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Dr Holger Brackemann



S T I F T U N G    W A R E N T E S T

International Summer Academy                 September 29, 2004

Consumerism in Germany

consumer policy

general consumer information

personal  consumer information

Verbraucherzentrale
Bundesverband e.V.

STIFTUNG WARENTEST

Verbraucherzentralen
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Purpose of Stiftung Warentest

 - Comparative testing of the 

quality of goods and services

 - Quality in terms of 

usefulness and functionality as well as of

 environmental impact

 - Application of scientific methods
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2004 - 40th Anniversary

Founding in 
December 1964,
in April 1966, 
the first issue of the 
magazine test
was published.
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Income 2003: 50.9 million  €

government 
13%

other 8%

magazine “FINANZtest”
26%

magazine „test“
46%

books and brochures
4%

electronic media 3%
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Magazine selling figures in 2003

Magazine “FINANZtest”:    230.000 subscribers 
(3.80 €)                            70.000 single issues 

Total (rounded):   300.000 issues per month

Magazine “test”:                 500.000 subscribers   
(3.90 €)                          100.000 single issues

Total (rounded):   600.000 issues per month
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test-quality rating

group ratings

single criteria ratings

name and price 
of samples Presentation

of test results
and ratings
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Confidence in Institutions
People in Germany have high confidence into:

politicians / Deutscher Bundestag
business enterprises

authorities / administrative bodies

private television
unions

church
courts

public television
Greenpeace

German Red Cross
police

STIFTUNG WARENTEST

0 10 20 30 40 50 60 70 80 90
Interviewed: a controlled sampling of 2012 persons from 18 years onwards  
period:  from 28.12.1999 to 12.1.2000

percent
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CSR-Testing 

STIFTUNG WARENTEST is not a vanguard, examples 
from other institutions:

US: „Shopping for a better world“ 

Germany: „Unternehmenstest“ of imug (Hanover)

Western Europe: CSR test supplements  of

- Verein für Konsumenteninformation, Vienna

- Consumentenbond, The Hague

- Verbruikersunie, Bruxelles.

Sustainability-Indices for quoted stock corporations
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Pilot Projects

Decision of the management of Stiftung Warentest 
(after intensive consultations with our 
governing board and board of trustees) in 2003:

 Three pilots in 2004:
- Outdoor jackets
- Frozen salmon 
- Universal laundry detergents 
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Approach (I)

Aim: Additional information to make a buying 
decision for tested products
(product related approach)

Investigation will only cover the company’s business 
unit which actually manufactures the tested product

Assessment of brands and private labels according 
to the same criteria

Product and CSR assessments are not summarised 
in one judgement
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Approach (II)

Development of a core list of CSR criteria in the 
social and environmental dimension

Selection of the criteria with reference to 
international regulations and standards 

The core criteria are the basis for every CSR test, 
but their importance will be different.

Additional development of specific criteria for the 
three different pilot projects
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Core CSR Criteria

Sub-Structure:
Policy

Management
Performance

Reporting

Consumer and
Society

(7 Criteria)

Environment
(9 Criteria)

Social Issues, Suppliers
(4 Criteria)

Social Issues, Employees
(19 Criteria)
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Example for Criteria and Indicators
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Realisation

Several Stakeholder Consultations
Development of criteria
Development of questionnaires
Survey
Compilation of the results
Validation process (I): Comparison with results of a 
secondary research
Validation process (II): Partial check carried out by 
experts at the headquarters
Information of the companies on the primary results
Publication by the end of 2004 / beginning of 2005



S T I F T U N G    W A R E N T E S T

International Summer Academy                 September 29, 2004

Presentation of the Results

In addition to the quality judgements 
product-related statements about the 
manufacturing company are made.
Clear separation of both parts, the 
relation remain however clearly 
recognisable.
Publication of a table with CSR results 
and of comments on the different 
products/companies.
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Questions to be answered 
by the pilots

How does the feasibility turn out?

To what extent do the companies co-operate?

What do the tests cost?

How is the reaction and the responses of the readers?
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Conclusion

Our mission is to give support and assistance to the 
consumer for his purchase decisions. 

The range of our activities - also in the area of CSR -
is determined by the information demand of the 
consumers.


