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FOUNDAMENTALS OF 
QUALITY MARKS/LABELS
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QUALITY MARKS

Result of a product certification 
process

Verification or verification of 
compliance with a standard or 
standard 

ELEMENTS OF A LABEL

Claim What do you want to 
convey?

Standard or Regulation -
Mandatory or Voluntary

Verification Agent

CONSEQUENCES FOR THE 
CONSUMER

Provides greater confidence in 
the product or service.

They protect against unfair 
competition.

Allows you to compare product 
and offers.

They facilitate the sale of the 
product and its introduction into 
new markets.



CROPS WITHOUT 
PESTICIDE RESIDUES

Previous Considerations
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SUSTAINABILITY AS A 
TOOL FOR A QUALITY 

LABEL

THE QUALITY LABEL AS 
A MARKET TOOL

What is zero

residue?

Is this term 

correct?

How to achieve this 

production system?



PREVIOUS 
CONSIDERATIONS

MOST LOGICAL THOUGHT: 
PHYTOSANITARY 
MANAGEMENT
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WITH THIS ELEMENT ONLY STEERING 
THE AGRICULTURAL PRODUCTION: IT 
WILL NEVER BE ACHIEVED
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Zero

Residues



ELEMENTS NEEDED TO OBTAIN PESTICIDE 

RESIDUE-FREE PRODUCTION:

7. ZERYA PRODUCT = 
PRODUCT WITHOUT 
PESTICIDE RESIDUE
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Do you wear
a mask when

you eat it
too?



What is
ZERYA? and 
what does
it do?
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Its a private 
VOLUNTARY

Certification Mark

It follows a model of 
conventional agriculture

with rationalization of 
resources. It is not organic

certification

Enables Product
differentiation

Is NOT a Certification
Body, the standard is

audited by
indepentent CB’s

Facilitates supplier
evaluation covering

agricultural production
and packing houses

It enhances
sustainability as well as 

profitability

Sends messages to consumers:
• Healthy (inocuous) products
• Responsible production
• Technification and commitment

Adaptability
B2B range
B2C range
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C o n s u m e r s r e s p o n d t o
different variables, both the
message of the eco-label and
the scale or indicators of
sustainability, but they do not
do it in the same intensity or at
t h e s a m e s p e e d .

What to do to make i t wor k?
Success is a combination of motivation
a n d u n d e r s t a n d i n g
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Post-
COVID 

Consumer
Boosters

79% look for 
CSR criteria

67% consider
natural 

resource
consumption

53% are 
interested in 
sustainability

52% develop
sustainable
emotional
connection64% feel 

happier 
buying 

sustainable

77% of 
retailers 
believe 

loyalty to 
increase

63% see
increased

profits

80% 
Consider 

having cost 
overruns
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MUCHAS GRACIAS POR SU ATENCIÓN
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THANKS FOR YOUR ATTENTION

For further information:

www.zerya.org

consultas@zerya.org

902.888.261

http://www.zerya.org/
mailto:consultas@zerya.org

