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FOREWORD

Research is most valuable when it combines methodological precision
with passion, and this book is a testament to that synergy. Carmela
Donato is a scholar whose work reflects both intellectual rigor and a
deep commitment to sustainability. Her research has explored sustain-
ability from multiple perspectives, including fashion, food packaging,
food consumption, and aesthetics. This book focuses on a singular yet
impactful element: eco-label certifications and their role in visually and
aesthetically communicating sustainability.

Through a multidisciplinary lens (aesthetic, psychology, and consumer
behavior), it highlights the significance of visual and conceptual
complexity, color schemes, and textual clarity in shaping attitudes toward
sustainability. With empirical rigor, the author provides insights that
extend beyond theory, offering practical guidelines for designers, regu-
lators, and businesses aiming to strengthen sustainable branding efforts.

Eco-labels are not merely certifications; they are fundamental tools for
sustainability communication and green marketing. Through a nuanced
analysis of design elements, this book reveals how visual choices influ-
ence sustainability perceptions. As sustainability becomes a priority across
industries, eco-labels serve as key instruments in guiding consumers
toward responsible choices. However, their impact is often diminished
by consumer confusion and inconsistent visual communication. This
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book addresses these challenges directly, presenting an extensive empir-
ical study on how eco-label design influences perceptions of sustainability
and consumer behavior.

From a theoretical perspective, this book systematically examines how
design elements shape consumer perceptions, contributing to the growing
discourse on sustainable consumption and visual communication. It
presents a well-structured and compelling argument for why eco-labels
should be seen not merely as promotional tools but as catalysts for change.

Carmela Donato’s ability to bridge academic research and practical
applications makes this book a valuable resource for a broad audience.
It is a rigorous contribution to the study of sustainable consumption
while also offering actionable insights for businesses seeking to enhance
green marketing strategies and policymakers working to refine eco-label
regulations.

Her commitment to sustainability research is driven by the belief that
knowledge should serve a greater purpose—helping build a more respon-
sible and environmentally conscious world. This work is an invitation
to rethink how we communicate sustainability, making it more acces-
sible, comprehensible, and ultimately more effective in shaping consumer
behavior toward responsible choices.

It is rare to find a researcher who not only masters the complexities
of her field but also conveys them with clarity and purpose. Carmela
Donato does precisely this, and I am certain that her work will spark
further dialogue and inspire meaningful change.

Simona Romani
Luiss University
Rome, Italy
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CHAPTER 1

Introduction

Abstract This book examines the pivotal role of eco-labels in promoting
sustainability, exploring how their visual design influences consumer
perceptions and behaviors. While eco-labels serve as signals of environ-
mental and ethical responsibility, their effectiveness hinges on aesthetic
elements like complexity, color, and text. Grounded in marketing, design,
and consumer psychology, the book integrates Berlyne’s aesthetic theo-
ries with empirical findings, demonstrating how well-designed eco-labels
enhance trust, familiarity, and sustainability perceptions. Through case
studies and an original study using real eco-labels, it provides prac-
tical insights for marketers, designers, and policymakers to create visually
engaging labels that foster sustainable consumer behavior.

Keywords Eco-Labels - Sustainability - Aesthetic Psychology -
Consumer Perceptions - Visual Design

In today’s consumer-driven marketplace, sustainability has evolved from a
niche concern into a widespread expectation, shaping both purchasing
decisions and brand positioning. To meet this growing demand, eco-
labels have become essential tools for companies. These labels indicate
that a product is sustainably produced, signaling environmental and
ethical responsibility. In doing so, they enhance perceptions of both
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