
Perceptions, choices and usage of ecological 

household chemicals

Institute of Occupational Safety and Environmental Health/ Riga Stradiņš University

Aneka KLAVINA, Maija KALPISA, Linda PAEGLE, Lasma AKULOVA, Ivars VANADZINS 

Introduction

Main survey data

Almost 25% of respondents who

recognized eco-labels correctly, also

answered that they do not pay

attention to them while purchasing

household chemical products.

This could be connected with consumer habits or

disbelief in eco-labelling, which means, that there is

a group of Latvian consumers that, although are aware

of eco-labels and recognize them, do not engage in

purchasing products with eco-label and may not know

specific environmental attributes connected with the

eco-label. Our finding is in line with other studies,

showing that eco-labels have an unclear role in

encouraging consumers to purchase environmentally

friendly products

Chemical products are widely used in our
everyday activities. As the availability and
accessibility of ecological chemical products
increases, the usage of these products should
be promoted and encouraged since it is better
for the environmental and human health.

However, there is a green gap between
individual perceptions on these products and
actual usage, therefore the aim of this study was
to compare the knowledge and perceptions on
chemical products in Latvian adult citizens and
whether this knowledge impacts their choices
and usage of chemical products.

An online survey was used to gather data from
412 respondents (21.8% men, 78.2% women,
average age 39.5 years) 60.2% of respondents
use household chemicals every day: 6.7% more
than five times a day. Although 78.2% of
respondents indicated that it was important to
them that the household chemicals are “eco-
friendly”, only 7.4 % of them always purchase
eco-labelled chemical products and 60.1%
sometimes while almost a third of respondents
(28.9%) have not payed attention whether the
product has eco-label.

Survey also shows that 91.9% of respondents
have very important and important previous
user experience, including product
effectiveness.

Many respondents have successfully
identified eco-labels, but at the same time,
more than a third of respondents (17.8 – 37.9%)
consider other labels to be eco-labels as well.

Overall, the results of the presented study show
that mainstream and usual advertisement is
insufficient and lacks to make a change in
behavior habits of purchasing household
chemical products. Families with children are a
risk group for green gap consumerism and
eco-label itself could be better explained for
consumers and public as well. Smart
advertising through awareness raising and
education programs with a demonstration of the
efficiency of an environmentally friendly
household product is suggested.
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Fig. 2. Types of commonly used household chemical products, 

frequency of use of household chemicals and places of purchase, % (n). 

Fig.1. Recognition of eco-labels. Right and wrong answers, %

Many respondents have successfully identified eco-

labels, but at the same time, more than a third of

respondents consider other labels to be eco-labels
as well.


