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FOOD and DIET  FOR PARENTS AND BABIES incl. BREASTFEEDING

Food is responsible for approximately 26% of global GHG emissions, and contributes significantly to 
biodiversity loss, water extraction and pollution. The impact is divided about equally between 

livestock/fisheries, crop production, land use and supply chain. The baby food sector shares many common 
ingredients with adult food products. The key differences are lying primarily in processing methods, 

product size and packaging. The most damaging food when it comes to greenhouse gas emissions across 
the supply chain for both adult and ready- made baby food is by far beef, followed by dairy co- products, 

lamb & mutton, chocolate and coffee. To counteract, the food circular economy is developing, based on e.g. 
localised, bio- based, regenative food production and food with a negative footprint such as nuts.

Gen Z wants both convenient (portable and easy- to- prepare) food options that are healthy at the same 
time. They are sensitive to fresh and less processed food and beverages, transparency with ingredients, 

package facts and product sourcing.

In terms of dietary choices, Gen Z is in favor of high- protein, low- carb foods, with most saying sugar is an 
obstacle to a healthy life. GenZ are by far more likely to consume plant- based products than other 

generations and are open to becoming vegetarian, for health and environmental concerns. The percentage 
of vegetarians reaches 10% of the population (e.g., Germany, Austria and Sweden). Overall the number of 

vegans has increased by 350% in the past decade. Woman are more represented among 
vegan/vegetarians.

Vegetarian and vegan diet can cause nutritional deficit for parents and babies as they can cause an 
insufficient supply of essential nutrients such as vitamin B12, vitamin D, calcium, zinc, iron, proteins, 

essential fatty acids, and iodine. However, there is a distrust from parents towards pediatricians expertise 
of vegan diet.  Pediatrician’s knowledge of a vegan diet becomes a matter of urgency. Often families decide 
to seek alternative expertise on this matter without pediatric consultation. People are confused about what 

to eat, which is exacerbated by social media, with a new fad diet hitting feeds every day.

There is a significant increase of maternal BMI and obese women over the last 20years in Germany. Obesity 
is a major cause of health issues in obstetrics and also represent a livelong burden to the mother and 

offspring. Advancing maternal BMI, increasing mothers age and derived prenatal risks considerably 
complicate pregnancy and delivery. Most women with BMI>25 and trying to conceive need counseling and 

support. Woman with obesity in pregnancy need lifestyle changes quickly after becoming pregnant. 
Vegetarian pregnant women show to have a lower BMI if compared to women following a conventional 

dietary pattern, and lower prevalence of overweight and obesity in 4–5 years after delivery.

Breast feeding is the best source of nutrition for the baby’s growth and it also protects both mother and 
baby against disease in the short and long term. Increasing breastfeeding duration has been associated 

with reduced risk of childhood infection, better mental health and probably reduced risk of non- 
communicable diseases, including overweight and diabetes. Breastfeeding has also been reported to have 
significant health benefits for women, providing protection against various cancers and diabetes. Further 

there’s no hassle of preparing bottles at the right temperature and it’s a naturally unique bonding 
experience.

From a sustainability perspective, breastfeeding has a smaller carbon footprint and clear environmental 
benefits such as saving energy and resources. Dairy farming contributes most to the carbon footprint of 
breastmilk substitutes and the sterilisation of bottles contributes most to consumption phase emissions.

GEN Z AND THEIR SUSTAINABLE ATTITUDE

Climate change/protecting the environment was the No. 1 concern for Gen 
Z, followed closely by unemployment and health care/disease prevention. 

GenZ believe in the possibilities for an individual to make a difference. 
Most Gen Z consumers are willing to pay more for sustainable products, 

more than every other generation. They want to work at green companies.

Gen Zers main values are individuality, skepticism, connectedness, and 
ability to embrace change. They are the most informed generation and due 

to that they tend to be engaged and passionate about social, political and 
pro- environmental issues. When considering climate change, most Gen Z 
attribute the Earth’s warming trend to human activity -  this is a higher rate 
than older generations, who attribute climate change more often to natural 

patterns.

Generation Z consumers prefer to shop in brick- and- mortar stores 
because they value the tangible feeling of seeing and touching the 

product. Gen Z express negative views of supermarkets and big business, 
saying they are not doing enough to reduce plastic and help consumers be 
more environmental. They report trying to buy eco- friendly packaging but 

said this is not always easy since supermarkets are full of plastic and because 
of the difference in price. Similar to other generations, GenZ consumers also 
tend to notice logos once they are at home, only after they have purchased 
the product. GenZ recognize the need for more education about recycling 

and waste collection.

GEN Z ONLINE BEHAVIOR

Gen Z sees no distinction between their On and Offline Lives and use digital as 
an extension tool. Gen Z thrives in blended experiences where they can live on 
both sides of the screen. New technologies are driving the blend between the 

physicals and digital worlds (mirror world, cloud, digital twin).

Gen Z is more comfortable and spends more time connecting with people 
online than in person. But Gen Z feels lonely, more than other generations. 
There is no significant difference in loneliness levels between those who used 

social media often or infrequently.

Gen Z consumers like to be brought closer to a brand through e.g. live- 
streaming broadcasts that directly engage with them as consumers, and 

through fun digital community experiences that connects them to 
influencers, executives, innovators and online communities.

Gen Zers say YouTube is the No. 1 platform they turn to when they want to relax 
or cheer up, with two hours of YouTube each day for many.  Tiktok is also very 

popular, followed by Instagram and Snapchat. Gen Z consumers use social media 
as their top source of shopping inspiration (incl new fitness opportunities and 
healthy restaurants). They are receptive to brands that prioritize authentic, 
organic content (rather than the more polished output usually produced for 

millennials).

Gamification elements are a great way to keep Gen Z interacting with a 
brand and offer progress reports on platform use. Gamification can range from 

quizzes, polls, Q&A sessions, advergames (games custom- built  specifically to 
showcase a brand in an interactive game environment) on web landing pages, 

branded minigames on platforms like Snapchat or bitesize in- app rewards.

GEN Z DIGITIZATION AND HEALTH

Technology is central to GenZ health and wellness practices: apps 
and wearables seamlessly become part of their daily rituals. Gen 

Z uses wearable devices to monitor their health. Gen Z is the 
generation most interested in self- tracking, especially for fitness, 

social media use, water intake, and sleep, but also for their 
mental and emotional state. They seek apps that help their users 

creating useful habits like waking up earlier or cutting back on 
alcohol consumption. These apps need a high level of user 

experience and data visualization, but also need to be about the 
individual.

The quantified self is enabled by advances in unobtrusive sensing 
technologies (wearables, camera- based detection) to tracking 
physical and mental health, as well as cognitive state - this gives 

information on e.g. stress or engagement.
Digital avatars, who look more and more lifelike, can be customized 
and display empathy. They analyze facial expressions and voices to 

detect emotions like joy, sadness, and frustration. They evolve to 
become a new type of care providers.

On the other hand there is a need for digital detoxing: for example 
equipping users to practice meditation away from the screen, 

promoting real- life interactions through live broadcasts and no 
saved database to browse through, encouraging people to put 

their phone down. The live element recreates the feeling of being 
in a group, and being supported by other people. The pandemic 
has led people to spend more time on social media, video calling, 
more e- commerce, but also resulted in more digital detoxes. New 
technologies (haptics, voice control, virtual and augmented reality) 

enable natural interactions away from the classical screen.

SUSTAINABILITY COMMUNICATION, BRANDING AND MARKETING 
(consumer perspective)

Gen Z seek brands whose purpose, values and mission aligns with theirs 
and they believe that brands and corporations should help them achieve 

their personal goals and aspirations.

As Gen Z is making it clear that protecting the environment and 
combating climate change are priority to them, companies are 

increasingly using sustainability- targeted marketing to the Gen Z 
audience. This is leading to Greenwashing (the deceptive practice of branding 

a company as environmentally- friendly without adopting legitimate 
sustainable operations). The desire to “be more green” of consumers is not 
only being used to cover up past actions by companies that harmed the 

environment but also as a reason to charge more for products.

There is confusion from the consumer perspective when it comes to 
sustainable materials (regulations are not always clear: e.g. 'plastic- free' 
means compostable plastic, but not plastic free), they don’t know what is 

right and it is a difficult and overwhelming topic for them. Competitors claim 
green baby products, but there is unclarity in what the environmental 

impact of these products is and how durable and safe these alternative 
are. This makes being an ethical parent difficult and frustrating. For 

consumers, sustainability means mainly plastic free and reduction in 
single use products – there is a demystification of knowledge of the 

customer needed.

Gen Z are insatiably inquisitive and constantly investigating. They want to 
see behind the curtain, they value craftsmanship and want to be able to 

know the production process behind products and services. Increasingly, 
more, they want to see measurable, transparent and consistent actions 

backing up brands’ ethical commitments. They want detailed data 
proofing the sustainability of a product, no fluff or blurbs.

Transparency is the best way to differentiate between a truly green 
company and one that is merely slapping a green label on there. If a product 
has a green label or eco- slogan, but doesn’t have the information to back it 
up (such as clear statistics and information about sourcing, manufacturing 

and direct environmental impact)  it t is likely not a truly sustainable product.

To build trust with the conscious consumer, brands need to show 
humanity: the wins, the losses, the mistakes and the learnings.  When 

the conscious Gen Z consumer becomes loyal to a brand that goes an extra 
mile to drive change, they feel like a part of the change and will spread the 

word and talk about it on socials. As empowered creators and 
entrepreneurs, Gen Z don’t simply want to be treated as passive viewers 

and consumers. They have ideas, feedback and advice on how to 
improve the products, services, content and brands they love and they 

expect their voices to be heard.

GEN Z and WELL- BEING

Gen Z have a holistic view on health and wellness. Reaching a balanced state of 
complete physical, mental, emotional and social wellness is central to their 

identity - much more than for previous generations. Personal behaviors like 
eating, working out, managing stress, meditating, sleeping , building self- 

esteem, and having time to socialize with family and friends are key to 
being healthy. Good health is indicated by both looking and feeling good. The 
issues that GenZ treat or prevent the most are skin problems, colds/flu, stress 

and anxiety and weight loss.

Gen Zers feel self- empowered to control and improve proactively their own 
health. For them being healthy is a matter of having the desire, putting in the 

work, and staying focused. This results in high standards and expectations in 
health management, which often fall short due to lacking alignment with day- 

to- day behavior. For example engagement with apps is often short- lived.

Overall GenZ look for “effectiveness, convenience, efficiency, and transparency” 
in health services, with half preferring telemedicine to traditional in- person 
visits. Overall, traditional health care doesn't resonate with their holistic 

approach to health. Globally Gen Z do not favor traditional sources for 
health information (health websites, doctors and pharmacists) but rather rely 
on social media (e.g. Tiktok, social media discussion) and social networks for 
answers to health and wellness questions (including drug prescription). The 

pandemic has accelerated this trend.

GenZ view exercise as an important part of a healthy lifestyle. They are the most 
active membership category in gyms and they also often work out at home. A 

majority uses fitness apps and wearable technology to track workouts. They 
want apps with a simple brand message that resonates with people (not mega- 

athletes) and an online workout community for home workouts. Girls use 
sport as to create a feeling of control over their body image and the guilt 

associated with eating, while boys are more interested to build muscle and 
improve athletic performance. A majority of GenZ and millennials think it is 

essential to be in open and outdoor spaces to do physical activities and maintain 
mental and physical health.

While a minority of Gen Z participate in organized religion, a majority have a 
sense of spirituality. There is a growing popularity of healing crystals, 

mindfulness and astrology apps that fall under the expansive umbrella of 
wellness (despite conclusive evidence of their effectiveness).

GEN Z and MENTAL HEALTH

A majority of Gen Zers say mental health and managing stress is their most important 
health and wellness concern. They are actively taking measures to not only protect their 
positive emotions but to cope with negative ones too. Anxiety has overtaken depression as 
the most common reason Gen Z seeks mental health help. Over half admit that they are 
constantly stressed. Almost half are actively treating or preventing anxiety and stress with 

professional mental health support or alternative solutions, such as self- guided 
mental health apps for mindfulness and meditation. This trend has grown during the 

pandemic.

GenZ have been raised in a world of increased anxiety and rapid change (i.e. terrorism, 
pandemic, climate change) and with an uncertain future. They have lots of fears about 
the future and they feel that many things are ruined due to factors out of their control 

but that they have to solve them. This impacts their mental health negatively. The 
financial insecurity and trying to navigate the process of obtaining long- term assets in a 

changing economy (inflation...) also creates stress.

GenZ feel that their generation is more entrepreneurial and creative than previous 
generations. They are forging their own paths but they also feel an immense pressure to 
succeed. This is due to the constant comparison to others on social media that results in 

low self- esteem and a constant dissatisfaction or feeling of not doing enough.

But GenZ are self- teaching and deploying their own coping techniques. This generation 
embodies resilience. They are constantly iterating, yet they stay true and honest to 

themselves when it comes to their mental wellness. Most Gen Zers are open to talking 
about the state of their mental health, more than other generations. GenZ 

destigmatizes mental health by talking about it openly on social media, where they also 
get advice.

Exercise is a key stress management technique, and is central to how GenZ manage a 
variety of physical and mental health conditions, from weight issues to depression to 

sleep disorders. They know getting enough sleep is also key to stress management, and 
many take an active role in carving out time to get a good night’s rest.

As parents, Gen Zers are likely to emphasize the importance of mental health and help 
their children deal with life stressors in a different way than their parents did for them. 

Mindfulness apps aren’t just to benefit adults – Gen Z parents will likely get their children in 
the practice of using tools of their own, for example apps that tell stories to soothe users to 

sleep, or help kids with anxiety through journaling, body awareness and meditation.

Brands can adress the genZ consumers’ mental and emotional wellbeing by providing a 
platform for consumers to connect and support one another, by combating the pressure 

to be perfect that is fueled by social media, and by embracing authenticity in marketing 
campaigns and brand communications.

An impact of the pandemic is that Gen Z parents fear the impact of social isolation for 
their child and for themselves. Furthermore they feel judged on their behavior (e.g. 

about being cautious or wearing a

DEMOCRATIZATION ON HEALTHCARE

Health care democratization promises a world in which patients — 
armed with data, technology, and access to expertise — can manage 

their own well- being and health, while health providers focus less on 
routine tasks and more on the areas where they provide the most 
value (value- based care). This will put less strain on the health care 

system, lower costs, and improve public health overall.

Consumers are empowered to receive care according to their 
convenience - the consumerization of health - and expect health services 
to be accessible, seamless, personalized and empathic experiences, and 
innovative. Evolving patient expectations, new and advancing health tech 

and the Covid-19 pandemic drive the growth in telemedicine, prescription 
delivery services, asynchronous mental health services, contactless 

health tracking (e.g. with wearables and smart home appliances). These 
services, together with improvements in data sharing solutions and 

electronic healthcare records, help health providers to get a holistic view 
of their patients' wellness and lifestyle by  providing a detailed and 

data- oriented view rather than relying on anecdotal accounts. The more 
connected physicians and providers are with their patients, the more 
capable they will be in addressing  underlying health issues rather than 

merely treating symptoms.

Data democratization has a profound connection with racial equity. 
Black, Indigenous, and Latinx Americans bear a disproportionate burden 

of disease and educational inequities. Intersections between 
demographic analysis and indigenous identities help to understand 

systemic inequities. Consequently, data democratization helps people of 
color to design,  manage, and access their own data concerning 

healthcare, food, and  education. Moreover, they learn to prioritize 
essential resources they  want to pursue such as food, employment, 

education, and childcare. In  broader perspective, data democratization 
will help marginalized  communities to determine their own 

governance. Therefore, both at the individual and collective level, data 
democratization is advancing racial equity among communities of color.

The pandemic accelerated the development of telemedicine. Telehealth 
consultation is a cost- effective first line of treatment for non- urgent and 
follow- up appointments. Telehealth reduces costs of a care, as well as 

pressure on the workforce. Telehealth has the potential to improve 
patient engagement and adherence to lifestyle choices and 

preventative care methods. To broaden the availability and accessibility 
of telehealth healthcare providers and insurance companies need to 
work together. New interaction technologies (augmented reality, virtual 
reality, digital assistants) emerge as enablers of telehealth by making the 

use of diagnosis tools remotely accessible to less trained users. Digital 
assistants and bots driven by AI, user emotion detection and NLP 

technologies open the route for virtual care consultations without a 
human care provider, making them more available and cheaper.

Remote prenatal care can decrease the number of in- office visits for 
pregnant woman, which in turn reduces the risk of infection. Telehealth 
makes it easier to monitor sick children, that are often good at masking 

symptoms or are shy/scared in front of medical staff. Pediatric 
telehealth will grow more widespread as the upcoming generation of 
parents is more accustomed to using virtual technology. For mental 

health, teletherapy and telepsychiatry is developing and becoming 
more widely accepted as treatment.

PHILIPS POSITIONING & STRATEGY TOWARDS SUSTAINABILITY

Philips has ambitious ESG goals and leadership commitment. Philips 
wants to be known by 2024 as a sustainable consumer healthtech 

brand, leading the way to enable a circular economy, whilst reducing CO2 
emissions and improving lives.

Consumers want companies to take responsibility for sustainability 
and want to be informed and involved in this, especially gen Z. Philips 

foresees a shared responsibility on sustainability between the consumer 
and the company. However, there is a lack of understanding on what 
consumers expect from products in term of sustainability, and on 

how the company and consumer should align, cooperate and share 
this responsibility on sustainability.

Further, Philips aims to have a strong sustainable narrative and 
position against green washing. This is crucial to have true sustainable 

impact but also to build a strong trust relationship with the consumer 
since there is a rising criticism regrading green washing. Further this 
offers a strong differentiation from some competitors who practice 

green washing.

Within I&S, there are good collaboration dynamics and role definition 
between GSO, XD, ES. Research has an important role but could be more 

pro- active on anticipating on technologies that enable sustainability. 
The collaboration with the business is improving, thanks to a good 

interface team in place for MCC. A lot of ideas come from I&S but too few 
are transferred to the business.

 There is a need for new circular business models, rethinking of the 
supply chain and a better involvement of external parties e.g. through 

partnerships.

Last but not least, there is a need for more resources (time and money) 
to activate sustainability.

EU SUSTAINABLE REGULATIONS

In recent years, environmental policy integration has made significant 
progress, for instance in the field of energy policy, as reflected in the 

parallel development of the EU’s climate and energy package or in the 
Roadmap for moving to a competitive low- carbon economy by 2050. In 
2019, the Commission launched the European Green Deal, to help focus 
EU policies on making Europe the first  climate- neutral continent in the 

world, with six priority objectives:
- Achieving the 2030 greenhouse gas emission reduction target and 

climate neutrality by 2050,
- Enhancing adaptive capacity, strengthening resilience and reducing 

vulnerability to climate change,
- Advancing towards a regenerative growth model, decoupling  

economic growth from resource use and environmental degradation, 
and  accelerating the transition to a circular economy,

- Pursuing a zero- pollution ambition, including for air, water and soil and 
protecting the health and well- being of Europeans,

- Protecting, preserving and restoring biodiversity, and  enhancing 
natural capital (notably air, water, soil, and forest,  freshwater, wetland 

and marine ecosystems),
- Reducing environmental and climate pressures related to  production 

and consumption (particularly in the areas of energy,  industrial 
development, buildings and infrastructure, mobility and the  food system).

In 2019, the Commission presented a reflection paper on sustainable 
development goals entitled ’Towards a Sustainable Europe by 2030‘, which 
puts forward three scenarios for the future. The European  Parliament has 

expressed its support for the scenario that goes the furthest, which 
proposes guiding all EU and Member State actions by defining specific 
SDG implementation targets, proposing concrete deliverables for 2030, 

and establishing a mechanism of reporting and  monitoring of SDG 
progress. Major regulation changes enabling circular design and consumer 

empowerment are expected in the next 5-10 years.

PHILIPS (PH) POSITIONING & STRATEGY TOWARDS MOTHER AND 
CHILD CARE

Sustainability is one of the 9 big bets of the PH cluster. PH has 
sustainability KPIs but need ways to implement solutions e.g. 

sustainability criteria need to be embedded into the process (VPC, 
AD, PDLM) and a cross- functional sustainability teams needs to be 
allocated with time and research budget to consolidate consumer 

insights and co- create a sustainability vision and input to the 
roadmap.

MCC is a market where you need products only for a certain amount of 
time, so favorable to circular opportunities. The MCC target group is 
interested in conscious consumption, a movement against the excess 

mentality where plant based diets, transparency, minimalism, shared 
economy and ethical concerns are topics of interest. Another concern of 

parents is keep their children safe from harmful chemicals and 
pollution, creating a higher demand for natural products. Furthermore 
they are aware of the need for inclusive care, resulting in decision for 

social responsible brands. 

The first thing parents act on in terms of sustainability are single use 
consumable products. The biggest environmental impact of MCC 

products is sterilization and energy use in general for PH products.
The Philips baby products are medical equipment, with high 

requirements in terms of safety or hygiene. This make it more difficult 
to design for disassembly and to use eco- or recycled plastics. Also 

these plastics are more expensive than oil based plastics (material itself 
and certification). There is a need to understand to get return on 

investment (linked to customer willingness to pay more), and a need for 
strong partnerships with recycled/eco- plastic suppliers.

Another focus for MCC are the digital products, i.e. the parenting apps. 
The IVP Young parents research targets GenZ, hype quantifier and buy- 
ologists who look for holistic family solutions that are inclusive and 

personal. From the IVP came the direction for a Health&Wellbeing+ app, a 
family- health partner, a daily companion empowering parent to care of 

their own and families health and wellbeing (baby + parents) during 
pregnancy and parenthood on the long term (in constrast with the 

Pregnancy+ and Baby+ apps that have a consumer engagement span of 
~2years). In terms of sustainability it offers opportunities for alternative 

business models such as renting or lease solutions. 

NEW BUSINESS MODELS IN THE SHARING ECONOMY

In general the motivations for second- hand consumption are first the 
search for fair price, followed by the gratification of fair price, the 

distance from the system, the ethics and ecology, and the originality and 
nostalgic pleasure. Parents have acquired more second- hand items 

(baby clothes, toys and equipment) for their children since the onset of 
the 2009 financial crisis, in order to save money. Furthermore, people 

have a desire to reuse things, it makes them feel as a resourceful 
consumer and parent. They see the ethical and environmental benefits 

in reusing items whether explicitly stated or not. They may not relate this 
to environmental concerns, but rather a general sense that the items will 

‘go to waste’ if they are not reused and that 'it makes sense' to reuse, 
since kids grow quickly out of cloths before they have reached their end 
of life. There is also a sense that another child should have the chance to 

use an item, if it had been useful to their own child and/or gave them 
pleasure.

Being a green parent tended to be considered an extra burden: it was 
more expensive, or more time consuming, or more work. With the rising 
awareness and practice of acquiring second- hand and alternative retail 
channels parents are able to safe money and enables green parenting.

Parents are more likely to buy second hand for their second child 
because of more financial pressure on the family budget, having less 

concern about hygiene and safety, less desire for new things, and more 
awareness on second hand opportunities through the parent network.

In particular, Gen Z are increasingly embracing second- hand shopping, 
driven by a desire for uniqueness and thrift, as well as a reaction against 

the consumerism and environmental cost of fast fashion. Gen Z also 
choose rental over ownership, because they favor sustainability over 

price and experiences over possessions. The Sharing Economy will 
continue to grow as more GenZs enter the consumer market

Gen Z consumers seek to buy directly from influencers who become also 
creators, cutting out the retailer as middleman. Secondhand and retail 
companies are finding success with shoppers focused on sustainability 
and hard- to- find items while also avoiding the supply chain pressures 

being felt by traditional retailers. Traditional retailers are finding ways to 
move into the reselling space, e.g. through resale as a service platform 

(ThredUp), buy back & resell programs (IKEA)...

GEN Z AND MONEY

GenZ are financially focused and responsible, having observed the mistakes of 
past generations. They are interested in financial planning and save earlier than 
previous generations. Gen Z aim to own a house, half of them before their 30s, in 

contrast to millennials who is considered the generation of perpetual renters. GenZ 
use internet and family as their main source of information on finance. But 

despite being conservative with their money, Gen Z is willing to pay a premium 
for wellness products and healthy, sustainable foods, such as all natural, GMO- 

free, sustainable, or vitamin- fortified foods.

Gen Z has less interest in student loans and are accepting lower education. Work is 
primarily seen as a way to make a living rather than as the main source of meaning 

and purpose in live.

63% of German Gen Zs think wealth and income is unequally distributed among their 
countries population and they believe that government intervention is needed to 

tackle inequality. They believe the most effective method would be to increase tax on 
wealthy, and many think that that basic income would help (Germany is the latest 

country to trial a universal basic income).

The effect of the pandemic on jobs, health benefits and personal finances is making 
people worry about their

financial future. Due to the Covid-19 crisis the younger generation experiences 
unemployment and income losses, and greater difficulties in finding a job. More than 

one in four young people claim their future career prospects have already been 
damaged by the coronavirus crisis. Furthermore, working from home can be a real 

struggle for those who live in small spaces, those with many (home- schooling) 
children, or those lacking enough laptops or a decent internet connection. The 

pandemic is creating a gap between those who can adapt their lives, home 
situations,

work locations, jobs, and mindsets - and those who can’t.

ENVIRONMENTAL FOOTPRINT OF FAMILIES

Northen European households have generally the highest carbon footprint in 
Europe (German families have the 6th highest). Emissions per person are trending 

downward in most rich countries. The main contributor is land travel, closely followed 
by food and housing. There is a move toward leaving cities toward suburbia since 

2017 (where cars are needed), and the pandemic has accelerated this trend.

Overconsumption and materialistic practices are damaging for the environment 
and may also reduce psychological well- being. New consumption practices may 

reconcile lower carbon emissions and higher well- being.

Looking at the environmental impact of babies, it can vary by a 100- fold variation 
between different geographies in the world. For example, 96% of American babies 

wear disposable diapers while in China and India, only 6% and 2% do respectively. 
Biodegradable diapers are not fully biodegradable but are a better option, and 

cloth diapers are making a comeback. They are now more absorbent, less bulky, and 
cheaper. There are diapers services that take care of the cleaning.
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GEN Z AS PARENTS

GenZ are defined by self- expression and open- 
mindedness and embrace a holistic, all- inclusive 
approach that shapes who they are as parents and 

individuals together. They believe in personal 
development and in taking control of their own and 
their family's well- being as a way of life. Solutions 

should speak to the whole person, not just their role as 
parent. For example, after the arrival of the baby Gen Zers 

say that they are not planning to buy less for 
themselves.

Furthermore, Gen Zers are the most diverse cohort in 
history. They are outspoken, taking a stand on issues 

like LGBTQ rights, racial bias and inequality. As 
parents, Gen Zers are likely to value empathy and teach 

this their children. They resist restrictive labels and 
instead embrace fluidity when it comes to all aspects of 
their identity — gender, sexuality and personal brand. 
This results in the preference of a gender- neutral and 

inclusive brand voices that resonate with an entire 
lifestyle and welcomes a wider range of consumers, while 

understanding the needs of the individual.

The age of having the first child is increasing in Gen Z. 
In Germany, for example the age has risen from to 28.8 

years in 2009 to 30.2 years in 2020 . The second and third 
child come between 30 and 35 years old in average. GenZ 
consider more than millennials not having children, due 

to various factors such as climate anxiety. The 
pandemic has accentuated this trend. Furthermore there 

is a rising level of divorce and births to unmarried 
parents. Also parenting differentiates for GenZ as parents 

let the baby lead (baby- led parenting).

They trust and respond to recommendations from 
social media feeds and peer influencers when it comes 
to brands and products, which translates into parenting 

purchase decisions.

POSTPARTUM SEXUAL LIFE

Women have high expectations of the socially 
constructed image of being a mother who “has it 

all” – perfect body, passionate relationship with 
partner, loving relationships with children, an active 

social life and professional success. They have 
feelings of guilt and failure when they are not 
adhere to these expectations, like not having the 
same sex drive as before the pregnancy. These 

expectations are often self- imposed, but sometimes 
experienced as pressure from their partners.

There is are physical explanations (tiredness, 
breastfeeding, hormonal changes) and psychosocial 

explanations (adjusting to becoming a parent, 
resentment over role changes, emotional connection 
to the baby) to the loss of libido. Loss of the female 
libido is a major issue for couples in the postnatal 

period. Despite this, studies have shown that woman 
don't get informed about the potential loss of libido, 

resulting in disappointment and concern after 
birth.

Management of changes in the relationship with 
the partner, including role changes, sex, and 

intimacy, is perhaps one of the most significant 
challenges women experience after childbirth. This 

management done right, can help the woman 
significantly with sexuality in the postpartum. It is 

needed to find ways to stay connected, whether 
through sex, quality time together as a couple, or 

working as a team, can help couples navigate the 
adjustment to parenthood more smoothly.

GENDER ROLES and WORKLIFE IN NEW FAMILIES 

Women tend to be responsible for most of the 
organization of everyday family life (i.e. familial 

coordinating and synchronizing) and of the domestic 
work, even when both parents spent an equal 

amount of time in paid work or if the woman is the 
breadwinner. This results in high mental load for 

women. Woman with this high pressure tend to have 
more frequent burnouts. Women often refer to their 

exhaustion due to the demands in the private and 
public domains.

Despite this inequality, this arrangement is perceived 
as balanced and is tolerated by the women. Mothers 
interpreted these inequalities as compensation for 

the ability to pursue paid employment and to 
deviate from the gender norm.

Women emphasize their priority of spending time 
with their family. Especially in the evenings, at 

weekends and during holidays, they carve out time to 
engage in family activities.

The arrival of a child can put financial pressure due 
to the mothers cutting down their working hours or 

not returning at work. Some parental policies 
support the traditional male breadwinner model 
of families (such as direct payments to parents, child 

benefits that reduce women’s employment) while 
some seek to promote gender equality in the 

‘breadwinner’ role (i.e., promote equality in labour 
force participation) or even transform gender roles 

by encouraging fathers to take on the primary 
caregiver role.
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shoulder.... And then it a

thinking

children
replaced that  breath- taking, head- over- 
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children, that that need is  ful lled that way.

a

anything or  anybody else.

issues

abby tummy and your boobs are a di

have sex?”....  I am actually horri

having sex in broad daylight.

life.

libido

I guess I went from having a very healthy sex- 

myself into it.

came back.... It was more the e

perfectly happy with.

signi

you know, that  was a failure.

intimacy

sexuality

we’d have more  intimacy. other things.

I suppose I’ve lost con

together.
could you 

feel sexy

It’s kind of like a bit of a con

di erently...Whereas I’m a completely di

person, I no longer  have my own 

adults on a daily basis. I’m a completely di

person now to what I  was.
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than it always being about Rainer.
a couple

priorities

the moment. We’ve got a lot of stu

de

moment.

problems

Although 80% of woman su

relatively absent in the literature around sex and sexuality.

these expectations as self- 

relationships with children, an active social life and  professional success.

emotional connection to the baby).

in postpartum sexual function. Resulting in disappointment and concern after brith.

Quotes

worklife

Solutions

their health now

Anxiety

cautious or wearing a

between people.

The e

health bene

personal 

worry about their

nancial future.

disproportionately

a

COVID-19 crisis

their educationgreater di

nding a job.

prospects have already

coronavirus crisis.

their anxiety levels

anxiety on a daily basis

(Gen Z)

(health) (social fear)

(

anxiety)

authorities

themselves

that's had an e

con

very to herself.

social anxiety.

con

seen a lot of kids

parents is a key part of parenting.

kids but they move away.

everything going on.

on parenting;

Lives Matter movement

society

lead (baby- 

parenting)

y, to be honest.

children

discrimination.

go of any boundaries for him

thing. A family is what you make it

so we've let him lead.

and be really independent.

as a parent?]

 Very relaxed, very baby- 

what she wants, basically
health

bene

media

We weren't super in

doesn't know her way around it but she de

can switch o

parents had as easily

through Instagram

should do

existence

cicumstances

and living o

grid

ideas for bio- 

economies:

communities self

sustaining.

circular bio- 

environment rst.

live o  the land

classes are

increasingly popular.popularity

people to

ways to nd food.

Food

cities

pregnant
support

the number of in- 

o

pregnant woman

infection risk etc'

less in- o

infection or covid

Telehealth

need

obstetrics and delivery

signi

9,4%- 19.2%) o spring

they feel they have to solve them.

The 

process of obtaining long- 

econom (in ation...) also creates stress.

social media that results in low self- 

enough.

media

considered a cost- 

e ective 

treatment for non- 

urgent and follow- 

up appointments
of telehealth.care plan

methods

worldwide
treatment

in telehealth

records

bene ts to the patients.

medical sta technology

deliver better care

telehealth

prenatal care

telehealth

their children deal with life stressors in a di

aren’t just to bene

body awareness and meditation.

support

bathroom rituals

norm.

is on woman

Quote

trained users.

capabilities (AI)

health

Wellbeing

physical tness, healthy eating, and mental well- being and in

proactively well. Thanks to apps and wearables, this integration is seamlessly a part of their daily rituals.

Gen Z’s key health concerns are related to their life stage – getting enough sleep, managing stress, maintaining their grades, building self- 

socialize with family and friends.

Stress is often top of mind for GenZ teens – almost half are treating or preventing anxiety and stress, behind only skin problems and colds/

get a good night’s rest.

GenZ also view exercise as an important part of a healthy lifestyle generally, but boys and girls tend to view exercise somewhat di

di

more interested in how exercise can help them build muscle and improve athletic performance.

Simply put, physical 

generations.

The new plant based trend has also gained signi

distinctions and transparency with ingredients, package facts and product sourcing in foods and beverages.

Technology is central to Gen Z health and wellness practices: they look up or ask their social networks for answers to health and wellness questions, and technology

health (pro- 

good habits)

are seeking out portable and easy- to- 

manufacturers and eateries to launch healthy snack or grab- and- 

appeal to this demographic.

In terms of dietary choices, Gen Z is in favor of high- protein, low- 

consume plant- 

environmental concerns.

The new plant based trend has also gained signi

ingredients, package facts and product sourcing in foods and beverages.

 

using 

recreating who may not be mega- 

workout community that focuses on at- 

who they are or where they are.

tness

“e

convenience, e

traditional in- person visits.

telemedicinefood

increased anxiety

27% more likely

other generations.

the most common reason

they are constantly stressed

they’re self- teaching and deploying their own coping techniques.

health

20%

mindfulness astrology apps

conclusive evidence of their e

the expansive umbrella of wellness

spirituality

Bump— 

Pregnancy(Best for Simple Tracking) and Pregnancy App Preglife (Best for Dads, Partners and Caregivers).

the following: Calendar, To- Do lists, Events, Real- time Locator, Files, Photos and Meals

The App Cozi is one of the best solution regarding this.

and helping

often fall short of their own expectations. About the state of their health, many discussed intentions to improve their health—

align with their day- to- day behavior. Members of Gen Z demonstrate an interest in health apps—

either their motivation wanes, or these tools aren’t really helping to close the gap.

health information. 43% of Gen Z and millennials rely more on social media for news now than they did before the pandemic. Amon

more important today  than it was pre- pandemic, and 40% of Asian American and Paci

about  their health. The data represents a trend toward self empowerment as it relates to health.

 Overall they are interested in a holistic approach to health and imited traditional health care o

DIET FOR PARENTS

GEN Z & money

FOOD (? IF APPLIABLE)
SEE IF APPLICABLE

box

mental health

the inequality

changes, sex, and intimacy, is perhaps one of the most signi

woman signi cantly with sexuality in the postpartum.

sexual function. Resulting in disappointment and concern after birth.

It is needed to 

adjustment to  parenthood more smoothly.

balance management(i.e., familial coordinating and synchronizing— the 

frequent.

family did not di er  from others.

them for about 20 minutes and then I  take them to bed.

peer in

parenting purchase decisions and kid- 

advice.

social media values

embracing 

has accentuated this trend.

having a child

genZ embrace a holistic, all- 

family's well- 

psyche.

individual)

dynamics

the age of having the 

ye old in average

parents.

put 

after the arrival of a baby.

parents, child bene

role.

gender roles

GenZ are De ned By Self- Expression and Open- 

Mindedness.

and inequality, etc.

They like gender- 

than focusing needlessly on hyped up fads.

diversity

of diet

di erence

climate- 

background
every day. ’

about diet

impact of ready- 

made baby food

In ready- made baby food the greatest contribution is from meat- 

ingredients, which cause almost 30% of the impacts.

fruits.

many common ingredients with adult food products, with key di

Manufacturing also played a signi cant role

best

reduced risk of childhood infection, better mental health and probably reduced risk of non- 

diseases, including overweight and diabetes. Breastfeeding has also been reported to have signi

bene ts for women, providing protection against various cancers and diabetes. Clear environmental bene

the right temperature and it’s a naturally unique bonding experience.

consumption phase emissions.

marketing campaigns and brand communications.

well being
the slow- 

movement

nancial)

is a

problems
support

[in Germany]
rates are high

problems

world in which patients— armed with data, technology, and access to expertise— can take charge of their own well- 

Democratization will mean that providers focus less attention on routine tasks and more on the areas where they provide the most value and 

satisfaction. And individuals managing their health care concerns will put less strain on the health care system, lower costs, and improve public health overall.

Three Pillars of Democratization in Health Care: Intelligent computing, Sharing and Security, privacy and safety.

Currently there is an in

solutions like telemedicine, prescription  delivery services, asynchronous mental health services, contactless  health tracking integration and other tools.

Accessible services are 

services can also help providers glean a holistic view of their patients' wellness by  providing a detailed and data- 

rather than merely treating symptoms.

connection with racial equity

democratization is  advancing racial equity among communities of color.

of healthcare

services

(telehealth)

income three years.

income

hours and locations

ux

situations,

can’t.

those with many (home- 

internet connection

PARENTING????

GEN Z AS PARENTS

GenZ are de ned by self- expression and open- mindedness and embrace a holistic, all- 

own and their family's well- 

parent. For example, after the arrival of the baby Gen Zers say that they are not planning to buy less for themselves.

They resist restrictive labels and instead embrace 

sexuality and personal brand. This results in the preference of a gender- 

to better understand the needs of the individual.

The age of having the 

di erentiates for GenZ as parents let the baby lead (baby- led parenting).

recommendations of peer in uencers, which may later translate into parenting purchase decisions and kid- 

brand advice.

POSTPARTUM SEXUAL LIFE

expectations are often self- 

pressure from their partners.

after birth.

signi

management done right, can help the woman signi

sexuality in the postpartum. It is needed to 

parenthood more smoothly.

FOOD and DIET  FOR PARENTS AND BABIES incl. BREASTFEEDING

Food is responsible for approximately 26% of global GHG emissions, and contributes signi

loss, water extraction and pollution. The impact is divided about equally between livestock/

products. The key di

damaging food when it comes to greenhouse gas emissions across the supply chain for both adult and ready- 

made baby food is by far beef, followed by dairy co- products, lamb & mutton, chocolate and co

counteract, the food circular economy is developing, based on e.g. localised, bio- 

production and food with a negative footprint such as nuts.

Gen Z wants both convenient (portable and easy- to- 

product sourcing.

In terms of dietary choices, Gen Z is in favor of high- protein, low- 

to a healthy life. GenZ are by far more likely to consume plant- 

in the past decade. Woman are more represented among vegan/vegetarians.

Vegetarian and vegan diet can cause nutritional de cit for parents and babies as they can cause an insu

media, with a new fad diet hitting feeds every day.

There is a signi

major cause of health issues in obstetrics and represent a livelong burden to the mother and o

4–5 years after delivery.

risk of childhood infection, better mental health and probably reduced risk of non- 

including overweight and diabetes. Breastfeeding has also been reported to have signi cant health bene

at the right temperature and it’s a naturally unique bonding experience.

From a sustainability perspective, breastfeeding has a smaller carbon footprint and clear environmental bene

substitutes and the sterilisation of bottles contributes most to consumption phase emissions.

GENDER ROLES and WORKLIFE IN NEW F

public domains.

the gender norm.

family activities.

The arrival of a child can put 

as direct payments to parents, child bene

on the primary caregiver role.

expertise — can manage their own well-

more on the areas where they provide the most value

and lifestyle by  providing a detailed and data-

The pandemic accelerated the development of telemed

treatment for non-

route for virtual care consultations without a human 

Remote prenatal care can decrease the number of in-

are shy/scared in front of medical sta

GEN Z and WELL- BEING

sleeping , building self- 

the most are skin problems and colds/

putting in the work, and staying focused. Resulting in high standards and expectations, which often fall short due to lacking alignment with day-

to- day behavior.

Overall GenZ is looking for more “e ectiveness, convenience, e

traditional in- 

is often short- lived.

A majority uses 

people (not mega- 

and the guilt associated with eating, while boys are more interested to build muscle and improve athletic performance.

mindfulness astrology apps that fall under the expansive umbrella of wellness (despite conclusive evidence of their e

legal Inisghts

Planet

MCC / PH

Philips

second- 

and environmental cost of  fast fashion.

As creators become in

middleman.

in uencers

second- 

consumption

This 

developing in GenZ

continuum

functions

companies are 

and hard- to- 

retailers.

are 

ThredUp, Ikea o

Zalando Preowned

expectations

wants the facts, the nitty- 

gritty data proo

They want no u

blurbs without details

doing to improve
and the learnings

transparency

those they choose to support." socials

and how to build a long- 

with your brand

of the change

retail

consumer

one in 

second- 

for their children since the onset of the 2009 

crisis, in order to save money. Financial bene

second- 

second- hand and the awareness of second- 

enables green parenting.

child; because of 

second hand opportunities.

hand

products

higher, but bottom- 

speci

inspire it.

More parents acquired second- 

2009 nancial crisis, The motivations for second- hand consumption are

1 Search for fair price;

2 Grati cative role of price;

3 Distance from the system;

4 Ethics and ecology;

5 Originality;

6 Nostalgic pleasure;

7 Treasure hunting;

8 Social contact

and a resourceful parent. They see the ethical and environmental bene

gave them pleasure. 'nearly new sale')

Second- 

for another process

more di

certi

on materials to 

long- 

manufacturing process.

the de

target group.

consumer.

 

2017, and the pandemic has accelerated this trend.

The IVP Young parents report is focusing on the two target groups of hyper- quanti er and the buy- ologist who are rst time parents.

personal.

There have been 5 tension identi es: Allowing time for myself, keeping my energy balance, Dealing with Anxiety, Discover our new normal- 

health and Mental balance.

as Consumer needs and ts with the company ambition.

The solution is about a family- 

young parents to stay in control of their health and wellbeing and no matter what pops up during pregnacy and parenthood, there is help.

In terms of sustainability it meets the highest targets for circular economy and sustainability and o

or lease solutions. This is in line with the care continuum approach to health of Philips

OF SCOPE)

resignation

products

buydeologist

should not be the main message.

ecopassport.

wellbeing brand

roadmap.

washing. Further this o

di

washing.

company. There is unclarity on how to de

and cooperation that brings the consumer along.

healthcare domain.

target groups

targets

user

Con dents

baby products
The top down commitment and the bottom- 

motivation is there to work on sustainability at Philips.

Good collaboration dynamics and role de

role but could be more pro- 

but too few are transferred to the business.

to activate sustainability.

temporary ownership.

crisp de

in term of sustainability.

longer timespan.

parents

exibility change to over time.

possessions consumer market

Rental

Digital

are they looking for?)

71% of Gen Z discover new 

25% who 

70%

attracting a younger demographic.

information

where they are also getting advice.

mental health professional went from 41% in 2017 to 56% in 2020. But self- 

mental health tools have also been in- 

time, they have taken o

combat stress and anxiety, and a third (33%) are interested in trying one.

the generation most interested in self- tracking, especially for 

Daylio

consumption. Their a

websites — it needs to be about them.

personal data.

The quanti

technologies (wearable, camera- 

tracking .

apps monitoring

ful lling personal goals and that giving birth has impacted their life and identity.

Speci cally in Germany 71% pf the participants aspire to give their child(ren) the best live possible.

The research presents 7 di erent segments on the market: pressured performers, con

planning pragmatists, ambitions achievers, solution seekers, committed con

supports the fact that there is a larger proportion of intuitive independents in Germany.

The intuitive independents has a lot in common with the commited con

of the largest potential markets Intuitive Independents (16%) and committed con

Independents are likely to be the ultimate 

Commited Con dents.

study/Bond

Parents

important.

First thing parents act on in terms of sustainability are single use consumable products. This means a call for action for Philips to o

multiple use products and durables by creating more awareness and convenient solutions.

The identi ed opportunities for innovation are guilt- 

models, energy e ciency and materials and solution foe the waste created in the rst phase of parenting. The identi

strong claims about plastic- free packaging, recyclable products, eco- 

convenience.

Inights

economy, holistic wellbeing, planet conscious, personalized everything, beyond health and product&prevent.

times of conscious consumerism people are seeking for a fairer, more sustainable and equitable world.

of interest.

concern about micro plastics a higher demand for natural products.

and seeking for ways to protect everyone wellbeing. Resulting in decision for social reponsible rands, worry about poor healthcare, demand on a

medication and care for the vulnerable.

Journey

lives.

The approach to the environmental and social dimensions re

Sustainable Development Goals:

 3 GOOD HEALTH AND WELL BEING: Ensure healthy lives and promote well- 

people health and well- being and expanding access to care for undeserved communities)

patterns (Ensuring sustainable use of materials and driving the transition to a circular economy)

of energy, reducing emissions and operating carbon- neutral)

impact throughout our supply chain and building strong coalitions to drive global change

goals

created though multiple work sessions with a cross- 

process (VPC, AD, PDLM) and a cross- 

consolidate consumer insights and co- 

vision and input to the roadmap.

sustainability

often fall short of their own expectations. About the state of their health, many discussed intentions to improve their health— 

day behavior. Members of Gen Z demonstrate an interest in health apps— but ethnography found that engagement is often short- 

either their motivation wanes, or these tools aren’t really helping to close the gap.

health information. 43% of Gen Z and millennials rely more on social media for news now than they did before the pandemic. Among Gen Z speci

pandemic, and 40% of Asian American and Paci

about  their health. The data represents a trend toward self empowerment as it relates to health.

 Overall they are interested in a holistic approach to health and imited traditional health care o ers might not stick with this  bunch.

empowerment

marketing

SUSTAINABILITY?

over- 

wellness.

care

insights

sustainability)

are copy- 

based on leasing models.

sustainability

marketing

products and services.

marketing campaigns and brand communications.

genZ see no distinction between their On And O

live- 

consumers, and connected to in

experiences.

identity

process behind products and services.

are less prone to attention- 

on social media.

branding
marketing

Adding gami

non- 

also a very 

multiple engagement, awareness and conversion  objectives. Gami

range from advergames (games custom- built  speci

on platforms like Snapchat or  bitesize in- 

to continue using  your platform by o

Gami

according to your budget.

Gami cation

Wellbeing apps are generally gami

subscription- 

real- 

and supported by other people.

detox

times), more e- 

digital detoxes.

likely to have taken at least one detox

increasing wellbeing.

Greatest Generation, those 72 and older.

that out: there is no signi cant di

between those who used social media often or infrequently.

loneliness

TikTok will soon surpass Instagram in this generation.

The majority (97%

65% say they use social media to 

content; and 61% of them  are speci

accustomed to producing for millennials.

Media

analyze voices to detect emotions like joy, sadness, and frustration.

Using sensors (camera- based facial expression detection, skin- 

deep- 

engagement better than humans.

experiences where they can live on both sides of the screen.

trends

time in the right context.

exodus

71%

natural, GMO- 

vitamin- forti ed foods.

money

most e

respondents believe that that basic income would help.

same 

education. 64% of Gen Z started research and talking to other about 

natives. Further Gen Z di

set on home- 

buy a home.

Gen Z perceive 

money. They show high nancial responsibility and focus on savings.

greenwashing

Sustainability- 

audience. “Greenwashing”, the deceptive practice of branding a company as environmentally- 

Transparency is the best way to di

a green label on there. If a product has a green label or eco- 

unclear e.g.

'plastic- 

but not plastic free.what is right and it is a di

use products – there is a demysti

of knowledge of the customer needed.

alternative are.

marketing

Gen Z have a positive attitude towards climate- friendly behavior and believe in the possibilities for an individual to make a di erence.

at green companies. Nearly half — 49% — of Gen Zs surveyed by Deloitte said that their personal ethics have played a role in their career choices.

They did report trying to buy eco- friendly packaging but said this is not always easy since supermarkets are full of plastic. This generation is engaged pro- 

environmental activities but also said that they buy products with plastic because of the di

recycling and waste collection.

67% of Gen Z prefer to shop in brick- and- mortar stores.

recycling

reduce psychological well- 

trade- o

policies should target changes in higher- 

satis

carbon emissions and higher well- 

human well- 

equity, e ciency, solidarity and sustainability.

tiny houses
skepticism, connectedness, and an

nancially focused, having

make a living rather than as the

consequence.

values

impact

use and ownership, especially in suburban and peri- 

distance and the shift to low- 

pro

needed to enable this transition.

accelarated.

There can be a 100- 

between a baby from di

percent.

cleaning.

upgrading)

digital solutions and info

Massive change in 5-10y

regulations

In recent years, environmental policy integration has made signi cant progress, for instance in the eld of energy policy, as re

the EU’s climate and energy  package or in the Roadmap for moving to a competitive low- 

the European Green Deal,  which should help to focus EU policies on making Europe the rst  climate- 

and builds on the environmental and climate objectives of the European Green Deal and provides an enabling  framework for achieving six priority objectives:

- Achieving the 2030 greenhouse gas emission reduction target and climate neutrality by 2050,

- Enhancing adaptive capacity, strengthening resilience and reducing vulnerability to climate change,

to a circular economy,

- Pursuing a zero- pollution ambition, including for air, water and soil and protecting the health and well- being of Europeans,

- Protecting, preserving and restoring biodiversity, and  enhancing natural capital (notably air, water, soil, and forest,  freshwater, wetland and marine ecosystems),

infrastructure, mobility and the  food system).

On 30 January 2019, the Commission presented a re ection paper on sustainable development goals entitled ’Towards a Sustainable Europe by 2030

and Member State actions by  de ning speci

and  monitoring of SDG progress.

regulations

inisghts

Innovations

brand sustainability)

DEMOCRATIZATION ON HEALTHCARE

expertise — can manage their own well- 

more on the areas where they provide the most value (value- 

care system, lower costs, and improve public health overall.

and lifestyle by  providing a detailed and data- 

underlying health issues rather than merely treating symptoms.

connection with racial equity

racial equity among communities of color.

The pandemic accelerated the development of telemedicine. Telehealth consultation is a cost- e ective 

treatment for non- urgent and follow- 

route for virtual care consultations without a human care provider, making them more available and cheaper.

Remote prenatal care can decrease the number of in- o

are shy/scared in front of medical sta

telepsychiatry is developing and becoming more widely accepted as treatment.

igh standards and expectations, which often fall short due to lacking alignment with day- 

 boys are more interested to build muscle and improve athletic performance.

e expansive umbrella of wellness (despite conclusive evidence of their e ectiveness).

GEN Z AND THEIR SUSTAINABLE ATTITUDE

health care/disease prevention. GenZ believe in the possibilities for an individual to make a di

green companies.

informed generation and due to that they tend to be involved and passionate about social, political and pro- 

activity -  this is a higher rate than older generations, who attribute climate change more often to natural patterns.

Generation Z consumers prefer to shop in brick- and- 

enough to reduce plastic and help consumers be more environmental. They did report trying to buy eco- 

packaging but said this is not always easy since supermarkets are full of plastic. This generation is engaged pro- 

environmental activities but also said that they buy products with plastic because of the di

collection.

maintain mental and physical health.

EU SUSTAINABLE REGULATIONS

In recent years, environmental policy integration has made signi

instance in the eld of energy policy, as re

low- 

Green Deal, to help focus EU policies on making Europe the rst  climate- 

continent in the world, with six priority objectives:

neutrality by 2050,

climate change,

to a circular economy,

- Pursuing a zero- 

the health and well- being of Europeans,

(notably air, water, soil, and forest,  freshwater, wetland and marine ecosystems),

and infrastructure, mobility and the  food system).

In 2019, the Commission presented a re

goals entitled ’Towards a Sustainable Europe by 2030

State actions by de ning speci

empowerment are expected in the next 5-10 years.

NEW BUSINESS MODELS IN THE SHARING ECONOMY

In general the motivations for second- hand consumption are 

grati cation role

and the originality and nostalgic pleasure. Parents have acquired more second- 

clothes, toys and equipment) for their children since the onset of the 2009 

resourceful consumer and parent. They see the ethical and environmental bene

useful to the participant’s own child and/or gave them pleasure.

time consuming, or more work. With the rising awareness and practice of acquiring second- 

and alternative retail channels parents are able to safe money and enables green parenting.

Parents are more likely to buy second hand for their second child because of 

second hand opportunities through the parent network.

In particular, Gen Z are increasingly embracing second- 

GenZs enter the consumer market

Gen Z consumers seek to buy directly from in

retailer as middleman. Secondhand and retail companies are 

focused on sustainability and hard- to- 

being felt by traditional retailers. Traditional retailers are 

space, e.g. through resale as a service platform (ThredUp), buy back & resell programs (IKEA)...

GEN Z and MENTAL HEALTH

measures to not only protect their positive emotions, but to cope with negative ones, too.

the most common reason

they are constantly stressed. Almost half are actively treating or preventing anxiety and stress.

The nancial insecurity and trying to navigate the process of obtaining long- 

(in ation...) also creates stress.

others on social media that results in low self- 

enough.

But GenZ are self- 

likely to report that their mental health is fair or poor compared to other generations.

also key to stress management, and many take an active role in carving out time to get a good night’s rest.

children deal with life stressors in a di

bene

meditation.

fueled by social media, by embracing authenticity in marketing campaigns and brand communications.

GEN Z ONLINE BEHAVIOR

Gen Z sees no distinction between their On and O

driving the blend between the physicals and digital worlds (mirror world, cloud, digital twin).

feels lonely, more than other generations. There is no signi cant di

those who used social media often or infrequently.

Gen Z consumers like to be brought closer to a brand through e.g. live- 

engage with them as consumers, and connected to in

communities through fun digital community experiences.

consumers use social media as their top source of shopping inspiration (incl new 

for millennials.

Adding gami cation elements is a great way to keep Gen Z interacting with your brand and o

reports on platform use. Gami

custom- built  speci

pages, branded minigames on platforms like Snapchat or bitesize in- app rewards.

GEN Z DIGITIZATION AND HEALTH

support and mental health alternatives, such as self- 

COVID era. There is an over- abundance of choice in wellness apps.

Gen Z uses wearable devices to monitor their health. Gen Z is the generation most interested in self- 

tracking, especially for 

up earlier or cutting back on alcohol consumption. Their a

websites — it needs to be about the individual.

The quanti

camera- based) both for physical and mental health tracking . Using sensors (camera- 

expression detection, skin- response, brain activity), it is possible to deep- 

detect emotions like joy, sadness, and frustration.

equipping users to practice meditation away from the screen, promoting real- 

pandemic has led people to spend more time on social media, video calling, more e- 

also resulted in more digital detoxes.

GEN Z AND MONEY

GenZ are 

information on 

products and healthy, sustainable foods, such as all natural, GMO- free, sustainable, or vitamin- forti ed foods.

make a living rather than as the main source of meaning and purpose in live.

believe that government intervention will be needed to drive change. German Gen Zs believe the most e

income would help.

Gen Z di

renter while Gen Z aim to own a house, half of them before their 30s.

ENVIRONMENTAL FOOTPRINT OF FAMILIES

ownership, especially in suburban and peri- 

number of vehicles and travel distance and the shift to low- 

infrastructural, institutional, social and behavioural lockins and powerful forces of highly pro

industries. Political (regulation and policy) and social (equity considerations) are needed to enable this transition.

well- 

income) through voluntary simplicity and sharing may reconcile lower carbon emissions and higher well- being.

Looking at the environmental impact of babies, it can vary by a 100- fold variation between di

cleaning.

COMMUNICATION, BRANDING AND MARKETING (consumer perspective)

corporations should help them achieve their personal goals and aspirations.

companies are increasingly using sustainability- 

Greenwashing (the deceptive practice of branding a company as environmentally- 

by companies that harmed the environment but also as a reason to charge more for products.

always clear: e.g. 'plastic- 

is a di

being an ethical parent di

free and reduction in single use products – there is a demysti cation of knowledge of the customer needed.

want facts, the nitty- gritty data proo ng the sustainability of a product. They want no u

actions from those they choose to support."

Transparency is the best way to di

green label on there. If a product has a green label or eco- 

likely not a truly sustainable product.

expect their voices to be heard.

PHILIPS (PH) POSITIONING & STRATEGY TOWARDS MOTHER AND CHILD CARE

solutions e.g. sustainability criteria need to be embedded into the process (VPC, AD, PDLM) and a cross- 

co- create a sustainability vision and input to the roadmap.

di erent duration of product use, not all sustainable solutions can be copy- pasted in di erent PH businesses.

wants to save the environment. However, convenience seems to always be more important.

The rst thing parents act on in terms of sustainability are single use consumable products. Identi

opportunities for innovation are guilt- 

durable products, energy e

for PH products) and materials and solution for the waste created in the rst phase of parenting. Identi

opportunities for communication are strong claims about plastic- free packaging, recyclable products, eco- 

materials to convince the consumers for a sustainable choice without giving up on convenience.

more di

expensive than oil based plastics (material itself and certi

on materials to 

get long- term supply and certify the manufacturing process.

quanti er and buy- 

consumer engagement span of ~2years). The solution is about a family- 

young parents to stay in control of their health and wellbeing during pregnancy and parenthood

sustainability it o

PHILIPS POSITIONING & STRATEGY TOWARDS SUSTAINABILITY

approach to the environmental and social dimensions re

the United Nations Sustainable Development Goals:

PRODUCTION, 13 CLIMATE ACTION and 17 PARTNERSHIPS FOR THE GOALS

and share this responsibility on sustainability.

regrading green washing. Further this o ers a strong di

competitors who practice green washing.

Within I&S, there are good collaboration dynamics and role de

XD, ES. Research has an important role but could be more pro- 

from I&S but too few are transferred to the business.

creation should be driven at a PH or higher level, but bottom- 

speci

could inspire it.

sustainability.
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Wealth le vel of the 

country

mental load 

of mothers 

(pr essur e)

use of 

Health&W ell

being+ app

pr efer ence 

for inclusive 

br and voice

Use of online platform and 

socials (Y outube, insta, 

snapshap)

sleep quality

Physical e xer cise

r esonance of 

tr aditional 

HC with 

holistic vie w 

of health

Self-  empo wer enent, self-  

management, pr o- 

activity and focus on 

health

standards and 

expectations 

in health 

management

preference for 

telemedecine 

to traditional 

in-  person 

visits

pr efer ence 

for social 

media and 

network for 

health info 

use of fitness 

apps and 

tracking 

wearables in 

daily rituals

guilt 

associated 

with eating 

(girls)

muscle mass 

(boys)

athletic 

performance 

(boys)

popularity of 

healing crystals, 

mindfulness, 

astr ology , 

alternative 

medicine

time to 

socialize

attention to 

spirituality

use of 

traditional 

mental health 

support

use of 

alternative 

mental health 

support

feeling of little 

control over 

the world 

problems

climate 

anxiety

fears about 

uncertain 

future vs 

con fidence 

and 

feeling of 

responsability 

over the world 

problems

openness to 

talking  bout 

ones mental 

health

destigmantiz

ation of 

mental 

health

sharing about 

one's mental 

health on 

socials

looking for 

advice about 

mental health 

on socials

par ents' help 

on childr en 

str ess and 

mental 

health

pressure to be 

perfect fueled 

by socials

use of apps 

for parents & 

children 

mental health 

management, 

weight issues

social 

isolation and 

feeling of 

loneliness

Health monitoring 

and self-  tr acking 

(mental, sleep, 

fi tness, food&water, 

social media use...)

Feeling of 

being 

supported by 

other people

Advances in 

empathic and 

personalized 

digital 

assistants

Use of 

avatars as 

ne w health 

companion

use of 

gami fication 

elements

fun digital 

community 

experience

use of live 

streaming 

broadcasts (of 

brand)

Inter action with trusted 

(peer) in fl uencers on choices 

and sales

Alignment of 

GenZ and 

Brand on 

purpose, 

value & 

Confusion (vs 

information) on ho w to 

pur chase sustainable 

pr oducts

unclarity in 

regulations 

around 

sustainable 

materials

unclarity of 

proofpoints of 

sustainability 

(impact, 

durability, 

safety...)

diffi culty and 

overwhelming

ness of topic 

(e.g. what is 

sustainable 

value of 

craftmanship 

and expertise

need for 

br ands to 

communicat

e on 

pr oduction 

trust 

relationship 

with 

customers

Consumer 

advocacy for 

br and

active 

involvement 

of consumer 

(ideas, 

feedback etc) 

Sk epticism of Gen Z

believe in the 

possibilities 

for an 

individual to 

make a 

willingness to 

pay premium 

for health 

boost, natural 

& sustainable 

 attribution of 

climate 

change to 

human 

activity

education on 

sustainable impact 

(pr oducts, 

r ecycling & waste)

Gen Z 

preference for 

brick and 

mortar stores

consumers' 

demand/choice 

for ecofriendly 

packaging

tr anspar ency 

on 

sustainabilit

y data

Showing 

humanity (the 

losses, the 

mistakes and 

learnings)

Self-  expr ession (honesty 

to oneself)

Open-  mindedness

importance of 

teaching 

empathy

pr efer ence 

for gender-  

neutr al 

br and voices

preference for 

solutions 

understandin

g the needs of 

the whole 

Bab y-  led par enting

Par enting pur chase 

decisions for a speci fi c 

br and

inclusiveness 

of approach 

to identity as 

parent and 

individualpositioning 

on issues lik e 

LGB TQ 

rights, r acial 

bias and 

(unrealistic) 

expectations 

for a serious 

and happy 

(romantic) 

age of parents

physical 

closeness with 

baby

amount of co-  

sleeping with 

baby

emotional 

sensitivity and 

availability for 

baby

stress coping 

of baby

con fidence 

level of baby

cognitive 

development 

of baby

respect and 

transparency 

for child

consulation of 

kids for 

choices

concern for 

children's 

future

change in 

relationship 

models from 

other 

generations

involvement 

in online 

dating

Expanding lgbt+ community

committed 

to no 

commitment 

belie ve in 

mor e then 

one 

soulmate

goal of 

financial 

stability and 

financial 

independence 

r ate of 

divor ce and

unmarried 

couples 

 getting 

ghosted or 

ghosting 

someone

post marriage 

equality

Idealization of 

relationships

feeling of 

responsibility 

of mothers

amount of 

time in 

domestic 

work

Mothers ability to pursue 

paid emplo yment

exhaustion

pr obability 

fr equent 

burnouts

toler ance of 

inequalities 

between 

husband/wif

e

de viate fr om 

the gender 

norm 

(gender 

equality)

priority of 

spending 

time with 

their family

engage in 

family 

activities

arrival of a 

child

financial 

pressure

change 

parental 

policies

tr aditional 

male 

br eadwinner 

model

Mindset shift 

Fr om 

permanent to 

tempor ary 

ownership

No waste 

mindset 

/willingness 

to r euse 

Traditional 

retailers shift 

towards resell 

market

Motivation for 2nd hand 

consumption

grati fication of 

finding fair 

price

desire of 

parents for 

originality/uni

queness

drive to save 

money

Eagerness to 

help other 

childr en / 

par ents 

Attr activeness of being 

a gr een par ent

(time and e ff ort)

hygiene / 

safety

concern for 

baby

eagerness

for

new items

engagement 

with parent 

networks

favor 

experience 

over 

possesions

Disruption 

retail/middle 

man

Ethical Price 

understandin

g / focus

interest in 

financial 

planning

financial 

knowledge of 

parents

Conservative attitude 

to mone y (saving 

mone y)

new 

approach/ 

flexibility on 

self-  education

owning a 

house at an 

early age

historical 

socio-  

economic 

observation 

(lookin at 

job perception

as income vs. 

meaning / 

purpose

adaptability 

to co vid in 

work and 

living

quality of 

working from 

home 

conditions

awareness & 

support of 

new social 

equality

solutions

participation 

and activism 

towards social 

change

Mothers e xpectations
socially 

constructed 

image of 

GenZ (has it 

all)

self-  imposed

pr essur e

pressure from 

their partners

physical 

problems

postpatrum

information

about loss of 

libido

Loss of libido

disappointm

ent and 

concern after 

birth

management 

of changes 

link ed to 

par enthood

help to the 

woman with 

se xuality

management 

of couple 

r elationship 

consumption 

and use of 

animal based 

products

Environmenta

l impact of 

food 

production

sterilization of 

baby products

food circular 

ecnonomy 

(localised, bio-  

based, 

regenative 

Healthiness of food

convenience 

of food

transparency 

about food 

ingredients, 

sourcing and 

package

level of 

processing of 

food and 

beverages

food purchase 

decisions for a 

particular type 

of food

adoption of 

high-  protein, 

low-  carb diet

Adoption of plant-  based 

diet adoption of 

sugar-  reduced 

diet

Nutritional de fi cit

distrust 

to war ds 

pediatricians

mater al BMI 

(obese 

woman)

Pediatrician ’s 

kno wledge of 

a vegan diet

alternative 

source of 

information 

on vegan diet

confusion 

about what to 

eat

amount of fad 

diets on 

socials
complication 

in pr egnancy 

and delivery

Consumers kno wledge on 

healthy plant-  based diet

Br east feeding

protection 

and better 

health for 

mother and 

baby

Connection 

between 

mother and 

child

hassle of 

bottle 

preparation

realness of 

environmenta

l bene fits / 

structural 

solutions

travel

Philips ESG 

goals and 

leadership 

commitment

Philips ambition 

to be THE 

sustainable 

healthtech 

brand

understanding and 

consolidation of 

consumer 

expectations on 

sustainability

consumers 

asking to be 

involved

Philips position 

against 

greenwashing

Sustainable impact of 

Philips

customer 

criticism on 

greenwashin

g

differentiatio

n from 

competitors

I&S 

collaboration 

and role 

de finition

pro-  active role 

of Research on 

tech enabling 

sustainability

new business 

models

amount of 

sustainable 

ideas 

transferred to 

the business

collaboration 

between I&S 

and the 

business

ressources 

(time and 

money) to 

activate 

circularity

partnerships 

(with 

suppliers, 

distribution...

)

rethinking of 

supply chain

sustainability 

KPIs

Implementation of 

sustainability solution

embedment of 

sustainability 

criteria into the 

process (VPC, 

AD, PDLM)

allocation of a 

cross-  functional 

sustainability 

team

sustainability 

vision and 

roadmap

MCC 

products 

temporary 

use

Easiness of 

implementing cir cular 

models

MCC target 

group interest 

in conscious 

consumption

demand for 

natural 

products

consumers' 

demand for socially 

and 

environmentally 

responsible brands

consumers' 

awareness of 

impact of single 

use  products

medical 

products 

material 

requirements

price of eco 

or recycled 

plastics

Holistic family active 

management (taking 

contr ol o wn and their 

family 's well-  being)

health care 

costs

HC providers 

focus on 

value rather 

than routine 

tasks

quality of 

professional 

care

strain HC 

system / 

pressure 

workforce

Convenience 

for the 

consumer

holistic view 

of patient 

wellness & 

lifestyle by 

care provider

(improved) 

data sharing

connection 

between 

physician/pro

viders with 

patients

capability of 

treating 

underlying 

health issues

patient 

engagement

adher ence to 

lifestyle 

choices and 

pr eventative 

car e 

collaboration 

HC provider & 

insurance 

company

new 

interaction 

technolgies

r emote 

accessibility 

to diagnosis 

tools (for 

less tr ained 

r emote 

pr enatal 

car e

in-  offi ce 

visits for 

pr egnant 

woman

Risk of 

infection

ease 

monitoring 

sick children

pediatric 

telehealth

acceptance of 

virtual 

technology

Use and availability of 

telemedicine

(domestic 

violence)

shopping 

inspiration

Customer 's 

r eceptivenes

s to br and

organic 

content

willingness 

of br ands to 

co ver up past 

(harmful) 

actions

Concern / awar eness 

about climate change

Prioritization of actions 

to pr otect envir onment 

and fi ght climate change 

(of GenZ)

Gr eenwashing

recommendat

ions for 

purchasing 

from social 

media feeds 

Health care 

democratizati

on

racial equity

Desir e to become a 

gr een par ent

Consumerism and 

over-  consumption

Philips vision of 

a shared 

responsability 

with consumers

support in 

achieving 

personal goals 

by the brand

resistance to 

restrictive 

labels

Fluidity in gender, 

se xuality , personal 

br and...

feeling of 

contr ol of 

body image 

(girls)

emotional 

resilience of 

baby

duration of 

breast-  feeding

Challenge in fi nding a 

job

Number of childr en

Adoption of e xisting 

envir onment-  pr oof 

solutions (i.e. cloath 

diapers)

appetite for 
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consumers

ne w

sustainable 

solutions / 
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(i.e. 

meditation

Mental health and str ess 

active management

negativity of 

perception of 

easiness of 
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parents

nostalgic 

pleasure of 

finding 
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products

Feeling of 

being in a 

group

Consumers 

feeling part 

of the change

authenticity of 

brand

Digital life 
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Need for 
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Amount of 

analog 
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introduction 
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digital worlds
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seeing and 
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product
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E- commerce

consideration 
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children
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product price

psychosocial 

problems
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drive for 

investigation 

(Gen Z)

frustr ation of 
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sharing vs. o wnership 

negativity of view 
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se xuality ...

variable variable

use of online 

platform and 
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world is on 

individual to make a di

purchasing from ethical brands, limiting waste, and eating vegetarian or vegan.

happiness and well- being depend fundamentally on material possessions, which is the main

cause for Earth resources depletion and negative environmental impact.

triggers for over-consumption?

The paradox is that both awareness about climate issues and over- consumption go hand in

. The globally growing middle class increases this trend.

comparison to others results in low self-esteem and a constant unsatisfaction o

feeling of not doing enough. Furthermore, over-consumerism - pulled by socials -

constantly unsatis

(

pandemic has only ampli

children, even to the point that many consider not having children.

and failure.

On the positive side, GenZ is a generation that embodies resilience, is pro- active in

managing their mental health, and open to talk about it.

meditating, sleeping, building self-esteem, and having time to socialize with fam

and friends are seen as key to being healthy and happy.

Contrarily to millennials who seek ful

evidence of their e ectiveness).

short due to lacking alignment with day- to- day behavior.

The holistic approach to life re

leads to high attention for the child's mental health and topics such as con

stress coping, emotional resilience and empathy.

Stress, Anxiety

depression fr

multiple factors

over- 

mentality

Awar

act, belie

individual can mak

di erence

trend

platforms)

Self- empowerment, self- 

management, pro- 

and focus on health

Feeling supported b

community thr

streams and groups

Mental health and str

(tr

meditation, digital deto

activity...)

health

Resilience

Open- mindedness and self- 

expr

oneself) driven by incr

diversity and uidity in r

gender, se

personal identity

and activism towar

envir

change

Preference for br

envir

r

gender- neutral brand voices)

Inter

(peer) in

and sales

brands

skepticism

impact (products, r

waste)
hygiene / safety

concern for ba

over possessions

money)

Holistic family well- 

solutions

 

new items

reuse

THE BATTLE: how to ght the pressur

to have and do it all?

THE INNER CONFLICT: how to act eco- r

while being immersed in triggers for over- consumption?

THE TREASURE: Can we create a ne

ingredients for well- being and sustainable behavior?

good)

green parent

(time and e ort)

appr

desir

social, pr

par

romantic)

alternative medicines

Promotion of br

(e.g. campain)

- for 

Overall GenZ look for e ectiveness, convenience, e

in health services. Half prefer telemedicine to traditional in- person visits.

calling, more e- commerce, but also resulted in more digital detoxes. New

104

The treasure

On one side, we need to help GenZ in nding a balance in their health and well- bein

particularly by supporting their 

a ordable sustainable solutions.

How can these two  goals link and synergize?

they will be more pro-active and empowered towards eco-friendly actions - remembe

that self-management and activism are GenZ's strong points. In turn, if GenZ become

stress and anxiety.

ingredients for healthy people and a healthy planet.



Sustainable life

There are several di
frequently mentioned di
di
the products on your own and using cloth diapers is too much work.

another area where sustainability is di

Keeping the di
interviews conducted, 2 main speci cations of privilege could be identi ed..
Money
farmers markets, which requires a higher income.

environment to learn about sustainability.

Short time consumption

identi

food processors, diapers and paci

choice of products. It is very di

ones are needed.

short- 

de nition of sustainability of some parents.

every child is di
of the products needed even more di

child to child di

not wanting to use paci

di

Compromises

When it comes to the di
behaviour, both parent groups try to 

Two parents (4I_KM_2302, 2I_M_1602) speci

However, theory and reality are two di

frequent strategy of compromise identi

Further, some parents explained that they try not to 

their child would like to have and try to 

Others needs

products the children get. This has been identi ed as a con
between the generations, where di

explained that the mother- in- 
being poor. In 4I_KM_2302, the mother- in- 
as low in quality. Presents are a di

00:45:29.610

to use.

8I_G_2802 Segmentation

00:50:44.520

but I don't know if you know him. you know him. He is Swedish and his 

thing. This is very interesting, and I do think if you create o

consumption, fast fashion paradigms that we still live in.

8I_G_2802

when looking for products

In
becoming parent

for themselfs

00:44:14 Speaker 3

ich muss mal sagen, dass wir halt einfach die 

eigentlich so sagen. Das ist bei uns einfach so.

4I_KM_2302

00:21:47 Speaker 3

Willhaben - Klassiker.

7I_L_2402

00:32:30 Speaker L

ich 

unterstützen, wenn es was Neues sein muss.

7I_L_2402

00:19:22 Speaker 3

machen. Das ist wichtig.

7I_L_2402

00:02:26 Speaker E

begleiten, dass man sich selber einfach auch voll weiterentwickeln muss und o

einfach so waren. Das andere ist aber ganz anders.

5I_E_2302

00:24:24 Speaker E

ist auf mein Leben.

5I_E_2302

00:17:40 Speaker 1

Nachhaltigkeit ein Verzicht?

00:17:54 Speaker 2

mehr so ne.

7I_L_2402

Second Hand

Criteria

00:22:31 Speaker 3

uns wieder mit einer entschieden.

7I_L_2402

00:24:03 Speaker 2

die ihr dann nachhaltige Alternativen sucht?

00:24:13 Speaker L

wahrscheinlich nicht gebraucht kaufen. Oder Baby

Sachen, die eben hygienisch rein sein soll.

00:24:38 Speaker 2

keine Bakterien sind und es hygenisch ist?

00:24:52 Speaker 3

Ja genau.

7I_L_2402

Pressure
Sustainability

00:26:46 L:

Druck gespürt. Mhm mittlerweile muss ich sagen nicht mehr.

00:26:56 E:

Okay, kannst du erklären wo, woher der Druck beim ersten Kind gekommen ist?

00:27:08 L:

Inspirationsquelle.

7I_L_2402

Parenthood

00:27:53 Speaker E

Erziehungsmethoden hast und was weiß ich?

00:28:25 Speaker L

die Sto

war oder ist. Mittlerweile hat sich das aber verändert also.

00:29:25 Speaker E

man fand es ein bisschen komisch und jetzt 

du das machst?

00:29:35 Speaker L

Genau und es machen auch mehr mit!

7I_L_2402

00:29:51 Speaker L

man dann Druck spürt

7I_L_2402

00:36:30 Speaker E

Elternteil zu sein?

00:37:30 Speaker L

de

Also, sobald das Umdenken stattgefunden hat, 

ich dich auf jeden Fall einfacher aus vorher.

7I_L_2402
lifestyle easier

00:03:01 Speaker L

bin.

7I_L_2402

00:12:28 Speaker L

immer gut geht.

7I_L_2402

00:06:21 Speaker L

P anzen an, wir p

mitmachen.

7I_L_2402

mindset

00:10:14 Speaker L

leben.

7I_L_2402

00:09:15 Speaker L

muss ja.

7I_L_2402

00:07:45 Speaker L

da kommen immer wieder neue dazu.

7I_L_2402

as a process

00:07:45 Speaker L

da kommen immer wieder neue dazu.

7I_L_2402

generations

Di culties

actions

00:15:48 Speaker L
Ich versuchs schon, aber ich 

sonst führt es irgendwo hin

7I_L_2402

00:14:46 Speaker E

für dich?

00:15:26 Speaker L

nicht spurlos an mir vorbei.

7I_L_2402

Climate crisis

Every child is di

solution, which ts all

00:06:48 Speaker E

Eltern besonders eben Mütter ausgesetzt sind. Was eben Kindererziehung betri

quasi hauptberu

das einfach kaum Anerkennung 

also auch das Thema Care Arbeit und Mental Load ganz stark dazukommen.

5I_E_2302

Load

00:08:17 Speaker E

nebenbei im Kopf laufen, dass die überhaupt keine Anerkennung 

eben auch sehr belastend im gesamten Leben. Was sich eben dann da 

aufs Ganze.

5I_E_2302

00:09:54 Speaker E

so dieser Schatten, der irgendwie 

einfach.

5I_E_2302

sustainabale

00:11:37 Speaker E

es ist ein Weg, aber ich 

nur sehr wenig oder zu wenig.

5I_E_2302

00:11:37 Speaker E

notwendig wäre.

5I_E_2302

is a privileg

00:17:59 Speaker E

sagen oder eigentlich relativ häu

direkt in der Stadt.

5I_E_2302

00:21:16 Speaker E

jetzt keine Angst, die mich schla

das ist einfach nicht eine gute Zeit dafür.

5I_E_2302

Also ich hab einfach e

und auch schon wieder egal sein.  Aber in die Ur- 

einfach einen Krieg gibt, also einen Krieg um Ressourcen, um einen Rohsto

00:24:24 Speaker E

möglich, dass ihr nichts gemacht hat?

5I_E_2302

00:27:27 Speaker E

Nachhaltigkeit.

7I_L_2402

00:27:27 Speaker E

Möglichkeiten zu nden (...)

5I_E_2302

00:30:48 Speaker E

sinnvoll, aber vor allem was die Müll Produktion betri

unglaublich viel weniger Müll den du hast, wenn du mit Sto

rede...Warum Sto

Unterschied.

5I_E_2302

00:33:01 Speaker E

immer die Inhaltssto

hergestellten Produkten.

5I_E_2302

00:33:01 Speaker E

Wie schaut es eben aus mit Schadsto en in den Einzelteilen... also Schadsto

Meer haben als Fische.

5I_E_2302

00:44:51 Speaker E

eben genau auf mein Ansatz, dass ich 

Tausende Kleidungsstücke auf der Welt die einfach.

5I_E_2302

00:52:00 Speaker E

habe das für mich ganz klar so re

sehen.

5I_E_2302

Egoism

Presents
00:52:00 Speaker E

Also da habe ich Ihnen einmal einen großen Kon

auf die Qualität und Tchibo ist ja irgendwas bio bla bla.

5I_E_2302

Con
generations

plötzlich voll ange

haben. Auch wieder verletztes Kind und eigene Bedürfnisse Befriedigen.

5I_E_2302

00:53:16 Speaker M

Ich glaub, das liegt ganz klar an der an der Informationsbescha

haben Sie EIN Buch gehabt, wir haben...

00:53:41 Speaker K

Oder Sie haben alles so gemacht wie ihre Eltern.

00:53:42 Speaker M

erst wieder 

viele Sachen, die funktionieren aber.

4I_KM_2302

00:55:49 Speaker E

Ho nung auch eben das sieht das voll gut 

keinen Fortschritt und sie sieht das im Kleinen halt. Aber sie 

nicht, was reicht es nicht einmal, wenn Österreich irgendwas ändert.

5I_E_2302

00:02:08 Speaker K

alles um sie dreht

4I_KM_2302

00:03:11 Speaker M

Ende
draufgeht. Klingt zwar blöd...

4I_KM_2302

Pressure
Time

00:04:19 Speaker M

ganz, ganz wichtig wann kann man jemanden tre

Deshalb ist die Uhr für mich sehr...

4I_KM_2302

00:05:05 Speaker K

noch die außer zu Hause...die Arbeit.

4I_KM_2302

00:08:34 Speaker K

irgendwie und wie mann es machen soll.

00:08:46 Speaker 2

Was für Erwartungen sind da?

00:08:52 Speaker K

Ja, mann...es weiß halt jeder am besten wie man.

(Das Bild war falsch und das richtige wird gefunden)

, manchmal.

4I_KM_2302

right decision

00:11:25 Speaker K

Zeug gekauft für sie bis jetzt.

5I_E_2302

00:11:25 Speaker K

Sachen haben (...)

4I_KM_2302

00:14:49 Speaker K

muss praktisch ein.

00:14:52 Speaker M

also es muss...

4I_KM_2302

00:16:12 Speaker K

härteste Lock Down überhaupt dann. Und ja. Es hat einfach gar nichts o

ich so wollen hätte, aber das ist... hat sich dann so ergeben.

4I_KM_2302

00:19:31 Speaker K

beantworten.

4I_KM_2302

00:21:17 Speaker K

Welt.

4I_KM_2302

Preperation

time

00:27:22 Speaker K

jetzt ein Jahr her.

4I_KM_2302

00:27:50 Speaker K

tun.

4I_KM_2302

00:28:18 Speaker K

auch für den Rücken am besten ist (...)

4I_KM_2302

00:29:02 Speaker M

war die Nachhaltigkeit nicht in den Vordergrund.

00:29:12 Speaker K

Anfang und lange Strecken und Auto fahren.

00:29:26 Speaker M

irgendwas also.

00:29:31 Speaker K

So eine Garantie also.

00:29:34 Speaker M

Dann wollten wir einfach...

4I_KM_2302

00:31:00 Speaker 4

uns noch wichtig ist.
00:31:10 Speaker M

Qualität.
00:31:11 Speaker K

zusammen hilft.
00:31:12 Speaker M

Qualität der Materialien. So a bissl...

4I_KM_2302

00:31:22 Speaker K

steht. Aber... .

4I_KM_2302

00:31:34 Speaker M

auch nicht irgendein Plastikteil kauft, sondern dann halt...

4I_KM_2302

00:32:47 Speaker 3

Nachhaltigkeit noch interessant ist, und ich 

gebaut, und das haltet auch ewig ja. Und solche Sachen.

00:33:25 Speaker 4

Den kann sie jetzt 10 Jahre benutzen.

00:33:26 Speaker 3

ein wichtiger Punkt.

4I_KM_2302

00:33:43 Speaker K

das das hat 50€ kostet.  Nur diese Sitzau

shcon wurscht ist, sie rutscht nicht mehr weg oder so.

4I_KM_2302

00:36:11 Speaker K

günstiger aber halt nicht schlechter deswegen. Also...

4I_KM_2302

00:39:00 Speaker M

zurückzukommen. Ich 

was ist am Anfang gesagt? Mit Nachhaltigkeit im Kon

Qualität schaut.

4I_KM_2302

Brands

00:40:53 Speaker 4

gebraucht und halt nicht zu viel aus und deshalb...

00:41:02 Speaker 3

Nein, absolut. Ja, das ist alles Luxus, das darf man nicht...

00:41:19 Speaker 4

dem Segment von Sachen schwieriger.

4I_KM_2302

Money

00:41:57 Speaker M

ich weiß aber aber, aber das hat schon was...

4I_KM_2302

00:45:02 Speaker K

und das war schon gebraucht.

4I_KM_2302

00:48:03 Speaker K

leichter ins Auto kann. Und auch weniger gekostet hat.

00:48:20 Speaker M

Media hat für mich 0 Ein uss. 0 .

4I_KM_2302

leicht macht.

7I_L_2402

00:50:13 Speaker M

wollen eigentlich... .Ja, halt, sie haben es ja auch gescha

wissen wir einfach, warum manche Sachen zwar im Ende

den mit den Eltern.

00:51:45 Speaker K

Und auch Abgrenzungsarbeit mit sich selbst.

4I_KM_2302

00:51:59 Speaker K

machen.

00:52:12 Speaker M

so auf einen....

4I_KM_2302 Segmentation

00:54:40 Speaker K

anfangen können.

4I_KM_2302

00:08:44.340

very impressive how our son sees the world and

and life and family, relatives, commitments friends- 

that you're not able to do right now.

8I_G_2802

Da sein
00:10:06.810

always works. But when it works it is nice

8I_G_2802

00:13:31.500

that you can look at it di
di

to lean

generations

8I_G_2802

00:13:31.500

want to use. Whatever that be...food, water.

8I_G_2802

00:13:31.500

is very aware of that.

8I_G_2802

00:13:31.500

F:

well.

8I_G_2802

sustainability

00:25:44.250

of.

00:26:16.290

but also Corporate Social Responsibility yeah.

8I_G_2802

00:26:51.630

because that's a few cents cheaper.

8I_G_2802

00:28:35.670

children.

8I_G_2802

planet, so that there's still a planet to live on.

8I_G_2802

00:31:35.970

tools to tranquilize yourself. Social media this endless crawling just...

Gabi: You just lose yourself in that instant grati

change it scroll, tinder there is the next one .

8I_G_2802

00:42:58.320

also to pass the stu

in Austria

8I_G_2802

  00:44:57.810

clothes and also the toys.

8I_G_2802

00:46:18.870

for two more

8I_G_2802

00:47:52.050

and di

got broke...or I think reviews...

8I_G_2802

00:58:46.860

do think that o

like reusable diapers.

00: 59:31

Gabi: I did feel pressure that we didn't use reusable diapers.

00:59:33.480

Felix: yeah it's about it's about striking a balance.

00:59:38.700

some parents, dosen't work for everybody yeah.

8I_G_2802

01:00:09.750

gaby: From other moms from the daycare or the moms that I met on the park.

  01:00:19.140

Elisabeth Tschavgova: And, and how do you handle this pressure?

  01:00:23.850

gaby: Um I use my excuse of german that I didn't really get what they say 

that I haven't tried it. And hope that I don't 

here, at least in Germany, you can feel more pressure than in Mexico, for example.

  01:01:31.500

Elisabeth Tschavgova: yeah and it really comes from the other parents, for you?

01:01:36.180

Gabi: Yeah.

8I_G_2802

 01:04:06.870

that. But at the end of the day, you have to 

is unique and di

good? What actually are the things that I do think are  going to be good for my kid?

8I_G_2802

overload

 01:04:06.870

to 
child is unique and di

don't need this is what I...

8I_G_2802

01:06:00.360

gaby: yeah, it is very di

invested so much time, energy and e

give it a second life and it was used so. I think it's a trial and error, I would say.

8I_G_2802

Trying out

01:07:34.590

worried, I think I would actually look for a di

the kitchen, for example, then okay. Then I will 

do if you do a mistake...do actually try to 

learning experience! I mean it's the 

parent, I'm learning and it's a process. Yes,...you miss it. You don't get it right

8I_G_2802

01:10:07.410

myself...that it is okay to get stu

kitchen that I could learn to do all this stu

biased I don't know... maybe he actually doesn't enjoy as much as I think he does.

8I_G_2802

01:11:48.570

and with my son.

8I_G_2802

00:06:39 Speaker J

Zeit nehmen.

00:06:41 Speaker 1

dieses im Moment da sein.

10I_J_0503

00:07:27 Speaker J

sondern Zeitmanagement, dass man sich das gut einteilt ja.

10I_J_0503

00:09:20 Speaker J

einem Rahmen, der in Ordnung ist.

10I_J_0503

00:09:20 Speaker 3

befassen.

10I_J_0503

00:13:57 Speaker J

einmal gutes Vorbild sein für die Kinder.

10I_J_0503

00:13:57 Speaker J
Zweitens 

soll. Wir leben schon 

uns geht.

10I_J_0503

00:19:07 Speaker J

Druck eher selber.

10I_J_0503

00:20:23 Speaker J

mit den Tieren.

10I_J_0503

00:22:59 Speaker J

Hygiene und so.

10I_J_0503

00:22:59 Speaker J

auf einmal braucht.

00:23:44 Speaker 3

Okay.

00:24:04 Speaker J

ich eben nicht stillen kann und wir was daheim haben. Ja, so P

oder Breimacher. Ich mach mir den Brei dann selber mit Pürierstab?

10I_J_0503 Segmentation

00:25:06 Speaker 1

Sehr, sehr coole bewusste Umgang ja.

00:25:12 Speaker J

die Zimmer Türen o

Leg mich halt vielleicht kurz dazu  und fertig ist das.

10I_J_0503

00:25:52 Speaker J

habe, viel.

8I_G_2802

prevent this

00:25:52 Speaker J

immer die gleiche Flasche.

10I_J_0503

00:30:06 Speaker J

verträgt und so. Probier es natürlich aus, aber im Ende

Mama hat genug Intuition, was ihr Kind braucht, nde ich halt.

10I_J_0503

00:32:00 Speaker J

Philips die Milch Pumpe.

10I_J_0503

00:32:42 Speaker J

einfach Teile nachkaufen kann das war mir wichtig.

10I_J_0503

00:33:18 Speaker J

Genau das würde ich schade 

Ende

dir weiter. Aus dem Grund.

10I_J_0503

00:34:09 Speaker J

unabhängig jetzt als Sto

durchgewaschen.

10I_J_0503

00:34:09 Speaker J

auch diesen Vogel aus Plastik bei uns.

10I_J_0503

00:45:59 Speaker J

Familie generell.

10I_J_0503

00:46:53 Speaker J

zu kaufen. Im Ende

worden.

10I_J_0503

00:03:43 Speaker C

Schatten zu sehen, der sie da angreift oder überrollen möchte au

mich eigentlich.

9I_C_0503

00:05:08 Speaker C

neben dem Eltern sein.

9I_C_0503

00:07:13 Speaker C

Ö

Situationen passieren.

9I_C_0503

00:08:34 Speaker C

überfordert fühlt.

9I_C_0503

Ja schon. Das ist vielleicht ein Begri

gar nicht böse klingen mein Partner hat auch viel zu tun beru

Haushalt nicht im Gri

00:13:20 Speaker C

Okay, ähm, das ist tatsächlich eine richtig schwierige Frage. Aber ich 

Option, nachhaltig Eltern zu sein.

9I_C_0503

00:13:20 Speaker C

muss. Dann ist es besonders schwierig.

9I_C_0503

00:26:16 Speaker C

scha

sollen anstatt den Meeres

versuche ich eigentlich Meeres

Lebens bisschen ändert.

9I_C_0503

00:27:34 Speaker C

hat uns die Pandemie irgendwie angefangen in den Gri

betri

natürlich immer ganz stark drauf an, was einen persönlich gerade beschäftigt.

9I_C_0503 Segmentation

non sustainable

sustainable and non-
sustinable behavior

feasible/actionable

00:33:54 Speaker L

die Arbeitsbedingungen ja.

7I_L_2402

00:20:09 Speaker M

wenn das Kind da ist, möglichst nachhaltig bleiben? Sagen wir mal so.

4I_KM_2302

inside outside weird one

which is rooted from the inside and from the outside.

environment of the parents.

keep it up longer

media world
womanfamily

own family. Speci

high mental load on them

need the product.

used for the 

used further.

help to prevent this

Hygene

convenience

be such a problem

need a product

Safety

A ordability

Origin/

toxinfree

00:33:01 Speaker E

Arbeitsbedingungen.

5I_E_2302

Ergonomical

practical

for their child.

lessoften mentioned in this context.

buy

out di

their child

not feel guilty.

Sustainability

parenthood

perspective.

mindset have fun

00:45:20 Speaker M

einen Grund und was davon muss echt nicht neu sein?

4I_KM_2302

00:17:59 Speaker E

nachhaltiger hergekommen?

5I_E_2302

00:11:06 Speaker J

dir das sagen?

10I_J_0503

in

raises awareness.

sustainable mindset.

childhood as parents had.

and dialog

nature

best for the di

journey.

parenthood

Di

to much work

There are di

behavior in the everyday life.

as separating trash

short term and impact on them

privilege, speci

connected to infromation

statements

00:29:58 Speaker C

ein Baby.

4I_KM_2302

00:33:00 Speaker C

sie nicht unbedingt nötig sind jetzt.

9I_C_0503

00:33:44 Speaker C

Kühlschrank gelagert, das heißt dieses Produkt war völlig über

persönlich auch nicht nochmal kaufen.

9I_C_0503

00:33:44 Speaker C

auch weniger Zeit als beim ersten Kind.

9I_C_0503

00:33:44 Speaker C

unbedingt kaufen.

9I_C_0503

00:35:59 Speaker C

brauch nicht unbedingt.

9I_C_0503

00:37:51 Speaker C

reparieren kann und das 

schwierig aufgrund dieses...ja, dieses Manko. Und das 

ärgerlich, ja.

9I_C_0503

00:39:51 Speaker C

Ja, und zwar wie leicht sich die Produkte p

bekommt. Am Beispiel bei den Milch

auch reparieren kann.

9I_C_0503

00:39:51 Speaker C

gegangen...ist weiß nicht, ob dir das ein Begri

warten und p

an andere Eltern.

9I_C_0503

00:42:22 Speaker C

fühle ich mich tatsächlich wohler, weniger zu haben (...)

ja mach ich mir lieber länger Gedanken über die Dinge, die ich anscha

viele kleine Produkte zu haben, die vielleicht doch gar nicht so nützlich sind.

9I_C_0503

00:42:22 Speaker C

das beim ersten gemacht hab.

9I_C_0503

00:44:22 Speaker C

muss.

9I_C_0503

00:45:47 Speaker C

ist da die richtigen Produkte zu 

zeitaufwendig ist, da das richtige Produkt zu 

nochmal einen neuen Kinderwagen kaufen...einfach aus 

und Energie gibt, die darauf draufgeht.

9I_C_0503

00:45:47 Speaker C

Nachhaltigkeit, der ist sicherlich unterschwellig immer da. Also... .

beschäftigt...oder man denkt schon darüber nach also ich 

schon.

9I_C_0503

00:45:47 Speaker C

Aber noch krasser 

machen, wie tre

gezwungen werden, da nachhaltiger zu agieren.

9I_C_0503

00:45:47 Speaker C

sind, aber dann vielleicht für die Umwelt nicht gut sind.

9I_C_0503

00:21:29 Speaker D

Nachhaltigkeit...ist 

das ist, 

auch eine 

einfach nicht möglich.

6I_DM_2402

00:21:29 Speaker D

wieder aktuell so Sto

halt....

6I_DM_2402

00:22:56 Speaker M

die Sonne legen und es getrocknet. Also ich 

jetzt einfach zu viel.

6I_DM_2402

fürchterlich 

sage, ich habe diese Entscheidung getro

beleidigt. Denk mir oh Gott, das hab ich versagt oder sowas, sondern ich bin immer o

viele Themen gibt, wo man sich aber auch wirklich befassen kann. Und alles scha

00:43:28 Speaker 2
Ja, ja klar, ja ja, das ist verständlich.

(Kind komt um gute Nacht zu sagen)

wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302

an expert

00:23:43 Speaker D

Ja, also für mich ist es ein wichtiges Thema aber schwierig. Und ich 

älter die F. wird, desto...also am Anfang 

dass man da eben auch bespricht mit den Kindern. Und ich 

auch wichtig ist, das ist ja schön, das weiter zu geben genau.

6I_DM_2402

00:25:02 Speaker M

oft Sachen wünscht, die ich dir nähen soll. Wo wir dann zusammen zum Bio Sto

Geschäft fahren und einen Sto  aussuchen, der ihr gefallt. Und also ich 

sich, dann fahrt man dorthin, man sucht sich einen Sto  aus. Der Sto

auch aussuchen können und wie die ausschaut und so also das 

zeigen. Weil bei allen Dingen, die man eben auch wie man p

Sondern aber ich 

zu haben und so es ist in....

6I_DM_2402

nanziellen Pu

das ist nicht günstig. Und das 

auch zu...o Entscheidungen zu tre en.

6I_DM_2402

00:31:01 Speaker D

Mhm ja, ich 

Medienberichterstattung wird. Und ich 

einfach wichtig.

6I_DM_2402

00:37:57 Speaker M

coole Market 
gern auf Willhaben nachkaufen wollen.

00:38:15 Speaker M

die wir Second Hand kaufen.

6I_DM_2402

00:38:32 Speaker M

können, glaub ich. Also ich 

2 dann...Aber ich... .

6I_DM_2402

00:38:32 Speaker M

Produkt und 

gut...

6I_DM_2402

00:38:32 Speaker M

neue Matratze kaufen.

00:39:47 Speaker 2

Warum neue Matratze kaufen?

00:39:53 Speaker M

einem fremden Baby, also das 

hygienisch halt so..

6I_DM_2402

00:40:47 Speaker M
Ja, und ich 
aus Holz gearbeitet ist. Das 

liegen.

6I_DM_2402

Materials

00:42:55 Speaker M

ich super 

mehrere Kinder durchhalten das nde ich super.

6I_DM_2402

00:43:57 Speaker M
Aber das 

weiter so.

6I_DM_2402

00:47:27 Speaker M

haben der Frieda alle überhaupt nicht schmeckt.

6I_DM_2402

00:48:48 Speaker M

wahnsinnig cool 

mehrere Produkte auf dem Markt zum P

allein das Ding zu reinigen ist....

00:49:34 Speaker D

haben wir wenig macht das stimmt schon.

6I_DM_2402

00:50:55 Speaker 2

gut. Also ich 

nanziell auszahlt, das ist schon eine große Menge.

6I_DM_2402

00:54:41 Speaker M

auch mühsam

6I_DM_2402

00:56:34 Speaker D

doch das Geld haben.

6I_DM_2402

00:56:57 Speaker D

als die herkömmlichen Dinge, die man kauft

6I_DM_2402

01:04:04 Speaker 3

so eine Halbwertszeit hat, denken man sich irgendwie...

6I_DM_2402

01:10:06 Speaker M

bestellen als Zeug also, das 

auch. Das müssen wir net über stimulieren.

6I_DM_2402

01:13:19 Speaker D

nicht aufdrängen wollen, oder bla bla bla.

01:14:14 Speaker M

sie...sie haben jetzt für die F. und wir und es waren schon komische Dinge

6I_DM_2402

01:14:31 Speaker D

aber nicht alle so.

6I_DM_2402

00:04:59 Speaker T

Zeitplan.

3I_T_2202

00:06:28 Speaker T

Ja also, ich 

sagen auch jetzt verglichen mit vielen anderen Eltern zum Beispiel 

nde, man muss so ein bisschen so eine Balance 

jetzt im Sinne von ja...ich tre

muss halt jetzt rennen. Das 

also man sollte immer sollte da irgendwie ein bisschen lockerer sein 

ich 

wohl, 

man sich auch nicht stressen...also gleichzeitig also 

einer vietel Stunde auf jeden Fall gar sein sollte.

3I_T_2202 Segmentation

00:15:46 Speaker T

ich 

Eltern...also ich 

Konsumverhalten zu reduzieren.

3I_T_2202

00:18:52 Speaker T

dann noch mit der Mama und dem Papa im Bett schläft.

(...)

00:19:57 Speaker T

Ende

mal einfach abzuwarten, wäre so mein Ansatz.

3I_T_2202 Segmentation

00:20:43 Speaker T

schon gekauft und irgendwann werden sie dann ho

nach.

3I_T_2202

00:24:06 Speaker T

Aufbau...man muss das alles 

braucht und dann ist halt aber halt viel dabei was man nicht unbedingt braucht.

3I_T_2202

00:24:06 Speaker T

Ende

tun. Und genau also eigentlich ist das, nde ich, ist auch was also die De

ist, dass man sie braucht.

3I_T_2202

00:27:47 Speaker T

Trendhaltung und dann wird auch einfach vorde

wickeln mit Sto

Umwelt zugutekommt und Sto

Sto

man einen Kasten voll mit Sto

verwendet aber dann im Ende ekt eh die ganze Zeit Pampers.

3I_T_2202

00:27:47 Speaker T

Leute, dann halt dann einmal 3 Sto

Sto

werden nicht verwendet. Also so genau.

3I_T_2202

00:38:54 Speaker T

Ja, also, ich würde sagen, de

ist man in dem  Abschnitt einfach immer ausgesetzt. Und das 

stehen.

3I_T_2202

00:43:52 Speaker T

hinaus zu leben. Und also ich nd das...wenn...ich 

aus

ja...also ich 

halt....also ich nd...

3I_T_2202

00:43:52 Speaker T

mitzugeben.

6I_DM_2402

01:06:05 Speaker T

mir jetzt voll zugute kommt.

3I_T_2202

Ratgeber nachzulesen und machen im Ende

allem auch dieses immer...so weiß ich nicht so dieses also ich 

so blöd gefunden. Dass ich das einfach nur blöd 

01:11:20 Speaker T

später.

3I_T_2202

00:03:54 Speaker I

Meinung nach wichtig ist, also ich 

muss aber auch...hmmm...

1I_I_1502

00:03:54 Speaker I

für sich selbst. Also ich nde, dass das 

back red ja. Du weißt was ich meine? Im Ende

das 

genau, ach ja...

1I_I_1502

00:03:54 Speaker I

Zeit für mich selbst. Und daher 

selber übrigbleibt.

1I_I_1502

00:07:49 Speaker I

sagen hätte ich mir auch nicht vorgestellt. Das geht wirklich ganz, ganz 

schon selbst sehr re

mache. Und das passiert mir wirklich ganz häu

auch dein Ding sein muss.

1I_I_1502

00:09:28 Speaker I

Also das ist der größte, würde ich auf jeden Fall einmal sagen, das ist de

tri

passiert aber...Man erlebt so na...es ist der schwierig.

1I_I_1502

00:22:59 Speaker I

manchmal so, dass ich Dinge wegschmeiße, wenn ich sie am Wegesrand 

auch nachhaltig zu sein. So gut es geht.

1I_I_1502

00:25:45 Speaker I

kaufen, oder sich holen. Und das ist für mich in dem Sinne auch Nachhaltigkeit.

1I_I_1502

00:27:01 Speaker I

zum Beispiel.

1I_I_1502

00:27:01 Speaker I

also... außer wenn es jetzt nicht 

arbeitet, dass man da vielleicht auch dieses Bild verändert?

1I_I_1502

00:34:23 Speaker I

meine?

1I_I_1502

00:34:23 Speaker I

Dinge sehe ich nicht ein neu zu kaufen oder zumindest 

unnötig das neu zu kaufen.

1I_I_1502

00:35:43 Speaker I

gar nicht.

1I_I_1502

So wie diesen Sterilisator und den Flaschenwärmer hab ich nie verwendet.

00:36:19 Speaker 3

Warum?

00:36:21 Speaker 1

daheim liegen. Die nicht genutzt wird.

1I_I_1502

00:38:02 Speaker 1

und eben auch kau

und ich hab die Inhaltssto

da denke ich, sollte man einfach nachdenken, also nicht alles bereitwillig kaufen.

1I_I_1502

00:40:52 Speaker I

ist. Also ich merk de

ist auf jeden Fall vorhanden.

7I_L_2402

00:43:21 Speaker I

und das Ganze.

1I_I_1502

00:43:55 Speaker I

Kindes Willen, weißt du was ich mein?

1I_I_1502

00:45:15 Speaker I

emp

wirklich an, weil sie o

eben das nächste.

1I_I_1502

00:47:14 Speaker 1

freut sie sich und im Ende

umadum unnötig und es wird keine Ahnung.

1I_I_1502

00:03:12 Speaker M

Und du, ich 

aus dem Bilderbuch und ja, deswegen 

es ist für mich ein kitschiges Mama- Kind- 

will, sie wehren sich noch nicht.

2I_M_1602 Segmentation

00:12:06 Speaker M

umsetzbar.

2I_M_1602

00:12:06 Speaker M

kann, was ich mit Leichtigkeit und gern tu.

gibt es irgendwann ganz auf.

2I_M_1602

00:12:06 Speaker M

Kost- Nix- 

bezahlen. Und da haben wir auch einiges aus dem Kost- Nix- 

für Leute, die uns verschenken wollen. Im Ende

die Hälfte der Sto -....oder eben fast alle der Sto

bekommen und dann ein paar neue einfach auch.

2I_M_1602

00:19:43 Speaker M

müsste, wo ich nicht weiß, wie das hergestellt worden ist.

2I_M_1602

00:25:08 Speaker M

braucht es auch nicht mehr zurück.

2I_M_1602

00:26:10 Speaker M

schon zumindest relativ ja natürlich. Aus Plastik ist es im Ende

gibt! Aber wir haben eben 2 davon und ho

Monatsabschnitten.

2I_M_1602

00:26:10 Speaker M

kaufen.

2I_M_1602

00:28:25 Speaker M

an zweiter Stelle.

2I_M_1602

00:28:25 Speaker M

was ist so am besten

2I_M_1602

cild

00:43:17 Speaker 4

verloren...aber was sie meinen halt alle gut.

2I_M_1602

00:45:37 Speaker 4

komplett wurscht.

2I_M_1602

00:51:19 Speaker M
Ne, im Ende

möglich ist und ho
anderen das auch wichtig ist.

2I_M_1602

00:52:21 Speaker M

so gegenseitig aufgeschaukelt.

2I_M_1602

00:53:35 Speaker M

man hat es halt dann doch im Mund.

2I_M_1602

00:51:31 Speaker M

Großeltern in der Stadt oder so...

6I_DM_2402 Segmentation

00:19:07 Speaker J

würde mir jetzt niemand einfallen.

10I_J_0503 Segmentation

00:45:08 Speaker J

das Thema sie einlassen kann einfach.

10I_J_0503

00:51:59 Speaker K

machen.

00:52:12 Speaker M

so auf einen....

4I_KM_2302

01:06:05 Speaker T

Nachhinein anzweifeln, wie ich was gemacht hab.

3I_T_2202 Segmentation

management

yourself

di

the kid

Longlasting

00:23:46 Speaker 2

interessant, weil es günstiger ist?

00:24:01 Speaker L
Beides.

7I_L_2402

00:54:41 Speaker M

auch mühsam

6I_DM_2402

00:27:27 Speaker E

Nachhaltigkeit.

7I_L_2402

00:23:32 Speaker L

verwenden kann.

7I_L_2402

00:23:46 Speaker 2

interessant, weil es günstiger ist?

00:24:01 Speaker L
Beides.

7I_L_2402

00:33:01 Speaker E

Wie schaut es eben aus mit Schadsto en in den Einzelteilen... also Schadsto

Meer haben als Fische.

5I_E_2302

con

in second hand

reparable)

00:37:51 Speaker C

vermeiden.

9I_C_0503

00:23:32 Speaker 3

abzuholen.

00:31:00 Speaker 4

uns noch wichtig ist.
00:31:10 Speaker M

Qualität.
00:31:11 Speaker K

zusammen hilft.
00:31:12 Speaker M

Qualität der Materialien. So a bissl...

4I_KM_2302

00:32:47 Speaker K

ja. Und solche Sachen.
00:33:25 Speaker M

Den kann sie jetzt 10 Jahre benutzen.

4I_KM_2302

00:32:47 Speaker 3

ja. Und solche Sachen.

4I_KM_2302

it is long lasting

Other
Genderneutral

Buying sustainable products

speci
close contact with body liquids, e.g., paci

that they like to use durable high- 

which the product was produced. Safety was identi

sustainability and includes ergonomic aspects

Pressure

Within this user research three di
for parents were identi

other hand, this pressure comes from outside in
well, such as other parents.

of time for the individual parent, speci

constant criticism.

themselfs a new way

00:42:44 Speaker J

wird...hätte mir geholfen als Mama.

10I_J_0503

00:42:44 Speaker J

Notfall auch zurückgeben.

10I_J_0503

information

00:34:23 Speaker I

meine?

1I_I_1502

00:30:45 Speaker L

Möglichkeiten, wie man nachhaltig sein kann.

00:30:59 Speaker E

jeder für sich sein Weg nden kann?

00:31:06 Speaker L

Genau einfach ausprobieren, ja.

7I_L_2402

becoming parent.

00:22:47.970

learning to pour things and that's funny and then the glass doesn't break.

8I_G_2802

00:22:47.970

reduce as easily as he does.

8I_G_2802

00:40:44 Speaker T

sich entschieden fürs Sto

denen und jetzt zum Beispiel habe ich ihnen dann...also ich hab so ein paar Sto

Also deine Sto

Freude. Während die Freundin von mir die halt, die super Sto

und die nie verwendet. Und eben nagelneu, die super Sto

Supermensch...diese super Mama sein zu wollen. Dann im Ende

nicht verwendet und nicht scha

Hut ab und Wow und ich bewundere es voll wie sie das macht.

3I_T_2202 Segmentation

Skianzug halt nix. Aber die Oma möchte unbedingt ein Geschenk im April einpacken, also muss man sich irgendwas überlegen und da gibt es dann schon... ich 

dieses Rausräumen, dann legst du viel am Boden und alles wieder weg nehmen und so. Der Haufen an Sto , Tieren oder sowas...Sto

erlaubt. Eigentlich die Kinder haben glaub ich 4 oder 5 Sto

neuen Sto

nicht. Dann liegt es wieder nur in der Ecke oder du kaufst dir irgendeinen blöden Sack dazu, den du dann nur alle Sto

00:33:00 Speaker C

sie nicht unbedingt nötig sind jetzt.

9I_C_0503

climate crisis in general is a major concern and has grown since the arrival of their 

generation marks the rst generation which has worse prospects than the previous generations.

awareness of their children through experiences and nature- 

education by explaining the di

sustainable behaviours internalised.

corporate social responsibility in general.

steps in di

really needed, making compromises, buying second hand, education though courses, 
how sustainability makes everyday life easier (e.g., less trash, fewer things to carry), 
own personal approach and starting with the 

00:14:40 Speaker M

auch ein Anliegen, ja.

6I_DM_2402

01:01:00 Speaker T

Also ich nd das also das....

was auszumachen.

3I_T_2202

00:18:30 Speaker M

funktioniert und jetzt sag mal.

4I_KM_2302

00:38:21 Speaker L

Sto

ganz viel Second Hand kauft.

7I_L_2402

Sustainability

Social Media

con rmed the in
trust and in

speci

and that it has in

Lastly, the relevance of an o

00:11:37 Speaker E

(...)Ich nde, das braucht viel mehr Anstrengung und ich 

auch auf jeden Fall von der Politik kommen müsste. Weil ich nicht 

echt es geht nicht mehr, aber eben andererseits kann man halt 

Verantwortung gezogen werden und so.

5I_E_2302

00:06:02 Speaker K

Das ist halt jetzt gerade so...

4I_KM_2302

00:42:50 Speaker K

gebraucht.

4I_KM_2302

00:42:12 Speaker J

braucht sie keine Barbie Puppe.

10I_J_0503

00:17:22 Speaker 2

Kompromiss zu nden.

7I_L_2402

00:24:55 Speaker 2

tiktok...generell so Social Media eine Rolle, was für Produkte ihr da raussucht?

00:25:16 Speaker L

Ja schon also dann lassen die manchmal schon beein

kennen, also die Elly zum Beispiel.

7I_L_2402

00:25:40 Speaker 2

mit denen du dich austauschen kannst oder auf anderen Papas?

00:25:51 Speaker 3

Genau ja.

00:25:53 Speaker 2

Ja, und? Und haben alle ähnliche Werte wie du also so im Bereich Nachhaltigkeit?

00:26:03 Speaker 3

Nicht alle. Aber ich würde sagen, der Großteil schon ja.

7I_L_2402

In
social media

(o ine)

00:30:45 Speaker L

Möglichkeiten, wie man nachhaltig sein kann.

00:30:59 Speaker E

jeder für sich sein Weg nden kann?

00:31:06 Speaker L

Genau einfach ausprobieren, ja.

7I_L_2402

lot of e ort

00:33:20 Speaker E

ganze Informationssuche?

00:33:37 Speaker L
Es ist de nitiv mit Aufwand verbunden.

7I_L_2402

Identi

product

information

00:39:17 Speaker E

paar Tipps, die du geben würdest?

00:39:29 Speaker L

Händler meines Vertrauens bestellen kann?

7I_L_2402

00:37:58 Speaker E

für Tipps würdest du da geben?

00:38:21 Speaker L

Ah, ich würde mit Baby Steps anfangen. Die Klassiker, wie mit Sto

Glas aschen umsteigen oder wen es interessiert Sto

das wären so die ersten Schritte würd eich sagen

7I_L_2402

00:33:40 Speaker E

kannst gut raus

nicht? Was sind deine Kriterien?

00:33:54 Speaker L

ich einmal auf einfache Lösungen zurück .

7I_L_2402

needed to 
right information

00:33:40 Speaker E

das Gefühl du kannst gut raus

sind deine Kriterien?

00:33:54 Speaker L

waren die Arbeitsbedingungen ja.

7I_L_2402

00:33:40 Speaker E

Ja, ja und wie gehts dir damit? Hast du das Gefühl du kannst gut raus

etwas nachhaltige ist oder nicht? Was sind deine Kriterien?

00:33:54 Speaker L

Wie waren die Arbeitsbedingungen ja.

00:34:29 Speaker E

Und 

Arbeitsbedingungen ist das einfach rauszu nden?

00:34:37 Speaker L

heraus zu nden, ja.

7I_L_2402

trust

00:34:57 Speaker E

da irgendwelche Faktoren, die dir da helfen das zu verstehen?

00:35:15 Speaker L

Manchmal ist es de nitiv vertrauen, ja. Ja, wenn ich es wirklich nicht außer 

braucht wird dann vertrau ich drauf.

00:35:44 Speaker L

weniger?

00:36:00 Speaker E

Durch O

worden. Das scha

kann man sich natürlich nie.

7I_L_2402

00:04:38 Speaker L

und gep

Respekt behandeln soll.

7I_L_2402

00:05:28 Speaker L

draußen sind...

7I_L_2402

00:13:08 Speaker L

keine ö

eigentlich.

7I_L_2402

00:14:04 Speaker L

hauptsächlich gebraucht kaufen.

7I_L_2402

00:16:36 Speaker L

oder...ja so Müll- Aufsammel- Spiel.

7I_L_2402

das Miteinander betri t. Also ich 

sagt veganes Essen, was hier einfach nur p

00:11:37 Speaker E

eigenen Energie Pensum...ist auch Privilegien Frage 

aber eben nicht ganz  so einfach.

5I_E_2302

Reseach
00:27:27 Speaker E

Experten gefragt (...)

5I_E_2302

00:27:27 Speaker E

Kinder.

5I_E_2302

00:32:10 Speaker E

Sto

vielleicht noch nach hinterfragt...

5I_E_2302

00:33:01 Speaker E

haben ja Zerti

kann ja keine Aussage.

5I_E_2302

Zerti kate

00:35:29 Speaker 3

mit Erdöl ist oder nicht oder sowas oder mit Parfumsto

mega viele Farben drin interessiert mich das halt nicht. Genau

5I_E_2302

00:37:06 Speaker E

Instagram also ich nd diesen Begri  Sinn

irgendwann vertrauen.

5I_E_2302

00:37:06 Speaker E

dieses Vertrauen auch hab.

5I_E_2302

00:37:06 Speaker E

dann 

worauf muss man achten. Und da braucht es dnn 

und von dem man weiss, der kann Studien lesen.

5I_E_2302

Scienti
Articles/Studiesexperts

fürchterlich 

sage, ich habe diese Entscheidung getro

beleidigt. Denk mir oh Gott, das hab ich versagt oder sowas, sondern ich bin immer o

viele Themen gibt, wo man sich aber auch wirklich befassen kann. Und alles scha

00:43:28 Speaker 2
Ja, ja klar, ja ja, das ist verständlich.

(Kind komt um gute Nacht zu sagen)

wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302

00:58:31 Speaker E

reinschauen und hab 10 Pro

mein Pro

kriegen angezeigt, wie sie cool nach Dubai 

zum Beispiel und wie toll das ist und so.

5I_E_2302

00:58:31 Speaker E

(erzählt Geschichte aus der Arbeit)

als dieser Nachbar? Damit ist das Gewissen schon beruhigt.

01:02:30 Speaker 2

und sein eigenes Umfeld dann.

5I_E_2302

00:11:25 Speaker K

unser Konsumverhalten was die Kleine betri

bin ich nicht nur, aber auch prägt.

4I_KM_2302

00:12:51 Speaker M

Muss man sagen also. Die Sto

zusammengebracht. Also Sto

weiter. Also wir kriegen das...

00:13:59 Speaker K

Und sie hat Blätter drauf! Schöne grüne Blätter.

00:14:01 Speaker M

zumindest...

00:14:08 Speaker K

neutral.

4I_KM_2302

00:14:16 Speaker M

kommen sind die man sich vorher nicht so gedacht hat.

4I_KM_2302

00:14:52 Speaker M

wie zum Beispiel Sto

anderes, außer Windeln waschen

4I_KM_2302

gemacht über das Ganze.

00:15:53 Speaker K

vorgenommen haben, ist dann im Ende ekt nicht.

00:15:58 Speaker M

vorgenommen.

4I_KM_2302

00:17:38 Speaker M

ungefähr und.. .

4I_KM_2302

00:18:30 Speaker M

und die Verpackung ist auch B zerti

mal.

4I_KM_2302

00:20:09 Speaker M

wenn das Kind da ist, möglichst nachhaltig bleiben? Sagen wir mal so.

4I_KM_2302

00:21:17 Speaker K

auch nicht?

4I_KM_2302

00:21:55 Speaker M

konsequenter Sto

eigentlich...ich 

machen.

4I_KM_2302
Comparing

00:22:52 Speaker K

ausprobiert haben. Das war irgendwie witzig, da haben uns alle komisch gefunden

4I_KM_2302

00:24:53 Speaker M

versuchen...

Fleischkonsum.

6I_DM_2402

compromises

00:41:57 Speaker M

Ort.

4I_KM_2302

less

00:45:47 Speaker K

Konservierungssto
immer Sto

Und das ist dann halt nicht da.

4I_KM_2302

00:46:44 Speaker K

In

In

kann den Ein uss jetzt nicht genau bezi

gespielt.

4I_KM_2302

00:48:48 Speaker M

Thema auseinandergesetzt wie ich.
00:48:53 Speaker K

sozusagen die die Basis
sicher die K. gemacht.

4I_KM_2302

00:11:35.850

time, love and a

important I don't want to babble soory.

8I_G_2802

00:13:31.500

Felix: So yeah, I think, and for me so in those di erent...in those di

can I consume less?

00:18:34.080

gaby: Or how can consume that I contribute to back to the planet

reuse the things. Which includes like when the T shirt is broken you 

than anyone, and to start that already at a young age, so. So for there are di

emphasis.

8I_G_2802

00:20:27.390

Felix: The question is, do we need it 

you if you look at that those three R's then that 

the vast majority of waste. And is obviously the reuse aspect. And I tried to 

think like whoa the trash goes somewhere. Well, actually it lands in the next land

because I simply don't care because I don't have that awareness.

8I_G_2802

planet, so that there's still a planet to live on.

Education
0:35:54.030

gaby: Okay. I wouldn't yeah ok, there are in

yeah I bought toys and books, thanks to in uencers yes.

00:36:19.500

know?

00:36:23.130

And yeah di

honest.

8I_G_2802

social media
00:37:02.970

myself to then apply with my child.

8I_G_2802

 00:37:02.970

their in

metrology nutriology .

8I_G_2802

00:37:40.380

from it.

8I_G_2802

00:38:55.110

LinkedIn. To keep in touch like with colleagues and stu

online time, so I think this is one of the one of the basic trade o

translate into money. Now, and I do think that it is...you can 

problems I have with it and...that's where we where we think di

my instincts.

8I_G_2802

00:46:18.870

actually touch the ground and stu

in

but that one was the one I liked the most

8I_G_2802

00:49:04.800

Felix: I think it's di

to nd or 

product.

8I_G_2802

00:50:44.520

from recycled 

problem that patagonia's like stu

appreciate that that openness and honesty.

8I_G_2802

00:10:31 Speaker J

noch ein bisschen Zeit ja, aber....

10I_J_0503

00:11:06 Speaker J

mich zu haben.

10I_J_0503

00:11:06 Speaker J

Damit auch die Mülltrennung.

10I_J_0503

00:12:48 Speaker J

dahinter steckt.

10I_J_0503

00:13:33 Speaker 1

die Kurse zum Beispiel ?
00:13:34 Speaker J

Genau ja!

10I_J_0503

00:14:49 Speaker J

man daraus machen kann und das halt alles kindgerecht gestalten.

00:15:14 Speaker 1

Okay. Kindgerecht?

00:15:18 Speaker J

Kind dann beibringt.

 (...)

das grundsätzliche Ziel.

10I_J_0503

00:16:22 Speaker J

unserer Natur haben und mit unserer Welt. Aber nur Sorgen machen Na.

10I_J_0503 Segmentation

00:19:07 Speaker J

mein die Iris. Iris, Kennst du, oder?

10I_J_0503

00:21:40 Speaker J

Sinn machen.

10I_J_0503

00:27:08 Speaker 3

so Kompromisse?
00:27:12 Speaker J

war's.

(dafuer hat sie eine Milchpumpe)

10I_J_0503

00:28:54 Speaker J

Glasserln oder sondern mach irgendwas selber.

10I_J_0503

00:29:30 Speaker J

zusammengebampftes  kauf 

sollte einfach jeder nehmen.

10I_J_0503

00:32:00 Speaker J

Handhaben ist.

10I_J_0503

00:34:09 Speaker J

Also schwierig rauszu

ist generell schwierig rauszu

Kinderzerti

Aber es ist schwierig zu 

Beziehungsweise wie man es auch p egt.

10I_J_0503

00:35:50 Speaker J

net.

10I_J_0503

00:36:19 Speaker 3

Produkt ist super und dabei ist es vielleicht gar nicht super.

10I_J_0503 Segmentation

00:37:31 Speaker J

Internet Social Media und so.

10I_J_0503

00:40:27 Speaker J

hab mir dann halt einfach irgendwas gekauft was ihr denn gefallen hat.

10I_J_0503

00:41:34 Speaker J

halt irgendein Kompromiss 

wieder eine neue kauft wird.

10I_J_0503

00:46:53 Speaker J

erst später kaufe ich einen Kinderwagen.

10I_J_0503

00:47:57 Speaker J

bleibt wenig Zeit für das alles.

10I_J_0503

00:13:20 Speaker C

achtet woher kommt die Nahrung.

9I_C_0503

00:13:20 Speaker C

nehmen und vielleicht nachhaltiger, weil regionaler.

9I_C_0503

00:13:20 Speaker C

macht es zumindest mehr Spaß.

9I_C_0503

00:13:20 Speaker C

Winter immer gleich aus.

9I_C_0503

00:13:20 Speaker C

ho

kommt in die Krippe, die ho

mit dem Fahrrad fahren kann.

9I_C_0503

00:17:46 Speaker C

möchte.

9I_C_0503

00:19:30 Speaker C

meiner eigenen Denkweise und in meinem eigenen Bewusstsein.

9I_C_0503

00:19:30 Speaker C

Weg.

9I_C_0503

00:21:48 Speaker C

verschi

so ne Bewusstseinsscha

mich beschäftigt.

9I_C_0503

00:21:48 Speaker C

meiner Wohnung rauszuscha
das macht mir ja auch Arbeit.

10I_J_0503

00:24:05 Speaker C

Und dann denke ich mir halt auch ok wie kann ich es scha

Person einzeln auch an gewissen Vorteil davon hat.

9I_C_0503

natürlich immer ganz stark drauf an, was einen persönlich gerade beschäftigt.

Segmentation

non sustainable

sustainable and non- 
sustinable behavior

feasible/actionable

00:49:04.800

Felix: I think it's di cult to nd or 

the product.

00:49:19.170

Elisabeth Tschavgova: Why is it di cult?

00:49:21.810

con

years it is gonna be something else.

8I_G_2802

manufacturer

00:37:06 Speaker E

– Beruf machen.

5I_E_2302

Websites

00:32:10 Speaker E

es Negatives?

5I_E_2302

+ Reviews

classes life easier own way tipps

3r
Gami

together) the store

Mobility
and plansdi cult

Inconsitency

Time
Infrastructure

information

an expert

00:30:34 Speaker C

aus als die anderen, aber ich ho

Hebamme ist oder Ärztin und in den Bereich arbeitet 

da immer diese Entscheidungen zu tre en.

9I_C_0503

00:33:44 Speaker C

durchzulesen

9I_C_0503

product

00:36:17 Speaker C

ändert sich auch ein bisschen.

9I_C_0503

00:37:12 Speaker C

lassen kann.

9I_C_0503

00:44:04 Speaker C

auch ein Prozess.

9I_C_0503

00:50:41 Speaker C

das ich sehr schwierig 

Entscheidungen gibt, wie man, die man tre

die Politik da ein bisschen mutiger wäre da mehr zu machen.

9I_C_0503

00:17:44 Speaker M

wertvoll ist.

6I_DM_2402

00:17:44 Speaker M

eben im Spar. Ich nd das darf auch einfach sein, aber dann 

das genießt sie. Ja, das fallt mir jetzt in Bezug auf Essen ein.

6I_DM_2402

00:22:56 Speaker M

die Sonne legen und es getrocknet. Also ich 

jetzt einfach zu viel.

6I_DM_2402

00:27:30 Speaker D

Und ja, aber das ist....eh 

gesagt hast vorher Fahrrad. Ist eigentlich cool, weil wir...ich 

und sie in die Schule oder in den Kindergarten bringen.

00:28:00 Speaker M

vielleicht dann die uns nicht so au

dass man einfach so anders unterwegs ist.

00:28:20 Speaker D

es hin ist, mir auf keinen Fall ein neues Auto zulegen.

6I_DM_2402

Mobility

00:28:20 Speaker D

da auch eine wichtige Sache.

6I_DM_2402

00:29:07 Speaker M

und das kaufen aber prinzipiell kann man es auch selber machen. Und ich 

wir auf keinen Fall. Das ist in Plastik verpackt. Das 

diesen Sachen zu nden.

6I_DM_2402

00:31:01 Speaker D

halt das, was ich mir dabei denk.

6I_DM_2402

00:33:25 Speaker M

Und ich 

6I_DM_2402

the di
as parents

00:42:05 Speaker D

und sehr gut.

6I_DM_2402

00:42:05 Speaker D

liegen.

6I_DM_2402

00:49:55 Speaker D

und eh alles neu ist und man übermündet ist.

00:50:14 Speaker M

oder so.

6I_DM_2402

00:50:27 Speaker M

irgendwie schön ja.

6I_DM_2402

00:51:31 Speaker M

...es ist es ist schon so ein bissel ein Kon

kaufen den einfach.

6I_DM_2402

00:51:31 Speaker M

dass ich das, 

sich so.

6I_DM_2402

00:51:31 Speaker M
Und da 

schleppen müssen, rein schleppen muss.

6I_DM_2402

00:57:51 Speaker M

gibt jetzt auch Systeme wo du dir Dinge ausleihen kannst usw ich 

ersten Moment schon viel reinstecken.

6I_DM_2402

00:59:23 Speaker 4

verstanden hab deine Community oder eure Community ist eher o

auch online in Social Media Communities oder In

beein ussen?

00:59:51 Speaker D

Ich gar nicht.

00:59:53 Speaker M

Auch nicht nein.

6I_DM_2402 Segmentation

01:00:25 Speaker M

Ich 

ich 

irgendwie schon heraus nden. Aber das 

einfacher, weil ich mich da mit Sto en mehr auskennen. Ich 

viel leichter, weil alles was aus Holz ist haltet lange. Ich 

dass muss es ein gutes Produkt sein, wenn es in dem Geschäft ist, dann....

6I_DM_2402

01:02:06 Speaker M
Ich 

kompliziert.

6I_DM_2402

01:03:47 Speaker D

Überblick verscha

schauen ob es das gibt.

6I_DM_2402

01:05:47 Speaker D

eine Freundin von ihr braucht den und also das ist ganz...das ist dann cool.

6I_DM_2402

01:07:19 Speaker M

Ja, und gleichzeitig ist es irgendwie man 

sind, das hätten mir wahrscheinlich gekauft dann also. Da 

die Leute zu 

nds wichtig, dass Kinder die zu gehen lernen gute Schuhe haben.

6I_DM_2402

01:08:35 Speaker D

also...sie nimmt erst jetzt...sie kann mit einem Lö

Käse und da Stunden lang irgendein Rollenspiel er nden.

6I_DM_2402

00:15:46 Speaker T

was eben ein Kind de

irgendwas also, das ist so kurz nur eine Garnitur brauchen und das 

einfach so auf dieses also da 

anfängt zu horten und Kistenweise da im Keller zu sammeln. Sondern das 

es schön bleibt weil man gerade was Neues gekauft hat. Das 

Fall ganz wichtiger Punkt.

3I_T_2202

00:35:16 Speaker T

de

einfach ohne Windel lässt. Weil ich echt sagen muss das ist, was ich 

dafür

3I_T_2202

00:36:48 Speaker T

wenn man Sto windeln hat. Also ich habe mit meiner Freundin, die lebt das total!

(wird angeboten, dass die Freundin auch ein Interview geben kann)

Zum Beispiel das mit Sto

wenn wir uns an dem Vormittag tre

dafür und es gibt auch solche, die Hybrid tun und dann halt zu Hause Si

einmal herumrennen, sondern dann ist halt das halt gleich mal weg.

3I_T_2202

00:48:43 Speaker T

Ja, also ich muss sagen total. Also ich 

oft einfach, wenn man sich denk, ok gut. Und wenn man dann sich so hil

entgegenhält, wenn man sich es einfach leisten kann. Also ich 

einfach.

3I_T_2202

goverments

01:01:00 Speaker T

ich nd das also das....

auszumachen. Und dass wir uns mit irgendwem halt tre

einfach gar nicht die Möglichkeit dazu hat.

3I_T_2202 Segmentation

01:02:58 Speaker T

Nein, überhaupt kein Thema und ich muss sagen, dass ich sowas. Das 

eben ja... . Also, das ist überhaupt so ein Ding, ich weiß nicht, das ist ich 

selber was es braucht. Ich 

allem...also das bringt nur Durcheinander bei den Eltern und im Ende

wie muss ich vorgehen? Wie muss ich damit umgehen?

3I_T_2202 Segmentation

01:15:52 Speaker T

empfehlen hat oder so.

3I_T_2202

01:15:52 Speaker T

einen Podcast oder sowas. Bisschen von allen Seiten das Rausge

nde.

3I_T_2202

00:17:23 Speaker I

Nachhaltigkeit verstehen.

1I_I_1502

00:18:27 Speaker I

weitergeben.

1I_I_1502

00:27:01 Speaker I

sagt...eine Studie dazu verö

sind da wahnsinnig 

und das Beste ist automatisch das neue.

1I_I_1502

0:31:24 Speaker I

Stiftungwahrentest.

1I_I_1502

0:31:24 Speaker I

was auch immer entscheide.

1I_I_1502

0:31:24 Speaker I

Kaufentscheidung mit beurteilt.

1I_I_1502

00:32:38 Speaker I

Also ich geb gerne In uencer, also zum Beispiel In

zum Beispiel hab ich jetzt gerade viel Montessori Ideen...über In

wirklich um Produkte geht dieses eher weniger.

1I_I_1502

00:32:38 Speaker I

sicherer als ja die Meinung von anderen Müttern.

1I_I_1502

00:48:44 Speaker I

ja...

1I_I_1502

ich nde sie grauenhaft. Also ich 

00:54:56 Speaker I

unter konstantem Zeitmangel.

1I_I_1502

00:12:06 Speaker M

Nachhaltigkeit betro

durchzieht, was man sich vorgenommen hat. Ich wollte zum Beispiel nur mit Sto

Sto

Sto

unangenehm und das ist auch der Vorteil von den Sto

und wir sind alle drei gestresst.

2I_M_1602

00:12:06 Speaker M

kann, was ich mit Leichtigkeit und gern tu.

(...)

gibt es irgendwann ganz auf.

00:12:06 Speaker M

koche oder sonst irgendwas betre en.

2I_M_1602

00:17:00 Speaker M

dann noch machen kann.

2I_M_1602

00:17:00 Speaker M

das alles so durchziehen mit den Sto

Sto windel draufgetan, wenn ich danebengestanden bin. Und er 

heute haben wir richtig viele Sto

kannst a ka Sto

manchmal.

2I_M_1602

00:17:00 Speaker M:

Gewohnheit.
(Sto windeln)

2I_M_1602

00:19:43 Speaker M

ist und ich die kenn, scha

man kauft er hat gar nicht.

2I_M_1602

00:22:00 Speaker M
Ja, kann ich das gar nicht, ich ho

mir im Ende

Ho

dass es nicht ist, weiß, was ich meine?

2I_M_1602

00:22:00 Speaker M

schon...weiß ich schon mehr.

2I_M_1602

00:22:00 Speaker M

trotzdem noch nicht unbedingt.

2I_M_1602

00:23:40 Speaker 5

es dann...
00:23:56 Speaker M

Eigentlich ja kann ich sagen.

2I_M_1602

00:26:10 Speaker M

00:28:25 Speaker M

irgendwie nachhaltig sein?

2I_M_1602 Segmentation

00:29:40 Speaker M

Schnuller verkaufen. Natürlich ho

und ho entlich stimmt es.

2I_M_1602

00:31:42 Speaker M

ja, aber ich 
ist auch ein schöner Austausch

2I_M_1602

00:31:42 Speaker M

Sto  Windel... sie machen jetzt einmal Fifty- 

ähnlich.

2I_M_1602

00:40:43 Speaker M

Kompromiss! Weil natürlich hat man so ein bisschen einen Kon

Kon

s Kon

halt nicht alles und alles perfekt machen und.

2I_M_1602

00:49:43 Speaker M

irgendwie mitzugeben, indem ich vorlebt und ho

lebt und ihm vielleicht einfach auch immer Spaß macht und ihm das wichtig ist.

2I_M_1602

00:20:04 Speaker J

ich halt für meine Tochter dann sein.

10I_J_0503

Rolemodel

mental load

Informing about sustainability

interviews conducted show that 

e

speci cally shared how di

shares an already 
other to make the 

reading scienti

parents also mentioned certi

product physically in the store.

learning from each other

00:46:44 Speaker K

In

interessiert hat vom Thema her.

4I_KM_2302

00:37:06 Speaker E

Instagram also ich nd diesen Begri  Sinn

irgendwann vertrauen.

5I_E_2302

o
of other parents.

towards social media

Despite all the e

decision

Despite all the e

decision

00:37:06 Speaker E

– Beruf machen.

5I_E_2302

and honesty
in uencers

ltering

store

00:31:24 Speaker I

Kaufentscheidung mit beurteilt.

1I_I_1502 Foren
Others

Website

00:42:44 Speaker J

wird...hätte mir geholfen als Mama.

00:36:30 Speaker E

Elternteil zu sein?

00:37:30 Speaker L

de

Also, sobald das Umdenken stattgefunden hat, 

ich dich auf jeden Fall einfacher aus vorher.

7I_L_2402

00:36:11 Speaker K

Also ich 

eingehen, 

leicht macht.

4I_KM_2302

more choice

00:36:11 Speaker K

Also ich 

eingehen, 

leicht macht.

4I_KM_2302

hand

less toxins

00:19:44 Speaker I

wie Natur aussieht, also ich mein in den Zoo zu gehen ich 

sieht die aus? Und da ist jetzt eine Biene vorbeige

haben ein Ziel wir gehen dorthin.

1I_I_1502
with animals

00:11:37 Speaker E

für die Umwelt, für das Miteinander.

5I_E_2302

00:43:28 Speaker 2
Ja, ja klar, ja ja, das ist verständlich.

(Kind komt um gute Nacht zu sagen)

wirklich hundert Prozent Experte ist?

00:43:53 Speaker E
Ja.

5I_E_2302

Food

00:19:25.770

practical actions based on this.
00:19:49.770

need stu .

8I_G_2802

00:40:18 Speaker E

groß geworden, ist doch egal" Und das 

diesen Menschen, die von denen man pro

auf die Kinder zum Beispiel konzentrieren kann.

5I_E_2302

00:03:12 Speaker M

Und du, ich 

aus dem Bilderbuch und ja, deswegen 

es ist für mich ein kitschiges Mama- Kind- 

will, sie wehren sich noch nicht.

2I_M_1602 Segmentation

00:37:12 Speaker C

lassen kann.

9I_C_0503

00:37:12 Speaker C

lassen kann.

9I_C_0503

00:18:30 Speaker M

und die Verpackung ist auch B zerti

mal.

4I_KM_2302

00:48:43 Speaker T

Klima –Krisen - 

ist es so. Diese Sachen, die werden sich einfach ergeben. Und ich 

nicht...also ich 

fürchten sollte. (...) ich 

Leid und Schmerz, das gehört zum Leben wie alles andere auch. Und das, 

jetzt nix, wovor ich mich jetzt so fürchten würde.

und das ist auch gut so

7I_L_2402 Segmentation

allen anderen Lebewesen, die mit uns die Erde teilen.

Nachkommen tre

auch alle ausbaden.

7I_L_2402 Segmentation

00:12:06 Speaker M

umsetzbar.

2I_M_1602

00:48:44 Speaker I

ja...

1I_I_1502

01:00:25 Speaker M

Ich 

ich 

irgendwie schon heraus nden. Aber das 

einfacher, weil ich mich da mit Sto en mehr auskennen. Ich 

viel leichter, weil alles was aus Holz ist haltet lange. Ich 

dass muss es ein gutes Produkt sein, wenn es in dem Geschäft ist, dann....

6I_DM_2402

00:34:09 Speaker J

Also schwierig rauszu

ist generell schwierig rauszu

Kinderzerti

Aber es ist schwierig zu 

Beziehungsweise wie man es auch p egt.

10I_J_0503

00:50:41 Speaker C

das ich sehr schwierig 

Entscheidungen gibt, wie man, die man tre

die Politik da ein bisschen mutiger wäre da mehr zu machen.

9I_C_0503

00:37:06 Speaker E

Instagram also ich nd diesen Begri  Sinn

irgendwann vertrauen.

5I_E_2302

00:42:50 Speaker K

gebraucht.

4I_KM_2302

00:31:19 Speaker M

Media speziell über Produkte? Es gibt es In

Mamas, die dich vielleicht inspirieren?

00:31:31 Speaker M

Jawoll ja.

00:31:36 Speaker 1

Entscheidungen?

00:31:42 Speaker M

Ja also ich glaube, ich bin da teilweise wirklich ziemlich beein

machen mehr, manche machen weniger.

2I_M_1602



SUSTAINABILITY IS PERCEIVED AS A PRIVILEGE FOR FAMILIES WHO HAVE SUSTAINABILITY IS PERCEIVED AS A PRIVILEGE FOR FAMILIES WHO HAVE 
TIME AND MONEY FOR A SUSTAINABLE LIFESTYLE.TIME AND MONEY FOR A SUSTAINABLE LIFESTYLE.

Context
Being sustainable is perceived as taking up to much time and 
money - adding up to the mental load. Therefore sustainability 
is seen as a privilege for families who are wealthy enough to 
afford spending money and having enough free time to inform 
about this topic.

Trigger
When sustainable ambitious parents are confronted with a 
product decision or a daily action, reality hits. Being sustainable 
takes more time then expected in the daily life, not only for 
activities but also information gathering. Further sustainable 
products are perceived to be a higher price-class and difficult to 
afford on a regular basis.

Challenge
Integrating sustainability in the daily life needs to change 
perception. Sustainability should be made accessible for every 
family by education on low price solutions, sustainable products 
should be made affordable and informing about sustainable 
parenthood should be easy accessible. 
However, changing the perception of sustainability can be 
difficult and not all parents will have the motivation to do so, 
there is an additional incentive needed.

Research Question

How can sustainability be made accessible for 
everyone? 

Consequences if insight not (properly) resolved
• Overloading parents with information and the complexity 

of sustainability might lead to feeling overwhelmed and 
frustrated

• Perception of sustainability being mainly accessible for 
wealthy families, might result in lower to middle class 
families not even trying to be sustainable

Needs
• A new narrative of sustainability in which sustainability is 

accessible and feasible for all families
• Creating additional value though saving money and time with 

sustainable parenthood
• Providing a trusted sustainable brand for parents where no 

additional time for information gathering is needed 

11

“I can imagine that if you don’t have the 
resources in terms of time. That at some 
point you say: “It doesn’t matter, we’ll just 
do it like the neighbour did it or like mom 
did it. We all grew up, it doesn’t matter.” 
Well, I can’t imagine what it’s like when 
you just have a  few resources and not 

this totally protected space with all these 
people from whom you can learn. But I can 
imagine that it’s not that easy and that you 
have to be very careful not to give up your 
energy. Then you’re completely burned out 
and can no longer concentrate on 

the children.”

“Yes I just had enough time during 
my pregnancy because I was on leave 
because of Corona. (...) I was able to 
think about it and you had the time 
and muse for it. Because if you are 

already pregnant and have to 
work, there is little time for all 

of this.”

“If you have a lot of time to think, then 
maybe it’s still possible. But especially 
when you are stressed in everyday life, 
it is not always easy. Then you just go 

to the supermarket and buy food there, 
which is often plastic-packaged, instead 
of taking the further route which 
is sustainable because it is more 

regional.”

$$



PARENTS ARE FACING A HUGE CHOICE AND PARENTS ARE FACING A HUGE CHOICE AND 
INFORMATION OVERLOAD.INFORMATION OVERLOAD.

Context
The topic of parenthood and sustainability is to big to be an expert. 
Finding sustainable information requires a lot of effort, is not easy 
accessible and results in high time investment of parents. A lot of 
time is needed to find the right information and  make the right 
decision.

Trigger
When parents decide to buy a new product and research is being 
conducted, it can be overwhelming and difficult to understand what 
the right choice is. Even after purchase of a product parents have 
doubts if the chosen product is sustainable and if this was the right 
decision.

Challange
Sustainable information gathering can be overwhelming; 
parents need to have trustworthy sources, easy accessible 
information made understandable, clear criteria and expert 
verification. 
However, making a good judgement and applying the provided 
information is difficult; they still need to be guided and 
supported by professionals.

Research Question

How can the relevant information be 
communicated to the parents in a easy accessible way?

Consequences if insight not (properly) resolved
• Educational activities to learn more about sustainability 

might result in more stress and higher workload for parents
• Misinformation on the topic of sustainability can lead to 

mistrust and wrong judgement towards sustainable brands 
and solutions

Needs
• Increased confidence of parents and ability to make a 

sustainable decision
• Ease of mind and reduced pressure on patents by knowing 

that a good decision as been made
• Making education on judging product sustainability 

accessible and understandable for parents
• Tools, criteria and understandable concise information

22

“The problem is there is to much 
options and that’s I think the tension 

of like what actually to get. What 
is actually what you need because 

there’s so many things that everybody 
swears at them and they say that this 
works. But at the end of the day, you 
have to find out for yourself, because 
your child is unique and different. (...)
I don’t know it’s really, really hard, I 

think I feel more tension in the fact of 
what actually I should get. Because 

there are so many source for so many 
products and so many things that are 
good and then i’m like: Okay, what is 
actually good? What actually are the 

things that I do think are  going 
to be good for my kid?”

“Then you can give up your job 
and then you can simply do a “I 

inform myself about things” 
job.”

Buy
more

Less
CO2!Buy

less

100%
Greengood

for yo
$$



EVERYDAY LIFE FOR A FIRST TIME PARENT IS OVERWHELMING AND EVERYDAY LIFE FOR A FIRST TIME PARENT IS OVERWHELMING AND 
STRESSFUL. SUSTAINABILITY IS SEEN AS ADDITION TO THE WORKLOAD.STRESSFUL. SUSTAINABILITY IS SEEN AS ADDITION TO THE WORKLOAD.

Context
Nowadays parents are facing difficulties when it comes to being a 
sustainable parent. The most frequently mentioned difficulty is the 
integration of sustainability in daily life even though there are easier 
and more difficult days.

Trigger
Once the parents start building up their daily routine, reality hits in. 
Parenthood is stressful and overwhelming and despite preparation 
sustainably is difficult to integrate. More than that, by trying to 
make sustainability part of daily life, the stress and daily workload is 
increasing.

Challenge
Integrating sustainability in the daily life of parents needs to be 
feasible and actionable. More then that, sustainable practices 
instead of being forceful squeezed in the daily life, need to 
support parents and reduce mental load. 
However, creating and learning sustainable behaviors takes up 
time and space for exploration in the daily life as well. Solutions 
need to comply with overworked parents; actively support the 
unpredictable challenges of first time parents and serve the 
individual needs of parents.

Research Question

How can sustainability not add but actually release 
stress and workload? 

Consequences if insight not (properly) resolved
• Creating too many fast paced and drastic changes might 

lead to counterproductive results and possible discouraged 
parents

• Perception of sustainability as additional workload might 
result in complete avoidance of sustainable actions

Needs
• A new narrative of sustainability, where sustainability does not 

add on workload and stress, but reduces it
• Alternatives that fit into young family patterns
• Solutions making sustainable daily activities feasible and 

actionable
• Encouragement of parents to adopt new personal sustainable 

patterns of behavior

33

“Not everything can go in the direction 
of sustainability... everyday life 

demands much. Such as cloth diapers, 
if you think about it. Especially in the 

beginning like the kid needs to be 
changed like 10 times a day...
you don’t actually do anything 
else but washing diapers then.”

“Yes, we make excuses out of 
the fact that we just have very 

little capacity, even for thinking 

and for existing, because it 
hardly lets us sleep...”

“I’m in for any change. It just has 
to be feasible and needs to make 

sense.”
Cooking

Groceries

Cleaning

Laundry

A
p

p
o
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e
n
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Sustainability

Job



SUSTAINABILITY IS DESCRIBED AS A PROCESS. IT TAKES TIME AND SUSTAINABILITY IS DESCRIBED AS A PROCESS. IT TAKES TIME AND 
EXPLORATION ON WHAT WORK BEST FOR DIFFERENT FAMILIES AND EXPLORATION ON WHAT WORK BEST FOR DIFFERENT FAMILIES AND 

REQUESTS SPACE FOR TRIAL AND ERROR.REQUESTS SPACE FOR TRIAL AND ERROR.

Context
Sustainability is seen as a process among parents and 
is described as taking mini steps and trying in different directions. 
Resulting in the creation of a sustainable journey with constant 
discoveries of new opportunities.

Trigger
Successful integration of one sustainable task in the daily life can 
become a starting point and motivation for the process of becoming 
a sustainable parent.

Challenge
Sustainability as a process takes time and exploration on what works 
best for the individual needs, this requires space for trial and error. 
Solutions which easily integrate or improve daily life are required, but 
also need to be affordable and without commitment of ownership. 
What works for one family, child or parent might not work for 
another. 
However, understanding what the best solution for the individual 
situation can be difficult and not all parents have the motivation 
to explore the process of sustainability on their own: guidance and 
support by professionals can ease the process.

Research Question

How can active support in this process look like?

Consequences if insight not (properly) resolved
• To much space for exploration increased probability of 

having negative experience and discouragement could rise
• Beginning the process of sustainability without guidance 

might result in parents feeling lost and overwhelmed

Needs
• Creating a positive and new experience of exploring the process 

of sustainable parenthood
• Solutions, which allow moving away from ownership and 

giving space for trial and error to understand what products or 
solutions work best

• Inspiration and guidance on which daily practices and products 
would be good to explore

• Making the impact of all the small steps in the process visible to 
parents 

44

“I’ve always been a vegetarian and animal 
welfare and environmental protection 

have always been important to me. But 
the children made me change my mind 

and since then we have switched our diet 
to vegan. Except for the eggs that our hens 
lay. Also that the topic with the diapers...
so I just looked for alternatives. From this 

they actually came up with more 
and more topics and...yes, there are 

always new ones being added.”

“That’s why I would take the picture 
on the right with the blue background, 

where he climbs these stairs. Yes, 
because I can learn more, that’s the 
way for me. Step by step learning, I 
would say that is what he is doing. 
How can I then reach my goal that 

I can really live completely 
sustainably or let’s say within a 

framework that is okay?”

“In the last 10 years we got more and 
more into the topic and that we want to 

made our lives as sustainable as possible. 
Of course we know that there is a lot of 
room for improvement. But and that’s 
why it was also clear to us beforehand 

that living sustainably with a 
child is not necessarily easier 

than without a child.”



TO PARENTS SUSTAINABILITY MEANS MORE THEN MATERIALS, THEY ALSO TO PARENTS SUSTAINABILITY MEANS MORE THEN MATERIALS, THEY ALSO 
CONSIDER THE SOCIAL ASPECTS.CONSIDER THE SOCIAL ASPECTS.

Context
Sustainability means to parents more than just materials, 
packaging and waste.

Trigger
When making a purchase decision parents conduct research on 
multiple criteria of the product. One of them is the social factor, 
this includes origin country, working conditions and cooperate 
social responsibility (CSR) in general.

Challenge
Trying to understand the social aspect of a product can be 
challenging; information needs to be transparent and easy 
understandable, parents don’t want to be lied to and misguided 
by wrong claims. 
However, the complexity of cooperate social responsibility is 
tricky to understand and see through, parents on their own are 
not able to properly judge the social aspects of a product and 
need guidance by professionals to judge transparency of brand.

Research Question

How can Social Cooperate Responsibility be made 
visible in the sustainable communication? 

Consequences if insight not (properly) resolved
• If brands don’t incorporate CSR in their communication 

reputation might get damaged or brands are missing out on 
a important differentiator for parents

• No proper communication of CSR might result in 
disappointment about product purchase once looking into 
the purchase

Needs
• Empowering the parents to understand the social aspects of 

their purchase
• Transparent communication of Philips, showing their 

achievements and future plans
• Honesty showing points of improvements and weaknesses
• Concise and clear communication, avoiding to mislead 

parents
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“Yes. In a sense that at least we check that 
actually the people that are working are 
property paid. Because that’s something 
that in Mexico happened and often that 
even kids are producing the product...so 
that’s also something I do check that the 
quality is good that the people are 
getting well paid for the work that 

they’re doing.”

“And for me, sustainability means 
not only the conscious handling 
of nature and the products that 

the earth gives us, but also 
the treatment of people.”

“But if it’s possible for me then 
take a look where does the 

product come from? How was 

this made? What were the 
working conditions like?”



PARENTS WANT TO TEACH THEIR CHILDREN A SUSTAINABLE MINDSET PARENTS WANT TO TEACH THEIR CHILDREN A SUSTAINABLE MINDSET 
AND BE A ROLE MODEL.AND BE A ROLE MODEL.

Context
Parents are raising the awareness of their children by experiences 
and interactions in nature, such as growing plants together, 
moments with animals and taking the children grocery shopping 
to teach about local and seasonal food. Parents in general want to 
be role models to their children. Being sustainable is perceived as 
taking up to much time and money - adding up to the mental load. 
Therefore sustainability is seen as a privilege for families who are 
wealthy enough to afford spending money and having enough free 
time to inform about this topic.

Trigger
Increasing concerns about the climate crisis and it’s impact on future 
generations, makes parents seek for more actions from 
companies and governments. But also sustainable actions in their 
personal life and educating their children on this topic.

Challenge
Parents aim to educate and have dialogue with their 
children on the topic of sustainability. To archive this, parents 
needs to educate themselves first, integrate sustainable 
solutions and strategies in their life and have developed a 
sustainable mind on their own. 
However, gaining this expertise on their own while being 
occupied with parenthood is challenging. Not all parents are 
able to do so on their own.

Research Question

How can active support in sustainable education of 
the children look like?

Consequences if insight not (properly) resolved
• Overloading parents with information and the complexity 

of sustainability might lead to feeling overwhelmed and 
frustrated

• Parents might not teaching their children about 
sustainability at all due to their perception of them not 
having enough expertise

Needs
• A co-shared responsibility among users and companies on 

education, reducing pressure on the parents doing this task on 
their own

• Make education on sustainability accessible and understandable 
for parents

• Provide guidance and tools for communicating the complexity of 
sustainability to children

• Enhance parents confidence in the topic of sustainability though 
support of professionals and experts
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“Because we actually set an 
example and they can join if 

they want. From time to time we 
also make games out of it, for 

example, if there is garbage lying 
around then pick it up... it’s 
a garbage-picking game.”

“By taking my child with me when 
I go shopping  and explaining 

why we don’t do things like that 
like the others, for example. To 
introduce them to consciously 
thinking about what you 
buy, how you use it, what 

you can do with it.”

“I also try that he waters with me the 
plant. He is loving to kiss the little 

leaves. And he does it and he loves 
it... I think that’s something that it’s, 
at least for us, we we’ve been trying 
to make him know that even if they 
don’t scream they’re still living. And 

they help us with making our oxygen 
so it’s just like. This other approach 
that we are one with this world and 

we only have one again planet 
so it’s about how we want to 

use it.”



PARENTS ARE OPEN TO THE CONCEPT OF SECOND HAND FOR THEIR PARENTS ARE OPEN TO THE CONCEPT OF SECOND HAND FOR THEIR 
CHILD AND LIKE TO GIVE THEIR USED PRODUCTS TO OTHER PARENTS.CHILD AND LIKE TO GIVE THEIR USED PRODUCTS TO OTHER PARENTS.

Context
Second-hand products for their children are a common practice of 
parents, as well as giving products to other parents. However, there 
are limitations when it comes to second-hand. Specifically, when it 
comes to hygiene such as products which are close in contact with 
body liquids e.g. pacifier, breast pump etc.

Trigger
With the rise of sharing economies, new business models and 
awareness of over-consumption; reusing and second-hand products 
are becoming more common. Further, the financial aspect makes 
second-hand products more attractive. Renting opportunities for 
breast pumps are entering the market and raising the question of 
how far reusing products can go among parents.

Challenge
Parents seem open towards circulation of used products, 
which can make sustainability easy accessible, safe money and 
depending on the business model make life easier for parents. 
However, safety has been identified as a crucial criteria and is 
seen as more relevant then sustainability for parents. Hygiene 
products such as pacifiers, breast pumps, baby bottles etc. are 
not seen as safe enough to circulate between strangers.

Research Question

What could be a approach to enable the circulation 
of products among parents in consideration of the 
safety (hygiene) concern?

Consequences if insight not (properly) resolved
• Parents increased frustration of owing products they don’t 

need anymore but they can’t give to other parents
• Parent’s wanting to safe money on circulating products/

second hand but not doing so

Needs
• Changing the perception of hygiene hazard of circulating 

products, resulting in making parent feel safe about the product 
and creating trust in Philips

• Making circulation products more attractive and accessible, 
resulting in easing up the everyday life of parents

• Increased communication on safety and transparency of renting 
hygiene products

• Provide expert insights and parents feedback on confidence and 
safety
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“Yes, all hygiene product. 
Actually...breast pumps, for 

example, I wouldn’t  probably 
buy everything used. Or baby 

bottles, pacifiers...all things that 
should be hygienically 

clean.”

“And that’s something that 
we usually try to do. And also 
to pass the stuff on we don’t 
need anymore. So rather put 
some clothes for free on eBay 

Kleinanzeigen or Willhaben 
in Austria.”

“Of course I dealt with the topic 
of breast pumps and of course I 
could have borrowed one from 
the pharmacy. Um, but then I 

heard from a friend that you get 
the oldest breast pumps there 

and who knows if they are 
so hygienically clean...”



PARENTS BUY OFTEN PRODUCTS WITHOUT KNOWING IF THE PRODUCTS PARENTS BUY OFTEN PRODUCTS WITHOUT KNOWING IF THE PRODUCTS 
MATCH THEIR AND THEIR CHILDREN’S NEEDS.MATCH THEIR AND THEIR CHILDREN’S NEEDS.

Context
Parents end up not using products they buy. It is hard to know 
beforehand what is needed, some products were perceived as being 
useful but then turned out to not be. Also it is overwhelming to know 
what is actually needed with the huge choice of products on the 
market.

Trigger
The moment parents are surrounded by products which they 
thought it would be a great solution, is a frustrating moment. Such as 
a food processor of which the baby doesn’t like the pap, or pacifiers 
which the child does not want to use.

Challenge
Parents are surrounded by a narrative which makes them buy 
a lot of products, with the goal to make their life easier. To help 
parents explore which products match their needs, space for 
trial and error without ownership and easy accessible solutions 
supporting urged needs are required. 
However, letting go of owning products might cause a big 
change in behaviour, therefore convenience and benefits need 
to be made visible.

Research Question

How can parents be enabled and given space to 
explore products?

Consequences if insight not (properly) resolved
• Frustration due to wasted money, time and space for unused 

products
• Buying the same product multiple times to see if the brand, 

material etc. is the reason for not using the product 
Enabling parents for exploration of products might lead to 
counterproductive results and parents consuming and using 
more products then they would usually do. Leading to a new 
from of over-consumption.

Needs
• A new way of exploring products by moving away from 

ownership, empowers parents to better understand what their 
families needs are

• Creating a safe space of understanding what works best for 
the daily individual life, without losing money and having 
commitment to ownership

• Providing a trusted sustainable brand for parents
• Education and personalized expert guidance on the individuals 

needs
• Collaborations with other companies to provide expertise and 

brought product range
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“But at the end of the day, you 
have to find out for yourself, 

because your child is unique and 
different.”

“With the first child you think, you 
have the best concept and then the 
second child comes. And then you 
realize that all the concepts which 

worked with the first, for  the second it 
doesn’t work anymore. It’s not because 
of the perfect upbringing, but because 

the first child was just like that. 
But the other is very different.”

 “Yeah, it is very difficult and 
sometimes you screw up. You realize 

that you get something... you’re 
super excited, you’ve investigated, it’s 
Fair Trade, it’s good materials, good 
quality! You get it you give it to your 
son. And then he looks at it, plays 

with it 2 seconds. And you are: “Oh 
no I invested so much time, energy 

and effort thinking what to do”. And 
then it didn’t really work. And then he 
prefers to use I don’t know the box of 
the product. So it is a trial and error. 
So maybe for my child it didn’t work 

and we just put it in Vinted and 
for somebody else it works.”



PARENTS BUY PRODUCTS IN A PREVENTIVE MANNER - TO BE WELL PARENTS BUY PRODUCTS IN A PREVENTIVE MANNER - TO BE WELL 
PREPARED FOR ANY SITUATION.PREPARED FOR ANY SITUATION.

Context
Being a first-time parent is full of unexpected moments and many 
parents feel insecure. Leading to the purchase of many baby 
products in a preventive manner and so the feeling of safety and 
preparedness. Unfortunately, some of the bought products will end 
up unused.

Trigger
Realization of parents that they bought products to feel safe but 
don’t end up using them. Such as a breast pump, which got bought 
in case the mother can’t breastfeed and this pump ended up unused. 
Now parents have to find a solution what to do with these products.

Challenge
Wanting to be prepared and having everything ready for the 
baby can make first time-parents very insecure; to prevent 
parents from buying products they need to be educated on 
what is needed and when, gain confidence in their parenting 
style and have easy and fast access to products in case of need. 
However, establishing confidence and understanding is difficult 
and takes time and reassurance by experts and other parents.

Research Question

How can parent be feel safe and prepared without 
over-consumption?

Consequences if insight not (properly) resolved
• Growing frustration of wasting money and space on 

products, which got bought in case but never used
• Relying to much on services giving guidance might lead to 

parents depending on Philips and not able to make the right 
choice on their own

Needs
• Increased confidence of first-time parents on products they need 

and their abilities as parents
• Provide parents with strategies that apply what the right solution 

to a certain situation is
• Education and personalized expert guidance on the individuals 

needs
• Safety net what when something is needed there will be 

immediate access to the right product matching the individual 
families needs
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“Of course, we bought clothes for 
her in advance, so more than 9 
months in advance we gathered 

everything possible.”

“The Avnet sterilizer from Philips, 
I haven’t used it for a long time 
because she doesn’t drink from 
the bottle. And I don’t need the 

pump now either.”

“This pressure...ok I now have 
everything for my child at home in 

case of an emergency. For example, 
many mothers make I’ve heard 

that a lot, they have the pressure of 
breastfeeding. Does breastfeeding 

work, doesn’t it work, can I give 
a bottle or something else? Just 

knowing when I’m out of the hospital, 
and I know it just doesn’t work for 2 

days with breastfeeding, for example, 
that’s such a very sensitive topic... 

thank God I was lucky! Knowing in an 
emergency in this changing table at 
the bottom there is formula, there is 
a bottle. It gives you so much security 
that you can get involved with 
the subject in a more relaxed 

manner.”



ONE OF THE MOST COMMON SUSTAINABILITY STRATEGIES OF PARENTS IS ONE OF THE MOST COMMON SUSTAINABILITY STRATEGIES OF PARENTS IS 
TO CONSUME LESS AND ASK THEMSELVES: WHAT DO I REALLY NEED? TO CONSUME LESS AND ASK THEMSELVES: WHAT DO I REALLY NEED? 

Context
Non consumption is one of the most common strategies 
of parent to be sustainable, since it is easy applicable and clear. Most 
parents try to make this actionable by actively questioning if they 
really need the product they are planning to get. Non consumption 
also has  shown an overlay with the definition of sustainability of 
some parents.

Trigger
In a situation when parents would like to purchase a sustainable 
product,  difficulties arise in the understanding if the product is 
sustainable or not. Therefore to avoid a unsustainable decision, 
parents tent to apply the easy way of not purchase it. Resulting in a 
limited knowledge of possibilities of sustainability,

Challenge
Understanding if a product is sustainable or not can be difficult 
and parents seek for easy criteria to be able to do so, this also 
includes recommendations, expert input and trusted brands. 
However, parents are not knowledgeable enough about all 
considerations on what makes a product sustainable or not; 
companies need to communicate different approaches of 
product sustainability to them.

Research Question

How can innovation be built on new perceptions of 
sustainability? 

Consequences if insight not (properly) resolved
• Making non consumption the only criteria of sustainability, 

might reduce other sustainable actions or ambitions to grow 
as a sustainable parent

• Non-consumption might be a too drastic technique and 
scare of parents who are new to sustainability

• Parents mind might stay limited towards sustainability if not 
introduced to other possibilities

Needs
• Showing parents alternatives ways of being sustainable besides 

of non consumption
• Provide parents with different perceptions of sustainability and 

different approaches of being sustainable 
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“For me it mean that it’s pointless 
to buy something that I don’t 

need at first, so let’s think about 
it, do I really need it?”

“My way of thinking has changed 
a bit in recent years. At the 

beginning I also thought that I 
needed all of this and that and 

that. So that my child is fine. 
Meanwhile...I think the fewer the 
better. You just have to consume 

consciously and see what 
alternatives are there.”

“It’s exactly my approach and that’s 
also the part that doesn’t suit me in 
my life yet, we have to move away 
from consumption. We have to use 

as few products as possible. For 
long-term sustainable thinking, it 

doesn’t matter whether I have 1000 
sustainable pieces of clothing that I 
think spend a lot of money, or 1000 

H&M items of clothing.”
What do I 

need?


