as some old models placed on the market before January 2015 can still be found.

What is interesting among the labelled products is that despite some expected problems (e.g. about 6% of the 
labels wrongly placed or wrong format in physical shops) the level of correct labelling was one third (33% in 
total, 43% in physical shops and 29% online) – higher in physical shops then in the online shops.

Vacuum cleaners
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6,911 models were checked in total during the second and third rounds, for this recently-labelled product 
group (since September 2014). The rate of non-labelled models appears still high, even during the third 
round. Some old models prior to September 2014 may still be on sale, but there are also issues with some 
shops not labelling any models. The rates of wrong placement and altered format in physical shops are each 
around 5% of the labelled products, which is not insignificant.

It was also observed that some manufacturers have started to print the energy labels directly on the packaging, 
which resolves the problem of labelling products displayed only in boxes. 

Air conditioners

1,995 models were checked during the project. Air-conditioners have been reported in past reports as a 
problematic product category with respect to energy labelling compliance. Our results tend to confirm 
that the problem is still significant today. The introduction in 2013 of labels in one piece (i.e. less prone 
to alterations or mistakes than the previous ones) may partly explain the falling rate of incorrect labels in 
physical shops in our samples.

Yet, the share of missing labels appears as a critical issue, not only in numerous shops such as DIY (with rates 
as high as 40%) but also online. The websites providing the correct energy information (correct format and 
order) is very low in our samples.

Televisions

19,648 models were checked in total. TVs have been covered by energy labelling since the end of 2012, and 
after three years the labelling should be standard practice (with a relatively simple label that just needs to be 
placed on one of the screen corner).

Yet, the share of missing labels is definitely too high. Among physical retailers, some specialised shops do 
not seem to display any engagement with labelling at all. In larger electronic stores, some models on shelves 
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are sometimes missing the label for no clear reason. Some brand new (usually giant) screens promoted in 
own displays inside the shops often ‘forget’ the label. Finally, very few TV sets that are presented or offered 
in their packaging are labelled, although are required to.

Strangely, the problem also seems significant for online shops. Rates of missing labels higher than 20% are 
reported. Supply of incomplete energy information is also an issue for many internet shops.

Household lamps

2,466 lamp models were checked in online shops. 
For lamps sold in physical shops the label is 
directly included by the manufacturer on the lamp 
packaging that is sold with the lamp, so the rate of 
labels correctly reaching consumers is obviously 
very high for physical shops (and this has been 
confirmed by the observations of MarketWatch 
partners).

As regards online sales, the situation is more 
contrasted. Results from the first round were quite 
worrying on the lack of proper formatting of the 
energy information to consumers, although the 
situation in the second and even more in the third 
round looks encouraging. It may be due in part to 
efforts from market players in the sector, but there 
is also a potential reason linked to differences in 

shop distribution. In the third round, more lamps were checked in shops from countries with a usual high 
level of compliance (i.e. Germany and Austria represented 71% of the sample) compared to the second 
round (where Germany and Austria accounted for only 56% of the sample).
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Ecodesign – availability of products below specific 
efficiency class

One of the main aspects of EU Ecodesign Regulations is energy efficiency thresholds, below which a product 
cannot be placed on the market.

The specific requirements are typically defined by an efficiency index and the limits apply after a certain date. 
Placing on the market products that do not meet the threshold after the specific date is forbidden, however 
selling old stocks of products introduced before the date is still possible. 

Other Ecodesign requirements include mandatory information requirements, such as the obligation for 
manufacturers to clearly indicate on appliance panels the ‘standard programme’ that achieves the best energy 
efficiency, which is used as basis for the energy label declaration. 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 – unless the specific model displays the information on electronic 
panel which is not turned on in shops, which was then not possible to verify during the shop visits. 

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 

 

Results from shop visits on information requirements
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Washing machines seem on good track, with a relatively low level of non-compliance in the last two rounds. 
The situation is less clear for dishwashers, the third round showing a higher share of potential issues than the 
second one. For driers, about 10% of non-compliant models could be identified in our samples.

These figures are indicative only though, due to the fact that the information on programmes should be 
displayed either on the model’s panel or electronic display. Since products are in off mode in shops, it is not 
possible to check compliance for models equipped with an electronic display.

Inefficient models (below Ecodesign limits) found in shops

MarketWatch partners have also checked the presence in shops of product models that should not be there, 
because their energy performance is worse than the allowed minimum defined in Regulations.

It is important to note that this is not a proof of non-compliance, as these products may be part of old stocks 
that had been placed on the market before the entry into force of the minimum requirements. However, as 
time passes, there should be less and less of these old stocks.

 

Category:
Products not meeting the Ecodesign 

limits: number of units
Products not meeting the 
Ecodesign limits: Share

3rd round 366 1%

2nd round 569 2%

1st round 1,468 4%

Our observations seem to confirm that inefficient products are indeed less and less available, which could be 
an indication that there is no major and deliberate intent on the part of retailers.

White goods

 

Category:
Products not meeting the Ecodesign 

limits: number of units
Products not meeting the 
Ecodesign limits: Share

3rd round 204 1%

2nd round 427 3%

1st round 470 2%

During the first round, refrigerating appliances showed the highest number of suspicious models found 
below class A+ (323 units mostly found in physical shops, 3% of the total units checked), then washing 
machines. For the second round, dishwashers ranked first with 89 models found below class A+ (more in 
internet than physical shops). 9% of vacuum cleaners were also found with power above 1,600 W, but this 
power threshold only entered into force in September 2014. In the last round, dishwashers were again the 
most affected category (with 105 models identified), but the rest showed good performance, even vacuum 
cleaners (with only 1% of products above 1,600 W).
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Lamps

 

Category:
Products not meeting the Ecodesign 

limits: number of units
Products not meeting the 
Ecodesign limits: Share

3rd round 154 2%

2nd round 142 1%

1st round 1,402 5%

During the first round, a large inspection of lamps in physical shops was carried out to get an idea of 
potential incandescent lamp sales (not allowed on the market since 2012). Out of 25,000 units inspected, 
1,165 inefficient lamps could be identified (about 5%). This is not as bad as what could be feared, but not 
negligible. During the second round, a more limited inspection (with fewer products controlled) revealed 
a significantly lower share of incandescent lamps. The positive trend seems confirmed by the third round 
results but still some shops were found to be even “specialising” in offering incandescent lamps. 

Product fiches

MarketWatch partners checked if product fiches were easily available in shops, as required by law. We asked 
shop staff for it for two random products in two different product categories. Online, we checked for a fiche 
either in text format or as a document to download.

In general, our teams observed during the three shop visit rounds the following cases:

■  Staff were aware and the document was made available;

■  A product catalogue was provided instead, although possibly with unclear information about where the 
fiche could actually be found;

■  A check of the manufacturer/retailer website was offered by staff or claimed to be available;

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

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

Also, the format of the fiche information provided could vary greatly between countries, types of shops, 
and product brands. The way to display the product fiche and document format is not prescribed in the EU 
regulations.

The recent EU regulation on online labelling states that from January 2015 and for several product categories, 
internet shops shall provide a link to download the product fiche for each new model placed on the market. 
This requirement is difficult to check, as MarketWatch partners could not know easily when the various 
models were originally placed on the market.
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The main conclusion that can be drawn from our limited checks is that product fiches are not systematically 
available, that shop staff often lack awareness and training about product fiches, and that the content of these 
fiches does not always conform (in terms of information and order). There does not seem to be a specific 
correlation between the lack of fiche availability and product category, retailer type, or country.

‘Super declarations’ and advertising

MarketWatch found anecdotal evidence of super energy class declarations (such as ‘A+++ – 10%’ or ‘10% 
better than A+++’) in most countries. These declarations may be misleading to consumers, as they are not 
defined by regulation, do not have an agreed basis and are not supposed to be claimed as an energy efficiency 
class.

Concerning advertising, partners collected evidence of material such as catalogues and newspaper ads 
where the energy class mention was missing, most commonly on televisions. In some catalogues, a part of 
the models are labelled, while some specific ones (for example offered with rebates) miss the energy class, 
looking like a deliberate decision to skip the less favourable energy ratings.

Several examples of halogen lamps claiming to be ‘eco’ or ‘energy savers’ on the packaging (something 
forbidden by EU regulations) could also be identified.

The number of suspicious cases monitored being too anecdotal, no overall conclusion can be drawn on 
market trends and extent of the problem. However, there are obviously some non-compliant cases.
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The following section describes the main activities and findings of individual MarketWatch project partners 
when performing the third round of shop visits.

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

Country Physical shop visits On-line shops 

Austria 10 10

Belgium 2 3

Czech Republic 10 10

Germany 20 20

Denmark 41 13

France 13 10

Italy 12 12

Poland 10 10

Portugal 12 11

Spain 13 11

UK 8 8

Total: 151 118

The samples taken from individual markets are too small to be statistically significant,  
but do allow for the identification of certain trends. 

 

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

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

%

Refrigerating 
appliances

285 30 406 1208 887 405 782 305 320 607 254 5489 13%

Wine storage 
appliances

35 0 173 243 36 0 72 0 77 116 1 753 2%

TVs 197 114 397 1145 1280 429 875 281 287 840 164 6009 15%

Washing 
Machines

260 40 369 810 411 0 662 296 236 531 174 3789 9%

Dishwashers 188 26 256 760 387 11 367 302 221 343 113 2974 7%

Lamps 300 0 5344 2024 0 0 488 0 20 0 560 8736 21%

Air 
conditioners

5 0 27 15 9 20 137 0 217 117 0 547 1%

Electric Ovens 196 20 279 804 601 299 529 287 299 409 184 3907 9%

Tumble driers 170 0 190 568 148 0 264 0 158 224 46 1768 4%

Washer driers 103 0 126 337 35 0 164 0 90 109 5 969 2%

Vacuum 
cleaners

207 21 342 973 594 509 608 0 229 354 158 3995 10%

Range hoods 84 0 258 691 244 272 173 0 217 279 27 2245 5%

Total 2030 251 8167 9578 4632 1945 5121 1471 2371 3929 1686 41181 100%

Total in % 5% 1% 20% 23% 11% 5% 12% 4% 6% 10% 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 luminaires should also 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. 
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Comparisons made between the three rounds are not necessarily indicative of the market as often a different 
mix of stores and product types were checked.

PhySicAL 
ShoPS 

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

Refrigerating 
appliances

85 0 206 622 806 255 533 105 105 407 98 3222 13%

Wine storage 
appliances

3 0 8 1 4 0 8 0 4 14 1 43 0%

TVs 74 114 243 744 1177 349 659 101 101 654 44 4260 18%

Washing 
Machines

60 0 169 247 343 0 409 96 32 320 75 1751 7%

Dishwashers 8 0 64 295 270 0 168 102 12 143 11 1073 4%

Lamps 290 0 5230 1571 0 0 454 0 0 0 540 8085 33%

Air 
conditioners

0 0 0 3 0 0 46 0 78 31 0 158 1%

Electric Ovens 53 0 114 333 503 143 286 101 91 219 49 1892 8%

Tumble driers 30 0 24 126 134 0 80 0 23 52 18 487 2%

Washer driers 16 0 9 11 14 0 23 0 4 23 4 104 0%

Vacuum 
cleaners

91 21 142 468 550 349 419 0 59 186 78 2363 10%

Range hoods 15 0 58 213 144 81 69 0 39 117 7 743 3%

Total 725 135 6267 4634 3945 1177 3154 505 548 2166 925 24181 100%

Total in % 3% 1% 26% 19% 16% 5% 13% 2% 2% 9% 4% 100%  
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onLinE 
ShoPS

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

Refrigerating 
appliances

200 30 200 586 81 150 249 200 215 200 156 2267 13%

Wine storage 
appliances

32 0 165 242 32 0 64 0 73 102 0 710 4%

TVs 123 0 154 401 103 80 216 180 186 186 120 1749 10%

Washing 
Machines

200 40 200 563 68 0 253 200 204 211 99 2038 12%

Dishwashers 180 26 192 465 117 11 199 200 209 200 102 1901 11%

Lamps 10 0 114 453 0 0 34 0 20 0 20 651 4%

Air 
conditioners

5 0 27 12 9 20 91 0 139 86 0 389 2%

Electric Ovens 143 20 165 471 98 156 243 186 208 190 135 2015 12%

Tumble driers 140 0 166 442 14 0 184 0 135 172 28 1281 8%

Washer driers 87 0 117 326 21 0 141 0 86 86 1 865 5%

Vacuum 
cleaners

116 0 200 505 44 160 189 0 170 168 80 1632 10%

Range hoods 69 0 200 478 100 191 104 0 178 162 20 1502 9%

Total 1305 116 1900 4944 687 768 1967 966 1823 1763 761 17000 100%

Total in % 8% 1% 11% 29% 4% 5% 12% 6% 11% 10% 4% 100%
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The following pictures were taken in individual shops during the monitoring shop visits taken by the Market 
Watch project consortium. 

Pictures are shown here to illustrate typical situations occurring in physical or online shops where the energy 
labels are missing, displayed in wrong format or in a wrong place. 

All shops visited by the project team have been informed on the situation in shops with no improvement 
between individual visits have been also alerted to the respective market surveillance authority. 

The MarketWatch project is also developing an NGO guide for consumers and interested civic organisations, 
on how to perform similar shop visits, and it is also developing a retailer guide on how to display energy 
labels for the retailers themselves. 

Online shops – no labels, modified labels or lack of data provided 

Gallery 
of pictures 

taken in shops 
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Energy efficiency class not indicated  
in online shop catalogue

Modified energy label with missing data
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TV sold online, without the electronic energy 
label nor sufficient data in text format

Range hood sold online with the energy class 
arrow not in proximity of the price and with no 

product fiche

31

No energy label or product fiche provided for a 
TV sold online

 

No energy label or product fiche, neither the 
information in text format provided for an oven 

in electronic shop
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Products sold in physical shops without an energy label or wrong placement
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AirConditioner sold without an energy label Dishwasher sold without an energy label

Range hood with no price 
(market entry not known)

Ovens sold with no energy label
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Refrigerator with no energy label Wrong placement of an energy label  
(on the outside of the product)

TV sold with no energy label Vacuum cleaners sold with no energy label or 
with only partial label printed on the packaging
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Washer Dryer sold with only the data strip 
of the energy label

Energy label destroyed and unreadable

34

Only a data strip instead of the 
full label provided for an electric 

oven

 An Air Conditioner sold with an 
energy label in a language other 

then the local one

Sample of a modified (old) 
energy label
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Black and white copy of the label made by the 
retailer

An energy label provided in two parts and with 
wrong placement

An energy label printed on product packaging,  
in wrong (incomplete) format
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Advertisement and catalogues

36

AirConditioners advertised in a catalogue with 
no energy class indicated

TVs offered in a catalogue, with price but no 
energy class indicated

Selection of products offered in a catalogue with 
no energy class indicated

Vacuum cleaner offered above the 1800 W 
thershold allowed and no energy class (market 

entry date unknown)
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Selection of products (ovens, wine cooler) offered 
without an energy class indication

No energy class indicated for a TV in a catalogue
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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  

– 2nd Round Results, June 2015 
http://www.market-watch.eu/wp-content/uploads/2015/07/Market_Watch_ShopVisit_2ndROUND1.pdf 

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

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

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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Lead partner of the project‘s shop visit activity: 

Juraj Krivošík, SEVEn, The Energy Efficiency Center, Czech Republic 
Juraj.Krivosik@svn.cz 

National chapters drafted by individual project partners. 

Project coordinated by

Katie Hoy, Energy Saving Trust, United Kingdom  
Katie.Hoy@est.org.uk  

www.market-watch.eu

         @MarketWatchEU

Please, do not hesitate to contact your national project contact point to find out more4! 

4 www.market-watch.eu/about-us/

The sole responsibility for the content of this publication lies with the authors. It does not necessarily reflect the opinion of 
the European Union. Neither the EASME nor the European Commission are responsible for any use that may be made of the 
information contained therein.
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