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Introduction
On 27 March 2019, the EESC held its 21st edition of the European Consumer Day in Brussels.
Organised every year since 1999, this annual event brings together experts, consumers and
policy-makers to debate issues affecting consumers at a European level. This year's European
Consumer Day took a look at the behaviour of young people as consumers in an increasingly
digital world. It also discussed their reactions to the EU's current consumer policy and to the
New Deal for Consumers.
A consumer policy for the digital generation?
Adding young voices and digital marketing experts into the mix, not only did speakers and
participants have the chance to weigh in on the issues affecting young digital consumers, but
also to shape Europe's dialogue about the influence of Information and Communication
Technologies (ICT) on young consumers' behaviour.
The underlying question was: how is technology influencing consumption patterns in
younger generations? Accordingly, we talked about the role that young people play in this
technological drift and how they can influence the policies that affect them directly.
Three key sectors were chosen as the subject of three participatory workshops organised in
parallel to discuss the issues and opportunities they present. Namely: mobility, food and
fashion. We also had a live debate on how social media impacts young people and their
consumer choices.
Furthermore, talking about youth, consumption and engagement, inevitably brings us to
sustainability, the implementation of the Sustainable Development Goals (SDGs), and the
transition to a circular economy and other emerging economic models.
This report gathers the main points raised by the speakers and participants, offering an
overview of consumer issues in Europe's Digital Single Market.
The EESC thanks all the conference delegates for their enthusiastic participation and looks
forward to welcoming them to the next European Consumer Day in 2020.
For further information we are available by email or visit our website.

Section for the Single Market, Production and Consumption
European Economic and Social Committee (EESC)
March 2019
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At a glance
The Keywords

ECD 2019 in numbers





Participants: 121 on-site
Speakers: 22
Twitter mentions: 129 / Potential reach: 309.6 K
Web-streaming: 79 viewers

Our quest
-

How can we define young consumers? And which trends can we identify in their consumption patterns?

-

Is the current EU consumer policy — based as it is on protection and ownership — adapted to today's models
of consumption?

-

What are the potential regulatory developments to consider in order to adapt consumer policy to these new
models?
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The programme
Opening address

9:30 – 9:45

Isabel Caño, Vice-President in charge of
Communication of the European Economic
and Social Committee
Renatas Mazeika, Head of Unit for
Consumer Policy, DG Justice, European
Commission
Introduction – Changes in young people's consumer behaviour
Ariane Rodert, President of the Section
for the Single Market, Production and
Consumption, European Economic and
Social Committee

Vasileios Rizos, Research Fellow and
Head of Sustainable Resources and
Circular Economy, CEPS

9:45 – 10:20

Gabriel Tavoularis, Director of Studies,
Centre de recherche pour l'étude et
l'observation des conditions de vie, CRÉDOC

Parallel sessions: the 3 workshops

10:30 – 11:30

Workshop 1: Food for thought: changing the world through food?

Moderator: Martin Siecker, EESC
Member of the Workers' Group, EESC
Good practice: Julien Diaz, Business
Developer, Too Good To Go
Rapporteur: Marta Messa, Director, Slow
Food, Brussels

Workshop 2: Youth on the move?

Moderator: Vladimira Drbalová, EESC
Member, Vice-Chair of the Employers
Group
Rapporteur: Yoann Le Petit, Clean
Vehicles & New Mobility Officer,
Transport & Environment

5

Good Practice: Dr. Imre Keserü, Senior
Researcher, MOBI research group (Mobility,
Logistics and Automative Technology), Vrije
Universiteit Brussel

Workshop 3: Fast-fashion and sustainability: a youth-driven challenge?

Moderator: Baiba Miltoviča, EESC
Member, Diversity Europe Group

Rapporteur: Arthur ten Wolde, Circular
Economy expert, Ecopreneur

Good Practice: Mariana Nicolau,
Collaborating Centre on Sustainable
Consumption and Production (CSCP)

Workshop conclusions

12:00 – 12:30

Moderator: Evangelia Kekeleki, EESC
Member, Diversity Europe Group

Inspirational Speech

14:00 – 15:30

Youna Marrette, Generation Climat

Debate

14:00 – 15:30

Moderator: Jennifer Baker, EU journalist
Vanessa Madi, Education and Training
coordinator, Institut National de la
Consommation (INC)
Prof. Karine Charry, Louvain Scool of
Management, UCLouvain

Pablo Jonas, Head, Influenzo
David Martin, Senior Legal Officer Digital Rights, BEUC
Closing Remarks
Reine-Claude Mader, EESC Member, Diversity Europe
Group
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15:30

The outcomes
We completed this quest in a room packed with students, consumers,
business and representative of the e-sector. We tackled issues
ranging from improving mobility ("what should mobility look like
in the future?"), avoiding food waste ("Waste warriors: individual
choices to foster collective change?"), making fashion
sustainable ("Slow fashion: a youth-driven challenge?") and
understanding the role of Information Communication
Technologies (ICTs) in driving this change.
Moreover, in this era of climate protests, we factored in concerns about the
impact on the planet: How do our individual choices affect the environment? How can we better
integrate tools in policies to foster greener consumption?
In order to answer these questions, we discussed what needs to be done to tailor EU consumer policy to
the needs of younger generations. The main goal was to address the new challenges linked to
sustainability and ICTs, being strongest influences on today's youth.
EESC Vice-President Isabel Caño welcomed participants, expressing strong support for mass youth
mobilisation for the climate. She also stressed the close link between the choices we make
as consumers and the impact on the environment, and the importance of
having a consumer policy matching youth's climate ambitions:
"Your influence needs to become stronger and stronger in the political
sphere. Young people should indeed have an essential role to play in
the drafting of current and future EU policy. With this European
Consumer Day we want to stress that it is paramount for your voice
to be heard in Brussels."
Seventeen-year old Youna Marette, one of the figureheads of climate
protests in Belgium, spoke for her generation:
"Young people are consumers. They are aware of the major issues involved. People say we are not, but
that is untrue. I was born is a system based on endless growth and profit. How can we exit this
system without becoming marginalised? The answer is simple, I believe: everything has to
change, and change is already underway."
The question of how the younger generation's consumption patterns differ from those of older
consumers was a common theme throughout discussions.
A recent Commission study, presented by Renatas Mazeika, on
consumers engagement in the circular economy conducted in 14 EU
countries shows that consumers aged 18 to 34 are no different from
other age groups in making purchasing decisions. Millennials are now
conscious of environmental issues and they are willing to make
environmentally correct choices in their consumption. However, they
encounter many obstacles in translating their willingness into action,
often choosing price and convenience over product durability.
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On the other hand, Gabriel Tavoularis presented the CRÉDOC surveys
about consumer behaviour. It confirms that millennials think
sustainable, but it is those in the 18-24 group who translate it into
action. In fact, if we divide millennials into two age groups (18-24
and 25-34), we can see a gradual increase in concrete actions
compared to older generations, where sustainability was only
an abstract notion. Despite being relatively disadvantaged
economically, millennials have created a shift in thinking, resulting
in more concrete actions (recycling, sorting waste) from the youngest
consumers.
Another study, from CEPS, shows how millennials also spend their income differently. Communication is
a major expense and is perceived as a basic need, much as food and housing. As explained by Vasileios
Rizos, ownership of smart phones for this generation is virtually 100%, and this has an impact on the way
young people consume, with online purchasing representing a large share.
To understand better the new challenges ahead for consumer policies, three parallel workshops took
place, investigating three key industries:
•
Food, focusing mainly on innovations helping to avoid or counter food waste.
•
Mobility, with an emphasis on sharing services and other greener forms of transport popular with
the younger generation and public transport as the backbone of tomorrow's mobility.
•
Clothing, exploring the emotional nature of fashion choices and various means to get consumers
to opt for more sustainable fashion.
During lunchtime, the EESC Green Team, which is very active in the environmental field as it puts into
practice what the Committee preaches (e.g. in the field of food sustainability, the fight against food
waste and doing away with single-use plastics) was present with a stand to inform participants about
some of these excellent initiatives. You can find the QUIZ they proposed to the participants in Annex I.
A debate on the influence of social media saw speakers agree that social networks are, and will likely
remain, central in young people's lives. It is therefore of utmost importance to understand if and how to
regulate them and which policies to adopt. All the panellists, prof. Karine Charry (UCL), David Martin
(BEUC), Pablo Jonas (Influenzo) and Vanessa Madi (Institut National de la Consommation), inspired
a very lively debate on when and how to regulate social media, the challenges and opportunities
they bring and how they permeate our world. It emerged that social media can be a double-edged
weapon.
On one hand, they are powerful tools that can not only be democratic, but also bring together millions
of people to fight for the planet, on the other, they can also
be used to acquire private data and to induce people to
consume more through targeted advertisement.
Moreover, with the rise of Artificial Intelligence (AI),
the question of regulating data management,
targeted marketing and the Internet itself is a hot
issue on the international agenda. Accordingly, an
accent was also put on how the EU is regulating ICT
and social media through GDPR and what are the next
steps to take.
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The Workshops
Workshop 1 - Food for thought: changing the world through food?
Background
This workshop focused on changes in food habits of younger generations. In recent years, we have
seen the emergence of new diets such as the vegetarian, the vegan or the flexitarian ones.
Today’s consumers live in a world of plenty and over-supply, resulting in massive food waste. In
fact, a third of all food produced globally goes to waste and this means not only wasting food, but
also all the natural resources used to produce it.
However, eating habits are changing, either to protect the environment, to join the animal
protection cause, to improve health or to address social issues. Do young people want to consume
in a healthier, more sustainable and more responsible way? How should we tackle these issues?
What do they expect from regulators?
Conclusions
Our food production and consumption system has to be re-thought as new issues have emerged.
In fact, when talking about food, the discourse must include Climate Change, Social Justice, Cultural
Heritage, Health, Animal Welfare, and the Impact this industry has on the environment.

These issues are at the heart of youth protest and,
coupled with the possibilities offered by ICT, they
have engendered many changes in consumer
behaviour, especially among young ones. In fact,
consumers can collectively, through single-person
choices, have a major impact on the industry.
Technology has changed what we consume and the
way we consume it. In fact, ICT allows people to
connect, with a sense of immediacy and allows for
mobility. ICT is a very useful resource, for example, to
tackle food waste, because it can instantaneously
match supply to demand.
Packaging also throws up another major issue: not
only it produces waste (mostly plastic), but it can
also worsen the quality of food contained (plastic packaging make food rot faster). At the same time, we have to
acknowledge that it is necessary to inform consumers (through labelling on the package), which would indicates
how difficult it is to replace packaging. This represents another challenge that younger generations are trying to
tackle through alternative ways, using ICT and different methods (e.g. new
shops offering products without packaging).
Labelling is very important in the food industry to protect
consumers and workers and to inform the citizens about the
content of their groceries. Accordingly, the debate focused on
the need develop new eco-labels with the aim to promote new
projects aiming to tackle food waste, reduce packaging and
redistribute food. This would inform consumers about more
sustainable options and incentivise new forms of enterprise.
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There is also a strong need for more education on issues linked to the food industries at all levels, from primary
school to university. In fact, a major cultural change is needed. "Doggy bags", for instance, are not socially
acceptable in some countries. Last but not least, industry is also facing a logistical problem, preventing it from
developing in a more sustainable direction because of a lack of adequate logistics. In this context, new economic
models and ICT are trying to tackle this challenge.
Very innovative initiatives that are tackling those problems were presented during the workshop:

Slow Food
Slow Food is a global, grassroots organization, founded in 1989 to
prevent the disappearance of local food cultures and traditions,
counteract the rise of fast life and combat people’s dwindling
interest in the food they eat, where it comes from and how our food
choices affect the world around us. Since its beginnings, Slow Food
has grown into a global movement involving millions of working to
ensure everyone has access to good, clean and fair food.

Disco Soup
Slow Food organised the first Disco
Soup ever in 2011 in Berlin. At this
event, participants turn discarded
veggies into a soup, to the beat of
music, and ate it together: a good
example of addressing a negative
problem – food waste – in a fun and
constructive way.

Too Good To Go
In a bid to tackle the ever-growing food
waste issue, Too Good To Go was created in
2016. Launched in March 2018 in Belgium, Too
Good To Go is also a mobile app connecting
consumers to businesses that have delicious,
unsold food that would otherwise be thrown
away. Geolocated on the app, users find
nearby partners, order the "magic bag" and
collect their meal for a third of the market
price.
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Workshop 2 - Youth on the move?
Background
This workshop focused on the mobility needs and demands of young people, as technology and
transport options are constantly evolving. Bus companies, high-speed trains, low-cost airline
tickets, shared cars or bicycle-sharing systems: consumers have a wide choice of speed, prices,
carbon footprints, etc. What should mobility look like in the future, according to young people? In
which world do they want to live in 2030?
Conclusions
A mobility revolution is under way. It is becoming flexible, shared and on-demand, and three key
issues are driving these changes: global pressure, changing lifestyles and new technologies. These
new technologies are: 1. Electrification, 2. Autonomous vehicles and 3. Shared mobility.

Some shifts in classical mobility models are needed to
make the change happen. It is therefore important to
understand these changes in order to better frame
accompanying policies. For instance, shifting from the
car-dominated model to co-modal, from large vehicles
to right-sized and lighter vehicles, from engines
powered by fossil fuels to electric motors, from
ownership to use, from taxes on fuel to charges on use
and from human-driven to connected and driverless.
There is a growing demand for more sustainable
mobility. Not only from an environmental point of
view, but also from a social and economic one. In
fact, there is a growing demand to tackle climate
change, lower carbon emissions, diminish congestion,
improve health, and increase accessibility. Not only are
fewer and fewer people buying cars, but there has been
an increase in sharing services, a development of bikeable cities and a higher demand for electric cars.

The new mobility offer, in order to be successful, needs to take into account criteria such as: transport reliability, the
flexibility to choose both mode and operator. In addition, shared mobility should complement public transport in its
role as the backbone of the mobility. We should prepare for a future with more autonomous cars on the road and
we must create a culture of sharing, instead of ownership. The key factors to make that
happen are: vehicle and road taxes, space prioritization, removing local barriers,
customer focus, integrated ticketing and data sharing. Digitalisation has made
it much easier to use shared services, be it sharing vehicles or sharing rides.
In fact, technology plays a key role in better allocating the demand and the
offer: new digital booking and payment tools enable free-floating systems
that provide on-demand services.
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Social media play and important role in this transition. People, especially young people, as users and
customers can express their praise and concern about these services on social media or feedback forums. Policy
makers should draw up a regulatory framework that can help to keep the new mobility systems organised, fair, and
open to people of all ages.

Advantages of flexible, on-demand shared mobility:
- flexibility and availability (24/7)
- motivation to reduce individual car use and ownership
- attractive to young people
- innovation
- offers complementary solutions for first/last mile
- can be part of a multimodal offer

Disadvantages of flexible, on-demand shared mobility:
- environmental impact is unclear
- profit-oriented operation
- quick changes in price/service provision
- limited access: credit card, mobile internet, cost, living in
the business area of the provider
- accessibility with special needs?
- integration with other modes and services
- reliability (not a public service)
- supports laziness?

Given those premises, what regulatory developments would adapt consumer policy to these patterns of
consumption? Although there already are good EU regulations, Member States should better implement them.
Taxation in those matters is a very hot issue. It could bring change or alternative, it has to be fair and homogeneous
around Europe. Accordingly, a taxation shift has to be carried out progressively. Last but not least, being the
discussion axed on urban mobility, urban policy should be tailored to new transportation modes.
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Workshop 3 - Fast-fashion and sustainability: a youth-driven challenge?
Background
The aim of this workshop was to look at how young people react to ‘Fast Fashion’. The textile
industry is one of the world’s most polluting ones: over-production, waste creation, the use of
chemicals and pollutants. How is Generation Y reacting to these challenges?
The concepts of ‘circular fashion’ and 'slow fashion' have emerged in recent years in the context
of the circular economy and sustainable development: they aim at changing the way companies
produce and influencing consumer behaviour towards more sustainable patterns of production
and consumption.
Do these notions appeal to young people? How can regulators contribute towards making fashion
more sustainable?
Conclusions
Current production and consumption patterns in the
textile industry cannot be sustained any longer: large
amounts of resources are extracted to produce clothing
that are typically used for a short period of time, (or not
bought at all) and then discarded, creating waste. This
has negative social and environmental impacts,
including pollution through chemicals, overuse of water
and energy, and inhuman working conditions, especially
in Asia and Eastern Europe.

The above-mentioned problems are due to the fact that fashion has
generally followed a 'linear' production pattern. Now, new trends
are emerging with a slow-fashion and circular approach to
production and consumption.
To introduce effective change, we need to frame this transition
also at a political and legal level through:






Innovating policies based on behavioural insights
Economic incentives
Regulation
Trade policies
Voluntary actions (covenants, commitments and standards)

Political change should also be accompanied by a cultural and behavioural change. In fact, although younger
generations have expressed the need for more sustainable patterns, they are also feeling social pressure. Through
influencers, social media and publicity, they are pressured by retailers and by society as a whole to fit in with the
prescribed rules of appearance. This factor, coupled with economic accessibility of fast-fashion and a lack of
information, make it very difficult for them to make sustainable choices.
The impact of social media is very controversial: if on one hand they enable a more sustainable fashion industry, on
the other hand, companies have strong financial leverage on social media, as they pay them to promote certain
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products. There is therefore a growing need for education about
sustainable fashion, at all levels, with an accent on product
eco-design, a growing demand for more research on
consumer behaviour and on the recycling process.
Despite the challenges, youth has played an
influential role in reshaping the textiles value chain
towards more sustainable patterns of consumption
and production. In this context, slow fashion
initiatives have inspired experimenting with alternative
ways of clothing and have engaged consumers to buy fewer
clothes of better quality and to keep them for longer. The
transition needs to tackle behavioural challenges, going beyond pricing
and providing information. Aspiration, social pressure, quality, incentives for reusing and sharing clothes: these
aspects influence behaviour and, when better understood, have the potential to encourage policy-making and
business innovation towards circularity and sustainability.
From the workshop it emerged that many different initiatives are trying to tackle these problems, such as:
Academy of Change
The Academy of
sustainable behavior
for future leaders
climate change and
NGO sector.

Change is a new
programme designed
working to address
sustainability in the

Isatió
A slow fashion company in Brussels encouragingsustainable
consumption, Isatió has strong environmental and social
commitment.

Up & Down Hill
Inspired from the poor working
conditions of the people who make
some of our clothes, Up & Down Hill
designers actively raise awareness
about the benefits of Slow Fashion.

14

Speakers' contributions
Speakers at European Consumer Day have further contributed to the discussion with their thoughts on young
people and consumer issues. These are their think-pieces.

"Digitalisation is revolutionising how consumers meet traders both online and
offline. Indeed, a large part of online searches performed by consumers
concerns products and services not only to make an actual online purchase, but
also to prepare well-informed offline purchases. Online intermediation services
such as social media, search engines, booking platforms and online market
places have obtained unprecedented market power thanks to their grip on
consumers' data and the targeting services they can offer. These new business
models frame choices and behaviours of both traders and consumers. Young
people are in particular forthcoming when it comes to the use of online
intermediation services and not particularly worried to share their data. Will
young people have the same freedom of choice as we had? And is the new
generation concerned by this at all? A framed choice is still a choice. Are there
bigger societal implications?

When the global population
reaches 10 billion, experts
warn that the equivalent of
almost three planets would be
required to provide the
natural resources needed to
sustain current lifestyles. In addition, this could be by 2050! A
majority of EU citizens and especially a new generation (so-called
millennials) are now conscious of environmental problems and
they are willing to make environmentally correct choices in their
consumption. However, they encounter many obstacles in
translating their willingness into action, and the gap between
intentions and actions remains high. In the last months, young
people in several EU countries have been manifesting and asking
for a more ambitious political leadership on climate action and
green lifestyles. Could this be the momentum for a public action
to accelerate the transition to the green economy? What role
could EU consumer policy play?"
Renatas Mazeika, Head of
Unit "Consumer Policy", DG
Justice, European
Commission
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"What changes in values and consumption of Generation Y (1980-2000)?

Who are we talking about?
Generation Y, Millennials, Gen Why?, Internet Generation...
so many names given to these individuals born in the 1980s
and 1990s. Of course, the French Generation Y is not
identical to the Italian, German or Romanian, but they all
have in common that they were born with a computer and
are much more connected to social networks than their
parents were.
In France, these individuals are over-represented in the
Paris region or in large urban areas, they are more educated
Gabriel Tavoularis, Director of Studies at CRÉDOC
than previous generations at the same age, but they are also
those who have the lowest living standards. It is therefore
not surprising that they make up the generation that feels the most restricted; much more than their elders at the
same age. Accordingly, a growing number of them is advocating for a radical change in society. People of this
generation had to build their identity in times of crisis (have they experienced any other more prosperous period at
all?).
What are their values? Their lifestyles?
In fact, the creation of this identity depends even more on the meaning they wish to give to their lives, through their
consumption, but not only. This generation is therefore much more sensitive to the environment than the one of
their parents or grandparents at the same age. It is not a coincidence that the interest in sustainable development
(particularly in companies with CSR) has grown considerably in recent years.
What are their leisure activities - holidays - culture?
In France, the Y generation arbitrates against many items of expenditure: clothing, furniture, cars (owning a car),
food delivery. On the contrary, they spend much more at the same age as previous generations on the following
items: leisure, communication, mobile telephony equipment and, more generally, ICT."
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CEPS study for the European Economic and Social Committee on mobile phones and consumer trends
"Consumer electronics is a broad product category
characterised by high sales volumes, and includes a wide range
of products, such as mobile phones, tablets, disposable digital
cameras, audio devices and more. The consumer electronics
sector as a whole represents 1% of final household expenditure
in Europe. Within the category of consumer electronics, mobile
phones represent a key product category, as currently two
thirds of European citizens own a smartphone.

Globally, the mobile phone market has boomed in the past few
years, particularly due to rising demand in emerging markets.
From 2012 to 2015, global smartphone ownership doubled,
nearing two billion by the end of 2015. According to Eurostat
data from 2013, there are more mobile phone subscriptions
than there are inhabitants in the EU. This suggests that a part
of the EU population has more than one mobile phone or two sim cards in one phone. Additionally, according to a
study by Deloitte, over 90% of citizens own a mobile phone in the 11 surveyed EU member states.
Vasileios Rizos, Research Fellow and Head of
Sustainable Resources and Circular Economy,
CEPS

There are different consumer trends regarding mobile phones. First, the rate of recycling of mobile phones is very
low. According to expert interviews, only 5-15% of devices globally are collected for refurbishment or recycling. While
the processes for the recycling of mobile phones are already mature, a key challenge relates to the collection gap,
i.e. the phones left in drawers and homes and never collected. Reasons for consumers to keep their unused mobile
phones range from emotional attachment to concerns for the privacy of the data stored in the phone. It is estimated
that between 28 and 125 million mobile phones remain left in drawers, solely in the UK. In Norway, Italy and Finland,
only around 5% of all smartphones were sold or exchanged when the owner upgraded to a newer model.
It appears that a consumer segment is interested in reused/refurbished phones. A study by Deloitte concluded that
in 11 surveyed EU Member States around 15% of phones were given or sold to family or friends. This indicates that
the practice of reusing phones already takes place in Europe to some extent. Deloitte has forecasted that the
growth rate of the used smartphone market will be 4-5 times higher than that of the new smartphone market. Still,
while a market for refurbished mobile phones already exists, it is still far from reaching widespread acceptance. One
key barrier for further developing this market is refurbished mobile phones often being perceived as having lower
quality. Expert interviews furthermore indicate that the hardware of a mobile phone lasts for approximately 4 years,
but it is consumers who drive the lifespan of phones. The average rate of replacement is currently more or less 2
years, and approximately half of consumers replace their mobile phone because they want the newest model. The
other half wants the latest software, or in the minority of cases have a faulty or broken product. Thus, mobile phones
are typically replaced at a rate much higher than
their actual lifespan. A report prepared in 2017 for
the French Environment and Energy Management
Agency (ADEME) finds that 88% of replaced mobile
phones in France still function."
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Participatory workshop 1 - Food for thought: changing the
world through food?

"Changing the world through food? Yes, absolutely.

Food is tied to many other aspects of life, including climate, social justice,
culture, health, animal welfare and the environment.
We all eat. Every time we buy food, we invest in our next meal, as well as in
the production system that is behind it. Did the euro we spend go mainly to
the farmer, fisher, food artisan who produced the food we will eat?
Alternatively, did it mostly cover the cost of the excessive plastic packaging
around it, for instance? Through our daily food choices, we can collectively
influence how food is cultivated, produced and distributed, and change the
world as a result.

Rapporteur: Marta Messa,
Director of the Slow Food office
in Brussels

Young people play a key role. #FridaysForFuture show just how powerful young people can be. They can exert huge
pressure with mass demonstrations, and they can change the rules of the game with their daily actions.
On one side, if we look at the numbers of young people involved in farming in Europe, the picture is grim. Only 5.6%
of all European farms are run by farmers younger than 35. With so few young people involved in farming, who will
produce the food to feed humanity in twenty years from now? A small but growing movement of millennials are
seeking out a more agrarian life, but they need support.
On the other hand, young people are also exemplary in fighting problems in creative ways. The young people
involved in Slow Food organised the first Disco Soup ever in 2011 in Berlin. At this event, participants turn discarded
veggies into a soup, at the beat of music, and eat it together. That is, they fight a negative problem – food waste –
in a fun and constructive way. The World Disco Soup Day in 2018, organised by the Slow Food Youth Network, saw
100 events organised in 50 countries across 5 continents, 1,000 activists and 20,000 participants, 20,000 kg of food
rescued and 40,000 meals served, all of this with a campaign budget equal to zero.
Slow Food is a global movement that fights for a world in which all people can enjoy food that is good for them,
good for those who grow it and good for the planet. We do so in many different ways, and especially by bringing
together consumers, producers, farmers, cooks and activists – of all ages – closer together."
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Inspire and empower everyone to take action against food waste
"Too Good To Go brings people together to fight food waste, through an application
that connects users to stores and restaurants that have unsold, surplus food. We want
everyone to take action against food waste and the app is a simple way for people to
do something good and get something in return.
We are also collaborating with schools, universities and businesses on how to reduce
food waste on a larger scale.

Good practice: Jonas
Mallisse, founder and
Country Manager of
Too Good To Go

The presence of new technologies in our daily lives has skyrocketed at a very fast pace
in recent years and has changed what we consume and how we consume it. The
presence of new technologies in consumption has not increased equally among the
entire population but has had a much stronger impact among young people.

In new technologies, young people find means to connect, communicate, learn, and
satisfy their curiosity, their leisure and entertainment needs, which are extremely
important in their everyday lives. The presence of social media platforms has changed
their lifestyles and the way they set cultural norms.
Another primordial feature of new technologies is its immediacy and revolutionary nature. Today, consumers are
unpredictable, nomadic, volatile and deregulated; they are free from class standards and habits, the weight of
conventions, culture, and rules. They are less easily influenced by traditional advertising from brands, but seek
referrals, advice and recommendations from their peers.
Too Good To Go is striving to meet these expectations by providing our users a role that of being a (food) waste
warrior fighting against food waste, a strong cultural environment, gathering a community sharing the same values,
a flexible and convenient tool via an app.
This new model of understanding includes a large part of social ethics, ecological values, and considerations of
shared responsibility, which cannot be ignored by businesses and governments anymore.
Too Good To Go is more than an application, which is the tool but not the goal. We are more than a commodity and
have long-term thinking with the ambition of becoming the authority on food waste related issues. To accelerate
this, we aim to get policymakers on board, so they understand the severity of the issue and aim to change the
regulations in order to reduce food waste. The reason is simple: food waste and loss account for 8% of global
greenhouse gas emissions, according to the FAO.
In this field, much remains to be done, and to name a few, here are some initiatives that could create a real impact
and make a difference.
•

Creation of an ecolabel, like fair trade campaigns, to encourage customers to buy from companies that have
committed to reducing waste.

•

Encourage companies that have been slow to adopt digital tools that enable better matching of supply and
demand to invest in such equipment.

•

Urge companies to show leadership by investing in infrastructure, as well as education for consumers,
company employees and farmers.

•

Create more flexible food security rules to allow easy redistribution of surplus food through food banks or
associations…

•

Adapt the food labelling terms: "Best before" dates are about quality, not safety!

Too Good To Go France and Denmark are working hard to make this happen in their countries and show the way to
others. We aim to do the same in Belgium in the very near future.
Fighting Food Waste Together: a simple, strong and unifying rallying cry that comes directly from the core of our
brand. We fight every day by ensuring that millions of meals that would have been wasted are saved via the
communities on our app. Our weapons are words and technology, knowledge, education and collaboration."
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Participatory workshop 2 – Youth on the move?

"The mobility revolution is already under way. Let’s design
it for the better.
While electric vehicles sales are rising globally, dozens of
autonomous vehicles pilot projects clearly indicate AVs will
soon be market ready. When scaled up, unmanned electric
vehicles will be very cheap to run, potentially leading to a
surge in passenger per kilometres travelled if these vehicles
are not shared. Depending on the rules we define, the
combination of new technologies may take us either to
some sort of “transport heaven” or “transport hell”. Let’s
try to briefly sketch those two scenarios:

Rapporteur: Yoann Le Petit, Transport &
Environment, Clean Vehicles & New Mobility Officer

In a desirable scenario, self-driving cars run on renewablebased electricity and are available on demand. They are part
of shared fleets that you can subscribe to in order to book
a ride on an as-needed basis. Prices are lower if you share rides with others. Vehicle utilisation becomes much more
efficient as these vehicles are shared and pooled. There are hence much fewer vehicles on the road, meaning less
road space is needed, and sidewalks and bike lanes get bigger. There is no need for many parking spaces, which
frees up (expensive) city space for housing, terraces, playgrounds and greenery. Congestion and road transport
pollution could be mostly eliminated.
On the other hand, the problems may also be amplified. In this scenario, self-driving cars remain privately owned,
and still run on internal combustion engines. Because of the convenience of autonomous cars (you do not need to
find a parking spot, the vehicle is always available) vehicle kilometres increase - many cars drive around empty - and
so do congestion, noise levels, and emissions. There is less space available for other modes or for people to sit on a
terrace, play outside with their kids or do sports.
Today’s choices will affect the way we move and live tomorrow. If we are to choose the most desirable scenario,
people will have to share more often when commuting or moving around. Efficient public transport will be central
to this transition, together with attractive new mobility services such as electric ride, car, or bike and scooter
sharing. These shared, on-demand mobility options can act as flexible complements to tram, metro and buses, and
ensure convenient first and last mile connections for users.
It is clear that sharing will be key to unlock the benefits brought by technological innovations such as electric and
autonomous vehicles. However, whether we acknowledge this fact and design tomorrow’s mobility for the better,
it is up to us!"
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Flexible, shared, on-demand mobility: is this the future?

Digitalization and the proliferation of internet and communication technologies
have stimulated the emergence of various new mobility services that offer new
ways to plan, book, and pay for and use mobility services. Digitalisation has made it
much easier to use shared services, be it sharing vehicles (cars, bicycles or scooters)
or sharing rides (ridesharing and carpooling). It is hoped that shared mobility can
reduce car dependency and decrease the number of cars on the roads also positively
affecting the environmental impact of transport.

Good Practice: Dr. Imre
Keserü, Senior Researcher,
MOBI research group,
Vrije Universiteit Brussel

While car sharing and bike sharing have already existed for a longer period, the new
digital booking and payment tools enabled free-floating systems that provide ondemand services close to the departure and arrival points of travellers. In the last
few years, various forms of free-floating sharing have emerged for conventional and
electric bicycles, electric scooters, motorbikes and cars.

Young people are one of the main target groups of these services since they value
flexibility, 24/7 availability and easy booking through a smartphone app. At the same
time there are many barriers to using these services by many young people:
•

•

•
•

•

As opposed to long-established public transport operators, many of the new mobility services are
initiated and operated by profit-oriented companies, often start-ups. Therefore, such services can
easily come and disappear again within a few months.
The use of these services is limited to people who have credit cards, a driving licence for at least 2
years (for car sharing), and constant mobile internet access. These prerequisites already exclude
many young people from using these services. In addition, most services only operate in a ‘business
area’, which is usually limited to city centres, excluding people living outside these areas e.g. in the
suburbs or in the countryside.
While public transport aims to provide a universally accessible service to people of all kinds of
disabilities, there is usually no such requirement for the new mobility services.
Since these services compete with each other, there is little integration, which means that users need
to have multiple user accounts and applications installed. This is, however, changing with the
development of mobility-as-a-service platforms.
It is also still unclear if these new services actually motivate young people to walk and cycle less as
they provide convenient door-to-door mobility.

At the same time, the future of mobility is certainly multimodal, where a multitude of transport modes and
operators can cooperate with each other providing tailor-made solutions to everyone’s individual needs.
Nevertheless, in order to ‘tame’ the new operators, i.e. to encourage them to provide customer-friendly services,
integration with other modes, accessibility for all and a high level of reliability, joint efforts are needed from the
users and policy makers. Young people as users and customers can express their praise and concern about these
services on social media, feedback forums or simply by their preference of one service over another. Policy makers
can draw up a regulatory framework that can help to keep the new mobility systems organised, fair, and open to
people of all ages, including the youth."
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Participatory workshop 3 – Fast fashion and sustainability: a youth-driven challenge?

"Circular Fashion Advocacy - A strategy towards a circular fashion industry in Europe
Textiles and clothing are a fundamental part of everyday
life and the fashion industry forms an important sector in
the global economy. However, the current system for
producing, distributing, and using clothing cannot be
sustained. It operates mostly in a “linear way”, following
the take-make-waste model.
Large amounts of non-renewable resources are
extracted from the earth to produce clothes that are
often used for only a short time, after which they are
discarded. This system cannot be sustained. The fashion
industry, therefore, needs to move away from a ‘linear’
model towards a ‘circular’ one. In a circular fashion
economy, clothes, textiles, and fibres are kept at their
highest value during use and re-enter the economy to
avoid becoming waste.

Rapporteur: Arthur ten Wolde, Circular Economy
expert, Ecopreneur

According to Ecopreneur, a set of policy instruments to accelerate and mainstream a European circular fashion
economy should be based on the following five pillars:
1.

2.

3.

4.
5.
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Innovation policies – research programmes with government subsidies, investment tax deduction,
technological development and innovation, small and medium-sized enterprises (SMEs) support, – with a focus
on textile recycling, preventing micro plastic release, and calculating external impacts and “true prices”.
Economic incentives – procurement, extended producer responsibility, VAT, and a tax shift to drive market
demand for circular products and services by making make them cheaper and “linear” ones more expensive.
Price incentives are key to changing consumer behaviour.
Regulation – establishing a common regulatory framework for transparency and traceability, circular design
and improved end-of-waste status across the EU. This regulation should apply to substances of very high
concern (SVHC) and textile waste, and should be enforced through taxes, bans and fines – for example, with a
ban on landfilling of textiles.
Trade policies – facilitating export of semi-finished products and sorted, reusable textile waste to producing
countries. Negative social impacts in producing countries should be avoided.
Voluntary actions – covenants, commitments and standards – are encouraged to engage stakeholders, with
legislation standing by in case of lacking results."

"Good practice input to the workshop ‘Fast fashion and sustainability: a youth-driven challenge?’

Absolute consumption of clothing items in weight has increased in the past
decades and is expected to further increase in the upcoming years. According to
European Environment Agency (EEA) estimates, between 1996 and 2012 the
amount of clothes bought per person in the EU increased by 40 % (Šajn, 2019).
Global consumption of clothing and footwear is expected to increase by 63% by
2030, from 62 million tonnes today to 102 million in 2030 (Watson et al., 2017). At
the same time, clothing is becoming cheaper and cheaper, while their use rate and
lifespan have drastically reduced.

Good Practice: Mariana
Nicolau, Collaborating
Centre on Sustainable
Consumption and
Production (CSCP)

Despite the contribution of the textiles industry for the wellbeing of Europeans –
giving us warmth through clothing, enabling people to express their personality,
and generating jobs around the world – large are also its negative social and
environmental impacts, including pollution through chemicals, overuse of water
and energy, and inhuman working conditions, especially in Asia and Eastern
Europe.

It is critical to look into good practices and policy opportunities for shaping textiles
value chain towards more sustainable patterns of consumption and production,
and young people have played a particular role in this regard. In this context, slow
fashion initiatives have been inspiring in experimenting with alternative ways of
clothing consumption and have engaged consumers to buy fewer clothes of better
quality and to keep them for longer (Šajn, 2019). The approach includes reliance on trusted supply chains, smallscale production, traditional crafting techniques, using local materials and trans-seasonal garments. It is however
not supposed to be simply a marketing stunt to sell even more clothes.
Over half of adults in the UK (out of 7,950 survey respondents aged 16+) have bought pre-owned clothes in the last
year to wear for daytime leisure or going out and socialising (WRAP, n.a.). There are no figures as to the exact size
of the second-hand market in Germany, but demand is clearly rising. Estimates range from €500 million to €1 billion.
Some experts think it could be worth 10% of the luxury fashion market, or around €10 billion, Europe-wide
(Weishaupt, 2017). Nevertheless, such initiatives remain a niche and their actual market size at the European level is
not yet well understood.
On the way forward, it is crucial to generate and apply behavioural insights to inform policy, scale up more
sustainable textiles initiatives and deliver positive results for people and the planet. The Academy of Change
(aochange.org) has been instrumental in this regard: it is a sustainable behaviour change programme for pioneers
and young leaders in NGOs, aimed at supporting them integrating behavioural knowledge into their initiatives and
accelerating change towards the sustainable behaviours that really matter, including in relation to fashion. The
Consumer Insight Panel for the circular economy, driven by CSCP and Sitra, is the next development of this initiative,
and further details on it will be shared in the context of the workshop.
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Debate: "Social media: still a strong influence?"

"There is no doubt that social media affect the way we consume.
To mention this influence inevitably calls for discussions to be held
on “influencing marketing”, a tactic which consists of a brand
building a partnership with a social media influencer so that the
latter sheds a good light on the brand in its community (its
“followers”). The ‘remuneration’ of the partnership can be limited
to the provision of products/services for free but may give rise to
(juicy) payments, which sometimes initiates new professional
vocations.
Is this a new major marketing trend? Undisputedly. In the United
States, 75 % of brands supposedly use this technique and in certain
Prof. Karine Charry, Louvain Scool of
sectors (cosmetics, fashion), the figures could be even higher. Is it
Management, UCLouvain
efficient? A priori, yes. Subsequent sales are difficult to isolate from
other promotions, but it is certain that the special relationship of
the influencer with the community (a relationship defined as "para-social", a quasi-friendship) makes its
recommendations particularly effective. Is it used in a “misleading” way (without consumers’ knowledge)? It seems
that this is less and less the case. Collecting data in France (with my colleague A. Aurezet de l’ISG Paris) and in
Belgium for 4 years, we found a significant development in consumers' responses after the disclosure of the
commercial relationship. While in 2014 persons who were warned of the contractual relationship between a brand
and an the influencer were significantly less marked than those unaware of that relationnship, in 2018, no difference
was made, regardless of the format of disclosure. It seems to us that ‘followers’ are now aware of the promotional
dimension of this marketing tactic. This interpretation would be supported by the spontaneity with which the
influencers disclose these commercial relations. The latter seem to represent a guarantee of expertise and
credibility, of trust that certain brands give them, in the context of their communities and of other brands. At the
end of the day, we are influenced by the communication we are sensitive to, independently of it being promotional
or not, and this is nothing new.
At the same time, it is also important to remember that if social media influence the way we consume, we should
not always look at the worst case scenario.
It is often forgotten that the first substantive changes in consumption by social networks have been rather
favourable to consumers as they have enabled the development of new consumption patterns such as sharing
economy. Social networks also support commitment to certain societal causes (e.g.: plogging, or climate student
gatherings). Finally, social media have also rebalanced the relationship of power in the consumer dyad (known as
‘consumer empowerment’) by giving consumers the opportunity (mainly through evaluation systems) to easily
express their opinions regarding brands, products and services. Those evaluation systems allow other consumers
to make the best choices. Shares of consumer dissatisfaction over social networks have also forced the brands to
react quickly in order to restore satisfaction and ‘recover’ these consumers. All this is rather positive.
Although it is true that the consumer is influenced by marketing communication (on social networks), it seems
necessary to have a nuanced speech."
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"We need additional protections for young people exposed to marketing on social networks
Young people spend a great amount of their time on social
media platforms. By the age of 13 virtually every teenager is a
user of one or more of these platforms, with services like
Facebook, Snap, Instagram and YouTube being among the most
popular and used daily.
While they watch and post videos, share pictures, talk to each
other, etc. young people are constantly exposed to marketing,
which has become an integral part of the teenagers’ online
social life.
In February 2019, the Norwegian Consumer Council released a
very thorough report, which analyses how teenagers are
exposed to digital food marketing and concludes that additional
protections are needed. The focus of the report is on marketing
of unhealthy food, a particularly worrying issue, but its analysis sheds light on the general problems related to the
use of new digital marketing techniques on social media and its effects on young people.
David Martin, Senior Legal Officer - Digital
Rights, BEUC

Traditionally, measures to protect young people with regards to marketing focus on children and are based on the
premise that around age 12, they will have developed cognitive skills that enable them to understand the commercial
purposes behind the marketing. However, new digital marketing techniques are not processed cognitively but
through unconscious, emotional and social mechanisms that have a strong impact on attitudes and behaviours. The
cognitive defence is therefore not activated and young people are in many instances incapable of recognising the
marketing at all, or even if they do, they are more vulnerable with regards to its effects.
As shown in the research carried out by the Norwegian Consumer Council, teenagers are less conscious and critical
of marketing that does not use traditional advertising formats such as promotional offers and campaigns. Marketing
in the form of entertainment (advertisements, including competitions and fun puzzles) or content advertising
promoted by influencers tends to go under their radar and is more effective with them than other types of
marketing.
And in addition to these new forms of advertising, young consumers are also exposed to a large number of
‘’traditional’’ ads on social networks, such as banners and ads displayed before or during videos, which now are
micro-targeted and tailored to their interests, based on extensive harvesting of their personal data.
It’s clear that many children are active on social media without being of the required age or visit platforms where
there are no restrictions in terms of age limit. We can assume that advertising designed to reach teenagers online
also reaches younger children and therefore weak protections for teenagers also affect younger children.
We need to carefully analyse regulatory gaps that are leaving children and young consumers exposed and take
decisive action to limit certain practices, stepping away from self-regulation where it has proven ineffective (e.g. in
the area of marketing of unhealthy food). More transparency and strong enforcement of existing rules, such as the
General Data Protection Regulation and the Unfair Commercial Practices Directive, is certainly key but more is
needed. It is important that new rules such as the proposal on the modernisation and better enforcement of EU
consumer law that is currently being discussed, include additional protections against unfair practices such as fake
consumer reviews or endorsements on social media. It is also crucial to ensure that young consumers are adequately
protected against data mining and profiling techniques used for targeted advertising."
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"The influence of social networks on the consumption of young people
Far from the codes of the traditional audio-visual narration,
advertisement in the digital age has changed much in its form.
Now, on social networks, the testimonies of influencers create
the trends and affect the purchasing decisions of young
generations, young consumers, targeted, identified by their age,
their interests, etc.

For an influencer to describe to his community an authentic
experience when he/she makes a product recommendation in a
partnership with a brand, transparency is required. For example,
Vanessa Madi, Education and Training
when it comes to commercial collaboration between an
coordinator, Institut National de la
influencer and a brand, the Professional Advertising Regulatory
Consommation (INC)
Authority* calls for an explicit and immediate mention of the
advertising character of speeches and messages. The
consequence of digital advertisement is its virality: convinced by the message/product, the consumer becomes a
potential relay of advertising content, by sharing and extending trademark campaigns. Are young people fully and
systematically aware of this? Does influence marketing play the game of transparency? What regulations exist on
these issues? Are they effective, applied and respected?
On the French market, influence marketing tends to become more professional and good practices for the
identification of content are becoming more widespread. Efforts still need to be made, but there is a noticeable
improvement in relation to the ARPP Observatory. Even if the influencers might have been afraid of decreasing their
audiences by revealing their partnership with brands, this did not happen in the end; on the contrary, this
transparency had the effect of developing the relationship of trust between the influencer and its community.
On the legal side, the Law on the trust in the digital economy of 21 st of June 2004 obliges the identification of the
advertising character. The Law No. 2008-776 of August 4, 2008, on the Modernization of the Economy associate the
action of issuing commercial communication with not clearly identifiable recipient to a misleading criminal
commercial
practice.
Finally, rather than betting on more severe regulation than it is already in place, professionals and actors of digital
advertisement comply with the ‘soft law’ code of good practice of fairness and transparency and become selfregulating, fearing a loss trust of their communities.

Finally, as the digital age is still a recent phenomenon, education and pedagogy for young people seem to be
necessary in order to develop critical thinking in their use of social media, and enabling them to act as a wellinformed consumer."

* Digital advertising communication
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Annex I – Try our EESC sustainability quiz!
The EESC is very active in the environmental field as it strives
to practice what it preaches, e.g. in the field of food
sustainability, the fight against food waste and doing
away with single-use plastics. At European Consumer
Day 2019, the EESC Green Team was present with a
stand to inform participants about some of these
excellent initiatives.
Try it and check how you score!
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Annex II – Useful links and related documents





European Commission: Sustainable consumption; Policy-relevant insights on the consumers' engagement in the
circular economy
Ecopreneur - Press Release: Circular Fashion Advocacy (28.3.2019)
European Parliament Think Tank (EPRS) - Environmental impact of the textile and clothing industry: What
consumers need to know
Circular Economy
Circular Economy Stakeholder Platform



CEPS: The Circular Economy A review of definitions, processes and impacts



Digital advertising communication




Annex III – Top Hashtags

_____________
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