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Basics

Marketing 
Standards

obligatory rules or optional reserved terms establishing 

the quality of products that are marketed to consumers

process & production methods
Reg 

1308/13 
75(3)

improving the economic 
conditions for the production 
and marketing and the quality 

of such products

in the interest of producers, 
traders and consumers.

facilitate the functioning of the 

internal market

keep food of unsatisfactory 

quality off the market

provide relevant information to 

consumers

ensure a level playing field for 

competing products

facilitating negotiation

product specifications

Regulation (EU) 1308/2013 («Single CMO») 73-79, 80-83
Other Regulations («Secondary CMO»)

Directives («Breakfast Directives»)

transparency

minimum quality facilitating comparison/testing



Carlo Russo Marketing Standards: Theory September 9, 2021

If consistent
with 

consumer 
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Benefits

Definitions

Appearance

Components

Process

Delivery, Use

…

Labeling, 
Origin

Marketing
Standard

Concise

Observable, 
Verifiable

Vertical

Unambiguous

Common 
knowledge

Efficient coordination Bounded Rationality

Easier Orders

Easier Tests

Info Asymmetries

Consumer Satisfaction

Production Planning Assessing Value 

Simple General

Information loss
Distorted signal (Approximation)

Heterogeneous
Complex

Missing 
Information

Excess, Misleading 
Information

Efficiency of
Marketing Standards
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Costs

Adoption
Cost of MS

Exclusion effect

SMEs

Trade

Heterogeneity

Machinery / 
Equipment

Training

Organization

Coordinated supply chainsIndependent

Certification

…

PO

Large buyers
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Smoothness

Sh
ap

e

Extra

Grade I

Industry

Grade II

Not suited for human consumption

Changes in Consumer Preferences 

Consumer WTP ↓
as Error ↑Voluntary 

Standard

Voluntary 
Standard

Voluntary 
Standard

Voluntary 
Standard

Adjusting MS,
general trends

not heterogeneous shifts

Voluntary standards:
Complements or Substitutes?

Anchoring theory,
Negotiations of premium
Lower transaction costs
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Adapting MS to changes in preferences

Shift in 
preferences

Consistent

Heterogeneous

Mandatory
Rules

Optional 
reserved terms

Voluntary 
Standards

Adoption
Cost 

Long-term

“Large”

Exclusion, 
Redistribution

Changes in 
technology
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Reducing the number of dimensions
“Cosmetic aspects in specific marketing 

standards for fruit and vegetables”
Oosterkamp et al. 2019

All other dimensions

Extra

Grade I

Industry

Grade II

Not suited for human consumption

C
o

sm
et
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 a

sp
e

ct
s

NS Ind IIG IG Extra

Voluntary 
B2B 

Standard

Information loss
can differ across 

consumers

Difference 
between 

observable and 
unobservable 

attributes
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Reducing the number of standards e.g., Reg (EC) 1580/2007
“general marketing standard”

fruit and vegetables
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Simplification

Simplification of MS Cost Reduction

Redundant / 
Misleading Info

Loss of 
efficiency

Useful to consumers

Observable
attributes

Unobservable 
attributes

B2B voluntary 
standards

B2C voluntary 
standards
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MS, certifications and sustainability

Current Marketing Standard
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Conventional
Consumer
perception

Consumer
perception

Consumer
perception
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Premium

Extra premium

Increase Sustainability

Costs

Demand ?

Price reduction

Impact on certified firms

Impact on conventional 
firms

Cost of adoption
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Conclusions

Benefits Costs

Simplify trade
(transaction costs ↓)

Adoption costs

Correlation with 
consumer preferences

Heterogeneous, shifting over time

Marketing Standards: general, stable Optional terms

Focus on 
“general trends”

Strategic 
use of 
Private

Standards

Value of 
voluntary 
standards

Interaction with 
voluntary standards

Externalities, 
Public Goods

Sustainability

Loss of 
efficiency

?

Efficiency
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