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1. Executive summary

Inspired	by	the	success	of	the	first	wave	of	the	I	PREFER	30˚campaign,	which	ran	in	20141,	A.I.S.E.	and	its	

network	decided	to	launch	a	second	wave	of	the	campaign	started	in	2015,	for	implementation	in	2016.

The	aim	of	the	Wave	2	campaign	was	to	build	on	the	achievements	and	learnings	so	far	to	reach	even	more	

consumers	and	encourage	them	to	do	their	laundry	at	lower	wash	temperatures.

The	decision	was	informed,	in	part,	by	A.I.S.E.’s	2014	pan-European	consumer	survey	of	consumer	washing	

habits	which	showed	that	the	average	EU	wash	temperature	was	still	above	40°C	and	that	changing	such	

habits	is	a	long-term	challenge.	

It	was	also	motivated	by	the	enthusiasm	of	the	participants	in	Wave	1	of	the	campaign,	who	were	keen	to	

see	the	campaign	continue.	

Following	a	call	for	budget	within	A.I.S.E.,	campaign	budget	for	PR	activities	was	allocated	to	two	countries,	

through	their	national	associations	–	DETIC	in	Belgium	and	AFISE	in	France.		

Wave	2	was	also	activated	in	Denmark	and	the	UK	with	brand	amplification	activities	only.

For	Wave	2,	a	total	of	11	partners	was	reached,	including	detergent	manufacturers,	suppliers,	authorities	and	

institutional	supporters.	

The	Wave	2	campaign	went	live	in	2016,	with	most	of	the	activity	taking	place	between	September	2016	and	

early	January	2017,	using	the	existing	toolkit	and	other	campaign	elements	from	Wave	12.

The	implementation	strategy	included	some	novel	elements,	building	on	the	learnings	from	Wave	1.	AFISE	

produced	three	humorous	videos,	which	were	diffused	through	social	media,	digital	advertising	and	media	

relations	and	also	shared	and	boosted	by	DETIC	on	the	French	language	Belgian	Facebook	page.	DETIC	ran	

a	series	of	activation	events	in	major	cities	in	Belgium	engaging	shoppers	and	the	general	public	with	a	fun	

laundry	quiz	app	that	raised	awareness	of	the	I	prefer	30	message.	These,	in	turn,	fed	the	digital	communi-

cations	and	social	media	content	on	Facebook	and	Instagram.

Challenges	included	the	shorter	preparation	phase	this	time,	which	made	it	harder	to	get	new	partners	on	

board	(or	have	some	renew	their	activities	for	example)	and	the	lack	of	a	substantial	new	angle	to	attract	

new	media	coverage	from	titles	which	had	already	covered	Wave	1	of	the	campaign.	The	ambassadors	were	

also	less	active	for	the	second	wave	of	the	campaign.	Among	the	positives	noted	were	that	the	national	

association	led	the	campaigns	locally,	able	to	operate	autonomously	and	optimise	their	strategy	by	drawing	

on	their	experiences	from	Wave	1.

The	results	of	Wave	1	were	extremely	positive	overall	and	validated	the	decision	to	continue	the	I	PREFER	

30	campaign	with	a	second	wave.	DETIC	reported	that	its	digital	boosting	campaign	had	a	greater	reach	in	

1		See	I	Prefer	30°	campaign	close	out	report	(October	2015)	on	

https://www.aise.eu/our-activities/information-to-end-users.aspx/

low-temperature-washing-campaign.aspx		

2		See	www.iprefer30.eu	
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the	four	months	of	Wave	2	than	it	had	had	in	the	six	months	of	Wave	1.	Its	activities	reached	an	estimated	

16%	of	the	Belgian	population,	who	each	received	the	IP30	message	at	least	twice	on	average.	In	France	led	

by	AFISE,	digital	and	media	communications	drove	over	30,000	visits	to	the	www.jeprefere30.eu	site	and	

over	40,000	clicks.	

Both	these	two	partners	were	positive	about	the	continuation	of	the	campaign.	DETIC	emphasised	the	need	

for	sustained	efforts	to	drive	long-term	change	and	highlighted	the	potential	for	targeting	Instagram	users,	

who	appeared	very	sensitive	to	the	campaign.	AFISE	fed	back	that	new	data	and	insights	into	European	

laundry	behaviours	would	be	useful	in	future	to	give	new	impetus	to	any	campaigning.

2. The evolution of the washing temperature 

Every	three	years	since	2008,	A.I.S.E.	commissions	a	pan-European	survey	of	consumers’	perceptions	of	

cleanliness	and	hygiene,	as	well	as	their	cleaning	habits	at	home.		Amongst	other	findings,	the	research	

enables	us	to	track	the	evolution	of	laundry	washing	temperatures.		According	to	the	findings	of	the	latest	

survey	in	2017,	more	consumers	in	Belgium	and	in	France	wash	their	laundry	at	30°	than	on	average	across	

the	rest	of	Europe.	In	addition,	in	both	countries,	the	percentage	of	consumers	that	wash	at	30°	has	in-

creased	since	2014.		

25.1%

2014

EU AVERAGEEU AVERAGE BELGIUMBELGIUM FRANCEFRANCE

100%

2017 2014 2017 2014 2017

31.5%
33.6%

44.5%
41.1%

39.5%

Source:	Insites	2014/2017	see	https://www.aise.eu/our-activities/informa-

tion-to-end-users/consumer-research.aspx

Consumers washing at 30°c
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3. Wave 2 campaign leaders & sponsors 

Corporate	sponsors Activation	countries

   P&G Belgium,	France

   Unilever Belgium,	Denmark,	France,	UK

   Henkel	 Belgium

   Vandeputte Belgium

   BASF Belgium,	Denmark,	France,	UK

   Novozymes Belgium,	Denmark,	France,	UK

National	Associations

   Belgium	–	DETIC Belgium

  France	-	AFISE France

Type	of	cost Budget Source
Activation		
timeframe

Budget	for	national		

associations’	activities,	

split	as	follows:

€75	995
IP30°	campaign	partners,	

through	A.I.S.E.

1	January	to	31		

December	2016

Belgium,	via	DETIC €42	175

France,	via	AFISE €33	820

4. Wave 2 campaign budget
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5. Campaign partners
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I Prefer 30 wave 2 implementation in Belgium

The	national	association	of	Belgium,	DETIC,	was	an	active	participant	in	Wave	1	of	the	I	PREFER	30	cam-

paign	and	an	enthusiastic	advocate	for	its	continuation,	describing	it	as	“a	convincing	tool	to	improve	the	

image	of	the	detergents	sector”	and	pointing	out	that	“the	success	of	this	kind	of	campaign	depends	on	the	

amount	of	time	you	have	to	execute	it	(6	months	is	not	enough).”

DETIC	was	also	motivated	to	continue	to	participate	in	the	campaign	because	it	aligns	with	its	sectoral	

agreement	with	the	Belgian	government	and	COMEOS	(Belgian	association	of	retailers),	which	sets	goals	

for	the	detergent	industry	to	increase	the	in-shop	offer	of	more	environment-friendly	detergents	and	de-

mands	communication	towards	consumers	regarding	washing	at	lower	temperatures.

For	Wave	2,	DETIC	relaunched	the	campaign	via	a	press	release	on	1	September	2016,	choosing	to	continue	

its	strategy	of	focusing	on	digital	communications	centred	on	two	Facebook	pages,	one	in	Dutch	and	one	in	

French,	and	Instagram.	

Once	again,	the	association	chose	to	work	with	a	communications	and	events	agency,	this	time	The	Oval	Of-

fice,	to	organise	several	activation	events	in	major	cities	in	Belgium,	which	served	the	dual	purpose	of	get-

ting	in	close	contact	with	the	consumer	and	at	the	same	time	generating	content	for	the	Facebook	pages.	

The	agency	organised	a	nine-city	roadshow,	beginning	with	the	launch	event	timed	to	coincide	with	the	

Oxfam	Trailwalker	and	a	presence	at	the	annual	car-free	day	in	Brussels,	at	which	a	laundry	quiz	app	

was	tested.	Subsequently,	seven	events	were	organised	in	shopping	centres	–	in	Louvain-la-Neuve,	Liège,	

Antwerpen,	Gent,	Genk,	Brussels	(city	2)	and	Brussels	(Dockx)	–	where	IP30	hosts	and	hostesses	asked	

shoppers	to	take	the	laundry	quiz	via	the	app	on	a	handheld	tablet	and	distributed	some	2,000	IP30	

magnets.

DETIC	itself	produced	all	the	posts	and	adverts,	though	it	collaborated	with	AFISE	on	some	of	the	French	

language	content,	notably	sharing	the	French	language	campaign	videos	produced	by	AFISE.	It	also	im-

plemented	four	paid	pay-per-click	campaigns	and	managed	all	press	relations	itself,	as	well	as	relaying	the	

campaign	on	Twitter	and	LinkedIn	via	its	institutional	accounts.

Results	of	the	campaign	were	strongly	positive.	From	1	September	2016	to	6	January	2017,	the	pay-per-

click	campaigns	that	supported	the	Facebook	pages	generated	768,168	contacts	from	298,545	people.	The	

boosting	campaign	generated	2,773,245	contacts	for	a	penetration	of	1,386,623	people.	The	videos	reached	

83,666	people	and	generated	33,902	viewings.	Press	coverage	included	interviews	on	several	radio	stations	

in	the	RTL	group,	and	articles	in	Libelle	and	La	Dernière	Heure.		

Overall,	over	a	4-month	period,	the	I	prefer	30	message	reached	1,768,834	people	and	generated	3,625,079	

contacts,	that	is,	a	minimum	frequency	of	two	messages	per	person	on	average.	This	represents	16%	of	the	

Belgian	population.	The	Facebook	pages	totalled	7,800	Likes	for	7,760	active	followers.	

The	campaign	officially	concluded	on	6	January	2017	but	DETIC	has	said	it	wishes	to	maintain	the	engage-

ment	created	via	the	I	Prefer	30	Facebook	pages.
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Introduction

The	campaign	was	launched	on	1	September	2016	and	officially	closed	on	6	January	2017.

The	system	put	in	place	by	DETIC	comprises	two	pages	of	news	on	Facebook	(FR	and	NL)	and	the	“I	prefer	

30”	website.		DETIC	produced	all	the	posts	and	adverts	for	the	campaign.	The	latter	received	little	use	be-

cause	it	is	not	optimised	for	use	with	social	media.		All	the	photos	used	were	purchased	on	Fotolia,	royalty-

free,	use	limited	to	digital	media.

Five	message	delivery	systems	were	adopted	by	the	DETIC	team:

	A	launch	campaign	(pay-per-click)

	A	basic	campaign	(pay-per-click)

	The	boosting	of	interaction-based	posts	(Public	engagement)

	The	boosting	of	display-based	posts	(View	-	people	reached)

	Content-based	posts	(content	-	institutional	positioning)

	Media:	Facebook	and	Instagram.

The launch campaign

The	aim	was	to	relaunch	the	Facebook	pages,	which	had	been	quiet	for	a	year,	to	recover	the	audience	and	

to	quickly	acquire	new	fans.	It	consisted	of	five	advertising	displays	in	FR	and	NL	concentrated	in	3	weeks	

(from	1	to	22	September	2016).

Results:	

  The	launch	campaign	in	French	reached	39,215	people	who	received	the	information	at	least	twice		

(77,561	impressions)	and	generated	417	Likes.

  The	launch	campaign	in	Dutch	reached	35,344	people	who	received	the	information	at	least	twice	

	(74,549	impressions)	and	generated	287	Likes.	This gave a total of 74,559 people who received 

the message twice.  Cost of contact: €0.5/person
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The post boosting campaign

The	aim	of	post	boosting	is	to	circulate	brief,	specific	content	adapted	to	different	target	groups	within	the	

population.		The	posts	were	circulated	from	1	September	2016	to	27	January	2017	on	Facebook	and		

Instagram.	

Types of post

262	posts	were	boosted,	directed	at	a	“New	Year’s”	action.		Most	of	the	posts	were	boosted	for	interaction	

purposes	(circulation	of	the	post	makes	public	engagement	a	priority).		Some	posts	were	boosted	for	dis-

play	purposes	(circulation	of	the	post	prioritises	the	number	of	people	contacted).		Finally,	some	posts	were	

not	boosted.		Their	purpose	was	to	provide	content	that	was	only	circulated	organically.

Structure of the posts

The	posts	preferably	comprise	a	brief	promotional	text,	one	or	two	links	to	the	washing	guide	and	the	I	pre-

fer	30	site	and	a	photo	systematically	marked	with	the	campaign	logo	to	guarantee	the	circulation	of	the	

message	even	if	the	advert	and	the	illustration	are	uncoupled.

Examples	taken	from	262	posts:	see	annex	(page	66).

Results:

  The	basic	campaign	in	French	reached	128,738	people	who	received	the	information	at	least	2.7	

times	(352,810	impressions)	and	generated	2,051	Likes.

	

  The	launch	campaign	in	Dutch	reached	95,248	people	who	received	the	information	at	least	2.7	

times	(263,248	impressions)	and	generated	287	Likes.	This gave a total of 223,986 people who  

received the message three times. Cost of contact: €0.6/person

The basic campaign

The	“basic”	campaign	consists	of	two	times	five	advertising	displays	circulated	from	1	September	2016	to	6	

January	2017.	The	aim	was	to	attract	fans	in	the	long	term	to	the	campaign’s	Facebook	pages	to	generate	a	

natural	(organic)	circulation	of	the	posts	published	on	the	pages.
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Other posts

DETIC	relayed	the	campaign	on	Twitter	and	LinkedIn	from	an	institutional	perspective.

The	campaign	pages	were	updated	on	the	I	prefer	30	website.		The	news	systematically	refers	to	the	IP30	

Belgique	/	België	Facebook	pages.

Results

The	results	of	the	boosting	campaign	are	exceptional.		DETIC’s	experience	following	phase	1	of	IP30	allowed	

the	circulation	of	the	messages	and	the	engagement	of	the	public	to	be	optimised.		The	numerical	results	

obtained	in	4	months	for	the	2016/2017	campaign	are	better	than	those	obtained	in	6	months	for	the	

2014/2015	campaign!

The	French-language	posts	generated	1,873,994	contacts,	while	the	Dutch-language	posts	generated	

899,251	contacts.		In	total,	the	campaign	generated	2,773,245	contacts	with	an	average	frequency	of	2,	

which	means	that	1,386,623	Belgians	received	the	message,	via	post	boosting,	twice	on	average,	i.e.	13%	of	

the	Belgian	population.

The	videos	produced	by	the	AFISE	(France)	and	circulated	on	the	French-language	Facebook	site	generated	

16,840,	6,879	and	10,183	views	respectively.		They	reached	a	combined	total	of	83,666	people	for	33,902	

viewings.

Conclusions of the digital campaign

From	1	September	2016	to	6	January	2017,	the	pay-per-click	campaigns	that	supported	the	Facebook	pages	

generated	768,168	contacts	from	298,545	people.	The	boosting	campaign	generated	2,773,245	contacts	for	

a	penetration	of	1,386,623	people.	The	videos	reached	83,666	people	and	generated	33,902	viewings.

Overall, we can estimate that over a brief 4-month period, the I prefer 30 message reached 

1,768,834 people and generated 3,625,079 contacts, i.e. a minimum frequency of two messages. 

This represents 16% of the Belgian population. The Facebook pages total 7,800 Likes for 7,760 active 

followers, who form a major relay public.

Opportunities

		At	the	end	of	the	campaign	DETIC	positioned	several	posts	in	relation	to	the	SDGs	(Sustainable	Develop-

ment	Goals	of	the	United	Nations)	to	profit	from	the	dynamics	of	the	United	Nations	campaign.		

		On	the	other	hand,	several	posts	were	positioned	in	relation	to	COP	21	and	COP	22	using	the	advertising	

effort	organised	by	the	French	government	under	the	hashtag	#smilefortheplanet	.

		DETIC	circulated	the	three	videos	produced	by	the	AFISE	in	the	form	of	boosts.		Targeted	circulation	was	

between	Christmas	2016	and	January	2017.
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The campaign 

The	national	association	in	France,	AFISE,	was	the	other	main	activation	partner	in	the	Wave	2	campaign.	It	

had	also	been	a	major	participant	in	Wave	1.	

For	this	phase,	AFISE	chose	to	work	with	communications	agency	PPR	Worldwide	France	and	focused	its	

digital	communications	campaign	on	three	videos,	featuring	the	characters	Hortense	and	Eric	and	playing	

with	the	number	30.	There	were	no	sponsors	or	corporate	partners	this	time	around.	

The	campaign	was	launched	on	13	December	2016	with	a	press	release	and	continued	through	3	January	

2017.	A	digital	advertising	campaign	ran	for	one	month	on	40	general	public	media	sites	and	a	female	ma-

gazine,	with	the	media	targeted	in	parallel.	Media	coverage	included	radio	interviews	with	AFISE’s	Director	

General	on	FranceInfo	on	1	January	2017	and	coverage	in Femme Actuelle	and	Le Parisien.	

Altogether	the	digital	ad	campaign	resulted	in	over	43,000	clicks	and	the	videos	were	viewed	over	2,000	

times	on	Vimeo.	The	Facebook	page	ran	more	than	20	posts	during	the	period.

In	September	2018,	AFISE	participated	in	the	«	GoForGood	»	event	at	the	Galeries	Lafayette	in	Paris.	In	

partnership	with	COFREET	(textile	care	labelling	association)	and	GIFAM	(washing	machine	manufacturers),	

the	three	organisations	were	invited	to	set	up	an	exhibition	in	the	shopping	centre	to	present	a	series	of	

activities	on	the	theme	of	textile	care	for	shoppers.	The	I	prefer	30	campaign	material	was	featured,		

including	the	three	videos	and	the	laundry	guidance	infographic	on	a	huge	screen	inside	the	shopping	

centre.	The	three	associations	engaged	with	shoppers	on	caring	for	their	textiles	and	on	tips	for	sustainable	

laundering,	and	shared	educational	information	about	the	benefits	of	washing	at	30°.

The	collaboration	between	COFREET,	AFISE	and	GIFAM	in	hosting	the	«GoforGood»	event	aimed	to	raise	

consumer	awareness	about	the	responsible	care	of	textiles,	focussing	not	only	on	the	I	prefer	30°	message	

but	combining	this	with	other	sustainable	laundering	habits.	
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The	campaign	centred	around	three	short,	humorous	videos	playing	on	the	theme	of	the	number	30.	

The	videos	were	promoted	via	the	campaign	webportal	www.iprefer30.eu,	on	Vimeo	and	on	the	dedicated	

Facebook	page.
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Conclusions of the digital campaign

During	December	2016	and	January	2017,	the	native	advertising	in	France	led	to	43	333	clicks	et	30	853	

visitors	to	the	French	language	version	of	the	web	portal	www.jeprefere30.eu	

Results:

+2000	organic	views	on	Vimeo

+1000	video	views	on	Facebook

+20	posts	Facebook	

+30 800	visites	on	the	webportal	

www.jeprefere30.eu	

The	most	impactful	media	coverage	was	seen	on	the	fol-

lowing	media	:

	“LCI”	(Metronews)	/	“Atlantico”	/		
“20	Minutes”	/	“Le	Monde”	/		
“Magic	Maman”	/	“Nouvel	Obs”	/		
“Marie-Claire”	/		“24	Matins”	/		
“Avantages”	/	“Au	féminin”

Views:	666

Views:	843

Views:	754
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Industry collaboration strengthens consumer communication

In	September	2018,	three	industry	associations	representing	textile	care	labelling	(COFREET),	the	washing	

machine	manufacturers	(GIFAM),	and	the	detergents	association	(AFISE)	collaborated	in	the	“GoForGood”	

campaign	in	Galeries	Lafayette	in	Paris.	The	objective	was	to	raise	shoppers’	awareness	about	the	caring	

for	their	textiles	as	well	as	the	benefits	of	sustainable	laundering,	including	washing	at	30°,	for	the	environ-

ment,	for	consumers’	budgets	and	for	their	textiles.		

A	video	of	the	event	is	available	online	https://vimeo.com/292701757.	Media	coverage	included	the	distribu-

tion	of	a	press	release	(see	page	77).	At	the	time	of	going	to	press,	the	media	coverage	of	this	event	was	not	

yet	communicated.	

Through	their	collaboration,	the	three	industry	associations	benefitted	from	joint	feedback	from	consumers	

on	how	they	care	for	their	textiles,	as	well	as	an	understanding	of	the	benefits	of	addressing	consumers	

together.	Some	learnings	from	the	day	included	the	fact	that:	

	Consumers	are	interested	in	talking	about	textile	care!	

	Not	all	consumers	understand	the	symbols	on	the	care	labels	of	their	clothes

	The	energy	efficient	machine	washing	programme	is	not	well	understood

	Many	consumers	use	their	favourite	washing	programme	out	of	habit

	Washing	at	30°	is	becoming	more	common

	Ironing	is	becoming	less	frequent

	

The	rich	exchanges	with	consumers	provided	direct	and	useful	feedback	on	how	well	industry	messages	are	

received.

 

Go for Good
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1. A.I.S.E. Low Temperature Washing Campaign project description
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Low temperature washing: laundry guidance

WHAT KIND OF
LAUNDRY ARE
YOU WASHING?

Items of ill persons,
clothing of their carers,

or items of vulnerable persons

Professional clothing
that may be contaminated

Items with direct 
intimate body contact

High people-contact
sports clothing

All normal items without intense
intimate body contact

Normal laundry items

 = bleach not allowed

 = maximum temperature

If the recommended temperature, or a general purpose 
powder detergent (see below), is/are not allowed, use a 
different process with equivalent performance, e.g.:

30 °C
Light-duty, liquid or ‘colour’ powder detergent
+ appropriate laundry additive

Kitchen / food
preparation textiles

Items heavily soiled
with faeces, vomit, blood,…

Normal laundry items

Yes No Yes No

Meets the following conditions:

** Wash different higher risk loads separately

Sort according
to colour

Every 5    cycle, run a 60˚C wash, 
using a general purpose powder
detergent.

Meets the following conditions:

normally or lightly soiled

no strong malodour

normally or lightly soiled

not kept humid

sun-dried or machine-dried

Washing machine advice: 

Care label and detergent info:

NB: A general purpose powder detergent is a powder 
detergent that can be used for any textile/colour and 
which contains oxygen-based bleaching agents
(see ingredient list on the packaging).

For more info on the care label, please visit
www.clevercare.info

For other best use tips, please visit
www.cleanright.eu

Only use a process allowed by the care label:

Use a general purpose powder detergent

Use a standard cycle length (example : cotton cycle)

wash

Sort according
to colour

wash

Sort according
to colour

Sort according
to colour **

wash wash

* When using a shared laundry facility
(eg launderette), wash at 30-40˚C and 
use a general purpose powder detergent.

th

or less*

30°C 30°C 40°C 60°C

GINETEX

An initiative from the detergent industry to promote
low temperature washing. 

WWW.IPREFER30.EU
 © A.I.S.E.- 2014

1

1

2

3

4

5

6

7

8

9

2 3

4 5 6

7 8 9

Normal laundry items

Are you washing normal laundry items, and is no one in the 
household ill (or especially vulnerable to infections) ?

Items of ill persons, clothing of their carers, or items of vulner-
able persons

Are you washing items of people who are ill or especially vulner-
able to infection, or clothing of their carers?

Professional clothing that may be contaminated

Are you washing health care uniforms, or other clothing that 
may be contaminated ?
Examples: doctors, nurses, veterinarians, sewage workers, medi-
cal laboratory clothing etc.

If possible, these items should not be laundered at home, but
instead, a dedicated professional laundry facility should be used.  

Normal laundry items

Does this load consist of normal laundry items? (like shirts, 
trousers, underwear, towels)?

Kitchen/food preparation textiles 

Are you washing items used when cooking or preparing food? 
(like tea towels, aprons, dishcloths…)

Items heavily soiled with faeces, vomit, blood,...

Are you washing items that have been heavily soiled with body 
fluids, such as faeces, vomit, blood, urine,... ?

All normal items without intense intimate body contact

Does this load consist of items that have limited contact with 
your body? (like trousers, T-shirts, pullovers, top underwear, 
socks, curtains, table cloths, etc.)

Items with direct intimate body contact

Are you washing clothes that come into direct and intimate con-
tact with the body, so they are likely soiled (visibly or not) with 
body fluids ? (like knickers, handkerchiefs, bath towels, bed 
sheets)

High people-contact sports clothing 

Are you washing clothing that is used for intense people-con-
tact sports, like martial arts or rugby?

2. A.I.S.E. low temperature washing laundry guidance
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Le guide du lavage à basse température

QUEL TYPE
DE LINGE
LAVEZ-VOUS ?

Linge courant

 = eau de Javel non autorisée

 = température maximale

Si la température recommandée ou une lessive en poudre 
généraliste (voir ci-dessous) ne sont pas autorisées, utiliser 
un programme différent à performance équivalente.
Par exemple :
30 °C
Lessive liquide ou lessive "couleur" en poudre ou pour linge 
délicat + antitache approprié pour la lessive.

Textiles de cuisine/de
préparation culinaire

Textiles souillés par des
selles, du vomi, du sang...

Linge courant

Oui Non Oui Non

Remplit les conditions suivantes :

** Laver des textiles nécessitant une attention plus
particulière en matière d’hygiène séparément

Tous les 5 cycles, faire un lavage à 
60°C, en utilisant une lessive en 
poudre généraliste.

Remplit les conditions suivantes :

normalement ou légèrement sale

pas de mauvaises odeurs

Normalement ou légèrement sale

Non humide

Conseils concernant le lave-linge : 

Étiquette d'entretien et informations sur la lessive

NB : Une lessive en poudre généraliste  est un détergent en 
poudre qui peut être utilisé pour n'importe quel textile / 
couleur (sauf laine et soie) et qui contient des agents de blan-
chiment oxygénés - voir la liste des ingrédients sur
l'emballage.

Pour plus d'informations sur l'étiquette d'entretien, consultez 
www.clevercare.info

Pour d'autres conseils d'utilisation, consultez

www.cleanright.eu

Utilisez uniquement un programme conseillé
par l'étiquette d'entretien : 

Trier selon
la couleur

Lavage à

* Si vous fréquentez une blanchisserie commune 
(laverie, lavoir), lavez à 30 ou 40°C et utilisez  une 
lessive en poudre généraliste

ou moins*
30°C

Trier selon
la couleur

Lavage à

30°C

Trier selon
la couleur

Lavage à

40°C

Trier selon
la couleur**

Lavage à

60°C

WWW.JEPREFERE30.EU
 © A.I.S.E.- 2014

Linge de personnes malades, 
vêtements de leurs aidants, 

ou appartenant à des
personnes sensibles

Vêtements professionnels 
susceptibles d'être

contaminés 

Linge courant n'étant pas en
contact intime avec le corps

Textiles en contact direct et 
intime avec le corps 

Vêtements de sport
de contact

Séché au soleil ou séché au
séchoir

Utiliser une lessive en poudre généraliste

Favoriser un cycle standard (ex: pour le coton).

1 2 3

4 5 6

7 8 9

1

2

3

4

5

6

7

8

9

Linge courant

Vous lavez du linge courant, et personne n'est malade dans votre 
entourage proche (ou particulièrement sensible aux infections) ?

Linge de personnes malades, vêtements de leurs aidants, ou 
appartenant à des personnes sensibles

Vous lavez du linge appartenant à des personnes malades, à 
leurs aidants ou particulièrement aux personnes sensibles aux 
infections?

Vêtements professionnels susceptibles d'être contaminés

Vous lavez les uniformes de personnes qui travaillent dans les 
soins de santé, ou tout autre vêtement professionnel qui peut 
être contaminé par des microbes ? 

Exemples : médecins, infirmières, vétérinaires, travailleurs dans 
le domaine des déchets, vêtements de laboratoire médical etc.

Ces articles ne devraient pas être lavés à la maison, mais par 
une blanchisserie professionnelle.

Linge courant

Cette lessive contient du linge courant ?
Exemples : chemises, pantalons, sous-vêtements, serviettes, 
linge de lit.

Textiles de cuisine/de préparation culinaire 

Lavez-vous des textiles utilisés pour la cuisine ou la préparation 
d'aliments ?
Exemples : torchons, tabliers, linge de vaisselle.

Textiles souillés par des selles, du vomi, du sang...

Vous lavez des textiles fortement souillés par des fluides cor-
porels tels que des selles, du vomi, du sang, de l'urine... ?

Linge courant n'étant pas en contact intime avec le corps

Cette lessive comprend-elle des textiles qui sont très peu en 
contact avec le corps ?
Exemples : pulls, pantalons, T-shirts, sous-vêtements du haut, 
chaussettes, rideaux, nappes, etc.

Textiles en contact direct et intime avec le corps

Lavez-vous du linge/des vêtements qui sont en contact direct et 
intime avec le corps, et sont susceptibles d'être souillés par des 
fluides corporels (de manière visible ou pas) ?
Exemples : slips, mouchoirs, serviettes de bain, linge de lit.

Vêtements de sport de contact 

Lavez-vous des vêtements qui sont utilisés lors de la pratique 
de sport de contact (arts martiaux, rugby etc) ?
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Wassen op lage temperaturen: wasgids

WELKE SOORT
WASGOED WILT
U WASSEN?

Gewone was

 = geen bleekmiddelen

 = maximumtemperatuur

Als de aanbevolen temperatuur of een universeel waspoeder 
verboden zijn (zie elders), moet je een ander wasprogramma 
gebruiken dat even efficiënt is.
Voorbeeld:
30°C
Vloeibaar wasmiddel voor delicate was of  ‘kleuren’
waspoeder + geschikte vlekkenverwijderaar

Keukentextiel/
voedingsbereiding

Textiel vervuild met
uitwerpselen,

braaksel, bloed…
Gewone was

Ja Nee Ja Nee

Beantwoord aan deze voorwaarden:

** Sorteer en was volgens de hygiënische toestand van je kleding.
Kledij van een zieke persoon bijvoorbeeld, dient gescheiden
te worden van de gewone dagelijkse was.  

Doe om de vijf wasbeurten een was 
met een algemeen waspoeder aan 
60°C.

Beantwoord aan deze voorwaarden:

normaal of weinig bevuild

geen sterke geur

normaal of weinig bevuild

niet vochtig

Tip voor uw wasmachine: 

Informatie over het waslabel en de wasmiddelen

NB : Een waspoeder voor universeel gebruik is een waspoed-
er dat voor alle textielsoorten en kleuren gebruikt kan worden 
en een zuurstofbleekmiddel bevat (de ingrediënten staan op 
de verpakking).

Meer informatie over het waslabel: 

www.clevercare.info

Andere tips voor een optimaal gebruik: 

www.cleanright.eu

Volg de instructies op het waslabel op: 

Gebruik een universeel waspoeder

Gebruik een standaardprogramma
(voorbeeld: katoenprogramma).

Sorteer
op kleur

was op 

* Als u een openbare wasserij, zoals een wasserette, gebruikt, wast u 
best op 30 - 40°C en met een waspoeder voor universeel gebruik. 

of minder*
30°C

Sorteer
op kleur

was op 

30°C

Sorteer
op kleur

was op 

40°C

Sorteer
op kleur**

was op 

60°C

 © A.I.S.E.- 2014

Was van zieke personen, 
hun verzorgers of van 
kwetsbare personen

Professionele – mogelijks 
besmette – kledij 

Alle gewone stukken die
beperkt met het lichaam in 

contact komen

Textiel dat rechtstreeks met 
het lichaam in contact komt Kledij voor contactsporten

aan de waslijn of met de machine
gedroogd

GINETEX

An initiative from the detergent industry to promote
low temperature washing. 

WWW.IPREFER30.EU

1

1

2

3

4

5

6

7

8

9

2 3

4 5 6

7 8 9

Gewone was

Wast u gewoon wasgoed en is niemand in het huishouden ziek (of 
gevoelig voor infecties)?

Was van zieke personen, hun verzorgers of van kwetsbare per-
sonen

Wast u kledij of textiel van mensen die ziek zijn, of erg gevoelig 
voor infecties, of van hun verzorgers?

Professionele – mogelijks besmette – kledij 

Wast u uniformen van gezondheidswerkers of andere profes-
sionele kledij. Bestaat de kans dat die met microben in contact 
kwamen?

Voorbeelden: dokters, verplegers, veeartsen, arbeiders die in 
contact komen met afval, medisch laboranten, enz.

Dit soort textiel wast u beter niet thuis. Daarvoor doet u best 
beroep op een professionele wasserij.

Gewone was

Bestaat de lading uit gewone was?
Voorbeelden: T-shirts, broeken, ondergoed, handdoeken,
bedlinnen.

Keukentextiel/voedingsbereiding 

Wast u textiel dat gebruikt werd tijdens het koken of bereiden 
van voeding?
Voorbeelden: theedoeken, keukenschorten, droogdoeken.

Textiel vervuild met uitwerpselen, braaksel, bloed…

Wast u textiel dat bevuild is met lichaamsvloeistoffen, zoals
uitwerpselen, braaksel, bloed, urine… ?

Alle gewone stukken die beperkt met het lichaam in contact 
komen

Bestaat deze lading uit textiel dat maar beperkt met het li-
chaam in contact komt?
Voorbeelden: broeken, T-shirts, truien, onderhemdjes, sokken, 
gordijnen, tafellinnen, enz.

Textiel dat rechtstreeks met het lichaam in contact komt

Wast u kledij of textiel dat rechtstreeks met het lichaam in con-
tact komt en dat waarschijnlijk, al dan niet zichtbaar, met li-
chaamsvloeistoffen bevuild werd?
Voorbeelden: onderbroeken, zakdoeken, badhanddoeken, bedlin-
nen.

Kledij voor contactsporten

Wast u kledij voor contactsporten?
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1. Campaign phase 2 in Belgium



52

I prefer 30° - Close Out Report



53

I prefer 30° - Close Out Report



54

I prefer 30° - Close Out Report



55

I prefer 30° - Close Out Report



56

I prefer 30° - Close Out Report

2. DETIC press release - Dutch
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3. DETIC press release - French
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4. Belgian press articles
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Target Engagement

Post	reach 4785	people

FB	-	like 96

Engagement 124

Post	click 24

Share 3

Comment 1

Boost 40€

Target Engagement

Post	reach 10932	people

FB	-	like 169

Engagement 279

Post	click 85

Share 18

Comment 7

Boost 45€

14/10/16	(Brussels	Fashion	Days)

31/10/17

5. Facebook wave 2 campaign results 	
Examples	of	posts	targeted	for	people	engagement

Target Engagement

Post	reach 3461	people

FB	-	like 106

Engagement 127

Post	click 20

Share 1

Comment 0

Boost 27€

#SmileForThePlanet
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Target Engagement

Post	reach 3834	people

FB	-	like 30

Instagram	like 91

Engagement 123

Post	click 1

Share 2

Comment 0

Boost 10€

11/12/2016

Target Engagement

Post	reach 8373	people

FB	-	like 20

Instagram	like 223

Engagement 252

Post	click 9

Share 0

Comment 0

Boost 15€

27/12/2016

Target Engagement

Post	reach 3054	people

FB	-	like 17

Instagram	like 179

Engagement 198

Post	click 1

Share 1

Comment 0

Boost 10€

20/01/2017
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Target Print

Post	reach 37869	people

FB	-	like 46

Engagement 144

Post	click 94

Share 2

Comment 2

Boost 20€

Target Print

Post	reach 45590	people

FB	-	like 16

Instagram	like 116

Engagement 192

Post	click 60

Share 0

Comment 0

Boost 30€

15/11/2016

Examples	of	posts	targeted	for	printing

Target Print

Post	reach 59408	people

FB	-	like 3

Instagram	like No

Engagement 105

Post	click 101

Share 1

Comment 0

Boost 25€

13/12/2016



69

I prefer 30° - Close Out Report

Target Print

Post	reach 52252	people

FB	-	like 16

Instagram	like 84

Engagement 169

Post	click 68

Share 1

Comment 0

Boost 25€

29/11/2016

Target Print

Post	reach 53665	people

FB	-	like 6

Instagram	like No

Engagement 105

Post	click 99

Share 0

Comment 0

Boost 10€

01/01/2017
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Example	of	posts	for	video	promotion

Target Print/View

Post	reach 44378	people

FB	-	like 11

Instagram	like 21

Engagement 16868

Post	click 16780	+	51

Share 2

Comment 0

Boost 50€

Vidoe	from	AFISE

25/12/2016

Target Content

Post	reach 1003	people

FB	-	like 4

Engagement 14

Post	click 10

Boost 5€

Example	of	posts	posted	for	content	only
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4. French media reach overview
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1. I Prefer 30° campaign in France
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2. AFISE press releases
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Média Alerte 

« Go-for-Good » : le COFREET, l’AFISE et le GIFAM 
s’associent pour aller à la rencontre du consommateur et 

promouvoir l’entretien textile durable ! 

RDV 
Le samedi 29 septembre de 13h à 18h 

2ème étage des Galeries Lafayette  
40 Boulevard Haussmann 

75009 Paris 

Paris, le 21 septembre 2018 – A l’initiative du COFREET*, l’AFISE* et le GIFAM* participeront 
ensemble à l’évènement éco-responsable des Galeries Lafayette : Go-for-Good.  
L’objectif de cette collaboration inédite est d’informer et sensibiliser les consommateurs à l’entretien 
responsable des textiles. Les trois représentants œuvrant ensemble dans le secteur de l’entretien 
textile tiendront un atelier dans l’espace dédié au développement durable pour fournir astuces et 
conseils pratiques aux visiteurs.  
Pour une meilleure lecture des étiquettes et une utilisation raisonnée des produits et des machines, 
leurs experts viendront répondre aux questions des consommateurs et renseigner sur les bons gestes 
écologiques à suivre. 

Parmi les nouveautés, venez découvrir l’application « MON ÉTIQUETTE » du 
COFREET, mise à jour avec de nombreux conseils et astuces sur l’entretien du 
linge. Elle sera présentée en exclusivité sur une borne d’affichage digitale, lors 
de cette journée. 

Go-for-Good est une initiative écoresponsable lancée par les Galeries 
Lafayette. Concrétisée par le rassemblement de près de 400 marques mode, beauté, maison et 
alimentaire, ce programme a pour volonté de promouvoir un « commerce plus engagé ». Dans ce 
cadre, les Galeries Lafayette ont établi un cahier des charges, sur la base de fondamentaux, pour 
déterminer les labels pouvant s’inscrire dans cette démarche. Ainsi, l’impact sur l’environnement, le 
développement social et local (fabrication française) sont pris en compte pour l’éligibilité à cette 
initiative. Depuis le 29 août, le célèbre magasin du boulevard Hausmann abrite en son 2ème étage un 
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pop-up de 300m2 garni de produits durables et/ou écoresponsables. Jusqu’au 10 octobre, des articles 
« Go-for-Good » seront disséminés dans les corners des marques déjà installées. 

Si vous souhaitez un rendez-vous avec Pascale Florant, Secrétaire Générale du COFREET, 
merci de contacter Audrey Pizard – apizard@comcorp.fr – 06 82 92 94 47 

A propos du COFREET 

Créé en 1964, le Comité Français de l’Étiquetage pour l’Entretien des Textiles (COFREET) est une 
association loi 1901, mandatée par le GINETEX (Groupement International d’Étiquetage pour 
l’Entretien des Textiles). Son rôle est de faire connaître, en France, le code d’étiquetage des textiles 
au moyen de ses 5 symboles, copropriété du GINETEX, auprès des consommateurs et des 
professionnels. Le COFREET, présidé par Yann Balguerie, regroupe aujourd’hui plus de 930 
entreprises adhérentes, issues du textile, du prêt-à-porter, du linge de maison et plus généralement 
des entreprises fabriquant des articles en matière textile, qui possèdent une étiquette où figurent les 
symboles d’entretien des textiles. www.lavermonlinge.com   

A propos de l’AFISE 
L’Afise est l’organisation professionnelle représentant 80% des industries de la détergence, de 
l’entretien et des produits d’hygiène industrielle. Elle fédère une centaine d’entreprises TPE, PME et 
groupes de dimension internationale. L’Afise promeut activement les intérêts communs des 
professionnels membres du secteur notamment dans les domaines de la règlementation, de la 
responsabilité sociétale et environnementale. L’association participe également à des campagnes de 
sensibilisation et d’information auprès du grand public.  

A propos du GIFAM 
Groupement des marques d’appareils pour la maison, le Gifam rassemble une cinquantaine 
d’entreprises, grands groupes internationaux et PME, qui accompagnent le consommateur au 
quotidien en proposant des produits innovants en électroménager et confort thermique électrique, 
sous des marques de grande notoriété. Plus d’informations sur www.gifam.fr - @GIFAM_  

Contacts presse 

COFREET - Audrey Pizard – apizard@comcorp.fr - 06 82 92 94 47 
COFREET - Caroline Pierron – cpierron@comcorp.fr - 06 33 62 23 31 
Afise - Romain Pelleray - romain.pelleray@afise.fr – 06 85 15 30 80 
Gifam – Julie Bagdikian - julie.bagdikian@maarc.fr – 07 61 23 43 67 

pop-up de 300m2 garni de produits durables et/ou écoresponsables. Jusqu’au 10 octobre, des articles 
« Go-for-Good » seront disséminés dans les corners des marques déjà installées. 

Si vous souhaitez un rendez-vous avec Pascale Florant, Secrétaire Générale du COFREET, 
merci de contacter Audrey Pizard – apizard@comcorp.fr – 06 82 92 94 47 

A propos du COFREET 

Créé en 1964, le Comité Français de l’Étiquetage pour l’Entretien des Textiles (COFREET) est une 
association loi 1901, mandatée par le GINETEX (Groupement International d’Étiquetage pour 
l’Entretien des Textiles). Son rôle est de faire connaître, en France, le code d’étiquetage des textiles 
au moyen de ses 5 symboles, copropriété du GINETEX, auprès des consommateurs et des 
professionnels. Le COFREET, présidé par Yann Balguerie, regroupe aujourd’hui plus de 930 
entreprises adhérentes, issues du textile, du prêt-à-porter, du linge de maison et plus généralement 
des entreprises fabriquant des articles en matière textile, qui possèdent une étiquette où figurent les 
symboles d’entretien des textiles. www.lavermonlinge.com   

A propos de l’AFISE 
L’Afise est l’organisation professionnelle représentant 80% des industries de la détergence, de 
l’entretien et des produits d’hygiène industrielle. Elle fédère une centaine d’entreprises TPE, PME et 
groupes de dimension internationale. L’Afise promeut activement les intérêts communs des 
professionnels membres du secteur notamment dans les domaines de la règlementation, de la 
responsabilité sociétale et environnementale. L’association participe également à des campagnes de 
sensibilisation et d’information auprès du grand public.  

A propos du GIFAM 
Groupement des marques d’appareils pour la maison, le Gifam rassemble une cinquantaine 
d’entreprises, grands groupes internationaux et PME, qui accompagnent le consommateur au 
quotidien en proposant des produits innovants en électroménager et confort thermique électrique, 
sous des marques de grande notoriété. Plus d’informations sur www.gifam.fr - @GIFAM_  

Contacts presse 

COFREET - Audrey Pizard – apizard@comcorp.fr - 06 82 92 94 47 
COFREET - Caroline Pierron – cpierron@comcorp.fr - 06 33 62 23 31 
Afise - Romain Pelleray - romain.pelleray@afise.fr – 06 85 15 30 80 
Gifam – Julie Bagdikian - julie.bagdikian@maarc.fr – 07 61 23 43 67 
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3. Facebook campaign coverage
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Facebook	page	www.jeprefere30.fr	videos
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Date 01/07/2017

Title Metropolitain

Journalist Anthony	Montardy

Type Online

Reach 122.790	users	per	month

Overall	tone Positive

Weblink	

4. French media reach overview

Date 01/06/2017

Title Mediacom

Journalist X

Type Online

Reach 20.000	subscribers	press

Overall	tone Positive

Weblink	



83

I prefer 30° - Close Out Report

Date 01/05/2017

Title Femme	Actuelle

Journalist Julie	Destouches

Type Online

Reach
9.536.422	Users	per	

month

Overall	tone Positive

Weblink	

Date 01/03/2017

Title LSA

Journalist Mirabelle	Belloir

Type Online

Reach
1.700.000	Users	per	

month

Overall	tone Positive

Weblink	
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Date 01/01/2017

Title France	Info

Journalist Fabienne	Chauvière

Type Online	/	Radio

Reach
4.300.000	listeners	per	

month

Overall	tone Positive

Date 12/25/2017

Title
Le	Parisien		

Aujourd’hui	en	France

Journalist Béatrice	de	Minibus

Type Print

Reach 2.381.000	readers

Overall	tone Positive

Date 12/22/2017

Title Neomag.fr

Journalist X

Type Online

Reach 9.420	Users	per	month

Overall	tone Positive

Weblink	
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Date 12/13/2017

Title
Bien	Choisir	Mon	Electro-

ménager

Journalist Eric	Tixier

Type Online

Reach 36.210

Overall	tone Positive

Link
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For	further	details	on	the	campaign,	please	contact	:	

			A.I.S.E.,	Valérie	Séjourné	:	valerie.sejourne@aise.eu

			DETIC,	Frédérick	Warzee	:	fwarzee@detic.be

	AFISE,	Romain	Pelleray	:	romain.pelleray@afise.fr

©A.I.S.E. 2018

WWW.IPREFER30.EU


