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•	Providing consumers with clear 
information on the safety and quality of 
products through ecolabel is a way to 
promote local development.

•	The 6-D model on national culture 
has been widely employed to assess 
consumer behavior and firm marketing 
strategies across different countries.

•	RQ1: Are there any significant 
relationships between collective values 
and sustainable behaviour disclosure?

•	RQ2: Do national culture model 
variables influence the proliferation of 
food eco-labels?

•	Many firms have transformed their 
production and distribution systems to 
reduce their carbon footprint.

•	Improvements are often “hidden” and 
difficult to observe (Terlaak, 2007) so 
firms try to find several ways to enlighten 
consumers about them.

•	The aim of this paper is to understand 
whether culture has to deal with the spread 
of food sustainability certifications, i.e., 
eco-labels, and in what measure they 
are influenced by culture.
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•	148 food eco-labels from 44 countries were extracted 
from ecolabelindex.com

•	6-D Model variables were extracted from hofstede-
insights.com

•	GDP and POP were used as control variables. 

•	Business and organizational culture influence the component 
of corporate sustainability, and the food industry reveals to 
be one of the most central sectors to showcase a sustainable 
process.

•	The solidity of the economy is important in adopting 
sustainable behaviors.

•	A problem of endogeneity ought to be highlighted, although 
classic conditions have been neutralized.
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