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The main aim of the paper is to expose the state of the art with methodological analysis 
conducted on digital interaction within online eco labelling value chain. The return on 
conceptual and experimental experience involves communities of European eco-label 
on-line retailers to deepen our knowledge about virtual configurations of sharing access 
to valuable information.  The multiple case studies build upon collaborative experience 
within eco label chain to enlist strategic options about virtual platform of knowledge 
exchange. Various concerns arise when it comes to enable collective access to sharing 
eco retailer interaction with own customers due to cultural approach to openness and 
exposure to risk of shrinking future purchases.  Virtual platform design has to facilitate 
open access to collaborative learning, making sense of digital interaction to discover 
patterns of future eco purchase behaviour among each company narrative.   In the 
attempt to assist decision makers to interpret the perceived threats, cultural facilitators 
have to be explored to raise the awareness on eco retailing partnership about the 
benefits of variety in exploiting digital interaction return on experience. Companies 
needs guiding with understanding differences in trustfulness and exposure to risk of 
engaging in collectively sharing company experience in exchange of discovering future 
eco purchasing profile. Online retailing markets landscape of experimental learning will 
employ scenarios of matching eco purchasing profiling and retailer’s    strategic options 
about eco future purchase behaviour. The main challenge to face on eco retailing 
business model concerns how to collectively employ predictive analytics tools to leverage 
customers’ eco behaviour propensity, while shaping own marketing intelligence tools  
to match eco value based engagement will strengthen each player’s competitive response. 
The digital interaction business model on eco label value chain provides facilitators of 
exposing marketing experience of each retailer in order to collectively engage in shaping 
and delivering customer experience to influence value based purchasing. 
 
Key words: value based marketing, eco retailing profiling, digital marketing business 
model, eco-label competitive identity 

 
Value based marketing with eco-label competitive identity 
 European eco-retail firms, as well as the few in Romania, have become particularly 
attractive targets for customers concerned about the origin of products and raw materials, when 
choosing to make responsible purchases. Digital marketing provides opportunities to gain 
insights about a disruptive behaviour in shifting   from sustainability through moderators as 
quality of services and the price level toward the value of customer interaction. Furthermore, 
business practices have to be challenged to shape partnerships with first movers on eco retailing, 
as many of them are behaving as trend setter in the industry.  

Among managerial difficulties to adjust non digital business models to digital 
environment of enacting skills, of outmost importance is to recognize the opportunity to adjust 
to emergent colaborative culture behaviour through engaging in goal congruency partnerships 
moderated by invisible assets coordination mechanisms (Schoemaker, 1993). 

Latest case studies accounts about how to recognize barriers and enablers of engaging in 
eco behaviour driven by various incentives, in the context of eco-label competitive identity 
emergence, while on line retailing proves difficulties to align eco-label identity and value based 
marketing. Acknowledging the recent attempts to highlight the digital environment as source of 
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producing own knowledge, the research team informs about how reported findings in various 
cases converge to common difficulties with proving the eco retailing label purpose. 

In the attempt to building the bridge, eco-label competitive identity complies with significant 
changes in eco retailing business practices, while featuring invisible assets coordination, 
collaborative eco-culture and managing contexts of experiential learning as admissible 
antecedents to be coherently anchored in the context of holistically approach to Human Centered 
Design principles. 

The conceptual research relies upon the configurational analysis legitimacy to bridge value 
based competition and business ethics, while mapping a variety of influences driving digital 
market positioning within on line retailing value chains. The eco oriented environment of 
interactions is moderated by technology trustfulness; consistent with disruptive technology 
adoption, while resistance to change is still manifesting, when it comes about disruptive 
behaviour. Therefore, matching value based marketing and eco-label identity goes beyond 
common proficiency in exploiting digital marketing tools, toward engaging in disruptive 
behaviour with experimenting significant changes in business practices to advocate for eco label 
competitive identity. 

Facing increasing complexity about unanticipated future opportunities and threats,   
digital business models should inquire about how corporate culture profile integrates new 
features of value based competition while observing business ethics requirements, the former of 
outmost importance among on line eco sensitive customers. Furthermore,   to maximize the 
impact of the adopted eco behavior driven positioning, in the context of digital strategic assets 
modeling, eco corporate culture should set up green empathy alert tools, enacting as bias 
interrupters while staying vigilant about proactivity and delivering complementarily features.   

The digital interaction business model on eco label value chain has to setup a virtual 
platform provides facilitators of exposing marketing experience of each retailer in order to 
collectively engage in shaping and delivering customer experience to influence value based 
purchasing. 
 
Literature review 
 The customer value creation chain in the European eco-label product industry implies 
developing smart collaboration between the manufacturers and retailers involved in this field. 
 New information and communication technologies accelerate the expansion of 
European producers and retailers of eco-label products in the e-business environment, altering 
patterns of competitions and generating new sources for the sustainable development of their 
businesses. Products certified with EU eco-label must comply with the environmental 
requirements for each stage of production. 
 Rooted on theory of planned behavior, the importance of promoting the culture of a 
common learning objective on the value creation chain through the exchange of strategic 
knowledge between producers, retailers and customers (Chen & All, 2009) leads to the need to 
develop a virtual community of collaboration between stakeholders of eco-label products. 
Customers will have the opportunity of direct interaction, intermediated by the online platform 
they offer, with both producers and retailers of eco-label products. 
 The methodological relevance of the collaborative learning approach is consistent with 
the stakeholder commitment of eco-label products to pooling strategic resources that lead to the 
optimization of relationships on the value creation chain (Battistella et al., 2015) 

Recognizing digital age’s challenge upon Human centered design HCD this study staging 
accounts to the emerging research agenda grounded in making sense of digital technology usability 
and usefulness through highlighting participatory design impact over human quality of life( G. Fisher 
2018). 

Changes in practices, such as greening the company’s product portfolio, implementing 
environmental management systems, installing eco-efficient technologies, etc., are therefore 
considered in the study presented herein ( Muñoz, R. M.,2015). 
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Cultural diversity is paramount in international markets, while intercultural coordination 
has the opportunity to take a leadership role in re-shaping management research as a whole 
toward greater integration between theory and practice, thus making our field more scientifically 
rigorous and practically relevant(Cheng, J. L. ,2007). 

The findings of a research conducted by Kim and Lee (2012) provide empirical evidence 
that stakeholders pressure can influence the adoption of environmental logistics practices only 
through its efforts to build a unique environmental culture (Kim, S. T., & Lee, S. Y. ,2012). 
Digital interaction on eco label chain return on experience 

Recalling sustainability development principles the challenge goes beyond enriching eco 
retailing digital interaction from content or diffusion, toward the co-creation of knowledge as 
resulted from purposely adopting business practices , driven by commitment features of 
responsible consumption. 
 Multiple perspectives of collaborative strategic thinking approach deepens the 
understanding of the role of co-creation of knowledge within the online communities of the 
European eco-label product industry (Capatina, Bleoju, Micu and Dragan, 2018 ). 
 Market Intelligence capabilities of the eco-label retailers in Romania informs about their 
limited capability to engage in fully exploit digital interactions as their strategies are based mainly 
on market research and reports. Nevertheless some features of sustainability lies with reporting 
and documenting:  audits on customer perceptions, which play a vital role in supporting 
differentiation strategies; positioning strategies focus on raising consumer awareness of the 
benefits of eco-labeled products (Micu, A., Micu, A. E., Capatina, A., Cristache, N., & Dragan, B. 
G., 2018). 
 
Conclusion and further research  
 Generating testable solutions that guide the behavioral adjustment of online retail 
players involves equipping them with benchmarking systems against which they should assess 
their level of maturity to successfully engage in eco disruptive behavior. 
  Under these conditions, the Romanian retailers of eco-label products must not lose 
sight of the opportunities for strategic collaboration with the producers and customers, but they 
must also consider the creation of new partnerships that will lead to benefit from the enriching 
experiences of increasing consumption for eco-label products. The initiative of providing a 
platform for digital interaction advocates for eco label identity , informs about common values, 
purposes and value proposition, while providing  the good practices of various stakeholders 
responsible production, distribution and consumption. 
In order to discover new knowledge about future eco purchasing behaviour, future research has 
to engage in assessing cultural precursors of customer knowledge based interaction in order to 
deliver upon eco label competitive identity. The long term approach supposes to confront resistance to 
change when it comes to prove the match of value based competition and eco labelling identity, 
in order to influence a common vision among stakeholders of on line retailing business.  The 
short term approach articulates the following three components:  
1. Applied research to recognize barriers and enablers of engaging in eco behaviour driven by 
various incentives; training with good practices of digital marketing proficiency on eco retailing  
2.   Setting up a platform for experimenting scenarios to leverage eco-label competitive identity 
with capitalizing upon proficiency in Digital marketing  
3. Developing eco labeling based culture to provide customer knowledge interaction to anticipate 
eco purchasing behaviour on future markets. 
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